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Introduction
Soft drinks companies understand they play a significant role in
the lives of their consumers and the wider communities they do
business in.

In recent years our members have made positive

We also place a strong emphasis on reducing the

commitments with considerable success in the

environmental impact of our sector. Through the

areas of health and wellbeing, education and

Sustainability Roadmap we have made significant

skills and the environment and sustainability.

reductions across key areas including water usage,

As Director General of the British Soft Drinks

carbon output and waste. We have also reduced the

Association (BSDA) I am delighted to be able to

amount of packaging we use and through Packaging

share some examples of recent achievements in

Recycling Group Scotland we work with the Scottish

our 2015 Responsibility Report.

Government, Zero Waste Scotland and local
authorities on partnership action to boost recycling,

Our industry has done more than any other sector

reduce waste and to help tackle littering.

to help consumers manage their calorie intake.
Through new product development, reformulation

If you would like more information on the work of soft

and increased investment in advertising of low and

drinks companies please get in touch with the BSDA.

no calorie options the soft drinks category has
reduced calories by 7.5%. The majority of soft
drinks now sold in the UK are low and no calorie
including nearly half of all carbonates.

7.5%

calorie reduction
from soft drinks
since 2012

Our members are committed to investing in
skills for the future and have implemented and
supported many successful education and training
programmes, from school through to university and
beyond. By investing in people now we will ensure
a positive future for food and drink manufacturing
and the communities we operate in.

BSDA Director General, Gavin Partington
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Health and wellbeing
The soft drinks industry produces a wide range of drinks that can be
enjoyed by all but we recognise the role we can play in encouraging
and improving the choices our consumers make.
In recent years the UK’s leading manufacturers have led the way in
helping consumers manage their calorie intake.
Companies have pushed sales of drinks containing fewer calories
have grown to unprecedented levels: the majority of all soft drinks
now sold in the UK are low and no calorie.
In recent years soft drinks companies have taught children and
young people about healthy eating and encouraged them to lead
active lifestyles.

60%

of soft drinks sold
in the UK are low
and no calorie

7%

of consumers have
switched to low and
no calorie carbonates
from regular in the
last 3 years
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Health and wellbeing
Creative reformulation and reducing calorie intake

Purity Soft Drinks

Nichols

Following the Department of Education’s revision of
the standards for food and drink in schools in 2014
Purity Soft Drinks was one of the first to launch a new
approved range.

Since 2011 Nichols has been working hard at
taking sugar out of its products and through
innovative reformulation has reduced the calorific
content across all of its product ranges. By the end
of 2014, Nichols had removed more than 2,300 tonnes
of sugar and reduced the average calorific content
per 100ml of ready to drink product by 27%. This
equates to taking around 9.5 billion calories out of
UK consumption.

Despite the additional regulations Purity worked hard
to produce a great tasting range that delivers a full
portion of fruit in every bottle and uses stevia leaf
extract as a natural sweetener. The new JUICEBURST
range has already provided extremely popular with 1
in 4 secondary schools stocking the products.
Purity has reduced the added sugar levels in its core
range by 19% in the past two years and is planning to
cut even more in the next 12 months.

19%

sugar reduction in
the last 2 years

By the end of last year the proportion of its no added
sugar/zero calorie sales in Nichols’ product portfolio
had increased from 19% to 36%.

1/3

of drinks sold in
2014 were low and
no calorie
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SHS Drinks

Red Bull

As part of SHS Drinks’ commitment to reduce
calories from its products by 5% by April 2016,
they launched Shloer Light in 2014 which contains
half the calories of ‘regular’ Shloer.

In 2015 Red Bull launched ‘Zero Excuses’, a
2015 New Year’s Resolution initiative designed
to promote an active lifestyle going into the new
year. The hero products in the campaign were the
zero calorie and sugar-free Red Bull Energy Drink
variants, in tandem with support for non-traditional
urban and adventurous sports and activities,
popular with the hard to reach 18-34 year old
market.

Shloer Light uses the naturally sourced sweetener
stevia leaf extract to deliver just 22 calories per
100ml. By using a natural sweetener, SHS Drinks was
able to offer consumers a lower calorie alternative
without compromising on the flavour, quality and
integrity of the Shloer brand or its commitment to no
artificial colours, sweeteners or preservatives.

22cal

only, in 100ml of
Shloer Light using
natural sweetener

The campaign reached in excess of 8 million people
and over 50,000 resolutions were made, over a
third of which were related to being more active or
losing weight.

5%

of regular consumers moved
to low and no calorie options
in less than a year
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Health and wellbeing
Promoting active lifestyles

Coca-Cola ParkLives & StreetGames

Britvic Mini-Mudder

Coca-Cola has a commitment to get one million
people active by 2020 and has devoted £20 million
to reach this goal. ParkLives and StreetGames are a
central part of this commitment.

In February 2015 Britvic launched a flagship global
partnership between Robinson’s Fruit Shoot and
events organiser Tough Mudder to jointly hold a
series of unique ‘Mini-Mudder’ events for children.

Starting in 2014, ParkLives is a daily series of
family-friendly outdoor activities in the heart of local
communities. Throughout the summer ParkLives
offers free park activities from Zumba to tai chi,
football to tennis, in six cities across the UK. More
than 22,500 visits in over 70 parks.

From a mountain of mud to a pool of sticky gunge
Britvic has been working closely with children to
harness their imaginations to create the first obstacle
course designed by kids, for kids.

Since 2011, Coca-Cola has partnered with British
charity StreetGames, helping over 110,000 teenagers
from disadvantaged communities get active.

The events, which have been designed to inspire
children to enjoy activity, explore their adventurous
side and experience the power of teamwork are being
held across the UK, Ireland and the US. So far more
than 8,000 kids have participated in Fruit Shoot Mini
Mudder and10,000 are expected to have completed
the course by the end of 2015.
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Responsible advertising and marketing

BSDA Energy Drinks Code of Practice
Energy drinks with a high caffeine content are not
recommended for children and manufacturers are
obliged to clearly state this on the label of such drinks.
However, to further help parents make informed
choices and encourage responsible consumption
BSDA also operates a voluntary code of practice.
The BSDA code states that “consume moderately” or
similar wording should be included on labels of these
drinks and they should not be marketed or promoted
to under 16’s. No commercial activity relating to
energy drinks by BSDA members will be undertaken
in schools nor static outdoor advertising placed
within 100 metres of the school main gates.

50%
7%

increase in advertising
spend in 2014 on low
and no calorie products

increase in low and no calorie
carbonated drinks, while sales
of regular are down 8%

47%

less TV ads viewed by
children for less healthy
foods than 10 years ago

49%

of carbonates sold in the
UK in 2014 were low and
no calorie

PepsiCo
For over a decade now, PepsiCo has only
advertised no or low sugar cola variants of Pepsi,
accounting for an estimated 70% of retail sales.
PepsiCo has also voluntarily extended the Ofcom
rules on TV advertising of HFSS products to all
paid-for media; print, radio, the internet and social
media, including advergames.
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Education and skills
The UK soft drinks industry is a major contributor to the economy
and continues to support growth by investing in skills for the future,
both for the people working in the industry and for those taking their
first steps into employment. Our members have implemented and
supported many successful education and training programmes;
from school through to university and beyond.
The British Soft Drinks Industry Foundation offers educational
grants to support students taking courses in food science and
technology and also funds apprenticeships for those working within
the soft drinks industry.

15K

people are directly employed
by the soft drinks industry

348K +
jobs are supported by the
soft drinks sector

£11bn

is added to the UK economy
by the soft drinks sector
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Education and skills
Investing in the future

Coca-Cola Enterprises

Britvic

The 2014-2015 Real Business Challenge
competition was the largest to date with more than
78,000 students participating. Aimed at 13-15 year
olds this national enterprise competition is open
to all secondary schools in Great Britain. Students
are challenged to tackle a business task set by
Coca-Cola and pitch their enterprise skills against
other schools.

Britvic’s apprenticeship scheme launched in 2010.
It has a strong focus on quality with each apprentice
receiving significant training and support from the
business. The award-winning programme, which
combines studying with on-the-job training, aims
to address the shortage of engineering skills in the
country.

The programme runs for a year, with preliminary
in-school competitions, followed by regional and
national finals. Of those schools that took part in
2014, 94% agreed that the Real Business Challenge
developed skills that increase employability.

Over the course of the programme, which spans four
years, apprentices earn many qualifications and
graduate with at least an NVQ Level 3 qualification. In
addition to receiving support from a mentor, technical
buddies also help guide the apprentices. There are
currently 21 apprentices participating in the scheme.

78K

21

students participated
in the Real Business
Challenge competition

apprentices are
participating in Britvic’s
training scheme
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A G Barr

Lucozade Ribena Suntory

The Prince’s Trust supports 13 to 30 year olds who
are unemployed, struggling at school or at risk of
exclusion. Since 2008, A G Barr has invested £50,000
each year in The Trust’s activities, bringing its total
contribution to almost £400,000 to date.

Research and Development is at the heart of LRS
and it is committed to ensuring the UK remains a
global talent hub. LRS provides direct support to
UK academic institutions and initiates significant
research projects on nutrition and health.

One particular area of support is the Team
Programme Scotland, a 12-week personal
development course for around 15 young people.
The Programme aims to help participants build
confidence and understand the business world.
Three out of four young people who complete the
programme go on to training, paid work or education

LRS also encourages and invests in developing
talent at all levels within the business. This includes
running an accredited apprenticeship scheme and
a two-year graduate programme, as well as an
undergraduate student placement. It also provides
undergraduate and PhD student sponsorship, often
as part of research council schemes, and there are
plans to grow this support in the future.

within three months of completion.

£400K

total investment
in The Prince’s
Trust activities

£625K+

invested in
research projects
in 2013-14
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Environment and sustainability
The Soft Drinks Sustainability Roadmap was set up by the industry
in collaboration with Defra and WRAP. The Roadmap sets out
opportunities for companies to reduce their environmental impact,
conserve resources and is a means of sharing best practice
throughout the supply chain.
The soft drinks industry is also committed to reducing the amount of
packaging it uses and through Packaging Recycling Group Scotland
works in partnership with key stakeholders to boost recycling, reduce
waste and help tackle littering.

0%

of waste sent to landfill
by the UK’s leading soft
drinks companies

100%

of all bottles, cans and
cartons can be recycled

7x

more soft drinks
packaging is recycled
today, compared to 10
years ago
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Environment and sustainability
Energy efficiency and reducing environmental impact

PepsiCo

Lucozade Ribena Suntory

PepsiCo’s Resource Conservation (ReCon)
programme enables manufacturing sites to monitor
water, waste and energy usage and identify areas
for improvement.

LRS is committed to tackling Britain’s litter problems
and has been working with Hubbub on the Neat
Streets project in London.

Thanks to ReCon, PepsiCo’s manufacturing sites are
now using less water and energy in absolute terms
despite a rise in production. Specifically, since
2010 it has reduced water and energy usage from
production by approximately 16%.

Using the latest thinking on behaviour change
from around the world Neat Streets identifies
new strategies and ideas to tackle littering eg.
Peppermint Pointillist displays, talking rubbish bins,
and ‘Gumdrops on-the-go’.

PepsiCo also helps others in the supply chain
like its bottling partners Britvic who achieved a
7.6% reduction in absolute energy use at two of
their sites in 2014. Through ReCon, targets were
established in electrical, thermal and water use.
The programme delivered cost and energy savings
while improving staff awareness through scorecards

Hubbub has identified 16-25 year olds as a key group
of littering offenders, so LRS has also been working
with the Dame Kelly Holmes Trust, one of its main
charity partners, to engage young adults. This has
included a competition to design a littler installation
to encourage people to use bins, the focus being on
positive reinforcement rather than finger wagging.
The winner was a cigarette butt collector designed to

and competitions.

be fitted to the top of bollards.
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Princes Gate Spring Water

Encirc

Since 2012 Princes Gate has invested in the region
of £12million in various buildings and line upgrades,
including the installation of two state-of-the-art
bottle blowing machines and fillers, thereby reducing
raw materials dramatically (200 tonnes of plastic
annually) and reducing its carbon footprint.

Launched in September 2014 in partnership with
Mersey Forest, the Trees for Me programme is a
key part of Encirc’s commitment to minimise its
environmental impact.

There are a number of on-site measures towards
energy reduction and generation, including LED
lighting throughout the site and solar PV panels.
In 2014, the business also installed two 500kW wind
turbines on-site, a move which took the business into
the arena of carbon positivity. For example, in one
month Princes Gate wind turbines and solar panels
generated enough green energy to power 607 houses.

More than 1,500 saplings were planted around the
Elton site by 60 employee volunteers and school
children to offset CO2 emissions from the factory.
Each tree is able to counteract one tonne of carbon.
Trees for Me also involves creating new habitats for
local wildlife.
30,000 daffodil bulbs were sown and a number of wild
flower seeded areas were created to support local
insect populations and bee colonies. Both Encirc’s
sites have bird boxes and bee hives, while ducks
and coots breed in the reed bed of the waste water
attenuation ponds. They are also developing an onsite wetland to boost local water vole populations.
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About British Soft Drinks Association
The British Soft Drinks Association is the national trade
association representing the collective interests of producers and
manufacturers of soft drinks including carbonated drinks, still and
dilutable drinks, fruit juices and bottled waters.

18

For more
information
about BSDA
and its
activities
contact
British Soft Drinks Association
20-22 Bedford Row
London
WC1R 4EB
Telephone: +44 (0) 20 7405 0300
Email: bsda@britishsoftdrinks.com
Website: www.britishsoftdrinks.com
Twitter: @BritSoftDrinks

