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Beverage Beat
By Jessica Jacobsen

Taking stock in social commerce
With the dual rise of social media and eCommerce, it’s no surprise the outlets paths would cross. Originally I used
my social media account to share with college classmates that I was at the library or in class. Whereas this past
holiday season, I found a handful of gift ideas for family members through ads on the social platforms. This
crossover of social media and eCommerce has led to what analysts are referring to as social commerce.

In a December 2021 blog post titled “Getting Social Commerce Right to Grow Your Business,” Mintel analysts detail that digital-
savvy consumers embrace of social commerce can offer brands ― large scale and micro retailers ― new opportunities for
revenue growth.

“Social commerce brings the product to consumers right where they ‘socialize’ with their friends versus them actively searching
for the product. It’s a lot more passive way to shop and it’s more convenient for consumers,” said Lierin Ehmke, insights manager
for Mintel Comperemedia Omni, in the blog post.

Within the United States, the blog post notes that curated content appeals to younger consumers such as Gen Z, allowing them
to amalgamate their social engagement with brands with an accessible path to purchase.

(Photo by Airam Dato-on courtesy of Unsplash)

(Image courtesy of PepsiCo)

Last fall, LIFEWTR and music artist Doja Cat collaborated on digital and in-person activations around the “Plant Her” album
release. Among those activations were clues to locate a public art mural in Los Angeles equipped with augmented reality
technology that also unlocked access to exclusive prizes. Consumers who visited the mural also were able to access Doja Cat’s
limited-edition LIFEWTR bottled water series, featuring three bottles with intergalactic-inspired “Planet Her” visuals, while
supplies lasted.

Mintel notes that the speedy evolution of social commerce also has helped various emerging brands become household names,
but it also highlights the importance of prioritizing user experiences.

“Experimenting with new formats such as live streaming and tactics such as gami�cation, and riding on the metaverse trend
could be the next big opportunities that social commerce players can take advantage of,” the blog post states.

As social commerce becomes more integrated into consumers’ lives, beverage manufacturers likely will need to take a closer
look at how this could shape their future. BI
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Industry Issues
Constellation Brands, Coca-Cola enter agreement for
FRESCA brand
Constellation Brands Inc., Victor, N.Y., entered into a brand authorization agreement with The
Coca-Cola Co., Atlanta, in the United States to bring the FRESCA brand into beverage alcohol
through the manufacturing, marketing, distribution and launch of FRESCA Mixed, a new line of
spirit-based, ready-to-drink (RTD) cocktails that are well-aligned to a number of emerging
consumer trends, it says.

“The Coca-Cola Co.’s FRESCA brand is not only trusted by consumers, but also directly delivers
on consumer preferences for refreshment, �avor, and convenience ― attributes that also play
well within beverage alcohol and where we can leverage our expertise,” said Bill Newlands,
Constellation’s president and CEO, in a statement.

Adult alternative beverages, including RTD cocktails, represents nearly an $8 billion segment
projected to grow at a 15-17% compound annual growth rate during the next three years, with
trusted consumer brands commanding a signi�cant share of the market, according to
Constellation Brands’ market research.

Leveraging its credentials as a popular mixer that lifts all spirits it’s paired with, FRESCA Mixed
cocktails will balance the FRESCA �avor consumers expect with quality spirit bases rooted in
Constellation’s expertise. The new FRESCA Mixed will be a distinctive and intriguing brand that
delivers consumers fuller-�avored, convenient RTD cocktails using real spirits that are great
tasting and high quality, the companies say.

“One of the core tenets of our innovation strategy is a belief in the power of extending strong
and trusted brands in thoughtful ways to bring to market unique products that resonate with
consumers,” said Mallika Monteiro, Constellation’s chief growth, strategy and digital o�cer, in a
statement. “This is an exciting agreement that allows us to continue expanding our premium
portfolio in ways that deliver distinctive consumer value propositions that include things like
more �avor, different alcohol bases, and functional bene�ts.”

Dan White, chief of new revenue streams for Coca-Cola North America Operating Unit, added:
“The Coca-Cola Co. and Constellation Brands have a shared passion for building some of the
world’s most loved brands and for building best-in-class beverage experiences. Our new
relationship with Constellation Brands is ideal due to their consumer-focused approach to brand
building, expansive distribution network, and distilled distribution expertise. With the launch of
FRESCA Mixed by Constellation, people will have an entirely new way to enjoy the taste of
FRESCA, now mixed with real spirits.”

FRESCA Mixed is expected to launch this year, starting with cocktails using real spirits and
inspired by recipes created by FRESCA fans from around the globe. The products will be
produced and marketed by Constellation and distributed through Constellation’s three-tier
distribution networks, leveraging the company’s consumer knowledge, brand-building
capabilities, beverage alcohol expertise, and strong retail and trade relationships to secure
national distribution, it says. BI

Spindrift, San Diego, has joined
the Speakeasy Co. (Speakeasy)
platform to sell its newest
beverage alcohol innovation:
Spindrift Spiked. Speakeasy
streamlines direct-to-consumer
(DTC) sales and makes it as
simple as possible for all types
of beverage brands to sell
directly on their website, it says.
Since launching, Speakeasy has
on-boarded hundreds of brands
to the platform. “As we continue
to grow, it’s important to partner
with companies like Speakeasy
that offer a convenient way for
our loyal community of drifters
to try our latest innovations
online,” said Melissa Shum,
digital marketing at Spindrift, in
a statement. “We also love that
the whole goal is to get our
products to customers in the
easiest, simplest way possible.”

San Francisco-based Sunwink,
a female-founded plant-
powered wellness company,
announced a brick and mortar
retail expansion with Target, as
its line of Superfood Powders
enters more than 1,800 Target
stores across the United States.
This announcement comes on
the heels of the brand’s largest
growth year to-date where it
expanded to more than 3,000
retail stores across the country
and experienced 500% year-
over-year revenue growth from
2020.

Golden Grail Tech, Weston, Fla.,
entered in to a distribution
agreement for Spider Energy
Drink with Cayman
International Foods Group
(CIFG).CIFG will launch Spider
Energy in the international
market of the Cayman Islands.
CIFG services all the major
supermarkets and is the primary
supplier of the products they
represent to 80% of the
convenience stores in Cayman
Islands, the company says.

In The News ...

Breakthru Beverage Group signs agreement to buy
Major Brands

Castle & Key Distillery,
Frankfort, Ky., has expanded
distribution to Florida, Louisiana
and Oklahoma through
distributor Republic National
Distributing Co. (RNDC). The
Castle & Key portfolio, including
its Sacred Spring Vodka, Roots
of Ruin Gin and Restoration
Rye, will be available for
purchase at local retailers and
restaurants, including Gaspar’s
Patio & Grille in Tampa, Byron’s
in Oklahoma City, and Parkhills
Warehouse in Tulsa. “On behalf
of Castle & Key, we are proud to
see consumers responding so
positively to our Kentucky spirits
and we’re excited to enter these
new markets,” says Will Arvin,
Co-founder of Castle & Key. “Our
partnership with RNDC
represents a huge leap forward
toward our goals, and we look
forward to the new year to
continue growth.”

Freixenet set a record on Dec.
15, 2021, when it crossed the
100 million bottle sales
threshold for the �rst time in its
more than 150-year history. In
fact, Freixenet is expecting to
report another increase to 105
million bottles by the end of the
year.

In The News ...

Breakthru Beverage Group, New York, announced they have a signed agreement to purchase
Missouri-based Major Brands, further expanding the company’s North American footprint. Once
the deal is completed, which is expected this spring, Major Brands will join the Breakthru
Beverage family and begin to deploy the company’s extensive suite of capabilities to help
suppliers and customers better reach their target consumers and drive results, it says.

“This is a tremendous opportunity for Breakthru to further solidify our standing in the Midwest.
We have an ambitious growth agenda, and this move marks another step forward as we
continue to seek opportunities across North America,” said Tom Bené, Breakthru Beverage
Group president and CEO, in a statement. “We intend to align our family-led businesses,
embrace opportunities for innovation and build on Major Brands’ strong service, community and
people-oriented culture to expand our relationships in Missouri.”

Under the leadership of new CEO Bené, Breakthru aims to strengthen its position in current
markets while seeking organic and inorganic geographic growth opportunities and new business
ventures to expand beyond their Total Beverage Alcohol portfolio of wines, spirits, beer and
emerging beverages.

Sue McCollum, Major Brands CEO, added: “Major Brands always has been about its people and
the relationships we have built with our customers, suppliers and the communities we have
served. We have aggressively defended the responsibilities with which the state has entrusted
us. Breakthru’s acquisition of Major Brands now gives one of Missouri’s largest wholesale
premium beverage alcohol distributors the added resources and capabilities of Breakthru’s
outstanding team. It will strengthen our position in the industry, while maintaining our values
and commitment to community and culture.”

Breakthru intends to expand its customer and consumer-focused strategies all with the goal of
strengthening its position as the distributor of choice, it states. It will remain business as usual
at Major Brands, with the transaction expected to close this spring, subject to usual and
customary closing conditions. BI
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Category Focus

Wine positions itself for a rebound year
By Lauren Sabetta

Convenience, premiumization continue to positively impact wine segment
(Photo by Elena Photo/courtesy of Canva)

In basketball, rebounding is an essential facet to the game. Rebounding can allow teams to maintain possession
or gain it back. Because as the clock winds down, whomever has possession might ultimately determine who wins
or loses. Rebounding in basketball requires strategy, physical acumen and a concerted effort from its players. For
the U.S. wine category, rebounding is more 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.

Stella Rosa now offers non-alcohol options to consumers. The Non-Alcoholic
line-up is consistent with the original in that it provides semi-sweet, semi-
sparkling Italian wine, made with real fruit �avors, and are gluten free and low
calorie. (Image courtesy of Stella Rosa)

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.
 
“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.”
 
In line with this trend, Stella Rosa, a brand of the Los Angeles-
based Riboli Family Wines, released Stella Rosa Non-
Alcoholics, which is made with real fruit �avors, and is naturally
gluten free, vegan, and low calorie, it says. The semi-sweet,
semi-sparkling Italian non-alcohol wine is available in four of
the brand’s most popular �avors: Stella Rosa Non-Alcoholic
Black, Red, Rosé and Peach.

Dollar Sales % Chang e vs. Prior Year Case Sales % Chang e vs. Prior Year

Barefoot $604,547,336 -15.5 8,928,891 -16.8

Sutter Home $415,869,151 -3 5,751,456 -5.2

Josh Cellars $387,060,698 9.6 2,500,528 6.9

Franzia Box $368,664,590 -9.9 12,614,536 -10.8

Woodbridge by Robert
Mondavi

$344,104,411 -13.5 4,990,704 -15

Tot al sales* $12,121,346,143 -6.8 130,983,541 -11.1

*Includes brands not listed.
Source: Information Resources Inc. (IRI), Chicago. Total U.S. supermarkets, drug stores, mass merchandisers, gas and convenience stores, military
commissaries, and select club and dollar retail chains for the 52 weeks ending Dec. 26, 2021.

Top table wines (Individual brands)

Miller Family Wine Co., Santa Maria, Calif., also entered the non-alcohol wine market with Hand on Heart, a collection of
premium, non-alcohol wines developed in collaboration with Iron Chef Cat Cora.

“As health and wellness considerations have cemented themselves as key factors in consumers’ purchase decisions, the
alcoholic beverage industry has responded with an in�ux of innovation aimed at meeting our consumers' changing needs,” said
Tommy Gaeta, director of marketing for Miller Family Wine Co, in a statement. “While there are an increasing number of premium
non-alcoholic spirit and beer offerings out there, non-alcoholic wine options continue to be extremely limited.”

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, according to Mike Wyatt, consultant at Chicago-based Information Resources Inc. (IRI).

Remaining competitive
As on-premise sales indices are still below 2019 levels so the struggles for wine are primarily due to the consumer shift toward
spirits, hard seltzers and premixed cocktails, IRI’s Wyatt explains.

Winc Inc., an at-scale beverage company fueled by an omni-channel distribution network, announced the growth and expansion of its organic wines in major
national retailers including Walmart, Whole Foods, Albertsons, HEB, Central Market and HyVee. (Image courtesy of Winc Inc.)

“The off-premise wine market declined 4% in dollar sales and 9% in volume sales the past year due to lapping the initial COVID
outbreak and subsequent ‘panic buying’ in 2020 coupled with many beverage alcohol consumers opting for spirits, hard seltzers
and premixed cocktails instead of wine,” Wyatt says. “[Yet], the trends of lighter �avor pro�les and bubbly refreshment are
positively impacting the sparkling wine segment.

“These trends have driven the success of hard seltzers and have carried over to sparkling wine with the growth of premium
sparkling wine even outpacing value sparkling wine as consumers are willing to pay more for perceived quality and superior
taste,” he continues.

According to data from Chicago-based Information Resources Inc. (IRI) the sparkling wine/Champagne segment generated
dollar sales of $1.7 billion, a 5.9% year-over-year (YoY) increase for the 52 weeks ending Dec. 26, 2021, in total U.S. multi-outlets.

The No. 1 brand, La Marca Sparkling Super Premium, a brand of E. & J. Gallo Winery, generated dollar sales of nearly $247
million, a 18.3% YoY increase. With dollar sales of $144 million, a 6.6% increase, Brown Forman Corp.’s Korbel Sparkling Premium
ranked No. 2, while the No. 3 brand, Cooks Sparkling, within the Constellation Brands’ portfolio, had dollar sales of $114 million
and a slight 1.2% decline.

Overall, table wines did not perform as well as the smaller sparkling wine and Champagne segment. Posting sales of $12.1 billion
in multi-outlets, this represented a 6.9% decrease for the 52 weeks ending Dec. 26, 2021, according to IRI data.

“Convenience, premiumization and approachability are underlying trends that have had a
positive impact on the wine category. 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.”

— Mike Wyatt, consultant at Information Resources Inc. (IRI)

Moreover, shifting priorities within the industry have helped increase overall volume sales, Wyatt notes.

“Convenience, premiumization and approachability are trends that have had a positive impact on the wine category,” Wyatt says.
“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.”

Global players
As growth continues to skew to the premium segments of the U.S. market, there are few wine markets around the world that
offer more attractive options, experts note.

Utrecht, Netherlands-based RaboResearch’s “Rabobank Wine Quarterly Q4 2021” notes that, given the uncertainty in the Chinese
market, much of the critical merger and acquisition (M&A) activity in the global wine industry will likely remain focused on the
premiumization trend.

“Given the ongoing premiumization trend and value growth in the U.S wine market, we believe that much of the critical M&A
activity in the global wine industry will likely remain focused on that market,” it states. “That said, it should also be noted that the
disruption in the Chinese wine market may well trigger meaningful investments as players adjust to different terms of trade. This
could be driven by the Australian companies investing in alternative production regions (e.g., China or Chile) to leverage their
existing position and relationships in the Chinese market or by Chinese wine companies investing in Chilean or European
wineries with similar goals.”

As the Chinese wine market is going through some important transitions, weak consumption exacerbated by the pandemic as
well as tariffs introduced on Australian wine imports have left a gap in the market, creating opportunities for others to �ll,
according to Rabobank.

“French wine, as one of the biggest bene�ciaries, has seen strong growth, both in value and volume. Along with more a�uent
and sophisticated consumers, demand for Burgundy and Bordeaux wines continue to increase,” it states. “Champagne and
Rhone Valley have also bene�ted from this good dynamic.”

Yet in the United States, Oregon is driving the most growth, IRI’s Wyatt says.

“The positive trend of these geographies is due to the strong correlation with the primary offerings of each location and current
consumers preferences,” he explains “For example, Rosé, Prosecco and Sauvignon Blanc are primary offerings from France, Italy
and New Zealand, respectively, while Oregon is a heavy producer of Pinot Noir.”

Healthy take
Experts note that within the beverage industry, consumer interest in products that are declared healthy transcend demographics.

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.

Dollar Sales % Chang e vs. Prior Year Case Sales % Chang e vs. Prior Year

La Marca $246,994,126 18.3 1,350,940 17.2

Korbel $144,406,199 6.5 923,768 4

Cooks $144,036,534 -1.2 1,288,058 -1.9

Andre $112,165,515 0 1,402,113 -2.3

Stella Rosa $94,777,923 -1.2 657,127 -1.3

Tot al sales* $1,764,529,697 5.9 11,990,361 2.1

*Includes brands not listed.
Source: Information Resources Inc. (IRI), Chicago. Total U.S. supermarkets, drug stores, mass merchandisers, gas and convenience stores, military
commissaries, and select club and dollar retail chains for the 52 weeks ending Dec. 26, 2021.

Top sparkling wines/Champagnes (Individual brands)

“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.

“Consumption of wine in social gatherings and celebrations has become a status symbol in developed countries, which is the
primary reason for the increase in demand for wine,” it continues. “Furthermore, high disposable income of consumers and
growth in the promotional and marketing strategies has accelerated the demand for organic wine. Moreover, wine
manufacturing companies in North America are continuously enhancing their organic wine portfolio to meet the customers’
demand.”

In fact, the organic wine market in North America is expected to reach $3.9 billion in size by 2027, The Insights Partners states.

As a result, organic wines are becoming more available on store shelves. In response to unprecedented demand from
consumers, Los Angeles-based Winc Inc., announced the growth and expansion of its organic wines in major national retailers
including Walmart, Whole Foods, Albertsons, HEB, Central Market and HyVee.

“In a recent Winc customer survey, 73% of respondents ranked health factors, including organic, as a top driver for initial
purchase,” the company said in a statement. “The growing demand for healthier options is also closely aligned with millennials
prioritizing sustainability and a March 2021 Wine Intelligence Report indicated that organic wine was the highest opportunity type
of wine among younger consumers.”

In celebration of its 40th anniversary celebration, Sonoma-Cutrer, located in the heart of the Russian River Valley in Windsor,
Calif., recently released two new sustainable certi�ed wines:   
2019 Russian River Valley Pinot Noir: Aged in a mix of new, one-year and two-year old French oak barrels for 11 months, this
13.9% ABV wine offers a balanced acidity, juicy core, and a long �nish, the company says. 2019 The Cutrer Chardonnay: Layered
and balanced, this wine was aged eight months sur-lies in French oak barrels, then blended in tanks and racked into three-year-
old French oak barrels for �ve months and allowed to bottle-age for three months prior to release. The 14.1% ABV wine features
�avors of white peach, nuts, toasted oak and baking spice with light caramel, brown sugar and cedar notes, the company says.

Despite consumer preferences having slightly shifted away from wine, the wine market is predicted to grow in 2022, Wyatt says.

“[P]ositive momentum from eCommerce and [direct-to-consumer] (DTC) channels coupled with additional on-premise
reopenings should carry over into upside for off-premise as well and ensure the wine market continues to expand,” Wyatt
concludes. BI
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Category Focus

The power and popularity of probiotics
By Barbara Harfmann

Functional beverages containing three Ps trend upwards
(Image courtesy of Wonder Drink)

The idiom “what’s good for the goose is good for the gander” implies that what’s good for the female goose also is
good for the male goose. In the expanding world of functional beverages, products containing the three Ps —
prebiotics, probiotics and postbiotics — are doing “better than their best” for males and females of all ages wishing
to improve their digestive health and boost immunity.

In fact, in 2020 the probiotics category and products with a probiotic or digestive health claim accounted for 34% of total North
American functional beverage launches, and 23% of total Latin American functional beverage launches, states John Quilter, vice
president of the global portfolio for proactive health at Kerry.

Conducted in January 2021 by the Beloit, Wis.-based company, a global survey of 13,000 consumers across 16 countries on
probiotics and digestive health found that one in four consumers globally (25%) had used a probiotic-containing product in the
previous six months (up from 21% in 2019). When it comes to awareness, 47% of respondents were aware of probiotics or
cultures, an increase from the previous year's survey (45%). Furthermore, 25% of consumers surveyed had used a probiotic-
containing product in the previous six months (up from 21% in 2019). The survey identi�ed that 44% would consider using
probiotics, up from 40% in 2019.

The functional OLIPOP is available in seven �avors. Each 12-ounce drink
contains 35-45 calories, has as little as 2 grams of sugar and helps support
one’s microbiome and digestive health, the company says. (Image courtesy of
OLIPOP)

Plant-based probiotics
Nandini Roy Choudhury, client partner for food and beverage at
Future Market Insights (FMI), Dubai, India, notes that plant-
based diets account for a signi�cant proportion of dietary
choices in developed countries like Canada and the United
States, as well as developing countries like India, where 20-
40% of the population consumes vegan food.

“As consumer preferences have shifted, several juice brands
are now offering plant-based probiotic drinks. For instance, in
2021, U.S.-based start-up Yoi has launched a line of plant-
based probiotic drinks,” she says. “Over the last decade, the
organic movement has taken the food and beverage industry
by storm. Kombucha brands, on the other hand, are still
catching up with the trend. To meet the growing demand for
organic food items, manufacturers must state the origin of the
materials used in their kombucha and indicate whether they
are organic.”

When it comes to the type of probiotics used, science-backed
ingredients resonated higher. “Evidence points to very high
levels of awareness of the gut health bene�ts of probiotics,”
Kerry’s Quilter explains.  

“For example, in our 2021 global consumer survey, we showed
respondents the logo for BC30 (our science-backed probiotic
ingredient) and an image of products in which it can be found.
When asked which bene�ts they perceived BC30 to deliver,
45% identi�ed digestive health.

ADVERTISEMENT

“The area where consumer knowledge could still be improved is on the huge differences between different strains,” he continues,
“Not all probiotic ingredients are created equal, and not all are backed by science.”

Due to its functionality, probiotics and probiotic supplements continue their upward momentum. The global probiotics market
was estimated at $54.77 billion in 2020 and is anticipated to grow at a compound annual growth rate (CAGR) of 7.2% from 2021
to 2028, according to Grandview Research.

Additionally, the probiotic supplements market is anticipated to outpace total supplements with a CAGR of 3.7% during 2021-
2026, says Micah Greenhill, beverage marketing director for ADM, Chicago.

The global pandemic has fostered greater interest in health and wellness, and experts laud social media as playing a big role in
educating consumers and showcasing a variety of dietary supplements and other products that deliver functional bene�ts.

“On TikTok, the hashtag for probiotics touts over 107 million views alone, not including views on varied hashtags,” explains Erin
Costello, communications and events associate at Niles, Ill.-based Imbibe. “While many of the short-form videos include DIY
recipes for probiotic beverages, this gave opportunity for brands to have an inside look at what consumers are looking for from
their products and a place to add sponsored posts and advertisements while people were spending their time at home on their
phones. We’ve also seen 30% growth of #probiotics on Instagram, between August 2020 and January 2022.”

“Digestive health is becoming more diverse. Probiotics and prebiotics have powerful immune-
boosting properties. Kombucha is a probiotic drink that aids in the balance of gut �ora, allowing
for the regularization of intestinal activities. The multi-bene�cial properties of probiotics drive
the usage of probiotics in the beverage industry.”

— Nandini Roy Choudhury, client partner for food and beverage at Future Market Insights (FMI)

Sayantan Paul, senior food scientist for Minneapolis-based Spoonshot, concurs that social media is contributing to consumer
interest in probiotics, which has grown by 30.6% in the past �ve years.

“Factors like age, stress, poor diet, which lead to digestive ailments, reduced immunity and bloating, have led to the use of
probiotic beverages,” Paul says. “Also, consumer interest around gut health grew by 148% since 2016, and gut health also is
among the Top 5 health-related topics in online social media conversations, with a 6.4% share in those conversations.

So Good So You offers blends of pure, nutritious juice shots that contain 1
billion CFUs (colony forming units) of probiotics provides digestive and
immune system support. (Images courtesy of So Good So You)

“Based on our social media analysis, consumers are looking at
the following health bene�ts from probiotic foods: gut health,
detoxi�cation, anti-in�ammatory, antioxidant and weight loss,”
he continues. “Based on the products analyzed, probiotics
appear in 54% of products whereas 46% of products have
prebiotics. Unlike probiotics, which are live bacteria, postbiotics
contain the metabolites that they produce — essentially one of
the main reasons bacteria have a ‘job’ and are so bene�cial to
our body. Getting postbiotics in your gut is the ultimate goal
when eating or supplementing with probiotics.”

Ingredient differences de�ned
 Prebiotics, probiotics and postbiotics can help support gut

microbiome and aid digestive and immune health given that
around 70% of one’s immune health is stored in the gut,
explains FMI’s Roy Choudhury.

Experts note that studying the living bacteria that adds to population of “good bacteria,” or probotics, is important to
ensure the e�cacy of the ingredients.

John Quilter, vice president of the global portfolio for proactive health at Kerry, Beloit, Wis., notes that its BC30, a leading
spore-forming probiotic, is backed by a wealth of scienti�c evidence including more than 25 published papers on a range
of different demographic groups and has been clinically shown to support digestive health, immune health and protein
absorption. Most recently, a double-blind randomized, controlled crossover study added to the body of evidence that it
can increase amino acid absorption into the bloodstream, he adds.

Likewise, Micah Greenhill, beverage marketing director for ADM, Chicago, notes that the food processing company
continually is researching and identifying microbial strains that can help support growth and solve any formulation issues
that may arise.

“For instance, our award-winning BPL1 (Bi�dobacterium animalis subsp. lactis CECT 8145) probiotic and its heat-treated
postbiotic counterpart, HT-BPL1, help meet consumers’ wellness goals by targeting factors relevant to metabolic health,”
Greenhill explains. “As a postbiotic, HT-BPL1 contains non-viable microorganisms, which means it can retain stability in a
variety of formulation environments, making it an innovative solution for beverages. Moreover, spore-forming probiotics
can also survive harsh processing conditions that may damage conventional lactic acid bacteria-based probiotics.

“Our spore-forming probiotic, DE111 (Bacillis subtilis), helps beverage formulators target different consumer needs, and it
has been studied in nine human clinical trials related to digestive health, immune health and more,” he continues. “Due to
their ability to remain stable, our HT-BPL1 and DE111 strains provide product developers with cutting-edge solutions for
beverages in a wider array of formats, such as yogurt drinks, sports beverages and functional juices and waters.”

Sayantan Paul, senior food scientist for Minneapolis-based Spoonshot, cautions that using standard probiotics, which are
heat-labile, in frozen products is di�cult. They also are affected by the carbon dioxide in carbonated beverages.

“Some techniques used for overcoming these formulation challenges are pre-adapting cells to sub-lethal temperatures or
salt treatments, immobilization techniques, microencapsulation techniques to make them heat/pH tolerant,” he says.
“Probiotics are also added in foods after heat treatment to overcome these di�culties.”

In the future, Paul suggests that more beverage manufacturers will work with postbiotics as they are heat-resistant and
long-lasting at ambient temperatures.

THE SCIENCE OF BACTERIA

“Digestive health is becoming more diverse,” she says. “Probiotics and prebiotics have powerful immune-boosting properties.
Kombucha is a probiotic drink that aids in the balance of gut �ora, allowing for the regularization of intestinal activities. The multi-
bene�cial properties of probiotics drive the usage of probiotics in the beverage industry.”

In addition to maintaining gut health, promoting weight loss and enhancing cognitive function, probiotics also are linked to
improved libido, Imbibe’s Costello says. “Ninety-�ve percent of the happy hormone, serotonin, lives in our gut after all,” she notes.

Yet, consumers continue to be confused about the differences between prebiotics, probiotics and postbiotics, particularly
because they have distinctly different functions and origins. Roy Choudhury outlines the differences as follows:

SYNERGY Pure Love features citrus
blood orange, fragrant rose, and tart
hibiscus with 9 billion living probiotics
with only whole, fresh, organic and
raw ingredients, the company says.
(Image courtesy of GT’s Living Foods)

Probiotics: The most commonly used ingredient in the food and beverage industry as
compared with prebiotics and postbiotics, probiotics are cultures of live bacteria and yeast
that can be found in functional foods and beverages such as yogurt and kombuchas.

Prebiotics: Foods that promote the growth of bene�cial bacteria in your gut are known as
prebiotics or dietary �bers. They are found naturally in high-�ber foods like bananas,
asparagus, apples, yams and barley. Because our bodies are unable to break down
digestive �ber, it remains in your lower intestines and fuels the growth of good bacteria and
other microbes.

Postbiotics: As opposed to probiotics, postbiotics contain the metabolites that bacteria
produce — essentially one of the main reasons bacteria have a “job” and are so bene�cial
to your body. When eating or supplementing with probiotics, the ultimate goal is to get
postbiotics in your gut because they help support one’s gut microbiome all year long.

Across Chicago-based SPINS LLC Natural Enhanced and Conventional Channels for the 52
weeks ending Nov. 28, 2021, data for probiotics and prebiotics within beverages reported some
signi�cant differences. On the prebiotics side, shelf-stable soda and carbonated beverages
garnered a year-over-year (YoY) increase of nearly 326%, while refrigerated kombuchas and
fermented beverages were up 260.5% and shelf-stable �avored sparkling water saw a YoY
increase of 209.2%.

No. 1, with a 390.6% upswing, were shelf-stable performance categories. All of the beverages
containing prebiotics in SPINS’ measured channels, including refrigerated RTD teas, coffees and
juices along with their shelf-stable counterparts, were up 19.6%.

For the same timeframe, shelf-stable energy drinks and other functional beverages containing probiotics were the top sales
drivers with 4,357.4% growth. Unlike beverages containing prebiotics, shelf-stable soda and carbonated beverages were only up
12.8%. Shelf-stable RTD tea and coffee were up 510%, while their refrigerated counterparts saw a deceleration of nearly 73%.
Total beverages containing probiotics were essentially �at at 0.3%, SPINS data reports.

Although probiotics have maintained growth over the past year, prebiotics are growing at a much larger rate, explains Haleigh
Resetar, SPINS’ corporate communications specialist.

“Some of the most popular probiotic drinks are shelf-stable functional beverages in the energy and performance subcategories,”
she says. “Many brands interested in producing products with probiotics may start in this subcategory because it targets a group
of consumers who are already interested in health and wellness, and aware of the bene�ts. Functional carbonated beverages
offering prebiotics to improve digestion are some of the top contributors to this ingredient’s growing popularity.”

KÖE’s fermented, lightly sparkling �avors are packed with billions of live, high-
grade bacillus coagulan probiotics, the company says. (Image courtesy of KÖE
Kombucha)

San Francisco-based OLIPOP is a functional low-calorie, low-
sugar beverage that combines the bene�ts of prebiotics, plant
�ber and botanicals in a “New Kind of Soda” that promotes
digestive health. The �zzy, functional OLIPOP is available in
seven �avors. Each 12-ounce drink contains 35-45 calories, has
as little as 2 grams of sugar and helps support one’s
microbiome and digestive health, the company says.

Going forward, Spoonshot’s analysts predict that consumer and
business interest in probiotics will continue to grow. Paul also
expects innovation within the probiotics category to expand as
more applications containing science-backed ingredients come
to the forefront. (See sidebar).

“Although the preferred medium for the application of
probiotics is dairy foods, interest in the other categories is
rising as consumers want to avail themselves of gut and
digestive health bene�ts from various types of foods,” he
explains. “Consumer interest in gut health is expected to rise
by 24% in the next 12 months, while business interest is
expected to grow by 5.5%.” BI
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Cover Story

Beverage
market

continues to
pivot

Supply chains, consumer trends continue to evolve as pandemic continues

By Jessica Jacobsen

For novice dancers, one crucial move to learn is the pivot turn in which the person’s body rotates without actually
leaving their spot. Following two years of signi�cant change, the term pivot has resonated throughout the
beverage industry not to signify a simple rotation, but at how nimble manufacturers, suppliers and distributors are
adjusting during the COVID-19 pandemic.

No aspect of the beverage market has been immune to the effects, particularly the supply chain. For instance, a report from
IndexBox, Los Angeles, noted that the U.S. glass bottle and container market increased 0.6% in 2020 ― approximately $6.7
billion in value.

“Despite imports rising to $1.6 billion in the �rst 10 months of 2021 (plus 22% compared to the same period in 2020), the U.S. is
facing a glass bottle de�cit,” a January release from IndexBox states. “Beverage producers must search for alternatives such as
plastic packaging. The key factors causing this shortfall are the high demand for alcohol and the increasing number of recycled
bottles used for producing glass vials for vaccines. Another factor inciting the scarcity of glass bottles is the supply chain
disruption in Asia, rising from a de�cit in shipping containers.”

The AI-powered market intelligence �rm adds that approximately 25% of the U.S. glass containers come from foreign markets.

Supply chain woes, including a de�cit of shipping containers, is impacting numerous industries across the beverage supply chain. (Photo by Tom Fisk from
Pexels/courtesy of Canva)

Glass bottles are not the only market challenged by shipping woes. Bill Swindell of The Press Democrat wrote in early January
that a study released in late 2021 by UC Davis researchers estimated that agricultural exports for California were down $2.1
billion from May to September, citing shipping container de�cits. In particular, Swindell’s article noted that the report found that
California’s wine industry lost more than $250 million last summer, again citing supply chain disruptions.

The craft brewing market also is adjusting to changes within its supply chain. In its supply chain updates from November 2021,
the Brewers Association (BA), Boulder, Colo., noted that compared with the spirits industry, brewers have not experienced the
same challenges with glass bottle supplies.

“Glass users are seeing some delays in shipping and long lead times, but at this time there doesn’t appear to be a major shortage
for brewers,” the BA report states. “The spirits industry is facing some serious supply interruptions. Flint glass seems to be in
tighter supply than amber glass.”

However, the shortage of another precious commodity — aluminum cans — is another story. In November 2021, Ball Corp. issued
a notice that starting Jan. 1, 2022, the minimum order for printed aluminum cans, pending available supply, increased from one
to �ve truckloads for each SKU for non-contracted customers. The Broom�eld, Colo.-based company also announced that it no
longer will warehouse inventory on behalf of customers and has suggested that most non-contract customers connect with
certain distributors for future orders. The supplier has since delayed this change to take effect March 1, as it further engages
with the brewing community for solutions.

“The craft beer industry has proven resilient in the face of supply chain disruptions, labor and
material shortages, and the pandemic. Through innovation and adaptation, small and
independent craft breweries have continued to serve their communities in creative ways.”

— Chuck Skypeck, technical brewing projects director at the Brewers Association

“Overall aluminum can shortages appear likely to continue deep into 2022 and perhaps further, as there is more competition for
aluminum and more demand for this package type from customers,” the BA’s November report states.

Despite these challenges, Chuck Skypeck, technical brewing projects director at the BA, says the brewing community is adjusting
to ensure continued service to dedicated consumers.

“The craft beer industry has proven resilient in the face of supply chain disruptions, labor and material shortages, and the
pandemic,” he says. “Through innovation and adaptation, small and independent craft breweries have continued to serve their
communities in creative ways.”

Adjusting for the shoppers
Although supply chain and shipping concerns cannot be minimized for the beverage industry, the market also is adjusting to not
only the types of beverages consumers are craving, but how they are being purchased.

According to a new study from London-based IWSR Drinks Market Analysis, ready-to-drink (RTD) beverage alcohol products are
expected to outperform the overall beverage alcohol market during the next �ve years, increasing its market share to 8% by 2025
(from about 4% share in 2020) in top RTD markets.

Ready-to-drink cocktails have found favor with consumers in the later portion
of the pandemic thanks to their convenience and premium �avor pro�les,
experts note. (Image courtesy of Cutwater Spirits)

“RTDs are still growing at higher rates than spirits, wine, and
beer, signaling a major shift in consumer interest in this
category across all demographics,” said Brandy Rand, chief
operating o�cer of the Americas at IWSR Drinks Market
Analysis, in a statement. “But it’s important to note that RTDs
aren’t only stealing share from beer, they’re also attracting
spirits consumers in markets such as Australia and the UK, and
cider drinkers in South Africa. We’re also seeing a signi�cant
premiumization trend in RTDs as more and more new brands
enter the space.”

U.S.-based wholesalers are taking keen notice of the growing
RTD beverage alcohol space. In a December 2021 release,
New York-based Breakthru Beverage Group noted how the
COVID-19 pandemic’s impact on beverage alcohol evolved
from at-home cocktail experiments to restaurant alcohol
delivery and now has landed on the RTD category.

“Consumers’ booming interest in RTDs is driving rapid growth and premiumization in the category,” said Drew Levinson,
Breakthru Beverage Group vice president of business development for emerging brands, in a statement. “We’re predicting a
continued and sustained acceleration in the ultra-premium RTD space based on consumers’ desires for greater convenience,
innovation and elevated �avor choices.”

In a release, the wholesaler noted that sta�ng shortage among other factors are in�uencing the hospitality industry on-premise
space.

“With limited or no in-room dining, hotels and resorts needed to pivot and provide guests with the elevated, sophisticated drink
options they are accustomed to while making it as easy as possible on their reduced staffs,” said Sharon Charny Woschitz,
Breakthru’s national accounts headquarter director for the East, in a statement. “It’s not just at hotels and resorts ― where we've
seen a 332% growth. Due to quality, innovation and sustainability, RTD’s popularity is also rising in new occasion areas such as
weddings, golf courses and concerts.”

This all comes as IWSR research notes that total beverage alcohol volume in 2020 for the United States was up 2%, its largest
gain since 2002. A June 2021 release from the market research �rm also notes that the U.S. market’s beverage alcohol was
expected to �nish 2021 up 3.8% in volume and 5.5% in value.

IWSR also found that wine had outperformed its 2019 numbers during the earlier part of the pandemic. In 2020, total U.S. wine
was up 0.7% in volume and 1.5% in value.

“Despite a non-celebratory 2020, sparkling wine managed to post growth, with Prosecco (especially rosé expressions) making up
for declines in Champagne consumption,” the IWSR release stated.

Changes in path to purchase
Yet, consumers’ beverage alcohol choices are not the only shifts that the beverage market is adjusting to. The venue in which
consumers are purchasing beverage alcohol continues to shift.

In an analysis, IWSR is projecting a sharp increase in beverage alcohol eCommerce. In the report “Led by the US, beverage
alcohol eCommerce value expected to grow +66% across key markets 2020-2025,” the market research �rm projects that
eCommerce will account for 6% of all off-premise beverage alcohol volume share.

“The greatest forecast eCommerce value growth will come from the U.S., thanks to average annual growth in the country of
about plus-20%, which will see it become the top global market for online beverage alcohol,” IWSR states. “China, which currently
accounts for a third of total eCommerce value, is expected to expand less rapidly, but still contribute substantial value.”

The market research �rm identi�ed two eCommerce models that have emerged for beverage alcohol: traditional omnichannel
online shopping and the modern app-driven eCommerce for rapid delivery and premium brands.

“Given the pandemic and overall changing consumer shopping behavior, it’s certainly not surprising that alcohol eCommerce is
growing very quickly. But what’s interesting is to see the signi�cant variations that have developed both across and within
markets in how different consumer groups shop via eCommerce and what their priorities are,” said Guy Wolfe, strategic insights
manager for IWSR Drinks Market Analysis, in a statement in the release. “eCommerce has clearly become engrained for many
consumers, cementing its place as the third sales channel for beverage alcohol purchase.”

Yet, eCommerce is not the only channel experiencing systemic changes following the pandemic. The on-premise and
foodservice markets continue to pivot as guidance evolves or new variants of the virus emerge.

In the Insights titled “2022: The Year of the Climb,” Lizzy Freier, director of menu research and insights for Chicago-based
Technomic, and Aimee Harvey, senior managing editor for the market research �rm, anticipate that recovery will continue in
2022. Yet, there will still be various pandemic hurdles to overcome.

In terms of the supply chain, operators will likely innovate with ingredients already available versus expanding menu choices with
new SKUs, they opine. The labor challenges, however, will require more proactive measures.

“The desperate scramble for adequate sta�ng has led restaurants to address recruitment and retention challenges with new
and creative strategies designed to improve the image of restaurants as desirable places to work,” Freier and Harvey stated in
the October 2021 release. “The next year will bring a surge in the number of restaurant companies hosting virtual hiring events,
upping hourly wages system wide, offering referral and signing bonuses, implementing 401(k) and healthcare bene�ts, dropping
educational requirements for managerial roles and providing emergency child care, all in an effort to snag workers from the retail
sector, gig jobs and other highly competitive channels.”

As the pandemic continues to challenge the beverage market and its partners, the leaders in the space continue to show that
they are more than capable of pivoting. BI
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Special Report

A healthy life
By Barbara Harfmann

More options enable health and wellness products to proliferate
(Image courtesy of Sunwink)

First coined in 1913, the often quoted idiom “an apple a day keeps the doctor away” reminds consumers to eat
healthy and to think about their food and beverage choices. After overindulging over the holidays, many
consumers are hitting the reset button and striking a new chord when it comes to health and wellness.

Yet, Erin Costello, communications and events associate for Niles, Ill.-based Imbibe, points out that the idea of health and
wellness differs from person to person even amid an ongoing 18-month-plus global pandemic, which brought immunity to the
forefront of consumers’ minds.

“Demands are beginning to shift toward focusing on different parts of health. The idea of health and wellness … is driving market
expansion especially in the NoLo (no and low alcohol beverages), but overall forti�cation has increased across all beverage
categories,” Costello says. “Energy, immunity and gut health picked up over other functions.

“Poppi’s sparkling prebiotic soda contains apple cider vinegar, and claims to support gut health and immunity, while also catering
to the movement toward reduced sugar in our diets,” she continues. “This brand became wildly popular throughout the pandemic
putting Poppi in the No. 1 spot in the functional soda category, based on four-week data from SPINS ending June 13, 2021.”

Available in Sauvignon Blanc, Red Blend, and Sparkling Rosé, the non-alcohol Starla features botanical �avors that are low in sugar and calories. Each bottle
contains only 25 calories. (Images courtesy of Starla)

Energy drink growth also is notable, moving from No. 5 to No. 2 on the list of fastest-growing functional beverages, right behind
dairy alternative beverages, she says, citing Chicago-based Glanbia Nutritionals.

Sanjeevani Dubey, research consultant for food and beverage at Fact.MR, Dubai, India, concurs that plant-based milks
increasingly are being used as a substitute for conventional dairy milks as they contain less fat and calories. The demand for
organic beverages/juices also is increasing across the globe.

“[T]his is expected to create vital opportunities for companies in the global beverages market. Ever-mounting demand for
healthy, �avored juices with natural constituents is expected to result in signi�cantly high sales of beverages,” Dubey explains.
“Players operating in the juice market are estimated to leverage this opportunity during the forecast period. Big beverage
companies are highly concentrating on [research and development] (R&D) activities to improve the multifunctional pro�les of oat
that provide high health bene�ts.”

“There has been an emergence of functional beverages hitting the market as more brands begin
to innovate their formulas to match the consumer demand of health-conscious products. We can
expect to see continued innovation in this category as consumers continue to expect more than
simply something to quench their thirst.”

— Haleigh Resetar, corporate communications specialist at SPINS LLC

De�ning wellness as an “active process of becoming aware of and making choices toward a healthy and ful�lling life,” Dubey
expects the trend of consuming natural, healthy beverages to steadily increase, as preferences for healthier and premium
products such as smoothies, ready-to-drink (RTD) beverages and other products with natural ingredients is being sought out by
health-conscious consumers.

In fact, functional beverages and consumers turning to food and beverage as medicine, primarily prophylactically, is causing a
double-digit projected compound annual growth rate of 10.49% for the functional beverage market, which is on track to reach
$198.12 billion from 2021-2026, according to Research and Markets.

“The rising concerns for health and wellness, and the spreading of diseases among consumers have made consumers
appreciate and incline toward plant-based products, including juices and other plant-based beverages,” Dubey says. “Plant-based
products contribute to healthy eating habits, and provide more nutritional value, vitamins, minerals, and healthy fats as
compared to animal-derived alternatives.”

Dr. Kellyann’s Bone Broths feature slow-simmered chicken bones, veggies and
natural herbs. The low-fat, low-calorie sippable bone broths are zero sugar and
contain 15 grams of protein and 5.5 grams of collagen in each serving. (Image
courtesy of Veyl Ventures)

Healthfulness key mover
Yet, the key to physical and mental health from foods and
beverages remains taste, the No. 1 purchase driver behind
price and convenience, according to the 2020 Health Survey
from the International Food Information Council (IFIC).

“Americans have a different view of themselves and their own
evolving purchasing decisions: 54% of all consumers, and 63%
of those age 50-plus care more about the healthfulness of their
choices than they did in 2010,” the survey stated. “Of course,
taste and price are more impactful for four in 10 consumers as
well, which may account for the lack of overall change in trend,
but healthfulness is the biggest mover.”

Dieting also is up, as 43% of Americans followed a speci�c diet
or eating pattern in the last year (up from 38% in 2019 and 36%
in 2018), with intermittent fasting taking the lead as most
common. Clean eating, last year’s top diet, has dropped to
second place. Demographic-wise, IFIC’s survey found that 74%
of millennials at least somewhat agree that they feel con�dent
in their ability to choose healthy foods.

David Nichols, category development and planning manager for Hoffman Estates, Ill.-based Tate & Lyle, notes that “diet”
beverages have been on the market for some time, but there continues to be a clear trend toward sugar and/or calorie reduced
beverage innovation.

“According to Nielsen data, low calorie and sugar free beverages have been growth drivers for the industry, with growth rates of
23% and 19% respectively over the past three years,” Nichols says. “The retail success of these beverages continues to drive
further innovation and new product launch activity in this space, with an annual growth rate of 5% for the number of new reduced
sugar and/or calorie beverage product launches over the past �ve years.”

In its February 2021 report titled “Functional Drinks in the US, 2021,” Chicago-based Mintel reports that three quarters of
Americans, with the exception of those aged 55 and older who are the fastest growing segment of the population but the least
engaged in the functional drinks category, are consuming drinks with select bene�ts, up 8% from a year ago.

“When fears of COVID-19 lessen and consumers return to pre-pandemic routines, it will be important to innovate and expand the
number of bene�ts offered to keep new users engaged and invite new users, particularly adults 55-plus, to the category,” the
report states.

Lance Collins created a line of functional beverages to help support immunity: mymuse Organic. This line of RTD enhanced waters and teas are USDA-certi�ed
organic and powered by antioxidants that support immunity and �ght against free radicals, the company says. (Image courtesy of mymuse Organic)

Ranjana Sundaresan, lead research analyst at Minneapolis-based Spoonshot, stresses the importance of beverage-makers re-
energizing the category. “The pandemic has left consumers feeling fatigued given the need to balance work, home life, kids, and
from the stress of it all,” Sundaresan says. “Many are going to look to food and drink for that additional boost of energy during
different times of the day when they are feeling drained.

“The largest category by far has been energy drinks, with top claims within this segment going to sugary, caffeinated beverages,”
she continues. “But such drinks have come under �re for their high caffeine levels and the harm that they can do to the health of
consumers.”

With new variants popping up, health is a major priority for consumers. References to health and wellness are trending in
consumer media channels, going up by 27% and projected to increase by another 13% in the coming 12 months, Sundaresan
says. Likewise, in 2021, business interest in functional beverages went up by 40%, even though functional beverages account for
a very small fraction of the overall health and wellness space, she adds.

According to Spoonshot data, the Top 5 health-related conversations on social media concern weight loss (29.4%), detoxi�cation
(26.4%), gut health (6.6%), with heart health and antioxidants each at 4.9% and dental health (4.5%). The top health claims were
vegan (23.7%), contains protein (21%), natural (16.7%), gluten free (11.5%) and plant based (11.3%).

“This means that beverages can no longer just focus on pure play hydration; they also have to offer something more in terms of
functionality,” Sundaresan says.

Beverages focus on functionality 
Beverages offer on-the-go consumers a fast way to introduce functional ingredients into their systems, which are bound to
increase further as the world returns to a more normal way of life.

Haleigh Resetar, corporate communications specialist at Chicago-based SPINS LLC, explains that functional beverages with no
sugar and those that are non-GMO and organic are �nding favor.

“Some of the top ingredients include mushrooms, beet root, taurine and lavender. Refrigerated RTD coffee and tea has grown
20.3% in the last year, with shelf-stable RTD tea and coffee also growing,” she says. “There has been an emergence of functional
beverages hitting the market as more brands begin to innovate their formulas to match the consumer demand of health-
conscious products. We can expect to see continued innovation in this category as consumers continue to expect more than
simply something to quench their thirst.”

In the natural and enhanced conventional channel for the 52 weeks ending Nov. 28, 2021, SPINS reports shelf-stable functional
beverages were up 96.7%, slightly eclipsed by the shelf-stable energy and functional beverages segment which saw 108%
growth. Shelf-stable performance beverages and refrigerated kombucha and fermented beverages, however, declined 11.4%
and 5%, respectively.

Within shelf-stable and refrigerated RTD coffees and teas, products labeled organic and refrigerated varietals fared better than
those labeled non-GMO. Organic refrigerated RTD tea and coffee were up 33.5%, while shelf-stable organic varietals saw a 17.4%
increase for the same time period, SPINS data says. At 11.1%, shelf-stable RTD non-GMO teas and coffees saw slightly more
sales than its refrigerated counterparts, which boasted 10.3% growth.

According to Statista, retail sales of functional beverages in the United States are projected to reach $18.6 billion in 2022, with
the functional water category booming with sales of $5.3 billion.

During the pandemic, beverage entrepreneur Lance Collins expanded his legacy of innovative beverages when he founded
 mymuse Organic, a line of functional beverages to help support immunity. This line of RTD enhanced waters and teas are USDA-
certi�ed organic and powered by antioxidants that support immunity and �ght against free radicals, the company says.

Bringing plant-powered “beauty from within” wellness to the masses, San Francisco-based Sunwink announced that its line of
Superfood Powders now is available at more than 1,800 Target stores across the United States. The �avors include Cacao Clarity
for caffeine-free energy and focus, Beauty Fruit Punch for hydration and radiant skin, and Digestion Lemonade to help with
debloating.

With weight management inexplicably tied to health and wellness and with more than 650 million adults worldwide obese,
Nathan Pratt, nutrition scientist for Kerry Taste & Nutrition, Beloit, Wis., notes that obesity is the No. 1 preventable risk factor for
diseases like type 2 diabetes and hypertension.

He also points out that the way consumers look at nutrition is much different than it was in the past, with today’s consumers
focusing on the positive functional bene�ts of the foods and beverages they consume.

“We have moved from a mindset of deprivation or restriction to one focused on the question of ‘What is my food or beverage
helping me do better?,’” he says. “It’s interesting to note that over the last 12 months, almost 40% of American consumers have
taken on improving their physical health by changing what they eat. One quarter of consumers have targeted dieting or losing
weight by choosing speci�c foods and beverages to reach those goals.

“Also, weight management has become less about appearance and more about health and to this end, beverages that have
functional bene�cial attributes such as protein forti�cation, immune or digestive support can be very attractive to consumers,” he
continues. “American consumers are increasing protein and �ber consumption and reducing their sugar and carbs — they’re
reaching for plant-based, organic and natural products with botanicals and herbals that can help them live their best life.” BI
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Up Close With

A ‘comforting’ spirit
By Lauren Sabetta

Skrewball Peanut Butter Whiskey shows power of �avored whiskey market
(Image courtesy of Skrewball Peanut Butter Whiskey)

During the course of the COVID-19 pandemic, beverage alcohol consumers have turned to products with nostalgic
�avor as they seek both comfort and indulgence, experts note. Although this trend has manifested in a number of
drinks categories, peanut butter-�avored whiskey is a trend that has been growing for some time, and has
continued at pace throughout the pandemic, notes London-based IWSR Drinks Market Analysis. “Collectively, the
leading �ve peanut butter whiskey brands in the U.S. increased sales by more than 250% from 2019 to 2020,”
according to IWSR data.

With �avored whiskey having gained a 3% share from un�avored spirits in 2021, the current whiskey market is exciting, says Carl
Carlson, president at Skrewball Peanut Butter Whiskey for Skrewball Spirits, San Diego.

“Year-to-date dollar sales of whiskey are up 1.2%, with �avored whiskey serving as the catalyst with 10.2% growth,” Carlson
explains. “When Skrewball Peanut Butter Whiskey �rst started gaining traction, we noticed a handful of companies launching
wacky �avor combinations with the assumption that this was the key to success. However, we wouldn’t place Skrewball in this
category. Skrewball offers a comforting peanut butter �avor that has been patiently perfected ― and it shows in the product’s
taste.

Launched in San Diego in 2018 by husband-and-
wife duo Steve Yeng and Brittany Merrill-Yeng,
Skrewball Peanut Butter Whiskey was conceived
from a best-selling cocktail that Steve developed
while working at his former Ocean Beach bar and
restaurant. (Image courtesy of Skrewball Peanut
Butter Whiskey)

“Skrewball Peanut Butter Whiskey is a high-quality product with an incredible family
story, being co-founded and owned by a husband-and-wife duo,” he continues. “The
liquid credentials, along with awareness of the real people behind the brand, creates
enthusiasm for our customers to embrace and spread the word about Skrewball.”

Launched in San Diego in July 2018 by husband-and-wife duo Steven Yeng and
Brittany Merrill-Yeng, the 35% ABV, 70 proof Skrewball Peanut Butter Whiskey was
conceived from a best-selling cocktail from Steven Yeng’s former Ocean Beach
restaurant, explains Merrill-Yeng, co-founder of Skrewball Whiskey.

“After emigrating as a refugee from Cambodia, peanut butter became a favorite new
�avor for Steve,” Merrill-Yeng says. “He was working at a popular bar and restaurant
in the Ocean Beach neighborhood of San Diego and developed a best-selling peanut
butter whiskey cocktail — on top of many other peanut butter-infused dishes. We saw
how people gravitated toward the cocktail and knew there was potential to create a
product that was just as unique as we were, a product created for a community of
unique, unconventional individuals. So, we transformed the cocktail into a shelf-
stable spirit with real quality ingredients.”

In 2019, on the heels of Skrewball’s success in its hometown market and high
statewide and national demand for peanut butter-�avored whiskey, the company
announced its national partnership with In�nium Spirits to expand across the United
States. This also bolstered additional valued partnerships with other well-known
distributors, Carlson says.

“Through our U.S. sales and marketing relationship with In�nium Spirits, we [now] have multiple valued partnerships with
Republic National Distributing Company (RNDC) and Breakthru Beverage Group that encompasses over 75% of the U.S.
marketplace,” he explains. “Additionally, in select parts of the U.S., we have distributor partners such as Empire Wine Merchants,
Allied Beverage, Martignetti Companies and Admiral Beverage.”

Moreover, with recent successful launches in select markets outside the continental United States, the worldwide interest and
inquiry into Skrewball Peanut Butter Whiskey’s expansion have validated an elevated level of demand, Carlson says.

“We were honored to earn Impact Hot Brand recognition and many additional taste, innovation and quality awards. As the
category creator, Skrewball has maintained its position as the leading peanut butter whiskey,” Carlson explains. “We were the
only one in the category to launch in all Canadian provinces, and early consumer purchase rates and overall buzz about the brand
have been extremely positive.”

“Skrewball Peanut Butter Whiskey is a high-quality product with an incredible family story,
being co-founded and owned by a husband-and-wife duo. The liquid credentials, along with
awareness of the real people behind the brand, creates enthusiasm for our customers to
embrace and spread the word about Skrewball.”

— Carl Carlson, president at Skrewball Peanut Butter Whiskey for Skrewball Spirits

Memorable and shareable experiences
As Skrewball’s strategic partnerships are fostered to drive relevancy and awareness, along with further engaging a growing
community of Skrewball loyalists and explorers in occasions that �t their lifestyle and interests, the brand aims to provide
experiences that are memorable and shareable, Carlson explains.

“We love the interaction with our consumer base and the true community formed on our social platforms,” he says. “We see
signi�cant cocktail activity and creativity with Skrewball for those who get innovative at home, as well as in the bartending
community.

“Skrewball is not only the main component, but also the perfect enhancement for a cocktail, as an addition to an Old Fashioned
or Espresso Martini,” he continues. “The spirit can also be mixed with a variety of juices. Consumers enjoy it with coffee, hot
chocolate and even in dessert recipes. It is a very versatile drink and adds premium taste and value to a quality cocktail.”

As Skrewball Peanut Butter Whiskey continues to drive meaningful investment in a wide array of experiential marketing
activations that re�ect the diversity and interests of its valued community, the brand is looking forward to being part of consumer
experiences in the year to come, making a difference in people’s lives and giving back to the community, Carlson adds.

“We have exciting experiences and news on the horizon,” Merrrill-Yeng says. “Stay tuned.” BI
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Drinks
Between

By Barbara Harfmann | Managing Editor

New year, new labeling
With the new year in full swing, the National Bioengineered Food Disclosure Standard (NBFDS) went into effect in
2022. The mandate requires manufacturers and importers in the food and beverage industry to label products
containing genetically modi�ed organisms (GMOs) using the term “bioengineered” instead of “GMO” in
disclosures. However, there is an exemption for those generating less than $2.5 million in annual sales. The
regulation also allows a 5% ingredient threshold for GMO contamination.

Along with the United States, many countries require genetically modi�ed foods to be labeled. The NBFDS, which was published
in the Federal Register in December 2018, marked the start of mandatory GMO labeling in the United States.

According to the Bellingham, Wash.-based Non-GMO Project, GMOs are living organisms whose genetic material has been
arti�cially manipulated in a laboratory through genetic engineering. This creates combinations of plant, animal, bacteria, and
virus genes that do not occur in nature or through traditional crossbreeding methods.

Annual sales of Non-GMO Project Veri�ed products
containing the Butter�y seal exceed $26 billion, the
company says. (Image courtesy of the Non-GMO
Project)

The National Bioengineered Food Disclosure Standard applies to most food manufacturers and importers in the United States. There currently is an exemption
for those generating less than $2.5 million in annual sales. (Image courtesy of MONTICELLLLO, Adobe stock)

The nonpro�t notes that products bearing the Non-GMO Project Veri�ed Butter�y seal — a logo that �rst hit store shelves in 2010
— are the fastest dollar growth trend at retailers. Annual sales of Non-GMO Project Veri�ed products now exceed $26 billion, the
company’s website states.

A consumer poll taken in 2015 found that 93% of Americans and 88% of Canadians support labeling of GMOs.

The National List of Allowed and Prohibited Substances, which identi�es synthetic substances that may be used and the non-
synthetic substances that may not be used in organic crop and livestock production, includes some high-risk food ingredients
made from crops commonly grown with GMO technology. This includes derivatives and carriers often used in beverage
formulations, such as starch, protein, �ber and lecithin.

Experts point out that non-GMO is not the same thing as organic. Yet, all organic products are non-GMO. Vegan/plant-
based/vegetarian products also exclude GMOs. Thus, non-GMO labeling is attractive to marketers who cannot produce organic
foods and beverages for any number of reasons, including supply and cost, but want to appeal to shoppers looking for “cleaner”
formulations.

Experts note that the simpler the ingredients, the easier it is to communicate this fact on beverage labels. For example, sodas
sweetened with cane sugar and almond milks �avored by nature do not contain GMOs.

Honey is an example of a “threshold” ingredient. In its natural state, honey is a non-GMO food because honeybees are not
genetically modi�ed; however, honey is produced from the nectar of plants. The pollen grains within honey are a component in
which genetically modi�ed proteins might be found. However, the amount of pollen in honey averages 0.2%, which is well below
the allowed threshold set forth in the NBFDS as well as by The Non-GMO Project, the groups state.

If one or more ingredients in a formulation are being touted as being from non-genetically modi�ed crops, it is paramount that
the verbiage not be misleading. Thus, beverage manufacturers should do their homework and work closely with suppliers if they
want to develop products that make a non-GMO claim.

Getting products analyzed and certi�ed by a high-quality and reputable food lab are steps to take to ensure the highest e�cacy
— and the Butter�y seal tells consumers you have done your due diligence, according to The Non-GMO Project. BI

To kick off its �rst Shorties Classic Pitch and Putt Match, Tito’s Handmade Vodka, the “O�cial Vodka of the PGA Tour and

PGA Tour Champions,” sponsored a vintage game of Wolf played by PGA golf pros Harry Higgs, Harold Varner III, Pat Perez

and Joel Dahmen. The golfers teed off for a good time and to earn funds for their favorite charity in a classic golf game

where the foursome rotated as the “Wolf,” or the person who tees off �rst at each hole. Typically decided by �ipping a tee,

for this game, a bottle of Tito’s was spun. Each hole was worth varying points and depended on the “Wolf’s” decision to call

“Lone” before teeing off (3 points), call “Lone” after everyone else tees off (2 points), or choose a partner to play that hole

with (1 point). To keep things exciting, points also could be doubled for a particular hole. Filmed in Austin, Texas, the Tito’s

Shorties Classic aired on the Golf Channel on Jan. 5, 6 and 12, and featured color commentary by the legendary Manolo

Vega and former LPGA tour golfer Belen Mozo. Tito ’s  donated $10,000 for each point a player
wins to the contestant’s  charity of choice , which were Feherty ’s Troops First
Foundation (Higgs) ,  HV3 Foundation (Varner III) ,  Operation Game On
(Perez) ,  and The University of Texas MD Anderson Cancer Center (Dahmen).

Teeing off for a good cause

For almost two years, the COVID-19 pandemic and its impact on nearly every industry in every corner of the globe has dominated the
headlines. It continues to drive a fundamental change in America's relationship with food, according to the 18th Annual Hunter Food
News Study

Restaurant mask mandates and labor shortages topped the list of leading food news stories. The study also found that not only are
Americans spending more time cooking and altering their meal preparation, but there’s been a fundamental shift in America’s
relationship with food, as a greater portion of Americans begin to identify as “foodies.”

Meal preparation behavior also has dramatically shifted with 42% of American dinner meals being cooked from scratch, up 14% from
before the pandemic. Recipe usage is up 21%, while sit-down meals at restaurants have declined 33% from 2019, the study found.

Other key �ndings from Hunter’s two waves of research include:

Mask Mandates in Restaurants. In the wake of COVID-19, many local o�cials instituted safety regulations to
curb the spread of the virus such as mask mandates in most public places, including restaurants, which was
the No. 1 story of the 2021 Hunter Food News Study.

Labor Shortages in Restaurants. In the No. 2 spot, the pandemic forced many restaurants to close their doors,
as diners and workers chose to stay home in response to fears of virus transmission which then caused
widespread labor shortages.

In�ation and Higher Food Prices. Consumers are feeling the pinch of COVID-19 at retail as well. Claiming the
No. 3 spot, U.S. in�ation is rising at the fastest pace in more than a decade due to rising costs of raw
materials, labor and shipping. To offset increases in these costs and preserve pro�tability, many food and
drink brands are increasing prices on their products.

Impact of Climate Change on Food Insecurity. Climate change continues to contribute to food insecurity
across the country as worsening droughts and �oods contribute to decreased food security.

The Nutritional Bene�ts of a Plant-Based Diet. Plant-based diets continued to rise in popularity in 2021.
Reports of improved heart health and links to longevity further encouraged consumers to give it a try.

— Research �ndings from the 2021 Hunter Food News Study. 
For more information, visit www.hunterpr.com/foodstudy2021

Did You Know ...

Power one’s pickleball game with protein  

Rockin’ Protein has aced the competition with a new USA Pickleball
Sponsorship, making the protein beverage the o�cial protein and
recovery drink of America’s fastest-growing sports craze. Family-
owned Shamrock Farms will be the o�cial milk of the association.
Rockin’ Protein will support the association through a variety of
advertising, digital and social media and public relations efforts,
while also fueling its more than 40,000 athletes with high-quality
protein. Additionally, Rockin’ Protein will highlight USA Pickleball’s
star athletes and top plays as the presenting sponsor of the “Rockin’
Protein: Rockin’ Good Performance of the Match,” during upcoming
ESPN broadcasts. Rockin’ Protein, which is made from real milk,
contains no added sugar, low carbs and calories, and enables
consumers to Refuel after intense workouts with Recovery, stay trim
with Lean, or feed their muscles with Builder. “USA Pickleball and
Rockin’ Protein are a perfect match,” said Ann Ocaña, chief
marketing o�cer for Shamrock Foods Co., in a statement.
“Pickleball is a fun sport that continues to grow and appeals to a
broad range of athletes of all skill levels. It directly aligns with
Rockin’ Protein's core consumers — those who seek a natural, great-
tasting protein beverage that will help power their game.”

Founded in 1909 by Czech and German immigrants brewing beer with
Old World traditions, Spoetzl Brewery in Shiner, Texas, has long
provided philanthropic support to those in need. In Fact, The
Independent Brewery Recently Contributed $100,000 To The American
Red Cross To Support Relief Efforts In Those Areas Most Impacted By
The Deadly And Destructive, Late-Season Tornado Outbreak Across
Portions Of The Southern U.S. And Ohio Valley In Mid-December 2021.
In a statement, Jimmy Mauric, Shiner’s Brewmaster, stated: “We are
saddened to see the destruction and loss of life in the affected areas —
particularly in Kentucky, but also in Arkansas, Illinois, Missouri and
Tennessee. All of us in the Shiner family are thinking of and praying for
all those affected.” In the wake of similar natural disasters, Shiner
Beers and its ownership have provided help for Hurricane Ida and
Hurricane Laura relief efforts in Louisiana, relief efforts in Florida and
Georgia following Hurricane Michael, as well as in the Carolinas and
Virginia following Hurricane Florence, help after the catastrophic
�ooding in Central Louisiana in 2016, Hurricane Sandy in 2012,
Hurricane Ike in 2008 and Hurricane Katrina in 2005, the company
says.

NATURAL DISASTER
SUPPORT
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All eyes on labels
By Jessica Jacobsen

Shrink, stretch labels helps brands stand out from the crowd
(Image courtesy of Shamrock Farms)

Differing from other winter Olympic sports, �gure skaters not only need to master their physical routine in order to
impress the judges, but also must ensure the music, costumes and makeup coordinate to keep all eyes on them.
Although the fast-moving consumer packaged goods market brands do not have judges deciding their fate,
grabbing consumers attention on crowded store shelves can be just as di�cult as registering a perfect score.

“The continued development of innovative beverage products (functional beverages, etc.), the ever-changing demands to grab
consumer attention on shelf and the opportunity to utilize the functional bene�ts of sleeves are driving continued use and
innovation for shrink and stretch sleeve labels,” says Gwen Chapdelaine, marketing director for Fort Dearborn Co., Elk Grove, Ill.

Because of these variables, Chapdelaine highlights that suppliers have elevated the attributes that shrink and stretch sleeve
labels can offer.

Beverage-makers increasingly are utilizing shrink sleeves on aluminum can
packaging because of its economic and graphic advantages, experts note.
(Image courtesy of PDC International)

“Various enhancements for sleeves can be used to create
premium looks for products including matte, metallics, foil,
holographic and tactile �nishes,” she says. “We’ve also seen
the increased use of shrink sleeves on cans for the beverage
industry. Sleeves are an economical alternative to pre-printed
cans and provide eye-catching, 360-degree bright, high-quality
graphics.”
 
As an increasing number of brand owners are turning to shrink
and stretch labels, suppliers highlight that bene�cial attributes
continue to proliferate.
 
“[Shrink sleeve] is still the only way to label or cover 360
degrees on almost any shape container, along with optional
light blocking,” says Michael Johnston, tunnel testing and
development technician for PDC International, Norwalk, Conn.
“This allows the brand to stay away from colored containers, as
well as clear HDPE. By using the same container on different
brand SKUs, with a change in graphics and cap color, the
package will look totally different between the total SKU family
of products.”

Fort Dearborn’s Chapdelaine echoes similar sentiments about bene�ts that beverage manufacturers can realize from shrink and
stretch sleeves.

“Sleeve labels offer beverage brands several advantages over other label formats,” Chapdelaine says. “Sleeves provide
maximum brand impact with 360 degree coverage. They also allow beverage brands to utilize a single colorless container and
differentiate various products and lines with their labels. Sleeves can also incorporate tamper evidence.

“For multi-packs and on-packs, sleeves offer promotional and merchandising opportunities for beverage brands,” she continues.
“Another bene�t of shrink sleeves is the complete coverage of complex shaped containers. This feature of shrink sleeves also
allows for the incorporation of light barrier features within the label, thus increasing shelf life of light sensitive products such as
vitamin forti�ed waters and dairy products.”

Developed for the future
Like all other aspects of the packaging world, label suppliers are seeing a growing in�uence from sustainability. Additionally,
brand owners that have made sustainability part of their ethos are turning to label suppliers that can support these goals.

“Various enhancements for sleeves can be used to create premium looks for products including
matte, metallics, foil, holographic and tactile �nishes. We’ve also seen the increased use of
shrink sleeves on cans for the beverage industry. Sleeves are an economical alternative to pre-
printed cans and provide eye-catching, 360-degree bright, high-quality graphics.”

— Gwen Chapdelaine, marketing director for Fort Dearborn Co.

Pictured above is PDC’s KST-55 Steam Shrink Tunnel with Integrated Boiler.
(Image courtesy of PDC International)

“We are addressing sustainability by working with suppliers on
developments to support brand owners sustainable packaging
goals,” Chapdelaine says. “Along with material downgauging,
these developments include recyclable and �oatable labels
that meet [Association of Plastic Recyclers] (APR) recyclable
guidelines as well as PCR content labels containing post-
consumer recycled materials. Sleeves can also include a
perforation to allow for easy removal after product use.”

PDC’s Johnston notes that innovations from suppliers have
helped increase the number of environmentally friendly
packaging options for PET packaging, enabling APR
compliance.

For example, a �oatable label’s gravity of less than 1.0 meets
APR guidelines, while PET sleeves that utilize washable inks
can be reground and mixed with PET �ake, also meeting APR
critical guideline tests for sleeve labels.

“We have seen downgauging, which drives more labels per roll, which gives you longer run time before changing the roll, reduces
roll count per order, which reduces sleeve and shipping costs,” he says.

Additionally, Johnston identi�es removable sleeves by way of perforations or deseaming as a way to encourage consumer
participation in sustainability efforts.

“With the addition of a vertical perforation the consumer can remove the sleeve prior to recycling the container,” he says.
“Deseaming is a solvent when the sleeved container enters the recycling caustic wash process [to] release, allowing the sleeve
to release.”

Johnston expects that sustainability-focused measures will continue to be part of the future for the shrink sleeve market.

“Everyone is talking and pushing for a circular economy,” he says. “There are now shrink �lms which can be recycled with PET
bottles, now in line with sustainability’s directives with most companies and environment groups. This shrink sleeve material is
printed with washable inks, allowing the ink to be removed.”

Although labeling suppliers have made conscious efforts to advance the attributes and sustainable qualities of shrink and stretch
labels, experts highlight that brand owners still have a collection of considerations they must evaluate before employing these
solutions.

“There are more steps involved with shrink and stretch sleeve labels than other label types thus making it more challenging,” Fort
Dearborn’s Chapdelaine explains. “We encourage our customers to get us involved upfront on a project to ensure success. With
shrink sleeves especially, it’s critical to choose the right material for the container and to take this into consideration during the
container selection process as well as to understand sustainability options.

“Shrink sleeve labels also often need to include distortion of the graphics in order for the printed product to appear correctly once
shrunk onto the container,” she continues. “Proper container sizing and line trials provide an opportunity to test for distortion. We
recommend involvement with all key suppliers during the process: prepress, container, converter, and application provider to
eliminate unnecessary errors and waste upfront before full production.”

Meanwhile, PDC’s Johnston calls out the variables that should be considered when applying shrink sleeves to empty beverage
containers.

“The packaging engineers should consider when sleeving empty plastic containers, that the container is tested to see if the heat
required to shrink the sleeve does not reach the thermo-load of the container which will distort the container,” he says.

Pandemic variables
As mainstream media reports often have highlighted the impact the pandemic has had on the global supply chain, experts note
that the labeling materials market also has been impacted.

“During the pandemic we have seen certain materials become di�cult to obtain,” Johnston says. “As a result, we see existing
customers switch to �lms that are readily available. At times, this move from one �lm to another, if not researched and tested
properly, provides a change in shrink quality.”

Fort Dearborn’s Chapdelaine also details the supply chain woes when developing labeling materials, but notes that the company
is closely working with its partners to take a proactive approach.

“The pandemic created a lot of demand for consumer food and beverage products,” she says. “Similar to other label materials,
there has been supply tightness for shrink and stretch sleeve raw materials along with transportation challenges. To help
alleviate supply constraints, we work closely with customers to understand their forecasts and in the development of custom
label management programs to ensure supply.”

Despite these supply chain challenges, demand for shrink and stretch labels shows that the positive attributes make them an
ideal labeling solution for beverage-makers. BI

Packaging News ...

KOE’S NEW RECIPE, BRAND REFRESHBUD LIGHT SELTZER HARD SODA, BUD LIGHT SELTZER SOUR

DOGFISH HEAD’S OFF-CENTERED ART SERIES YELLOWSTONE BOURBON’S LANDMARK EDITION BOTTLES

GRAHAM+FISK’S VALENTINE’S DAY BOXINTERNATIONAL DELIGHT LABEL UPGRADE
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The brain game
By Barbara Harfmann

Concentrated help to boost brain power
(Image courtesy of Rowdy Energy)

In the 1939 MGM motion picture “The Wizard of Oz,” the Scarecrow (Ray Bolger), in need of a brain, accompanies
Dorothy (Judy Garland) down the yellow brick road to the Emerald City to ask the Wizard of Oz for help. Yet,
throughout the movie, the Scarecrow is the “brains” of the foursome as he tells the Cowardly Lion (Burt Lahr) that
he has a plan, and he’s going to lead them as they overtake the prison guards and sneak into the Witch’s castle to
rescue Dorothy. When it comes to cognitive health and energy ingredients, beverage manufacturers are giving
consumers a “plan” and many options when it comes to balancing mental and emotional well-being.

Among the trends in functional beverages are products that provide an edge in managing stress and support better focus and
cognition. It’s not just baby boomers (born between 1954-1967) that are trying to prevent Alzheimer’s disease, which affects an
estimated 6.2 million Americans — numbers that are projected to rise to nearly 13 million by 2050, the Alzheimer’s Association
states.

One in nine people aged 65 and older (11.3%) has Alzheimer’s dementia and almost two-thirds of Americans with Alzheimer’s are
women. Older Black Americans are about twice as likely to have Alzheimer’s or other dementias, while older Hispanics are about
one-and-a-half times likely to get the disease as older Whites, the association says.

Designed to improve mind and body well-being, VYBES features plant-derived
hemp CBD to improve mental health. (Image courtesy of  VYBES)

To prevent the debilitating condition, several trends are
in�uencing the use of cognitive health and energy ingredients
within beverages and supplements, experts note. These
include increased awareness of overall wellness based on
social media and Internet searches, improved clinical research
and studies on ingredient e�cacy, and the rise of nootropics to
enhance cognition and memory and to facilitate learning.

David Tetzlaf, marketing director for Blue California, Rancho
Santa Margarita, Calif., notes that the younger market such as
millennials (born between 1981-1996) and Gen Z (born
between 1997-2012) are looking for products that provide an
edge in managing stress and supporting better focus.

“Beverage manufacturers can capitalize on this desire and
move from ‘energy’ to mental energy and focus,” Tetzlaf says.
“As a result of the pandemic’s impact on health and mental
well-being, the consumer trend is to support brain health, mood
and sleep. These are interrelated and a leading focus for
functional foods and beverages, according to Innova. Fifty-
eight percent of consumers wish to alleviate stress. In the
same report from September 2021 on functional foods, 66% of
consumers seek out products that improve sleep quality.”

Also noting the impact of the pandemic on at-home consumption, Kyowa Hakko Marketing Manager Maria Stanieich notes that
today’s consumers are desiring products that support and fuel their everyday lifestyle.

The New York-based company commissioned Gallup to investigate cognitive health trends in 1,208 adults and found that two-
thirds of adults experienced cognitive problems in 2018 and more than a half (57%) are concerned with improving their brain
power. The poll also discovered that memory loss becomes more prominent with age, while the ability to concentrate and focus
is more prevalent with younger adults. In fact, almost half (47%) of 18- to 34-year-olds said they experienced such issues in the
past year.

Gamers in focus
 With a greater focus on everyday health, maintaining an active lifestyle and supporting wellness remain top drivers for beverage

products, Kyowa Hakko’s Stanieich says. She also suggests there’s considerable growth potential for memory-focused
ingredients for gamers of all ages.

“Formulations that deliver a speci�c function, including immune support, mental performance
and energy boost will engage functional beverage drinkers. This market has several
opportunities for expansion including innovative areas to meet the need for new buying habits.”

— Maria Stanieich, marketing manager for Kyowa Hakko

“There’s also been a notable demand for cognitive health ingredients within the eSports community,” she explains. “This sizeable
audience of PC gamers, mobile gamers, etc., is made up of a lot of different consumers. This consumer base is interested in
products that support and fuel their lifestyle. The use of cognitive supplements has increased dramatically over the past several
years. There is a huge marketing opportunity in the beverage space.”

She notes that Cognizin citicoline, which has been featured in more than 200 products globally, isn’t chemically synthesized, and
is made using the company’s innovative fermentation process to deliver top-quality and purity, while being vegetarian, allergen-
free and self-a�rmed GRAS.

“We believe a product like Cognizin citicoline with strong science and commitment to well-designed research will continue to be
the gold standard by which clinically substantiated claims will be measured,” Kyowa Hakko’s Stanieich says.

With stress and mood the top health concerns among Gen Z and millennials, who also rank experiential and emotional measures
as most important when evaluating their health, Laurentia Guesman, business manager at AIDP Inc., notes that this combination
is driving interest and usage in products that don’t have negative side effects.

IQMIX layers on brain-functional compounds with the Lion’s Mane adaptogen and Magtein, which has been clinically shown to enhance cognitive performance
and mood, the company says. (Image courtesy of IQBAR)

The City of Industry, Calif.-based company offers a nootropic portfolio that experienced double-digit growth in 2021, with no signs
of slowing down, Guesman says.

These ingredients include the patented Magtein (magnesium L-threonate) supplement that has been clinically shown to support
cognitive function and brain health. A double-blind, placebo-controlled study demonstrated that Magtein signi�cantly improved
cognition in four areas: executive function, working memory, episodic memory and attention at six and 12 weeks.

“Magtein’s chemical structure allows it to cross the blood brain barrier, which is the only effective magnesium compound with
that ability,” Guesman explains. “We were able to ensure that Magtein is reaching the tissues that they are speci�ed for, through
bioavailability and input/excretion testing. The unique ability to cross the blood brain barrier results in cognitive effects felt
quickly with long-lasting results.”

Magtein also is FDA GRAS and can be formulated into a wide array of beverages. The ingredient was formulated into its �rst
ready-to-drink (RTD) functional beverage in 2021, she adds.

Also supporting mental energy, memory, focus and attention is Kyowa Hakko’s Cognizin citicoline, a brain health nutrient that
provides mental wellness bene�ts without the jitters associated with caffeine, the company says. The clinically studied
ingredient is stable, soluble, tasteless, GRAS and works well in beverage applications, Stanieich adds.

“Cognizin facilitates membrane �uidity and plasticity, forti�es cell membrane structures and enhances neuron communication,”
she says.  

Among the many cognitive health ingredients that support mental energy,
memory, focus and attention are Kyowa Hakko’s Cognizin citicoline. (Video
courtesy of Kyowa Hakko)

What is Citicoline?What is Citicoline?
A link to overall health
As today’s consumers focus on a “prevention over cure
approach to health,” 63% of those surveyed in the U.S. by
FMCG Gurus in 2021 agree that cognitive health and energy
levels were the top areas, along with immunity, that global
consumers would like to improve upon. An additional 15%
strongly agree there is a link between cognitive health and
overall health. The same study by the FMCG Gurus found that
62% are likely, and 13% are very likely to search for foods and
drinks designed to improve cognitive health, while 32% strongly
agree and 29% agree that they are interested in foods and
drinks that offer sustained energy speci�cally for the brain to
stay alert and mentally active.

As a result, new innovations are hitting the market.

In January, Will Nitze, founder and CEO of IQBAR, a brain and body nutrition startup, launched IQMIX, a �rst-of-its-kind hydration
stick pack that blends hydration and brain function with zero grams of sugar and just 1 gram of total carbohydrates. Free of
GMOs, gluten, dairy and soy, IQMIX layers on brain-functional compounds with the Lion’s Mane adaptogen and Magtein, which
has been clinically shown to enhance cognitive performance and mood, the company says.

Meanwhile, in August 2021, two-time NASCAR Cup Champion Kyle Busch and beverage entrepreneur Jeff Church added two
new �avors to its Rowdy Energy lineup. A better-for-you energy drink �lled with electrolytes and 160 mg of naturally occurring
caffeine derived from green tea, paired with the nootropic, L-Theanine, Rowdy Energy released Blue Raspberry, a keto friendly
and zero sugar offering, and Grape, which contains 60% less sugar than the leading energy drinks, the company says.

Blue California’s Tetzlaf notes that the top emerging nootropics for supporting cognition in the beverage space include L-
Theanine, ginseng and mushrooms. Found in green tea leaves, L-Theanine is a nootropic and an adaptogen that is becoming a
popular, mainstream ingredient to pair with caffeine to boost energy without jitters, he explains.

The company offers L-TeaActive L-Theanine, an adaptogen that noticeably brings down stress levels, and ErgoActive L-
ergothioneine, produced by a proprietary fermentation process, is an antioxidant believed to reduce the accumulation of long-
term oxidative damage.

“An in vitro study published in the Journal of Dietary Supplements has demonstrated that Blue California's L-TeaActive L-
ergothioneine can help preserve telomere length and reduce the rate of telomere shortening under oxidative stress, thus
contributing to healthy aging,” Tetzlaf explains. “The in vitro study is the �rst time ergothioneine has been studied for its effect on
telomere length. Overall, the study results suggest that L-ergothioneine as part of a healthy diet could potentially mitigate the
negative effects of oxidative stress and support healthy aging by helping to preserve telomere length and reduce the rate of
shortening.”

As more studies commence on healthy aging, interest is growing in L-ergothioneine as a super antioxidant, but the ingredient’s
high price and commercial availability have presented challenges to product developers. With advancements in the fermentation
process and its proprietary bioconversion, Blue California is able to produce high-purity, non-GMO ergothioneine at a lower cost at
commercial scale, the company says.

In addition to Magtein, AIDP offers BacoMind, a patented, clinically tested “memory and cognition enhancing” standardized
phytochemical composition that contains nine different bio-actives. Derived from Bacopa monnieri, a plant revered in ayurvedic
medicine for boosting memory and cognition, BacoMind has received GRAS approval and has been clinically tested to improve
memory acquisition and retention in the elderly and improve self-control and attention in children ages six to 12 years, Guesman
says.

Additionally, CogniPLUS is AIDP’s new proprietary branded complex of phospholipids. Made using a patented, solvent-free water
extraction technology, CogniPLUS focuses on stress, memory, mood and PMS symptoms.

When formulating a beverage with cognitive health and energy ingredients, AIDP’s Guesman notes that “messaging, taste and
dose” are all critical factors to a successful beverage product.

To help meet the real world needs of consumers interested in peak performance, mental clarity, health and wellness and quality
of life, the release of new products for cognitive health and energy support will continue to require investment and creativity.

In fact, the active lifestyle market grew 5.5% to $40.5 billion in 2020, and the Nutrition Business Journal predicts that the growth
trajectory will remain steady in the years to come, Kyowa Hakko’s Stanieich says.

“Recent innovations incorporating novel ingredients for everyday and overall health maintenance is a growing consumer interest
as indicated in the 2021 NBJ Active Lifestyle Report,” Stanieich says. “Post pandemic, consumers are seeking out new and
innovative health products for daily use. This has allowed emerging concepts and new brand offerings to emerge.”

Experts expect that the cognitive health and energy category will continue to grow and evolve to meet the demands of a wider
audience searching for personalized nutrition and optimal ways to balance their physical, emotional and mental well-being.

Stanieich suggests that “healthy aging” and the target demographic for brain health is top of mind for younger consumers as well
as the aging population.

“Formulations that deliver a speci�c function, including immune support, mental performance and energy boost will engage
functional beverage drinkers,” she concludes. “This market has several opportunities for expansion including innovative areas to
meet the need for new buying habits.” BI

Creators Brief
A guilt-free sweet solution
FoodTech start-up B.T. Sweet Ltd. launched a new plant-based, one-to-one drop-in sugar replacer
for multiple food applications: Cambya. The proprietary formula, based on soluble �bers, monk
fruit, and select botanicals, boasts a one-to-one equivalent to sugar both in body and taste, and
offers a rich source of naturally derived bene�cial �bers. The non-GMO ingredient delivers optimal
sweetening capacity, without the need for masking agents and doesn’t leave any lingering
aftertastes, the company says. In a statement, B.T. Sweet’s Co-inventor Gil de-Picciotto, said:
“Cambya applies a unique process to overcome these organoleptic challenges by targeting the
hydrophobic sites on natural sweeteners, rendering them less accessible to �avor receptors. This,
in turn, delivers sugar-like sweetening and bulking effect.” The new sweetening platform is the
result of a three-year research and development campaign of mixing and matching a broad range
of �bers, natural sweeteners and botanicals. The team also explored different development
techniques to ensure high solubility and superior blending capacity for smooth integration into
food and beverage products, all with minimal processing. The ingredient will be produced in
Europe and several consumer packaged goods brands are line-testing it.

B.T. Sweet Ltd.
16 Tidhar Ramat Efal St., Ramat Gan 52960, Israel; 

 yoavg@btsweet.com; www.cambya.com

Kerry, Beloit, Wis., named Oliver Kelly as
president and CEO of its North American
operations, effective Jan. 1. He replaces
Gerry Behan who served as interim
president and CEO and who will continue in
his broader capacity as president and CEO
for Kerry Taste and Nutrition. Over the past
30 years, Kelly has served in numerous
commercial and management roles, most
recently holding the role of commercial CEO
for North America. A native of Ballinasloe in
Co Galway, Ireland, he joined Kerry in 1991
after graduating from University College
Dublin with a bachelor of art’s degree in
agricultural science. He moved to North
America from Ireland in 2018 after leading
Kerry’s strategic growth in the foodservice
channel for the Europe region.

Carol Stream, Ill.-based Prinova expanded
its valued-added services with the
acquisition of Lakeshore Technologies,
Norton Shores, Mich. The contract
manufacturer offers a variety of toll
processing services, including micronizing,
blending, repackaging, sifting, and metal
detection and removal. It also will bring new
technologies including ceramic jet milling,
hammer milling, and inline blending as well
as engineering and system design
expertise to the Prinova family. Lakeshore
Technologies also maintains a dedicated
psyllium husk manufacturing line to service
the cereal and bar industries.
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Ingredient Spotlight

Exotic, domestic fruits’ conscious in�uence
By Jessica Jacobsen

Functional beverages containing three Ps trend upwards
(Photo by romanov from Pixabay/courtesy of Canva)

In a 2016 blog article on the Harvard Health Publishing website titled “8 steps to mindful eating,” Dr. Lilian Cheung,
a nutritionist and lecturer at the Harvard T.H. Chan School of Public Health, explains how the aspects that make up
the practice of mindfulness also can apply to mindful eating. “In essence, mindful eating means being fully
attentive to your food — as you buy, prepare, serve and consume it,” the blog post states.

As consumers become more mindful of their food and beverage choices, experts note that domestic and exotic fruits are playing
a vital role in this practice.

“One of the biggest trends in the beverage industry that we see impacting the use of domestic and exotic fruits is consumers’
health,” says Don Giampetro, vice president of innovation and quality at iTi Tropicals, Lawrenceville, N.J. “Consumers are more
health conscious now than ever before, especially in regards to their immune health. As a result of this, we are seeing a positive
push toward utilization of more domestic and exotic fruits for their functional properties. We are also seeing that sugar
consumption (added sugars versus naturally occurring sugars) and low caloric intake are another large part of the health
consciousness trend.  

“The current consumer immunity health trend has fast movement due to the ongoing pandemic and general consumers’
education about their health,” he continues. “Consumers are constantly searching for new ways to keep themselves, as well as
their families, as healthy as possible.”

So Good So You released Happy, an organic blood orange guava cold-pressed
juice shot. (Image courtesy of So Good So You)

As part of the macro health and wellness trend, Giampetro
explains that exotic and domestic fruit ingredients are
supporting the proliferation of functional beverages.
 
“Exotic fruits such as coconut water, acerola, acai, guava,
dragon fruit and passion fruit all contain vitamins, minerals,
antioxidants, and other phytonutrients that support overall
health and wellness,” he explains. “When paired with other
fruits, there’s endless �avor combinations that can be made.
Health shots are a great example of this. Many of the health
shots in the market today combine a number of different
functional ingredients to create a beverage that targets
speci�c wellness goals such as immunity.”
 
Minneapolis-based So Good So You has exempli�ed this with
its line of cold-pressed functional beverage shots. Most
recently, the brand released Happy, an organic blood orange
guava cold-pressed juice shot featuring the adaptogen
ashwagandha, the antioxidant saffron and vitamin D.

ADVERTISEMENT

Diving into solutions
As beverage-makers address functional beverage trends with the assistance of exotic and domestic fruits, experts detail the
numerous ways in which they can be utilized.

“Beverage-makers are incorporating domestic and exotic fruits in their formulations in a variety of different ways, depending
upon the application,” Giampetro explains. “Applications may include �avor blends, single �avors, natural colorants and as a
general ingredient for various reasons. Domestic and exotic fruits will continue to shine in functional beverages, low-calorie
beverages and low-sugar beverages. Fruits such as acerola and coconut water will continue to see an increase in the beverage
industry because of their functionality.”

As hybridization permeates across the beverage market, formulators can opt to use tropical and domestic fruits in a more
secondary application or as the hero ingredient.
 
For example, Giampetro says that dragon fruit has become a popular solution thanks to color pigments. “We see a lot of
beverage-makers using dragon fruit as a natural colorant for beverages because dragon fruit is so highly pigmented and vibrant,”
he says. “Dragon fruit removes the need for any arti�cial dyes and/or colors. Acerola is an exotic fruit that is often used as a
component in a beverage because of the vitamin C content. These two fruits are used at low levels to provide color and vitamin
C.”  

“One of the biggest trends in the beverage industry that we see impacting the use of domestic
and exotic fruits is consumers’ health. Consumers are more health conscious now than ever
before, especially in regards to their immune health. As a result of this, we are seeing a positive
push toward utilization of more domestic and exotic fruits for their functional properties.”

— Don Giampetro, vice president of innovation and quality at iTi Tropicals

Yet, some exotic fruits have taken on a primary role in beverage formulations as consumers have gravitated to them.

“Coconut water on the other hand, is often used at much higher levels, as either the main �avor or a secondary �avor in a blend.
High levels of coconut water contribute to juice content, low sugar levels, and low �avor impact, which make blending it with
other juices very practical and useful,” Giampetro says. “100% juice blends can be made at lower sugar/caloric levels with
coconut water and many other named fruits, i.e., grape, apple, orange, etc.”

Various suppliers also are spotlighting tropical fruits as the new “it” �avor as they have become more accepted as the main
variety source. For instance, Clearwater, Fla.-based Monin named passion fruit as the 2022 Flavor of the Year.

Supplier Monin named passion fruit as the 2022 Flavor of the Year. (Photo by
Any Lane from Pexels/courtesy of Canva)

“Passion Fruit is full of vibrancy, from the color to the refreshing
taste, and it allows people to brie�y escape from reality,” said
Stasha Johnston, senior vice president of marketing for Monin,
in a statement. “As we enter a new year, people are craving
�avors that deliver safe adventure and provide an enchanting
experience, and what better than a bright �avor that makes
you think of a tropical vacation?”

Monin offers four passion fruit products including Passion Fruit
Syrup, Passion Fruit Purée, Red Passion Fruit Syrup and
Passion Fruit Concentrated Flavor. The company adds that it
has seen increasing sales traction for its portfolio of passion
fruit �avorings and anticipates this momentum to continue in
2022 and beyond.

Yet, whatever exotic or tropical solution that beverage-makers
opt for, iTi Tropical’s Giampetro notes the type of application
ultimately determines how the fruit solutions will be featured.

“If the beverage is a cocktail, the fruit is probably not the main
ingredient, but it is blended with other fruits and spirits,” he
says. “If the application is more of a juice beverage, then the
fruit is most likely the star of the show. The exciting thing about
the beverage industry is that domestic and exotic fruits can be
used in many different ways.”

Collection of bene�ts
With beverage formulators at no loss for tropical and domestic fruit solutions, experts highlight the ever-growing bene�ts these
ingredients provide.

“There are a number of bene�ts to using domestic and exotic fruits in beverage formulations including functionality, �avor,
natural coloring, etc.,” Giampetro says. “One of the greatest bene�ts is the functionality that fruits offer. Every fruit has a unique
nutritional pro�le, whether it be a high level of a vitamin or mineral, low in calories, low in sugar, rich in antioxidants, etc. Those
pro�les can be enhanced when another fruit is added to the formulation. For example, coconut water is low in calories and sugar,
but high in electrolytes, so when blended with a high brix juice, the total caloric count can be reduced and the electrolyte levels
can be increased.”

As noted earlier, Giampetro explains the natural color attributes that fruit ingredients can offer. Beyond dragon fruit, he cites
passion fruit, guava, and acai as having vibrant colors.

Although domestic and exotic fruits have many bene�ts, Giampetro details one avenue where tropical fruits have the upper
hand.

Launching in March, Minute Maid Aguas Frescas are available in Strawberry,
Hibiscus and Mango. The lineup is designed to satisfy Gen Z’s desire for
unique �avors and indulgence while piquing their curiosity with its globally
inspired heritage, the company says. (Image courtesy of The Coca-Cola Co.)

“Exotic fruits also offer one bene�t that domestic fruits do not
― exotic fruits are exotic,” he says. “The exotic fruits have
enticing and unusual names and they are unique to speci�c
regions in the world. With that being said, exotic fruits tend to
have a stronger appeal to consumers, especially when they are
blended with domestic fruits for a beverage that puts a new
twist on something familiar. For the consumers that want new,
but not that new, exotic fruits help bring something new to
something familiar. The names alone, like passion and dragon,
offer marketing opportunities for new beverages as well.”

 

With mindful eating and drinking on the rise, as well as the
plethora of bene�ts that domestic and exotic fruits deliver, it
suggests that the wave of 2022 new products will continue to
incorporate these ingredients. BI
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Distribution
By Jeff Cioletti

Playing it cool
A look at refrigerated bodies and trailers designed for today’s e�ciency standards

(Image courtesy Getty Images)

The global market for refrigerated vehicles is expected to reach $10.5 billion by the end of 2026, experiencing a
compound annual growth rate of about 5.1% through that period, according to a study by Market Research Future.

Within that, the use of the vehicles for beverage delivery likely will continue to grow as certain styles of craft beer and functional
beverages require special, climate-controlled handling in the last mile.

With those applications in mind, here’s what’s happening with some of the industry’s top suppliers of refrigerated bodies and
trailers.

Great Dane
Great Dane recently announced that all of its refrigerated trailers will come standard with its FleetPulse telematics solution,
delivering real-time data and insights for �eets — including GPS location, mileage information, geofences, automated yard
checks, tethered status, heading, speed and proprietary trailer specs and parts information.

Johnson Truck Bodies, a unit of Great Dane offers both side-load and real-load refrigerated solutions. Its C-Series walk-in body
and R-Series reach-in side loaders feature multi-temperature capabilities, as well as mechanical and all-electric refrigeration
options. They both offer the company’s patented ArcticTherm interior liner protection option, composed of reinforced chopped
�berglass, which, Johnson says, are 10 times more puncture resistant than traditional glassboard liners.

Mickey Truck Bodies
Mickey’s 16-foot refrigerated van body uses thermal-e�cient composite panels on the roof, walls and �oor that maintain the
inside temperature from zero degrees to 32 degrees Fahrenheit more e�ciently than conventional panels. Roof, front wall and
�oor panels are four inches thick, while sidewall panels are three inches thick. It also features smooth side walls, sans fasteners,
for improved decal application and appearance. Overall width is 96 inches and interior height is 91 inches.

Vanguard
Meanwhile, Vanguard Trailer contends that its refrigerated trailers offer 12% more thermal e�ciency than other units — thanks
partly to a triple rear door seal — resulting in fuel savings, longer equipment life and safer transportation of the cases on board.
Additionally, its trailers offer enhanced corrosion resistance, meaning that more standard galvanized steel components do not
require extensive maintenance, it says. The trailers are available in single-temperature and multi-temperature and in rear load
and sideload con�gurations.

Wabash National
Wabash National offers both refrigerated bodies and trailers, dedicated to last-mile delivery applications. Its Kold King
refrigerated bodies promise up to 25% greater thermal e�ciency, thanks to a new foaming process. A weight reduction of about
200 pounds also improves thermal and fuel e�ciency and a one-piece header system that eliminates corner caps, increasingly
durability of the front wall. It, too, is available in single and multi-temperature options to meet diverse product needs. Wabash
offers Kold King solutions for traditional, alternative and electric chassis.

Its ArcticLite refrigerated trailers include computer-controlled foaming to ensure 100% insulated side walls with thermal breaks to
prevent heat transfer and maintain the operating temperature. Its single-piece, high-strength liner and scuff design resists
damage and prevents debris from collecting behind the wear band. It also features the proprietary SolarGuard roof material to
prevent UV ray absorption, thus reducing heat transfer and unit operating costs. Its heavy-duty duct �oor system is available in
either a 16,000-pound or 18,000-pound dynamic load rating, supporting high-cycle loading and unloading. Wabash products meet
all Food Safety Modernization Act requirements. BI
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Warehouse

Putting goods-to-person in focus
By Lauren Sabetta

Automated storage and retrieval systems create cost-effective solutions
(Image courtesy of Yale Materials Handling Corp.)

With the rising number of online shoppers following the outbreak of COVID-19, sales in eCommerce has exerted
immense pressure on businesses to deliver a vast number of products within a stipulated time. Whereas many
warehouses and distribution centers operate on the principle of operator-to-goods, where the operator must travel
to get the product, automated storage and retrieval systems (ASRS) operate on the goods-to-person principle,
which can automatically bring the product to the operator, eliminating picker travel time to retrieve items to �ll
orders.

Additionally, by deploying automated storage and retrieval technologies, warehouses and distribution centers can maximize their
available labor’s productivity, experts note.

“Automated storage and retrieval systems and complementary goods-to-person technologies are excellent options to consider
when looking to reduce labor and increase e�ciency within distribution centers,” says Michael Roe, senior account executive at
DMW&H, Fair�eld, N.J.

Moreover, ASRS capabilities manage a diverse mix of SKUs, large SKU ranges and lead time, allowing companies within the
beverage industry to better ful�ll the growing consumer demand in an e�cient way, Roe says.

“Consumers demand a wide variety of choice in the beverage industry, which leads to higher SKU counts,” he explains.
“Introducing more SKUs into the distribution network can lead to higher labor requirements and lower e�ciencies without
appropriate design and automation.”

Westfalia’s fully automated layer picker can help beverage warehouses
increase storage capacity. Additionally, by automating previously manual
processes, warehouses can ship products 400% faster than before, the
company says. (Image courtesy of Westfalia Technologies Inc.)

As consumer demand continues to drive unprecedented levels
of SKU proliferation, operations not only are tasked with
distributing larger and larger inventory assortments, but also
have the task of housing such inventory, explains Mark
Koffarnus, director of major accounts at Greenville, N.C.-based
Yale Materials Handling Corp.
 
“This is true across the warehousing sector, including in the
beverage industry,” Koffarnus says. “For beverage warehouse
operations, this growth in product assortment means picking
more frequently to ful�ll these new order pro�les ― rapidly
changing picking and slotting methodologies.
 
“In addition to adjusting work�ows to meet more intense
picking demands, this product proliferation also pushes
distributors to optimize their storage capacity, especially as
increases in the cost of warehouse space make e�cient space
utilization even more essential,” he continues. “According to
real-estate �rm CBRE, prices to lease industrial warehouse
space are up an average of 25% over the rates at the end of
�ve-year contracts that expired this year.”

As increasing storage density and improving pick e�ciency are two key levers for accommodating the surge in SKUs, certain
equipment can enable more e�cient slotting strategies, Koffarnus notes.

“For instance, a Yale low-level order picker truck with an operator platform that lifts and lowers can help increase accessible pick
faces up to 400% and slot capacity up to 140% within an operation’s existing footprint,” he says. “Operations have also gone
vertical — converting otherwise unused cubic space for more storage by deploying reach trucks capable of servicing second and
third level storage locations.”

Mitigating labor shortages
 As the COVID-19 pandemic impacted almost all industries across the world by disrupting the supply chain and hindering various

industrial operations, automation has provided the increase in productivity, while dealing with current and future labor shortages,
experts note.

“With improved software and machine control capabilities, storage systems are more �exible
with the in�ux of SKUs than ever before and can integrate a variety of tools such as picking
robotics and more traditional storage systems. Automated storage systems are also not limited
to a 50-foot height limit, provide inventory optimization by consolidating date codes and stage
pre-picked orders, and allow the operation to run 24/7 without much added support.”

— Dan Labell, president of Westfalia Technologies Inc.

ASRS has created faster, more reliable, and more accurate order processing from start to �nish, says Dan Labell, president of
Westfalia Technologies Inc., York, Pa.

“With improved software and machine control capabilities, storage systems are more �exible with the in�ux of SKUs than ever
before and can integrate a variety of tools such as picking robotics and more traditional storage systems,” Labell explains.
“Automated storage systems are also not limited to a 50-foot height limit, provide inventory optimization by consolidating date
codes and stage pre-picked orders, and allow the operation to run 24/7 without much added support.

“That’s a really big deal, especially because labor for second and third shifts is so hard to �nd,” he continues. “When designed
properly, the system can also perform at higher rates during the day shift, leaving replenishment and optimization, load
preparation, and staging activities for the third shift with far fewer people. That enables a smooth morning start to load out
operations and greater productivity day-in and day-out.”

Although the di�culty �nding and retaining quali�ed labor already was one of the top challenges facing beverage distributors, the
past 18 months or so have become even more of a factor as warehousing operations grapple with an intense labor shortage and
high turnover, Yale’s Koffarnus says.

“In fact, a survey of warehousing leaders found that 59% of [distribution center] (DC) operations named �nding labor as their top
concern, up from 53% last year, and the highest in the past four years,” he explains. “With beverage warehouses stretched to
piece together the necessary labor, it’s become even more imperative that lift truck technology and other storage solutions are
optimized to maximize the productivity of the labor distributors do have on hand.

“As operations work to maximize productivity at every turn, maintaining a strict focus on lift truck best practices and facility-
speci�c tra�c rules can be a challenge,” he continues. “With so much riding on the performance of lift truck operators, it’s
imperative to build and support safe, effective habits through proper, comprehensive training.”

Automation requires a change in culture
Experts note that as the COVID-19 pandemic has highlighted the need for agile and fast supply chains that keep humans safe,
increased automation and arti�cial intelligence within warehouse operations are only tools, not total solutions to improved
operations.

Within beverage operations, automation, including robotic lift trucks, can help streamline processes by picking up, transporting
and dropping off pallets independently and reliably, Yale’s Koffarnus notes.

“In this way, robotic lift trucks not only optimize these work�ows but can help free up workers for the value-added responsibilities
that have the most to gain from human capabilities, and that can better engage and retain top talent compared to highly
repetitive or injury-prone tasks that are most susceptible to attrition,” he explains. “For example, robotic reach trucks are an
automated solution for beverage distributors because they can help address the labor shortage and help achieve greater storage
density.”

As storage systems within the beverage industry continue to become more automated, especially at the single case pick level,
beverage companies will have to become more capable in maintaining and operating these systems, which has been more of a
challenge for beverage distributors than beverage manufacturers, according to Koffarnus.

“Distributors often don’t have the technology infrastructure in place,” he explains. “This has to be added both physically and
culturally within their organizations to ensure success in the years ahead.”

Oftentimes, the consolidation of distributors and brand owners creates a different dynamic when it comes to distribution,
DMW&H’s Roe notes.

As automation can take some of the guesswork out of the picking and packing operations while creating a common vision and
outcome, it can be a challenge to have all parties adapt and adopt a common distribution philosophy, Roe explains.

“For example, cost, distribution footprint, SKU volume ― all of these topics are important when considering automation. A
common misconception in our industry is that automating requires a clean slate to improve operations,” Roe says. “While that is
sometimes the best option, a good partner can take some of the existing equipment and practices in the distribution center and
use them to complement newer technologies added to the system.

“At DMW&H, we call these retro�ts ‘open heart surgery’ because the operation is required to ‘stay alive’ and operational while we
add the necessary improvements,” he continues. “We combine existing technology with new technology to create a custom and
cost-effective solution for our partners.”

Although supply chain challenges have become a constant source of stress for beverage companies, beverage operations are
bene�ting from the advancements that ASRS technology delivers, experts note.

“Investments in technology like operator assist systems and robotics can help beverage operations get the most out of mission-
critical labor resources and keep pace with demand,” Yale’s Koffarnus points out.

Westfalia’s Labell notes that when investing in ASRS technology, the operational data drives the design, which drives the cost,
which drives the justi�cation analysis.

“Other tangible bene�ts are taken into consideration as well, such as land cost or location and enabling growth to occur at a
facility that otherwise would need to move or expand elsewhere. We see that investments in automated warehousing allow
space for manufacturing to grow,” Labell says. “This can create big dividends, particularly if production is coupled with the
automated warehouse, and does not require shipment of products to another distribution facility.” BI
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Warehouse

Beverage Industry is gearing up to welcome the attendees of the 15th annual BevOps Fleet Summit to
fabulous Las Vegas. Following a year in which the summit hosted the event virtually, the BevOps Fleet
Summit will take place March 22-24 at the M Resort Spa & Casino in Henderson, Nev. The conference will
address the business challenges and industry trends of today’s beverage marketplace and how operators can
prepare for what’s next.

Those who attend the BevOps Fleet Summit are able to obtain a competitive advantage by learning directly from industry
leaders about current trends and challenges; making connections and expanding their industry network; get hands-on
experience at special live events; enjoy relaxed networking events; and discover the newest products and services
applicable to the industry.

For some, the conference will kick-off with a golf tournament at 8:30 a.m. on March 22. For those not attending the gol�ng
event, the conference will begin with a welcome reception slated from 6 to 8 p.m.

At 7:30 a.m. on March 23, the exhibit portion of the event will open, allowing attendees to see the latest solutions that
support beverage warehouse and distribution operations. The education portion of the conference is set to begin at 8:30
a.m. with a State of the Industry panel discussion. Speakers on hand will be Lester Jones, chief economist for the National
Beer Wholesalers Association; Gary Hemphill, managing director of research for Beverage Marketing Corporation; and Jeff
Cioletti, editor-in-chief of Craft Spirits Magazine, The American Craft Spirits Association.

Following the panel at 9:30 a.m. will be a keynote address from Matthew Pechman, Head of Marketing, The Gambrinus
Company (Shiner Beer). Pechman will talk about that journey for Shiner and the challenges and rewards of expanding the
classic trademark into new and emerging segments.

BevOps returns
to in-person

Annual summit welcomes �eet, operations experts

The center stage presentations will continue at 11 a.m. with Bill Kraich, vice president of e-commerce, Encompass
Technologies. Kraich will discuss the importance of protecting the supply from cyber attacks as more industries deal with
ransomware and other attacks.

Attendees will later board the buses at noon to the Las Vegas Motor Speedway to attend the coveted Ride and Drive.

The next day of the conference will feature a slate for targeted break-out sessions focused on the operations and
distributing trends impacting beverage operations as well as a presentation of the Beverage Industry Awards for Wholesaler
of the Year, Facility of the Year and Fleet of the Year.

As noted, the exhibit hall will serve as the go-to location for attendees to see the latest solutions that support beverage
warehouse and distribution operations. The following are some highlights from our exhibitors:

BYD
1800 S. Figueroa St., Los Angeles, CA 90015
Website: byd.com

A true solution to MHE’s biggest problem from the world’s largest electric vehicle manufacturer, BYD expanding product line
is transforming goods movement with its revolutionary iron-phosphate battery technology. Fast, unlimited recharging for
24/7 operations with absolutely no battery maintenance simpli�es your day to day operations, resulting in tremendous cost
savings, safety bene�ts.

Abco Fleet Services
4427 Midlothian Turnpike, Crestwood, IL 60418

 Website: abco�eetservices.com

Abco Fleet Services has facilities in Crestwood, Ill., and Kansas City Mo. We are a licensed Strick Trailer Dealer. We stock
38-, 42-, 45- and 48-foot end load trailers with 12-foot, 6-inch height; new and used draft trailers; reconditioned side and end
load delivery trailers; stocking dealer for Leyman, Maxon, Pal�nger and Waltco lift gates; reconditioned single- and tandem-
axle tractors with warranties; frame drops and side load body installation; complete reconditioning of tractors, side load
trailers, end load trailers; OEM and aftermarket parts for all trailer manufacturers; and single source beverage delivery
equipment provider.

Cirrus Tech Inc.
412 W. 48th St., Kearney, NE 68845

 Website: cirrustech.com

As a comprehensive integrator of material handling systems for more than 20 years and beverage industry leader in Crane
System (ASRS) implementations, Cirrus Tech offers world-class products, services and 24/7/365 support to beer
distributors and customers across many industries. We’ve automated and software solutions implemented in 30,000-
square-foot warehouses to larger 1 million-plus-square-foot distribution centers in both conventional existing facilities and
new-build facilities. Whether it’s product retrieval, maximizing storage, reducing logistics costs, product rotation, real-time
inventory management or ful�lling orders e�ciently, Cirrus Tech has best-in-class, automated hardware and software
solutions that can �t any beer warehouse environment. The Cirrus Tech Crane System addresses the need for more space
and e�ciencies in order picking, damaged beer, and touching product once versus four to �ve touches. The Cirrus
Automated and Semi-Automated Case Picking System optimize the picking environment by reducing FTEs in order picking
and replenishment, increasing picking rate, minimizing picking errors, and cutting warehouse overtime.

Descartes GreenMile
120 Randall Drive, Waterloo, Ontario, N2V 1C8, Canada
Website: greenmile.com

Descartes GreenMile is a leading provider of cloud-based mobile route execution solutions for food, beverage and broader
distribution verticals. Descartes GreenMile’s highly scalable mobile route execution solutions have been built with unique
capabilities to serve the global distribution industry. Customers bene�t from a next-generation platform that incorporates
machine-learning to continually improve service and travel time standards. Descartes GreenMile’s innovative solutions are
used by some of the world’s largest food and beverage companies to digitize �nal-mile delivery processes, thereby
eliminating paper from the supply chain, increasing e�ciencies, and improving customer satisfaction.

GreenMile was acquired by Descartes Systems Group in July 2021, the global leader in uniting logistics-intensive
businesses in commerce. GreenMile’s mobile route execution solutions combined with Descartes’ advanced route
optimization tools, presents a compelling proposition to help distributors improve their �nal-mile delivery operations.

Encompass Technologies
420 Linden St., Suite 200, Fort Collins, CO 80524

 Website: encompasstech.com

Encompass provides comprehensive Enterprise Resource Planning (ERP) SaaS solutions for the beverage industry, that
serve to digitally connect internal operations with end-to-end supply chain activities. Encompass Cloud is speci�cally built
for the distribution industry and functions to �t unique business needs with products like warehouse management, sales
execution, logistics, warehouse automation, retailer ordering tools, and more. Our solutions are uniquely designed for
distributors that are primed for transformation and know that technology is the key to unlocking growth for their business in
a fast-changing and unpredictable market.

 

Frazier Industrial Co.
91 Fairview Ave., Long Valley, N.J. 07853

 Website: frazier.com

Frazier Industrial Co.’s 70-plus years of robust history has led to us becoming the largest producer of structural steel pallet
rack systems in North America. Ten manufacturing plants across the United States, Canada and Mexico enable Frazier to
offer 100% structural steel systems that are competitively priced against roll-formed systems without sacri�cing product
quality and strength. The most durable and abuse-resistant material available in the industry, structural steel affords our
pallet racking the integrity to last in even the busiest warehouse environments. Long-term costs savings from elimination of
repair and replacement are one of the many reasons new warehouse operations choose Frazier. Frazier offers a wide range
of storage solutions from standard pallet rack to complex pick-to-belt towers and ASRS installations. Our expert team of
engineers works closely with each customer to design the best, most cost-effective material handling solution. By
partnering with Frazier, customers gain tremendous value both in the design and operations of their pallet racking needs.

 

GMR Safety
2430 Boulevard des Entreprises, Terrebonne, Quebec, J6X 4J8, Canada

 Website: gmrsafety.com

Simple, yet effective: the POWERCHOCK secures loading operations by helping prevent early departures and trailer creep.
GMR Safety’s solution is the leading wheel restraint system on the market for 25 years. Why? Because it blocks the trailers’
rear wheel, which is the strongest part of the vehicle, and helps e�ciently prevent the two leading causes of dock-related
accidents that are unexpected departures and dock walks. Technically, the POWERCHOCK uses simple physics to restrain
any type of vehicle: the combination of a 19-inch high-tensile steel chock and a hot-dip galvanized retaining plate anchored
to the ground. Robust and sustainable, POWERCHOCK systems withstand up to 50,000 pounds of pull-away force and are
able to function on a consistent basis for upwards of 14 feet from the loading dock. Last but not least, both the chock and
the ground plate are covered by a �ve-year warranty ― which is unique in the industry.

HDA Architects
4565 McRee Ave. Suite 100, St. Louis, MO 63110

 Website: hdai.com/beverage

HDA Architects has worked with over 170 beverage wholesalers on new facilities, expansions, renovations, material
handling and operational needs. We have a turn-key approach (design, construction and real estate) that covers every
service provided when designing and building a new facility or expanding a current one.

Hyundai Material Handling
6100 Atlantic. Blvd., Norcross, GA 30071

 Website: hyundaiforkliftamericas.com

Hyundai’s wide range of electric forklift options can help you improve inventory management, increase e�ciencies and
reduce costs. To meet consumer expectations today means providing more SKUS, fresher products and faster deliveries.
Forklifts featuring modern design with safety and ergonomic features, along with our exceptional service and support are
the complete package. Most importantly, you get our dedication to continually innovating to meet your needs and the
evolving demands in the food and beverage industry. Our authorized dealers can address speci�c needs and recommend
the best choices for you.

International Truck
2701 Navistar Drive, Lisle, IL 60532

 Website: internationaltrucks.com

International Truck offers a complete lineup of commercial vehicles ranging from class 4-8. We take pride in knowing and
understanding our customers’ needs and delivering solutions that help businesses run at their best. The beverage industry
relies on International Truck LT, RH and MV Series vehicles to deliver on uptime.

Leyman Lift Gates
10335 Wayne Ave., Cincinnati, OH 45215

 Website: leymanlift.com

Founded in 1940, LEYMAN Manufacturing Corp. has been manufacturing all-hydraulic lift gates for more than 50 years.
During this time, LEYMAN products have evolved as industry standards. A leading manufacturer of all hydraulic lift gates,
Leyman Lift Gates provides equipment and services to all industries that transport goods. Our dedication to quality through
innovation will enable us to continue to set the standard in hydraulic lift gates. With state of the art engineering, world class
manufacturing, and outstanding response to our customers’ needs, Leyman will continue leading the lift gate industry
through the 21st century. We excel in �nding effective solutions to industry challenges through product development and
resourceful engineering. By combining each customer’s input with this innovative engineering, we are able to create lasting
partnerships, affording better solutions to our customers’ needs. Customer satisfaction is our top priority. We provide
effective, timely, and professional service, allowing our customers the means to achieve their company goals and
objectives. Working together in a spirit of cooperation, respect, and pride to produce the �nest products on the market, we
strive to create a vibrant workplace where our employees are our greatest resource. Leyman holds a responsibility to
improve and preserve our communities. We value this standard, upholding fairness and opportunity in our employment
practices and promoting safety on the job and on our roads. We believe our integrity is the cornerstone of our business.

Isuzu Commercial Truck of America Inc.
1400 S. Douglass Road, Suite 100, Anaheim, CA 92806

 Website: isuzucv.com

Isuzu Commercial Truck of America, headquartered in Anaheim, Calif., is the No. 1 best-selling low cab forward truck in
America, every year since 1986. Isuzu offers a wide range of commercial trucks. The popular N-Series has Class 3 to 5
offerings, while our FTR is quickly becoming a favorite among Class 6 customers. Isuzu’s low-cab-forward design and
multiple wheelbases accommodate body lengths from 10 to 30 feet and their diesel and gas powertrains are among the top
of their class in durability and fuel e�ciency. For more information, call 866/441-9638 or visit isuzucv.com.

Kelly Anderson Group
2355 Lusk Drive, Neosho, MO  64850

 Website: kellyandersongroup.com

Kelly Anderson Group offers services to help the transportation industry with its biggest and most relevant pain points:
�nding, recruiting, retaining, training and managing drivers and staff. Our e-Learning Safety Service is a fully managed
platform that helps with the continuous training of your team.  Our Recruiting and Retention Center helps you �nd and keep
your most important asset: drivers. Kelly Anderson Group has become the go-to resource for �eets seeking growth and
pro�tability in the food and beverage, �nal-mile, and truckload sectors. For more information, please visit
www.kellyandersongroup.com or call 417/451-0853.

Magline Inc.
1205 W. Cedar St., Standish, MI 48658

 Website: magliner.com

Magline Inc. is the leading manufacturer of aluminum and steel material handling equipment with 75 years of experience
working with customers to deliver innovative distribution solutions under the Magliner brand. By consistently delivering the
most durable, highest quality products and solutions, Magliner has become the most trusted name in route distribution
world-wide. Customers depend on the team’s knowledge, experience, personal service and innovation to provide them with
�exible solutions to meet a variety of material handling needs. The product offering of lightweight and ergonomically
designed equipment allow end-users to move more loads with less physical stress delivering workplace safety and
productivity. Magline is located in Standish, Mich., and all products are proudly built in the United States. The family owned,
professionally managed company is comprised of passionate people working in a culture of respect, teamwork, innovation
and achievement.

Mazda North American Operations
200 Spectrum Center Drive, Suite 100, Irvine, CA 92618

 Website: mazdausa.com

Mazda's suite of vehicles (Mazda3, Mazda6, CX-3, CX-30, CX-5, CX-9) with i-ACTIVSENSE safety technologies offer �eets
class leading fuel economy, lower emissions, Safety Pick+ & 5-Star Crash ratings, and strong residual values.

Netradyne
9171 Towne Centre Dr., Suite 100, San Diego, CA 92122

 Website: netradyne.com

Netradyne’s vision-based Driveri is the most advanced �eet safety camera, with Edge Computing to capture and analyze
video immediately, creating timely alerts to avoid risky situations. Unlike legacy platforms that use G-force triggers to record
video, Driveri’s high-de¬�nition cameras have advanced AI object detection to “see” the entire drive. Managers receive the
complete safety picture via alerts, reports, driver scores, and video-on-demand. Drivers receive recognition for good driving,
so they feel appreciated, stay safe, and stay on your team.

Nissan North America
One Nissan Way, Franklin, TN 37067

 Website: nissanusa.com

Eleven years ago, Nissan introduced the all-electric Nissan LEAF, the world's �rst mass-market electric vehicle that helped
pave the way for EV adoption around the globe. With more than 500,000 Nissan LEAF electric vehicles sold and 5 billion
miles driven worldwide, LEAF continues to deliver exciting EV performance and cutting-edge technology. There’s
excitement. Then there’s the kind of excitement that makes every moment behind the wheel a rush. Up to 226 miles of
range on Nissan LEAF S Plus means your destination possibilities have opened up. Put you compatible smartphone on the
big screen and connect to your world. Drive with more con�dence, thanks to a suite of standard Nissan Safety Shield 360
features that can look out all around you. The 2022 Nissan LEAF. This is how driving should feel.

Rack Builders Inc.
1700 E. Golf Road, Schaumburg, IL 60173

 Website: rackbuildersinc.com

Rack Builders Inc. (RBI) designs and manufactures structural storage rack solutions to suit the wide scope of needs that
distributors, manufacturers, and warehousing professionals have. Utilizing our highly engineered products – including our
damage-resistant cornerstone base and our industry exclusive seven deep push back rack – RBI has the solution to your
warehousing challenges. RBI storage systems reduce damage to your products, decrease wear and tear on your lift
equipment, increase your productivity and improve your ROI.

ROUSH CleanTech
12170 Globe St., Livonia, MI 48150

 

Mickey Truck Bodies Inc. 
1305 Trinity Ave., High Point N.C. 27260

Together, ROUSH CleanTech and Mickey Truck Bodies are driving the transportation industry forward. ROUSH CleanTech, a
division of the global engineering company Roush Enterprises, is an industry leader of advanced clean transportation
solutions developing propane autogas and electric propulsion technology for medium-duty Ford commercial vehicles.
ROUSH CleanTech is the trusted mobility partner for �eet operations offering its customers transportation solutions that
have a cleaner emissions pro�le, a positive return for their investment, and the very best ownership experience. Mickey
Truck Bodies is an innovative leader in design, development and manufacturing of truck bodies and trailers. The company
has been family owned and operated since it started in 1904. Today, Mickey manufactures all-aluminum beverage bodies
and beverage trailers, dry freight and refrigerated van bodies, emergency vehicles and specially engineered equipment for
customers throughout the U.S. and more than 50 other countries.

Sonoco Protective Solutions 
30553 S. Dixie Highway, Beecher, IL 60401

 Website: thermosafe.com

High quality, durable insulated containers for storage and transport of refrigerated beverages/products or any temperature
sensitive products on non-refrigerated vehicles.

V-Track
851 Blairhill Road, Charlotte, N.C. 28217

 Website: vrack.com

V-Track is an Advanced Fleet Management System that includes GPS Tracking, Vehicle Telematics, and an AI Camera
System to include ADAS and Driver Behavior Monitoring Events, Safety Scorecards & Risk Management, Route
Optimization, ELD/HOS + IFTA, and Business Ful�llment Data.  The system allows for Real-time in-cab feedback to coach
drivers along with robust reporting to monitor safety improvements amongst your drivers.  

Rehrig Paci�c Co.
4010 E. 26th St., Los Angeles, CA 90058
Website: rehrigpaci�c.com

Rehrig Paci�c’s Fusion Direct-Store-Delivery System is the route-to-market platform uniquely designed to deliver the tools
you need to better support your associates, retail partners and consumers. Achieve 20 percent faster route delivery times —
fewer steps and touches leads to quicker delivery and merchandising. Increase employee safety by 20 percent — fewer
injury incidents for increased frontline associate retention Nothing in logistics is one-size-�ts-all. Your route-to-market
strategy shouldn’t be either. Every Fusion one-touch delivery system is engineered speci�cally to the products and supply
chain within which they travel. Beer, soda and water can now move together or apart … whatever your business requires.

XL Fleet
145 Newton St., Boston, MA 02135

 Website: xl�eet.com

XL Fleet is a leader in �eet electri�cation solutions, with more than 170 million customer miles driven.  We provide �eet-
ready electri�cation solutions that lower operating costs and help meet sustainability goals. Our hybrid and plug-in hybrid
systems deliver up to a 25% to 50% improvement in miles driven per gallon and substantial CO2 emissions reductions
without disrupting operations. For more information, visit www.xl�eet.com.

Vehicare Fleet Solutions
3133 E. Kemper Road, Cincinnati, OH 45241

 Website: vehicare.com

Vehicare is an asset maintenance and management solutions provider that delivers a broad range of Fleet support for
companies that operate equipment and want to maximize their return on investment and uptime. Our solutions are
customized to meet the speci�c needs of our customers and can include support and full services ranging from
preventative maintenance, dedicated services, asset management to �eet data analysis. We evaluate your business, create
solutions and processes to solve key challenges, and utilize industry-leading data analysis to take your �eet to best-in-class.
We help you progress from a breakdown to precision approach to �eet maintenance so that you can better control your
costs and increase e�ciency.Customize. Perform. Manage. Vehicare Fleet Solutions.

VIP (Vermont Information Processing)
402 Water Tower Circle, Colchester, VT 05446

 Website: public.vtinfo.com/

VIP is the leading solutions provider for the beverage industry, helping you to be more e�cient and pro�table. Whether it’s
iDIG and KARMA for sales execution, EasyPick and EasyOps to make the warehouse run smoothly, or RPC and OrderStream
to improve communication, VIP is your go-to technology partner and longtime trusted friend. Technology is transforming the
warehouse. For distributors who embrace the change, deploying VIP’s warehouse management system (WMS) allows them
to manage SKU proliferation, a changing workforce, and ever-shifting industry challenges while saving time and money. Our
new OrderStream solution for demand planning and order creation will help ensure you have just the right amount of
product on the �oor too. With VIP, you have real time information ― both in the warehouse and in the trade. EasyPick,
EasyOps, location-based inventory and truck loading are just a few of the ways that you can eliminate errors, maximize
space utilization, and increase warehouse productivity and morale. But, these bene�ts aren’t just felt in the warehouse.
When you pick orders faster and more accurately, load them on trucks, and send fresh product off for delivery on time,
you’re also making happier customers.

Wise Systems
84 Sherman St., Cambridge, MA 02115

 Website: wisesystems.com

Wise Systems builds autonomous dispatch and routing software with machine learning to continuously improve �eet
e�ciency and performance. Trusted by the world’s largest brands, Wise automatically schedules routes, monitors routes in
progress, and intelligently adjusts to day-of delays on the ground. The Wise platform includes Wise Scheduler for planning,
Wise Dispatcher for day-of routing, and mobile iOS and Android apps including Wise Driver for drivers to manage their
routes, Wise Updates (for �eld personnel), and Wise Customer Portal (for delivery recipients). Our customers typically see
an 80 percent reduction in late deliveries, a 15 percent decrease in �eet miles, and �eet utilization improvements of 20
percent. Cloud-based, Wise’s next-generation route optimization platform can be used on its own or integrated with other
systems to bring real-time dynamic capabilities to �eets.

Waltco Lift Corp.
1777 Miller Pkwy, Streetsboro, OH 44241

 Website: hiab.com/en-us/our-brands/waltco

Waltco Lift Corp. is the leading designer, manufacturer, and marketer of hydraulic lift gates for truck and trailer applications.
With sales and service representatives strategically located across North America, Waltco provides its distributors with a
stronger selling advantage to help them grow their business. The WDV heavy duty rail gate is the perfect solution for the
beverage industry with an innovative design for ease of operation, reliability and low cost of ownership. Waltco also has
more than 50 standard models, ranging in lift capacity from 1,250-6,600 pounds providing the industry’s broadest product
line of lift gates. Waltco’s combined industry knowledge, engineering expertise, and on-time product delivery has resulted in
greater competitive advantages, higher pro�tability, and a quicker return on investment.

W.W. Williams
5025 Bradenton Ave., Ste. 130, Dublin, Ohio 43017
Website: WWWilliams.com

W.W. Williams is a business partner you can trust to help keep your vehicles on the road. We know that transportation and
logistics disruptions have impacted the beverage industry, these along with increased demand has presented challenges
like never before, but W.W. Williams understands, and is here to help. Since 1912, we’ve built our business around our
customers’ needs ― the need to keep trucks and products on the road. Our technicians are renowned master diesel
mechanics and experts in heavy duty transmissions. Our service shops, located across the United State and Mexico, offer
service, maintenance, and repair for trucks, trailers, and heavy equipment, and �eet management services for all makes
and models. We also provide robust transportation support services, temporary and permanent power generation, and
logistics solutions too. When the drink industry needs a reliable partner to keep products moving, they can Consider It Done
with W.W. Williams.

Yale Materials Handling Corp.
1400 Sullivan Drive, Greenville, N.C. 27834

 Website: yale.com/north-america/en-us/

Engineered from the ground up around a fully integrated lithium-ion battery pack, the Yale ERC-VGL is a sit-down
counterbalanced lift truck that combines the performance advantages of lithium-ion technology with improved operator
ergonomics. The ERC-VGL is a cushion tire truck available in the 5,000 to 6,000-pound capacity range, well-suited to keep
beverage production and distribution operations moving. The smaller, lighter form factor of a lithium-ion battery pack also
means that the truck weighs less than the lead acid battery-powered equivalent, helping reduce energy consumption and
improving both acceleration and maneuverability. The truck’s design helps free space in the operator compartment,
providing increased headroom, greater freedom to position feet and easy entry and exit. The integrated battery pack
delivers all the bene�ts of advanced lithium-ion power technology, including fast charging times, zero emissions during
operation, no off-gassing required during charging and zero battery maintenance.
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Operations Perspective
By John Peter Koss

Beverages rank high as one of the most competitive and constantly changing type enterprises in the industrial
world. A competitive nature business, producers and distributors are driven by consumer demand, technology
innovation, demographic con�gurations and regulatory constraint challenges to sustain competitiveness. They
also must cope with myriad changes that will determine success or failure.

With constant changes and competition, the �nancial aspect raises signi�cant questions:

What items are involved?

Why are they needed?

What will be the cost?

How do you generate a practical, realistic plan for anticipated capital expenditures?

From an operations perspective, a basic approach contains two phases when dealing with capital expenditures in the beverage
warehouse:

Create a budget that categorizes and covers all parts of the supply chain from processing through distribution.

Establish sources of capital to execute the planned budget.  

Let’s take a look at this approach and the phases.

Capital budgets should contain those items that can be capitalized and depreciated over time. Depending on speci�c type
facilities and accounting systems, the number and name of each category should be patterned for speci�c facilities because all
beverage plants are not the same.  

For example, some categories on the �nancial planning sheet could be facilities, processing machinery and equipment, material
handling equipment, marketing, vehicles, sales equipment, administration and other groupings relative to a peculiar plant.

The budget and sources of operations
Beverage market’s constant change impacts capital expenditures

ADVERTISEMENT

It also is prudent to assign a budget compiler who is capable of assessing and understanding the needs throughout the supply
chain departments. Using a capital budget compiler helps to expedite the process and enables each department to properly and
accurately assess needs and costs.

Budget process timing is important in terms of pricing, availability, sources, compliance and delivery schedules. The chronological
period should depend on a plant’s �scal calendar and allow su�cient time for developing justi�cations for proposed expenditures
as well as making arrangements for �nal approval and clari�cation of capital requirements and providers. Then it’s time for
phase two.   

Obtaining capital to �nance a well-planned budget has alternative sources that are available to most beverage people, again,
depending on the �nancial posture of the particular plant and whether privately owned or part of a franchise system. Regardless,
it’s important to consider several options that best suit a particular operating environment and economic situation.  

Let’s explore several.

Most operations have a credit line with a �nancial institution and use that to obtain capital for all projects. This involves time and
cost for money use; however, time and interest rates play important variable roles in this source.

There are beverage operators that establish escrow, or saving, accounts, to accumulate money for capital projects. Many invest
monies in interest-bearing accounts, which generate income that would avoid payment for money use ― a favorable option in
many situations.

Another capital source can be a franchise producer who could have capital projects subsidized, in part or totally, by the franchisor
with speci�c conditions involving a product, package or both over a set time period. This option becomes proprietary and might
not always be available.  

Finally, a beverage producer might be part of a large corporation that has �nancial policies permitting access to capital at special
rates and times ― a form of subsidy.

Whatever source is used, justi�cations and necessity are prime factors in formulating necessary capital expenditures as well as
wishes for future projects. BI
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Supplier's Marketplace

Hiperbaric and Petainer HPP keg
Hiperbaric and Petainer partnered to create the �rst keg for
High-Pressure Processing (HPP) of beverages. This
innovation offers beverage manufacturers a safe,
sustainable and cost-e�cient packaging solution, the
companies say. The cylindrical shape of the keg �ts the
vessel of Hiperbaric HPP in-pack units, optimizing the �lling
ratio and the productivity of the system. In addition, the
Petainer kegs and �ttings are made of 100% recyclable
materials and reduce the carbon dioxide footprint, enabling
a sustainable solution. Although not all plastic kegs are
compatible with HPP, this new lightweight, easy to handle
keg underwent numerous tests at Hiperbaric’s HPP
Incubator Center, followed by design changes. The keg’s
versatility opens up new market opportunities for retailers
and foodservice companies, especially juice bars, looking
for alternatives to dispense juice because the Petainer keg
enables HPP juices to be dispensed directly from a tap, it
says. Although the �rst application has been HPP cold-
pressed juices, the Petainer kegs also can be used for
packaging a wide variety of beverages such as carbonated
drinks, cold-brew teas and coffee, the companies say.

Hiperbaric
2250 NW 84th Ave., Unit 101, Miami, Fla. 33122; 305/639-9770;
www.hiperbaric.com/en.

Better Juice Ltd.
4 Pekeris St., Rehovot, Israel; eran@better-juice.com; +011/972-55-222-
5876; www.better-juice.com.

Better Juice, GEA Group commercialize sugar-
reduction technology
FoodTech start-up Better Juice Ltd. sealed its �rst
commercial deal to bring reduced-sugar juices one step
closer to supermarket beverage aisles. It was granted a
patent for its sugar-reduction enzymatic process in Europe.
In its �rst commercial venture, the start-up is working with
long-term collaborator GEA Group, AG, Germany, a leader in
process engineering for the beverage sector. The two
companies joined forces in a strategic move to scale up
and promote the sugar-reduction technology throughout
the global beverage market. Better Juice’s patented
enzymatic technology uses all-natural ingredients to
convert fructose, glucose and sucrose sugars into prebiotic
and other non-digestible �bers. It boasts capabilities to
reduce sugar loads in freshly squeezed, pasteurized or
concentrated juice by up to 80%, while preserving the full
complement of vitamins and other nutrients inherent in the
fruit. Under the new venture, GEA will design, manufacture
and install the bioreactor that reduces sugars, and offer
follow-up technical support, while Better Juice will produce
the microorganisms for the enzymatic process. The �rst
commercial order from a fruit drinks manufacturer is
scheduled to arrive in supermarkets this spring.

Esko USA
8535 Gander Creek Drive, Miamisburg, Ohio, 45342; 937/454-1721;
www.esko.com.

Esko SpectraLab XF for print inspection
Esko released its latest AVT innovation for print inspection:
the SpectraLab XF. The SpectraLab XF delivers accurate,
fast inline color measurement and quality reporting while
helping packaging converters deliver measurements a
“hundred times faster,” the company says. Unveiled at the
recent Esko Innovation Summit, AVT SpectraLab XF is a
unique inline color measurement solution based on a new,
super-fast X-Rite sensor. With XRGA-compliance, AVT
SpectraLab XF delivers the ability to measure during make-
ready and production, ensuring color and quality
consistency across the entire print cycle. It also provides
color consistency and high-quality printing for packages
and labels, helping to further brand recognition, trust and
loyalty among consumers, it adds. The printer also enables
converters to print to the numbers and monitor color
accuracy at high speeds and volumes, something handheld
manual measurement falls short of. Delivering accurate
and automated color measurement for the full array of
packaging applications, the AVT SpectraLab XF
incorporates a new X-Rite spectral sensor and can
measure a complete vertical color bar in a single repeat.
Smaller, 4-5mm patches can be supported depending on
press speed and a new LED lamp with M0, M1, and M2
correlates to o�ine inspection standards, it says.

ADVERTISEMENT

ABB OmniCore robot controllers
For an even wider range of manufacturing applications,
ABB has expanded its OmniCore robot controller family
with two new controllers: E10 and V250XT. The new
controllers offer faster, scalable and more energy-e�cient
manufacturing along with enhanced �exibility, improved
productivity and the ability to respond to changing market
demands, the company says. Available for a range of
robots across ABB’s portfolio, the E10 and V250XT
controllers offer best-in-class motion control, as well as
20% energy savings and future-proo�ng through built-in
digital connectivity. They also are equipped with more than
1,000 additional hardware and software functions
encompassing such areas as programming, o�ine
commissioning and simulation, maintenance, vision and
safety. They also feature built-in connectivity to ABB Ability
Connected Services cloud-based service suite for robots,
offering new opportunities for improving performance
through enhanced predictive maintenance and lifecycle
management. Featuring a slimline 19-inch rack-mount
design, the E10 is ideal for con�ned space and high-density
production lines where space saving is a key requirement.
It is designed to power ABB’s SCARA robots and
articulated robots with payloads as much as 11 kg such as
the IRB 920T and IRB 1300. Designed to power articulated
robots with a payload as much as 300 kg such as IRB 6700,
the OmniCore V250XT controller offers a versatile and
powerful solution for use in general industrial applications.

ABB Robotics
1250 Brown Road, Auburn Hills, Mich. 48326; 248/391-9000;
www.abb.com.

Aptar 2-inch Ultra XLV Closure
Aptar Food + Beverage announced the launch of its 2-inch
Ultra Large Valve (XLV), the newest expansion to its
inverted closure product line with SimpliSqueeze
technology. Designed with a valve large enough to
dispense very thick or high viscosity products, including
those with particulates, the 2-inch Ultra XLV can be used
with a rigid bottle or paired with an inverted �exible pouch
to ensure a clean, controlled, convenient dispense with
every squeeze, the company says. It notes that there’s a
rising trend to dispense products such as guacamole,
salsa, cream cheese and peanut butter with squeezable
packaging versus traditional tub formats. The new closure
makes it possible for these thicker, higher viscosity
products to move into squeeze packaging and be stored in
an inverted position. Inverted packs ensure these thicker
products are always at-the-ready to dispense and aid in full
product evacuation from the package. When combined
with SimpliSqueeze, no utensils are required for the end
consumer, while preventing drips, spills or leaks, the
company adds.

Aptar Food + Beverage
265 Exchange Drive, Suite 100, Crystal Lake, Ill. 60014; 815/477-0424;
www.aptar.com.

St. Louis-based packaging leader TricorBraun announced the
acquisition of beverage packaging leaders Zuckerman Honickman
(ZH) and Vessel Packaging. ZH, King of Prussia, Pa., and Vessel will
operate as separate, stand-alone businesses, which took effect Jan. 6.
Further, all ZH and Vessel team members, including ZH President
Michael Zuckerman, Senior Vice President of Strategy and
Development Lorne Paskin, and Vice President of Operations Jon
Zuckerman, and Vessel Packaging’s CEO Matt Leslie and Chief
Operating O�cer Mitchell Evanecz, will remain with TricorBraun and
continue to work out of their existing locations.

News ...

Schubert North America announced expansion plans for its headquarters in Charlotte, N.C. In addition to new o�ces, an assembly hall will be
built that will serve as the hub for �nal assembly and commissioning for TLM packaging machines as opposed to customers having to �y to the
company’s global headquarters in Crailsheim, Germany, the company says. An upgrade of local service expertise and capacity expansion for new
machines are planned for the new location. Schubert’s CEO Hartmut Siegel says: “The �rst customers have already been informed on our project
and they are enthusiastic. Our employees are also excited about our plans.”

Middleton, Wis.-based Fristam Pumps USA named Edgar García as its regional sales manager for Mexico. A trilingual professional who speaks
English, Spanish and German, García will manage distribution and the original equipment manufacturers (OEM) network within Mexico. With
more than 25 years of experience in the packaging and processing industries, he previously worked for international companies JSC Hermis and
Krones (in Mexico and Germany).

Motion Industries Inc., Birmingham, Ala., completed the purchase of
Kaman Distribution Group (KDG), Bloomington, Conn., for
approximately $1.3 billion in cash. The strategic addition of KDG to
Motion will boost the latter’s concentration in core industrial products
and services as well as in the growing technical/automation arenas, it
says. The acquisition will boost Motion’s annual sales of more than $6
billion and its ability to distribute more than 10 million items such as
bearings, process pumps, seals and accessories, the company says.

Fair�eld, Ohio-based Force Control Industries announced the retirement of longtime sales and marketing manager Stan Porter after 35 years
with the company. Mike Fox will take over Porter’s Midwestern sales territory and Tony Stoner will assume his marketing responsibilities.  

James Hirmas is serving as vice president of research and development at Syracuse, N.Y.-based BeerBoard, which provides technology and
automated business intelligence for the on-premise retail industry. Hirmas brings more than 20 years of service in the IT �eld, including a three-
year career in the U.S. Army as an electronic warfare signal intelligence analyst.
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Drop
By Lauren Sabetta | Associate Editor

A return to simplicity
As the world becomes more accustomed to the challenges of an ongoing pandemic, consumers are striving for
balance in all aspects of their life. Still, rather than sacri�cing on indulgent beverages, consumers are
embracing them with some slight modi�cations, experts note.

Last fall, experts at the Louisville, Ky.-based Flavorman revealed that drink trends to watch for in 2022 include big and bold
�avors, along with guilt-free indulgence, as a return to simplicity will dominate drinks in the new year.

Although drinks with subtle displays of �avor had previously taken center stage, that is likely to change in 2022, the company
says. With the seltzer market beginning to saturate, beverage-makers now are seeking ways to differentiate from the
competition, opting for bigger and bolder pro�les, it adds.

“Client requests have taken a 180-degree turn on �avor, especially where seltzers and sparkling waters are concerned,” said
Tom Gibson, chief �avorist for Flavorman, in a statement. “Whereas before, clients would be looking for a gentler spritz of
nuanced �avors in their drink, we are now seeing more clients ask for loud and proud, single-note �avors.”

Favorites like watermelon, strawberry, cherry, apple and grape will see a resurgence as consumers reach for those
immediately recognizable and nostalgic pro�les, the company says.

Additionally, �oral pro�les like hibiscus, lavender and elder�ower are becoming more mainstream and making way for the
earthier, more herbal �avors of turmeric, anise and rosemary, as consumer tastes now are evolving toward botanical-forward
beverages — particularly in the premium sector, it adds.

Moreover, as premium beverages are often associated with quality ingredients, consumers indulging in these drinks aren’t as
concerned with calorie restrictions or sugar because they recognize that they are treating themselves to a unique
experience, it notes. The same can be observed in the spirits and beverage alcohol sectors, while simplicity takes the form of
moderation, it says. BI

(Image courtesy of Getty Images Plus/borchee)

That Orgain FeelingThat Orgain Feeling Good
F E E L I N G

Inspired to help people feel their best, Orgain launched its �rst-ever national brand campaign called That Orgain Feeling, it says.

Set To Nina Simone’s Iconic “Feeling Good” Track, The Campaign Flips The Script On Where People Focus Their Attention In

Pursuit Of Wellness, It Adds. “As a brand whose passion and focus has always been about providing everyone access to good,

clean nutrition, it’s important for us to ditch the unrealistic and uniform ideas of health and instead prioritize how we fuel our

bodies, because eating right is the �rst step in elevating all those feel-good feelings that a purposeful, healthy journey can

provide,” said Andrew Abraham, CEO and founder of Orgain, in a statement. The campaign was developed by creative agency

180LA, which joined forces with Orgain last fall as its newest agency partner, and was directed by the Malloy Brothers. The media

buy features a mix of cable and streaming platforms and will appear on Bravo, HGTV, ESPN, E!, NFL, Food Network and Hulu. As

dedicated PR and social programming will complement the campaign, bringing That Orgain Feeling to life across several channels

to remind us that even small steps can lead to signi�cant change, Orgain also will partner with several well-known personalities

throughout 2022, the company says.

Highlighting women brewers

Yakima Chief Hops (YCH), the largest American hop

supplier for the global brewing community, launched

its new podcast titled “Bigger Than Beer.” In its first

season, the “Bigger Than Beer Women+ in the

Industry” series features women in the hop and

brewing profession and provides a platform to share

their different perspectives in the hopes of inspiring

meaningful conversations and positive change, the

company says.

Available on Spotify and Apple Podcasts, “Bigger

Than Beer” currently features 12 episodes in the

“Women+ in the Industry” series, with guests ranging

from the operations and processing manager at

Sodbuster Farms, Alexa Weathers, to the R&D brewer

at Breakside Brewery, Natalie Baldwin. The “Women+

in the Industry” series will come to a close in

March as they celebrate International Women’s

Day and the Pink Boots Collaboration Brew Day.

The “Bigger Than Beer” podcast will then transition to

a new topic, it says. YCH invites industry

professionals and beer drinkers alike to learn more

about the incredible women that make beer possible,

it adds.

Pepsi Music Lab | :60Pepsi Music Lab | :60

Pepsi introduced its Pepsi Music Lab, a new annual program
designed to remove music industry barriers, create new
opportunities for artists, and shine a spotlight on the next
generation of hip-hop superstars, the company says. The
brand teamed up with award-winning producer, acclaimed
engineer and artist Pi'erre Bourne to launch the Pepsi Music
Lab Academy – a three-day intensive for three rising stars
with intimate studio sessions led by Bourne. Each
participating artist will leave with an original track produced
and released by Bourne and Pepsi. Artists could apply by
submitting an original track and video testimonial to
PepsiMusicLab.com by Jan. 16. “Pepsi Music Lab is a
transformational opportunity for artists around the country,
especially since they’ll be given the opportunity to partner
with award-winning producer Pi'erre Bourne and learn from
his extensive knowledge and skills,” said Todd Kaplan, vice
president of marketing for Pepsi, in a statement. Bourne
added: “I can’t wait to see all the amazing music submitted
on PepsiMusicLab.com and I’m even more excited to see
what tracks we can create together over the course of this
program.” The brand also will host the Pepsi Music Lab
Virtual Summit this month to share insights, advice on brand
building, securing representation and more.

THE MUSICAL BAR
R A I S I N G

Victory! Victory!
Victory! Victory!
Victory! Victory!
Victory! Victory!
Victory! Victory!

Black-owned Victor George Spirits announced that the Fort Lauderdale Community Redevelopment Agency (CRA) board

voted unanimously to provide $2.45 million to help fund construction of a 15,000-square-foot facility that will house a

distillery, restaurant, cigar bar, whiskey lounge, co-working space and a rooftop bar and lounge located on historic

Sistrunk Boulevard. Victor G. Harvey, owner of nationally distributed Victor George Vodka “VG,” through his development

company, Northeast 6th Development will help transform a once vibrant area back to a destination where neighborhood

residents, out of town visitors and other locals can dine, drink and tour the distillery, the company says. “As our core brand

VG continues to grow nationwide, we are committed to helping our own city grow, particularly the Sistrunk corridor,” Harvey

said in a statement. The new building will be named The Victory Building after the historic Victory Theatre once located on

Sistrunk. This was the mecca of entertainment for Black people in Fort Lauderdale and the only theater they could attend up

until the end of segregation in 1964.

Twinings blends positivity and vibrancy in its new Drink in Life campaign, inviting
consumers to share in the optimism of the reinvigorated brand. Showcasing its new

Superblends collection, Drink in Life demonstrates how these new products help
consumers feel good, live well and enjoy life, the company says. “Our Drink in Life

campaign is rooted in the idea that taking even the smallest step counts when it comes
to reaching your wellness goals and contributing to your overall health,” said Mike

Currie, vice president of marketing at Twinings North America, in a statement. “Twinings
is committed to delivering quality teas with exceptional taste and aroma that make

consumers feel good — both inside and out — with every sip.” The Drink in Life
campaign features Twinings’ new Superblends collection, which are well-being-focused

teas that include functional additives and ingredients. The Superblends collection is
available in four premium �avors, with additional �avor releases slated for this year.

Live well, enjoy life
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