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Beverage Beat
By Jessica Jacobsen

During my tenure with Beverage Industry, there are not too many announcements that garner the same attention as
when Information Resources Inc. (IRI) announces its list of New Product Pacesetters. In its 27th year, the 2021 list
of these top new food, beverage and nonfood product launches have served as a benchmark of where consumers
are spending their dollars.

Despite many of the challenges that manufacturers faced throughout 2021, IRI notes that the New Product Pacesetters
delivered $6 billion in aggregate year 1 sales across food and beverage and nonfood products. For the top food and beverage
2021 New Product Pacesetters, six of the 10 are beverages.

Setting a successful pace

Truly Iced Tea
Michelob ULTRA Organic Seltzer
Impossible Burger
LIFE CUISINE
Minute Maid Zero Sugar

Dr Pepper & Cream Soda
AHA Sparkling Water
Corona Hard Seltzer
High Noon Sun Sips
Oatly

THE TOP 10 FOOD AND BEVERAGE NEW PRODUCT PACESETTERS

(Image courtesy of The Boston Beer Co.)

In its analysis, IRI notes that new �avors and combinations could be found in top new alcohol and non-alcohol beverage releases.
Meanwhile, variety packs among hard seltzers allowed brands to reach at-home entertaining need as well as test new �avors, it
adds.

“During 2021, our data indicates that consumers juggled at-home and out-of-the-home work and school as the pandemic
evolved,” a release from IRI states. “Several coffee and tea products performed well to keep people’s energy up, including
Starbucks Nitro Cold Brew, which brings coffeehouse quality home, notched at No. 29. Rounding out the Top 50 are Kitu Super
Coffee at No. 30, Dunkin’ Multi-Serve Iced Coffee at No. 47, and Tazo ready-to-drink iced tea at No. 50.”

When analyzing total store growth with similar contribution from food, beverage and nonfood innovations, IRI found that the 2021
Pacesetters accounted for 44% of total store growth. The market research �rm also found that Pacesetters’ �rst-year revenues
mostly remained consistent with previous years, despite limited promotional activity. It reports the median dollar sales of food
and beverage products in 2021 Pacesetters was $20 million, which is slightly under 2020 Pacesetters, but equivalent to 2019.

(Image courtesy of The Coca-Cola
Co.)

Large CPG corporations ($6 billion-plus revenues) led in total dollar sales, accounting for 47%.
Medium companies ($1 billion to $6 billion revenues) represented 27% of total dollar sales.
While smaller companies ($100 mill to $1 billion) accounted for 15%.

IRI’s research also highlighted that consumers show an eagerness to explore new �avors in
food and beverage. The market research �rm also noted the importance of manufacturers
engaging with “early adopters,” as this group represents 27% of consumers. IRI research also
notes that 93% of that group considers themselves to be “avid early adopters.”

“Early adopters drove outsized sales of Pacesetter products, but supply chain problems brought
on by the pandemic pushed more shoppers to reach for something new: 22% stated they looked
for new products only if their usual product was unavailable, up 3 percentage points from 2021,”
said Lisa Maas, principal of Innovation at IRI, in a statement.

As beverage-makers continue to release New Products throughout this year, I’m sure many of
you will be keeping a watchful eye to see whether the trends that drove this year’s beverage
Pacesetters will continue into 2022. BI
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Industry Issues
SYSTM Foods acquires Chameleon Organic Coffee
Newport Beach, Calif.-based SYSTM Foods, an impact-focused food and beverage brand
platform, announced the acquisition of Chameleon Organic Coffee from Nestlé USA Inc.
Chameleon is a leading provider of organic, sustainably grown and ethically sourced coffee and
joins the SYSTM Foods portfolio of brands, including plant-powered functional beverage brand,
REBBL.

The transaction aligns with SYSTM Foods’ strategic goals of adding high-quality, plant-based
and innovative daily-use products to their omnichannel platform. Chameleon supports SYSTM
Foods’ shared product ethos championing better-for-you ingredients, environmental
sustainability and social responsibility.

SYSTM Foods is a partnership between SYSTM Brands and PowerPlant Partners to create a
premium, impact-focused food and beverage (F&B) brand platform. Led by the SYSTM Brands
team, with PowerPlant Partners as the lead investor, SYSTM Foods will seek to acquire and
grow leading F&B brands that aim to bring innovative formulations to market in a sustainable,
socially conscious manner.

“Chameleon sits at the center of our company’s investment ethos ― premium products that
deliver clean, great-tasting ingredients with a purpose,” said Andy Fathollahi, CEO of SYSTM
Foods.

Mark Rampolla, founding partner pf PowerPlant Partners, added: “We’re thrilled to announce the
acquisition of Chameleon as a core brand, along with REBBL, for SYSTM Foods. In addition to an
incredible product line, the brand has experienced signi�cant growth over the past few years
and its social goals align perfectly with our beliefs as investors. We can’t wait to provide the
team all the support they need to energize and accelerate the brand's vision and growth.” BI

Hazelwood Demesne Ltd.,
owner of the Lough Gill
Distillery, County Sligo, Ireland,
announced its acquisition by
the Sazerac Co., Louisville, Ky.
The Sazerac Co. will fully
develop a 100-plus acre site, the
original demesne of Hazelwood
House, to create a world-class
whiskey facility and visitor
attraction. Once complete,
Lough Gill Distillery hopes to
welcome up to 150,000 visitors
annually and will create a home
place for Sazerac’s Irish
Whiskeys, Paddy and Michael
Collins. Additionally, Sazerac
will grow the footprint of Lough
Gill Distillery through increasing
the distillery’s capacity, adding
warehousing capacity and
expanding production and
bottling lines. All current Lough
Gill Distillery team members will
remain with the business, and it
is expected that Sazerac will
increase employment after the
expansion. As part of the
acquisition, Sazerac will
continue the development of the
Athrú brand, including global
distribution.

In The News ...

Zevia names new CEO
Raleigh, N.C.-based Next
Century Spirits’ Caddy
Clubhouse Cocktails, a new to
market golf inspired ready-to-
drink cocktail line, announced
expanded distribution into
multiple new markets across the
country. Caddy Cocktails can
now be found in select retailers
across Colorado, Kansas,
Arkansas, Georgia, South
Carolina, Tennessee, North
Carolina, Connecticut, New
Jersey, Massachusetts and New
York - with a wider nationwide
rollout planned through 2022.
“We have been able to quickly
get Caddy Cocktails out into 11
markets, with more coming
online every month,” said Chief
Commercial O�cer of Next
Century Spirits, Anthony
Moniello, in a statement. “Our
goal remains to drive
distribution and activation
across every golf course in the
country and become a part of
the fabric of golf culture ― and
we’re off to a great start.”

In The News ...
Los Angeles-based Zevia announced a CEO succession plan. Paddy Spence has served as the
brand’s CEO for 12 years after he acquired the company in 2010. During his tenure as CEO and
member of the Zevia Board, the company has achieved great success, with a 31% net sales
compound annual growth rate from 2010 through 2021, it states. Spence noted that he is
“extremely proud” of what the company has accomplished.

Spence will still hold his position as Chair of the Company’s Board of Directors. Amy Taylor,
president, will succeed Spence as CEO beginning Aug. 1. Taylor has been a member of the
board since March 2021 and as president since June 2021.

“Amy and I have worked side-by-side during Zevia’s transformation, and she has been
instrumental in developing and implementing our strategies for driving future growth and
pro�tiability,” Spence said in a statement. “She has been deeply involved in leading the business
across sales, marketing, human resources and operations functions.”

In a statement from Zevia, Taylor noted she is “excited and honored” to be Zevia’s next CEO,
especially “during such a transformative time for our company with exciting opportunities
ahead.”

“I look forward to continuing to work alongside Paddy, the board and the experienced leadership
team we now have in place to further strengthen the brand and deliver critical consumer and
global health needs, to realize our mission by scaling the business and driving pro�table growth
and value creation,” Taylor said. BI
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Category Focus

The growing potential of plant waters
By Lauren Sabetta

Plant waters continued to be fueled by wellness, functional beverage trend
(Image courtesy of Grassi Barley Water)

Regarded as one of the greatest and most in�uential basketball players of all time, Julius Erving, aka Dr. J, is
quoted for having said: “If you don’t do what’s best for your body, you’re the one who comes up on the short end.”
While the quest to stay healthy has consumers embracing foods and beverages that help them avoid coming up
“short,” experts note that plant-based waters’ various bene�ts have been drivers of the category’s proliferation.

Consumers might choose more than one plant water for a variety of tastes and bene�ts, notes Sally Lyons Wyatt, executive vice
president and practice leader at Chicago-based Information Resources Inc. (IRI).

“It depends on the need as to which type of water a consumer would choose,” she explains. “For example, if you are looking for
drinks high in potassium, you may choose a coconut water, however, if you are looking for an option with manganese and
magnesium then you may try birch water.”

Further, as some consumers seek beverage options that are low in sugar and have additional bene�ts beyond one singular
option, “plant-based waters deliver several bene�ts per serving, which is attractive to those seeking alternative options,” Wyatt
says.

In its report titled “Coconut, Aloe and Other Plant-Based Beverages in the U.S.,” New York-based Beverage Marketing Corporation
(BMC) notes that the plant-based beverage market will continue to be fueled by the striving for wellness and need for
functionality.

Cann-Ade’s Peach, Lemon and Strawberry-Lime waters feature 20 mg of American-grown, broad-spectrum CBD, are gluten-free, vegan, low calorie and have a
two-year shelf life, the company says. (Image courtesy of Cann-Ade)

“Most of this increase is expected to come from coconut waters, although plant waters should enjoy modest growth,” it states.
“More recently, there have been a raft of other ‘waters’ employing the juice from plants such as maple, birch and cactus.

“The idea generally is to play on the simple, natural provenance of the core ingredient, in contrast to highly engineered
beverages, and perhaps also on the closer sourcing, in contrast to coconut waters that are brought in from halfway around the
world,” it continues.

As the U.S. plant-based beverage market can be segmented into coconut water and plant water, “coconut water is the larger of
the two segments by far,” according to the BMC.

“In 2021, after a revival in 2020, coconut water volume grew by 5.9% to 46.6 million gallons, accounting for 77.1% of total plant-
based beverage consumption,” it states. “The coconut water market had shown a tendency toward commoditization in recent
years, with average prices falling by 8% between 2016 and 2021, although this may be starting to reverse due to, if nothing else,
in�ation.”

Meanwhile, as plant waters are a miscellany of waters including tree waters, aloe beverages and cactus water, the segment has
been the fastest growing of the plant-based beverage market, although not in the past two years, according to BMC. “Between
2016 and 2021, volume grew by 42% to 13.8 million gallons,” it notes.

“[B]everages that deliver on hydration, as well as health and wellbeing bene�ts are resonating.
This has helped the adoption of plant waters. We have also seen positive traction with barley,
watermelon and birch waters. However, supply and consumer engagement are a couple keys for
their success.”

— Sally Lyons Wyatt, executive vice president at Information Resources Inc. (IRI)

IRI’s Wyatt notes that, although alternative waters (predominantly plant-based) have historically lagged behind other water
segments, “they have seen acceleration in 2022.”

“Coconut water is by far the most established. Growth within coconut waters has been propelled with innovation like kids’
hydration. Aloe water ranks behind coconut, but growth is �at to declining,” Wyatt explains. “The healthy claims include gut
health and in�ammation.

“Water extracts are very small, but have high growth potential, “she continues. “Cactus water is a driver within these waters.”

Plant waters’ various, nutritional pro�les gain traction
 As consumers are looking for alternative options delivering across the day and across demand moments, “beverages that deliver

on hydration, as well as health and wellbeing bene�ts are resonating,” IRI’s Wyatt says.

“This has helped the adoption of plant waters,” she explains. “We have also seen positive traction with barley, watermelon and
birch waters. However, supply and consumer engagement are a couple keys for their success.”

To engage consumers within the cannabis beverage space, Carson City, Nev.-based Cann-Ade recently launched its hemp-
derived water that is �avored and colored only with organic fruit juice. Cann-Ade’s hemp-derived formula has led the brand to
deem itself as “Holistic Hydration,” it says. The Cann-Ade Peach, Lemon and Strawberry-Lime varieties feature 20 mg of
American-grown, broad-spectrum CBD,  are gluten-free, vegan, low calorie and have a two-year shelf life, it adds.

Vita Coco Coconut Juice is 100% organic, gluten-free and non-GMO, and 50
calories for Original with Pulp (in each 8-ounce serving) with 10 grams of
sugar, and 80 calories for Mango (in each 8-ounce serving) with 17 grams of
sugar. (Image courtesy of The Vita Coco Co.)

For beverage entrepreneurs, BMC’s report notes that, “one of
the more conspicuous successes in recent years has been the
mainstreaming of coconut water,” which reached a broad new
audience when pitched as an all-natural sports drink that is rich
in electrolytes but lacking the sugar.

“Although that produced the expected proliferation of new
coconut water brands, it has also had a less anticipated result:
a profusion of other plant-based waters in ready-to-drink form,
from plants ranging from aloe vera and cactus to maple and
birch trees,” the report states. “They boast different nutritional
pro�les than coconut water, often shorter supply lines and
sometimes a �avor that is more consonant with Middle
American palates.”

In March, New York-based Graasi Barley Water launched a new
line of ready-to-drink (RTD) organic waters in three �avors:
Citrus Mint, Cucumber Lime and Lemongrass Ginger. Graasi
Barley Water is made with organic ingredients, including
organic barley grass juice powder, which comes from the
tender young grass grown from barley seed, the company
notes. In addition to the wellness bene�ts provided from barley
grass juice powder (�ber, vitamins, antioxidants), each 16-
ounce bottle contains 100% of the daily value of vitamin C, D
and zinc, it says.

“When developing a new line of functional waters, we focused on unique ingredients that would promote overall wellness and
self-care,” said Graasi’s Founder Chris LaCorata in a statement. “Barley water has been consumed by cultures around the world
for thousands of years as a general wellness drink. We’re bringing it back and making it better with organic ingredients and
immunity-boosting vitamins and minerals.”

Flavors, functionality key to growth
 As in�ation has impacted many of the products within plant-based waters, IRI’s Wyatt notes that the average price increase for a

select group of these waters is plus 20%.

“Some products continue to increase in sales despite the price, while others have suffered from declines,” she explains. “Some of
the declines are due to supply shortages but also lower demand. The segment will more than likely have �uctuating sales for the
rest of 2022 and into 2023.  

“The blurring of beverages will make it challenging to continue to �nd growth,” Wyatt continues. “When supply is strong,
manufacturers and retailers need to target communications to those consumers who consume alternative beverages and
remind them of the bene�ts.”

Further, Wyatt suggests consumer packaged goods (CPG) should work to have differentiation of sizes across channels and
promote whenever possible. “Lastly, innovation needs to continue and provide consumers with relevant options,” she says.

In June, Vita Coco announced the launch of its new coconut water innovation: Vita Coco Coconut Juice, the brand’s �rst juice
offering. Available in two �avors ― Original with Pulp, and Mango ― Vita Coco Coconut Juice is gluten-free and non-GMO. The
drink contains 50 calories for Original with Pulp (in each 8-ounce serving) with 10 grams of sugar, and 80 calories for Mango (in
each 8-ounce serving) with 17 grams of sugar.

“Coconut Juice propels us into a new category, while allowing us to bring the power of coconuts to new consumers,” said Jane
Prior, chief marketing o�cer at The Vita Coco Co., in a statement. “A sweeter canned option of our hydrating and nutritious
coconut water expands our consumption occasions by offering refreshing, bold �avors that pack the biggest taste bud punch.”

While the overall water market is rising off high consumer interest in health and wellness, �avor and function innovation will drive
future market growth, according to Chicago-based Mintel’s “US Still and Sparkling Waters Market Report 2022.”

“Brands are building upon waters’ inherent health halo and transforming regular water into the ultimate functional drink, imbuing
water with ingredients that support the immune system, promote gut health, and relax stressed-out consumers," it states.
“Flavor innovation will also keep consumers engaged in the water market.”

Looking forward, as the “better-for-you” trend continues, more and more consumers will turn to healthy diets that include low-
sugar, plant-centric and nutrient dense products, experts note.

Wyatt notes that, although IRI does not have analysis that provides the exact answer to the impact plant-based diet trends are
having on the performance of plant waters; “Our point-of-view is there is a halo effect on any plant-based food and/or beverage
for those who are on a plant-based diet,” she concludes. BI
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Category Focus

Lemonades shine on
By Jennifer Storelli

Lemonade fusions add appeal to other beverage categories
(Image courtesy of Health-Ade LLC)

Lemonade, the longtime star of summertime beverage consumption, is leveraging its appeal to help other
beverages shine.

“Given today’s in�ationary climate, consumers will likely reach for �avor pro�les they know they will enjoy,” explains Anna Fabbri,
food and drink analyst at Chicago-based Mintel. The comfort and familiarity of lemonade’s �avor allow consumers to explore
new beverage products or categories without taking much risk in terms of taste.

This is particularly true in the alcohol beverages category, where more than half of consumers are interested in lemonade �avors,
particularly for spring and summer drinking occasions, Fabbri says. This gives people new to alcohol beverages in general or new
to a particular alcohol category a comfortable stepping stone.

Lemonade �avor can be found all across the alcohol market, including in new products such as Jiant’s Summer Snowcone Berry
Lemonade hard kombucha and Boochcraft Hibiscus Lemonade organic hard kombucha; Molson Coors’ Simply Spiked
Lemonade; Seagram’s Strawberry Lemonade Vodka; Jose Cuervo’s ready-to-pour Peach Lemonade Margarita; White Claw
REFRSHR Lemonade hard seltzers in Limón, Blood Orange, Blackberry and Strawberry varieties; and Crown Royal’s limited-
edition Whisky Lemonade ready-to-drink cocktail.

ADVERTISEMENT

Uncle Matt’s Organic’s No Sugar Added Lemonade and No Sugar Added
Strawberry Lemonade are sweetened with stevia for a healthier beverage
option. (Image courtesy of Uncle Matt’s Organic)

The lemonade-iced tea �avor duo also is trending in popularity
in the alcohol segment, as seen in Rutter’s limited-edition
Spiked Tea Cooler, Lover Boy’s Strawberry Lemonade sparkling
hard tea and Molson Coors’ Arnold Palmer Spiked Lite �avored
malt beverage with only 100 calories and 2 grams of sugar in
each 12-ounce serving.   

The lemonade �avor also is prevalent across other beverage
categories. For example, in energy drinks, lemonade is making
an appearance in Corona, Calif.-based Monster Beverage
Corp.’s Juice Monster Aussie Style Lemonade. In carbonated
soft drinks, last summer PepsiCo Inc., Purchase, N.Y., released
MTN DEW Spark with raspberry lemonade �avor. Austin,
Texas-based Waterloo Sparkling Water Corp. also added a
Blackberry Lemonade variety earlier this year.

Lemonade also continuously provides inspiration on-premise, as seen in Wendy’s new Sunburst Melon Lemonade, which mixes
Wendy’s lemonade with watermelon, cantaloupe, strawberry and kiwi �avors, and Taco Bell’s limited-time Dole Lemonade
Strawberry Squeeze, which features Dole lemonade with strawberry �avor.

The infusion of lemonade and lemonade �avors into other beverages also has helped expand exposure to the lemonade
segment overall. Lemonade sales for the 52 weeks ending May 15 in total U.S. multi-outlets, show that single-serve bottled
lemonade increased 6.7% while refrigerated lemonades were up 10.6%, according to data from Chicago-based Information
Resources Inc. (IRI).

Similarly, lemonade is proving to be a good vehicle for introducing consumers to new and unfamiliar �avors. According to Mintel’s
2022 report “Trending Flavors and Ingredients in Non-Alcoholic Beverages – US,” about 40% of consumers are encouraged to try
a new �avor if it is offered in a beverage they already like. This gives beverage-makers opportunities to play with new and even
familiar �avor combinations, like rose, elder�ower, lilac, peach and watermelon lemonades, Mintel says.

Unique �avor combinations could add the differentiation beverage-makers need to gain shelf space and market share within the
category. Lemonade-�avored beverage launches grew nearly 25% between 2019 and 2021, according to data from the Mintel
Global New Products Database, so consumers have plenty of seemingly similar options.

Embedded code will run in preview and on published site
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*Includes brands not listed.
Source: IRI, Chicago. Total U.S. supermarkets, drug stores, gas and convenience stores, mass merchandisers, military commissaries, and select club and dollar
retail chains for the 52 weeks ending May 15, 2022.

Top single-serve bottled lemonades (Individual brands)

In addition, the immune and gut-health bene�ts of citrus fruits make lemonade a natural partner for enhanced beverages to help
boost the body’s defenses, says Erin Costello, communications and events associate at Imbibe Inc., Niles, Ill.

In May, Sunwink launched a Digestion Lemon Tonic. The beverage uses dandelion, lemon balm and chicory to stimulate
digestion, soothe the digestive track, and support overall gut health and digestion. The San Francisco-based company says the
digestive health beverage tastes like a sparkling lemonade. This new release is an extension of the lemonade-inspired Digestion
Lemonade powdered beverage enhancer, which was launched in early 2021. Sunwink’s Digestion Lemonade combines
superfoods chicory root, amla and dandelion to help with debloating. When added to water, the powdered beverage enhancer
tastes like a juicy lemonade with a hint of pineapple, the company says.  

Lemonade-kombucha mashups also are trending, perhaps because the sweet and tart �avor of lemonade works well to mask
the sour �avor of kombucha, Costello adds. Los Angeles-based Health-Ade  added a Berry Lemonade �avor to its kombucha
lineup earlier this year. This summer-inspired brew is �avored with organic, cold-pressed blueberries and raspberries and infused
with lemonade.

“Recent lemonade hybrid trends, such as lemonade blended with sparkling water or tea, offer
hydration at a lower calorie and sugar content than lemonade alone, allowing consumers to treat
themselves to a �avored beverage without derailing their wellness goals.”

— Anna Fabbri, food and drink analyst at Mintel

The new Swoon Matcha Lemonade by
Swoon and Chamberlain Coffee is
sweetened with monk fruit instead of
sugar. Monk fruit is a healthier
sweetener option, but it still is
relatively niche, according to Mintel.
(Image courtesy of Swoon)

A two-way partnership
Even outside of the functional beverages category, lemonade adds an aspect of health to the
other beverage categories noted above. At the same time, some of these combinations also
have enhanced lemonade’s health halo, experts note.

“Recent lemonade hybrid trends, such as lemonade blended with sparkling water or tea, offer
hydration at a lower calorie and sugar content than lemonade alone, allowing consumers to
treat themselves to a �avored beverage without derailing their wellness goals,” Mintel’s Fabbri
says.  

Lemonade’s sugar content has long been a health concern for some consumers. Beverage-
makers are expected to experiment with different low- and no-sugar options to �nd that sweet
spot for consumers. Many of the sugar-free lemonade launches from the past few years have
used monk fruit as a sweetener, Fabbri notes.

For example, the new Swoon Matcha Lemonade, created by New York-based Swoon and
Beverly Hills, Calif.-based Chamberlain Coffee — which provides the matcha — is sweetened
with monk fruit instead of sugar. Still, the ingredient’s use is relatively niche — as least as far as
consumers are aware. Only one in �ve consumers says they have tried monk fruit, according to
Mintel.

Embedded code will run in preview and on published site

If you want more coding �exibility, we recommend using a coded element created in the Code Editor.

*Includes brands not listed.
Source: IRI, Chicago. Total U.S. supermarkets, drug stores, gas and convenience stores, mass merchandisers, military commissaries, and select club and dollar
retail chains for the 52 weeks ending May 15, 2022.

Top refrigerated lemonades (Individual brands)

Imbibe’s Costello adds that sucralose and stevia are common sugar substitutes for lemonade beverages as well. Uncle Matt’s
Organic, Clermont, Fla., recently extended its no-sugar-added lemonade line with No Sugar Added Lemonade and No Sugar
Added Strawberry Lemonade 200-ml juice boxes that are sweetened with stevia.  

As healthier lemonade options are formulated, lemonade will undoubtedly extend its role in the functional beverage space as
well as in other beverage categories to bring both the health bene�ts of citrus and the familiar, appealing taste of lemonade to
new products ready for trial. BI
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Cover Story

Sweet indulgence
By Lauren Sabetta

Swoon brings nostalgia, sweetness without any sugar
(Image courtesy of Swoon)

With extensive media coverage during the past decade relating to sugar and the onset of non-communicable
diseases, it’s not surprising that “consumers are looking to reduce sugar intake,” noted Maria Mascaraque, global
industry manager at London-based Euromonitor International. In her article titled “Sugar and Sweeteners:
Consumer Priorities Triggering Change,” Mascaraque added: “As consumer attitudes increasingly see sugar as
incompatible with health and wellness, brand owners are responding.”

As such, with its mission to take sugar out of society, New York-based Swoon, the zero-sugar beverage company founded in
2019, believes that healthy living starts by consumers replacing their favorite sugary drinks — without sacri�cing sweetness.

“Consumer insights tell us Americans are actively looking to consume less sugar, and beverages are the number one source of
added sugar,” says Swoon’s Co-founder Cristina Ros Blankfein. “Yet, we see that a large number of consumers still want a pick-
me-up, especially something a little more interesting than water or seltzer.

When founding Swoon Co-founders Cristina Ros Blankfein and Jennifer Ross
wanted to change the idea that zero-sugar meant �avorless, or that living a
healthy lifestyle meant missing out entirely. (Image courtesy of Swoon)

“[M]ore consumers are beginning to learn about plant-based
sweeteners, like monk fruit, which is the basis for our sweet
�avor in Swoon, and steer away from sugar alcohols as
sweeteners for their digestive complications,” Blankfein
continues. “My co-founder, Jennifer Ross, is a Type 1 Diabetic,
so she can’t have much sugar. Through our friendship before
founding Swoon, we chatted a lot about how it’s not just
diabetics who should stay away from sugar.”

Further, as a mom of three, Blankfein notes that, outside of
Swoon products, it has been a struggle to �nd drinks that her
kids enjoy without giving them a major sugar spike.

“Too much sugar is bad for everyone, causing a slew of health
complications (diabetes being one of them) and sweetened
beverages are a leading source of added sugar in our diets,”
she says. “We decided to create that perfect balance of a
sweetened indulgence that doesn’t have sugar.”

Standing out from the crowd 
As health and wellness trends continue to drive the overall beverage market, Swoon differentiates itself by offering unique
options, Blankfein notes.

“Our beverages hit a sweet spot missing in the market, with a bit of nostalgia,” she says. “Swoon’s �avor pro�le is bolder than a
seltzer, which is much of the naturally zero-sugar market, and it feels more like a treat because of that.

“Similarly, many functional beverages in the market still have quite a bit of sugar,” she continues. “There’s nothing wrong with that
discovery, but we love that we offer something approachable and nostalgic like lemonades and iced teas, minus the sugar.”

In addition to offering a diverse portfolio of Lemonades, Iced Teas, Simple Syrups and Mixers, Swoon’s product lines are
designed to complement each other.

“Every one of our products is actually built around the Swoon Simple Syrup, which is monk fruit-based,” Blankfein explains. “The
Iced Teas, for example, are then built upon the simple syrup with brewed tea. Similarly, the mixers are created with each �avor
pro�le added to the Swoon Simple Syrup as a base.”

Moreover, Swoon takes pride in bringing naturally sweetened favorites into the modern era.

“Too much sugar is bad for everyone, causing a slew of health complications (diabetes being one
of them) and sweetened beverages are a leading source of added sugar in our diets. We decided
to create that perfect balance of a sweetened indulgence that doesn’t have sugar.”

— Cristina Ros Blankfein, co-founder of Swoon

“Our most popular SKU is the Pink Lemonade and we believe it’s because it is so deeply rooted in our brand ethos — nostalgia.
Pink lemonade is about celebration and joy,” Blankfein says. “Yet, so many of us have steered clear from this carnival-sweet
beverage that’s traditionally loaded with sugar or made sweet by chemicals like aspartame. Ours is �avored like a ripe strawberry
lemonade that makes you crave another.

“Sweet Tea is particularly nostalgic for our Southern customer base,” she continues. “Our founding team member and Texas
native Whitney Taylor Hemy suggested it, and it’s been a huge hit. We had a high bar to meet her mom’s knowledgeable pallet.
Our Northern customers also are getting behind it since it’s a very satisfying, whole sweetness.”

From local to national 
 Although Swoon started out more focused on local distribution, Blankfein notes that the company’s retail growth has expanded

to major shopping destinations across the United States.

Swoon’s Zero Sugar Teas are ideal for those who are trying to cut sugar,
meanwhile the new Swoon Sweet Tea features the classic southern �avor of
sweet tea, the company says. (Image courtesy of Swoon)

“We are thrilled to share that we’ve just entered 260 Target
locations throughout the country,” she says. “Retail growth has
been a major goal of ours this past year — and it’s been paying
off.

“We started by focusing on our hometown (NYC) and gaining
as many points of distribution as possible (from mom and pop
bodegas to local grocery chains) while simultaneously
expanding our reach nationally into major cities like LA,
Chicago and Austin through both local and national retailers
like Whole Foods,” she continues. “This has really been
possible because of our ‘rad’ sales team — there’s nothing
more impactful than a passionate team with strong retailer
relationships able to secure displays and acceptance into
many stores in one geography.”

 eCommerce has been a major component of Swoon’s retail
strategy as well, Blankfein says.

“We love our eRetailers like GoPuff both because they’re
incredible for customers looking for discovery, but also
because they do a great job of creating sampling opportunities
for products like ours,” she adds.

More in store 
Similar to other beverage companies, unfortunately, Swoon has been impacted by supply chain issues, Blankfein notes.
However, “we’ve worked hard to insulate our customers from these issues and have had great success keeping product in stock
while retaining our price point,” she says.

More recently, Swoon also released a collaboration with Internet personality Emma Chamberlain’s coffee brand, Chamberlain
Coffee.

“The brand created their own Matcha so we paired it with our lemonade for a perfect-for-summer Matcha Lemonade,” Blankfein
says. “The new launch is a sugar-free melding of two favorite �avors; the earthiness of the matcha beautifully compliments the
bright citrus tang of the monk fruit-sweetened lemonade. It’s been incredible to see our fans mesh with hers (there’s a lot of
overlap).”

As far as what’s in store for Swoon in the future, Blankfein says “zero-sugar is the future of beverages, especially as consumer
health concerns increase and delicious alternatives to sugar like monk fruit exist.”

“We’re excited to lead the charge in our unique niche of Simple Citrus and Calm Caffeine, and are eager to continue to expand,”
she concludes. BI
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Carbonated soft drink brands lean into new innovations
By Lauren Sabetta

(Image courtesy of The Coca-Cola Co.)

As the carbonated soft drink (CSD) market faces increased consumer demand for functional beverages, CSD
production is expected to rise by continuing to develop new products that offer healthier ingredients, as well as
new taste innovations.

Yet, as the pandemic-enforced reduction in out-of-home consumption has posed challenges for the CSD category, brands are
experimenting to �nd the right balance between health and indulgence, experts note.

As demand for soft drinks have tempered, following the surge in 2020, soft drink production revenue is estimated to have
declined in 2021, noted Jacqueline Hiner senior technical analyst at New York-based IBISWorld, in Beverage Industry’s April
eMagazine.

“Despite this downward trajectory, there has been an increased demand for functional beverages, rather than more traditional
sodas with �avor syrups,” Hiner explained. “Instead, consumers have increasingly opted for beverages with key bene�cial
ingredients, such as collagen, probiotics, or beverages that are sweetened with fruit juice rather than arti�cial sweeteners.”

According to Chicago-based Information Resources Inc. (IRI), carbonated beverage sales were up 9.7% totaling $35.1 billion for
the 52 weeks ending May 15, in total U.S. multi-outlets.
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Additionally, consumers are much more aware of the ingredients used in diet beverages, which often are arti�cial, IBIS’s Hiner
noted. “In turn, consumers have shifted toward low-calorie sweeteners that have additional health bene�ts such as monk fruit,
stevia or small quantities of fruit juice, driving a shift in CSD production,” she explained.

Hoboken, N.J.-based Green Cola North America LLC kicked off the year with the launch of its Green Cola and Green Sparkling
sodas at more than 1,000 retailers in the United States as well as Amazon and Walmart.com. Green Cola combines the taste of
cola without any sugar, calories, arti�cial sweeteners and preservatives, the company notes. Naturally sweetened with stevia,
the original Green Cola sources its caffeine from unroasted coffee beans, which are with antioxidants, the company says.
Meanwhile, the Green Sparkling sodas are all-natural, sweetened with stevia, contain up to 10% real fruit juice, and have no
added sugar and no caffeine, it adds.

With the pandemic, as changes to daily routines including working and learning from home have created new opportunities for
packaged CSDs, brands also have leaned into innovation to help sustain this momentum, according to Chicago-based Mintel’s
“US Carbonated Soft Drinks Market Report 2021.”

“Even before the pandemic, as the largest non-alcoholic beverage category, CSDs were showing signs of renewal, �nding modest
growth that has topped $39 billion,” the report states. “This growth was largely fueled by innovation that worked to lessen a not
so healthy reputation.

Green Cola combines the taste of cola
without any sugar, calories, arti�cial
sweeteners and preservatives, the
company notes. (Image courtesy of
Green Cola North America LLC)

“Still, the hallmarks of the category re�ect its dominance and its growth in 2020: products that
deliver on enjoyment, refreshment and nostalgia,” it continues. “Despite a competitive non-
alcoholic beverage landscape, the power of brands and the dedication of consumers is clear:
more than half of U.S. adults consume CSDs multiple times weekly or more.”

To further engage consumers, Atlanta-based The Coca-Cola Co. unveiled its new global
innovation platform Coca-Cola Creations. Developed under the “Real Magic” brand platform,
Coca-Cola Creations was revealed in late 2021. Coca-Cola Creations will take the iconic Coca-
Cola trademark and lend it to new expressions, driven by collaboration, creativity and cultural
connections, the company says. Through limited-edition, sequential releases, Coca-Cola
Creations will introduce new products and experiences across physical and digital worlds, it
adds.

In February, Purchase, N.Y.-based PepsiCo launched its newest innovation: Nitro Pepsi. Nitro
Pepsi is a nitrogen-infused cola that’s actually softer than a soft drink ― it's creamy, smooth and
has a cascade of tiny bubbles topped off by a frothy foam head, the company says. This is the
�rst time this type of widget technology, often seen in beer and coffee products, is being applied
to the cola category, it adds.

However, analysts don’t expect innovations to shift the breakdown of CSD �avor share much in
the next few years. In a report from New York-based Beverage Marketing Corporation (BMC)
titled “Carbonated Soft Drinks in the U.S. through 2025: Market Essentials,” the market research
�rm expects that cola will continue to lose volume through 2025 ― with a projected 49.4% share
― while pepper will ascend to the second (11.8%) upending heavy citrus (11.3%).

As the CSD category still faces some headwinds, innovation that bridges the gap between consumer interest in well-being and
indulgence is key to growing the market, experts note.

Gary Hemphill, managing director at BMC, noted in Beverage Industry’s April eMagazine, that as brands continue to reassure
consumers about sugar content, taste is equally important.

Further, as �avor innovation has long been a means to boost sales in the CSD category, taste improvements in diet CSDs and
improved marketing has helped to boost the category’s performance, Hemphill said.

Still, an overall challenge with �avor innovations is to develop sustainably successful new �avors, according to BMC’s Hemphill.
“All too often �avor innovation in CSDs has resulted in a boom-bust phenomenon whereas a new �avor may result in strong sales
its �rst year, but fall �at thereafter,” he said, in Beverage Industry’s April eMagazine.

Nevertheless, as the overall CSD market continues on the functional beverage trend; new innovations are a way of making the
category more relevant to today’s consumers, Hemphill concluded. BI
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Juice market remains weak
By Jessica Jacobsen

(Photo by webtechexperts from Pixabay courtesy of Canva)

As the juice and juice drinks category sees increasing competition from emerging beverage categories, beverage-
makers are looking to reimage this classic category.

“The overall juice market has continued to struggle in recent years on account of changing consumer preferences,” said Dmitry
Diment, senior analyst at New York-based IBISWorld, in Beverage Industry’s January 2022 eMagazine. “Americans have
increasingly moved toward healthier consumption patterns, which has hurt traditional drinks high in calories, sugar and additives.
Still, as companies have sought to introduce healthier options and the rise in spending since the outset of the pandemic, overall
juice production revenue rose 0.1% in 2020 and is projected to rise 0.4% in 2021.”

Diment noted much of this performance can be attributed to the effects from the pandemic on shopping habits, particularly
within the grocery and supermarket channel.

“According to IBISWorld estimates, grocery stores and supermarkets represent the largest market for juice products, accounting
for 36.5% of revenue in 2021,” he said. “Another signi�cant market includes warehouse clubs and supercenters, which is
estimated to account for 27.9% of the juice product market in 2021. Both of these markets have bene�ted from societal
reorientations during the pandemic.”
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In New York-based Beverage Marketing Corporation’s (BMC) report “Beverages 2022: What’s In Store?,” the market research �rm
noted that for 2021 fruit beverages were estimated to have a wholesale volume decline of 0.5%. The category’s volume is
projected to decline between 1-2% for 2022.

Noting the soft performance within the juice and juice drinks category, Gary Hemphill, managing director of research for BMC,
said the overall impact on juice from the pandemic is more minimal when foodservice sales are taken into account.

“Sales did shift from on-premise to take-home channels like with most other beverage categories but overall performance has
remained weak,” he said in Beverage Industry’s January 2022 eMagazine.

Despite these volume declines, some segments within the juice and juice drinks category saw dollar sales increase. According to
data from Chicago-based Information Resources Inc. (IRI), the refrigerated juice and juice drinks segment totaled $7.8 billion in
sales for the 52 weeks ending May 15. This is a 4.8% increase from the prior year. Volume for this segment was relatively �at
with a slight increase of 0.7%.

(Image courtesy of Uncle Matt’s
Organic)

Shelf-stable bottled juice meanwhile saw dollar sales increase 4.6%, totaling $8.1 billion, but
volume was down 4.2%.

Albeit a smaller base, the aseptic juice segment exhibited notable growth with dollar sales up
15.5%, totaling $1.7 billion, and volume up 5.1%.

Although increased competition and sugar content has challenged juice where it currently
stands, experts note that opportunities still remain for the category to align with consumers’
wants and needs.

“Younger consumers, primarily the millennial generation, want more than just traditional juice,”
IBISWorld’s Diment said. “They want an innovative blend of �avors that is both nutritious and
delicious. Due to these changes, the industry has updated its product offerings. Tropical �avors
such as mango and pineapple have been on the rise as consumers seek exotic and creative
healthy alternatives.”

In line with this trend, Tropicana Brands Group, a joint venture between PAI Partners and
PepsiCo, announced earlier this year that it was expanding its Naked Juice smoothie line with
Orange Vanilla Crème and Key Lime varieties. Each are made with almond and coconut milks
and are sweetened with monk fruit.
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Clermont, Fla.-based Uncle Matt’s Organic also is addressing sugar reduction in juice with its launch of Matt50 Orange Juice
Beverage. The new line contains half the sugar and calories of regular orange juice, but also is enhanced with prebiotics and
probiotics to support digestive and immune health, the company notes.

BMC’s 2021 “The Fruit Beverage Market in the U.S.” report highlights several strategies that are inspiring new releases within the
juice and juice drink category.

“One is to introduce lower-calorie versions of existing products by mixing in coconut water (which is considered a juice by the
USDA),” the report states. “Lemonade has been one of the few hot �avors in fruit drinks in the past decade or so (even it has
slowed somewhat recently), prompting steady new product activity. Another area for marketers to experiment with is organic.
Relatedly, the success of Honest Tea has prompted competitors to introduce healthier fruit drinks in pouches for kids.” BI

July 2022    |    bevindustry.com

https://www.bevindustry.com/


State of the

Industry
Bottled Water

Sparkling water shines in bottled water category
By Chloe Alverson

(Image courtesy of The Coca-Cola Co.)

At the start of the pandemic, bottled water was horded as the world shut down. Shelves were cleared of it, carts
were full of it, and we all wondered when life would return to normal. Fast-forward two years, and the bottled
water industry is consistently growing.

In Beverage Industry’s October 2021 eMagazine, Caleb Bryant, associate director of food and drink reports at Chicago-based
Mintel, noted that the bottled water industry faced some ups and downs from 2020-2021. As more people stayed at home, they
were drinking water, but missing out on social gatherings. Bryant suspected the “pent-up demand for travel, socialization and
experiences” would result in higher bottled water sales in 2021.

Also in the October 2021 eMagazine, Gavin Ross, team lead and senior analyst for IBISWorld, New York, noted that the bottled
water industry would continue to grow.

“Over the coming years, the industry is likely to return to slow and consistent growth as socioeconomic restrictions that were
originally implemented to curb the spread of the COVID-19 pandemic are retracted,” Ross said. “As global business restrictions
are gradually lifted, sales of bottled and sparkling water from traditional out-of-home channels are expected to bene�t.”

(Image courtesy of Waterloo Sparkling Water)

According to data obtained by Chicago-based Information
Resources Inc. (IRI), the non-�avored convenience/bottled still
water category saw an increase of 15.5% for the 52 weeks
ending on May 15. The Top 5 brands — Private label, Aqua�na,
Glaceau, Dasani and Poland Spring — each saw a signi�cant
jump in dollar sales during the past year. The No. 1 water in
this category was Private label, at $4.2 billion in sales, which
was up 18.7% compared with last year. Aqua�na saw a
signi�cant increase in sales as well, up 17.7% at $1.2 billion in
sales.

Additionally, IRI data shows that the sparkling water category
saw a 5.3% increase in sales during the past year, with sales at
$3.6 billion. Sparkling Ice was the most sought-after brand in
the 52-week time frame ending May 15, making up 23% of the
market shares with sales at $836 million. The brand’s sales
were up 7.9% compared with last year. Private label and La
Croix round out the Top 3 in the sparkling water category, but
the two companies only saw an increase in sales of 0.7% and
0.2%, respectively.
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BUBBL’R, an antioxidant sparkling water, witnessed a dollar sales increase of 108.1% for the 52 weeks ending May 15, IRI data
shows. Although it only makes up 1.74% of the market shares, BUBBL’R has become increasingly popular with its 10 �avors of
sparkling water, all packed with vitamins and natural caffeine. The brand’s sales this past year were just above $63 million.

“Sparkling water has hit the consumer sweet spot for an alternative to carbonated soft drinks,” said Michael C. Bellas, chairman
and CEO of BMC, in Beverage Industry’s October 2021 eMagazine. “It’s feeding off the softness of carbonated soft drinks, but it’s
also bene�ting from a signi�cant marketing push of the three category leaders: National Beverage, PepsiCo and Coca-Cola.”

IBISWorld’s Ross harmonized this statement, noting that �avored and sparkling waters were increasingly popular due to their
healthy appeal, making them “the fastest-growing segments of the bottled water category.” Mintel’s Bryant added that the array
of sparkling water �avors is an appeal to consumers, most notably with brands like La Croix and Sparkling Ice that are “known for
their extensive �avor lineups.”
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Mintel’s Global New Products Database (GNPD), referenced in Beverage Industry’s October 2021 eMagazine, detailed the
popularity of sparkling water �avors like watermelon, pink grapefruit and strawberry. Mintel also acknowledged the increasing
commonality of �avor blends, such as ginger strawberry.

“Opportunities remain to both bring new consumers into the sparkling water markets and for existing consumers to increase their
sparkling water consumption frequency,” Bryant said. BI
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US tea market recalibrates
By Lauren Sabetta

(Image courtesy of Pure Leaf)

While the impact of the pandemic is forcing the overall beverage market to adjust, experts note that the tea and
ready-to-drink (RTD) tea category already have begun recalibrating.

Chicago-based Mintel’s “US Tea and RTD Tea Market Report 2021,” notes that as bagged/loose leaf teas, single cup and instant
teas’ sales growth began to shrink back in 2021, the RTD and refrigerated segment began to pick up steam.

“Consumers have continued to focus on both their physical and emotional health in 2021 because of the lingering pandemic” the
report states. “Despite loosened restrictions, more consumers will be adopting hybrid approaches to work and school going
forward that will contribute both to new occasions and subdued impulse occasions for tea consumption.”

Sally Lyons Wyatt, executive vice president at Information Resources Inc. (IRI), Chicago, noted in Beverage Industry’s June
eMagazine, that overall, the tea market has grown in dollar sales, due in large part to refrigerated RTD tea and tea sales online.

Embedded code will run in preview and on published site

If you want more coding �exibility, we recommend using a coded element created in the Code Editor.

*Includes brands not listed. 
Source: Information Resources Inc. (IRI), Chicago. Total U.S. supermarkets, drug stores, gas and convenience stores, mass merchandisers, military
commissaries, and select club and dollar retail chains for the 52 weeks ending May 15.

Top canned and bottled teas (Individual brands)

“Refrigerated RTD teas are the only segment that are driving dollar and unit growth. The immediacy factor is a driver of choice,”
Wyatt explained. “Consumers looking for a cold tea drink for immediate consumption are turning to these refrigerated options.
This is also due because of mobility, but also the healthier aspects of these drinks and the caffeine versus other drinks in the
marketplace.”

According to IRI OmniMarket data, refrigerated (RFG) tea generated dollar sales of $1.4 billion, a 9.6% year-over-year (YoY)
increase for the 52 weeks ending May 15, in total U.S. multi-outlets. Meanwhile, RTD Tea posted dollar sales of $4.2 billion, with a
1.5 % YoY increase for the same time-period, IRI data shows.

In contrast, bagged/loose leaf tea and single cup tea posted total sales of $1.4 billion in multi-outlets, this represented a 2.2%
YoY decrease for the 52 weeks ending May 15, IRI data shows.

There are several different reasons for the declines, Wyatt said in Beverage Industry’s June eMagazine. “[S]upply chain
constraints, visits to out-of-home options (specialty shops, etc.), in�ationary pressures on consumers’ overall spending, etc.,” she
noted.

(Image courtesy of Swoon)

Nevertheless, as opportunities for tea brands are connected to forging or reinforcing stronger
ties to wellbeing, tea drinkers are thirsty for more options, experts note.

In its “State of the U.S. Tea Industry Review of 2021 and a Look Forward into 2022”
commentary, New York-based Tea Association of the U.S.A. Inc. notes that, as far as tea is
concerned, the pandemic has been a mixed blessing.

“Overall, the tea market grew in 2021,” it states. “In reviewing tea import �gures through
September, total tea imports are up over 8%, with black tea exceeding 2020 by more than 9%.
As reported last year, a qualitative study sponsored by the Tea Association reported that
consumers turned to tea during those di�cult times. This trend continued in 2021.”

IRI’s Wyatt noted that, given the inherent health and wellness bene�ts of tea, added bene�ts are
providing more variety in the category that is good for those consumers seeking speci�c assets.

“Immunity claims like teas with immunity defense claims, as well as pre/probiotic claims are
doing well,” Wyatt said in Beverage Industry’s June eMagazine. “Diet claims like ‘vegan’ and
‘vegetarian' have strong growth. We are also seeing teas with energy claims showing positive
increases as alternatives to energy drinks.”
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Further, sugar reduction trends have in�uenced refrigerated RTD tea positively in two ways, Wyatt explained.

“First, teas that have no/low/less sugar are seeing strong growth. In addition, teas using alternative sweeteners are seeing
growth as well,” she said. “These options provide consumers choices to align with their needs and they are bene�ting the
category.”

In March, New York-based Swoon announced the launch of its Zero Sugar Swoon Sweet Tea. Made with steeped and brewed
black tea and sweetened with naturally sugar-free monk fruit, Swoon’s Sweet Tea boasts 24 mg of caffeine and a bold �avor with
a satisfying sweetness, the company says. Ideal for those who are trying to cut sugar or diabetics, the new ready-to-drink tea
features the classic southern �avor of sweet tea, it adds.

Pure Leaf Iced Tea, a brand of Purchase, N.Y-based PepsiCo, also recently announced the expansion of its tea portfolio with new
Lower Sugar iced teas. The new line from Pure Leaf comes in three �avors that are reduced sugar takes of Pure Leaf’s Subtly
Sweet Black Tea, Subtly Sweet Peach and Subtly Sweet Lemon. Each 18.5-ounce bottle of Pure Leaf Lower Sugar contains 20
calories and 5 grams of added real sugar, which is 85% less sugar than the brand’s Sweet Tea offering, the company says.

Although the pandemic continues to affect the overall tea market, the category is resilient, experts note.
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In a report from New York-based Beverage Marketing Corporation (BMC) titled “Ready-to-Drink Tea in the U.S. through 2025,” the
market research �rm notes that the health message of tea has brought in consumers who might otherwise not be inclined to
drink the beverage.

“The coronavirus has continued to disrupt the usual patterns for tea segments in 2021, but the impact should abate somewhat to
2025,” the report states. “Loose tea, perhaps the messiest and most di�cult type to prepare, has generally grown, albeit slowly.
Brewing tea well is not easy, which makes loose tea the province of connoisseurs who know what to do with tea leaves.

“On the other hand, a small portion of the population has taken to drinking more exotic varieties of teas, including bags and loose
tea,” it continues. “While volume is relatively low compared to mainstream tea products, they have helped to subsidize volume
levels in the tea market.”

IRI’s Wyatt noted In Beverage Industry’s June eMagazine that, although bags and loose tea purchasing have witnessed declines,
“herbal teas have gained share from all other tea types.”

“Given all of the pressures that consumers are under today with the current economic situation (e.g., in�ation, rising gas prices,
etc.), it makes sense they are looking for ways to relax,” Wyatt said. “Herbal tea is an excellent option for unwinding, plus it
doesn’t have calories.”

Moreover, as packaging and procuring ingredients have been challenging for beverages in general, it is the same for tea, Wyatt
noted. “Issues with the supply chain of ingredients, glass, etc., have and continue to negatively impact in-stock rates,” she said.

Nevertheless, as the issues impacting tea varies by product and package type, “we do [predict] there will be improvements in
some areas, but new challenges in others,” Wyatt concluded. BI
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Deja brew: Ready-to-drink coffee market still on the rise
By Chloe Alverson

(Image courtesy of Death Wish Coffee)

Mornings just wouldn’t be the same without a hot cup of Joe. And now, with plenty of ready-to-drink options and a
variety of ways to enjoy coffee, it’s even easier to grab and go to get the day started. You’ll just have to decide
how you like your coffee �rst.

According to Chicago-based Information Resources Inc. (IRI) data, ready-to-drink (RTD) refrigerated coffee sales were at $925.4
million, a 31.5% year-over-year (YoY) increase for the 52 weeks ending May 15, in total U.S. multi-outlets.

In Beverage Industry’s September 2021 eMagazine, IRI’s Executive Vice President and Practice Leader, Sally Lyons Wyatt,
acknowledged the coffee market’s uptick in sales, primarily in the RTD and single-cup segments.

“Ready-to-drink and single-cup are the segments driving coffee growth … The easy, convenient nature of brewing a single cup at
home has increased in popularity since the start of COVID,” Wyatt said. Many consumers, despite working remotely because of
the pandemic, want a “coffee shop experience at home,” she added.

(Image courtesy of Super Coffee)

Within the refrigerated RTD coffee segment, Starbucks leads
the pack with more than $377 million in sales, a 28.3% YoY
increase for the 52 weeks ending May 15, according to IRI
data. The Coca-Cola Co. saw a large jump in dollar sales, with
a YoY increase of 67.4% for the same time-period, IRI data
shows.

Starbucks, Stok and International Delight remain the Top 3
contenders in the refrigerated RTD segment. Cali�a Farms
took the fourth place spot, previously held by Starbucks Iced
Espresso Classic, seeing a 31.7% increase in dollar sales
compared with last year. Coca Cola came in �fth place at just
above $42 million in sales, IRI data shows. The total category
sales for RTD refrigerated coffee was more than $925 million, a
signi�cant jump compared to last year’s $752 million.

New York-based Beverage Marketing Corporation’s (BMC)
Managing Director of Research, Gary Hemphill, called ready-to-
drink “the hottest coffee segment,” in Beverage Industry’s
September 2021 eMagazine.
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“Once primarily a category dominated by single-serve packaging, ready-to-drink coffee in chilled, take-home format packaging
has burst onto the scene and is driving much of the growth,” Hemphill said.

He added that recent beverage trends are “mixing things up” for the coffee category, with new innovations like energy coffee
drinks, cold brew, and nitro hiking up coffee sales.

IRI’s Wyatt echoed similar thoughts, having said that cold brew and nitro cold brew “are very small segments, but are growing
fast.”

“Forms such as cold brew, iced coffee, nitro, etc., have given consumers the ability to have a specialized drink without the hassle
and mess of making a cup at home,” Wyatt said in Beverage Industry’s September 2021 eMagazine.
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Meanwhile, with $5 billion in sales for the 52 weeks ending May 15, the single-cup coffee segment continues to be the best-
selling type of coffee, IRI data shows. Out of the Top 5 brands, Folgers saw the greatest increase in dollar sales compared with
last year, with a 14.2% gain. Keurig’s dollar sales increase was more marginal with a 1.8% YoY increase, according to IRI data.

Nevertheless, Keurig topped the segment, with $1.2 billion in dollar sales for 52 weeks ending May 15, IRI data shows. Private
label is barely behind, with just above $1 billion for the same time-period. Starbucks, Dunkin’ and Folgers round out the rest of the
Top 5.

Although the brand wasn’t in the Top 5, Tim Hortons single-cup sales saw a 34.6% YoY increase, with almost $44 million in sales.
Saratoga Springs, N.Y.-based Death Wish Coffee also had a signi�cant jump in dollar sales with a 25.3% YoY increase for the 52
weeks ending May 15, IRI data shows.

Caleb Bryant, associate director of food and drink reports at Chicago-based Mintel, noted in Beverage Industry’s September 2021
eMagazine that the coffee market is projected to reach $18.9 billion by 2026. BI
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Energy drinks are still all the buzz
By Chloe Alverson

(Image courtesy of Monster Energy)

As consumers have come to navigate pandemic life and the “new normal,” something that hasn’t changed is how
much they need their energy drinks. From remote to in-person work and classes, experts note that consumers’
need for a boost of energy has only increased.

Caleb Bryant, associate director of food and drink at Chicago-based Mintel, noted in Beverage Industry’s August 2021 eMagazine
that, despite the pandemic, consumers still are relying on energy drinks.

“Consumer’s energy needs will remain elevated even as the pandemic fades, as many consumers continue to face increased
workloads, more consumers return to the workforce, and as the reopening of the country brings back the need for energy during
travel and social occasions,” Bryant said.

According to Chicago-based Information Resources Inc. (IRI) data, the non-aseptic energy drink category saw more than $16
billion in sales for the 52 weeks ending May 15, in total U.S. multi-outlets.

(Image courtesy of Starbucks Corp.)

The Top 5 non-aseptic energy drink brands are as follows: Red Bull, Monster Energy, VPX (Bang), Rockstar and Reign, IRI data
shows. Red Bull led the category with $6.8 billion in sales, a 13.6% year-over-year (YoY) increase for the 52 weeks ending May 15.
The percent increase almost matches the overall category gain in dollar sales, which was 13%. Monster Energy saw a signi�cant
increase as well, posting $4.9 billion in sales, a 12.7% YoY increase for the same time-period, according to IRI data.

Energy has continued to be “one of the most prevalent needs among consumers,” noted Roger Dilworth, senior analyst at New
York-based Beverage Marketing Corporation (BMC), in Beverage Industry’s August 2021 eMagazine.

Energy shots, a sub-category of energy drinks, posted a 3.2 % YoY increase in dollar sales, for the 52 weeks ending May 15, IRI
data shows. Meanwhile, 5 Hour Energy, which accounts for more than 88% of the market share, was the most-sold energy shot,
with $867 million in sales, a 4% YoY increase for the same time-period.

However, many brands within the energy shot segment saw negative percent changes for the 52 weeks ending May 15, such as
the case with Stacker, which posted a 9.1% YoY decrease in dollar sales, according to IRI data.
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“Energy shots have been hampered by not having the same competitive dynamics as the energy drink category in which two
�erce competitors (Red Bull and Monster) ensure new innovation,” Dilworth explained in Beverage Industry’s August 2021
eMagazine. “Unfortunately, there’s not much innovation that can be done with a 2-ounce shot.”

Last year, Red Bull released a Dragon Fruit variety of beverages for its Summer Edition. PepsiCo’s MTN DEW also expanded its
portfolio with energy drinks, most notably in collaboration with NBA star LeBron James. Monster Energy also released a new
addition to the Monster Energy Ultra group: Ultra Gold. The beverage has zero sugar and only 10 calories.

In June, Monster Energy announced the newest �avor in the Rehab Monster lineup: Watermelon. In a statement, the company’s
Chief Marketing O�cer Dan McHugh said the �avor “combines perfectly sweet and tangy watermelon �avor” with the recovery
bene�ts of the Rehab line, resulting in “the perfect formula for the drink of the summer.”

Rehab Monster’s brand mantra, Refresh + Recover + Revive, is a combination of electrolytes, antioxidant botanicals, coconut
water and more. The new Rehab Monster Watermelon has 25 calories in each can and is “loaded with 150 mg of caffeine,” it
says.
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The energy market also is seeing the in�uence that health and wellness is having on the category, experts note.

“While energy drink consumers are tepid toward natural energy drinks, consumers are interested in energy drinks with [better-for-
you] (BFY) claims, particularly zero-sugar energy drinks,” stated Mintel’s report, cited in the August 2021 Beverage
Industry eMagazine. “BFY claims are key for keeping older millennials and Gen X consumers engaged within the energy drink
market.”

As beverage manufacturers look to expand the consumer base for the energy drink market, natural alternatives might be the
source for innovation going forward. BI
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Sports, protein drinks adapt to market
alongside functional beverages

By Lauren Sabetta

(Image courtesy of Local Weather)

As the sports and protein drinks category contend with the new age beverage marketplace, experts note that it
has adapted to the market alongside functional and hybrid beverages.

“Performance of sports and protein drinks are super strong,” noted Sally Lyons Wyatt, executive vice president at Information
Resources Inc. (IRI), Chicago, in Beverage Industry’s May eMagazine.

“From an omnichannel perspective, we have seen double-digit growth in dollars and in units, “Wyatt said. “Both online and in-
store are contributing to the growth.

“When COVID-19 hit, and we were at home more with gyms closed, we saw sports and protein drinks decline in sales. However,
[the category] quickly rebounded as mobility picked up and people began to work out more,” she continued. ”In addition, hybrid
working models have fueled growth of these drinks.”

According to IRI data, sports drinks generated dollar sales of $9.9 billion, a 17.8% year-over-year (YoY) increase for the 52 weeks
ending May 15, in total U.S. multi-outlets. Meanwhile, unit sales increased 1% YoY for the same time-period, IRI data shows.

(Image courtesy of Celsius Holdings Inc.)

Jacqueline Hiner, senior technical analyst at New York-based
IBISWorld, noted in Beverage Industry’s May eMagazine that
overall, functional beverages as a whole have been on the rise,
including sports and protein drinks.

As the more traditional sports and protein drinks remained
popular among individuals active in sports and weightlifting,
“new hybrid beverages, such as ready-to-drink caffeinated
protein drinks, and other health-toting concoctions, have
debuted over the past several years and garnered a signi�cant
level of attention,” Hiner explained.

Whereas the category was essentially a two-player market for
a long time, “it has de�nitely had to reinvent itself in this
blurred beverage marketplace,” IRI’s Wyatt added.

As sports and protein drinks have contributed more than its fair
share to the [liquid refreshment beverage] (LRB) dollar growth;
“this growth has purely come from low/no-calorie options and
innovations,” Wyatt said in Beverage Industry's May eMagazine.
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“They do have high interaction indices with �avored still water brands,” she explained. “The post- and during- workout is a key
occasion for a lot of functional waters and these low-calorie sports drink options serve as a good substitute for those occasions,
thereby stealing share from some functional beverages.”

As consumers give more consideration to remaining healthy, the functional beverage is expanding in the sports drinks market at
a quick rate, notes Hyderabad, India-based MarketDataForecast’s report titled “Sports Drink Market Growth and Forecast (2022-
2027).”

According to the report, the global sports drink market size was valued at approximately $24 billion in 2021 and is likely to reach
an estimated $32 billion by 2027, garnering a compound annual growth rate (CAGR) of above 4% during the forecast period 2022-
2027.

“In the developed markets, drinks are never again seen as a brisk refreshment,” the report states. ”They have become
progressively helpful supplements and food supplement items. The purchaser sections driving the development of the market
incorporate maturing buyers searching for essentials, 20- to 30-year-olds eager to attempt new items with well-being bene�ts,
and occupied buyers looking for ‘snappy wellbeing.’

“In 2018, the North America sports drinks market held the largest share of about 40% in terms of revenue,” it continues. “The
growth in this regional market is owing to the growing trend of athleticism and rising concerns over health. The recent changes in
consumer lifestyle have resulted in the need for a healthy diet, which is likely to augment the business growth in this area.”
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Adding to the performance drink options, Boca Raton, Fla.-based Celsius Holdings Inc. released its newest �avor: CELSIUS
Sparkling Strawberry Lemonade. Made with clinically proven ingredients, this new carbonated �avor of CELSIUS LIVE FIT
provides essential energy while it accelerates metabolism and burns body fat, the company says.

As the blurring of LRBs continue, the sports drink industry will be pressured to differentiate bene�ts in order to capitalize on its
current growth trajectory, IRI’s Wyatt noted in Beverage Industry’s May eMagazine.

“These bene�ts include expansion of the health and wellness bene�ts, as well as ensuring broad distribution across brick-and-
mortar channels and online so the products are available for consumer’s hybrid ways of working,” Wyatt said. “In addition, �avor
innovation will be important especially for their brand loyal[ist]s.”

Moreover, as natural and organic ingredients have increased in the beverage space, a variety of health and wellness bene�ts
continue to emerge within the sports and protein drinks category, experts note.

“Examples include products that provide immunity by containing potassium and magnesium; digestive health claims; bone and
joint health claims; brain health and arthritis health claims,” Wyatt noted in Beverage industry’s May eMagazine. “From a
sustainability perspective, sustainably certi�ed is emerging with strong unit and dollar sales as well.”

While natural and organic products have been around for a while, plant-based ingredients are expected to drive growth for the
industry moving forward, IBISWorld’s Hiner noted in Beverage Industry’s May eMagazine.

“The biggest emerging trend for protein drinks, in particular, is the growing popularity of plant-based beverages,” she explained.
“This comes alongside a wider trend toward plant-based diets and the expansion of plant-based foods.”

As natural and organic ingredients have increased, sports and protein drink producers “have either incorporated these
ingredients directly into their own beverages, launched new product lines aimed speci�cally at this demographic, or acquired pre-
existing players within the industry to earn an early stake within the rapidly growing market,” Hiner noted.

“As with the broader beverage industry, functional beverages are expected to continue to expand, with consumers opting for
sports and protein drinks with the most added bene�ts,” she concluded. BI
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Beer market turns to innovations during time of recovery
By Jessica Jacobsen

(Image courtesy of Anheuser-Busch)

For the U.S. beer market, the road to recovery has the major players determined to innovate the category as it
faces more competition from novelty beverage alcohol products.

“The U.S. beer market is in a moment of recovery following declines associated with the COVID-19 pandemic, lackluster
international demand and heightened competition from ready-to-drink (RTD) cocktails,” said Grace Wood, industry analyst for Los
Angeles-based IBISWorld, in Beverage Industry’s March eMagazine. “Consumers are demanding more variety and novelty, which
is stimulating growth from regional and craft brewers.”

Brian Sudano, managing partner with New York-based Beverage Marketing Corporation (BMC), also noted in Beverage Industry’s
March eMagazine the impact that novelty is having on beer as a whole. “The market continues to evolve with growth coming
from alternative forms of malt beverages while traditional beer continues to contract,” he said.

Meanwhile, Kaleigh Theriault, beverage alcohol thought leadership manager for Chicago-based NielsenIQ, noted in Beverage
Industry’s March eMagazine that with the exception of imported beer, U.S. off-premise beer sales across the board are in decline.

(Video courtesy of Mike’s Hard Lemonade Co.)

“This leads us to the conclusion that beer drinkers are looking
for premium options and new and exciting alternatives in the
off-premise,” Theriault explained. “When looking at how the
segment has fared in the last two years, craft, imported and
domestic super-premium beers all saw substantial growth,
while below premium, domestic premium and malt liquor
experienced declines reaching as low at 21.5% since 2019.
 
“We can attribute these trends to the pandemic-related health
and wellness revolution, which caused shoppers to seek out
innovative, ‘better-for-you’ beverage alcohol offerings (i.e., non-
alcoholic beer, hard seltzer, hard tea, etc.),” she continued.
“Additionally, consumers’ new priorities for maintaining
wellness caused 22% to cut back on overall alcohol
consumption according to a recent NielsenIQ’s Omnibus
Survey. Overall, we expect sales to continue to revert to 2019
levels as consumers shift from a pandemic to an endemic
mindset.”
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In BMC’s report “Beverages 2022: What’s In Store?,” the market research �rm predicts that beer in 2021 saw volume decline
0.2%. In terms of the total adult beverages share, BMC estimates that beer accounts for a 39.4% of the 142.8 billion servings in
total adult beverages.

According to Chicago-based Information Resources Inc. (IRI), total beer sales were down 2.5%, totaling more than $43.8 billion,
for the 52 weeks ending May 15 in total U.S. multi-outlets. Case sales for beer struggled even more with it being down 6.6%.

Among the segments, total domestic beer was down 6%, totaling $26 billion, with volume down 9.2%. Within those sub-
segments, domestic premium beer sales were down 6.5% and domestic sub-premium sales was down 7.5%. Domestic super-
premium fared the best, but sales still were down 0.3%, according to IRI data.

This comes as domestic beer continues to be challenged by ready-to-drink (RTD) competitors as well as �avored malt beverages
(FMBs).

“Younger consumers have been moving much of their volume away from traditional beer and beer overall,” Sudano said in
Beverage Industry’s March eMagazine. “This has driven brewers to compete across categories. [Anheuser-Busch InBev] and
Molson Coors now are competing in RTDs across all beverage alcohol formats. Nearly all the innovation is taking place in FMBs
and RTDs. These formats have also supported traditional cocktails when out of home. With competition from spirits and wine-
based brands on the RTD side and the strength of spirit marketers, we project domestic beer declines to accelerate over the next
few years.”
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FMBs meanwhile continue to exhibit growth as sales increased 5.2%, totaling $3.2 billion, with case sales up 0.7%. Beer seltzer
centric also has become a stronger segment in beer. According to IRI data, beer seltzer centric was up 2.3%, totaling $4.4 billion
in sales for the 52 weeks ending May 15; however, case sales were down 1.7%.

“Consumers are focused on three top trends: convenience, experience, and health and wellness,” Theriault said in Beverage
Industry’s March eMagazine. “FMBs offer convenient consumption in a can, as well as an exciting experience through �avor and
style innovations, especially among hard seltzers. As mentioned before, consumers renewed priority for maintaining health and
wellness is largely driving trends across the beverage alcohol industry, and there seems to be a beverage for all types of
consumers, whether they’re gluten-free, looking for low-carb options, no added sugar, etc.”

These trends will likely be a vital role in future innovations hitting this market, experts note.

“Building on the previous point, we’re going to see innovation in health and wellness offerings and can expect more brands to
enter the hard seltzer, hard tea, hard kombucha, low-calorie beverages, low/non-alcoholic, etc., spaces,” Theriault said in
Beverage Industry’s March eMagazine. BI
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Premium, health and wellness lifting wine, spirits
By Jessica Jacobsen

(Image courtesy of Riboli Family Wines)

For the U.S. wine category, rebounding has been nuanced as it looks to rebound from 2020 dollar sales losses,
while keeping the category relevant and exciting through emerging styles, formats and usage, experts note.

Mintel’s “U.S. Wine Market Report 2021” notes that, despite on-premise closures that shook the wine market in 2020,
circumstances surrounding the COVID-19 pandemic allowed the category to further solidify its place in at-home casual and
relaxing occasions, which helped close the gap between wine and beer purchases for off-premise consumption.

“While some U.S. wine trends established during this time will endure in the near term, as consumers’ grapple with �uctuating
and varying stages of re-emergence readiness, continued improvements in COVID-19 case rates and comfort with venturing
away from home will continue to bene�t wine, as consumers are eager to raise a glass to a return to normalcy,” it states.

Yet, as the quest for health represents the strongest challenge to the wine category, 26% of U.S. alcohol drinkers aged 22-plus
report reducing consumption in 2021, according to the report.

(Image courtesy of La Gonzaleña Distillery)

“The leading reason for cutting back is in effort to improve health. Further, three in 10 retail alcohol shoppers aged 22-plus say
drinking less alcohol is the fastest way to improve their health,” it continues. “The acceleration of low-alcohol and alcohol-free
wine purchase and interest, as well as wine offerings that create permissibility through ‘less-but-better,’ natural ingredients and a
clean label have a strong chance to vie for those who are limiting consumption occasions.”

However, as non-alcohol wines still account for only about 4% of overall wine sales, they are having a minimal impact on overall
wine trends, explained Mike Wyatt, consultant at Chicago-based Information Resources Inc. (IRI) in Beverage Industry’s February
eMagazine.

In New York-based Beverage Marketing Corporation’s (BMC) report “Beverages 2022: What’s In Store?,” the market research �rm
projects that 2021 volume sales for wine was up 1.9%. According to Chicago-based Information Resources Inc. (IRI), however,
table wine sales were down 6.8% totaling $11.8 billion for the 52 weeks ending May 15 in total U.S. multi-outlets. Case sales
were down 10.4%. Sparkling wine/Champagne sales have fared slightly better. IRI data shows dollar sales are down 1.9%,
totaling $1.7 billion, with case sales down 4.9%.
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The wine category also has seen premium offerings drive sales, experts noted. “Convenience, premiumization and
approachability are trends that have had a positive impact on the wine category,” Wyatt said in Beverage Industry’s February
eMagazine. “These trends are best evidenced by canned and boxed wine growth outpacing traditional packaging, $20 plus per
bottle sales growth outpacing lower price points, and sweeter wines outpacing traditional and bolder �avored wines.”

Meanwhile, as many consumers overall are shifting their preferences toward a healthy lifestyle, the use of natural and chemical-
free products has increased, leading to a surge in demand for organic wines, according to a September 2020 report by New York-
based The Insight Partners.

“This trend has led to a surge in demand for organic wine” it states. “Organic wine is produced and processed under speci�c
standards, which prohibit the use of synthetic fertilizers, pesticides and several other synthetic additives.”

Meanwhile the spirits market is seeing premiumization as a driving force for the category’s growth. Supplier sales rose 12% in
2021 to a total of $35.8 billion, while volumes rose 9.3% to 291.1 million 9-liter cases, according to the Washington, D.C.-based
Distilled Spirits Council of the United States (DISCUS).
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At the Distilled Spirits Council Annual Economic Brie�ng on Feb. 3, DISCUS President and CEO Chris Swonger reported that spirits
gained market share of the total U.S. beverage alcohol market in 2021, with sales rising 1.7 share points to 41.3%. Spirits growth
was supported by hospitality industry recovery, but more help still is needed for restaurants and bars, he noted.

“Last year, enthusiasm for spirits continued as consumers spent more to elevate their cocktail experiences with super-premium
brands,” Swonger said in a statement. “Consumers savoring spirits at home and trading up to higher-end brands, combined with
the gradual reopening of bars and restaurants, resulted in record sales for the spirits sector. We’re also seeing strong growth for
spirits-based ready-to-drink products, and that’s adding to our sector’s gains as well.”

In BMC’s report “Beverages 2022: What’s In Store?,” the market research �rm projects that 2021 volume sales for spirits was up
5.4%. According to sales data from IRI, the overall spirits category saw sales relatively �at for the 52 weeks ending May 15 in
total U.S. multi-outlets with it nearly reaching $10.6 billion. Case sales for that time were up 0.7%.

Of the segments, spirits seltzer centric experienced the most growth (dollar sales up 131.8%). Albeit the emerging category still
only totaled $234.7 million in sales. Of the more established categories, premixed cocktails and tequila showed they still are
popular with consumers, as premixed cocktail sales were up 32.3%, totaling $917.7 million, while tequila was up 7.1%, totaling
more than $1 billion.

Based on data from market research �rms, experts note that tequila soon could overtake vodka as America’s favorite liquor,
fueled by consumers’ desire for pricey bottles of agave-based spirits. In fact, agave-based spirits saw sales climb 30.1%
compared with the prior year to $5.2 billion, according to DISCUS.

“Agave-based spirits are in fact growing very fast,” BMC’s Sudano said in Beverage Industry’s April eMagazine. “On a volume
basis, over 20% while even greater on a dollar basis. Not all agave spirits are tequila or mezcal. Agave concentrate can be added
to any spirit including whiskey. Agave (tequila) is the fastest growing traditional spirit type. However, RTDs still outpace agave
beverages.”

Noting tequila’s double-digit 12.4% growth, Kaleigh Theriault, manager for beverage alcohol thought leadership at NielsenIQ,
Chicago, noted that within tequila, many types are resonating in the market.

“The following segments outshone traditional white/silver and gold/especial offerings — añejo extra, joven, añejo, mezcal and
resposado,” she explained in Beverage Industry’s April eMagazine. “For whiskeys, Japanese whiskies are driving strong growth
rates, but on a smaller base, while American whiskey and Scotch are also seeing growth.” BI

July 2022    |    bevindustry.com

https://www.bevindustry.com/


Drinks
Between

Igloo, in partnership with Anheuser-Busch,

announced the release of its special-edition

Budweiser Little Playmate and Bud Light Little

Playmate. “It’s a high honor to team up America’s

most iconic beer brands, Budweiser and Bud Light,

with America’s most iconic cooler, the Igloo

Playmate,” said Brian Garofalow, chief marketing

o�cer at Igloo, in a statement.   “With these

special-edition Playmates by their side this

summer and beyond, fans can drink their

Budweiser or Bud Light beers ice-cold just as they

were intended to be enjoyed.” Igloo designed the

special-edition Playmate coolers with instantly

recognizable artwork that showcases each beer

brand’s iconic label. The special-edition coolers —

each $44.99 with a capacity of up to nine 12-ounce

cans — are available to purchase at

igloocoolers.com/anheuser-busch, while supplies

last.

LITTLE
PLAYMATES

For those who love Margaritas, but hate the work of
making them at home, Boardroom Spirits, introduced a
portable and effortless solution with the debut of a
canned Margarita, it says. Boardroom introduced the
canned Margaritas through a series of teaser videos
featuring the Chairman struggling to create a perfect
Margarita at home. In the �rst video, the Chairman cuts
his paw while slicing limes while in the second video, he
spills the Margarita mixture. The Chairman searches for a
lost shaker of salt in the third video adding to his growing
frustration. In the last video, the Chairman unveils the
perfect solution and plunks down Boardroom’s canned
Margarita with clean ingredients that are neither too
sweet nor sour and completely uncomplicated. Made with
natural �avors the canned Margarita is a delicate and
crafted mixture of Agave Spirit and Boardroom’s Orange
Liqueur, the company says. Boardroom’s canned
Margarita is available for $16.99 for a 12-ounce, four-pack
with a 9% ABV.

A canned Margarita that’s just right

Did You Know ...
The beverage alcohol industry has been changing dramatically over the last several years,
with COVID-19 adding its own forces of change.

“The beverage alcohol industry has not seen this level of change in recent memory,” says
Maria Pearman, principal and beverage practice leader at GHJ. “Disruption is coming from the
ever-changing trends of the consumers, shifting regulations and new categories of products.”

As new product types have emerged in recent years with the introduction of hard seltzers,
non-alcohol beverages and ready-to-drink (RTD) cocktails, this has shaken up the industry,
posing the question of how to classify, regulate and sell these beverages, Pearman notes.

“Traditionally, beverage companies have focused on producing one product (beer, spirits, wine)
and working with a regulatory framework that has changed quite infrequently,” Pearman says.
“Now, they are pivoting to produce multiple types of products, changes in consumer
preference, and emerging sales channels.”

Whether it’s a loyal bestie, lifelong partner or favorite �shing buddy, MTN DEW and Hooters teamed up to celebrate
wingmen by rewarding them all. “Summer is about embarking on adventures with your favorite copilot and we’re here to
give fans another reason to get together starting with MTN DEW and Hooters wings with their wingman,” said Chauncey
Hamlett, vice president and CMO of PepsiCo Beverages North America (South Division), in a statement. On June 1, in
honor of the �rst ever Wingman Wednesday, DEW partnered with Hooters on a buy 10 get 10 boneless wings offer at all 300
plus Hooters stores to celebrate the launch of the DEW x Hooters Wingman Weekend Sweepstakes. In addition to grabbing
the BOGO deal, a DEW commemorative “wingman cup” is available to fans through July 23, while supplies last at
participating locations.Consumers can enter the DEW x Hooters Wingman Weekend Sweepstakes through July 23 by
scanning the code in-store or visiting DewWingmanWeekend.com for a chance to win one of three getaway weekends,
including Hook The Big One in Clearwater Beach, Florida with a chartered �shing trip and $1,500 gift card;Takeoff with MTN
DEW x Hooters in Las Vegas, with a two-night stay in a luxury hotel and $2,000 gift card; and an aerial combat experience at
Sky Combat AceCharge Your Engines in Bristol, Tenn., at the ultimate race weekend with a pair of tickets in a skybox suite
for two races, a pre-race pit stop tour, $2,000 gift card and more, the company says.
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Channel Strategies

Foodservice industry regains footing
By Taylor Karg

New, innovative offerings play key role in beverage’s performance within the channel
(Photo by Roman Odintsov/courtesy of Canva)

In the 1980 American romantic comedy “The Comeback Kid,” Bubba Newman, a minor league baseball player,
decides to quit the sport and do something else, as he feels down and out with his life. However, by �nding
romance and forming life-changing relationships while coaching a group of underprivileged kids, Newman
demonstrates perseverance and the ability to overcome downturns and rebounds to victory. Following multiple
years of downturn, the foodservice industry, much like Newman, has demonstrated perseverance and is making a
comeback.

Despite a rough few years brought on by the COVID-19 pandemic, the foodservice industry is beginning to regain its footing,
experts note.

“Over the last year, restaurants and other on-premise outlets that were most negatively impacted by the pandemic fared the
best,” says Gary Hemphill, managing director of research for New York-based Beverage Marketing Corporation (BMC). “It was a
rebound year, in a sense. After [multiple years of] soft performance, on-premise outlets regained their footing as people
increasingly went out.”

On-premise visits to outlets such as independent restaurants are contributing to the industry’s recovery. According to a press
release from Port Washington, N.Y.-based market research group The NPD Group, visits to independent restaurants increased by
12% in the 12 months ending in March. These locally owned operations still represent 53% of total restaurants in the United
States, despite bearing the brunt of the pandemic dining room lockdowns and restrictions, the press release states.

Brisk Dragon Paradise Sparkling Iced
Tea is available exclusively at Taco
Bell restaurants nationwide. The drink
is a blend of tropical dragon fruit,
raspberry and blackberry �avors with
a hibiscus tea base. (Image courtesy
of PepsiCo)

Although signi�cant, independent restaurants aren’t the only operation contributing to the
foodservice industry’s recovery. David Henkes, senior principal and head of strategic
partnerships at Chicago-based Technomic, highlights the impact chains have had during the
past few years. “Boosted by the reversal of pandemic-related operating restrictions combined
with historically high levels of in�ation, Top 500 chain sales volume hit a total of $361 billion in
2021, increasing by 18% on an annual basis,” he says.

Henkes adds that the performance of the Top 500 chains managed to surpass its pre-pandemic
benchmark, with 2021 sales improving by more than 8% relative to 2019.

When it comes to fast-food chains, chicken concepts maintained a heavy momentum during the
past year. “Paced by strong growth of heavy-hitters like Chick-�l-A, Raising Cane’s Chicken
Fingers and Wingstop, the chicken menu category achieved double-digit sales growth once
again in 2021, as sales expanded by more than 13% on an annual basis,” Henkes explains.

An evolving situation
 Although the foodservice industry is faring positively, it’s not without its challenges. Speci�cally,

the industry is dealing with sta�ng shortages as a result of the pandemic, experts note.

“After laying off employees during the depths of the pandemic, it’s been a challenge for many
restaurants to get these employees to return,” BMC’s Hemphill says. “Some restaurants have
simply tried to do more with less. Others have cut back on service or limited hours of operation.
Some restaurants have had to increase pay. It’s an evolving situation.”

Technomic’s Henkes echoes similar sentiments on the sta�ng challenges currently plaguing restaurants, noting that it’s actually
one of the biggest challenges industry operators have. “[Operators] are responding to these challenges by increasing wages to
attract talent, and when they don’t have the labor, they’re often shutting down parts of the dining room or closing early,” he says.

Sta�ng challenges present an opportunity for change, experts note. Historically low pay, inadequate bene�ts and long hours that
have plagued the foodservice industry for decades are now further compounded by concerns about personal safety and stability
raised by the pandemic, according to Mintel’s “2022 US Foodservice Trends” report.

To attract and retain talent, operators are reassessing their business models to truly take care of their employees as much as
their diners, which means menus and work weeks are getting shorter, automation is streamlining food preparation and higher
wages and expanded employee bene�ts are becoming the industry norm, the report continues.

“In general, beverages are highly pro�table. As in-person dining has returned, operators have
been able to reclaim lost beverage sales. We expect beverages to grow faster than the industry
as a result, although the recovery to full pre-pandemic sales levels may take several years with
off-premise still an elevated part of the industry.”

— David Henkes, senior principal and head of strategic partnerships at Technomic

Beverages’ vital role
Beverage sales have played a vital role in the foodservice industry’s recovery during the past year.

“In general, beverages are highly pro�table,” Technomic’s Henkes says. “As in-person dining has returned, operators have been
able to reclaim lost beverage sales. We expect beverages to grow faster than the industry as a result, although the recovery to
full pre-pandemic sales levels may take several years with off-premise still an elevated part of the industry.”

Henkes speci�cally points to the positive performance of premium beverages including mocktails, low-to-no alcohol drinks,
bubble teas and cold-brew coffees.

BMC’s Hemphill adds that beverages with functional attributes such as health and wellness and energy also are driving the
market forward.

For beverages to continue their positive performance within the foodservice industry, experts note that restaurateurs are going
to have to get creative with their offerings ― and a number of them are.

(Video courtesy of The Coca-Cola Co.)

For example, Purchase, N.Y.-based iced tea brand Brisk,
recently announced the launch of Brisk Dragon Paradise
Sparkling Iced Tea, available exclusively at Taco Bell
restaurants nationwide. The drink is a blend of tropical dragon
fruit, raspberry and blackberry �avors with a hibiscus tea base.

The Coca-Cola Co., Atlanta, also is getting creative with its
beverage offerings. At the 2022 National Restaurant
Association Show, it debuted the Coca-Cola Freestyle 8100, a
new back-of-house dispenser developed speci�cally for the
crew serve-occasion. The dispenser, complete with more than
200 beverage choices, streamlines drink pouring for
foodservice crews, helping reduce drive-thru wait times for
diners while providing the quality and variety customers crave,
the company stated in a press release.

New beverage innovations, such as the Coca-Cola dispenser and other retailer-exclusive offerings, will contribute to the
foodservice industry’s steady performance this year. As for the industry’s future, experts predict continued recovery, but carefully
are watching to see if in�ationary pressures or economic downturn will deter performance. BI
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Beverage inspection advances improve integrity
By Jamie Popp

Automation offers accurate picture for beverage operations
(Image courtesy of Teledyne TapTone)

Spoilage, leakage or packaging damage can impact a brand’s reputation and sales. Add consumer safety and
quality concerns, and beverage and package integrity inspections are critical.

Moving away from spot inspections, industry experts note that, software and automation advances offer a more accurate picture
of rejects and reject false positives. Checking all product — and not just a sample — ultimately improves con�dence in the quality
of what makes it to market, they report.

“Additionally, the software is providing critical statistical data on rejection rates which is a key indicator of how well the production
line is running,” says Mark Bussard, product line manager at Teledyne TapTone, North Falmouth, Mass.

Indicating rejects while monitoring production line operations are bene�ts of inspection software and automation, Bussard notes.
How and when inspections occur and adjusting to package design are equally important. Quality issues — especially leaks —
during storage and transit can be prevented.

“There is a growing interest in leak inspection solutions that can ensure product reaching the market is not spoiled or has leaked
prior to purchase,” Bussard says. “… To accomplish this, [beverage-makers] are adding more points of inspection throughout the
production process.”

Automation and software provide beverage-makers an accurate picture of
rejects and reject false positives, experts note. (Image courtesy of Teledyne
TapTone)

Progressive packaging
Understanding container shapes to make inspection
adjustments also help prevent quality and integrity mishaps.

Meanwhile, sustainable packaging, among other trends in
packaging, can present unique challenges, Bussard notes.

Newer sustainable packaging is not always compatible with
existing equipment, Bussard explains. Asymmetrical shapes,
features adding wall stiffness that are not uniform, and
uncontrolled orientation during production are all problem
areas, he notes.

“The move toward more sustainable and environmentally
friendly packaging has resulted in new challenges for some
traditional methods in inspection,” Bussard says. “Either the
material construction or container shapes and new closure
methods can result in di�cult to inspect — sometimes
impossible to inspect — containers with the currently installed
equipment.”

It can be costly if container designers overlook inspection
methods and their existing equipment before designing new
beverage packaging, he adds.

Capping considerations
 Like any manufacturing environment, microscopic

contaminants such as dust, cardboard residue, and plastic
particles are present in beverage facilities as well. Microscopic
particles are a quality inspection concern, and advances in
capping solutions include contaminant monitoring and removal,
experts note.  

Particles found in plastic caps for bottled water and soft drinks,
as well as t-corks and metal caps for distilled spirits, has
become a common concern in Europe and the United States,
explains Laurent Fournier, vice president and general manager
at Zalkin.

ADVERTISEMENT

“There is a growing interest in leak inspection solutions that can ensure product reaching the
market is not spoiled or has leaked prior to purchase. … To accomplish this, [beverage-makers]
are adding more points of inspection throughout the production process.”

— Mark Bussard, product line manager at Teledyne TapTone

Designed for high-speed operations, the Zalkin de-dusting system can remove particles over 1 μm at speeds as fast as 100,000
caps an hour, with a removal e�ciency as much as 99%. With more than 80 installations worldwide, it already has been deployed
by some of Europe’s largest bottled water and distilled spirits manufacturers, according to the company.

Beverage inspection equipment and methods help producers prevent spoilage, leakage and improve package integrity. From
inspection at more points in the process to equipment focused on the product and package components, beverage makers are
improving the integrity — and strengthening consumer brand trust — of products on the shelf. BI
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Sustainability driving secondary pack innovations
By Jessica Jacobsen

Fiber-based solutions support holistic, premium approaches
(Image courtesy of Molson Coors Beverage Co.)

When discussing the reduce portion of the “reduce, reuse and recycle” mantra, school programs will challenge
their students to �nd ways to reduce how much water they use or the electricity usage at home. For beverage-
makers, the conversations surrounding single-use plastic has them looking at new ways to reduce the amount
they use of it when it comes to their secondary packaging.

“Sustainability tends to drive toward �ber-based packaging solutions and away from plastic rings and shrink �lm, even the
options utilizing recycled content,” says Steve Gould, business development director for Atlanta-based Graphic Packaging
International (GPI). “The market is split between those focused on the individual secondary pack and those taking a more holistic
approach looking at the issue from a total pallet perspective.”

In terms of secondary packaging, Gould notes that �ber-based packaging solutions can deliver on sustainability while still
providing a premium look and feel.

“For those focused on the secondary package, some are looking for the lowest �ber, lowest cost solution, others are looking to
take the opportunity to move to a �ber-based package but premiumize the package or differentiate brands as part of the
transition,” he explains. “Secondary packaging options such as KeelClip can be a great way of achieving multiple goals. This new
solution is a clip style pack that works with a wide range of can styles and multiple product con�gurations. KeelClip includes a
center keel which secures the product for dependable delivery.”

The beverage industry has seen some major brands announce their commitment to reduce single-use plastic for their secondary,
including Coors Light, a brand of Chicago-based Molson Coors Beverage Co.

Graphic Packaging International offers its KeelClip secondary pack, which is a
�ber-based clip style pack that works with a wide range of can styles and
multiple product con�gurations, Steve Gould explains. (Image courtesy of
Graphic Packaging International)

Earlier this year, the domestic beer brand announced it will
eliminate plastic rings from packaging globally, where Molson
Coors owns brewing operations. To support the move to more
sustainable packaging, Molson Coors will invest $85 million,
thereby enabling Coors Light to begin the transition to fully
recyclable and sustainably sourced cardboard-wrap carriers
later this year, it said.

As part of the investment, Molson Coors will upgrade
packaging machinery, which also will allow the company’s
entire North American portfolio of brands to advance to
cardboard wrap carriers by the end of 2025. In total, the move
by Molson Coors will save 1.7 million pounds of plastic waste
annually, it stated.

“We believe that buying beer shouldn’t mean buying plastic,”
said Marcelo Pascoa, vice president of marketing for the Coors
family of brands, in a statement. “That’s why we’re taking a
step toward making packaging even more sustainable, and
with this achievement Coors Light will save 400,000 pounds of
single-use plastic from becoming waste every year.”

ADVERTISEMENT

In terms of the more holistic view that GPI’s Gould also references, he explains that tray �lm elimination is one way that brands
are looking to reduce plastic usage. “When using KeelClip for example, the can tops are covered, and the packs lock neatly within
the tray footprint, this enables the removal of the �lm, and unlocks additional savings whilst maintaining pallet stability and
performance throughout the supply chain,” he says.

Given the efforts by beverage manufacturers to address single-use plastic reduction, Gould expects this will continue to
permeate throughout the secondary packaging market.

“I would expect this focus to continue for sure,” he says. “It will be necessary to drive down the �ber content further and look at
new and exciting alternatives to keep aligned with our customers’ visions.”

Adapting for the future 
Although sustainability is a driving force in�uencing the secondary packaging market, experts note that other in�uences are
impacting future innovations for this sector. Among those is the rise in eCommerce for consumable products.

“All in all, it’s a great time to be involved in �ber-based secondary packaging. Sustainability and
the market changes and legislation are driving innovation even further.”

— Steve Gould, business development director for Graphic Packaging International

However, the rise in eCommerce might con�ict with various sustainability measures brands are looking to implement.

“This is a sector that is expanding rapidly and to a certain extent, �ies in the face of sustainability from a package requirements
perspective,” GPI’s Gould says. “This is an issue particularly for glass and for the larger, heavier con�gurations.

“That said, it will only grow, and we all need to focus and adapt,” he continues. “Primary container development will help along
with innovative ways of eliminating impact damage. The successful concepts will be those which combine the strength qualities
required along with the premium image and feel to support the opening experience.”

Beyond the eCommerce effect, Gould notes that consumers wanting customized and premium products also is leaving an
impact on the secondary packaging market.

“Premiumization and customization will continue to be drivers with more and more focus on individuality, uniqueness and the
experience,” Gould says. “COVID has also had an impact so that cleanliness/protection are also important factors. 
“All in all, it’s a great time to be involved in �ber-based secondary packaging,” he continues. “Sustainability and the market
changes and legislation are driving innovation even further.” BI
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Beverage R&D

Prioritizing health
By Jessica Jacobsen

Consumer awareness of clean label drives demand for ingredients
(Image courtesy of Getty Images)

When it comes to health and wellness, consumers are at no loss for motivators. With the onset of the pandemic,
consumers found a new motivator to prioritize their health as well as the ingredients that support those healthy
goals.

“Consumers are more interested than ever before in products with clean labels because they signify a product that will not only
enhance their health but is also better for the planet,” says Alice Lee, technical marketing manager for GNT USA LLC, Tarrytown,
N.Y. “Clean and mindful eating became especially important during the pandemic because it was a way for consumers to eat
foods that were more natural and nutritious. The popularity of clean labels will continue to grow in the years to come as
consumers place a greater priority on products that contain recognizable ingredients that are processed simply using familiar
methods that they would use in their own kitchens.”

Lee adds that a 2021 FMCG Gurus USA Clean Labels Survey found that 83% of consumers reported liking seeing “100% natural”
on a label while 67% noted they prefer products that are minimally processed.

Carla Saunders, senior marketing manager of high intensity sweeteners at Minneapolis-based Cargill, notes that consumers’
demands for clean label products stems from the health perceptions around the ingredients.

“Research from the International Food Information Council �nds that among those who seek out foods and beverages made with
‘clean’ ingredients, health is the overriding consideration. A quarter of respondents see ‘clean’ ingredients as a shortcut to health
bene�ts, others say they are avoiding possible harmful effects from chemical-sounding ingredients (21%) or unfamiliar
ingredients (18%), while 17% view them as more nutritious,” she explains, citing a June 2021 International Food Information
Council’s insights titled “From ‘chemical-sounding to clean’: Consumer perspectives on food ingredients.”

ROAR Organic beverages are forti�ed 100% daily value of energy and immunity vitamins B5, B6, B12 and C, as well as antioxidant vitamins A and E, and
electrolytes from coconut water. (Image courtesy of ROAR Organic)

Julie Gattaz, senior strategic marketing manager of beverages with Kerry Taste & Nutrition, Beloit, Wis., adds that consumers
have become more aware of clean label, based on a recent study conducted by Kerry in the United States.

“Eight-two percent of consumers believe clean label is important, and almost as many are willing to pay more for products they
perceive to be healthier or cleaner,” she says. “Foodservice operators are also gaining awareness of clean label with 45% of
operators willing to pay a premium price for clean label products. However, clean label is about more than ingredients and
claims. Our Kerry research shows that consumers expect better ingredients as well as safe, nutritious, and eco-friendly products.

“Our research also found that 75% of consumers indicated they evaluate ingredients on packages, while 66% look at the
nutritional panel,” she continues. “To consumers, clean label represents a ‘good food future’ with ingredients that are believed to
be healthy, nutritious and sustainable. This represents an opportunity for companies who can offer consumers clear information
about what clean label is and align their products and practices with the demand for healthier, nutritious ingredients, and for
sustainability.”

“To consumers, clean label represents a ‘good food future’ with ingredients that are believed to
be healthy, nutritious, and sustainable. This represents an opportunity for companies who can
offer consumers clear information about what clean label is and align their products and
practices with the demand for healthier, nutritious ingredients, and for sustainability.”

— Julie Gattaz, senior strategic marketing manager of beverages with Kerry Taste & Nutrition

Embracing a clean directive 
With consumer interest in clean label food and beverages on the rise, suppliers note that beverage-makers are taking a proactive
approach to utilizing a range of ingredients that support those goals.

“Consumer demand for label-friendly formulation has brands actively pushing ingredient suppliers to innovate,” Cargill’s Saunders
says. “At Cargill, we are responding. Within our portfolio, we have ingredients like pea protein, stevia, pectin and new this year,
soluble rice �our ― all ingredients that can meet manufacturer’s functional demands for beverage ingredients while also
delivering on the clean-label promise.”

For instance, brands that are looking to keep arti�cial ingredients off ingredient statements are turning to solutions like stevia.
Saunders adds that stevia has made gains over the years with consumers as they have become more familiar with the zero-
calorie, paving the way for more label-friendly, reduced-sugar beverages.

“Our ViaTech stevia leaf extract portfolio is designed to deliver signi�cant improvements in sweetness quality compared to
traditional stevia leaf extracts, providing more versatility in reformulation,” Saunders explains. “We developed a proprietary taste
prediction model, which enables us to identify the best ratio of steviol glycosides for the unique �avor dynamics of speci�c
applications. The portfolio includes options tailored for speci�c applications, including dairy, tea and juice. ViaTech’s improved
sweetness and �avor dynamics allow for sugar reductions of up to 70% in a wide range of applications.”

Beverage-makers are utilizing natural
sweeteners to support a clean label.
Lemon Perfect Kiwi Star Fruit is
formulated with organic stevia leaf
extract. (Image courtesy of Lemon
Perfect)

GNT USA’s Lee also notes that beverage manufacturers are looking to avoid arti�cial
ingredients when developing functional new products.

“Beverage-makers are more focused than ever on creating products that meet the consumer
demand for beverages that are healthful and functional. New product launches in the beverage
space promote functional ingredients that today’s savvy consumers connect to healthful
attributes,” Lee says. “The 2021 FMCG Gurus USA Clean Labels Survey found that 58% of
consumers are concerned with arti�cial ingredient information on beverage labels disguised by
complex labeling, which is why manufacturers turn to clean labels to convey transparency and
authenticity. They also rely upon color to provide �avor and nutritional cues that signal to the
consumer a healthful beverage that they can trust.”

To support clean-label demands for color, GNT USA offers colors made from fruits, vegetables
and edible plants.

“EXBERRY Coloring Foods are the ideal choice for beverage manufacturers who want to create
visually impactful products that are consumer-friendly with clean label declarations,” Lee
explains. “We offer a brilliant rainbow of radiantly vivid colors made from edible fruits,
vegetables and plants, giving manufacturers the opportunity to create on-trend, aesthetically
stunning �nished products that remain stable throughout their shelf life.

“Our EXBERRY colors are created using a physical, water-based method such as chopping, �ltering, boiling, and pressing, without
the use of any chemical solvents,” she continues. “Our vegan, non-GMO ingredients have full raw material traceability, and are
also halal and kosher-friendly. By ticking all of these boxes, beverage manufacturers can be con�dent that our colors meet the
demands of today’s most discerning consumers.”

Kerry Taste & Nutrition’s Gattaz adds that as clean label has risen in demand, beverage manufacturers might have lists of “no-no”
ingredients to avoid. To ensure that formulators still can deliver the refreshment and functional needs for clean label beverages,
the company offers a wide portfolio of solutions to support clean label trends.

“Citrapure is a clean label, taste-led innovation that bene�ts beverages, locking in great taste with complementary natural
�avors,” Gattaz says. “SimplyNature is our platform of clean label natural �avors and extracts, offering potential claims for
organic and non-GMO. Simply Nature brings together our worldwide network of farmers, growers, researchers and scientists
whose deep, expert knowledge allows us to deliver the taste of nature from the most possible sustainable sources to your
consumers.”

As protein (plant and animal based) also see demand increases, Kerry Taste & Nutrition also has prioritized clean label solutions
for these beverage trends.

“Kerry offers a wide range of healthy, nutritional and functional proteins that are Non-GMO Project Veri�ed: Ultranor, specialty
dairy proteins; ProDiem, plant proteins; ProDiem Refresh, plant protein hydrolysates for clear beverages; and Hypro, protein
hydrolysates,” she says. “Our dairy proteins also offer Kerry grass-fed proteins and research has shown that use of the ‘grass-fed’
claim has grown 34% since 2015.”

Clear communications 
 Although consumer interest in clean-label beverages remains popular, experts note that awareness is not the same as

understanding.

“Clean label isn’t a one-size-�ts-all strategy. There are certain categories that consumers view as an indulgence and clean label is
less of a consideration,” Cargill’s Saunders explains. “For other categories, however, clean-label ingredients are a cost-of-entry.
Consumers don’t have the same expectations for carbonated soft drinks as they do for a nutritional supplement beverage.
Brands need to recognize those differences, speci�c to the category and the consumer segment target.

“We also see differences in how ingredients are perceived by different consumer segments,” she continues. “For example, our
research �nds true ‘clean-label shoppers’ are more knowledgeable about ingredients. So while the general population may be
less aware of an ingredient like erythritol, clean-label seekers tend to be familiar with erythritol, understand its bene�ts and be
receptive to having the ingredient on a beverage label.”

Given this, Saunders notes that beverage-makers shouldn’t feel pressured to make every product clean label but instead
evaluate the segment and its needs.

Yet, for those wanting to support clean label needs, claims can play an important role, experts note.

“On-pack claims and certi�cations play an important role in communicating with consumers,” Kerry Taste & Nutrition’s Gattaz
says. “Our research revealed the most powerful claims that resonate with the clean label consumer focus around simpler, more
natural ingredients, sources and processes. While ‘all-natural/100% natural’ continued to be the strongest indicator, ‘non-GMO,’
‘no additives/preservatives,’ ‘organic,’ and ‘made with real ingredients’ boosted a product’s clean position for consumers.

“Our research has found that 61% of foodservice operators seek out at least one claim from the products they purchase,” she
continues. “The most sought-after claims by operators are trans-fat free, all-natural, locally produced/grown, and no arti�cial
ingredients.”

Whichever path beverage-makers select in their clean label/non-GMO journey, suppliers suspect we will continue to see a
proliferation of products that �t those attributes.

“The future demand for clean labels is certain to grow in the years to come as modern consumers become more mindful of
ingredients and the methods used to process them,” GNT USA’s Lee says. “According to the June, 2021 Food Ingredient LSI
Survey, 62% of consumers believe that a label ingredient list is more important than other sources of product information such as
social media, websites or QR Codes. Clean labels enable beverage manufacturers to establish trust and instill loyalty in
consumers that positively affects their bottom line.” BI

Allen Flavors announced that Ira Steinberg
has been promoted to CEO of the company.
Owners Joey Allen, executive chairman of
the board, and Michel Allen, executive vice
president, made the o�cial announcement
in a June 2 memo to the company’s staff.
Steinberg has been with Allen Flavors for
more than 25 years, �rst as the company’s
CPA, and for the past 20 years as chief
�nancial o�cer. In his new role as CEO,
which he will take on in addition to his
current responsibilities, Steinberg will be
entrusted with creating and implementing
the strategic vision for the organization’s
future and leading the entire Allen team
toward the successful achievement of their
corporate and individual goals. “Over the
last 25 years, Ira has proven himself time
and again to be a trusted, thoughtful,
passionate, and skillful co‐pilot for our Allen
Flavors family,” Allen stated. “He is a
respected leader in the philanthropic
community, a dedicated husband to Amy,
father to Taylor, Cooper and Andie, a
sportsman and most importantly, a caring
friend.”

After a rigorous, nearly year-long validation
process, Cargill’s stevia sustainability
program has been benchmarked at Silver
Level by SAI Platform’s Farm Sustainability
Assessment (FSA) 3.0. By engaging in this
benchmarking process, Cargill offers its
food and beverage customers further
assurance of the integrity of its stevia
sourcing program. The industry-recognized
FSA benchmarking system is designed to
help producers assess their sustainability
practices and support manufacturers in
sourcing sustainably grown products, the
company says. To achieve the Silver Level
benchmark, Cargill’s comprehensive Stevia
Sustainability Agricultural Standard was
independently audited to assess practices
across 11 sustainability topics, including
labor conditions, water management, air
quality and greenhouse gas emissions. The
FSA Silver benchmark applies to Cargill’s
lines of Truvia and ViaTech stevia leaf
extracts. “Earning a Silver Level Equivalency
is regarded by many brands as a key
measure for sustainable sourcing,” said
James Ede, sustainability lead for Cargill’s
sweeteners and starches business, in a
statement. “It’s a comprehensive process
that ensures Cargill’s world class
sustainability program and grower network
benchmark to the rigorous SAI Platform
FSA standard around sustainable
production and ethical sourcing across our
stevia supply chain.”
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Ingredient Spotlight

Functional, health trends call for masking agents
By Stephanie Cernivec

Masking ingredients and bitter blockers address off-notes
(Image courtesy of Getty Images/ma-k)

Trends have the unique ability to breathe new life into any category. However, innovation often comes with a price.

In the beverage arena, formulators must go toe to toe with new trends to maintain the integrity of their products. Current trends
for health-and-wellness, plant-based, reduced-sugar and functional beverages, for example, easily can affect the taste,
mouthfeel and overall beverage experience. Thus, beverage formulators engage masking ingredients to �ght off any unwanted
effects.

The Undesirables 
 Undesirable off-notes are found in the ingredients that make up many of the most in-demand trends. For example, beverages

that support mental and physical health are trending, notes Smaro Kokkinidou, principal food scientist at Cargill Inc., Minneapolis.
However, the ingredients that support these trends — vitamins, minerals, antioxidants, caffeine, L-theanine, chamomile and
ashwagandha — also might incite bitterness, astringency, earthy and chalky attributes, and metallic notes in a beverage, she
explains.

“Further, consumer demand for plant-based proteins is also rising, and these too often come with �avor challenges,” Kokkinidou
adds. “For example, pea, chickpea and fava bean proteins are increasingly popular but tend to come with bitter, beany,
vegetative, earthy and/or dry hay notes.”

Plant-based proteins are popular but often come with off-notes that must be
masked. (Image courtesy of Ingredion Inc.)

To address these issues, beverage-makers must work with an
ingredient supplier to mask the undesired attributes. After all, if
a beverage doesn’t taste good, it’s likely the consumer won’t
buy it again.

“Brands have plenty of opportunities to grow in the functional
beverage space, but the products must taste great for repeat
purchases,” says Casey McCormick, vice president of global
innovation at Sweegen Inc., Rancho Santa Margarita, Calif.
“Brands that tread in the wellness-supporting space should
prioritize taste while seeking to make better-for-you foods.”

Functional CBD-infused beverages also are being affected,
notes Colleen Roberts, director for Flavor Dynamics Inc., South
Plain�eld, N.J.

Roberts says she has noticed an increase in demand for
masking agents for a variety of CBD-infused beverages. In
general, the company is seeing increased popularity of
functional ingredients, which call for masking ingredients to
correct any off-notes, she adds.

In the past, beverage-makers might have turned to sugar as a masking agent. However, with consumers doubling down on
health-and-wellness beverages, manufacturers must �nd other options, suggests Sweegen’s McCormick.

“Sugar is a wonderful masking agent,” he says, “but consumers are looking to ditch the calories in their refreshment and
nutritional quest. That means brands have to �nd creative ways to reduce or replace sugar while masking functional ingredients.”

Unfortunately, reducing sugar or replacing it with a zero-calorie alternative often complicates a beverage’s formulation, suppliers
note.

“The most common issues that natural and zero-calorie sweeteners face are delayed sweetness, lingering sweetness, and a
bitter, metallic, licorice or herbal off-taste,” explains Philip Caputo, marketing and consumer insights manager for Virginia Dare,
Brooklyn, N.Y. “Our customized masking systems selectively mask off-tastes, allowing the perception of positive �avor
attributes.”

In particular, natural high-intensity sweeteners like stevia and monkfruit can impart off-notes, explains Heather Young, account
manager for Mother Murphy’s Flavors, Greensboro, N.C. To neutralize these off-notes, the company offers bitter blockers and
masking agents in liquid and dry forms.

“Sugar is a wonderful masking agent, but consumers are looking to ditch the calories in their
refreshment and nutritional quest. That means brands have to �nd creative ways to reduce or
replace sugar while masking functional ingredients.”

— Casey McCormick, vice president of global innovation at Sweegen Inc.

“Some offer added upfront sweetness and work seamlessly with reducing stevia off-notes, while others provide no added
sweetness and work effectively at blocking off-notes from plant-based proteins and/or vitamin, mineral or nutraceutical off-
notes,” Young explains.

Cargill’s newest offering, EverSweet + ClearFlo, combines the company’s stevia with a natural �avor to address the taste, �avor,
mouthfeel, solubility and dissolution of a beverage, Kokkinidou notes.

“On the �avor modi�cation front, EverSweet + ClearFlo results in a more sugar-like experience, especially at higher
concentrations, with a sweetness pro�le that is even closer to sucrose,” she explains. “At the same time, it helps manage off-
�avors from other ingredients used in formulation, including earthy and beany notes from plant-based proteins, bitterness from
caffeine or vitamins, or metallic tastes from potassium chloride or other minerals. In addition, it enhances characterizing �avor
pro�les, including light, fruity notes and rich chocolatey tones.”

The sweetener system also helps with mouthfeel, especially in no-sugar-added formulations, Kokkinidou adds.

Also addressing low- or reduced-sugar trends, Sweegen offers bitter-blocking technology that can help beverage-makers reduce
or replace sugar and mask 80-100% of bitterness depending on the formulation, McCormick says.

Importantly, many of these masking ingredients can be labeled “natural �avor.” This is an important distinction as many
consumers seek clean labels, suppliers add.

Functional beverages, including plant-based milks, often turn to natural
masking agents. Kiki Milk utilizes organic monk fruit as part of its formulation.
(Image courtesy of PlantBaby)

“The bitter-blocking landscape is moving away from synthetic
compounds to natural, clean-label options,” Sweegen’s
McCormick says.

Choosing the Right Masking Agent 
 Although many masking options exist, there is not an all-in-one

solution, Sweegen’s McCormick notes. Instead, beverage-
makers must work closely with a �avor company to �nd the
appropriate masking ingredients.

“Beverage manufacturers must consider all the ingredients in a
formula, as each can contribute to the overall experience of
taste,” says Abbie Hohman, business development manager at
Ingredion Inc., Westchester, Ill. “It is also essential to
understand and de�ne the desired �avor pro�le, determine
which ingredients may need masking, and consider potential
�avor changes when using �avors with modifying properties. It
is a complex art and science as manufacturers experiment
with different masking solutions.”

Virginia Dare’s Caputo a�rms this, noting: “A single formulation does not �t all and likely includes a combination of off-taste
masking, �avor pro�le enhancement and sweetness enhancement. We identify each of our customers’ unique taste objectives
or challenges, collaborate to develop a comprehensive solution, and tailor our natural taste improvement ingredients to deliver
preferred taste.”

It’s also important for beverage-makers to consider the full cost-in-use of their masking solutions, Cargill’s Kokkinidou notes.

“Flavor maskers often mute characterizing �avors, forcing developers to increase expensive characterizing �avors to
compensate,” she explains.

The end goal is �nding a masking solution that offers a neutral beverage pro�le and complements the �nished product’s desired
�avor pro�le, Kokkinidou says.

Future Changes 
 If emerging beverage trends have any say, masking ingredients will increasingly be in demand. Exotic �avors are gaining traction,

along with antioxidants and botanicals that address functional claims, Virginia Dare’s Caputo notes.

As a result, beverage-makers will need to �nd a way to ensure these drinks taste good.

“The increase in demand to make functional, ‘better-for-you’ products more palatable has resulted in the research, development
and utilization of natural ingredients, such as �avors with modifying properties,” Ingredion’s Hohman says.

Additionally, the desire for sustainable ingredients and immune-boosting products is not expected to slow, Mother Murphy’s
Young suggests.

“There will always be a need for solutions to reduce off-notes and make these ingredients palatable and acceptable,” she says.
“Therefore, bitter blockers and masking agents will certainly play a major role in the years to come as they provide formulators
with the necessary and critical function of ‘cleaning up’ certain healthy ingredients so they can deliver on health and great taste.”

Furthermore, as suppliers develop new sweetening systems, there will be a greater demand for masking ingredients, Flavor
Dynamics’ Roberts adds.

In addition to ingredient innovation, suppliers expect to see improvements in manufacturing.

Particularly, Sweegen’s McCormick says bioconversion and precision fermentation will enable the commercialization of new
masking ingredients. The company also recently announced the commercialization of new technologies for the
commercialization of sweet-tasting proteins brazzein and thaumatin.

Cargill’s Kokkinidou also sees potential in precision fermentation, noting that it could offer a more sustainable and economical
approach to ingredient production.

“There’s also still much to learn about how different sensory inputs interact,” Kokkinidou says. “As we gain deeper insight into
these cross-modal interactions using optimized sensory methodologies, we’ll be able to identify new types of �avor modi�ers
and maybe even create designer molecules leveraging precision fermentation that allow us to minimize negative attributes,
enhance sweetness perception and improve overall sweetness dynamics.” BI
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Distribution
By Jeff Cioletti

New lessons for the new normal
Pandemic prompts �eet managers to rethink long-term operational practices

It’s been nearly two and a half years since the pandemic o�cially started, and while most of us are eager to put its
darkest days behind us, the lessons the COVID-19 era have taught delivery �eets are numerous and applicable in
the (eventual) post-pandemic world. And they’ll likely help �eets work smarter in the years to come.

Leasing versus Buying 
For Brandon Murphy, delivery and �eet manager at GG Distributing in Palestine, Texas, COVID-19 was the catalyst that
accelerated his company’s plans to start leasing some equipment.

“The shortage of parts and the inability to order new equipment makes it extremely di�cult to plan, budget and keep our �eet
serviced and repaired,” Murphy says. “We have owned our own trucks in the past and due to the issues the pandemic caused, we
are transitioning into leasing our tractors. With the lead time on new equipment and the actual quality of the trucks that are being
produced, the simplicity of it being the lease company’s responsibility is worth the investment.”

(Photo courtesy of Getty Images)

When the shortage of diesel exhaust �uid (DEF) sensors hit last year, GG Distributing was left with several trucks parked with no
way to repair them. All the company could do was wait. 

 “Moving toward leasing lets me focus more on our business operations,” Murphy says, “without the headache of tracking down
parts and extra trucks when a unit needs repair.”

Equipment Forecasting 
 Because the out-of-whack supply chain has made equipment and parts procurement unpredictable, �eet managers have learned

to recalibrate their expectations and plan accordingly.

“Forecasting equipment much further out is necessary,” notes Andrew Zak, director of �eet operations at Silver Eagle
Distributors, Houston. “Previously, we would place new equipment orders a few months in advance. Now, we must place orders
12 to 18 months in advance to ensure we receive equipment on time.”

Inventory Adjustments 
 Further, Zak says Silver Eagle has had to increase its parts inventories and order high-moving parts in bulk.

“Supply chain issues have led to increased vehicle downtime,” he says. “Increasing inventory amounts and even stocking items
previously thought to be unnecessary will help keep equipment rolling”

New Personnel Strategies 
You can’t talk about the “new normal” without the conversation eventually turning to sta�ng and retention. Even though delivery
is, by its nature, an in-person, job, there are facets of it that can be achieved remotely, if need be.

“The �rst thing that comes to mind is the implementation of eLearning for on-boarding purposes and ultimately continued
personal development,” says Kelly Anderson, president of the consultancy the Kelly Anderson Group. “As �eets were concerned
about bringing people into the o�ce, we had several reach out for us to put together an on-boarding package that they could
assign for drivers to take remotely.”

They then conducted virtual meetings to cover some of the personal information and complete the on-boarding paperwork.

And, it goes without saying, make sure you treat the people you do hire very well. Fleet technicians in particular, Zak says, have
been increasingly di�cult to source. “The pool of experienced techs has seemed to decrease dramatically over the past few
years,” Zak observes. “Make sure you take good care of the techs you have. We also increased our recruiting efforts quite a bit to
locate quality technicians.” BI

July 2022    |    bevindustry.com

https://www.bevindustry.com/


https://www.foodengineeringmag.com/food-automation-symposium/registration-rates?utm_campaign=FAM2022&utm_medium=eMagazine&utm_source=BI


Operations

The steps toward automation
By Lauren Sabetta

Robotic palletizers, depalletizers enhance worker safety, increase e�ciency
(Image courtesy of Getty Images)

In the 1989 movie “Dead Poets Society” students at the all-male Welton Academy are surprised on the �rst day of
classes by the new English teacher, John Keating (Robin Williams), as he encourages his students to “make your
lives extraordinary,” a sentiment he summarizes with the Latin expression carpe diem, meaning “seize the day.” As
the pandemic has had unforeseen impacts on the beverage industry, experts note that advanced palletizing
systems have helped warehouse operations “seize the day” while bringing returns on investment (ROI).

“Depalletizing can be one of the toughest jobs within the warehouse, but thanks to the advancement of robotics and
conventional palletizing, the role best played is to help alleviate human-prone injury and redundant movement,” says Keith Fisher,
president of Honeywell Intelligrated, Mason, Ohio.

Robotic palletizers and depalletizers also have the ability to process pallets in any given sequence, which help increase
e�ciencies, Fisher notes.

“[Robotics] can aid in the processing of single ― and mixed-SKU pallets in any pattern or sequence, all without human
supervision, thus enhancing worker safety and increasing their e�ciency to focus on other tasks,” he explains.

Given the dynamics of the beverage industry, which constantly is evolving and introducing new products, machine �exibility is
key for operations, notes Jason Enninga, regional sales manager at Brenton and Quest, Cincinnati.

A Columbia palletizer machine can handle speci�c product mix with proven modular components that can be placed on most models to gently and e�ciently
stack packages, the company says. (Image courtesy of Columbia Machine Inc.)

“Being able to e�ciently palletize those new SKUs [requires] packaging equipment that is �exible to easily changeover and
handle different case sizes throughout a production run,” he explains. “In the long-term, packaging lines are only getting bigger
and faster.”

Further, when it comes to adding automation through robotic palletizers, depalletizers and other related case-packing equipment,
Enninga notes that the key is for those systems to integrate seamlessly into the existing processes of beverage operations.

“A well-designed robotic palletizing system integrated with AGVs can really bring a beverage manufacturer or distributor strong
ROI in labor savings, speed and overall cost,” he says. “Customers really need to select a packaging equipment supplier that is
going to be there long after the sale.

“The right supplier can help recommend and design new systems to complement existing processes when customers are ready
to expand,” he continues. “The right supplier will also be there with customer support to minimize downtime. These are just a few
of the things that customers need to consider when evaluating their long-term operation needs.”

The value of automation
As some beverage manufacturers and distributors ship hundreds of thousands of pallets a day, experts note that the adoption
rate of automated palletizers and depallitizers is “very high.”

“A well-designed robotic palletizing system integrated with AGVs can
really bring a beverage manufacturer or distributor strong ROI in labor
savings, speed and overall cost.”

— Jason Enninga, regional sales manager at Brenton and Quest

With the high production speed and weight of products being palletized, “there is just no way to hit those shipping goals through
manual operation,” Brenton’s Enninga notes. “The beverage industry has always seen the value of automation in their end-of-line
packaging process; this is something that is here to stay,” he says.

Honeywell’s Fisher notes that with ready-to-drink beverages growing in popularity, the industry is seeing an increasing demand to
leverage conventional and automated systems.

“These companies have unique packaging requirements that impact the machinery,” he explains. “[T]he combination of
palletizing/depalletizing and software allow operators to select prede�ned patterns and update machine operation when case
sizes change without having the burden of cumbersome off-line programming software.”

Moreover, with the increase of consumers engaging in eCommerce and omnichannel shopping, this translates to increased
warehouse operations, “which ultimately is propelling the integration of automated processes including palletizing and
depalletizing, Fisher says.

Ted Yeigh, regional sales and division marketing manager at Vancouver, Wash.-based Columbia Machine Inc., notes that during
the past decade or so, the number of craft brewers adopting automation has grown signi�cantly.  

“That particular segment has been a little slower to adopt pal and depal automation as the volume for many doesn’t warrant it.
But as they grow, the need for automation will too,” Yeigh says. “From discussions with several craft brewers, a conservative
volume to be able to justify a case palletizer seems to be close to roughly 500,000 cases per year.”

Brenton’s Enninga adds that the popularity of energy drinks is having a “big impact” on palletizing and depalletizing equipment
innovations. “It was not that long ago that most of these beverages were packaged in six-, 12- or 24-pack cases,” he says. “Today,
a lot of that has changed.

“Not only do energy drink can sizes vary, but some are packaged in four-packs, others are packaged in larger case sizes. The
energy drink market continues to grow, and retailers will likely be asking for different packaging sizes to meet market trends,” he
continues.  “This places the onus on packaging [original equipment manufacturers] OEMs to design their systems with �exibility
to accommodate greater SKUs.”

Automation helps alleviate manual labor issues
 Experts note that, as palletizing and depalletizing labor positions tend to be at risk for high turnover, automating these processes

can help address some of the labor challenges beverage operations might face.

Palletizing and depalletizing positions within warehouses tend to be at risk because of the strain put on the employee from
manual labor, Honeywell’s Fisher explains.

“Automating these processes can help alleviate some of the sta�ng strain hiring managers face when �lling these roles and
focus on human-led roles in other areas that see less repetitive behavior,” he says.

Brenton’s Enninga echoes similar sentiments, noting that picking cases, stacking and wrapping pallets is a very time-consuming,
labor-intensive endeavor if done manually.

“Installing robotic palletizers replaces manual stacking, and those employees can now be reassigned to other areas of the
company where they are needed more,” he explains. “That is why the beverage industry has traditionally been early adopters of
end-of-line packaging automation. Automating end-of-line packaging operations is an ideal way to ease customers’ labor
concerns.”

Because palletizers and depalletizers usually start out as a manual process, palletizers tend to come a little later in the process
of automation, Columbia’s Yeigh notes.

“Production lines are generally automated starting at the front-of-end of the line, so depalletizers are often early in a beverage
producer’s ‘automation journey,’” he explains.

Further, as labor challenges are affecting nearly all sectors of manufacturing, “it seems like the ROI or payback calculations for
beverage producers have been altered somewhat in deference to the labor shortage,” Yeigh says. “Safety still has to be No. 1.”

New opportunities
 As robotics and automation continue to advance, beverage operators need to stay on the cusp of the latest technologies and

advancements, experts note.

“There are two items that come to mind and both are related to reducing downtime and improving [overall equipment
effectiveness] [(OEE)], Yeigh says. “Predictive maintenance and enhanced machine and component status feedback are hot
topics today with producers wanting to invest in solutions that will help to improve their e�ciency.”

Honeywell’s Fisher notes that the future of the warehouse increasingly is leaning toward automation and eventually a fully
automated, dark warehouse.

“The dark warehouse will enable companies to automate processes that were once impractical,” Fisher says. “Robotic palletizing
and depalletizing are just one component playing into those advancements.”

Brenton’s Enninga notes thatmixed product palletizing is one area that shows a lot of opportunity for beverage manufacturers
and distributors.

“Many retailers are starting to ask beverage manufacturers for pallets stacked with multiple SKUs for e�ciency purposes,”
Enninga says. ”Packaging technologies are currently being developed to handle mixed product palletizing, which will further help
the industry as a whole streamline their operations to more e�ciently meet customer market demands.” BI
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Operations Perspective
By John Peter Koss

The interface of manufacturing and marketing
Team efforts vital when deciding product, packaging changes

Many incentives and purposes challenge the beverage industry production and distribution facilities.   High
frequency changes and resulting costs are caused by a variety of factors and sources. However, in a high volume
consumer product like beverages, the main objective is to satisfy the consumer at almost any cost.

Using the supply chain as the pathway that requires comprehensive coordination can provide an example of why such an
approach is necessary. As a start, the processing of a product in any segment historically has been based on what the customer
wants and will buy. Projections often are inaccurate and can be costly to operations. But how important is the manufacturing and
marketing interface?  

Practically, any beverage facility involving these operational functions is driven by the product, the package, and �nally the
promotions and incentives used.

Because processing initiates the product, the manufacturing unit must have the capability and technology to formulate and
prepare for packaging. All of which could require modi�cations, additions or replacement equipment and machinery.

To accommodate product packaging, in addition to the machinery and equipment, the marketing unit must ensure that graphics
of a package are available and applicable to their requirements. The graphics could have a dramatic and costly impact on the
capabilities of the manufacturing units. With all the machinery, graphics and physical requirements, it stresses the importance of
an integrated team to execute the essential manufacturing and marketing interface.

ADVERTISEMENT

But where does it start and where does it end? As stated, product and package con�gurations start with the customer and
marketing. In the beverage industry, the origin of product and package changes will probably never end ― it’s cyclical and could
be in�nite. The possibility raises on-going questions: Who is responsible? When is best time to schedule change? Are the
changes feasible to accomplish?

From an operations perspective, marketing, insofar as possible should establish a product and package plan over time. The plan
step is necessary for the manufacturing unit to perform due diligence on operating conditions such as what is needed and what
exists?  

Time is an essential element because most product and package changes usually will require management decisions on capital
and support of marketing programs; therefore, a simple important decision in manufacturing and marketing interface hinges on
when is the best time to embark on product and package plans that might demand dramatic impacts on manufacturing physical
capabilities.

Because manufacturing depends on marketing decisions, it is prudent to set up a team effort that will ensure necessary
elements and decisions are considered. Such an approach can minimize the impacts of marketing decisions and ensure that
timely decisions are made.  

Because the cycle of change emanates from marketing and sales, consideration also must be given to the seasonality of
beverages. Major projects involving modi�cations, additions or even physical facilities can become quite complex involving time,
availability of materials and even the state of considered technology. These factors also can affect the project cost and return on
investment,

Needless to say, but often overlooked, scheduling complex projects should be avoided during high volume seasons. And �nally,
major product and package changes should be coordinated with manufacturers and suppliers of packaging materials. They too
must have capabilities to cope with beverage producers demands ― they might be required to retool their facility to remain a
supplier. BI
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Supplier's Marketplace

Emerson smart valve positioner
Emersonunveiled the TopWorx PD Series Smart Valve
Positioner. The �uid control and pneumatics technology
company has an expansive portfolio of TopWorx sensing
and control products. Using communication through a 4-20
mA loop signal and HART protocols, the PD Series provides
100% control over valve positioning. This technology allows
customers to extract valuable feedback while monitoring
for trends that offer predictive maintenance insights to
help prevent costly downtime, the company says. The PD
Series utilizes Hall effect contactless position detection,
which increases product reliability, the company says. It
was designed to withstand an array of environmental
conditions. “Every facility, no matter its environment, needs
to be sure it’s operating as safely and e�ciently as
possible,” said Paul Bristow, Emerson’s global product
manager, in a statement. “That’s why the PD Series was
designed for trusted performance in demanding conditions
in many different applications and industries.” The PD
Series will launch with two models: the PD100 for general
purpose applications, and the PD200 for use in explosive
atmospheres. The series is built to the same industry-
leading standards, as proven by other TopWorx products,
which are built to “deliver exceptional value and trusted
performance for demanding application,” it says. The PD
Series is �tting for applications in an array of industries,
such as oil and gas, chemical, industrial energy, and food
and beverage.

Tetra Pak �ber-based carton
Tetra Pak recently completed a 15-month commercial
technology validation of a polymer-based barrier replacing
aluminum in food carton packages. The company is
moving forward with another development: a �ber-based
barrier to replace the aluminum barrier. This technology
would reduce the company’s carbon footprint and make
the post-consumer products more appealing for recyclers,
it says. Tetra Pak reported that, although the aluminum
layer in food packages is thinner than a human hair, it
contributes to a third of the greenhouse gas emissions
linked to base materials used by the company. In
collaboration with some customers, Tetra Pak currently is
testing the new �ber-based barrier, with a pilot batch of
single serve packs with this material on the shelf for
commercial consumer testing. Further technology
validation is scheduled for later this year. “Early results
suggest that the package with a �ber-based barrier will
offer substantial CO2 reduction when compared to
traditional aseptic cartons, together with comparable shelf
life and food protection properties,” Gilles Tisserand, the
company’s vice president of climate and biodiversity, said
in a statement. “We believe the development will therefore
act as a breakthrough reducing climate impact.” The
initiative “marks yet another breakthrough” in Tetra Pak’s
mission in developing an aseptic package that is “fully
renewable, fully recyclable and carbon-neutral,” the
company says.

ADVERTISEMENT

Winco updates pneumatic clamps
Winco often revises the array of parts to implement new
technological features and update any changes in
application requirements. The company’s pneumatic
clamps received the latest update to assure a longer-
lasting lifespan, as well as reliability. Of the improvements,
Winco stated that the most signi�cant improvement was
with the pneumatic cylinder, which now boasts T-slots and
a magnetic piston. The new slot allows for easier sensor
attachment, and the magnetic piston grants “more precise
querying” with the modern sensor GN 3380, according to
the company. Pneumatic clamps in the GN 860 series now
have “hardened, ground-bearing bushing and tempered
bearing pins” for reduced wear. The updated clamps were
tested for more than 250,000 cycles, with no meaningful
alterations observed. Winco’s new pneumatic clamps are
available in the “tried-and-true versions” for horizontal (GN
860) and vertical (GN 862). Winco also has the GN 862.1
that permits manual operation. High retaining forces, like in
car manufacturing or pressing or welding lines, would
bene�t from the pneumatically operate power clamps of
the GN 864 family, the company says. Two improvements
were made to this family. One of those changes is the
nickel-plated housing, which “considerably increases the
corrosion resistance,” it adds. The housings were
previously blackened. Additionally, the FG type is designed
for welding jigs, with a green PTFE coating that prevents
weld spatter from sticking, it notes.  

DENIOS protective charging cabinets
DENIOS Inc., a leading manufacturer of products for
environmental and workplace safety, has introduced
protective charging cabinets, should a lithium-ion battery,
charging cord, or charger be defective. Lithium-ion
batteries can sometimes combust if they get too hot, and
these cabinets from DENIOS will “protect against �re
hazards due to thermal runway, deep discharge,
mechanical deformation or chemical reaction,” it says. The
Ion-Charge 90 storage containers were designed by
DENIOS speci�cally for this kind of battery to charge and
be stored. The cabinets are manufactured with 90 minutes
of �re resistance, from outside to in, and with 90 minutes
of �re resistance from �res within the container reaching
the outside, the company says. These units were type
tested in accordance with EN 14470-1, it adds. The
cabinets, which are ideal for manufacturers, dealers and
distributors that incorporate Li-ion batteries into their
products, come equipped with a transport base for fast and
safe transportation, which is perfect should a battery be
defective and the cabinet need removing, according to the
company. Each unit features a triple-hinge door, easy to
clean surface, charger sockets and perforated shelves.

ABB Robotics depalletizing solution
ABB Robotics recently launched a solution for di�cult
depalletizing tasks across a variety of industries, including
consumer packaged goods. The solution involves a
machine vision software that can quickly and e�ciently
process assorted loads. The issue of complex depalletizing
is becoming more common, and often comes with manual
jobs that have high turnover rates and high recruitment
costs, the company says. ABB’s solution replaces the need
for manual labor, utilizing an advanced machine vision and
learning algorithms that allow for the robot to process
pallets as tall as 2.8 meters high. With advanced vision, the
robot is able to locate and lift boxes as much as 30 kg and
place them on another pallet or conveyor. The system’s
accuracy and speed works at a peak rate of up to 650
cycles an hour, 24 hours each day. “With the ability to
depalletize boxes stacked in a variety of con�gurations
from single and mixed pallets, ABB’s Robotic Depalletizer
helps to meet this need, allowing faster and more accurate
handling of a wide range of goods,” said Marc Segura,
ABB’s Robotics division president, in a statement.

The Association of Plastic Recyclers (APR), North America’s leading plastics recycling authority, recently announced an updated publication of
PE �lm guidance documents. The update is part of the Washington, D.C.-based company’s Design Guide for Plastics Recyclability. Through an
extensive industry collaboration, APR measured the compatibility of PE �lm and �exible products with recycling, something the company
considers as “vital” to keeping a clean stream of materials to recyclers from retail drop-offs. After completing protocol with a testing laboratory,
companies will submit results to APR, which then reviews and approves innovations. In a statement, APR’s President and CEO Steve Alexander
said that cleaner supply results in higher quality PCR “that ultimately delivers products consumers want to buy.”

Last month, global leader in enterprise labeling and artwork management solutions Loftware, Portsmouth, N.H., announced a partnership with
Wood Dale Ill.-based Videojet Technologies, a global leader in marking and coding solutions. The partnership is set to “change the paradigm” for
how companies automate the printing process using an all-in-one digital solution, which allows companies to “seamlessly implement, deploy,
maintain, and easily scale” all labeling, marking and coding on a uni�ed platform, the company says. “Combining Videojet’s superior
performance and range of marking and coding technologies and Loftware Spectrum, will offer companies a step-change in their digital,
automation journey by controlling a mix of both Videojet and other vendors’ devices,” Videojet’s President Ondrej Kruk, said in a statement.

Skokie, Ill.-based LanzaTech continues to make strides in reducing the environmental impact of packaging. Laboratory technologies at
LanzaTech were able to produce MEG, or monoethylene glycol, through captured carbon emissions. MEG is a key element in PET, or polyethylene
terephthalate, resin, �bers and bottles. LanzaTech’s discovery came from the help of food and beverage company Danone. In a statement,
LanzaTech’s CEO, Dr. Jennifer Holmgren, said the discovery is a “breakthrough in the production of sustainable PET,” with potential to reduce
environmental impact in the process of obtaining MEG and creating PET. Although production still is in the early stages, the direct production of
MEG cuts out many steps required to obtain MEG, the company adds.

In an effort to protect against supply chain issues, Madison Chemical, Madison, Ind., has invested in additional infrastructure. Storage facilities,
new equipment, and additional plant updates continue to meet its customer’s needs. Despite most industries facing supply chain problems, the
chemical formulator company said it has maintained standard delivery schedules. “Adding some extra storage/production capacity and
increasing our inventory levels have enabled us to consistently provide interpreted supply to our customers, while maintaining our industry
leading lead times,” President David Goodman said in a statement. Goodman also added that the company “saw the potential” for supply chain
issues early on in the pandemic, and proper action was taken to ensure Madison Chemical’s customers were protected from such disruptions.

The Daimler Truck North America (DTNA) plant in Mount Holly, N.C., recently appointed Joanna Cooper to the general manager position. “Her
dedication to those she leads and her ability to rally teams around a common vision make her a great �t to oversee the Mount Holly Truck
Manufacturing Plant,” said Jeff Allen, senior vice president of operations and specialty vehicles, in a statement. Cooper, a 14-year company
veteran, previously worked in the role as director of production at the Mount Holly Truck Manufacturing Plant. In that position, she oversaw a
team of 1,500 to reach production goals. Cooper got her start working as a production buyer at Detroit, Mich.-based Detroit Diesel Corp.,
eventually moving up the ladder with roles of increasing responsibility.
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Having been in the food and beverage business for 92
years, marketing campaigns are nothing new to Ocean
Spray. After a viral TikTok movement, the company
recently announced its latest campaign: “What will you
do with all that power?” The multichannel campaign
showcases the power of the cranberry through custom
animation, science and history, especially the history of
the farmer-owned company.  “With our amazing agency
partners, we have brought our brand to life in a way that
tells the story of our mighty cranberry with simplicity and
humanity, staying rooted in culture as the next extension
of our brand, inviting consumers to harness the power of
the cranberry in their own individual journeys,” said Dan
Hamilton, head of Ocean Spray’s marketing center of
excellence, in a statement. The campaign, developed with
Ocean Spray’s new creative AOR Lightning Orchard,
features TV and digital spots. It will be launched on TV,
various social media platforms, and programmatic video.
“We put on waders, walked amongst the berries, and felt
something magical,” said Jimm Lasser, executive creative
director at Lightning Orchard, in a statement. “During
creative development, it was exciting to see the team
evoke that power we experienced on our visit. We are so
excited to share that new vision, and what makes
cranberries so special, with audiences.”

Unleash the
power of the
cranberry

Former “Dance Moms” star Nia Sioux teamed up   with
Harvest Hill Beverage Co.’s SUNNYD for a summer contest.
The Summer ReFresh Contest took place on TikTok after
Sioux posted the initial kick-off video. “I’m so excited to
partner with SUNNYD to bring back their lemonade �avors,
which are the coolest refreshments for hot summer days.
Between the summer �avors and the summer merch, both
our closets and our taste buds are getting a refresh.”
Consumers participated by posting a duet video on TikTok
that showed how they’re refreshing their style for a sunny
activity outside, the company says. The grand-prize winner
is set to receive nearly $5,000 in prizes, with $4,500 in cash,
plenty of summer swag, and a supply of SUNNYD’s
Raspberry Lemonade and Lemonade for the summer.
Consumers who missed out on the contest still can
purchase from SUNNYD’s Swag Shop, which is open for a
limited time through the summer. “We love seeing today’s
Gen Z consumers embrace many of the styles the original
SUNNYD fandom grew up wearing,” said Ilene Bergenfeld,
chief marketing o�cer of Harvest Hill Beverage Co., in a
statement, referring to the array of tie-dye apparel. “Making
classic summer staples current again was the inspiration
behind this summer’s swag drop, taking our cue from a
summertime classic, lemonade but with a SUNNYD twist.”

A limited-edition Banana Cream �avor of OLIPOP functional soda was released just in time for the new Illumination and Universal
Pictures �lm: “Minions: The Rise of Gru.” The �avor, which is available on OLIPOP’s website and Gopuff, will be sold in single cans
in select markets through July 15. Inspired by the devious-but-loveable Minions’ love for bananas, the beverage is being
marketed as a work of evil genius, the company says. The advertising campaign is a huge milestone for the company, which
launched in 2018. With a value of $200 million, and an anticipated run-rate of $100 million by the end of 2022, the better-for-
you brand has found success with out-of-the-box marketing tactics and nostalgia-infused �avors, it states.  Such strategies
have attracted powerhouse companies as well as celebrity investors, such as the Jonas Brothers, Gwyneth Paltrow and Camila
Cabello. OLIPOP was started by entrepreneurs Ben Goodwin and David Lester when they sought out to make a functional soda, a
beverage with a familiar taste, but with added bene�ts.

OLIPOP pops o� with a clever campaign

HOST A ‘FRONT YARD CITRUS CLUB’
WITH THE HELP OF ABSOLUT

Absolut Vodka has collaborated with actress, author, and
“The Real Housewives of Beverly Hills” alum Garcelle

Beauvais for their newest movement: Front Yard Citrus
Club. The movement was created to inspire consumers to
mix it up this summer, making their front yards the place

to be, the company says. The idea spurred from Absolut’s
extensive portfolio of citrus �avors, which includes

Grapefruit and Mandarin-�avored vodkas. “This summer,
we’re inviting people to break up with the backyard and

focus their entertaining energy on the front yard with
Absolut’s Front Yard Citrus Club,” said Matt Foley,

Absolut’s vice president of marketing, in a statement.
Absolut, along with Beauvais, have created a variety of
citrus-inspired coolers to serve as an invitation and a
visual cue that the block is ready to mix and mingle, it
says. “The front yard has always been a great place to

meet new neighbors and reconnect with old friends, and
Absolut’s Front Yard Citrus Club is the perfect way to mix

it up this summer and bring people together,” Beauvais
said in a statement. Beauvais will serve as the Social

Director of the club, as she has worked closely with the
brand on the custom collection of summer coolers.
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