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321790 FOMAD

Ice cream lovers are trading up. (Australian
ice-cream market.)

White L.

Foodweek and Liquor Week, 1998, (September 22)
(1480), 8-9

English

Data on Australia's ice-cream market are given in
this two-page article. Total ice-cream sales in
the route, grocery and foodservice sectors are
worth about A$1.2 billion. The grocery sector
accounts for about 50% of total sales. Corporate
shares by value of grocery sales are given for
Nestle Dairy Products (19%), Unilever (16%),
Cadbury's Peters & Brownes (7%) and Bulla (14%);
own-brands and generics account for a further 20%
of total sales. Corporate shares by volume are
also given for Nestle Dairy Products (16%),
Unilever (9%), Peters & Brownes (7%) and Bulla
(10%); own-brands/generics account for a further
36% of sales. Impulse sales are worth about
A$400m. Unilever's Magnum brand accounts for 29%
of impulse ice-cream sales. In the take-home
sector, vanilla flavour accounts for 55% of
sales. Per capita consumption of ice cream is
about 18 litres in Australia, compared with 20-22
litres in the US, and 6-8 litres in most (not
specified) European countries. Marketing
activities are discussed.

E DAIRY PRODUCTS

1998; AUSTRALIA; BRAND SHARE; CONSUMPTION; DAIRY
PRODUCTS; FROZEN FOODS; ICE CREAM; MARKET SHARE;
OWN BRANDS; PER CAPITA; RETAILING; SECTOR SHARE;
STATISTICS; VALUE

GEOGRAPHIC TERM: AUSTRALIA

DATA ENTRY DATE: 7 Oct 1998
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TI Russian withdrawal from tea market sparks crisis. (World tea

production.)
AU Poole A.

SO Public Ledger, 1998, (September 14-20) (72083), 3

LA English
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END

BT2 BEVERAGES/CT

BT1 ALCOHOLIC BEVERAGES/CT
-->  WINE/CT
NOTE Use for wines produced from grapes. For wines
from other produce, create a compound term, e.g.
barley wine, fruit wines, peach wine, etc.
NT1 ALCOHOL FREE WINE/CT
NT1 ALSACE WINE/CT
NT1 AOC WINE/CT
NT1 BEAUJOLAIS WINE/CT
NT2 BEAUJOLAIS NOUVEAU WINE/CT
NT1 BORDEAUX WINE/CT
NT1 BOXED WINE/CT
NT1 BURGUNDY WINE/CT
NT1 CANNED WINE/CT
NT1 FRENCH WINE/CT
NT1 HOME BREW WINE/CT
NT1 LITE WINE/CT
NT2 LOW ALCOHOL WINE/CT
NT1 LOW ALCOHOL WINE/CT
NT1 MUSCADET/CT
NT1 ORGANIC WINE/CT
NT1 RED WINE/CT
NT1 RIOJA WINE/CT
NT1 ROSE WINE/CT
NT1 SPARKLING WINE/CT
NT2 CAVA/CT
NT2 CHAMPAGNE/CT
NT3 ROSE CHAMPAGNE/CT
NT2 SEKT/CT
NT1 STILL WINE/CT
NT1 SWEET WINE/CT
NT1 TABLE WINE/CT
NT1 VIN DE PAYS WINE/CT
NT1 VINHO VERDE/CT
NT1 WHITE WINE/CT
RT FLAVOURED WINES/CT
RT FORTIFIED WINES/CT
RT FRUIT WINES/CT
RT WINE COOLERS/CT
RT WINE INDUSTRY/CT
RT WINE KITS/CT
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