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Beverage Beat
By Jessica Jacobsen

As a parent of children who still have not fully accepted that when I’m on the phone it’s not the time to ask me
where their crayons are or tell me how big the quetzalcoatlus is, I have found myself relying more and more on
text messages to catch up with people. For reasons more complicated than needy children, brand owners also are
�nding that SMS is how they can connect with consumers as shopping habits have evolved.

Earlier this year, Attentive released a report that surveyed more than 5,000 responses. In that report, it showed that consumers
increasingly are opting in to receive text messages from brands with 81% subscribing to at least one brand through SMS.

Engaging in conversation commerce

(Photo by Ivan for Pexels/courtesy of Canva)

In the past three months, 63% of survey respondents who subscribe to a brand made a purchase from a text message, indicating
consumers are more likely to be engaged with a brand if they are opted into SMS, the report �nds. These consumers also expect
interactions with brands to be conversational, as 90% of respondents expect fast response time and more than 74% expect a
direct response from a real person, it adds.

This research is shining a spotlight on conversation commerce, which is de�ned by interactive, people-driven experiences that
support the consumer buying experience, converging text messaging and shopping.

“The mobile device is the new storefront for brands,” said Sara Varni, chief marketing o�cer of Attentive, in a statement. “With a
decrease in physical store presence, businesses are trying to �gure out how to create a high touch experience in a digital world.
Conversational commerce meets customers where they are — on their phones — and now brands can deliver that same curated
and personal experience through two-way messaging.”

Attentive research notes that conversation commerce taps into the three consumer shopping trends: convenience, hybrid
shopping and loyalty perks. The following are highlights of those trends from its “The State of Conversational Commerce in
2022” report:

As beverage-makers look for new ways to engage with consumers, conversation commerce could be the ideal way to build on
the path to purchase. BI

Convenience has evolved: How consumers think of convenience, in terms of shopping, has expanded and become
more personal. Expanding beyond delivery speed, convenience includes access, a seamless buying experience and
meeting customer expectations, it notes. Businesses need to understand which aspects of convenience matter most
to their customers, it adds.

Hybrid shopping is here to stay: A majority of respondents (89%) reported participating in hybrid shopping ― the use
of both in-store and online elements ― to get access to information and receive assistance with decision-making. Text
message marketing has the opportunity to augment and scale in-store clientele relationships, for brands to bring
curation and customer service into a consumer’s phone, according to the report.

Loyalty has leveled up: Almost 86% of survey respondents are opted into at least one VIP or loyalty program in
exchange for perks and priority access. When there is clear incentive, consumers are more willing to directly share
their preferences and needs for immediate value, which are the building blocks to zero party data, it states.
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Industry Issues

Operations, �eet professionals gather for
BevOps Fleet Summit

(Photos by Jessica Jacobsen and Jeff Cioletti)

The BevOps Fleet Summit welcomed attendees to its return to in-person with the 15th annual conference, which
took place March 22-24 at the M Resort in Henderson, Nev.

Warehousing, distribution and �eet management professionals kicked off the event early on March 22 with the scramble format
golf outing. Later that evening, all were welcomed to the opening reception, which took place poolside, for a chance to network
with old and new friends.

The following day, attendees were able to visit the exhibit hall where sponsors were sharing the latest innovations to support the
warehousing, distribution and �eet management space. The education portion of the event also began at 8:30 a.m. with a State
of the Industry panel discussion featuring Gary Hemphill, managing director of research at Beverage Marketing Corporation
(BMC); Lester Jones, chief economist at National Beer Wholesalers Association; and Jeff Cioletti, editor-in-chief with Craft
Spirits magazine.

Following the panel, Matthew Pechman, head of marketing at The Gambrinus Co., makers of Shiner beer, discussed the
company’s journey and how it has been able to remain relevant with beer drinkers for more than a century.

ADVERTISEMENT

Next up was a panel discussion about protecting the supply chain from cyber-attacks featuring Bill Kraich, vice president of e-
commerce for Encompass Technologies; and Chris Koch, chief operating o�cer with Adams Beverages.

After the discussion, everyone gathered their items and departed for the Las Vegas Motor Speedway for the Ride &
Drive/Equipment Demo, which highlighted some of the latest developments in electric vehicles.

That evening everyone gathered in the exhibit hall for an evening networking reception.

On the �nal day of the conference, the day began with the presentation of Beverage Industry awards. On hand to accept were
Southern Glazer’s Wine & Spirts for Wholesaler of the Year and Anheuser-Busch for Fleet of the Year. Andrews Distributing was
the recipient of Facility of the Year, but was not in attendance.

For the general session, Amit Patel, senior vice president of ad monetization and partnerships with Drizly, discussed how the
online platform is connecting the three tiers of beverage alcohol with today’s consumer needs.

Closing out the general session was Neal Dikeman, partner with Energy Transition Ventures, who discussed the future of energy
alternatives for �eets, including electric.

BevOps closed out with the breakout sessions that dug deeper into the speci�c trends that are impacting the operations and
�eet sides in the wholesale business.

The members of Beverage Industry and BNP Events will be announcing dates for the 2023 BevOps Fleet Summit in the coming
weeks. BI
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Category Focus

Adapting to the market
By Lauren Sabetta

Sports, protein drinks adjust to deliver low-calorie functionality
(Image courtesy of BODYARMOR/The Coca-Cola Co.)

Having won multiple world championships, Mexican professional boxer Canelo Álvarez is a counterpuncher known
for being able to exploit openings in his opponents’ guards while avoiding punches with head and body movement.
Álvarez, when looking to claim the Super Welterweight title in 2016, said: “I’m a strong �ghter, I’m a �ghter who
can adapt to my surroundings.” Similarly, as the sports and protein drinks category contend with the new age
beverage marketplace, experts note that it has adapted to the market alongside functional and hybrid beverages.

“Performance of sports and protein drinks are super strong,” says Sally Lyons Wyatt, executive vice president at Information
Resources Inc. (IRI), Chicago. “From an omnichannel perspective, we have seen double-digit growth in dollars and in units. Both
online and in-store are contributing to the growth.

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

According to IRI OmniMarket data, sports drinks generated dollar sales of $9.7 billion, a 21.1% year-over-year (YoY) increase for
the 52 weeks ending Feb. 20, in total U.S. multi-outlets. Meanwhile, unit sales increased 5.6% YoY for the same time-period, IRI
data shows.

ADVERTISEMENT

NOCCO Blood Orange contains 180
mg of caffeine, 3,000 mg BCAAs, and
four different vitamins. Like other
NOCCO �avors, each 12-ounce can of
Blood Orange is sugar free, and low in
calories, the company says. (Image
courtesy of NOCCO)

Overall, functional beverages as a whole have been on the rise, including sports and protein
drinks, notes Jacqueline Hiner, senior technical analyst at New York-based IBISWorld. “Sports
and protein drinks have adapted alongside functional and hybrid beverages,” she says.

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

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

“Sports and protein drinks have contributed more than its fair share to the [liquid refreshment
beverage] (LRB) dollar growth. This growth has purely come from low/no-calorie options and
innovations,” Lyons Wyatt explains. “They do have high interaction indices with �avored still
water brands.

“The post- and during- workout is a key occasion for a lot of functional waters and these low-
calorie sports drink options serve as a good substitute for those occasions, thereby stealing
share from some functional beverages,” she continues.

Expanding the options for low-calorie sports drinks, BODYARMOR, a brand of The Coca-Cola Co.,
Atlanta, recently introduced its newest �avor innovation: BODYARMOR LYTE Kiwi Strawberry.
Each 16-ounce bottle of Kiwi Strawberry has only 20 calories, and is packed with potassium-
based electrolytes, coconut water, antioxidants and vitamins, the company says.
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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 Feb. 20, 2022.

Sports Drinks (Total store view)

Stockholm, Sweden-based NOCCO, a no carb, branched chain amino acids (BCAA) beverage company, also recently introduced
its newest �avor: Blood Orange. NOCCO Blood Orange contains 180 mg of caffeine, 3,000 mg of BCAA, and four different
vitamins. The carbonated, sugar-free and low-calorie Blood Orange variety is the eighth �avor to launch in the United States.

“We are excited to launch this fresh, new �avor for everyone to enjoy,” said Ben Jones, CEO of NOCCO, in a statement. “Since we
launched, it has been our goal to provide healthy drinks with fresh and delectable �avors to keep you going. With this new Blood
Orange �avor, you will be energized and ready for what the day has to offer.”

Beyond athleticism 
 As consumers give more consideration to remaining healthy, the functional beverage is expanding in the sports drinks market at

a quick rate, notes Hyderabad, India-based MarketDataForecast’s report titled “Sports Drink Market Growth and Forecast (2022-
2027).”

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

“Sports and protein drinks have contributed more than its fair share to the [liquid refreshment
beverage] (LRB) dollar growth. This growth has purely come from low/no-calorie options and
innovations.”

— Sally Lyons Wyatt, executive vice president at IRI

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

“In 2018, the North America sports drinks market held the largest share of about 40% in terms of revenue,” it continues. “The
growth in this regional market is owing to the growing trend of athleticism and rising concerns over health. The recent changes in
consumer lifestyle have resulted in the need for a healthy diet, which is likely to augment the business growth in this area.”

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

Some of Local Weather’s all natural and organic ingredients include coconut water for base hydration, pink Himalayan salt for electrolytes and nootropics such
as ashwagandha, L-Theanine and L-Tyrosine to support mental stamina, focus and performance, the company says. (Image courtesy of Local Weather)

“These bene�ts include expansion of the health and wellness bene�ts, as well as ensuring broad distribution across brick-and-
mortar channels and online so the products are available for consumer’s hybrid ways of working,” she says. “In addition, �avor
innovation will be important especially for their brand loyal[ist]s. They should also continue to utilize social and digital media to
help in�uence consumers by touting their bene�ts in an engaging way.”

In March, Super Bowl-winning quarterback Russell Wilson and NFT expert, entrepreneur and digital guru AJ Vaynerchuk,
announced their partnership with H+S Labs to launch Local Weather, a nootropic-focused hydration beverage. Working closely
with H+S Labs, Wilson and Vaynerchuk developed Local Weather to be the perfect balance of what the mind and body need to
operate at peak performance, the company says. Some of Local Weather’s all natural and organic ingredients include coconut
water for base hydration, pink Himalayan salt for electrolytes and nootropics such as ashwagandha, L-Theanine and L-Tyrosine
to support mental stamina, focus and performance, it adds. Local Weather launched in four �avors: Fruit Punch, Orange
Clementine, Mango Passionfruit and Wildberry.

“Throughout my career I’ve found that the high-sugar and arti�cial sports drinks we all know prevent me from achieving my best,”
Wilson said in a statement. “As a professional athlete and father, I truly believe we owe it to the next generation to provide a
better option that suits their performance needs and speaks to their creative pursuits. It’s time to start a new conversation and
change the dialogue around sports hydration forever.”
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Weight Control (Total store view)

Make way for organic, plant-based ingredients 
Experts note that as natural and organic ingredients have increased in the beverage space, a variety of health and wellness
bene�ts continue to emerge within the sports and protein drinks category.

“[S]ports drinks containing natural sweeteners realized 8% unit growth and 21% dollar growth over the past 52 weeks,” IRI’s Lyons
Wyatt says. “Sports and protein drinks with claims of natural �avor and color are also growing.

“We have found a variety of health and wellness bene�ts emerging within this space,” Lyons Wyatt continues. “Examples include
products that provide immunity by containing potassium and magnesium; digestive health claims; bone and joint health claims;
brain health and arthritis health claims. From a sustainability perspective, sustainably certi�ed is emerging with strong unit and
dollar sales as well.”

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

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

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

“As with the broader beverage industry, functional beverages are expected to continue to expand, with consumers opting for
sports and protein drinks with the most added bene�ts,” she concludes. BI
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Cover Story

Cannabis Beverages Look To Overcome Challenges To Expand Market

By Jessica Jacobsen

When Washington and Colorado became the �rst states to legalize recreational marijuana in 2012, many analysts
pondered what potential this new consumer market would have. Based on �ndings from the February 2022 Market
Forecast from BDSA, Louisville, Colo., it’s safe to say that cannabis is a market in high demand.
 
For 2021, total legal U.S. cannabis sales were estimated to be $24 billion, with $10 billion from the medical channel and the
remaining $14 billion coming from the adult-use channel, explains Jessica Lukas, chief commercial o�cer with BSDA, citing its
February report.
 
The future for cannabis looks to continue its upward trajectory with BDSA forecasting total U.S. cannabis sales to reach $28
billion this year, and grow to $46 billion by 2026, which would be an approximately 92% increase from its estimated 2021
performance.
 
Although U.S. cannabis sales is poised for steady growth, the future for beverages in this market still is in its early stages.
 
“Edibles were estimated to make up 15% of total legal sales in 2021,” Lukas explains. “The beverage subcategory represents a
small share of the edible category, with BDSA Retail Sales Tracking showing that beverages made up 5% of total edible sales
across BDSA tracked markets in 2021.”

Jones Soda Co. announced its entry into the cannabis-infused beverage and edibles business with the release of the �rst products from a new division operating
under the Mary Jones brand. (Image courtesy of Jones Soda Co.)

Through its 2026 forecast, BDSA projects that edibles will remain around 15% of the total U.S. cannabis sales.

In its March 2021 report titled “Medical & Recreational Marijuana Stores,” Los Angeles-based IBISWorld highlights that edible and
ingestibles offer consumers an entry point into cannabis that they are comfortable with. As such, the market research �rm
expects the segment to continue to grow.

“Edibles can take the form of food, extracts and oils, and range from marijuana-infused mints and candies to baked goods and
beverages, along with many other products,” the report states. “Over the �ve years to 2021, edible marijuana products have
grown rapidly as a share of industry revenue. Edibles account for an estimated 18.4% of total retail sales in 2021, but are
expected to consume a larger share of total retail sales over the �ve years to 2026.”

Although cannabis-infused beverages can offer consumers a delivery model that they are comfortable with, BDSA’s Lukas notes
the beverage format will be challenged by the convenience and portability that other edibles like gummies can offer.

“Among beverage products tracked by BDSA Retail Sales Tracking, there is a trend of citrus-
�avored beverages making up more top products across all BDSA-tracked markets than any
other beverage �avor. This is in contrast to the gummie edible category, where berry and
watermelon �avors are the most common among top products.”

— Jessica Lukas, chief commercial o�cer with BSDA

“Cannabis beverages offer a familiar form factor that some consumers may gravitate toward, and effect-related bene�ts such as
fast-acting effects, but cannabis beverages are unlikely to be a dominant edible subcategory moving forward,” she says. “One
reason for this is the category dominance of candy edibles, particularly gummies, which have an advantage over beverages
because they offer convenience and portability, two factors that are top product choice in�uencers according to BDSA Consumer
Insights. Another reason is that cannabis beverages present more logistical issues to distributors and retailers, as most
beverage products are more costly to transport and store at retail than smaller and lighter edible form factors.”

Despite this competition, cannabis beverages are �nding ways to differentiate themselves from other edible markets.

“Among beverage products tracked by BDSA Retail Sales Tracking, there is a trend of citrus-�avored beverages making up more
top products across all BDSA-tracked markets than any other beverage �avor,” Lukas says. “This is in contrast to the gummie
edible category, where berry and watermelon �avors are the most common among top products.”

This spring, Happi added Pomegranate Hibiscus to its portfolio of cannabis-
infused sparkling waters. (Image courtesy of Happi)

Recognizing the potential across all edible segments, Jones
Soda Co., Seattle, recently entered the cannabis-infused
beverage and edibles business with the release of the �rst
products from a new division operating under the Mary Jones
brand. The launch portfolio of 16 SKUs includes single and
multi-dose infused sodas as well as syrup and gummies.

Initially launching in California, all products are available in
Jones’ fan-favorite Root Beer, Berry Lemonade, Green Apple
and Orange Cream �avors, with a rotating selection of
seasonal and limited-edition �avors planned for future release.
The Jones �avor science team designed each of these
products to recreate Jones popular mainline soda �avors, it
says.

“The Mary Jones brand is a game changer because, unlike every other company in the space, we bring an iconic brand with an
equity that eclipses any current cannabis brand in the market, passionate fans who love our signature �avors, and a 25-year
history of having fun with consumers by putting our fans' photos on our labels, their quotes under our bottle caps and being
available in record shops as often as the grocery store. This is real earned credibility you can't fabricate,” said Bohb Blair, chief
brand o�cer for Mary Jones Cannabis Inc., in a statement. “With all of these advantages, our irreverent personality and putting a
cannabis twist on our brand traditions, we believe we are uniquely positioned to dominate the category.”

Beverage-makers also are taking a cue from the seasons as they expand their �avor options. Happi, Birmingham, Mich.,
launched its newest �avor ― Pomegranate Hibiscus ― in select provisioning centers. Made with organic pomegranate, lemon,
agave nectar and hibiscus, the cannabis-infused sparkling water contains 2.5 mg of THC and is made with simple ingredients
and just 25 calories in each 8.4-ounce slim can.
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2021 Industry Revenue: $18.6 billion 
Source: IBISWorld "Medical & Recreation Marijuana Stores," March 2021.

Medical & Recreational Marijuana Major Market
Segmentation

“We are proud to give Michiganders something to celebrate this spring with the launch of our latest �avor, Pomegranate
Hibiscus. Enjoying the big and small occasions of spring — warmer days outside with family, exploring farmers markets — after
the long Michigan winter are best honored with a Happi in hand,” said Lisa Hurwitz, president of Happi, in a statement. “Through
our distribution partners, we look forward to a happy spring season.”

Deeper understanding of cannabis 
 As beverage-makers look to further the category’s presence in the overall cannabis market, helping to educate consumers about

cannabis and hemp will play an important role going forward.

“According to BDSA Consumer Insights research from fall 2021, 20% of CBD consumers claimed to have ‘expert’ knowledge of
cannabinoids (including THC and CBD),” BDSA’s Lukas says. “Twenty-�ve percent of CBD consumers claimed to have a basic
understanding of cannabinoids and understand the various compounds and their applications. Thirty percent of consumers
claimed to have a basic understanding of cannabinoids, but were not familiar with the various compounds and applications.”

Lukas explains that there are more than 100 cannabinoids produced by the cannabis plant, but CBD and THC are the most
commonly used compounds.

“THC, the cannabinoid most associated with cannabis, is responsible for cannabis’ intoxicating effect. THC is also used for in a
variety of therapeutic applications, including as a pain reliever, nausea reliever, sleep aid, and appetite stimulant,” Lukas says.
“Unlike THC, CBD is not intoxicating. CBD is also used for several therapeutic applications, such as a treatment for pain,
in�ammation, nausea, migraines, anxiety and seizures. In 2018, the Food and Drug Administration approved Epidiolex, the �rst
prescription medication containing CBD, as a treatment for rare forms of epilepsy.

“Both THC and CBD are found in the Cannabis sativa plant, which the cannabis and hemp plants come from,” she continues.
“While CBD is found in both hemp and cannabis plants, hemp produces very small levels of THC. Hemp, which was legalized in
the U.S. by the 2018 Farm Bill, may legally contain up to 0.3% THC.”

Cann’s core products contain 2 mg of THC and 4 mg of CBD and are designed to
deliver a light, uplifting social buzz, the company says. (Image courtesy of
Cann)

Whether it is CBD, THC or one of the emerging cannabis
compounds, consumers are relying on personal contacts to
learn more about these ingredients.

“Across all CBD consumers, BDSA Consumer Insights data
from fall 2021 show that the most common information source
for CBD is friends and family, followed by cannabis
dispensaries,” Lukas explains. “BDSA believes that
mood/effect-driven product labeling and marketing will be a
major trend in the cannabis industry going forward, which will
be a main factor driving consumer knowledge of cannabinoids
and their various effects.”

As consumers gain knowledge of these effects, experts note
that they will become better acquainted with the medical and
recreational bene�ts that cannabis supporters tout.

“BDSA Consumer Insights data from fall 2021 show that the
top claimed reasons for consuming are to relieve pain, sleep
better, and relax/be mellow,” Lukas says. “A desire to manage
anxiety and improve one’s quality of life were also commonly
claimed reasons for consuming cannabis.”

However, cannabis’ status with the federal government for THC-containing products will keep its products in dispensaries and
out of traditional retail outlets in the near term. The same cannot be said for CBD-containing products.

“While cannabis (products containing [greater than] 3% THC) is likely to remain out of CPG channels until federal legalization and
descheduling of cannabis from the Controlled Substances Act, the barriers for CBD to enter the CPG universe are lower,” Lukas
says. “The Farm Bill legalized the production of hemp-based CBD at the federal level, but without FDA guidance allowing CBD
and a food and beverage additive, the bulk of CBD sales are expected to go through the dispensaries and eCommerce channels.”

Cannabis’ evolution 
 Although the federal legal status of cannabis remains in limbo, research shows that consumers are much less con�icted.

In November 2021, Gallup released its annual poll on the U.S. support for legalizing marijuana. The poll’s record-high level of 68%
of Americans in favor of legalization was maintained for the second year in a row.

According to IBISWorld’s report, demographic segmentation of medical and recreational marijuana’s consumer base shows that
millennials (which it de�nes as ages 25-40) are the largest group based on 2021 revenue followed by Generation X and
Generation Z.

For Generation Z (de�ned as ages 9 to 24), the report highlights that even though the majority of this demographic is below 21,
research shows this generation is a proponent of legalizing marijuana and as such will see its market share grow over the years.

“Since this generation is largely accepting of legalizing the medical and recreational use of marijuana, they comprise a signi�cant
amount of industry revenue, despite the fact that the majority of ages in this segment are below 21,” the report states. “In 2021,
Gen Z consumers are expected to account for 17% of total industry revenue. When breaking out usage of medical marijuana
versus recreational marijuana, Gen Z is expected to account for 17% in both markets. This market segment is expected to
continue to grow over the �ve years to 2026 since consumers in this bracket are aging into the legal age range every day.”

However, with all millennials legally of age, this demographic remains the top segment for marijuana use.

“In 2021, millennials are expected to account for 45% of total industry revenue,” the report states. “Similar to Gen Z, consumers in
this age group are increasingly in support of legalizing medical and recreational marijuana use. In fact, millennials are expected
to comprise a larger portion of the recreational marijuana market than the medical marijuana market. In 2021, millennials are
estimated to account for 42% of the medical market and 48% of the recreational market. This market segment is expected to
continue to grow over the next �ve years as consumers continue to become more accepting of the industry and legalization
throughout the country increases.”

As support for legalization status mounts though, experts note that to become a mainstream product in the consumer packaged
goods arena, adjustments should be made to engage with consumers.

In a September 2021 Insights by Shane MacGuill and Spiros Malandrakis with Chicago-based Euromonitor International titled
“From Taboo to Typical: Global Cannabis Comes of Age,” the analysts note the importance of tailoring brand propositions to
speci�c demographics.

“From identifying the cannacurious cohort to expand penetration and reach to focusing on seasoned consumers to allow for
connoisseurship and premiumization to add value, diligent segmentation will be another sign of the industry’s transition into
mature FMCG territory,” the two state. “Euromonitor International’s surveys are also shedding light into key perceptions, concerns
and patterns.

“For example, 79% of cannabis consumers in U.S. legal states consider strength to be an important product attribute followed by
price (70%) and strain (66%) ― a fact that highlights the still simplistic and embryonic nature of buying behaviors, a situation that
is in many ways akin to alcohol consumers choosing brands purely based on ABV content,” they continue. “But on the CBD front,
education also remains essential with 43% of global respondents saying that they do not see a clear need to use CBD.”

As more consumers accept cannabis as part of the CPG market, the messaging and look of its segments will likely evolve with
that acceptance. BI
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Up Close With

Healthy hydration that solves ‘bottle confusion’   
By Barbara Harfmann

Agua Plus innovates with All-Scratch! Technology
(Image courtesy of Plus Brand Industries)

The healthy hydrating refreshment of cool, clear water will never go out of style. The global bottled water market
was valued at $217.66 billion in 2020 and is expected to expand at a compound annual growth rate (CAGR) of
11.1% from 2021 to 2028, Grand View Research states. Although plain and �avored varieties of still and sparkling
water remain widely popular, Plus Brand Industries’ Co-founder and CEO Chad Willis not only wanted to give
consumers the functional alkaline hydration they’re thirsting for in Agua Plus, but came up with an ground-
breaking way to further disrupt store shelves — with its unique All-Scratch! Technology.

Three years of trial and error went into the development of All-Scratch! because Willis and Co-founder and Chief Operating O�cer
(COO) Adam Gauer wanted to create a technology that stands up to all the various situations that a bottle of water �nds itself in
— water, ice, condensation, transport, heat, sunlight and mild rubbing. No small task from a technical perspective, Gauer says.

“Agua Plus is an alkaline water, but at the end of the day our unique value proposition and what makes us stand alone in our
market is our All-Scratch! Technology that eliminates the problem of ‘bottle confusion,’” Gauer explains.

Designed to hydrate, balance and revitalize, Agua Plus is a premium alkaline
water that is bottled at a pH of 9+ and undergoes a seven-step puri�cation
process that is enhanced with minerals and electrolytes, the company says.
(Image courtesy of Plus Brand Industries)

The value-added packaging of Agua Plus enables consumers
to scratch their name, initials or a picture right on the bottle’s
red-and-white label to make their water bottle instantly
identi�able. This not only solves bottle confusion but reduces
excess waste and the transmission of germs and viruses, he
adds. 

  
All-scratch disruptive game-changer
This innovative, game-changing idea began ruminating pre-
COVID after Willis had about 25 family members over for the
holidays. He notes that over the course of a few evenings, he
found himself constantly picking up — and then discarding —
around 20-30 half-full bottles each morning. “People would put
one down, forget which one was theirs and then grab a new
one because they didn’t want to accidentally grab the wrong
one and risk picking up a germ or virus from someone else,” he
explains.

ADVERTISEMENT

After discussing the issue with his brother, Willis notes that he “couldn’t shake the feeling that something needed to be done”
about the “bottle confusion” problem.

“I knew it wasn’t just me,” Willis continues, “and that was the genesis of completing [non-disclosure agreements] (NDAs) with
some of the best in the industry to work on our behalf to formulate, test, adjust, etc., until we arrived at the amazing version of
the technology that we have today.”

Agua Plus, a brand of Plus Brand Industries Inc., Sheridan, Wyo., was founded in 2017. Designed to hydrate, balance and
revitalize, Agua Plus is a premium alkaline water that is bottled at a pH of 9+ and undergoes a seven-step puri�cation process
that is enhanced with minerals, electrolytes and more for a smooth pristine taste and superior hydration, the company says.

The BPA-free and 100% rPET bottle design takes it a step further by helping consumers eliminate the age-old bottle confusion
problem that occurs when consumers set down identical bottles and then can’t identify which is which.

Currently available in four-, eight- and 24-packs of 16.9-ounce bottles, the packs come in point-of-sale (POS) boxes with a product
window that allows shoppers to see right through to the bottles. Shrink-wrapped six-packs also are available. Packaging clearly
communicates Agua Plus’s commitment to sustainability and the bene�ts of All-Scratch! Technology.

“Yes, Agua Plus in an alkaline water, but what it really is, more than
anything else, is a solution to a long-standing problem that everyone
has encountered: bottle confusion. … Agua Plus is so much more than
just a good alkaline water. It’s a solution to a problem. It connects with
consumers on a level that goes so much deeper than the basic reasons
why they purchase bottled water.”

— Chad Willis, Co-founder and CEO of Plus Brand Industries

Although a box can be just a means to transport, the outer packaging of Agua Plus creates much more. “This box is an extension
of the brand (All-Scratch!) and creates an experience,” Willis explains. “We wanted our boxes to provide an experience that
communicates the value proposition of the brand, the clean and attractive design and all be multi-functional. Our 24-pack box top
tears right off to offer a quick solution for serving bottles and all boxes double as ready-to-go attractive POS advertising.”

‘Breaking the scale of monotony’
 Noting that all types of bottled water have become highly commoditized during the past 40 years and that the market remains

extremely competitive, All-Scratch! provides an opportunity “to break the scale of monotony,” Willis says.

“Yes, Agua Plus in an alkaline water, but what it really is, more than anything else, is a solution to a long-standing problem that
everyone has encountered: bottle confusion,” Willis explains. “That is why everyone is so excited about the product. There are a
lot of waters out there. Agua Plus is so much more than just a good alkaline water. It’s a solution to a problem. It connects with
consumers on a level that goes so much deeper than the basic reasons why they purchase bottled water.”

Agua Plus is available in 16.9-ounce
BPA-free bottles but more sizes and
new functional beverages are on the
horizon, the company notes. (Image
courtesy of Plus Brand Industries)

Willis highlights that while Agua Plus will be the only bottled water to feature the technology, the
proprietary All-Scratch! is available to license in other, non-competitive spaces to deliver the
same bene�ts, namely bottle confusion along with the ability to reduce excess waste and to
stop the transmission of germs and viruses.

The company is �ring on all cylinders when it comes to a healthy hydration bottled water that
has zero �uoride, zero chlorine, zero sodium and zero calories in convenient on-the-go,
recyclable customizable, value-added packing — in short “all of the good and none of the bad,”
COO Gauer says.  

As demand for Agua Plus increases, it can be purchased on Amazon.com, AguaPlus.com,
online retailers and through a rapidly expanding distribution network that services many large
retailers, Willis says. Additionally, new bottle sizes ― 300-ml and 1-liter ― are in the works along
with new, functional beverages that Plus Brand Industries will launch once growth targets of
Agua Plus are reached, he adds.

But the differentiated value proposition for the proprietary All-Scratch! technology is why
someone will pull Agua Plus off a shelf versus other brands of bottled water. “For distributors
and retailers, it provides much needed bene�ts that they can connect with their customers on
through marketing and helps return pro�tability to a very commoditized product and industry,”
Willis says.

(Video courtesy of Plus Brand Industries)

Gauer, Willis and the Plus Brand team have put a lot of time and care into every detail of their product ― including the pure taste,
its on-pack design and differentiated label solution.

“All-Scratch! is our angle and our story. It creates a highly differentiated value proposition for Agua Plus as the only bottled water
to feature this problem-solving technology,” Willis notes. “Plus Brand is committed to doing what we can where we can to take a
sustainable approach to delivering better products. It’s the ‘More Than’ approach [involving healthy living, business building and
sustainability]. We’re going the extra mile whenever possible to encompass a holistic approach to better living.” BI
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By Barbara Harfmann | Managing Editor

A new beginning

Drinks
Between

At the recent Academy Awards, Oscars hosts Regina Hall and Wanda Sykes cracked up legendary actor Dame Judi
Dench when told she should follow in Kim Kardashian’s footsteps and “work harder” after she didn’t take home the
Oscar for Best Supporting Actress. The 87-year-old Dench laughed hysterically as did those in the audience.

It’s obvious that the eight-time Oscar nominee who won the Academy Award for playing Queen Elizabeth I in “Shakespeare in
Love” (1998) doesn’t need any career advice. Yet, even though the star has lost part of her eyesight due to age-related macular
degeneration, she reminds herself to “carpe diem,” or “seize the day,” by looking at the tattoo she had inked on the inside of her
right wrist at the age of 81.

After seven years as managing editor with Beverage Industry, I, too, have decided to “carpe diem” by moving to a new position
within BNP Media as Managing Editor of Dairy Foods, one of our sister publications.

Before I bid adieu, I want to
thank Publisher Steve

Pintarelli and Editor Jessica
Jacobsen for all their help
and support. I also want to
thank you the readers for

engaging with our magazine
and for the feedback and

ideas I received.

"

"

I have learned so much about this multi-faceted industry and
have enjoyed covering all facets of the industry, including
Category Focuses (bottled water, wine, spirits, coffee), R&D
(sweeteners, protein, health and wellness), Ingredient
Spotlights (CBD, citrus) Packaging (equipment, materials),
Warehouse/Distribution (automation), Supplier’s Marketplace
and Marketing.

But what sticks out most of all are the stories that will be
forever etched in my mind. For example, the June 2016
interview in Whitestone, N.Y., with Co-founder and CEO of
BodyArmor Mike Repole whose passion for his coconut water-
based sports brand was evident from the start. Repole also
was so excited that we were able to �t nine employees into a
cover photo �ttingly shot on a basketball court because he
wanted to recognize as many people behind the brand as
possible.

For the July 2018 cover story, I interviewed Phil Rosse, president of Mike’s Hard Lemonade Co., and members of his team when
it’s hard sparkling seltzer, White Claw, relatively new to the market, was already netting dollar sales of $57 million and
experiencing triple digit year-over year growth of 451%, as per IRI data.

Right before the pandemic hit in March 2020, I was beyond excited to attend SoxFest and meet some of my favorite players,
including three-time All-Star and �rst baseman José Abreu (who also signed my new No. 79 Sox jersey) and to be one of the �rst
to sample Sox Golden Ale, brewed in partnership with Goose Island Beer Co. The Goose Island section debuted in right �eld,
complete with a large-scale iconic goose and, of course, plenty of Goose Island beers and other craft brews. (Coincidentally,
Goose Island was the �rst cover story I wrote in August 2015).

I’ve also had the privilege of spotlighting some incredible women making their mark in the beverage industry, including Hint
Founder and CEO Kara Goldin who founded her successful �avored water company in 2005 after experimenting with �avors in
her kitchen. She also wrote an inspiring book, “Undaunted: Overcoming Doubts and Doubters,” about her journey from waitress to
dotcom executive to a disruptive, award-winning CEO and entrepreneur.

During Natural Products Expo West in 2018, I met Mikaila Ulmer of Me & the Bee’s Lemonade and knew I had to tell her story.
Ulmer was just a young African-American girl when she founded her lemonade business after being stung by a bee. The now-17-
year-old also wrote a book, “Bee Fearless: Dream Like A Kid,” with advice to encourage other entrepreneurs to follow their
dreams.

From ad executive to the founder of Lone River Beverage Co., CEO Katie Beal Brown’s story in the March 2022 issue also
resonated in a powerful way. With distribution help from Diageo, the company went from startup to acquisition to national
distribution in under 18 months. The Texas-born agave-style hard ranch seltzers also are rooted in authenticity, which is further
highlighted in TV ads featuring “Yellowstone” actor Ryan Bingham and the company’s campaign to Follow It West.

Before I bid adieu, I want to thank Publisher Steve Pintarelli and Editor Jessica Jacobsen for all their help and support. I also want
to thank you the readers for engaging with our magazine and for the feedback and ideas I received. Luckily, there is some
crossover between beverages and dairy foods, so I’ll still be writing about trends in plant-based beverages, plant processing
stories, suppliers and more. Keep in touch. I’ll close with a favorite quote from poet T.S. Eliot, remember this: “Every moment is a
fresh beginning.” BI

ADVERTISEMENT

Even prior to the pandemic, U.S. consumers were shifting toward more health-conscious brands. During
the past two years, with heightened levels of uncertainty, consumers remain on a mission to boost their

immunity, stay healthy and focus on their well-being. 
  

As a result, even more beverage companies have emerged, offering everything from low-calorie alcohol
drinks, to personalized, healthier options.

Did You Know ...

GOING NUTS FOR
COCONUT WATER
Premium coconut water brand Once Upon A Coconut and LPGA golf pro Jodi Ewart Shadoff
inked a new partnership deal, which will see the British born golfer promoting the coconut
water brand throughout all of her public appearances.  A professional golfer since 2010, Ewart
Shadoff quali�ed for the LPGA Tour in 2011 and has multiple Top 10 �nishes through the years. In a
statement, she said: “Being a member of the Once Upon a Coconut family is more than just partnering
with a brand. Once Upon a Coconut is a brand movement driven by philanthropy and community
involvement. The positivity of the brand team members and leadership get me very excited about what
the future holds for his new partnership. Oh, and did I mention that the product is the absolute best on
the market?”

Reclaiming fancy teatime “Bridgerton” style

(Video courtesy of Tanqueray)

Back in the day — the Regency era, to be exact — teatime was one of

society’s fanciest occasions; a moment to gossip, �irt, laugh with friends

and, of course, sip in superior style. In its multi-phased campaign,

Tanqueray, in partnership with the Net�ix show “Bridgerton,” shows

consumers how it reclaims teatime with a modern-day spin. For its fun,

oh-so-fancy “T -T ime,” T anqueray teamed up with pop culture icon

Joe Jonas, who g amely learns “how to become a Bridg erton” with

the help of  Jonathan Bailey (Anthony Bridg erton), and “Bridg erton”

superfan and comedian Phoebe Robinson in the orig inal video

content series.  Consumers also will have a chance to win one of three

exclusive “Bridgerton”-inspired experiences by showcasing how they

hashtag #makeitTtime by sharing an original photo or video on social

media highlighting the best ways of dancing, drinking and dressing for “T-

time.” The winners automatically will be entered to win one of three

experiences: exclusive VIP access to The Queen’s Ball; a curated

“Bridgerton” Watch Party with up to 10 friends; and a Regency-era live oil

painting complete with costumes inspired by “Bridgerton” for as many as

10 friends.
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Channel Strategies

Merchandising goes digital
By Jessica Jacobsen

Technology helps beverage brands implement digital merchandising solutions
(Image courtesy of Nutrabolt)

As consumers increasingly turn to digital technology for their shopping needs, the modes of traditional
merchandising for consumer packaged goods (CPGs) is not as clean cut as it once was. Instead, brand owners are
�nding ways to amalgamate the bene�ts of traditional merchandising with the growing in�uence of digital.

Anna Garcia, director of trade and shopper marketing for Austin, Texas-based Nutrabolt, and Hagen Panton, vice president of
sales capability for C4, a brand of Nutrabolt, highlight the impact of mobile phones on today’s shopping patterns.

“The biggest trend that has been around for some time, and continues to grow, is mobile phone usage at the shelf and leveraging
that insight to create merchandising programs that deliver educational or value-added experiences for consumers through
tactics such as gami�cation, social integrations/challenges, and delivering coupons/rebates instantaneously,” the two explain. “In
addition, since COVID, consumers are pantry loading, making displays for large format stores, and multipack offerings, more
relevant to capitalize on this shift in buying behavior.”

Garcia and Panton note that demos and interaction from sampling events is the most effective way to engage with consumers;
however, the pandemic disrupted those opportunities. As such, digital solutions helped brands still engage with consumers.

“With the advance of native mobile phone technologies, we have noticed an uptick in the usage of QR codes and augmented
reality engagements at-shelf, as well as point-of-sale that encourages brick-and-mortar shoppers to extend their brand
engagement long-term by incentivizing them to connect to the brand on social media,” they say. “In general, brands are investing
more in ‘retail-tainment’ display activations to deliver a more immersive and memorable experience for the consumer, and to win
incremental space at retail.”

QR codes are offering brands opportunities to further consumer engagement
and loyalty, experts note. (Photo by Albert Hu/courtesy of Unsplash)

Eye-catching designs 
Although digital has offered new ways for brands to connect
with consumers, experts note that in-store merchandising
plans still will offer consumers direct exposure. However, given
the increasing competition from new and established brands,
display sets are developing new ways to entice and engage
with consumers.

“With competition increasing every day, we are always looking
for ways to overcome challenges related to space availability
in-store,” Garcia and Panton say. “We have employed the use of
custom designed cooler racks that capitalize on the available
airspace that exists between shelves, to convert it to saleable
real estate.

“We have also broken from the norm with ambient display
innovation,” they continue. “While we all know ‘cold is sold,’
there is something to be said for driving impulse buys at the
counter with simple corrugated countertop displays that drive
awareness and trial for our new �avor launches, all while
communicating key brand bene�ts as a means of
differentiating from the competition.”

Garcia and Panton also point to cooler toppers as a way in which the company has been able to merchandise ambient packages
of C4.

“We created a HydraCap that holds warm and cold facings in one unit,” they explain. “This additional warm space gives us the
opportunity to merchandise our legacy C4 power, alongside our C4 beverage. The unit also holds six-pack carriers, so the
consumer can build their own six-pack.”

Through the “build your own six-pack” design, the company is able to sell more product with each transaction while offering
consumers a more convenient way to carry C4 home, the two explain.

Yet, Garcia and Panton also are quick to highlight that coolers remain the most valuable entity that brands can leverage with their
merchandising plans.

“We show noticeable lifts in cases sold and a positive ROI in stores where we have placed dedicated coolers, which we are able
to track using Repsly,” they explain. “Secondarily, smaller footprint and modular displays that hold several cases of product are
always a good investment as they have the versatility to be accepted in multiple retail channels.”

For a company like Nutrabolt, colorful displays also can be a powerful, attractive tool. Most recently, C4 released its collaboration
beverage with Skittles and was able to utilize the bright color schemes in its merchandising to leverage the release.

“[W]ith the roll out of our extremely eye-catching C4 x Skittles displays, we have experienced over 270% lift in off-shelf
placements versus prior year as tracked internally through Repsly and corroborated externally by IRI via ‘Time on Display’ metrics
[up] 200% versus [the] prior year,” Garcia and Panton explain.

“With the advance of native mobile phone technologies, we have noticed an uptick in the usage
of QR codes and augmented reality engagements at-shelf, as well as point-of-sale that
encourages brick-and-mortar shoppers to extend their brand engagement long-term by
incentivizing them to connect to the brand on social media.”

— Anna Garcia, director of trade and shopper marketing for Nutrabolt, and Hagen Panton, vice president of sales capability for C4

Merchandising at home 
Although merchandising is mostly associated with traditional retailers, innovators are prompting beverage-makers with onsite
locations, like wineries, to utilize merchandising to further opportunities with direct-to-consumer (DTC) solutions.

For example, VinesOS recently unveiled a fully integrated, stripe-based point-of-sale (POS) along with a new brand design at WiVi
in Paso Robles, Calif.

VinesOS’ cloud-based point-of-sale enables wineries to manage all DTC channels from a single dashboard: POS, clubs,
subscriptions, eCommerce and reservations, it says.

Jules Robbins, CEO of VinesOS, explains how digital merchandising solutions can further brand loyalty with consumers.

C4 looking beyond the inside of beverage coolers to offer ambient products
through cooler toppers as well as counter top displays at point-of-sales
locations. (Images courtesy of Nutrabolt)

“At VinesOS, we feel it’s all about creating a smooth customer
experience and building loyalty,” she says. “During a point-of-
sale purchase, staff should be trained to promote loyalty
options, such as club and subscription offerings, to keep the
customer coming back. They should be able to add a new
customer quickly and easily or invite the customer to scan a QR
code to sign up for their club using their mobile phone, with
ApplePay or GooglePay, and do it in less than a minute.

“Staff should know as soon as they add a customer to the
order what their favorite products are, their lifetime value,
when they were in last, and see any important notes from the
manager,” Robbins continues. “Loyalty bene�ts, such as free
tastings or percent discounts, should be auto-applied, and the
staff should be able to tell the customer how much they saved
on that order.”

Through digital merchandising aspects like QR codes, brands
can communicate a wealth of information to consumers,
including product details, menu items of what’s being poured,
ordering capabilities, checkout stations as well as a chance to
join loyalty or club programs, Robbins notes.

Given the adoption of subscription models on popular eCommerce websites, beverage alcohol brands can take a similar
approach where consumers select the alcohol they want through DTC, she explains

“The subscription program has been a huge success for our clients, with membership skyrocketing up to 800% for some of our
clients. In the same way that you order kibble for your dog or diapers for your baby to be delivered on a regular basis, customers
are showing a huge desire to have their alcoholic beverage of choice delivered this way as well,” Robbins says. “And for the
business, it’s a huge win, building customer loyalty and building pre-sold revenue.”

Jessica Schueneman, hospitality director with Moersch Hospitality Group, Baroda, Mich., notes that its membership program
was designed to reward its consumers with exclusive pricing, customization as well as additional savings through subscription
auto-ship orders.

“With the success and familiarity of other subscription-based goods and services, like Amazon, we thought, why couldn’t this
work for our wines? Vineyard Premier is our move from the traditional wine club to a more customer-friendly and �exible way to
serve our members,” Schueneman says. “Basically, customers get the wines they want, when they want them, delivered to their
door while saving money.

“Has it been a success?  We believe so — membership grew 800% in our �rst year rolling out Vineyard Premier,” she continues.
“VinesOS has been an integral partner with us as we developed Vineyard Premier — they have been and continue to be so great
to work with.”

As beverage brands must now merchandise for physical and virtual spaces, innovators will look to bridge these retail outlets. BI
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Packaging

Designing creative solutions to stand out
By Barbara Harfmann

Intelligent packaging takes brands to new heights
(Image courtesy of  Brooklyn Brewery)

In the �rst round of the NCAA March Madness tournament, No. 15 seed St. Peter’s stunned No. 2 seed Kentucky
in the East Region. A member of the Metro Atlantic Athletic Conference, the St. Peter’s Peacocks continued to
upset higher-seeded teams, including No. 7 seed Murray State and No. 3 seed Purdue, and became the �rst No.
15 seed to advance to the Elite Eight in the tournament’s history. Packaging design also is “advancing” in
innovative ways, with smart labeling, art-inspired labels, AI and even virtual tastings to engage consumers.

Regardless of how brands do it, standing out is key, particularly given the amount of competition in the beverage arena. “What
makes your product different and why should someone care?,” asks John Nunziato, chief creative o�cer at New York-based
Little Big Brands.

 

He notes that the structure of a package is a “hugely untapped differentiator.” “How can you make the product more convenient
or give it more of a badge factor through the physical structure,” he explains.

Alex Kidd, creative design manager at Avery Dennison, Cleveland, Ohio, suggests that when it comes to packaging design,
sustainability should be a No. 1 consideration. “Is that a part of the brand? How does the label and packaging support that?
There are many sustainable materials to choose from that help enhance any brand presence,” Kidd says. “Also, which material
helps bring the brand to life? Is it a clean white canvas or a super tactile, colorful material that elevates the brand design?”

Made from a blend of Grenache, Cinsault and Syrah, The Beach features an
etched logo, pale pink label and a new commitment to environmental
responsibility, including lighter glass bottles and ocean-friendly promotional
materials crafted from repurposed water bottles and cardboard. (Images
courtesy of Château d’Esclans)

Aditi Basu, marketing head at Dubai-based Future Market
Insights, notes that the intelligent packaging trend is taking
packaging trends to new heights.

“Considering the 360-degree scenario, consumers nowadays
are preferring smart, active, interactive, connected, user-
friendly and eco-friendly packaging solutions,” she says.
“Therefore, beverage-makers need to focus on these trends as
it impacts the beverage industry overall.”

Animated labels bring new insights into brands
 Beverage companies also are utilizing more augmented reality

(AR) labels in their design.

“The technology impacts the packaging design,” Future Market
Insights’ Basu says. “With the adoption of technology in the
packaging formats and designs, the brands are adding extra
dimensions to their packaging, which helps to engage as well
as inform the consumers.

“AR labels help the consumer go through the information provided by the brand just by scanning the image/label offered on the
product packaging,” she continues. “Some brands provide videos, history about their product formation, games and competition,
which can be enabled or seen by scanning the AR label through smartphones.”

For instance, Seattle-based Jones Soda released new packing in the United States and Canada that, with a tap of a smart phone,
enables consumers to see short action videos of daredevil athletes, edgy artists and other masters of their preferred crafts,
some of whom have 2.1 million TikTok followers, the company says.

The animated labels appear on 1.5 million bottles spanning �ve top-selling soft drink �avors, marking the brand’s third AR series
since launching last July. Jones’ AR initiative builds on the brand personality the company has established during the past two
decades in part by using black-and-white photographs submitted by consumers to create a constantly changing series of label
visuals, it says.

Jones added video to the mix last year with an initial 15-label collection focusing primarily on action sports. A second AR series
released several months later featured the animatronic fortune teller character Zoltar reading humorous fortunes customized to
incorporate Jones Soda messaging.

“Considering the 360-degree scenario, consumers nowadays are preferring smart, active,
interactive, connected, user-friendly and eco-friendly packaging solutions.”

— Aditi Basu, marketing head at Future Market Insights

Creating an identity
Experts note that companies are using AR and other packaging design elements to gain consumer satisfaction, build trust by
giving consumers access to information, and help the brand create its identity and further relationships with its fans.

Austin, Texas-based Tito’s Handmade Vodka recently announced its 25th anniversary campaign, a yearlong celebration that tells
the company’s story, and thanks Tito’s fans for their support. The new campaign includes a newly designed Commemorative
25th Anniversary Bottle, which features the brand’s signature copper cap, a special 25th anniversary emblem, and a short
paragraph on the back label which details the brand’s story and pays tribute to its fans. 

The vodka company also is debuting an AR feature that will give fans a glimpse into the Tito’s origin story. Using their mobile
phones, users can scan a QR code and bring in-store displays featuring artwork by Paul Mann to life, and learn more about the
Tito’s story in four interactive chapters: The Distillery, The Juice, The Hometown and The Dogs, the company says.

As technology advances, the lines between realities continue to blur, Little Big Brands’ Nunziato says.

25 Years of the Tito's Handmade Vodka Story25 Years of the Tito's Handmade Vodka Story

“You made us who we are — there’s spirit in this bottle,” proclaims a new video
commemorating  the 25th anniversary of Tito’s Handmade Vodka.  (Video
courtesy of Tito’s Handmade Vodka)

A limited-edition label pays homage
to Tito’s 25th anniversary. The bottle
also features an AR feature that when
consumers scan the QR code, they are
able to view four chapters in the
company’s evolution: The Distillery,
The Juice, The Hometown and The
Dogs. (Images courtesy of Tito’s
Handmade Vodka)

For instance, The Coca-Cola Co, Atlanta, partnered with Zappar and Fredinko Illustrations to
bring their bottles to life with the help of web-based AR. Consumers can scan the code on a
bottle to view exclusive animations and enter a competition, the company said in a statement.

“We all strive to create an emotional connection with consumers, and doing that with static
packaging is a tall order,” Nunziato says. “The more you can incorporate video content into the
brand story, the easier this becomes. We all live on our phones and the upcoming generations
even more so. If you aren’t actively thinking about this now, you’d better start.”

  
Avery Dennison’s Kidd notes that with the uptick of people drinking at home and building up the
appearance of their home bars, aesthetically pleasing labels are more sought out than ever
before. 

  
“Brands are using the labels as a canvas for the brand and to stand out against the
competition,” he explains. “With the addition of intelligent labels, brands are able to tell stories in
a new way as well as guarantee authenticity.”

In April, Château d’Esclans introduced The Beach by Whispering Angel, a new Provence rosé
evolved from The Palm by Whispering Angel. Complete with an etched palm tree and surfboard
logo on glass, the label and cap feature a dusty rose background with delicately colored green,
blue and pink palm trees.

Made from a blend of Grenache, Cinsault and Syrah varietals, The Beach debuts with a new
commitment to environmental responsibility, including lighter glass bottles and ocean-friendly
promotional materials crafted from repurposed water bottles and cardboard. The bottle label
also markets the winery’s long-term partnership with the Surfrider Foundation, which includes a
donation, a coast-to-coast beach cleanup initiative and a traveling dinner series hosted at
Surfrider’s Ocean Friendly Restaurants.

In addition to promoting sustainability initiatives, Little Big Brands’ Nunziato is seeing less print trends and more surprisingly
placed logos.

“Brands now have become small pieces of abstract art, less claims, simple design,” he explains. “I’m happy to see more custom
typography being used. It’s a great way for brands to be more ‘ownable’ and protect their assets.

“I think too many people look at package design as the magic wand,” he continues. “If you don’t start with a great product and a
strong positioning, packaging will only take you so far. And then you have to support that brand — through marketing and social
channels and by continuing to innovate and think of what’s next.” BI
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Packaging

An appreciation for glass packaging
By Jessica Jacobsen

Premium beverage categories turning to glass packaging
(Photo courtesy of Getty Images)

In the literal reference to items that appreciate in value, people will commonly identify rare art, precious gems or
even plots of land as safe appreciators. But when it comes to �gurative de�nitions, appreciation can take on a
new interpretation. As consumers strike the balance between sustainability and premiumization, packaging
materials like glass are amalgamating these in-demand product attributes, resulting in greater value for its end
users.

“Glass packaging is considered as one of the most trusted forms of packaging for health, taste, and environmental safety,” states
Mordor Intelligence in its “Glass Packaging Market” report. “Glass packaging, which is considered premium, maintains the
freshness and safety of the product.”

The report, which covers the growth, trends, COVID-19 impact and forecasts for 2022-2027, estimates that the global glass
packaging market had a value of $56.64 billion in 2020. The Hyderabad, India-based market research �rm expects the market to
grow at a compound annual growth rate (CAGR) of 4.39% through 2026 for a forecasted $73.29 billion value.

Mordor identi�es demand for safe and healthier packaging as well as recyclability as contributing to the demand. For suppliers,
the sustainability elements are furthering glass packaging’s appeal.

Cold coffees are likely to utilize glass bottles for packaging to convey premium
attributes, Samantha Juna says. (Images courtesy of Riff)

“There has been increased interest in glass packaging in both
regular and lightweight varieties,” says Eric Gassaway, director
of sustainability at TricorBraun, St. Louis. “As companies make
commitments around recycling, re�llables and reusability,
glass appeal has increased across multiple categories and
sectors.”
 
Additionally, Michael Zuckerman, president of King of Prussia,
Pa.-based Zuckerman Honickman, a TricorBraun company,
pinpoints that brands are eager to tout the sustainable
elements of glass.
 
“Customers and consumers appreciate the fact that glass is
100% in�nitely recyclable, and can market that trait
accordingly,” he says.
 
Premium presence for glass
Beyond the sustainable attributes of glass, experts are eager
to identify its association with premium brands as also driving
its demand.

“Many consumers are prioritizing value-driven brands, like private labels, which offer high-quality products at a lower price point,”
says Samantha Juna, manager of category and consumer insights at TricorBraun. “Glass can often indicate a premium product,
so how the glass bottle pairs with the label design and overall design language of the package is important for brands to consider
if you want to communicate the right message to consumers.

“On the �ip side, there is also a trend for the uber-premium,” she continues. “And these consumers will seek out packaging that
re�ects the premium nature of the product inside. The clarity of glass is perfect to visually showcase what’s inside the package.
And the weight, reusability, and recyclability of glass makes the package feel like it is high-quality and will last a long time.”

Given glass packaging’s association with premiumization, premium beverage categories are likely to utilize the primary
packaging material.

Oftentimes the premium beverage market uses the weight of the glass to convey to consumers the premium attributes of
products such as sparkling beverages, wellness teas, cold coffee, cold-pressed juice, non-alcohol alternatives, probiotic drinks
and kombucha, Juna says.

Zuckerman Honickman’s Zuckerman notes these beverages categories also highlight legacy brands in traditional categories that
are adopting glass.

“Glass can often indicate a premium product, so how the glass bottle pairs with the label design
and overall design language of the package is important for brands to consider if you want to
communicate the right message to consumers.”

— Samantha Juna, manager of category and consumer insights at TricorBraun

“We have seen a surge in a surge in teas (Joe Tea) and premium fruit juices (Lakeland, Cabana, Mamma Chia), along with
premium coffees (Starbucks),” he says. “Of course there are still some older soda brands (Jones, Reeds, Ale-8, and Boylan’s) that
need to maintain that vintage package.”

Additionally, Juna notes that glass packaging paired with an appropriate closure can be a popular solution for carbonated
beverages that utilize functional ingredients.

Navigating today’s market
Although beverage-makers have documented numerous reasons for utilizing glass packaging, today’s market is navigating new
variables that must be considered.

“Beverage makers have to realize that in this unprecedented ‘tight’ market that the only color available is �int,” Zuckerman
Honickman’s Zuckerman says. “The days of colored tanks, frit-feeders, and tinted or painted ware are not available now. In
addition, they need to stay with ‘stock’ molds. Manufacturers are not interested in custom projects right now as they are hand-to-
mouth with the current packages.

“Four different �nishes are available: lug, ropp, twist-crown and pry,” he continues. “Choosing the desired �nish is vitally important
because you need to ensure co-packer capabilities and closure availability.”

Kombucha is another example of
emerging functional beverage
category in which brands are utilizing
glass packaging to support its
premium positioning. (Image courtesy
of Health-Ade)

Experts also have noted the impact that the pandemic as well as the Russian invasion of
Ukraine are having a domino effect on the glass packaging supply chain.
 
“The changes resulting from the pandemic and events in Europe have had a double whammy
on the glass supply chain,” says Mark O’Bryan, chief operations o�cer at TricorBraun.
“Pandemic demand changes have driven demand on glass to new levels. Food, spirits and
beverage markets have all seen large growth. The Russian invasion of Ukraine has forced the
closure of glass plants in those countries, but also has driven up the cost of energy feeding the
rest of the European glass manufacturers. This has forced customers to look for new options to
cover their demands.”
 
Meanwhile, Zuckerman Honickman’s Zuckerman explains the varying factors affecting the
glass supply chain. For instance, glass production is a laborious process and a dearth of
personnel have been available during the pandemic, he says. Additionally, the increase in freight
costs adversely has affected glass packaging’s freight transport. Zuckerman adds that the raw
material components of glass is another factor as it’s comprised of three key elements ― sand,
soda ash and limestone ― that need to be shipped.

Even though the glass packaging supply chain is navigating these new challenges, the packaging material will remain a valuable
solution for beverage-makers going forward. Given this demand, Zuckerman anticipates steps will be taken in the years to come
making the packaging material more accessible to beverage-makers of all operation sizes.

“Glass is a material that will not change with technology. It will simply remain as a one-trick pony. While there will be advances in
plastics and new substrates such as pulp/paper, glass will simply be glass,” Zuckerman says. “However, when the industry
loosens up, I do think we will see a shift in the �exibility for producing glass. Right now the average production is a three to �ve
day run on a 10-section double. I feel that companies will want to reduce their cavitation and minimum run lengths to be able to
provide solutions for the small- to mid-size beverage-makers.” BI
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Beverage R&D

The art of a good digestion
By Lauren Sabetta

Fiber, probiotics’ link to digestive health drive developers to biotic solutions
(Image courtesy of Ingredion Inc.)

Known for having in�uenced the progress of the Enlightenment throughout Europe, Genevan philosopher, writer
and composer Jean-Jacques Rousseau is quoted as having said: “Happiness is a good bank account, a good cook,
and a good digestion.” Today, as the growing interest in digestive health stems from consumers’ more proactive
approach to health and wellness, experts note that, perhaps now more than ever before, consumers recognize how
their food and beverage choices can help them maintain good health.

Consumers are gaining a greater understanding of the role digestive health and the gut microbiome have on overall well-being,
whether for immune function or cognitive health, says Justin Green, director of scienti�c affairs for Minneapolis-based Cargill’s
health technologies business.

“Research from HealthFocus International suggests six in 10 consumers now consider digestive health vital to overall physical
health,” he says. “This heightened awareness likely explains why two-thirds of shoppers who seek out functional beverages say
they’re concerned about digestive health.

“Consumers have hectic lifestyles,” he continues. “Beverages such as juices, sports and energy drinks, dairy beverages and teas,
are all excellent vehicles for functional ingredients that support digestive and other health bene�ts in a convenient and delicious
way.”

Each Lifeway Oat product, made with 100% whole grain oats, contains beta-
glucans plus 10 live and active probiotic cultures to help promote a balanced
and diverse microbiome, the company says. (Image courtesy of Lifeway Foods
Inc.)

Micah Greenhill, beverage marketing director for ADM,
Chicago, adds that, as today’s consumers are proactively
looking for ways to support their overall well-being, the ongoing
pandemic has propelled the digestive health trend forward.

“[S]ixty-one percent of global consumers are more conscious
of the need to live a healthy lifestyle due to COVID-19,”
Greenhill says. “These health-conscious consumers are
seeking solutions that can help meet their wellness goals, and
they’re increasingly perceiving a connection between their gut
microbiomes, digestive health and holistic well-being.

“In fact, 58% of global consumers perceive a connection
between the function of the bacteria in the gut to wider
aspects of well-being,” he continues. “With that, consumers
increasingly perceive biotic ingredients, including prebiotic
�ber, probiotics and postbiotics to have associations with
supporting gut bacteria, driving forward the demand for more
digestive supporting ingredients in their food and beverage
purchases.”

ADVERTISEMENT

Fiber, probiotics continue on upward trend
As more consumers seek out beverages that align with their health and wellness goals, they are �nding increased opportunity to
choose personalized products that meet their individual needs, notes Carolyn Phillips, senior manager of insights for Americas at
Ingredion Inc., Westchester, Ill.

“Brands that do not offer the speci�c bene�ts sought by their consumer audience may get left on the shelf,” she says. “According
to Innova’s 2021 Tailored to Fit report, 64% of global consumers say they are �nding more products tailored to their needs
relating to nutrition, activity level, health goals or taste preference customizations.”

Moreover, with the greater focus on health and self-care, more consumers are leaning toward food as medicine and seeking out
foods that support gut health and immunity, while continuing to avoid negatively perceived ingredients, Phillips notes.

Further, with the growing knowledge of the link between a healthy gut and optimal immune response, consumers are seeking out
products that provide both bene�ts in one, notes Leanne Levy, director of sales and marketing at ADM/Deerland Probiotics &
Enzymes, Kennesaw, Ga.

“Brands that do not offer the speci�c bene�ts sought by their consumer audience may get left
on the shelf. According to Innova’s 2021 Tailored to Fit report, 64% of global consumers say
they are �nding more products tailored to their needs relating to nutrition, activity level, health
goals, or taste preference customizations.”

— Carolyn Phillips, senior manager of insights for Americas at Ingredion Inc.

“We see this as a long-term opportunity for beverage marketers,” Levy says. “Enduring the arduous two years of the pandemic
has altered the consumer health mindset to one that is more preventive. A closely intertwined trend is the explosion of probiotics
and the concurrent consumer demand for them.”

As more consumers are linking �ber, pre- and probiotics to a wide range of bene�ts, product developers also are seeking biotic
solutions that support consumers’ wellness desires.

“Since �ber is the No. 1 ingredient consumers want to add to their diets for reasons like digestion, weight management and
satiety, we �nd that product developers are also increasingly requesting �ber solutions that can easily be added into beverage
solutions to meet this need,” ADM’s Greenhill explains. “To meet consumer demand for added �ber while reducing the potential
for high or increased gastrointestinal discomfort, ADM/Matsutani LLC have created Fibersol, a line of soluble prebiotic dietary
�ber ingredients.”

Fiber, as it relates to digestive health, generally has increased in the beverages space, says Grace Kim, principal scientist at
London-based Tate & Lyle.

“Fiber’s link to digestive health, along with the importance of digestive health in overall immunity, have been the main drivers for
interest in our products,” Kim says. “Developers who seek out ingredients that may provide digestive health bene�ts reach out
looking for a �ber that functions as a prebiotic and can withstand common stability hurdles attributed to beverages. In our case,
we receive the most questions around our PROMITOR Soluble Corn Fiber.”

Crafted with naturally occurring probiotics, Aqua ViTea blends ancient
kombucha fermentation traditions with modern brewing techniques to produce
beverages that are rich with clean ingredients, the company says. (Image
courtesy of Aqua ViTea)

Because soluble �ber easily disperses into liquid without losing
any bene�cial attributes, it is the most utilized ingredient by
product developers in the beverage space, notes Diana Nieto
Velez, Ingredion’s senior manager for business development.

“Most of the ingredients we recommend for beverages include
fructo-oligosaccharides such as NUTRAFLORA P95 soluble
prebiotic �ber and TIC PRETESTED inulin,” Velez says. “Other
ingredients include the soluble corn and wheat �bers available
in the market. Ingredion is also starting to ful�ll requests on
gum acacia due to the newly approved status by the FDA.”

Ingredient challenges
 Among the formulation challenges that can occur when using

�ber and prebiotic �ber within beverages relate to solubility,
�avor and stability, experts note.

Performance in the process can affect total dietary �ber retention, Velez notes. “For example, if the pH of the beverage is too
low, the ingredient might start to lose some �ber content over time and some of the key sensory characteristics such as �avor
and colors,” she explains.

Probiotics inherently are less stable than the metabolites in postbiotics, because they must remain alive ― from processing and
packaging until they reach the consumer’s gut, Cargill’s Green explains. “As a result, it is much more challenging to ensure they
survive and ultimately start producing health-bene�ting components,” he says.

Tate & Lyles’ Kim adds that one challenge is in creating an environment where the probiotics can survive and where prebiotics
fail to break down.

“As for probiotics, most beverage matrices were designed to keep them safe from bacteria. The odds are against all bacteria
including the good guys,” Kim says. “More acid and heat tolerant �bers like PROMITOR help in creating this balance.”

As lactobacillus and bi�dobacteria strains are sensitive to environmental conditions and can thus degrade or “die” during
processing, Deerland’s Levy suggests formulators look into spore forming strains of probiotics.

Health-Ade announced a classic new �avor to its national offerings: Berry
Lemonade Health-Ade Kombucha. By adding new, approachable �avors,
Health-Ade hopes to make probiotic foods and gut health education accessible
to more people, it says. (Image courtesy of Health-Ade)

“The solution is to use spore forming strain of probiotics.” Levy
says. “Deerland provides two: Bacillus subtilis DE111 and
MuniSpore Bacillus clausii CS109. These organisms form
endospores that are protective shells, preserving their active
essence. They are able to withstand high heat and other
processing activities, as well as the acidic environment in the
stomach, so that they arrive intact to their destination.”

Another formulation hurdle product developers must consider
is maintaining optimal �avor and texture, Greenhill notes.

“At ADM, we couple our biotic solutions with our wide range of
high-quality botanical extracts, standardized plant extracts,
and high-fruit and vegetable content powders to elevate
beverages and provide an appealing sensory experience,” he
says. “For example, including botanicals like carob, which is
naturally sweet, can build an intriguing �avor. Moreover, we
leverage our vast �avor and color portfolio derived from natural
sources for delicious, eye-catching functional beverage options
that will entice consumers to come back for more.”

More beverage categories adopt biotic solutions
As certain beverage categories are particularly well-positioned for additional incorporation of prebiotic �ber, probiotics and
postbiotics, beverage categories such as sparkling water, tonic water, fruit drinks and energy drinks are driving growth and
gaining adoption.

As dairy, yogurt drinks, kombuchas and some teas already have a consumer perceived health-halo, the addition of �ber and
probiotics is a welcome and expected inclusion in these beverage categories, experts note.

“Interestingly, we also �nd that the sports nutrition category is growing beyond the traditional pre- and post-workout drink or
snack,” ADM’s Greenhill says. “Consumers are now turning to sports and active nutrition options beyond athletic occasions.

“Moreover, functional and carbonated waters with prebiotic �ber and probiotics are also popping up in the marketplace,
particularly as consumers look for exciting sensory experiences that also may help support their wellness goals,” he continues.
“These categories are ripe for growth, and the inclusion of �ber and probiotics will help functional beverages expand to offer
more areas of support to consumers on their individual wellness journeys.”

As the focus on health continues, beverage options that contain �ber are an easy way in which beverage brands can formulate
to help meet the needs tied to consumers’ interest, says Janae Kuc, Ingredion’s senior marketing manager.

“According to new product launch data from Innova, the top beverage categories utilizing probiotics are soft drinks, dairy and
sports nutrition,” she says.” If we drill into the sub-categories, the top players are drinking yogurt/fermented beverages, iced
tea/kombucha, carbonates, sports powders and juices.

“Again, the focus on health and wellness and holistic consumption drive interest in this area,” Kuc continues. “Consumer
acceptance of maintaining a healthy gut and immune system plays a prominent role in this space.”

New, exciting solutions
 As consumer interest for products containing digestive health ingredients continues to grow across beverage categories, experts

note that ingredient solutions available to beverage-makers continues to improve.

“An exciting new area of research involves the combination of prebiotic �bers and probiotics,” says David Nichols, senior
manager at Tate & Lyle. “This could become more widespread, both as separate ingredients used together or individual
ingredients, which contain both. In some cases, these may be promoted as symbiotic, although proving a truly symbiotic effect
typically requires a clinical research study (or studies) since regulations vary by country.”

Cargill’s Green notes that, while it is widely recognized that a healthy microbiome supports both gut integrity and the immune
system, it also is becoming clear that postbiotics can support the gut microbiome and immune health.

“While pre- and probiotics may be better known, it’s postbiotics that deliver the �nal goods,” Green says. “They are produced
through fermentation outside the body, under highly controlled conditions, and include amino acids, vitamins, short chain fatty
acids and more.

“Our ingredient, EpiCor postbiotic, is made using baker’s yeast (saccharomyces cerevisiae) that goes through a natural
fermentation process, which creates a unique �ngerprint of metabolites,” he continues. “Over a dozen published studies,
including multiple human clinical trials, show that EpiCor postbiotic supports the gut microbiome, as well as immune health and
nasal comfort.”

As formulation advantages make it possible to deliver health bene�ts across a range of functional beverage applications, it also
is a big advantage for consumers, Green says.

“It seems clear that interest and demand for functional beverages that support digestive health will continue to increase ― we
believe consumers will be looking for products backed by scienti�c research,” he concludes. BI

Ingredion Inc., Westchester, Ill., launched a
new foodservice growth guide titled “Put
pro�tability on the menu,” which details how
foodservice operators can drive sustained
clean-label growth in the foodservice
sector. With more consumers linking simple
ingredient lists, recognizable ingredients
and minimal processing with the clean-label
experience, foodservice outlets have an
opportunity to accelerate business growth
and returns, the company says. “Put
pro�tability on the menu” explores the key
trends underpinning clean-label growth,
how to capture the business value of clean-
label, and how to extend menu options with
ingredient innovation, it adds. “The global
foodservice is currently forecast to reach
$3.2 trillion by 2023, based on a CAGR of
2%,” said Daniel Haley, global platform lead
for Clean & Simple Ingredients at Ingredion,
in a statement. ”Evidence shows that the
foodservice industry is largely adopting
clean labels as a business strategy and that
commitment toward these changes is long
term, which is wonderful. It’s with this
robust and comprehensive growth guide
that we aim to deliver key insights for
foodservice operators at this pivotal time.”

Founded in 2002, Sweetener Solutions,
Pooler, Ga., announced the milestone of
being in business for 20 years. A leading
specialty formulating, blending and custom
portion packaging company that
emphasizes sugar replacement blends and
other dry ingredients, the company has
experienced steady growth throughout its
history through an ever-expanding
customer base of leading brands in food
and beverage markets, it says. Today,
Sweetener Solutions ships products to
more than 50 countries, and has recently
expanded to a second facility with
enhanced production and warehousing
capabilities. In a statement, Mike Lasky,
CEO and president at Sweetener Solutions,
said: “Twenty years is a great
accomplishment and we owe it to all of our
hard-working and dedicated employees and
the loyalty of our customers. We are proud
to be a growing employer in the Pooler and
greater Savannah, Georgia area, and look
forward to many more years as a leader in
the industry.”
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Ingredient Spotlight

Going ‘nuts’ for plant-based proteins
By Lauren Sabetta

Beverage-makers tap into ever-growing plant-based trend
(Photo by Anna Tarazevich from Pexels/courtesy of Canva)

Considered one of the most important modernist 20th-century authors and a pioneer in the use of stream of
consciousness as a narrative device, Virginia Woolf, in her essay “A Room of One’s Own,” wrote: “One cannot think
well, love well, sleep well, if one has not dined well.” Today, with the growing consumer demand for sustainable
offerings and simple, real ingredients, experts note that this “stream of consciousness” is boosting overall
consumer interest in nuts, grains and other plant-based ingredients.

“The push for nutritious ingredients and sustainability created a demand for the ‘better-for-us’ trend,” says Loretta Kelly, director
of strategic marketing for the global ingredients division at Blue Diamond, Sacramento.

This trend encourages consumers to opt for food and beverage formulations that are just as bene�cial for their own health as
they are for the well-being of the planet, she explains.

“In fact, a survey from Nielsen reported that 73% of millennials and 62% of Gen Z consumers prefer to buy from sustainable
brands,” she says. “As a result, consumers are choosing to swap out less sustainable and healthy ingredients for non-dairy, plant-
based alternatives that commonly include almonds, cashews, oats and barley.”

Cali�a Farms kicked off the year with a variety of new dairy-free beverages,
expanding the brand’s existing product offering of plant milks, creamers,
brewed-to-blend coffees, and barista products using ingredients like almonds,
oats, coconuts and more. (Image courtesy of Cali�a Farms)

Additionally, alongside this rapidly growing consumer interest
in “better-for-us,” is the increased demand for formulations that
contain simple, recognizable ingredients, Kelly notes.

“The pandemic greatly increased consumer desire for a better
understanding of what ingredients are used within the food
and beverages they’re consuming,” she explains. “Like the
clean-label trend, the growing focus on real ingredients
highlights the need for a short list of simple ingredients rather
than a long list of unrecognizable additives that cause
uncertainty around how healthy a particular formulation might
be.

“This increased focus on simple, real ingredients assists the
growth of plant-based ingredients, like nuts and grains, due to
the overall consumer recognition and appreciation of plant-
based superfoods, such as almonds,” Kelly continues.

Chicago-based Mintel’s report titled “The Future of Dairy and
Non-Dairy Drinks: 2022,” predicts that in �ve years and beyond,
“better-for-us” will become “better-for-you” as tomorrow’s
healthy diets will be those that also support the planet.

ADVERTISEMENT

“The pandemic shows health is both a personal and a public health concern,” the report states. “The rapid spread of the virus
around the world showed how one’s personal health can impact society as a whole.

“Looking forward, healthy diets will be used as a strategy to �ght chronic diseases, giving new urgency to create low sugar, low
sodium, nutrient-dense and plant-centric products,” it continues. “Sustainable ingredients, healthier products and nutrition equity
are expected to go hand-in-hand for a better future.”

No signs of slowing
Experts note that with the growing plant-based trend, consumers now are able to select from a wide range of plant-based
beverage offerings at convenience stores, restaurants, grocery stores, coffee shops and more.

In its Walnut Community blog titled “Walnuts Provide Flavor, Texture to Plant-Based Food, Beverages,” Folsom, Calif.-based
California Walnuts notes that plant-based foods and beverages are booming and show no signs of waning.

“Product development from food and beverage manufacturers has been rapid, and consumers in all demographics are choosing
more plant-based diets, either going vegetarian or �exitarian,” it states. “Some consumers perceive a plant-based diet as
healthier, while others are concerned with the ethical treatment of animals.

“Consumers even have an eye on the sustainability of the food supply when choosing a more plant-forward diet,” it continues.
“Regardless of the reason, consumers are scanning supermarket shelves for plant-based options and food manufacturers are
clamoring for space on those shelves.”

“[C]onsumers are choosing to swap out less sustainable and healthy
ingredients for non-dairy, plant-based alternatives that commonly
include almonds, cashews, oats and barley.”

— Loretta Kelly, director of strategic marketing, for the global ingredients division at Blue
Diamond

Blue Diamond's Kelly notes that beverage-makers across the globe are drawing on this growing plant-based trend.

“Tapping into the ever-growing plant-based beverage trend, global beverage-makers have launched nut and grain-based drink
offerings that range from canned oat milk lattes to almond protein powder-infused shakes,” she says. “Instead of the traditional
dairy-based beverages, formulators have adapted to these growing consumer trends from plant-based to ‘better-for-us’ and have
incorporated healthy, natural, and sustainable alternatives like almond and soy.

“Plant-based milk makes up the largest portion of the plant-based category at 35%, and continues to grow year after year,
increasing 20% in dollar sales in 2020,” she continues. “Within the plant-based milk market, almond-based products have
remained the category leader for years, making up 60% of the market share.”

Although almond-based products are the clear favorite, oat-based products are growing exponentially within the past two years
and have surpassed soy-based products, Kelly notes. Yet, despite the popularity of almond and oat-based beverage offerings,
formulators continue to innovate new plant-based alternatives including cashew, walnut and barley-based beverages, she says.

As beverage formulators continue to innovate with nut-based alternatives, California Walnuts’ blog notes that walnuts provide
unique nutritional value, as they are the only tree nut with a signi�cant source of essential plant-based omega-3 ALA.

When used in plant-based alternatives, such as walnut milk, “manufacturers can promote the ALA omega-3 fatty acid content of
a product and distinguish it from other products on the market,” the blog states. “One such walnut milk example comes from
Elmhurst, a plant-based nut milk creator that brings us a shelf-stable walnut milk that needs no refrigeration until opened.

Elmhurst developed a shelf-stable,
unsweetened walnut milk that needs
no refrigeration until opened. (Image
courtesy of California
Walnuts/Elmhurst)

“This milk can blend nicely with smoothies, in iced coffee or cereal, and it contains 1,400 mg of
omega-3 ALA per serving,” it continues. “It is dairy, gluten and carrageenan free, with no arti�cial
�avors or added gums or emulsi�ers.”

Blue Diamond’s Kelly adds that plant-based ingredients provide a long list of solutions for
formulators.

“With 45% of consumers stating that they view plant-based products as the healthier option,
popular plant-based ingredients are not only sustainable, they appeal to a health-conscious
audience and are bene�cial for consumers with allergies and intolerances,” she explains. “By
incorporating plant-based ingredients within beverage offerings, producers can add an
appealing list of health and wellness claims to the product that will draw in a wide range of
consumers.”

Plant-based spike
 With unlimited access to search engines and social media, consumer education and awareness

of nut and grain-based beverages has skyrocketed during the past decade, Kelly notes.

“The University of Sunderland found that the ‘vegan’ hashtag has more than 61 million posts on
Instagram, while Google reported searches for veganism spiked in recent years,” Kelly says. “As
consumers continue to share how sustainable, healthy and delicious these plant-based
beverage alternatives are through social media testimonials and recipe videos, the global
consumer becomes more informed — and subsequently interested — in these nut and grain-
based beverages.”

Moreover, the impact that nut and grain-based beverage offerings have on the beverage industry has yet to be fully realized,
Kelly adds.

“Growth within all plant-based categories is only expected to expand, and we predict nuts and grains to play an essential role in
the future of the beverage market as consumer interest in alternatives grows,” she says. “In fact, the plant-based beverage
market is expected to grow at a compound annual growth rate [CAGR] of 14.3% from 2021 to 2028, and reach $66.52 billion by
2028.

“This growing consumer interest in plant-based beverages, including almond, oat, soy, coconut and cashew, will in�uence the
beverage industry to increasingly shift to innovating plant-based beverages,” she concludes. BI
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Distribution
By Jeff Cioletti

Getting to the ‘route’ of the problem
How to make sure your route optimization system lives up to its purpose

(Image courtesy of Getty Images/Willowpix)

Route optimization is usually high on the list of
distributors’ operational priorities, but many facets to
the process often are overlooked. Fleet managers can
avoid “blind spots” in their systems by asking three
basic questions:

QUESTION 1: Is there an opportunity to continue the optimization process after loading?

Most of the time, a distribution center is going to run optimization protocols on the next day’s deliveries.

“They’re going to load the trucks per those routings so they can deliver and do any pick-ups that they may also need to be able to
do within that market — which is great,” says Doug Schrier, senior vice president of strategy for �eet solutions provider Trans�o.
“However, we know that things change rapidly. And how do you change them?”

Stops canceled at the last minute, unexpected road congestion and other potential wrenches can be thrown into the route after
it’s already been planned. “How do I [ensure] �exibility and run the rest of the routes?” Schrier says. “Having the ability to run
optimization on a truck basis when things happen after you’ve [already] done your �eet optimization is really important.”

QUESTION 2: How can you access the knowledge that’s in your driver’s head when they’re not running that
load so that they can educate the next person on that route?

When a driver routinely delivers on a speci�c route, they develop certain instincts that are unique to the subtle ins and outs of
that particular route or certain stops — how long it takes them to service a speci�c stop on average, how they enter a particular
facility, where they park for loading and unloading, fueling concerns, etc.

Having experienced the route time and again, the driver might have gleaned some real-world intel that the optimization tool
might miss.

When it comes to fueling, many older systems primarily would account for factors like the cost of fuel at a certain station along
the route, as well as the driver’s hours of service.
 
“What you’re really missing there is the driver’s [insight],” Schrier explains. “What’s the congestion like at that fuel stop, do they
need to make U-turns or other unsafe [maneuvers] at that fuel stop — and how do you collect that information? A lot of older
optimization solutions don’t allow you to drive your solution one way or another using other variables beyond what it was built for.
How a driver runs a route to how a driver puts fuel in their truck to how a driver does their daily duties is really [dependent] on
their feedback and how they’ve optimized themselves.”

QUESTION 3: Does the system enable drivers to rearrange their stops on the �y, as necessary?

There might be a detour on the route that could make that supposedly optimal route sub-optimal. In such a case, it might make
more sense to bypass a stop from its original place in the order and revisit it later when it’s more accessible. Many platforms
don’t enable that.

“[The systems] don’t allow the driver to go from stop one to stop three and back to stop two for the completion of the load,”
Schrier notes. “The ability for the driver to do that — and then have that change, the fact that they’ve already completed stop
three, re�ected into their in-truck navigation — is really important. So when they leave stop two, the system shouldn’t be routing
them back to a stop that they’ve already completed.” BI
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Distribution

A driver’s right hand
By Barbara Harfmann

Carts, hand trucks indispensable in last mile delivery
(Image courtesy of The Raymond Corp.)

The idiom “Don’t put the cart before the horse” illustrates the importance of approaching events or life in the
correct order — e.g., before someone has the money in hand, avoid making plans on how to spend it. In beverage
distribution operations, hand trucks and carts are indispensable pieces of material handling equipment that help
transport heavy, bulky beverage cases from delivery trucks to point-of-sale at retail stores.

Quite simply, hand-operated hand trucks and carts facilitate moving products from point A to point B, making direct-store-delivery
(DSD) tasks easier and more productive, and most importantly, safer. The rise in eCommerce also has necessitated the need for
effective, e�cient equipment to maneuver heavy loads while ergonomically protecting employee’s backs, knees and shoulders
from heavy lifting.

MarketWatch suggests that hand truck market sales are projected to increase with a “signi�cant growth rate” during the forecast
period of 2021-2027. Manually powered vehicles, which include hand trucks and carts, are most commonly utilized in the
manufacturing and production utilities with the retail and logistics segment to be the No. 1 segment, it states.

The Tora-Max Electric Walkie Pallet
Jack includes two 12V maintenance-
free, lead acid batteries as well as an
onboard charger. (Image courtesy of
Toyota Material Handling)

“They provide much-needed maneuverability in tight spaces, such as the back of trailers in
transport and store stockrooms to load and unload product,” says Chad Kritzman, product
manager for pallet trucks at the Raymond Corp., Greene, N.Y. “Ride-on pallet jacks are also a
cost-effective option in long, horizontal travel situations, such as put-aways.”  

The material handling industry is evolving to meet transportation, safety and battery
requirements, experts note.   

“Immense change in the transportation and logistics industries considering independent
movement, lifting, and placement of discrete loads in a speci�c facility has pushed the hand
truck market positively,” MarketWatch states. “… As a result of the pandemic, the hand trucks
market also experienced a slowdown. Statista estimates that the hand trucks market total
worldwide revenue stood at approximately $3.94 trillion in 2019. In 2014, the hand trucks
market generated revenues of $5.4 trillion at a record high.”

In 2021, the growth of Class 3 hand-operated and powered-pallet jacks had a signi�cant year-
over-year growth of around 40%, says Jena-Christine Lawrence, product planning manager at
Toyota Material Handling (TMH), Columbus, Ind.

Raymond Corp.’s Kritzman notes that companies trying to keep up with the eCommerce boom need to make sure that their
equipment has the power to last through their shift. “We are seeing many customers switch to onboard and long-lasting energy
solutions, such as lithium-ion power to help keep operations running with less downtime,” he says.

In addition to less downtime, NexSys PURE battery is 24% more energy e�cient for each charge than �ooded lead acid batteries.
The Reading, Pa.-based company’s Thin Plate Pure Lead batteries also can help companies cut carbon dioxide and eliminate the
use of 13 gallons of distilled water each week, it said in a statement.

As far as how carts and hand trucks are being designed, The Raymond Corp.’s Kritzman notes that more ergonomic features and
operator assist technologies are moving carts and hand trucks to the next level.

“One of the �rst trends being seen is that pallet jacks are now being designed with the operator in mind showcasing innovative
tools and ergonomic features that support proper operation,” Kritzman explains. “Another trend that is being seen across the
industry is the integration of technology, such as operator assist technologies, into the pallet truck itself. These new technologies
help to support e�cient operation and reinforce operator best practices.”

“More and more carts and hand trucks are being replaced with electric pallet jacks load
backrests and belts to secure the loads. Ergonomically, electric units and the ability to adjust
heights is helping workers restrict back problems.”

— Bill Byrd, senior sales manager at Toyota Material Handling

Pivotal to company success
TMH’s Senior Sales Manager Bill Byrd explains that the design of carts and hand trucks is changing, but the main bene�t has not:
“to make deliveries across uneven parking lots and �t through tight doorways,” he says. “Pepsi developed a ‘GEO’ pallet truck
system for store deliveries to use a highly modi�ed 8HBW23 to deliver to stores.”

Additionally, carts and hand trucks are invaluable with last mile delivery, and more companies are adopting electric hand carts to
improve ergonomics for delivery drivers who are seeing an increase in SKUs, Byrd says.

Raymond’s new 8910 enclosed end rider pallet truck is engineered with the operator in mind, Kritzman says. For example, the
operator compartment has been redesigned to offer additional space and wraparound padded lean points and vibration-
absorbing �oor pads to maximize operator comfort and reduce fatigue during a busy day.

The company also offers a few styles of walk-behind electric pallet jacks in its portfolio. This includes the Raymond 8210 walkie
pallet jack with AC power and the Raymond 8250 walkie pallet jack powered by lithium-ion.

Pallet jacks are battery operated equipment that can help operators with
delivery, order picking and horizontal transport needs in stores, restaurants
and other venues, Chad Kritzman says. (Image courtesy of The Raymond Corp.)

“Both the Models 8210 and 8250 are highly maneuverable and
offer the energy e�ciency to get the job done,” Kritzman notes.
“These are very durable in a variety of applications, which
means more uptime and productivity.”

TMH’s Lawrence agrees that pallet jacks offer the versatility,
�exibility and productivity e�ciencies that many customers are
looking for in their beverage operations.

“With different capacities, power types, fork lengths and sizes
available, they can become an integral part of a total solution
offering,” she says.

Depending on customer needs, TMH offers a robust range of
hand pallet and powered pallet jacks, including 22 new models
that launched this year. These include the end rider pallet jack
(ER1-ES60.80), low level order picker (CR1-LP60.80), and two
new Tora-Max electric walkie pallet jack models (2TWB40 and
2TWB33).

An ideal choice for entry-level pallet truck applications, the Tora-Max Electric Walkie Pallet Jack (2TWB40) includes two 12V
maintenance-free lead-acid batteries, an onboard charger, and is designed to e�ciently handle as much as 4,000 pounds, the
company says. Meanwhile, the new Tora-Max Compact Electric Walkie Pallet Jack (2TWB33) is a great choice for customers
looking to replace manual pallet trucks in applications with loads as much as 3,300 pounds, it adds. The new Toyota Enclosed
End Rider (ER1-ES60.80) and Low Level Order Picker (CR1-LP60.80) can both handle 6,000-8,000 pounds, in single, double and
even triple length forks.

“The ERI-ES60.80 and CR1-LP60.80 are ideal solutions for customers looking to maximize pallet transport or customers creating
mixed pallets from lower racking locations,” Lawrence explains.

The new Tora-Max Compact Electric
Walkie Pallet Jack is a great choice
for customers looking to replace
manual pallet trucks in applications
with loads as much as 3,300 pounds.
(Image courtesy of Toyota Material
Handling)

Moving on up 
Experts note that in today’s automation-fueled world and the
customization and advanced manufacturing capabilities that
accompanies it, hand or electric-powered hand trucks are
adapting to provide the delivery and merchandise that
employees need to do their jobs e�ciently, effectively and
safely.

Additionally, when operations shift to implementing new
technologies to help move product without the need of labor,
Raymond Corp.’s Kritzman predicts that beverage operations
will see an increase of warehouses, distribution centers and
stores adapt to automated storage systems.

TMH’s Byrd notes: “More and more carts and hand trucks are
being replaced with electric pallet jacks load backrests and
belts to secure the loads. Ergonomically, electric units and the
ability to adjust heights is helping workers restrict back
problems.” BI
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Operations

An eye to the future
By Barbara Harfmann

Conveyors focal point of beverage operations
(Image courtesy of Ryson International Inc.)

From simple to specialty conveyors with deep inclines to space-saving vertical conveyors, in the wake of SKU
proliferation, smaller batches and more frequent changeovers, beverage conveyors not only have to handle a
plethora of packaging shapes and sizes, but original equipment manufacturers (OEMs) need to ensure that their
conveyors — and all of their automation technology — are out�tted for the present and the future.

Terry Wicklum, senior consultant for Precision Distribution Consulting (PDC), York, Pa., explains that automation has been called
the “future” of warehousing for many years. “Automation technology, including conveyors, has matured now to the point that I’m
comfortable saying it is ‘the present and the future,’” he says. “That being said, there is no solution that I have seen that should
be considered as a one-size-�ts-all, or that is appropriate for all applications.

“Every operation is different and should be evaluated independently when making purchase decisions,” Wicklum continues.
“Operators should make well informed decisions based not only on how their business looks now, but how they expect it to look
in the future. Factors like space, capacity, SKU growth, labor and maintenance are just some of the factors to consider when
evaluating technology. Operators should be aware that their workforce may be likely to decrease, and many jobs can be
simpli�ed; there will also be some new skills and pro�ciencies needed at the same time.”

Brandon Brownlee, account representative for Birmingham, Ala.-based Motion, concurs that automation is the driving force
behind the many improvements in packaging today, along with reliability-centered maintenance and the leaps and bounds of the
Industrial Internet of Things (IIoT).

To streamline its beverage operations, Origlio Beverage installed a MA-DX
LoPro Drag Chain conveyor that helps it move 18 million cases and reduces the
number of touch points. (Image courtesy of Orion)

“The ability to monitor the entire process plus asset condition
monitoring allows you to improve productivity and reduce
downtime. The ability to design new �exible conveyors is
never-ending. Conveying in a straight and level line is the past
— now, the sky is the limit,” he says. “Depending on the product
you are producing, there are many styles of conveyors, from
table-top and mat-top conveyors to traditional belting. Add in
gravity roller, powered live roller and several styles of
accumulation, and your choices are endless. Designing a
conveyor system is like conducting a symphony orchestra —
you must call on the right section to produce the sound you
want. You need to know how to use all your resources and all
automation to get the system you want and need.”

With the increase in online ordering now and in the future,
more OEMs will be pressed for on-demand processing, which
will likely include in�nitely more diverse packaging and
ful�lment requirements, notes Ken Rygh, marketing manager
at Ryson International Inc.

“Flexibility and the ability to quickly react to shifts in demand will help set manufacturers apart,” he says.

As sustainability impacts the lightweighting of plastic water bottles and aluminum cans, conveying systems must adapt for
smoother handling of more fragile packaging that easily can be dented or damaged, Rygh adds.

The Yorktown, Va.-based company offers spiral convers for vertical product transportation in two categories: case handling
spirals for beverage products that are packaged or overwrapped, and mass �ow spirals that handle cans or bottles in mass or
single �le.

“Case spirals have carrying surface widths from six inches to 36 inches and can operate at up to 200 feet per minute,” Rygh says.
“Mass �ow spirals come in widths from six inches to 20 inches and feature larger spirals able to handle 2,000 products per
minute depending on the container diameter.”

“Designing a conveyor system is like conducting a symphony orchestra
— you must call on the right section to produce the sound you want. You
need to know how to use all your resources and all automation to get
the system you want and need.”

— Brandon Brownlee, account representative for  Motion

No cookie-cutter conveyor systems
Experts note that modularity, �exibility, higher speeds and the ability to handle a wide variety of products without adjustments
are among the bene�ts of today’s conveyors. They also suggest that plant managers should invest in more than their current
requirements dictate and ensure that spare parts are readily available.

“In many cases, conveying systems are not cookie-cutter, and they require review plus collaboration with engineering and
maintenance to accommodate the application’s requirements on the line or lines,” Motion’s Brownlee says. “Systems can be
copied across a company, but there is not a single solution — hundreds of suggestions can be made to maximize e�ciency and
output. I would look at a conveyor that is cutting-edge and proven, that can easily adapt to your varying packaging needs. In
addition, I would make sure that the components, if possible, are commercially available. Too many times, I have seen a
customer invest in capital for new equipment only to be required to make another huge MRO investment in spare parts due to
noncommercial availability or special to one manufacturer.”

Technical design advancements for conveyor systems have included smaller radius spirals designed to handle smaller and
lighter packages, Ryson International’s Rygh says. He notes that higher speeds with more reliable conveying have been
streamlined and there’s more �exibility to handle various product lines and sizes with the same conveying machinery without
having to shut down for change parts or adjustments, he adds.

(Logo courtesy of Motion)

Founded in 1933 by Italian immigrant Antonio Origlio, the Philadelphia-based Origlio Beverage has steadily grown to
operating three warehouses and delivering more than 18 million cases annually of domestic, import, craft and beyond beer
brands such as Coors, Miller, Angry Orchard, Truly and White Claw — all told, more than 150 brands — throughout eastern
Pennsylvania.    

When it came time to making capital improvement upgrades, the family-run business selected the MA-DX LoPro Drag Chain
Conveyor system from Orion, a division of ProMach.

 “It was an easy choice to go with this machine — it was an easy sell,” says Phil Origlio, vice president of corporate
development for Origlio Beverage, in a statement. “I told my family I was con�dent that in just a couple of months, we’ll cut
our errors in half, and we’ve more than done that. If anything, I undersold it.”

Origlio notes that e�ciently moving millions of cases from its shelves to customers was becoming a challenge because its
picking process did not have a meaningful quality assurance program in place. Pallets were not being weighed for accuracy
prior to shipping and the distributor was relying on its drivers to manage the whole check-in process and hand count as
many as 1,700 cases of beer.

However, that tedious and unreliable process gave way to the adoption of Orion’s MA-DX LoPro Drag Chain Conveyor
system, which was designed speci�cally for the beverage industry and now serves as a focal point of operations.

The MA-DX LoPro Drag Chain Conveyor system is a safe and e�cient method to wrap and move tall pallets of beer and
other beverages. The low pro�le, three-strand chain conveyor system automatically receives, wraps and discharges loads
with designated speci�cations. Because it has a pass height of only four inches, it can accept three pallets at one time,
allowing it to be operated by just one person, which saves on labor costs, the company says.

The basic system includes one infeed conveyor, one wrap zone conveyor and one exit conveyor. The machine automatically
applies pre-stretched �lm to the loads, cut the �lm, wipe the �lm tail to the load, and contain the �lm for application to the
next load. Loads automatically are sequenced through the conveyors and controlled by photocells and the PLC.

“The MA-DX LoPro Drag Chain gives Origlio Beverage the ability to reduce their material handling time by being able to drop
off two pallets at the same time,” says Travis Range, Orion’s regional sales manager who worked on the project with Origlio.
“We were able to rework their operations processes to a single point of access, which reduces the number of touch points
for each pallet.”

Chain conveyor optimizes beverage operations

As conveyors have evolved, OEMs have designed these solutions to take up less space. “Traditionally vertical conveying was
done with a simple incline conveyor, but that has a substantial footprint,” Rygh explains. “Gripper conveyors are also common, but
they have a lot of moving parts, and need to be adjusted perfectly to handle each SKU. A spiral conveyor both has a very
compact footprint, and does not require adjustments for various sized SKUs.”

Automated conveyor systems also are reducing touchpoints and spiral conveyors are improving operations by going vertical.

“In the case of spirals speci�cally, opening up �oor space by taking product overhead and allowing multi-level operations without
using a lot of �oor space to elevate the product [are bene�ts],” he adds.

Motion’s Brownlee concludes: “The beverage market will not change with evolution but with revolutionary change. The
marketplace for beverages and packaging continues to be in �ux, plus sustainable packaging will continue to challenge packing
requirements. Conveyor manufacturers will need to focus on being �exible and having products that can be modi�ed in-plant for
numerous sizes and shapes.” BI
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Operations Perspective
By John Peter Koss

In most industries, and especially in the beverage industry, the maintenance function receives a variety of
interpretations, including de�nition, management, execution and budgeting. Why is this so important? Basically,
maintenance functions are designed to protect and preserve physical assets. Therefore, it becomes prudent to
review how the function has grown from operator tasks to reasonably sophisticated skill level technicians.

Historically, machines were attended by operators who not only activated controls but also were responsible for �xing any
malfunction of the machine whatever it might have been. Simple and straightforward, the practice of machine operators
becoming mechanics has prevailed for years and exists today with limitations.

However, beverage facilities and have changed dramatically with semiautomatic to fully automatic machines and related
equipment, as well as updated physical structures and support services. The constant changing of operating conditions and
environment make it necessary to initiate several steps to provide a level of maintenance appropriate for the conditions.  

The initial step is an evaluation of the conditions to determine what skill level is required to perform needed maintenance for
each segment of the operation. Evaluation of conditions should outline di�culty of the tasks and the type of maintenance
involved. The allied step with skill level is the maintenance type ― emergency or planned/predictive ― as it sets the criteria for
personnel selection.

The de�nition of maintenance is signi�cant because studies have indicated that preventive type reduces the frequency of
emergencies. Studies also have indicated that tasks involved in different types of maintenance might require varied skill levels.
Although de�nitions might vary on what is an emergency, breakdowns alias downtime, clearly establish the situation.

The maintenance evolution
Machinery maintenance takes on proactive approach

ADVERTISEMENT

On the other hand, preventive, planned or predictive maintenance is often set by equipment manufacturers. However,
considerable progress has been made by producers toward establishing computerized “PM” programs in many beverage
facilities. The criteria are clearly established by comparing costs of emergency maintenance versus preventive maintenance
over at least a year and should assist management in determining what type of program is needed.

The cost factor has always been, and continues to be, a critical issue and often becomes a debatable point during budgeting and
capital expenditure planning ― a factor management must seriously address. During �nancial planning periods, the skill level,
type of program and management priority toward the function, all play speci�c roles in setting maintenance budgets for
execution.  

The rapid pace of technological innovations, (computerization, automatic programming, advanced functional designs) that in
most cases prompt higher skill levels, means procurement of personnel possibly at more cost ― speci�cally, it could create a
plant engineering position to manage the maintenance evolution, even for this phase in the chain.   

The bottom line for the maintenance function evolution does not stop here. The day of the beverage plant operator, practically
and realistically, has passed in most packaging operations. However, all phases of the beverage supply chain, processing
through distribution, are impacted by how well maintenance is performed and by whom. The technology advances are occurring
and require updated maintenance function capability.  

As maintenance evolution progresses, in terms of results, look at these signi�cant areas that describe its importance: What does
it impact (production, productivity, performance/perspectives)?; and what is involved (personnel/management, protection,
planning/scheduling)?

By orchestrating a reliable maintenance program, plants will reduce downtime and increase throughput. BI
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Supplier's Marketplace

Tompkins Robotics’ tSort3D System
With a goal to deliver adaptive, �exible and portable
solutions, Tompkins Robotics introduced its new tSort3D.
Designed to further enhance automated sortation
processes, the modular tSort3D multiplies the destination
density and volume of the sortation process, the company
says. When paired with the company’s tSort for item
sortation loading and routing, the tSort3D system is ideal
for order consolidation and assistance with customer
eCommerce orders and other ful�llment �ows such as
store replenishment and reverse logistics. The system can
be deployed in a scalable fashion in sites as small as the
backroom of a retail store to large distribution and
ful�llment centers. Additionally, the system allows six to
eight times the sort destinations in the same space as
other traditional automated sortation solutions, provides
for thousands of sort destinations, volumes as much as
20,000 an hour, and facilitates a single, very large batch
pick, it adds. The tSort3D uses a tray as the carrier, while
other solutions use a cross belt. The tSort3d can handle
wider, taller and deeper products, can continuously track
items, orders and order status, and fosters a much less
labor-intensive process from picking through to order
delivery to packing for many product �ows and products.

OTTO autonomous forklift
During the MODEX tradeshow, OTTO Motors debuted its
new autonomous forklift, the OTTO Lifter. The OTTO Lifter,
an autonomous mobile robot (AMR), is able to drive nimbly
in a crowded and dynamic environment while improving
safety in warehouses and facilities. With advanced safety
sensors and class-leading autonomous driving capabilities,
OTTO Lifter works alongside people, other vehicles and
existing infrastructure, providing businesses a safer
material handling solution for as low as $9 an hour, the
company says. Designed with The OTTO Lifter’s autonomy
software, the smart forklift makes intelligent, real-time
decisions as it seamlessly navigates tra�c and obstacles
to predictably and precisely deliver materials to the right
place, at the right time. The easy-to-install equipment has
a payload capacity of 2,640 pounds and has logged more
than 3 million hours of material handling driving experience
with zero safety incidents. The autonomous forklift is
compatible with the entire OTTO Motors �eet of AMRs and
more than 80 integrator partners.

ADVERTISEMENT

TRU-Vu sunlight readable LCD monitor
TRU-Vu Monitors Inc. released a 15.6-inch sunlight
readable LCD display designed to operate in direct, bright
sunlight, or in other high ambient light conditions. The
SRM-15.6U monitor features a 1366-by-768 HD resolution,
and 1000 nits of brightness, producing bright, crystal-clear
images, even with direct, bright sunlight on the face of the
screen. The powder-coated steel enclosure ensures that
the monitor will withstand shock, vibration and rugged
environments, the company says. The monitor also
features an auto restart after power loss function, which
ensures the monitor automatically resumes operation after
power is restored, without the need for any operator
action.

World Centric 4-can carrier rings
In response to companies seeking more environmentally
sustainable packaging, World Center offers its new 100%
natural, compostable �ber 4-can carrier rings made
exclusively from renewable plant �bers — sugarcane and
bamboo. Designed to reduce the earth’s carbon footprint
while keeping additional microplastics out of oceans,
forests and land�lls, the �ber 4-can carrier rings provide a
plant-based, compostable alternative that doesn’t require
petroleum, the company says. The rings are designed to
compost within two to four months in a commercial
composting facility. Additionally, the company annually
gives 25% of its net pro�ts to grassroots social and
environmental projects that provide basic needs and
economic development opportunities for communities. In
2021, it donated $1.7 million in cash and product
donations.

Ross manufacturing vessel
With more than 180 years of manufacturing industrial
mixing equipment, Charles Ross & Son offers a wide
variety of storage tanks, pressure vessels and reactors that
are made in the United States at fabrication plants in
Savannah, Ga., and Deer Park, N.Y. The company offers a
3,000-gallon custom-fabricated manufacturing vessel
(pictured above) that is built and ASME certi�ed, the
company says. Constructed from type 304L stainless steel,
the vessel is designed for full vacuum up to 200 psi internal
pressure at 200 degrees Fahrenheit.

Stellar, Jacksonville, Fla., was recognized for its exceptional safety standards and achievements by Associated Builders and Contractors (ABC),
a national construction industry trade association representing more than 21,000 members. Neil Ross, vice president of safety, accepted the
award on behalf of Stellar at the 32nd annual Excellence in Construction Awards during the ABC Convention 2022 on March 16 in San Antonio,
Texas.  

Shaun Skinner was named an executive o�cer of ISUZU Motors Ltd. of Japan (IML), effective April 1, the �rst time a local executive of an
overseas distributor has been name to an executive o�cer position in the parent company, it says. Skinner serves as president and chief
operating o�cer of Isuzu Commercial Truck of America, Anaheim, Calif., and president of Isuzu Commercial Truck of Canada. “I truly believe
this re�ects how important the North American market is to the future of IML,” Skinner stated. “And I am excited by the fact that this will allow
more direct input based on the unique market needs of the United States and Canada — particularly with technology moving forward so quickly
today.”

News ...

Avon, Ohio-based Bendix’s new product, the Bendix AD-HFi Air Dryer with Electronic Air Control (EAC), has
been named a Top 20 product of 2021 by H e a vy D u ty T ru c k in g. Launched in September 2021 as an enhanced version of the
leading-edge Bendix AD-HF air dryer, the AD-HFi Air Dryer incorporates a solenoid-operated valve that
replaces the traditional mechanical governor. The “smarter,” electronically controlled governor, using Bendix’s
Electronic Air Control software, increases the product’s air drying capacity to provide more dry air depending
on the vehicle’s needs, optimizes energy use for increased e�ciency, and monitors ongoing usage and
performance of the air dryer’s regeneration cycles.

Uni�ed SACMI Beverage management for the Americas named Carlos
Quintero as its new sales director for the Americas. Quintero will
operate out of the Des Moines, Iowa, headquarters for SACMI USA.
Closeness to the customer, cohesiveness and shared goals is the
coordinated sales strategy roadmap set out by Quintero, who brings 22
years of experience with some of the top global food and beverage
players to the position. His vertical leadership experience includes the
development of fruit processing plants, turnkey beverage lines,
inspection systems and plant digitalization solutions.

The Association of Plastic Recyclers (APR), Washington, D.C., elected a new Executive Committee and Board of Directors to lead the
organization for 2022. Roxanne Spiekerman, vice president of business development at PreZero US, has been elected Chair for the upcoming
year, with Greg Janson of Granite Peak Plastics and Eric Targgart of Custom Polymers serving as Vice Chair and Treasurer, respectively. The
APR members also named the following new board members to three-year terms: Nicole Janssen, Denton Plastics; Maite Quinn-Richards, Closed
Loop Partners; and Tom Frantz, Technimark. They join APR’s existing Board Members: John Caturano, Nestlé Waters North America; Dawn
Gaines, Mohawk Industries; Tony Moucachen, Merlin Plastics; Scott Saunders, KW Plastics; and Julie Zaniewski, Dow. In a statement,
Spiekerman said: “I am honored to be elected as Chair of the APR Board of Directors. The challenges our industry faces will require rapid
mobilization, and this team is aligned and ready to act. It’s time to make a meaningful and veri�able impact on the plastics pollution problem.
This includes a collective effort from consumers, brands, the recycling industry, as well as the local, state and federal governments.”

Chicago-based Berlin Packaging announced the acquisition of United Bottles & Packaging, a Canadian-
based distributor of high-quality glass bottles and closures for the food and beverage end markets. The
acquisition expands Canadian glass beverage packaging solutions for wine, spirits, beer and cider as well
as provides a wide selection of bottles and closures for non-alcohol beverages, the company says. Known
for its fast-from-stock inventory, United Bottles & Packaging also offers customers a suite of value-added
services such as custom shapes and molds, warehousing and logistics, case-packed pallets, and
customized boxes and caps. “United Bottles & Packaging is an excellent �t for Berlin Packaging. We share
the same core values: high-quality products, prompt delivery, tailored solutions, and a dedication to
sustainability. I look forward to a bright future together,” said Rick Brandt, CEO of Berlin Packaging Americas
in a statement. All employees and locations for this acquisition will be retained.
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By Lauren Sabetta | Associate Editor

A ‘big moment’ for tea
More millennials are turning to tea as part of their daily ritual, according to a recent survey conducted by London-
based OnePoll on behalf of Celestial Seasonings, a brand of Hain Celestial Group, Lake Success, N.Y.

The survey of 2,005 Americans focused on beverage drinking habits, pinpointing popular alternatives to a cup of brew to help
keep energy high in the afternoon.

Celestial Seasonings polled consumers and found that tea drinkers typically feel better, get a better night’s sleep and have a
better mental health outlook, it says.

The survey also showed a potential connection between beverage choices and perceived overall health, better sleep and mental
health, according to the company.

Poll results:

0 %

Millennials make up three in �ve of those
who prefer tea, and more than a third

(34%) of this group turns to tea every day.
Their beverage of choice to relax, to wake

up, and to stay productive ― tea.

While coffee connoisseurs might have
the most drive in the morning (65%),

less than a third of them (29%) keep that
motivation in the afternoon. Meanwhile,
(41%) of those who favor tea said they

are typically brimming with energy in the
afternoon, making for more productive

days.

0 %

Nearly all primary tea drinkers (93%) place high importance on their health, and strive to make
healthful choices. While (92%) of coffee lovers say the same thing, nearly two in �ve report their
mental health is constantly weighed down by feelings of anxiety or stress (38%). Not the case

for tea-drinkers ― respondents who mainly sip tea (25%), and nearly a quarter of all
respondents (23%), said tea is their beverage of choice when they want to unwind.

0 %

“Whether we’re returning to the o�ce or working from home, we want to feel productive and energized,” said Tim Collins, general
manager and vice president of Celestial Seasonings, in a statement. “Millennials polled say a simple switch from coffee to tea
has the potential to not only sustain that productivity, but also provide multiple bene�ts. Tea is having a big moment. We’re
seeing a record number of consumers across age groups reach for tea, thanks to their new advantages that make healthful
choices easier.”

With consumers showing a positive association with tea, it looks as though the category will be brewing with opportunities. BI

‘protect paradise’

Stoli Group announced its �nancial commitment to World
Central Kitchen (WCK), a nonpro�t organization that is �rst to
the frontlines, providing meals in response to climate,
humanitarian and community crises. The �nancial support will
go directly to relief in Ukraine, the company says. “The reality
and uncertainty of this war is immense and we are identifying
immediate ways we can support Ukrainians,” said Damian
McKinney, global CEO of Stoli Group, in a statement. “WCK and
Chef José Andrés have repeatedly demonstrated that they are
fast and e�cient at providing extraordinary care and relief
during disaster situations. We are pleased to provide �nancial
support to be used for their efforts in Ukraine and will be
announcing long-term �nancial support as Ukrainians grapple
with this atrocity.” In addition to WCK, Stoli is providing support
to Ukrainian employees, partners and distributors as they face
extraordinary di�culties, it says. “This is very personal to us,”
McKinney continued. “We have the resources and ability to
sponsor in the near term, and are establishing plans for the
long haul to continue to help the region that has been so good
to Stoli for many years.”

In support
of Ukraine

‘The Color of Cola’
‘The Color of Cola’
‘The Color of Cola’
‘The Color of Cola’
‘The Color of Cola’

PespiCo announced its partnership with award-winning
�lmmakers Stanley Nelson and Jacqueline Olive, who will
direct “The Color of Cola.” An inspirational documentary,
“The Color of Cola” sheds light on the experience of an all-
Black sales team, the �rst of its kind for any major
corporation, tasked with tapping the African American
market in the Jim Crow South. Based on Stephanie
Capparell’s “The Real Pepsi Challenge: How One
Pioneering Company Broke Color Barriers in 1940s
American Business,” the documentary will take viewers
on a journey marked by persistence and fortitude, the
company says. “With ‘The Color of Cola,’ I look forward to
telling the story of the �rst Black sales team established in
the corporate world,” said director Nelson, in a statement.
Director Jacqueline Olive added: “I could not be more
excited to direct this �lm with Stanley Nelson in
collaboration with our talented team at All Day Every Day,
LAMF and Pepsi.” The documentary, now in production,
will be brought to life by executive producer Viola Davis
and Julius Tennon's JuVee Productions. “The Color of
Cola” is co-produced by the Los Angeles Media Fund
under the leadership of Co-Founders Jeffrey Soros and
Simon Horsman, and in association with Pepsi's in-house
content studio.

May 2022    |    bevindustry.com

mailto:Sabettal@bnpmedia.com
https://www.bevindustry.com/


Classi�eds

Coastline Sales Inc.
WE WANT YOUR SURPLUS

WANTED TO BUY

mailto:mcclellandb@bnpmedia.com?subject=Classified%20Info


Annual Manual PREMIUM LISTINGS

Below are the premium listings from our Annual Manual.
For a complete list of companies and products, go to www.bevindustry.com/manual

ANNUAL MANUAL PREMIUM LISTINGS

Click Logo to Learn More

https://www.bevindustry.com/manual


https://www.bevindustry.com/manual


BNP Media Helps People Succeed in Business with Superior Information

24501 W. Big Beaver Rd., Suite 700, Troy, MI 48084
Phone: (248) 362-3700

PUBLISHER
Steve Pintarelli, Western US

 pintarellis@bnpmedia.com | 949-600-8092

EDITORIAL
Jessica Jacobsen, Editor | jacobsenj@bnpmedia.com

Barbara Harfmann, Managing Editor | harfmannb@bnpmedia.com
Lauren Sabetta, Associate Editor | sabettal@bnpmedia.com

ART
Dana Knapp, Art Director | knappd@bnpmedia.com

PRODUCTION MANAGER
Brian Biddle, biddleb@bnpmedia.com

AUDIENCE MARKETING
Karen Talan, talank@bnpmedia.com

CONTRIBUTORS
Jeff Cioletti

John Peter Koss

ADVERTISING
Bruce Klion, East Coast, Canada

 klionb@bnpmedia.com | 248-786-1716
Christopher Casey, Midwest

caseyc@bnpmedia.com | 847-894-8761
Wayne Wiggins Jr., Paci�c Northwest

 w.wigginsjr@mindspring.com
Becky McClelland, Classi�ed Sales Strategist

 mcclellandb@bnpmedia.com | 412-306-4355

CORPORATE
Darrell Dal Pozzo, Chief Experience O�cer

Rita M. Foumia, Human Resources & Information Technology Director
Vincent M. Miconi, Production Director

Lisa L. Paulus, Finance Director
Nikki Smith, Online Development Director

Michael T. Powell, Creative Director
Beth A. Surowiec, Clear Seas Research Director

Scott Wolters, Chief Events O�cer

DIRECTORIES
Erin Mygal, mygale@bnpmedia.com

REPRINTS
reprints@bnpmedia.com

FOR SUBSCRIPTION INFORMATION OR SERVICE, PLEASE CONTACT CUSTOMER SERVICE AT:
Phone: 1-800-952-6643
Email: BI@omeda.com

LIST RENTAL
Please contact your sales representative.

www.bevindustry.com

Reaching an average quali�ed circulation of 36,706 copies.

Source: June 2020 BPA Brand Report

Also publishers of BrandPackaging, Candy Industry, Dairy Foods, Flexible Packaging, Food & Beverage Packaging, Food Engineering, Industria Alimenticia, The National Provisioner, Perishables
Buyer, Prepared Foods, Private Label Buyer, and Snack Food & Wholesale Bakery.

BEVERAGE INDUSTRY (ISSN:  Digital 1938-3843) is published 12 times annually, monthly, 
by BNP Media II, L.L.C., 2401 W. Big Beaver Rd., Suite 700, Troy, MI  48084-3333. Telephone: (248) 362-3700, Fax: (248) 362-0317.

Copyright 2022, by BNP Media II, L.L.C. All rights reserved. The contents of this publication may not be reproduced in whole or in part without the consent of the
publisher. The publisher is not responsible for product claims and representations.   

Change of Email Address: Send an email to: BI@omeda.com

For subscription information or service, please contact Customer Service at: 
 Phone: (800) 952-6643 Fax: (847) 291-4816.

May 2022    |    bevindustry.com

mailto:pintarellis@bnpmedia.com?Subject=undefined
mailto:jacobsenj@bnpmedia.com?Subject=undefined
mailto:harfmannb@bnpmedia.com?Subject=undefined
mailto:harfmannb@bnpmedia.com?Subject=undefined
mailto:knappd@bnpmedia.com?Subject=undefined
mailto:biddleb@bnpmedia.com?Subject=undefined
mailto:talank@bnpmedia.com?Subject=
mailto:klionb@bnpmedia.com?Subject=undefined
mailto:caseyc@bnpmedia.com?Subject=undefined
mailto:w.wigginsjr@mindspring.com?Subject=undefined
mailto:mcclellandb@bnpmedia.com?Subject=undefined
mailto:mygale@bnpmedia.com?Subject=
mailto:reprints@bnpmedia.com?Subject=
mailto:BI@omeda.com?Subject=
https://www.bevindustry.com/
mailto:BI@omeda.com?Subject=
https://www.bevindustry.com/

	Blank Page



