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Report Highlights:
This is an update on the Jamaican Food Retail Market.
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Kingston [JM1]

[JM]

I.
Market Overview

Over the last four years, the Jamaican economy experienced annual growth between one and two percent.  Although insufficient, in magnitude, to create immediate visible consumption impacts, the sustained growth over the period harbingers a recovery from the economic turmoil of the financial sector crisis of the mid to late 1990’s.  The recent IMF country report, which endorsed a positive medium-term economic outlook for Jamaica, coupled with Central Government’s fiscal adjustment policies have bolstered investors’ confidence in the economy, and established a platform for accelerated economic growth.   In fact, Foreign Direct Investment inflows into Jamaica during 2003 jumped by almost 50 percent, more than four times the average annual inflows of the last five years. 


Since the early 1980’s the economic performance has been disproportionately represented by the services sector, particularly distribution, tourism, transportation and communication.  The services sector will remain the impetus to Jamaica’s economic activities, as private investments and public policies continue to be skewed in that direction. 

(See report number JM4005 for additional information on macroeconomic influences on consumption)

In terms of contribution to GDP, distributive trade is the single largest sub-sector of the Jamaica economy, accounting for approximately 20 percent of total output, and more than 31 percent of output in the services sector.   Over the last five years, the relative importance of distributive trade to GDP has remained almost perfectly constant, varying inappreciable by less than one percentage point per year.   


Notwithstanding significant declines over the last three years, food and beverages collectively contribute the largest proportion of annual wholesale and retail sales in the distributive sector.  The steep decline in the share of food and beverages to total distributive sales from 47 percent during 2001 to a mere 36.9 percent during 2003 was particularly influenced by the disproportionate six-percentage-point slip in the contribution of sales by food wholesalers. The increasing buoyancy in the information/telecommunication sector and the attendant retail demand for such products has swiftly altered the pattern of retail sales over the last five years.  Although the decline in the contribution of food and beverages to total distributive sales will continue over the short-term, absolute sales values should, at least, remain constant over the period.

Food and beverage sales by wholesalers and retailers have shown much volatility over the last five years, with a characteristic strong negative correlation (-0.79) between wholesale and retail sales.  Over the period, wholesalers have outperformed retailers, with the share of food and beverage sales by wholesalers increasing by 7 percentage points to 46 percent.  Similarly, real sales value by wholesalers increased by an average annual 3.4 percent over the period compared with an anemic 1.6 percent increase in real sales by retailers.  Following the present pattern of sales in the distributive sector, the share of food and beverage sales by both segments of the market should be about equal by 2006.  However, the aggressive repositioning of major local supermarket chains, the entry of price competitive club stores, and wholesale packaging by retailers could slow the pace of retailer market erosion or reverse the trend. 

Modest economic growth, increasing remittances from abroad and increases in personal consumption credits have contributed to the performance of the retail food sector.  These factors are expected to continue fueling modest growth in the sector over the medium-term.   There are approximately 1,486 retail and 162 wholesale outlets in the Jamaican food and beverage distributive sub-sector, collectively accounting for a total sale, in current prices, of approximately US$893 million during 2003.    

Businesses within the Jamaican retail food sector are differentiated on the bases of service, quality, price and convenience, giving rise to a retail sector structurally composed of upscale and conventional chain and independent supermarkets, wholesalers, independent grocers, small convenience stores (mini-marts) and gas marts.  Supermarkets and wholesalers collectively account for approximately 71 percent of total food and beverage sales in the Jamaican retail food sector.  Gas marts, the most recent addition to the Jamaican retail food sector, carry a limited number of snack products, pastries, dairy products, juices, drinks and other ready-to-eat products.   They account for only a minuscule portion of total sales in the food retail market. Small independent grocers are mostly located in rural towns and less attractive segments of urban areas. 
The Jamaican retail food sector has experienced significant structural changes over the last five years, resulting primarily from domestic competition, macroeconomic constraints, changing consumer lifestyles and adoption of new technologies.  The main changes in the sector are:

i. The increasing direct importation by wholesalers and large independent and chain supermarkets. 

ii. The forming of strategic alliances among local food retailers and between local and foreign retail chains.

iii. Large supermarket chains are differentiating and positioning according to consumer lifestyle and purchasing power.

iv. The adding of complementary strategic business units (SBUs) to core food retail operations.

v. Application of electronic payment and inventory management systems. 

vi. The entry of club store and hypermarket concepts to the distribution landscape. 

vii. Increasing involvement of distributors in the retail sector

viii. Private labeling by major supermarket chains

Large and medium supermarkets and wholesalers have started aggressive direct importation to avoid the distributor’s margin and offer more price-competitive products in the price-sensitive Jamaican consumer market.  Brand recognition has become secondary to perceived value (price-quality relationship) in the majority of Jamaican consumers buying decisions.  Adherence to international food safety standards is also gaining importance in purchase decisions.  To remain competitive, most retail outlets are offering products at wholesale prices to increase volume.  To protect market share, wholesalers have retaliated by targeting end (retail) consumers, blurring the distinction between retail and wholesale operations. The entry of PriceSmart into the Jamaican retail market with its 50,000 square-foot superstore and the expansion of its main rival (MegMart) have contributed to the increased price competition in the retail market.  Further, as the realities of adjustments in the macro and microeconomic environments are felt at the household level, Jamaican consumers are expected to modify their consumption and buying behaviors.  Most analyses of food and beverage consumption in Jamaica concurred on the increasing emphasis on “value” purchase. 

Faced with heavy competition and increasing economies of scale within the retail market, independent supermarkets are either collaborating to promote, procure and improve management, or are expanding the number and size of stores in order to remain competitive.  Supermarkets are expanding into rural towns and previously "unserved" geographic segments of the corporate and resort areas.  Seven of Jamaica’s independent supermarkets, with a complement of fourteen stores, have formed alliance to strengthen their competitive position in the retail food sector - particularly to compete with the largest and rapidly expanding supermarket chains, HiLo and SuperPlus Food Stores.  The larger and more aggressive supermarket chains have commenced the inevitable takeover of small independent stores, which either lack the capacity to merger, or to independently withstand further competition.  

Larger supermarkets are adding independent strategic business units to their core food retail operations to either diversify their business portfolio, retain/increase customer base, or offer improved customer service and convenience.  Several supermarkets have included one or more of the following:  clothing, gift shops, restaurants, delicatessens, bakeries and pharmacies as part of their retail operations.  Electronic bill payment and money transfer outlets, and automatic banking machines are strategically located adjacent to or inside supermarkets. The recently computerized Jamaican postal service is seeking alliance with supermarkets to include mailing services as part of regular supermarket augmentations.  Almost all supermarkets and convenience stores in Jamaica offer electronic payment services through the electronic “multi-link” banking network.  The major supermarket chains and gas marts are equipped with bar code reading devices to improve inventory management and efficiency.  Automated “reordering” systems that links retail databases to suppliers are likely to be implemented in the short-term, as distributors become more active in relationship marketing.  The advantages once enjoyed by retailers through credit card purchases are quickly disappearing, as more wholesalers are installing electronic payment systems.

Jamaican supermarket chains are increasingly interested in forming alliances with foreign retail chains.   Two of Jamaica’s largest retail chains have formed alliances with Lablaws, Canada’s largest food retail chain, and Tesco from the United Kingdom, for the exclusive distribution of a number of brands, such as President’s Choice, No Name and Too Good To Be True.   PriceSmart has entered the Jamaican market in partnership with the proprietors of a major U.S. fast food franchise.  Other supermarkets have expressed interested in alliance with U.S. food retail stores. 

Ongoing liberalization in the domestic economy, the maintenance of a relatively stable exchange rate and domestic supply shocks have encouraged many firms in the food and beverage retail sector to increase the imported content of their aggregate merchandise, including; fresh fruits and vegetables, grocery products, meats and processed products.

Some of the advantages and challenges facing U.S. products in the Jamaican market are summarized below.

	Advantages
	Challenges

	The proliferation of internet and cable television has increased the impact (in the Jamaican market) of U.S. product advertised through these media.

Changing Jamaican consumer lifestyles have created demand for ready-to- eat products that are not readily available from domestic production.

Increased direct importation by wholesalers and large chain supermarkets creates the opportunity for alliances between U.S. and Jamaican retail chains. 

Jamaica’s relatively sophisticated retail system is equipped to effectively handle frozen, processed, ready-to-eat, and other highly perishable products. 

Ongoing modernization of Jamaica Customs Department and upgrading of the food regulatory system will increase market access for U.S. high-value products in the medium-term.
	Eroding consumer disposable income and a relatively stagnant retail sector restrict demand for high-value imported specialty products. 

Onerous sanitary and phytosanitary, labeling and other standards, frustrate the importation of food products.

High import duties and inefficient customs procedures reduce the price competitiveness of some imported products.

Duty free entry of grocery products from other CARICOM countries and low-priced products from Europe and Canada are eroding U.S. market share.

Strategic alliances between Jamaican outlets and European and Canadian retail firms, bolstered Canada and Europe’s position in the Jamaican retail food market.

     


II.
ROAD MAP FOR MARKET ENTRY
A.
 SUPERMARKETS
Entry Strategy 
Despite increasing direct importation by medium and large supermarket chains, the best way to enter the Jamaican retail market is still through a local distributor.  Most supermarkets lack adequate storage facilities to handle high-volume purchases and typically purchase lower volumes at more frequent intervals. The relative proportion of direct imports to total imported merchandise in supermarkets is less than ten percent.  In addition, no single supermarket chain captures more than a 15 percent share of Jamaica’s retail food market. To gain maximum penetration of the overall retail market it is best to use a local distributor.   Exclusive distributorship arrangements and collaborative product promotion can give U.S. products a distinct advantage in the Jamaican retail food sector.

There is also the opportunity for U.S. retail chains with branded products to form alliances with Jamaican supermarkets.  Stringent sanitary/phytosanitary and other regulations which frequently frustrate the import process should gradually be reduced by the Government's thrust to modernize and improve efficiency in its food safety and inspection system. This will encourage more supermarkets and wholesalers to engage in direct importation.

Market Structure





The structure of Jamaica’s retail food sector is relatively simple.  Supermarkets procure majority of merchandise (approximately 97 percent of imports) from local import distributors.  Domestic products are sourced from local food processors and independent farmers.  Importers of fresh produce and grocery products also supply local, and private labeled products.  Supermarkets typically do not procure products from wholesalers. 

Company profile: Supermarkets
	Retail name and Outlet Type
	Ownership
	Sales
	No. of Outlets
	Locations (City / Region)
	Purchasing Agent Type

	Progressive Grocers
	Jamaican
	N/A
	14
	Kingston, Montego Bay, Mandeville
	Direct, Importer

	HiLo Food Stores
	Jamaican
	N/A
	10
	Kingston, Mandeville, Montego Bay
	Direct, Importer

	Lee’s Food Fair
	Jamaican
	N/A
	3
	Kingston
	Importer

	Family Pride
	Jamaican
	N/A
	1
	Kingston
	Direct, Importer

	SuperPlus Food stores
	Jamaican
	N/A
	30
	Island wide
	Direct Importer


B. 
CONVENIENCE STORES. GAS MARTS, KIOSKS
In the Jamaican retail sector, gas marts and mini-marts function as convenience stores, retaining their position by virtue of location and time of operation.  

Entry Strategy

The best way to introduce products to convenience stores, including gas marts, is through a local distributor.  Logistical procedures and purchase volume preclude convenience stores from engaging in direct importation.  

Market Structure
Gas marts are located in Esso, Shell, Total and Texaco service stations in corporate and resort areas, rural towns and along highways.  They stock an array of snack foods, dairy products, pizza, juices and drinks, and other ready-to-eat products.  They operate on a 24-hours basis and are equipped with barcode reading devices and electronic payment systems, consistent with their service differentiation.  Mini-marts are typically located in close proximity to middle income residential neighborhoods.  They operate very late hours and on public holidays.  They know their customers very well, build individual relationships and offer friendly, personalized service, e.g., telephone orders and home delivery.  Mini-marts stock a wide array of products in very small quantities.  With the exception of gas marts, convenience stores do not operate as chains.   Convenience stores procure products from large distributors, informal commercial importers and, to a lesser extent, large wholesalers.  Convenience stores account for approximately two percent of total retail sales. 






Company Profile: Convenience stores

	Name of Retailer
	Ownership
	Sales
	No. of Outlets
	Locations
	Purchasing agent

	Esso Tiger Markets
	Local
	N/A
	7
	Island wide
	Distributor

	Texaco Star Marts
	Local
	N/A
	15
	Island wide
	Distributor

	Shell Gas Mart
	Local
	N/A
	4
	Island wide
	Distributor

	Vanda’s
	Local
	N/A
	1
	Kingston
	Distributor

	Daley Mini-mart
	Local
	N/A
	1
	Westmoreland
	Distributor / Wholesaler


C.
TRADITIONAL MARKETS - "MOM AND POP" SMALL INDEPENDENT GROCERY STORES AND WET MARKETS
Entry Strategy
As with supermarkets and convenience stores, new products are best introduced to independent grocery stores through a local distributor.  While local importing wholesalers and informal commercial importers (ICI’s) supply most of the traditional market segment, individual wholesalers and ICI’s lack the necessary distribution networks and storage capacity to effectively serve a wide cross section of the market.  In addition, wholesalers are not involved in building brand identity and loyalty.  Small independent grocers typically make bulk purchases from wholesalers who in turn pull the demand from local distributors and exporters.  Conversely, established distributors are inclined to build brand image/loyalty among end consumer and facilitate pulling-pushing demand through the retail chain.

Market structure
The market structure for the traditional markets segment (small independent grocers) is identical to that of convenience stores, except that the proportion of merchandise procured from, and relationship with, wholesalers is much greater.  Small independent groceries, which operate mostly in rural areas and socially unstable sections of the corporate areas (Kingston, St. Andrew and St. Catherine), have been the hardest hit by changes in the retail sectors.  As competition intensifies in the retail food sector, large supermarket chains continue to expand into rural towns and other "unserved" geographical areas eroding the market share of independent grocers.   In addition, as Jamaican consumers continue to demand better service, rely on consumption credits and remittances, small independent groceries, which typically does not have alliance with remittance companies and lack the capacity to use electronic payment systems, will continue to lose market share to supermarkets, becoming less relevant in the retail food sector.  The traditional system is expected to be substantially displaced by supermarkets in the medium to long-term. 







III.
COMPETITION
Despite increasing competition from CARICOM, European, and Asian countries, the United States is the market leader in food and beverage exports to Jamaica, followed in the distance by Trinidad and Tobago, Guyana and Canada.   


IV.
BEST PRODUCTS PROSPECTS
The Jamaican food retail sector presents good marketing opportunities for U.S. meat products, including mutton and seafood; breakfast cereals and cereal products; juices and drinks; fruits and vegetables; vegetable oils; snack foods, bakery products, frozen products including French fries and other ready-to-eat products such as pizzas, hamburgers and soups, wines, dairy products, health foods (including soy products and nutritional supplements).  


Products Not Present because they Face Significant Barriers
The presence of Pseudorabies in the U.S. prohibits the entry of U.S. pork products into Jamaica unless they are hermetically sealed.  Apart from products that require sanitary / phytosanitary permits, there are no barriers to the Jamaican market.  However, high import duties (as high as 260%) render some products uncompetitive in the market.

V.
POST CONTACT AND FURTHER INFORMATION
Office of Agricultural Affairs

U.S. Embassy

Mutual Life Center - 1st Floor

2 Oxford Road

Kingston 10

JAMAICA

Telephone: 
(876) 920 - 2827

Fax: 

(876) 920 – 2580

Email:

agkingston@usda.gov

Global Agriculture Information Network





USDA Foreign Agricultural Service
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GDP

		

				Total GDP  (%)		Goods %		Services%				GDP		Goods		Services

		1993		1.4		0.7		2.2		1998		-1.2		-3.9		0.4

		1994		1.1		1.4		9.9		1999		0.9		-0.9		2.1

		1995		0.5		-0.1		3.2		2000		0.8		-2.2		2.4

		1996		-1.8		-0.4		1.2		2001		1.5		2.3		0

		1997		-2.4		-4		-2.7		2002		1.1		-0.5		2.3

		1998		-1.2		-3.9		0.4		2003		2.1		1.7		2.4

		1999		0.9		-0.9		2.1

		2000		0.8		-2.2		2.4

		2001		1.5		2.3		0

		2002		1.1		-0.5		2.3

		2003		2.1		1.7		2.4

				Goods%		Service%

		1993		44.5		66.7		111.2

		1994		44.6		72.5		117.1

		1995		44.4		74.5		118.9

		1996		45		76.7		121.7

		1997		44.2		76.5		120.7

		1998		34.7		65.3		100

		1999		34.1		65.9		100

		2000		33		67		100

		2001		33.5		66.5		100

		2002		32.9		67.1		100

		2003		32.7		67.3		100





AG GDP

				Ag. Fish, Forestry		Domesticv Ag		Food Mfg		Beverages-Al&non

		1993		10		14.8		1.5		-0.2

		1994		7.5		12.5		-3.5		-4.7

		1995		2		2.8		8.9		-9.3

		1996		3.1		2.7		3.5		1.9

		1997		-14.6		-20.1		0.2		2.3

		1998		-1.7				-4.4

		1999		1				1.1

		2000		-12				1.1

		2001		5.8				4.7

		2002		-7				-0.1

		2003		5.7				-0.6
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Inflation

				Inflation		Interest rate

		1993		22.1						Inflation

		1994		35.1				1994		35.1

		1995		19.9				1995		19.9

		1996		26.4				1996		26.4

		1997		9.7				1997		9.7

		1998		8.6				1998		8.6

		1999		6				1999		6

		2000		8.2				2000		8.2

		2001		7				2001		7

		2002		7.1				2002		7.1

		2003		10.3				2003		10.3





ImportsCh
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Imports

				Food Imports

				Consumer Goods		Food Finish		Food%		Raw material		Food Raw		Food %

		1993		476.8		145.3		0.3047399329		1322.7		141.8		0.1072049596

		1994		462.7		129.4		0.2796628485		1404.7		161.7		0.1151135474

		1995		694.6		195.7		0.2817448891		1642.3		171.5		0.1044267186

		1996		734.4		210.4		0.2864923747		1635.6		179.4		0.1096845194

		1997		913.2		277.2		0.3035479632		1535.6		196.8		0.1281583746

		1998		922		280		0.3036876356		1488		225		0.1512096774

		1999		964		274		0.2842323651		1471		202		0.13732155

		2000		971		258.9		0.2666323378		1821		208.4		0.1144426139

		2001		984.9		266.3		0.27038278		1837.7		226.8		0.1234151385

		2002		1094.4		291		0.2658991228		1805		214.2		0.1186703601

		2003		1012.5		282		0.2785185185		2040.45		222.15		0.1088730427

				Finished		%		Raw Material		%

		1993		145.3				141.8

		1994		129.4		-0.1094287681		161.7		0.1403385049

		1995		195.7		0.5123647604		171.5		0.0606060606

		1996		210.4		0.0751149719		179.4		0.0460641399

		1997		277.2		0.3174904943		196.8		0.0969899666

		1998		280		0.0101010101		225		0.1432926829

		1999		274		-0.0214285714		202		-0.1022222222

		2000		258.9		-0.0551094891		208.4		0.0316831683

		2001		266.3		0.0285824643		226.8		0.0882917466

		2002		291		0.0927525347		214.2		-0.0555555556

		2003		318		0.0927835052		222.15		0.0371148459

						0.0943222912				0.0486603338
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Consumption

				Real Mean Percapita Consumption

				Jamaica		KMA						Percapita Consumption

		1992		6586		9586				1998		9440

		1993		6805		9036				1999		9396

		1994		7652		10897				2000		8797

		1995		7793		10610				2001		9550

		1996		7230		9484				2002		8953

		1997		9076		13015

		1998		9440		12811

		1999		9396		12889

		2000		8797		12656

		2001		9550		13080

		2002		8953		12593

								Income distribution

				2001		Cum 01		2002		Cum 02		2000		Cum 00		1992		Cum 92

				2.42		2.42		2.4		2.4		2.66		2.66		2.58		2.58

				3.82		6.24		3.81		6.21		4.01		6.67		3.92		6.5

				4.74		10.98		4.7		10.91		4.88		11.55		5		11.5

				5.83		16.81		5.7		16.61		5.79		17.34		5.82		17.32

				6.93		23.74		6.71		23.32		6.8		24.14		6.92		24.24

				8.22		31.96		7.9		31.22		8.16		32.3		8.3		32.54

				9.85		41.81		9.5		40.72		9.79		42.09		9.98		42.52

				12.26		54.07		11.8		52.52		11.92		54.01		12.26		54.78

				15.76		69.83		15.6		68.12		15.75		69.76		15.63		70.41

				30.16		99.99		32		100.12		30.27		100.03		29.59		100

				2002		2001		2000		1999		1998

				%		%		%		%		%

		Meat, Poultry & Fish		24.3		22.5		22.5		21		21.5

		Dairy products		8.8		8.8		8.7		8.3		8.9

		Oils & Fats		2		1.9		1.9		2		1.9

		Cereals & Cereal Products		12.4		11.6		11.4		11.1		11.1

		Starchy Roots		6.4		5.8		5.9		5.8		5.5

		Vegetables & Juices		6.2		5.4		5.5		4.5		4.4

		Fruits		4.7		4.2		4.6		3.6		3.3

		Sugar / Sweets		1.9		1.8		1.8		1.8		1.8

		Miscellaneous Food		7.2		6.1		6		5.9		5.8

		Breakfast drinks, Beverages		4.9		4.7		4.7		4.9		4.4

		Meals away from home		21.2		27		27		31.1		31.3

				Food Consumption %		Food Consumption

		1998		50.4		33781

		1999		47.6		35790

		2000		42.6		30327

		2001		43.5		33216

		2002		40.09		33749

				Food as percent of consumption by quintile

				Quintiles

		Year		Poorest		2		3		4		5

		2002		50.4		48.5		47.4		45.7		38.1

		2001		55.7		55.3		51		49.5		36.5

				Consumption Expenditure by Quintile

		2002		23157		38998		54577		79766		178546

		2001		13441		22611		29938		42455		65168

		Change		72.2862882226		72.4735748087		82.3000868461		87.8836415028		173.978026025

				Food consumption by Quintile

		2002		11666		18912		25884		36437		68090

		2001		13441		22661		29938		42455		65168

		Change		-13.205862659		-16.5438418428		-13.5413187254		-14.1750088329		4.483795728

				Meals away from home

				poorest		2		3		4		5

		1998		16.5		21.5		24		27.7		36.1

		1999		18.5		26.5		28.9		30.1		36.7

		2000		11.6		19		21		24.8		35.2

		2001		13.5		19.2		23.1		29.4		32.5

		2002		8.2		11.8		15.8		18.8		25.9
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Proportion

				Consumption Proportion by food categories

				Meat, Poultry & Fish		Dairy products		Oils & Fats		Cereals & Cereal Products		Starchy Roots		Vegetables & Juices		Fruits		Sugar / Sweets		Miscellaneous Food		Breakfast drinks, Beverages		Meals away from home

		1998		21.5		8.9		1.9		11.1		5.5		4.4		3.3		1.8		5.8		4.4		31.3

		1999		21		8.3		2		11.1		5.8		4.5		3.6		1.8		5.9		4.9		31.1

		2000		22.5		8.7		1.9		11.4		5.9		5.5		4.6		1.8		6		4.7		27

		2001		22.5		8.8		1.9		11.6		5.8		5.4		4.2		1.8		6.1		4.7		27

		2002		24.3		8.8		2		12.4		6.4		6.2		4.7		1.9		7.2		4.9		21.2

				Meat, Poultry & Fish		Cereals & Cereal Products		Vegetables & Juices		Fruits		Breakfast drinks, Beverages		Meals away from home

		1998		21.5		11.1		4.4		3.3		4.4		31.3

		1999		21		11.1		4.5		3.6		4.9		31.1

		2000		22.5		11.4		5.5		4.6		4.7		27

		2001		22.5		11.6		5.4		4.2		4.7		27

		2002		24.3		12.4		6.2		4.7		4.9		21.2

						Percent change

						Cereals & Cereal Products				Vegetables & Juices				Fruits

						11.1				4.4				3.3

						11.1		0		4.5		2.2727272727		3.6		9.0909090909

						11.4		2.7027027027		5.5		22.2222222222		4.6		27.7777777778

						11.6		1.7543859649		5.4		-1.8181818182		4.2		-8.6956521739

						12.4		6.8965517241		6.2		14.8148148148		4.7		11.9047619048

								2.8384100979				9.3728956229				10.0194491499





Labor

				Employed Labor Force						% Female

				Both		Male		Female

		1992		1074.9		516		389.7		0.3625453531

		1993		1083		509.2		397.1		0.3666666667

		1994		965.4		550		415.5		0.4303915475

		1995		963.3		551		412.4		0.4281116994

		1996		959.8		553.3		406.5		0.4235257345

		1997		946.8		548.9		397.9		0.4202577102

		1998		953.6		552.9		400.7		0.4201971477

		1999		943.9		550.3		393.6		0.4169933256

		2000		927.8		550.3		377.6		0.4069842638

		2001		939.4		554.8		384.7		0.4095167128

		2002		954.3		552.7		401.6		0.4208320235

		2003		954.6		552.3		402.3		0.421433061
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						2002				Total		2 total

				1		2		3

		KMA		20.2		21.5		21.7		63.4		41.7

		Other towns		21.9		19.3		16.1		57.3		41.2

						2001

		KMA		17.6		24.1		20.7		62.4		41.7

		Other towns		27		20.3		14.5		61.8		47.3

						2000

		KMA		20.5		22.1		19.8		62.4		42.6

		Other towns		24.6		16.4		17.6		58.6		41

						1999

		KMA		24.9		19		20.2		64.1		43.9

		Other towns		27.5		17.2		17.5		62.2		44.7

						1995

		KMA		21.9		19		15		55.9		40.9

		Other towns		22.4		13.8		18.9		55.1		36.2

						Wealthiest

						2002				total 3				total 2

		4		21.1		21.1		19.3		61.5				42.2

		5		40.4		24.7		16.2		81.3				65.1

						2001

		4		19.1		19.9		23.2		62.2				39

		5		39.7		26.1		15.1		80.9				65.8

						2000

		4		23.3		20.6		18.6		62.5				43.9

		5		38.4		24.6		17.8		80.8				63

						1999

		4		20.3		22.3		22.8		65.4				42.6

		5		43.8		23.7		15.5		83				67.5

						1995

		4		16.6		19.9		19.2		55.7				36.5

		5		40.9		22.9		15		78.8				63.8

						Age of population

				0-9		21.6

				10-19		20.5

				20-29		14.9

				30-39		13.7

				40-49		10.4

				50-59		6.8

				60+		12.1
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Retail Sales

				Wholesale								Distributive				Retail

				sales												sales

				Food & Bev		Total W/sales										Food & Bev		Total W/sales

		1998		14279		64659										21661		80920

				Food & Bev		Total W/sales										Food &Bev		Total Retail

		1999		15236		75214										25859		102820

		2000		18851		86340										26637		113257

								% of sales												% of Sales

				Growth		Growth		Food		Total W/Sales						Growth		Growth		Food		Total Retail

		2001		-4.9		6.5		23		45		0.2				8.3		5.4		24		55

		2002		7.9		1.1		19		51		0.2				-8.5		-0.5		20		49

		2003		-4.2		10.6		16.9		41.3						-7.5		-5		20		59

				Wholesale						Retail

				Food & Bev		Total		% of sales		Food		Total		% of Sales		% of

		1999		4.3						16.7

		2000		15.6						-3.7

		2001		-4.9		6.5		23		8.3		5.4		24

		2002		7.9		1.1		19		-8.5		-0.5		20

		2003		-4.2		10.6		16.9		-7.5		-5		20

		Average		3.74						1.06

				REAL GROWTH				PERCENT OF SALES

				Wholesale		Retail		Wholesale		Retail

		1999		4.3		16.7		0.37		0.63

		2000		15.6		-3.7		0.41		0.59

		2001		-4.9		8.3		0.49		0.51

		2002		7.9		-8.5		0.49		0.51

		2003		-4.2		-7.5		0.46		0.54

				CONTRIBUTION TO GDP

				GDP Contribution

		1999		20.4

		2000		20.5

		2001		20.2

		2002		20.1

		2003		20.2
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				Wholesale						Retail		Real

				Food		CPI		CPI/100		Food		Wholesale		Retail

		1998		14279		1207.1687920176		12.0716879202		21661

		1999		15236		1234.7808975402		12.3478089754		25859

		2000		18851		1321.3905644399		13.2139056444		26637

										Real								Total Sales		% os sales

				Wholesale		CPI/100		Retail		Wholesale		% Change		Retail		% Change				Wholesale		Retail

		1998		14279		12.0716879202		21661		1182.8503266833				1794.3638158336				2977.2141425169		0.3973010573		0.6026989427

		1999		15236		12.3478089754		25859		1233.9031183873		4.3160821409		2094.2176908886		16.710873927		3328.1208092759		0.3707506996		0.6292493004

		2000		18851		13.2139056444		26637		1426.6031941881		15.6171155522		2015.8309523945		-3.7430081331		3442.4341465827		0.4144169891		0.5855830109

						Percent of sales				Percent of food sale

				Wholeslae		Retail		Food		W/sale		Retail

		2001		23		24		47		0.4893617021		0.5106382979

		2002		19		20		39		0.4871794872		0.5128205128

		2003		16.9		20		36.9		0.4579945799		0.5420054201

						PERCENT OF TOTAL SALES

				Wholesale				Retail

				Wholesale		Total		Retail		Total

		2000		23		43		23		57

		2001		23		41		24		59

		2002		19		51		20		49

		2003		16.9		41.3		20		59





Country

		

				Food & Animal for Food		Beverage & Tobaco		Animal & Vegetable Oils		Total		%

				119829321		9231627		6797861		135858809

		UK		2,833,183		481,498		4,151		3318832		2.4428537424

		Canada		8,094,162		113,333		12,962		8220457		6.0507353631

		United States		50,549,354		1,817,247		5,835,527		58202128		42.8401576816

		Australia		3,106,179						3106179		2.286328743

		New Zealand		2,319,160						2319160		1.7070368989

		Guyana		7,827,882						7827882		5.7617772875

		Belize		2,953,868						2953868		2.1742189717

		Trinidad & Tobago		7,728,429		5,033,251		651,505		13413185		9.8728857545

		Colombia		3,310,669						3310669		2.4368452987

		Venezuela		3,190,628						3190628		2.3484881278

		Belgium		2,133,358						2133358		1.5702758001

		Netherlands		3,248,516						3248516		2.391097069

		Norway		2,996,072						2996072		2.205283575

		Chile		1,369,802		237,151				1606953		1.1828110461

		France		560,606		317,281				877887		0.646175987

		Italy		94,663		562,289				656952		0.483554953

		Other		17,512,790		669,577		293,716		18476083		13.5994737007

												100

				Market Share %

		UK		2.4

		Canada		6.0

		U.S.		42.8

		Australia		2.2

		Guyana		5.8

		Belize		2.2

		Trinidad & Tobago		10.0

		Colombia		2.4

		Venezuela		2.3

		Netherlands		2.4

		Other < 1% Each		21.5

				Beverage

				Beverage & Tobaco

				9231627

		UK		481498		5.2157436604

		Canada		113333		1.2276600864

		United States		1817247		19.6850132701

		Australia				0

		New Zealand				0

		Guyana				0

		Belize				0

		Trinidad & Tobago		5033251		54.5218193933

		Colombia				0

		Venezuela				0

		Belgium				0

		Netherlands				0

		Norway				0

		Chile		237151		2.5688971186

		France		317281		3.4368914602

		Italy		562289		6.09089817

		Other		669577		7.2530768412
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Retail Sales

				Wholesale								Distributive				Retail

				sales												sales

				Food & Bev		Total W/sales										Food & Bev		Total W/sales

		1998		14279		64659										21661		80920

				Food & Bev		Total W/sales										Food &Bev		Total Retail

		1999		15236		75214										25859		102820

		2000		18851		86340										26637		113257

								% of sales												% of Sales

				Growth		Growth		Food		Total W/Sales						Growth		Growth		Food		Total Retail

		2001		-4.9		6.5		23		45		0.2				8.3		5.4		24		55

		2002		7.9		1.1		19		51		0.2				-8.5		-0.5		20		49

		2003		-4.2		10.6		16.9		41.3						-7.5		-5		20		59

				Wholesale						Retail

				Food & Bev		Total		% of sales		Food		Total		% of Sales		% of

		1999		4.3						16.7

		2000		15.6						-3.7

		2001		-4.9		6.5		23		8.3		5.4		24

		2002		7.9		1.1		19		-8.5		-0.5		20

		2003		-4.2		10.6		16.9		-7.5		-5		20

		Average		3.74						1.06

				REAL GROWTH				PERCENT OF SALES

				Wholesale		Retail		Wholesale		Retail

		1999		4.3		16.7		37.00		63.00

		2000		15.6		-3.7		41.00		59.00

		2001		-4.9		8.3		49.00		51.00

		2002		7.9		-8.5		49.00		51.00

		2003		-4.2		-7.5		46.00		54.00

		Average		3.74		1.06

				CONTRIBUTION TO GDP

				GDP Contribution

		1999		20.4

		2000		20.5

		2001		20.2

		2002		20.1

		2003		20.2

				CONTRIBUTION TO SERVICE GDP

				Services		Distributive		%		Total GDP		% Distributive		% Service

		1999		156589		50276.5		0.321073		221486		0.2269962887		0.706992767

		2000		160420		50044		0.3119561152		223245		0.2241662747		0.718582723

		2001		160498		50783		0.3164089272		226635		0.2240739515		0.7081783484

		2002		164247		50895		0.3098686734		229195		0.2220598181		0.7166255808

		2003		168232		51072		0.3035807694		234069		0.2181920716		0.7187282383
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				Wholesale						Retail		Real

				Food		CPI		CPI/100		Food		Wholesale		Retail

		1998		14279		1207.1687920176		12.0716879202		21661

		1999		15236		1234.7808975402		12.3478089754		25859

		2000		18851		1321.3905644399		13.2139056444		26637

										Real								Total Sales		% os sales

				Wholesale		CPI/100		Retail		Wholesale		% Change		Retail		% Change				Wholesale		Retail

		1998		14279		12.0716879202		21661		1182.8503266833				1794.3638158336				2977.2141425169		0.3973010573		0.6026989427
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