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Beverage Beat
By Jessica Jacobsen

Embracing the unconventional

(Image courtesy of The Coca-Cola Co.)

That sentiment easily can be applied to the beverage market as we have seen more consumers embrace new age innovations.
This unconventionality is represented in Mintel’s “2023 Global Food And Drink Trends” report that recently was released. In the
Editor’s Note previewing four of the eight trends, Jenny Zegler, director of Mintel Food & Drink and Mintel Global Consumer,
states, “The speci�c and bold trends explore how ongoing uncertainty and new challenges are causing evolutions in the
foundational consumer behaviors described by the Mintel Trend Drivers: Value, Experiences and Surroundings.”

One of those previewed trends identi�ed in the report is Cosmic Comforts, in which the market research �rm highlights that
space will evolve from being a marketing theme to an entity of which products will be designed for.

Exemplifying these prognostications, Mintel highlights the initial Coca-Cola Creations release: Starlight, a limited-edition
carbonated soft drink inspired by space.

“Thirty-�ve years ago, Coca-Cola partnered with NASA to become one of the �rst soft-drinks to travel to space,” said Oana Vlad,
senior director of global brand strategy for The Coca-Cola Co., in a statement at the time of the release. “That same passion for
space still exists today. With Coca-Cola Starlight, we wanted to celebrate the remarkable ability of space exploration to inspire
generations to discover new worlds of in�nite possibilities. We set out to bring that concept to life through a simple sip, capturing
some of the mystery and essence of what we love about space.”

Mintel’s report also noted how space exploration is inspiring Earth-based product development such as G.H. Mumm’s
announcement of a Champagne designed for human space�ight.

(Video courtesy Pernod Ricard)

Mumm Champagne presents : Mumm Grand Cordon Stellar ProjectMumm Champagne presents : Mumm Grand Cordon Stellar Project

Cordon Rouge Stellar will embark on future Axiom Space missions to test the Champagne in real space conditions through a
collaboration between Maison Mumm and Axion Space, the company states. The project initiated in 2017, it adds.

“In order to comply with the dual space-AOC Champagne speci�cations, Mumm Cordon Rouge Stellar had to meet a complex set
of constraints (e.g., gaseous liquid in the absence of gravity, pressure contained in the bottle, food compatibility, material
speci�cations, size, ergonomics and intuitive use),” the company states on its website. “All technical questions related to the
design were addressed by Octave de Gaulle, the founder of SPADE, with the active support of CNES and the Comat design
o�ce.”

As more beverage brands embrace the unconventional it looks as though space will play a greater role in terms of inspiration and
user experience. But what other unconventional beverages await consumers in 2023? BI
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Industry Issues
Keurig Dr Pepper, Nutrabolt 
announce strategic partnership
Keurig Dr Pepper Inc. (KDP), Burlington, Mass., and Frisco, Texas, and Nutrabolt, Austin, Texas,
announced a strategic partnership, including a de�nitive agreement for a long-term sales and
distribution arrangement that leverages KDP’s go-to-market capabilities and an equity
investment that enables KDP to participate in the value creation upside expected to be created
through the strategic partnership, the company says. The equity investment is expected to
close by year-end.

Nutrabolt is a rapidly growing, global active health and wellness company with a portfolio of
brands, including C4 Energy, one of the fastest-growing performance energy drink brands in the
United States; C4 Pre-Workout, a pre-workout brand; and XTEND, a post-workout recovery
brand.

Under the long-term sales and distribution agreement, KDP will sell and distribute C4 Energy in
the vast majority of KDP’s company-owned direct store distribution territories, which is expected
to meaningfully increase retail availability and household penetration for the brand. Nutrabolt
will continue to distribute C4 Energy directly or through its existing distribution network to the
specialty, health club and �tness channels and will continue to work with some of its existing
beverage distributors in certain markets.

KDP will make a cash investment in Nutrabolt of $863 million, or approximately $740 million net
of anticipated cash tax bene�ts, in exchange for preferred equity with a 5% annual coupon paid
in cash or in-kind. The investment provides KDP with an ownership stake of approximately 30%,
making KDP the largest investor in Nutrabolt behind its Founder, Chairman and CEO, Doss
Cunningham.

Net of the anticipated cash tax bene�ts, the investment represents a multiple below four-times
estimated 2023 net sales, which are expected to be above $650 million. KDP also has the
opportunity to earn additional equity tied to in-market execution and will have representation on
the Nutrabolt board. In addition, the partnership provides KDP with rights to further increase its
ownership stake under various capital raising scenarios.

“This partnership represents a win-win transaction between our two companies,” said KDP
Chairman and CEO Bob Gamgort, in a statement. “KDP gains signi�cant presence in the rapidly
growing performance energy drink market and Nutrabolt gains access to a strategic investor
with extensive sales and distribution capabilities to further accelerate its growth. We believe
that bringing together the resources, talent and expertise of both companies will accelerate
innovation and growth and drive signi�cant value creation over time.” BI

 

The Coca-Cola Co., Atlanta,
announced that Henrique Braun
has been named to a newly
created role of president of
international development. In
this position, Braun will oversee
seven operating units that span
dozens of countries and
territories around the world.
Braun, 54, currently serves as
president of the Latin America
operating unit, a position he has
held since 2020. Braun is a 26-
year veteran of the company
who has progressed through a
number of roles in North
America, Europe, Asia Paci�c
and Latin America. “Henrique is
a strong leader who has learned
and grown in operations across
the company,” said James
Quincey, Chairman and CEO of
The Coca-Cola Co., in a
statement. “Most recently, he
has led the Latin America
operating unit to outstanding
results. Henrique’s work to
digitize our business and lead a
consumer-centric team makes
him an ideal �t for a new,
broader role.”

In The News ...

Nutrabolt, Austin, Texas,
announced the addition of
Robert Zajac as chief marketing
o�cer, and Sabba Naserian as
chief growth o�cer, to its
executive team. Zajac joins
Nutrabolt with more than 20
years of global marketing
experience leading high-
performance brands, including
almost �ve years with ESPN,
and more than eight years in
leadership roles with Nike. From
2014-2016, Naserian served as
Nutrabolt’s vice president of
global development, and the
company is pleased to welcome
back a sure cultural �t and
known expansion expert, it says.
Since 2016, she’s bolstered her
expert resume with experience
that ranges from creating a
launching pad for new brands
through her own agency, to
serving in key growth roles with
boutique agency Indelible, and
senior leadership at Canopy
Growth Corporation.

In The News ...Pernod Ricard announces investment to 
support American Whiskey Collective
Pernod Ricard announced a signi�cant move to further leverage the strong growth and growth
potential of its premium American whiskey portfolio: The American Whiskey Collective. The
wine and spirit company will invest approximately $250 million over �ve years to build a state-of-
the-art, carbon neutral distillery, with related aging warehouses in Marion County, Ky., for its fast-
growing Jefferson’s Bourbon brand.

This investment also will include the build of a world class visitor center facility that will
welcome whiskey a�cionados on the historic South Trail of Kentucky Bourbon.

“American whiskey is an extremely vibrant spirits category, and our strategic investments over
the last few years have proven successful,” said Alexandre Ricard, Chairman and CEO at Pernod
Ricard, in a statement. “Our philosophy of partnering with entrepreneurial brand founders, while
preserving the heritage and terroir associated with the brands they created, has made us an
established player in premium American Whiskey. Jefferson’s founder Trey Zoeller is no
exception. This new investment will allow us to grow our share of category sales not only in the
U.S., but also in export markets.”

Ann Mukherjee, Chairman and CEO at Pernod Ricard North America, said the new distillery will
enable Jefferson’s to e�ciently keep up with very strong consumer demand while staying true
to the company’s longstanding commitment to sustainability.

“American whiskey is booming, and Jefferson's growth has been phenomenal,” Mukherjee said.
“We’re very bullish on the brand's potential, and we’re committed to making our new Jefferson’s
facility one of the most exemplary distilleries in the world in order to achieve it.”

Pernod Ricard has announced the intention for this new distillery to be carbon neutral once
operational. The facility also is expected to be the �rst distillery of its size in the U.S. to achieve
LEED certi�cation, an internationally recognized sustainability framework for healthy, e�cient,
carbon and cost-saving environmentally friendly buildings. BI

 

Casa BACARDÍ Puerto Rico announced Gabriel “Gabe” Solano as general manager, responsible for the complete visitor experience. The
visitor center, located just outside San Juan, Puerto Rico, showcases mixology, stories about the rich history of the Bacardí family and
brand, and an insider’s view of the unique production process for the rum brand. Gabriel joins the team led by Thibault Ruffat, global Brand
homes director for family-owned Bacardi, responsible for the venues and experiences for the brand homes of BACARDÍ rum in Puerto Rico,
DEWAR’S Blended Scotch Whisky in Scotland, BOMBAY SAPPHIRE gin in the UK, MARTINI vermouths and sparkling wines in Italy, ANGEL’S
ENVY Kentucky Straight bourbon in the USA and brand homes in France for NOILLY PRAT vermouths, BÉNÉDICTINE liqueur, and the
cognacs BARON OTARD and D'USSÉ.

Milwaukee-based Bright Cellars, a wine subscription service, announced the appointment of Catherine Fallis as the brand's �rst Master
Sommelier. As the �fth woman in the world to earn the rare and coveted Master Sommelier certi�cation, Fallis brings more than 25 years of
experience from nearly every facet of wine, spanning sommelier to salesperson, supplier and distributor manager, author, speaker, critic,
judge and advocate. Most recently, she launched Planet Grape Wine Review, America’s �rst female-led wine review platform, aiming to
make wine more approachable and accessible. Fallis will help spearhead education and selection efforts for Bright Cellars, which blends
and bottles its own wines from grapes sourced from the world’s top growing regions, and in doing so, offers exceptional value, the
company says. Fallis will work closely with the brand’s executive and education teams to develop content that helps subscribers better
know its more than 100 wine brands and 750 wine labels from tasting videos to virtual panel events and direct interaction with members, it
adds.

Alternative milk brand MALK Organics, Austin, Texas, announced that it has closed a $9 million-plus Series B investment round led by
Benvolio Group and Rotor Capital. This announcement follows a signi�cant distribution expansion for MALK’s line of plant-based milks
and the launch of MALK’s Chocolate Oat SKU, which is now rolling out nationwide. MALK will utilize this capital infusion to continue to
expand its retail presence, increase marketing efforts, and continue to recruit high caliber team members, it says. “We are very pleased to
announce this round of funding from our valued partners at Benvolio, Rotor, and more, which will help us continue to emerge as a leading
organic plant-based milk brand,” said MALK’s CEO Jason Bronstad in a statement. “We have bold plans for MALK and are eager to build on
the momentum we have garnered thus far as we continue to bring the cleanest milk alternative on the market to households throughout the
country.”

Portland, Ore.-based Wheyward Spirit, a distilled specialty spirit bringing sustainably sourced, upcycled whey from domestic dairies into the
alcohol industry, announced that the organization has o�cially been carbon neutral certi�ed by Carbonfund’s Carbonfree Product
Certi�cation Program. The Carbonfree Product Certi�cation will help further Wheyward Spirit’s commitment to sustainability and the
environment, it says. “We are thrilled to continue our mission and impact-focused goal of sustainability and helping the environment by
adding a Carbon Neutral Certi�cation to our company's name,” said Founder and CEO Emily Darchuk in a statement. “The biggest
realization I had through my journey in the food industry, especially with a delicate and delicious ingredient like whey, is that what we see
as waste isn’t waste. Wheyward Spirit has had the opportunity to handcraft a product that adds value to our producers and customers,
inspiring the DNA of Wheyward Spirit, a �rst of its kind spirit where you can truly taste a difference and make a difference.”

In The News ...
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Category Focus

Slowly, but surely
By Chloe Alverson

Low and no alcohol beverages gaining popularity
(Image courtesy of Brooklyn Brewery)

In the NBC sitcom “Parks and Recreation,” Pawnee city manager Chris Traeger (played by Rob Lowe) is optimistic,
energetic and extremely health-conscious. Oftentimes, the character compares his body to a microchip and says
that a grain of sand could destroy it, as he is very meticulous in his wellness habits. As a part of his healthfulness
journey, Chris rarely drinks. Playing a character who is passionate about health and wellness must have come
naturally to someone like Lowe, who is healthy and has been sober for more than 30 years.

Although many consumers lean toward non-alcohol or low alcohol content beverages for a variety of reasons, trends like “Dry
January,” on top of the usual health-related New Year’s resolutions, often contribute to a rise in the sober-curious movement, as
Caleb Bryant calls it.

Bryant, associate director of food and drink for Chicago-based Mintel, notes that consumer interest plays an important role in the
low/no beverage category, whether it be for the experience or challenge of not consuming alcohol.

“Fifty-nine percent of sober curious consumers agree that no alcohol months (e.g., Dry January) are a fun challenge,” he says.
“Community is also a factor in this category, as the sober curious lifestyle often provides consumers a sense of community and
support. In-person groups, sober bars, online communities and apps exist that help consumers in recovery, teetotalers and the
sober curious connect with and support each other.”

Martin & Rossi recently unveiled two non-alcohol options. (Image courtesy of
Bacardi Ltd.)

Cara Piotrowski, client insights consultant at Information
Resources Inc. (IRI), Chicago, re�ects the sentiment that
consumers’ greater interest in zero alcohol consumption
months has driven the growth of low/no alcohol beverages
across beer, wine and spirits.

“Greater interest in ‘Dry January’ and ‘Sober October,’
particularly post-pandemic, has likely contributed to the growth
of this segment; [and] convenience of RTD low- and no-alcohol
products on shelf next to full strength products; [and] the ability
to enjoy products with the same �avor pro�le as full strength
products,” Piotrowski says.

A growing market 
 As low and no-alcohol products gain in popularity among

consumers, more brands are adjusting their product portfolios
accordingly.

For instance, Martini & Rossi, a brand of Hamilton, Bermuda-based Bacardi Ltd., recently introduced two non-alcohol aperitifs:
Floreale and Vibrante. The company says its master blenders crafted the beverages so consumers “can enjoy a classic Italian
aperitivo hour, sans alcohol, without sacri�cing the high-quality ingredients the brand is known for.” Consumers can enjoy the
aperitifs alone, or mixed with soda water over ice, making it a refreshing option for those looking for non-alcohol drinks, it notes.

Mintel’s Bryant notes that alcohol alternatives represent a fast-growing category within the overall beverage industry.

“Consumers are rethinking their alcohol consumption,” he says. “While many don’t want to go completely dry, consumers are
interested in taking a more mindful approach to drinking. … While trending, alcohol companies cannot just remove alcohol from
their products and expect a success, rather companies must strategically develop low/no products that completely deliver on
taste and align with the interests and aspirations of sober-curious consumers.”

He adds that, according to Mintel’s data, 57% of consumers agree that low and no alcohol products “should taste
indistinguishable” from the real thing.

IRI’s Piotrowski notes that, as larger suppliers and brewers enter the alcohol-free market, it goes to show that the industry is
listening to consumers’ needs.

“Expect to see more alcohol beverage brands expand into low and no-alcohol offerings to capture this occasion,” she says. “The
trends in health and wellness have greatly impacted the industry, spurring innovation in low and no alcohol segments, including
the rise of hard seltzers and RTD (ready-to-drink) cocktails.

“Moderating alcohol consumption and avoiding the effects of drinking alcohol are becoming
increasingly important for both no and low alcohol drinkers.”

— Susie Goldspink, head of no and low alcohol, IWSR drinks market analysis

“Non-alcoholic beer is also bene�ting from these trends as consumers gravitate to zero-alcohol versions of their favorite beers,”
Piotrowski continues.

Data obtained by IRI shows that the Top 5 non-alcohol beer brands are Heineken, Bud, O’Douls, Busch and Athletic, for the 52
weeks ending Oct. 30 in total U.S. multi-outlets, including convenience. Meanwhile, the overall category saw sales of $265.6
million, a 14.8% increase for the same period.

Susie Goldspink, head of no and low alcohol at London-based IWSR drinks market analysis, says that the category is “in growth
mode, gaining share within the overall category.” She notes that non-alcohol beer is the largest no/low category in the United
States, followed by low-alcohol wine.

“Moderating alcohol consumption and avoiding the effects of drinking alcohol are becoming increasingly important for both no
and low alcohol drinkers,” Goldspink says.

Embedded code will run in preview and on published site

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

*Includes brands not listed.
Source: Information Resources Inc. (IRI), Chicago. Total U.S. multi-outlet with convenience store (grocery, drug, mass market, convenience, military, and select
club and dollar retailers) in the 52 weeks ending Oct. 30.

Top non-alcoholic beers (Individual brands)

Putting health �rst
One of the many reasons behind consumers wanting to lower their alcohol intake is health concerns.

Kaleigh Theriault, beverage/alcohol thought leadership manager at NielsenIQ, explains that non-alcohol options “contribute to
responsible drinking and health and wellness” for consumers. And consumers, she says, are prioritizing health and wellness,
even around major drinking holidays.

“Non-alc sales follow traditional alcohol containing sales trends, spiking around key holidays — Fourth of July and year-end —
which tells us that consumers are seeking health and wellness outside of sober drinking months like ‘Dry January’ and ‘Sober
October,’” Theriault says.

Mintel’s Bryant notes that interest in health and wellness is a “primary driver” of the sober curious movement, with 71% of
consumers worrying about the long-term effects of alcohol consumption. According to Mintel, 30% of consumers are drinking
less alcohol to reduce or manage weight, 30% are doing so for other physical health reasons, 26% are drinking less to improve or
manage mental health and 11% were doing so to improve sleep.

IWSR’s Goldspink echoes a similar sentiment regarding consumer health trends, adding that the typical low and no alcohol
consumer is a female millennial with a higher disposable income — a description that mostly matches that of Mintel’s Bryant.

“Health and wellness concerns are a key driver for consumers who choose to purchase no and low alcohol products,” she says.
“For example, no alcohol products with the perception of being ‘better-for-you’ are innovating through the use of adaptogens,
probiotics, antioxidants, nootropics and other naturally sourced ingredients.” BI
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Heartland Coca-Cola Bottling Co.

By Jessica Jacobsen

(Image courtesy of Heartland Coca-Cola Bottling Co. LLC)

Iconic hometown communities are a celebrated part of American culture, portrayed in myriad of classic �lms
because of the values and interconnections they represent.

In beverage market, no one understands the importance of the hometown community more than bottlers and distributors.
Heartland Coca-Cola Bottling Co., Lenexa, Kansas, is no exception. Its close ties and supportive programming for its local
communities and its commitment to its team members have helped the Midwestern bottler thrive and grow.

With territories in Missouri, Illinois, Kansas, with some counties in Iowa and Nebraska, Heartland Coca-Cola’s footprint is long
established in the Coca-Cola bottling history. But the current company structure dates back not too long ago to 2016 when The
Atlanta-based Coca-Cola Co. advanced its North America refranchising plan. As part of that plan, Ulysses “Junior” Bridgeman
closed on a deal that created Heartland Coca-Cola Bottling Co., and the bottler o�cially began operations in February 2017.
Noting its �fth anniversary in 2022, Heartland has much to celebrate.

Bridgeman, whose earlier career includes 12 years in the NBA as well as the franchising and ownership of various Wendy’s and
Chili’s restaurants, has strived to establish Heartland Coca-Cola as a business that serves hometown communities that invests
back into local neighborhoods.

“Without a doubt, family is a core value ― what we do together as a team, with our shared vision,” Bridgeman says. “And a lot of
hard work. That’s what leads to personal and organizational growth.”

Chuck Wyant, president of Heartland Coca-Cola Bottling Co., further emphasizes the companies love for the communities it
serves and its commitment to supporting them.

Ulysses “Junior” Bridgeman (left) speaks to team members at a Heartland
Coca-Cola Bottling event. Also pictured is Rick Frazier, chief operating o�cer
at Heartland Coca-Cola Bottling. (Image courtesy of Heartland Coca-Cola
Bottling Co. LLC)

“Our values of family, community, inclusion and service drive
every decision that we make at Heartland ― that is the
commitment of the Bridgeman family,” Wyant explains.

Referring to its team members as the “heartbeats” of
Heartland, Wyant highlights that Heartland’s success can be
attributed to the integrated work done by the entire team. As
such, the team makes an effort to support organizations in the
community that matter to them and is re�ected daily.

“The company supports many wonderful community-based
organizations and has built a culture where it encourages
employees to give back with their time and talent,” Wyant says.

One such organization is the Veterans Community Project
(VCP). VCP was founded in the Kansas City area by veterans
who wanted to help veterans who were homeless. They
created a tiny home village where veterans could stay, free of
charge, until they were able to get a place of their own. VCP
now is expanding to other cities across the United States.

"We are excited to see VCP expanding in St. Louis, Missouri.
Recently, a group of Heartland employees spent several hours
on a build project at the new St. Louis VCP village,” Wyant
added.

Noting that the company refers to its regional sales centers as “hometowns,” each Heartland locale works at the local level with
various organizations, including the Boys and Girls Clubs, the Special Olympics, the United Way and the Urban League. These
regional sales centers also are heavily involved with many smaller, local level nonpro�ts such as NubAbility Athletics Foundation
in DuQuoin, Ill., which provides sports camps for limb-different children.

Heartland Coca-Cola’s senior management also plays an active role in community connections. To close out 2022, leaders from
across the company met for several days to plan and hear about 2023 goals.

“During our planning meetings, we used part of our �rst day to work with four different community organizations,” Wyant says.
“We spent time hearing about their work in the community and then spent several hours serving them. There was so much heart
and energy re�ected that day. It was a powerful way to bring leadership together and ‘live’ the culture.

“From a communications perspective, we’re excited about our introduction of Yammer as an enterprise social network platform,
providing an easy and effective way for our employees to connect, build communities, and share knowledge and information,”
Jeff Oberman, vice president of people at Heartland says. “Yammer is helping us with employee engagement and collaboration
across our entire organization.”

For all these reasons and more, Beverage Industry has named Heartland Coca-Cola Bottling Co. as its 2023 Bottler of the Year.

“Without a doubt, family is a core value ― what we do together as a team, with our shared
vision. And a lot of hard work. That’s what leads to personal and organizational growth.”

— Ulysses “Junior” Bridgeman, CEO of Heartland Coca-Cola Bottling Co.

Designed for the future
With more than 2,400 team members, Heartland presently operates 17 distribution centers in addition to its production facility in
Lenexa, Kansas. As a result of the growth achieved duringthe past �ve years, the company has announced plans to build a state-
of-the-art production campus in Olathe, Kansas.

“We’re modernizing our production capabilities and embracing our Heartland values of family, community, inclusion and service
with this new, 600,000-square-foot, state-of-the-art campus,” Bridgeman says.

Noting that this is a “generational investment” for Heartland’s production capabilities, the company anticipates that the �rst
saleable case will be produced in fall 2024, with production being fully operational sometime in 2025.

Heartland’s current facility was built in 1969 and opened with used equipment, but the new Olathe facility will be more than three
times the size of this current facility. This all comes on the heels of the company’s �fth anniversary.

“Thanks to the hard work of each of our employees and the support of our partners and customers, we have delivered
consistent, predictable, and sustainable results, allowing us to kick off the next �ve years and beyond with our announcement of
the new production campus in neighboring Olathe,” Bridgeman notes.

Although still in the early stages of determining equipment for the new campus, Heartland notes that the facility will feature
leading edge capabilities, with plans for four new production lines ― two PET �lling lines and two can �lling lines.

HEARTLAND COCA-COLA BOTTLING CO. AT A GLANCE

ESTABLISHED: 2017 by Ulysses “Junior” Bridgeman

EXECUTIVE LEADERSHIP: Ulysses “Junior” Bridgeman, CEO; Chuck Wyant,
president; Rick Frazier, COO; Justin Bridgeman, executive director

CASE VOLUME: 30 million cases produced a year

FRANCHISE TERRITORY: Missouri, Illinois, Kansas, with some counties in
Iowa and Nebraska

FACILITIES: 1 production facility and 17 distribution centers

EMPLOYEES: 2,400

“With modernization will come many advantages, including strengthening the company’s ability to produce more products and
increasing our e�ciency,” explains Justin Bridgeman, Heartland Executive Director. “Team members will also bene�t from these
improvements, allowing them to focus on growth for the company and for their own professional careers with Heartland. As
Heartland grows, we will continue our close connection and support of our communities.”

Sparkling foundation
 As consumers beverage demands continue to evolve, sparkling still remains the key category within Heartland’s portfolio.

Accounting for more than 60% of its portfolio, sparkling makes up the lion’s share.

In fact, sparkling offerings were some of the company’s top performers. That includes spicy cherry �avors (Cherry Coke and
Pibb), lemon lime �avors (Sprite), and citrus �avors (Fanta, Mello Yello and Fresca).

The Coca-Cola Co.’s Creations releases also were a great boon in terms of usage occasions. “We’ve also noted that when we
launched products like Starlight and Dreamworld, Gen Z consumers began purchasing additional Coke products,” says Jeff
Carter, vice president of customers at Heartland. “These new �avors helped us capture new consumers.”

In line with the sparkling success, Carter notes that zero sugar innovations remain popular within its portfolio.

“Moving into 2023, we have high expectations for our expanding zero sugar portfolio,” Carter says. “We’ve seen many consumers
moving toward these zero sugar options, such as Coke Zero Sugar and Sprite Zero Sugar. Also, this past year, our limited time
offerings in the sparkling area have done very well.”

Heartland Coca-Cola Bottling’s leadership team help guide not just the business but are heavily involved in the company’s community outreach. (Image courtesy
of Heartland Coca-Cola Bottling Co. LLC)

The company anticipates that its zero-calorie offerings will continue to perform well as health and wellness in�uences more and
more consumer choice.

Sustainable packaging also is playing a role in consumer choice within Heartland Coca-Cola’s territory. “[Consumers] also value
sustainability, paying attention to our packaging and asking for products in recycled packages,” Carter says.

Within the non-sparkling portfolio, still and enhanced water and performance beverage are key drivers in Heartland’s markets.

“Heartland is the second largest Body Armor distributor and is among the Top 5 distributors of Monster Energy in the U.S.,” Carter
says. “Heartland also has the highest brand development index and a No. 1 share in the category with Gold Peak Tea.”

With such a diverse portfolio, Heartland operates in lockstep with The Coca-Cola Co. to ensure the needs of its partners and
ultimately consumers are met.

“Heartland works closely with The Coca-Cola Co. to develop the right strategies for its various channels, such as
hyper/supermarkets, convenience stores, gas stations, and on-premise/foodservice,” Carter says. “The company begins by
determining whether the product purchase is for future consumption or immediate consumption.

“Heartland also partners on advertising and marketing strategies,” Carter continues. “The companies invest together to ensure
that Heartland has the right packaging in the right channels. In addition, Heartland partners with The Coca-Cola Co. to ensure the
products are available to all our customers.”

Heart of the operations
Producing approximately 30 million cases a year out of its Lenexa production facility, Heartland’s 17 distribution centers and its
production house utilize a �eet of approximately 900 vehicles to deliver its products.

Comprised of tractors, trailers, side-bay trucks, box trucks, pickup trucks and vans, Heartland Coca-Cola’s delivery operations are
equipped to support safe deliveries through dash cams as well as GreenMile, a program that supports driver performance. The
company also is addressing one of the key challenges impacting the bottling industry: the CDL truck driver shortage.

“Across the country, one of our industry’s most signi�cant issues is the shortage of CDL truck drivers,” Oberman says. “CDL
drivers play an essential role in our business, and their work is invaluable. This past March, we launched Heartland’s CDL
Program in hopes of acquiring new Heartland drivers while combating the driver shortage epidemic. Our �ve-week CDL class A
program is available to any Heartland employee or external hire interested in obtaining their CDL license.

“Our program is unique because we cover the cost of attending CDL school and pay participants while they are in training, which
varies based on your location,” Oberman continues. “After our driver completes the �ve-week program and passes their �nal test,
they will be o�cially graduated and ready to hit the roads in one of our big red trucks.”

Oberman explains that since its inception, the program has graduated 13 CDL drivers. Ivan Luna is a recent graduate of the
program who noted that being a driver at Heartland has allowed him to quit his second job and spend more time with his family.

“Our CDL program is an excellent example of how we continue to prioritize equipping our employees with the tools and resources
to advance their careers,” Oberman notes.

Whether its proactive approach in the warehouse or its involvement in its local communities, Heartland has shown it is a true
leader in the bottling community. BI

As a leader in the Midwest bottling network, Heartland Coca-Cola Bottling Co., Lenexa, Kansas, knows that this is all thanks
to the team members that make up the company.
 
Chuck Wyant, president of Heartland, offers a glimpse into the shared comradery that exists within the organization with his
fond reference to all team members as the “heartbeats” of the company. Highlighting that fun and community are an
integral part of the Heartland team, the company celebrated its success this past year with a competition centered on
safety practices.
 
“This past fall Heartland hosted a safety skills competition, where our frontline employees in distribution, warehouse,
merchandising and other functions, competed on obstacle courses, showing off their skills and emphasizing safety,” Wyant
says. “The event, held in Kansas City, brought together team members and their families from various facilities and proved
to be a high energy, fun way to celebrate the success of the year.”
 
Heartland Coca-Cola also emphasizes the importance of diversity, equity, inclusion and belonging (DEI&B) in its company
culture.
 
“Our vision is for Heartland to be as diverse as the brands and communities we serve,” Justin Bridgeman, Heartland
Executive Director says. “We want to foster a culture and workplace where employees from all ethnic, socioeconomic, and
other backgrounds can reach their full potential in making Heartland the best beverage company. Together we will achieve
an environment where we listen, engage, advocate, and develop each member of the Heartland family.”
 
Heartland Coca-Cola provides DEI&B 101 training for every team member and even hosted its �rst DEI&B Summit earlier
this year.
 
“Some of the topics that were covered at the Summit were Moving Beyond Unconscious Bias, Navigating Diverse
Leadership with Differently Abled, and Being an Ally Leader,” Justin Bridgemand says. “The work Heartland is doing in this
space will position us for success and continued growth in a marketplace where diversity and inclusion are true business
imperatives.”
 
Heartland Coca-Cola’s commitment to curating a company culture that not just supports its team members, but helps them
thrive exempli�es the heart of what it takes to make a leading bottler.
 

The Heartbeats of Heartland
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Drinks
Between

By Lauren Sabetta | Managing Editor

Beyond ‘Dry January’
As January often is a time for making new resolutions for the year ahead, I always try to start changing particular
habits early, before we ring in the “New Year.” 

For instance, instead of telling myself I’ll eat better and workout more after the holidays, I try to do those very things early. Yes, I
do this before Thanksgiving, but it’s all part of my effort to make a lifestyle change and avoid fad diets.

For those who look to January as a way to reduce alcohol intake, new research from consumer insights platform Veylinx
suggests that abstinence events like “Dry January” are more than just a fad. 

Veylinx, which uses behavioral research to measure consumer purchasing habits, tested the fast-growing non-alcohol canned
cocktails market to learn who is buying these drinks and why, it says. The study also measured demand for versions enhanced
with functional bene�ts like mood boosters, detoxi�ers and CBD, it adds.

Released in late November, the Veylinx research revealed that more than three-quarters of Americans say they have temporarily
given up alcohol for at least a month in the past.

(Image courtesy of Veylinx)

“Almost half (46%) of drinkers are trying to reduce their alcohol consumption right now, and 52% of them are replacing alcohol
with non-alcoholic beverages,” it says. “Consumers identi�ed improving their physical health and mental wellbeing as the main
reasons for drinking less.”

Further, people who currently drink alcohol are actually willing to pay more for non-alcohol canned cocktails than non-drinkers,
according to Veylinx. At premium price points, the disparity between consumers who are trying to drink less and the general
population is even more pronounced — demand from these consumers for non-alcohol canned cocktails is 71% higher at $20 for
a four-pack, it says.

“Driven by younger consumers, the non-alcoholic beer, wine and cocktails category is surging in popularity. People trying to cut
down their drinking are �nding more and more alternatives on retail shelves and in bars and restaurants,” said Anouar El Haji,
CEO of Veylinx, in a statement. “Our research found that they’re willing to pay premium prices for non-alcoholic versions of ready-
to-drink cocktails. The rise of the ‘sober curious’ movement gives brands countless opportunities for growth in this segment.”

As it’s becoming more apparent that the sober curious movement’s in�uence reaches beyond “Dry January” or months like
“Sober October” — I guess I’m not alone in trying to change certain habits before the clock strikes twelve. To read more about
alcohol-free and low-alcohol trends, check out this month’s Category Focus. BI

Coors Banquet, the beer proudly born and brewed in
Golden, Colo., since 1873, announced it is teaming up with
TV’s “Y ellowstone” as the of f icial beer integration and
retail partner of  the show’s f if th season. Having
premiered Nov. 13 on Paramount Network, season f ive
prominently f eatures Coors Banquet’s iconic stubby bottles
and yellow jacket cans throughout episodes, as it’s done in
episodes since 2018, it says. “W e’re thrilled to bring
together Y ellowstone and Coors Banquet through this f ull
circle partnership that will f urther elevate our
connections to our mutual f ans,” said Dario Spina, chief
marketing of f icer, Paramount Brand Studio, Paramount, in
a statement. To celebrate this f irst retail and integration
partnership, Coors Banquet also gave f ans and viewers a
chance to win an ultimate “Y ellowstone” experience.
Through Jan. 1, f ans could enter to win the “Live Like a
Dutton” experience where Coors Banquet will send one
winner and three f riends on a paid trip to a M ontana
ranch. The trip is complete with horseback riding, roping
and f amily style dinners along with your f avorite beer, it
says. Plus, the winner will receive all the gear needed to
enjoy a Coors Banquet in true Dutton style courtesy of
western outf itter Seager, it adds.

Did You Know ...
When watching sports, many Americans prefer to drink soda and/or

beer during game time.

In a recent survey, SportingPedia asked 2,897 people about their

preferences while enjoying a game, and among the key �ndings, the

study found that not only do Americans like to socialize during game

time, but also enjoy drinking beer and soda while doing so.

T he poll, conducted online from Oct. 18 to Oct. 20, included questions

about the sports events that matter most to fans. Respondents also

were asked to specify their age, gender and ethnicity. 

Key �ndings of the SportingPedia survey are as follows: 

Since watching sports is a favorite American pastime, and for many

the social aspect of it has become more important than the game

itself — it looks like it might be wise to stock up on some soda and

beer for a Super Bowl party.

T he Super Bowl was named the most popular sports ev ent
(40.2% of all respondents), followed by the NBA  finals
(22.2%) and the Kentucky Derby (9.6%).

More people watch the Super Bowl at a v iewing party in
order to socialize (39%) than to watch the game itself
(26.8%).

Men lov e to drink beer when watching sports — it was the
top pick for 42.3% of them, while for women, the most
common answer was soda (63.5%). 

T he most popular snacks when watching sports are
chicken wings, chosen by 22.5% of people, followed by
chips and dip (19.6%), and tacos (12.9%).

A commitment to inspire change
T he Prisoner Wine Co., known for its visually provocative labels,

unveiled its inaugural release of Corrections, a limited-edition

three-pack of wines, dedicated to driving awareness of the

unjusti�able harm wrought by America’s broken prison system.

T he winery commissioned collage-style original labels from

artist Chris Burnett, each highlighting a di�erent perspective on

mass incarceration’s e�ect on the human spirit.

A portion of the proceeds from the sale of Corrections is to be donated to

Rubicon Programs, a nonpro�t based in the San Francisco Bay area striving

to provide wellness and economic mobility for communities that are

disproportionately impacted by systems of inequity, it notes. Looking ahead,

T he Prisoner and Rubicon hope to partner in the future to develop impactful

programming that aids in the elimination of poverty and promotion of social

justice, the company says. Launched nationally, Corrections can be purchased

for a suggested retail price of $225.

“We’re acutely aware that, given our namesake, we have a unique responsibility to

play a larger role in driving awareness and inspiring a stance on prison reform,” said

Bukola Ekundayo, general manager of The Prisoner, in a statement.

HydraLyte

Shay Mitchell, actress, producer and entrepreneur, announced her collaboration with HydraLyte, to launch her
new �avor: Lemon Squeeze. Since their partnership in May 2022, Mitchell has led the co-development process
to create the hydration option. “Maintaining a healthy and balanced lifestyle has always been a priority,”

Mitchell said in a statement. “HydraLyte is a science-based, low-sugar hydration solution for all the
things I love ― travel, �tness, pregnancy. And this new Lemon Squeeze �avor is tangy, sweet,
and totally refreshing.” Mitchell remained closely involved in the journey, spearheading execution details
such as packaging, marketing strategy, and creative, the company says. “Shay is a superstar,” said HydraLyte
CEO Oliver Baker, in a statement. “She has a track record of building brands with style, passion, fun and, most
importantly, quality. Creating this product with her team has been an incredible journey and their insights
into marketing and social media have been an integral part of developing this launch plan.”

x
SHAY MITCHELL

Lemon Squeeze
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Channel Strategies

Supermarkets still feeling post-pandemic impacts
By Chloe Alverson

Consumers continue to opt for online shopping
(Image courtesy of Publix)

The 2009 �lm “Zombieland” is a comedy about a post-apocalyptic America in which zombies have taken over. One
of the characters, Tallahassee (played by Woody Harrelson) is obsessed with �nding the remaining boxes of
Twinkies. He takes his new companion, Columbus (played by Jesse Eisenberg), on a mission to a zombie-�lled
supermarket to obtain the very last box of Twinkies.

Although trips to the supermarket don’t require shoppers to ward off zombies, the channel itself has had to adapt to changes in
the way consumers shop and spend.

Joan Driggs, vice president of thought leadership at Chicago-based Information Resources Inc. (IRI), notes that the grocery
channel has seen dollar sales growth of 5.5% during the past year because of in�ation. Yet, unit sales for the grocery segment
are down, she says.

In contrast, the club channel continues to outpace the grocery channel in both dollar and volume sales growth, she notes.

“The grocery channel commands 37.6% of dollar sales across measured channels, which also includes convenience, club, drug,
mass/supercenter, dollar and health/vitamin,” she explains.

Daniel Costanza, principal, client insights at IRI points out that, within the grocery store channel, better-for-you beverage options
have thrived.

“Since 2020, we have seen sport drink mixes, shelf-stable yogurt drinks, kombucha, energy drinks, low-calorie CSDs and cold
brew coffees experiencing some of the better growth rates among beverage segments,” he says. “Better-for-you and health and
wellness appear to be the theme as consumers look to move beyond indulgent comfort during pandemic lockdowns to more
proactive health/self-care.”

Consumers are taking advantage of online grocery shopping opportunities through options like Instacart. (Image courtesy of Instacart)

Aside from impacting beverage trends, the pandemic has had a long-lasting in�uence on the way people shop, Driggs notes,
causing consumers to spend more of their grocery money online, rather than in-store.

“eCommerce’s share of multi-channel sales is now 22%, but it’s contribution to multi-channel growth is 40%,” Driggs says. “When
we dig into food and beverage versus nonedible, we see that edible accounts for 36% of eComm sales, compared to 64% of
nonedible. And a growing percentage of beverage sales are online, now accounting for a 17.4% share of beverage sales, which is
up 24% from a year ago. In fact, eCommerce’s contribution to multi-channel beverage sales is 28% — so it’s clearly driving growth
for the category.”

A June blog post from National Retail Federation (NRF) looked into the partnership between Cincinnati, Ohio-based Kroger and
the United Kingdom’s online grocery retailer, Ocado Group, during NRF Supply Chain 360.

At the conference, Kroger’s Senior Vice President of Supply Chain Gabriel Arreaga was joined by Ocado Solutions’ Senior Vice
President David Hardiman-Evans for a keynote. They discussed how Kroger, despite being large-scale and local in nature, “has
overcome the challenges of note being able to ‘stockpile fresh food,’ using cutting-edge technology and end-to-end cold solutions
to ful�ll and deliver online orders.”

“Since 2020, we have seen sport drink mixes, shelf-stable yogurt drinks, kombucha, energy
drinks, low-calorie CSDs and cold brew coffees experiencing some of the better growth rates
among beverage segments.”

— Daniel Costanza, principal of client insights at IRI

Arreaga noted that Kroger saw success with retail in brick-and-mortar, but the company’s partnership with Ocado aided in the
delivery experienced.

“And from one day to the other, we had already a track record of being able to do pick-up grocery, to be able to actually meet the
customer where they wanted from an eCommerce perspective,” Arreaga said in a statement. “But we really didn’t have a lot of
experience in delivering to people’s homes.”

In a recent industry report from IBISWorld, Los Angeles, titled “Supermarkets & Grocery Stores in the U.S.,” the company
suspects that, during the next �ve years to 2027, supermarkets will experience continued competition from online operators. The
report states that, “the steady adoption of online grocery services will likely hamper industry revenue growth over the coming
years.”

Another industry trend noted in the report is that, as the most populous generation in the United States, supermarkets must cater
to the needs of millennials, meaning smaller-sized stores with a selection of high-quality products. Stores with the traditionally
large layouts likely will struggle to compete, it states.

“While many major operators will likely open new, limited-assortment and fresh format stores over the next �ve years, others will
likely choose to simply enhance their current locations and product offerings,” the report notes. “Traditional supermarkets are
increasingly adding amenities, such as home grocery delivery, dining areas and beer and wine bars. Enhancing existing stores is
likely to be a more cost effect than opening entirely new locations.”

Beverage trends, the report shows, are moving away from sodas and sugary drinks, because today’s consumers are becoming
increasingly health-conscious. IBISWorld suspects that the overall beverage category — alcohol and non-alcohol drinks — will
account for 8% of industry revenue for supermarkets and grocery stores. BI
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Needing it all
By Jessica Jacobsen

Can �lling, seaming equipment supporting �exible operations, safe practices
(Image courtesy of Krones Inc.)

In the animated feature “The Berenstain Bears Play Ball,” Sister Bear questions why she can’t try out for Little
League while still enjoying her toys and dolls as she sings, “I want it all.” When it comes to beverage packaging
operations, it’s not about wanting it all, but needing it all to compete in today’s diverse beverage marketplace.

Barry Fenske, technical sales of the �lling division at Krones Inc., Franklin, Wis., explains how SKU proliferation has made
�exibility within �ller equipment a critical component.

“This allows for running several product types on the same �ller,” he says. “There are machines that can run carbonated or non-
carbonated beverages, hot or cold �ll all on one machine. With a �ller/seamer bloc needing to be �exible, changeovers can be
impacted, especially at the seamer when there is a lid diameter change.”

A marketing communications specialist for Sidel, Octeville sur Mer, France, also highlights the importance of �exibility when it
comes to �lling and seaming equipment.

“As a result of market demands for more SKUs and numerous container sizes, there is now a need for equipment to be more
�exible,” the representative says. “For example, being able to change over in minimal time while handling still and carbonated
beverages, as well as hot, ambient and cold-�lled beverages ― all while lowering energy, water, chemical and raw material
consumption.”

Sidel’s representative points to the demand for “better-for-you” beverages that accelerated SKU growth and the need for
equipment to support that growth.

“The beverage category that has contributed most to this trend is carbonated soft drinks (CSD),” the representative says. “We are
also seeing a growing focus on beverage options that are ‘better for you’ with an increased interest in organic and natural
products, which goes hand in hand with reduced sugar, calories and arti�cial ingredient intake.”

Krones’ Connected Line is designed for the Internet of Things to support connectivity throughout beverage operations. (Image courtesy of Krones Inc.)

Krones’ Fenske explains that when deciding the type of can �lling and seaming equipment to select, the need for �exible
operations is in�uencing decision-making.

“[F]or can �lling, it is becoming more popular to discuss having two seamers blocked to one can �ller to help in changing over
times for lid diameter changes,” he says. “Handling parts on the �llers are mostly quick change nowadays, like push button quick
release versus a wrench and bolt in the previous years and separate recipes in the PLC for each SKU, brought up for that SKU at
the touch of a button. No or very little �ne tuning is then required after changing to another SKU.”

Sidel’s representative also stresses the importance of �exibility.

“In today’s market, higher levels of versatility combined with maximum product quality are key requirements for equipment to
ensure long-term business growth and to adapt to ever-changing consumer trends,” the representative says. “This is why our can
�ller, EvoFILL Can, tackles all needs of being hygienic, �exible and sustainable, ensuring producers are ready for future
challenges in drinks production.

“Designed with brewers and CSD manufacturers in mind, our EvoFILL Can �ller answers all needs in terms of beverage quality,
maximum performance and expanded �exibility,” they continue. “This �ller has the capacity to �ll CSD at ambient temperature
and still drinks in hot �ll, thus accommodating a wide range of beverages via a single piece of equipment. With 54 to 182 �lling
valves on EvoFILL Can’s carousel, manufacturers can handle a wide range of speeds (130,000 cans per hour) and can sizes, from
150 ml up to 1 liter. Plus, the varying height of the can is no longer a challenge, as the carousel adjustment is fully automatic.”

Safe solutions
Although speed and �exibility might be driving innovations for can �lling and seaming equipment, experts note that nothing is
more important than maintaining safety in these operations.

ADVERTISEMENT

Krones’ Fenske believes more checks and balances should be put in place to support product safety and quality control.

“You need a good quality can (inspect before rinsing, auto reject if out of spec), correct rinsing media for the application, low
oxygen pick-up methods �ller/seamer (�ush the can at the �lling valve with CO2/N2 prior to �lling, blanket the can headspace
with CO2/N2 prior to lid positioning), treat the lids if needed prior to application, check for product �ll height post seamer, check
the can psi downstream with a TapTone device for leakers,” he says.

“One of our newest �lling technologies, Modul�ll VFS-C with compact cleanroom, puts enhanced focus on hygienic �lling for
sensitive beverages and requires signi�cantly less space than conventional set-ups,” Fenske continues. “The �ller also facilitates
clean-in-place/clean-out-of-place (CIP/COP) to occur concurrently.”

Sidel’s representative also highlights the importance of hygienic standards and how the company’s EvoFILL Can �ller supports
that.

“Filling equipment design has had to address demanding hygiene standards in response to product safety and quality control
requirements,” the representative says. “An example of this is our latest can �ller: EvoFILL Can. The �lling equipment has a ‘no
base’ design which ensures an overall easy cleaning process and makes sure that there is no residual product in the �lling
environment and a cleaner zone. The solution’s improved CO2 pre-�ushing system results in the utmost food safety. Consuming
less CO2 in total, this feature not only improves beverage quality, it improves line performance.”

What has helped original equipment manufacturers (OEMs) support all these demands is the adoption of the Internet of Things
(IoT).

“By combining high versatility with e�ciency, we can help our customers meet end users’ demands for greater product
differentiation,” Sidel’s representative says. “This goal can be achieved by building machine intelligence into equipment in the
form of features such as prediction, aided guidance and self-adjustment, in addition to advancing �lling operations. Self-
adjustment, for instance, allows the machine to correct itself independently from human intervention when data shows that its
production values are out of range, as well as when manufacturing parameters should change based on new production needs.”

Jeremy Anderson, president of Process and Data Automation, a member of the KRONES Group, details how the company
designs systems around IoT attributes.

“[F]or can �lling, it is becoming more popular to discuss having two seamers blocked to one can
�ller to help in changing over times for lid diameter changes.”

— Barry Fenske, technical sales of the �lling division at Krones Inc.

“Our Connected Line is designed with IoT in mind for the beverage and liquid food sectors, which includes �lling and seaming
operations,” he says. “By enabling a bridge between intelligent devices on the plant �oor through to the cloud, Krones is paving a
path where previously hidden data is exposed and analyzed by the client and Krones alike. This concept enables our arti�cial
intelligence solutions ― Linatronic AI and Contiloop AI ― and Digital Support Services as part of the Krones Ecosystem.”

Future plans
 As the beverage market sees new age products move into can packaging, this might prompt OEMs to take this into consideration

with future solutions.

“More sensitive beverages are moving into cans,” Fenske says. “Beverages that normally are packaged by aseptic PET lines
might move their way to cans. Thus, an aseptic can �ller/seamer will need to be developed.”

Sidel’s representative highlights the growth of hybrid beverages.

“We are witnessing a blurring of beverage categories with a heightened interest in hybrid or fusion drinks, such as fruit juice
mixed with tea, as well as with sparkling water,” the representative says. “Innovations in terms of carbonation, �avor, and
functional enhancements, in addition to packaging, are being introduced to compete with other soft drinks categories.

“Alongside this, we are seeing some ‘mouthfeel’ innovations, using nitro cans, and adding viscosity through purees and jellies,”
they continue. “On the alcoholic beverage side, we are supporting craft breweries and hard seltzer producers who wish to further
differentiate and meet new consumers’ demands.”

Given this diversi�ed future, can �lling and seaming equipment will continue to adapt these beverage models.

“In respect of can �llers and seamers we’re already on a journey,” Sidel’s representative says. “It requires us to support
customers and ful�ll their need to be more �exible, digitally advanced and meet more demanding sustainable goals.” BI

Packaging News ...

REFRESHED PACKAGING FOR WILD TONICESSENTIA WATER & WINE BOX

SIP & LEARN
PODCAST

8-CAN VARIETY PACK FOR LOVERBOYNESPRESSO’S HOME COMPOSTABLE PAPER-BASED CAPSULE
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Demanding future for caps and closures
By Lauren Sabetta

Legislation, sustainability measures prompt shifts to caps and closures
(Image courtesy of Getty Images)

Since its original debut in 1966, “Star Trek” has been one of the most successful TV series in science �ction TV
history. Considered to have a large in�uence in popular culture as a result, “Star Trek” has since spawned nine
successor series, 13 movies as of August 2020, merchandise and a multibillion-dollar industry collectively known
as the Star Trek franchise. “Well, the whole history of Star Trek is the market demand,” said actor George Takei,
aka Hikaru Sulu, helmsman of the �ctional starship USS Enterprise.

Within the beverage industry, as caps and closures successfully provide easy-to-use packaging solutions, experts note that
demand for enhanced plastic closures from key beverage companies across the globe is in�uencing the market.

According to London-based Future Market Insights (FMI), as of 2022 the global plastic caps and closures market stands at $44
billion, expecting to reach $61 billion by the end of 2029 at a CAGR of 5% between 2022 and 2029.

Further, in its “Plastic Caps & Closures Market Outlook 2022-2029” report, FMI notes that in terms of cap type, screw closures are
estimated to account for almost three-fourths of the plastic caps and closures market-by-market value in 2022.

To help meet industry demands, Husky Technologies offers a wide array of
custom beverage closure solutions that serve the water, CSD and JSDT
markets. (Image courtesy of Husky Technologies)

“In terms of end-use, the beverage segment is expected to
lead the market-by-market share during the forecast period,”
the report states. “Amongst various potential verticals,
beverages hold the largest market share and the status quo is
expected to remain the same even in the forecast period.

“As plastic caps and closures turn out to be user-friendly with
enhanced packaging, the purpose of secure sealing and
improvised safety is served,” it continues. “The future demand
and market growth for plastic caps and closures are promising
on the back of its highly recyclable and convenient packaging
outlook and its increasing applications in food and beverage
packaging. Furthermore, the demand for plastic caps and
closures is likely to rise as consumers are shifting their focus to
convenient packaging solutions.”

Meanwhile, as tethered closures are in widespread production across beverage markets around the world, Tobias Naumann,
product manager of application at Ontario, Canada-based Husky Technologies, shares some of the business bene�ts of
switching to tethered closures for beverages, in Beverage Industry’s Tethered Closures webinar, sponsored by Husky.

In the 2022 webinar titled “Tethered Closure Adoption Is Rising Fast: Explore the Latest Examples, Tech, and Tips for Success,”
Naumann highlights the sustainability legislation passed in 2019 by the European Union Parliament, which mandates that by July
2024, all closures are to remain on all single-use plastic beverage containers with a volume smaller than 3-liters.

“But not only in Europe are there activities by legislatures,” Naumann says. “We also saw in 2018, in the U.S. there have been bills
created in Maine and in the state of California that did not pass at that point, but we think that when successful implementation
in the European Union has happened in 2024 that those activities might be reactivated.

“Besides that, we also see activities around the use of plastics in Canada and Australia, speci�cally in the state of South
Australia,” he continues.

Aptar’s Rocket cap provides further safety to consumers with its “no-dust,”
double-wall lid design that protects the spout from external contaminants, it
says. (Image courtesy of Aptar Food + Beverage)

Yet, there is a certain value when switching to tethered
closures beyond just being compliant with certain laws,
Naumann notes. That is the message of sustainability, “to
improve the sustainability message of your brand,” he says.

Striving toward a circular economy
 With the industry continuing to launch a wide variety of new

beverages, comes the expected boom in demand for caps and
closures, experts note.

According to FMI’s report, the U.S. beverage industry is
expected to see an upsurge in demand for caps and closures
for its packaging products, and is estimated to be worth $10.5
billion by 2029, registering a CAGR of 3.5% during the forecast
period of 2022-2029.

“It is one of the lucrative markets for plastic caps and closures
and is expected to hold the largest market share by value in the
North America region,” the report states. “The rising demand
for bottled water is one of the major driving factors for the
growth of the caps and closures market in the U.S.

“The packaging of beverages such as energy drinks, diet drinks, and sports drinks, dairy is likely to accelerate the growth of the
caps and closures market in the country,” it continues.

Nevertheless, the fact that plastic caps and closures are detrimental to the environment cannot be ignored, the FMI report
states.

“It is a known fact that the marine ecosystem is getting adversely affected due to unwanted accumulation of plastic therein,” it
notes. “This factor is bound to hamper the plastic caps and closures market in the near future.”

As part of its effort to help companies achieve bold environmental targets, Atlanta-based Aptar Food + Beverage unveiled its
recently launched Food + Beverage new brand identity, “Create, Collaborate, Innovate” at drinktec 2022, which took place from
Sept. 12-16 in Messe München, Germany.

The company also showcased its latest closure solutions for dispensing beverages and other liquid products, from pouring to
squeezing solutions, as well as its new tethered closures in compliance with the upcoming European directive regulation for
single-use plastics.

“We are looking forward to participating at drinktec 2022 and promoting multiple breakthrough solutions including Rocket, the
next generation sport cap, our full line of closures for beverages, as well as a sneak peek at some prototypes that are set to
create new ways of handling and protecting products,” said Arthur Lenoir, product marketing director EMEA at Aptar Food +
Beverage, in a statement. “We’re delighted to be able to get together again in person at this important industry event.

“Aptar Food + Beverage is an industry leader in innovation, well known for helping customers revolutionize their packaging with
superior performance, convenience and safety, but we can’t talk about innovation without sustainability,” Lenoir continues.
“Designing for sustainability, incorporating more recyclable and reusable products, and reducing the use of conventional, fossil-
based, resins are important parts of our strategy.”

Beverage-makers will continue to need innovations within caps and closures to help them support the global sustainability goals
when it comes to packaging. BI
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Beverage R&D

The demands for weight management
By Chloe Alverson

Producers turn to effective ingredients to support need state
(Image courtesy of BellRing Brands Inc.)

When Chris Pratt took on the role of Peter Quill for the 2014 hit “Guardians of the Galaxy,” the actor divulged in a
“Men’s Fitness” article that he developed a workout and healthy eating routine in which he was consuming 4,000
calories a day. Because of the intensity of the workouts, Pratt actually lost 60 pounds over the course of six
months.

Although the average consumer is not prepping for a leading role in a Marvel move, weight management has become an
increasingly popular focus for consumers.

Carla Saunders, senior marketing manager for high intensity sweeteners at Wayzata, Minn.-based Cargill, explains that today’s
trends often overlap — especially when it comes to �tness and weight management fads.

“Consumers aren’t just myopically looking for a single bene�t — they’re trying to solve multiple need states with their food and
beverage purchases,” she says. “They might buy a protein drink, but they’re making the purchase to address hydration, boost
their protein consumption, provide satiation, promote weight management and maybe help build muscle, too.”

Consumers are more knowledgeable nowadays; therefore, they hold their food and beverage choices to higher standards,
Saunders notes. And this widespread consumer knowledge creates a challenge for brands “to create products that address
multiple needs, while still creating a beverage that delivers on great taste,” she says.

Vaughn DuBow, global director of marketing, microbiome solutions at Chicago-based ADM, says that the current focus on �tness
has evolved into a broader category “that welcomes consumers from all life stages and lifestyles.” He adds that the weight
management category is moving more toward weight wellness, which encourages positive habits to support well-being.

Nutrabolt unveiled three �avor for its Xtend Healthy Hydration drink mix. (Image courtesy of Nutrabolt)

Consumers easily can incorporate products like high-protein, ready-to-drink (RTD) shakes and better-for-you snack options into
their diet, DuBow notes. Yet, �tness-related elements still are important — weight management and digestion products are
“increasingly in demand,” he says.

“At the same time, consumers are also becoming more aware of the connection between maintaining a healthy weight to
metabolic and gut health,” he explains. “Research shows that 58% of global consumers perceive a connection between the
function of bacteria in the gut to wider aspects of well-being. As such, shoppers are increasingly seeking out microbiome-
associated solutions.”

Cargill’s Saunders adds that among other trends regarding weight management, consumers are monitoring and managing their
sugar intake, which she calls a “top concern for many consumers.” Citing a 2021 study by HealthFocus International, Saunders
notes that nearly three in four Americans are trying to limit (59%) or avoid (14%) sugars, while six in 10 Americans indicated that
they’re trying to consume more protein.

“These results have implications for the weight management segment, too, as many consumers believe protein helps them feel
full longer — an idea reinforced by trendy diets, which also emphasize protein consumption,” she says. “But consumers aren’t just
seeking more protein or less sugar. They’re looking for beverage choices that deliver a range of health bene�ts, as trends around
health and wellness (encompassing both physical and mental well-being), plant-based eating, label-friendly formulation and
more collide.”

“At the same time, consumers are also becoming more aware of the connection between
maintaining a healthy weight to metabolic and gut health. Research shows that 58% of global
consumers perceive a connection between the function of bacteria in the gut to wider aspects of
well-being.”

— Vaughn DuBow, global director of marketing, microbiome solutions at ADM

As more people are embracing the health and �tness lifestyle, demand for weight management products has increased, says
Max Maxwell, manager of market intelligence at Glanbia Nutritionals, Chicago.

“There are many niches to weight management, including weight maintenance, with different needs for [baby] boomers and
younger cohorts,” he explains. “There is so much more understanding of individual differences in each person’s innate biology to
manage weight.”

Weight management trends within the beverage industry
 Like any trend, beverage-makers must �nd ways to keep consumers interested in their product, while still ensuring quality.

Cargill’s Saunders says that the “biggest change” in the beverage industry has been in regard to taste improvements.

“Earlier iterations of beverages aiming to support consumers’ weight management goals often fell short, struggling with
bitterness, off-notes and aftertastes,” she explains. “Newer products are closing the gap, leaning on advances in plant proteins,
sweetener systems and �avor masking to create products more aligned with consumers’ sensory expectations.”

She adds that the industry is seeing more brands address cross-linkages between consumer need states, such as with products
that aim to support weight management while helping with other priorities like energy and mental health.

When it comes to weight wellness products, ADM’s DuBow considers beverages to be “an ideal vehicle” due to their portability
and convenience.

“Brands can take advantage of beverages’ inherent ability to easily �t into consumers’ daily routines by elevating them with
ingredients and solutions that shoppers associate with important qualities,” he says.

DuBow uses the example of consumers associating gut microbiome-supporting solutions such as probiotics to “a wide range of
bene�ts.” He notes that beverages dominate as the preferred probiotic delivery formant, “thus, demonstrating that people are
most interested in consuming probiotics in convenient, drinkable formats.” This creates what DuBow calls a “clear opportunity”
for producers to get the attention of health-conscious shoppers.

Glanbia’s Maxwell says that, as consumers are searching for holistic approaches to their wellness journey, beverage-makers can
address such trends with more drink options for various occasions throughout the day — “from breakfast to post-workout.”

Finding the right ingredients
One of the most common ingredients in weight management beverages is protein, because the two are often associated with
each other.

Cargill’s Saunders notes that plant proteins are quickly becoming a favorite among consumers, especially pea protein. Pea
protein gained popularity because, not only is it high in protein, but it also has a neutral �avor pro�le, good solubility and emulsion
properties, she says.

“This represents a change for a category that historically relied on dairy products, and brands are responding with more plant-
based versions of meal replacement beverages, catering to consumers embracing a plant-forward lifestyle,” she explains.

Another factor in beverage formulations is sugar reduction. Cargill has been working with brands to reduce sugar and calories in
beverage applications without losing the quality of taste — the biggest driver of purchase, Saunders notes. With the company’s
newest sweetener system, EverSweet + ClearFlo, the results are �avor modi�cation and enhanced mouthfeel, as well as
improved stability and solubility, she says.

Saunders suspects that drinks like nutritional shakes, protein drinks and meal replacements are the most likely to incorporate
such ingredients, as they are all often aligned with weight management.

ADM’s DuBow explains how the company is dedicated to researching and uncovering new microbial strains, which can support
consumers’ weight wellness journeys.

“Speci�cally, our award-winning BPL1 probiotic and its heat-treated postbiotic counterpart target factors relevant to metabolic
health,” he says. “Research shows that both solutions support metabolic pathways. Evidence also points to our BPL1 probiotic
supporting a healthy body mass index (BMI) when combined with diet and exercise. ”

He adds that �ber is another ingredient that is highly sought-after for weight wellness shoppers. Consumers might want to add
�ber to their diets for digestion, satiety and weight wellness purposes.

“Furthermore, beverage developers may consider incorporating different ingredients, such as �ber, probiotics, vitamins and
botanicals, in one solution,” DuBow says. “This provides a personalized approach for better integration into consumers’ everyday
lives. … Ingredients from our vast botanicals portfolio combine well with other functional ingredients, like biotics and �ber, helping
brands create well-rounded offerings that can meet consumers’ evolving health and wellness demands.”

What’s next for weight wellness beverages
Glanbia’s Maxwell suspects that demand for beverages that support weight management will continue to increase as consumers
invest in their health and wellness.

“Weight management beverages are one of many solutions,” he says. “There will be growth in more convenient RTD beverages
to support weight management, as well as RTM beverage solutions that will be personalized to address individual needs.”

Cargill’s Saunders echoes a similar sentiment, noting that weight management “is a long game” and just one part of consumers’
broader goal regarding health.

“Beverages that support weight management, alongside other consumer needs, have a bright future — so long as they also
deliver on taste,” she says. “At the end of the day, taste will always be the single biggest driver of purchase and the �nal arbitrator
of success.”

ADM’s DuBow adds that consumer interest in hydration is making its way into the weight wellness area. Energy drinks with
isotonic properties and electrolytes are highly sought-out by younger consumers.

“Working with developers to stay at the forefront of innovation, we have designed several concepts to help meet consumers’
wellness needs,” he says. BI

Dallas, N.C.-based EXBERRY, a leading
brand of natural colors for the food and
beverage industry, created by GNT,
announced it secured approval from the
Food and Drug Administration (FDA) for the
use of spirulina extract in beverages. The
green light from the FDA grants
manufacturers the ability to maintain clean
labels while achieving vibrant blue shades.
EXBERRY’s color concentrates are derived
solely from fruits, vegetables and edible
plants through a process of chopping,
pressing, �ltering and blending, it notes.
The company has developed a formulation
technology, which is patented, that allows
spirulina extract to remain both
temperature- and acid-stabilized in
beverages, it says. Previously, the Code of
Federal Regulations (CFR) only permitted
the use of spirulina extract as a natural blue
coloring ingredient in certain food products
and powdered beverages, the company
notes. Now, GNT has successfully
petitioned the FDA to amend the regulation
to include all non-alcohol beverages and
alcohol beverages that are below 20% ABV,
it says. “GNT’s EXBERRY Blue Beverage
Solution at long last offers manufacturers a
pathway to bright, stable, regulatory-
approved and consumer-friendly natural
blue colors,” said GNT USA’s Technical
Director, Jane MacDonald, in a statement.
“Natural blues have always presented
challenges, from regulatory hurdles to
technical limitations, but with GNT’s
regulatory and technical expertise, we are
excited to create new opportunities for
beverage manufacturers.”

Lake Mary, Fla.-based Florida Food
Products (FFP), a formulator and producer
of tea and coffee extracts, as well as clean
label solutions, released its new Insights
Report titled “Meet the Demand for
Function and Flavor in Today’s Beverages.”
Investigating the latest trends in �avor and
functionality within the beverage industry,
the company notes that its proprietary
consumer research �ndings show that
almost three-quarters of the consumer
population are opting for beverages that
provide functional bene�ts. The report
examined consumer desire for the following
three trending health and wellness areas:
mood enhancement, immunity boosters
and clean energy drinks. The reported
average annual growth rate for food and
beverages launches with “functional” in the
name was 59%, it says. “The beverage
industry is evolving every day, with
innovations and trends constantly
emerging,” said Shellie Kramer, senior
marketing manager at FFP, in a statement.
“Our latest beverage report offers some
exciting insight into what today’s
consumers are seeking and how beverage
manufacturers and innovators can satisfy
these rising demands and capture sales.
Consumers are choosing beverages that
deliver on their desire for clean labels as
well as offer health and wellness bene�ts,
yet they are not willing to compromise on
�avor.”
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Ingredient Spotlight

On point and up to date �avors
By Lauren Sabetta

Classic �avors remain in fashion
(Image courtesy of Getty Images)

American model and actress Lauren Hutton, who signed a modeling contract with Revlon in 1973, which at the
time was the biggest contract in the history of the industry, is quoted for having once said: “Finding your look isn’t
complicated. … Notice what people are complimenting you on. Experiment with new things once in a while, but
have your tried-and-true pieces that work.”

Similarly, classic �avors like vanilla, chocolate and strawberry have a noticeable presence within the beverage industry. Experts
note that not only do these �avors resonate with consumers, but also are the tried-and-true go-to solutions for beverage-makers.

“There’s always going to be a market for classic �avors,” says Phillip Caputo, marketing and consumer insights manager at
Virginia Dare, Brooklyn, N.Y. “However, with that said, we’re seeing more and more opportunities to elevate these classic �avors
with unique and exciting pairings.

“For instance, instead of a vanilla ice cream, why not a Bananilla cream pie or vanilla cardamom �avor? For a product line
extension, why not add a chocolate and ginger or chocolate and balsamic vinegar �avor?,” he continues.

Grace Kim, beverage technical service manager at Tate & Lyle North America, Decatur, Ill., echoes similar sentiments, noting that
classic �avors also carry with them the comforting nostalgia that many consumers seek out in a beverage.

To bring immunity support to its top �avors — Reishi Chocolate, Turmeric Golden-Milk, Vanilla Protein and Dark Chocolate Protein — REBBL added baker's yeast
beta-glucan, which is �avorless and generally recognized as safe, it says. (Image courtesy of REBBL)

“The eating and drinking experience is so personal, and for many consumers, classic �avors have the power to comfort,” Kim
says. “It makes sense for manufacturers to stick with the tried-and-true classics that are not only recognizable but also
memorable.”

Pointing to chocolate, speci�cally, Gretchen Hadden, marketing leader for cocoa and chocolate business in North America at
Wayzata, Minn.-based Cargill, notes that consumers love the �avor for its rich color, pleasing aroma and taste.

“Chocolate is an affordable indulgence that never goes out of style,” she says. “Furthermore, its great taste works well to mask
other off-�avors in a beverage formulation.

“Beyond its functional bene�ts, marketers can also use chocolate to tell an amazing story. They can build messaging around the
type of chocolate or how it is sourced,” she continues. “There’s an emotional element to chocolate as well — it is often viewed by
consumers as a ‘permissible indulgence,’ or as a way to deliver other ‘better-for-you’ bene�ts such as antioxidants or a caffeine
boost.”

Intriguing �avor combinations
 As today’s consumers are more adventurous, constantly in search of the next exciting �avor, experts point to vanilla and

chocolate as chief foundational �avors for various beverage applications.

“The eating and drinking experience is so personal, and for many consumers, classic �avors have
the power to comfort. It makes sense for manufacturers to stick with the tried-and-true classics
that are not only recognizable but also memorable.”

— Grace Kim, beverage technical service manager at Tate & Lyle North America

“You are able to combine vanilla with a more exotic �avor like orange blossom, and while the overall pro�le may take you to a
classic orange sherbet, it still feels new and exciting,” Tate & Lyle’s Kim says. “We have �rm expectations of what vanilla or
chocolate should be, but combinations seem like an enticing way to trial newer �avors.

“Beverage innovations are adopting this thinking. For example, a newer prebiotic soda brand pairs an unfamiliar apple cider
vinegar base and prebiotic �bers with more familiar, vintage �avors, such as root beer and strawberry vanilla,” she continues.
“Perhaps the nostalgic �avors ground us while the ‘new age’ keeps the drinking experience exciting.”

Although classic �avors shine as a standalone �avor, Virginia Dare’s Caputo points to the power of these �avors to elevate
beverages through �avor combinations.

Noting that there’s endless potential, Caputo lists some selections of vanilla, strawberry and chocolate �avor combinations as
follows:

Vanilla and whiskey, banana, custard, wafer cookie, lavender, cardamom, cola, honeycomb

Strawberry and black pepper, rosé, passionfruit basil, lime, kiwi, rhubarb, �g, walnuts, coconut cream, mango, cucumber,
cheesecake, vanilla buttercream, pistachio

Chocolate and balsamic vinegar, bacon, lavender, chai, butterscotch, browned butter, maple, cardamom, marshmallow,
macadamia, Amaretto, Dulce de Leche

Depending on the speci�c application and target consumer, Cargill’s Hadden points to chocolate combinations that include salted
caramel, espresso, peanut butter or mint.

“Some of the emerging �avor combinations highlight spices like cayenne and cardamom, or herbal and botanical �avors, such as
matcha, jasmine and lavender,” she adds.

Adding to its drink lineup, LandShark
Seltzer recently launched a new
�avor: Passionfruit Strawberry, a
bubbly drink, made with real fruit juice
and vodka, it says. (Image courtesy of
LandShark Seltzer)

Classic �avors remain on trend, up to date
With functional beverages on the rise, experts note that “the classics” are becoming more
prominent on such labels.

“These �avors are used in categories across the entire beverage spectrum,” Virginia Dare’s
Caputo says. “Primarily, though, we’re excited about the rise of functional beverages like RTD
protein beverages, clean energy drinks, forti�ed plant-based beverages, and more where these
�avors are �nding a home on the label. 

“When the functional ingredients in an application might be new to the consumer, classic �avors
like vanilla, chocolate and strawberry can help ground the consumer and make the beverage
feel more familiar and palatable,” he continues.

Noting the expanded use of chocolate and cocoa powder, Cargill’s Hadden highlights how
chocolate �avors span across beverage categories.

“We see signi�cant use of chocolate and cocoa powder in sports drinks, coffee beverages, milks
and milk alternatives such as almond milk, dessert beverages and more,” she says. “Chocolate
is a �avor that people have come to expect and seek out in these spaces. Other �avors come
and go, but consumers continue to choose chocolate time and time again.”

Moreover, with rising consumer interest in clean label products, Hadden highlights how cocoa products can help meet consumer
expectations.

“Rising interest in where and how food is produced is part of the reason why organic claims are sought out by consumers,” she
explains. “To help customers deliver on these expectations, we offer sustainably sourced cocoa products and provide
opportunities for brands to contribute directly to cocoa sustainability initiatives at origin, including efforts to support farmer
livelihood, women’s empowerment, deforestation projects and so on.”

Nutritional Growth Solution’s new product line includes KidzProtein, which
comes in chocolate, vanilla and strawberry and KidzProtein Vegan, which
comes in chocolate and vanilla — each providing 10 grams of protein and a full
array of vitamins and minerals. (Image courtesy of Nutritional Growth
Solutions Ltd )

Noting Virginia Dare’s love for its “classic �avor” portfolio,
Caputo points to caramel, coffee and banana as considerable
�avors for beverage-makers.

“These are all �avors that consumers know and love, and
they’re a fantastic starting point for some inspired beverage
formulation,” he says. “And don’t get us started down memory
lane on the nostalgic �avors. We’ve developed an entire �avor
theme, Forever Young, focused on these nostalgic memories.
An extension of the nostalgic trend of the past decade,
childhood favorites and child-adulthood hybrids are associated
with good, simple times.

“There are countless opportunities when it comes to classic
�avors, and we are so excited to help the brands we work with
think up their next innovation,” Caputo concludes. BI
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Distribution
By Jeff Cioletti

Eyes on the road
Vision-based systems evolve, along with driver attitudes toward them

In the past few years, there’s been a sea change in the area of video safety and telematics solutions for delivery
�eets. For one thing, they’re starting to become standard on many OEMs’ equipment offerings.

“It’s getting to the point now where there are fewer and fewer folks that don’t have a system,” says Rudy Nemeth, vice president
of sales at Velocitor Solutions, maker of the V-Track system.

More importantly, though, drivers’ overall attitudes toward on-board cameras have evolved.

“I think we’re starting to see drivers actually want it because they see the bene�ts when they used to see the drawbacks
because they thought they were being watched,” said Jim Becker, V-Track product manager at Velocitor.

Drivers actually are being rewarded for good driving behavior and aren’t being blamed for accidents that they didn’t cause
because the proof has been recorded.

The V-Track system is a complete �eet management platform whose camera system uses vision-based video analytic
technology to capture road hazards and unsafe driving behaviors. Drivers will get an audiovisual noti�cation alerting them in real-
time to those dangers or behaviors while the system simultaneously uploads event recordings to the cloud.

“I think we’re starting to see drivers actually want it because they see the bene�ts when they
used to see the drawbacks because they thought they were being watched.”

— Jim Becker, V-Track product manager at Velocitor

Ultimately, it’s designed to improve driver performance, especially when they’re dealing with so many potential distractions while
operating their vehicle. “The delivery folks are getting constantly pinged throughout the day with distractions, so anything that
the technology can do to help them is a bene�t as well,” Becker says.

They could be juggling calls from the warehouse or from customers or dealing with family issues and neglect some basic safety
measures. If the system detects that they’re holding their phone, it’ll tell them to put it down, for instance.

Another signi�cant player in the space, Lytx, announced in October a collaboration with Daimler Truck North America, integrating
Lytx’s video telematics and camera solution into select Freightliner and Western Star truck models. Lytx DriveCam will be
installed in the vehicles during the production of those models, including the Freightliner Cascadia line.

Lytx also unveiled the system’s new Parked-Highway/Ramp feature, which addresses the safety challenge associated with
having to pull a vehicle over onto the shoulder or off ramp. The Lytx DriveCam event recorder identi�es a stopped vehicle — for
10 minutes or more — and assesses if it is located on the shoulder or off-ramp of a highway where other vehicles might be
passing by. When such an event occurs, the �eet manager is noti�ed so that they can quickly intervene by sending nearby safe
parking locations via GPS to the driver.

In other recent supplier news, Netradyne, developer of the Driver-I vision-based safety camera platform, announced a
collaboration with connected vehicle system Platform Science. The Driver-I system can assess speed, tra�c sign compliance,
following distance, aggressive or distracted driving and more, notifying drivers of risky driving behavior by issuing a corrective
alert in real-time.

Another key supplier in this realm, Stoneridge, offers its MirrorEye Camera Monitor System (CMS). MirrorEye replaces a truck’s
mirrors with integrated external digital cameras and digital monitors inside the cab. MirrorEye offers three views, including wide
angle, narrow angle and passenger-side “look-down cameras, expanding the driver’s �eld of view and helping eliminate blind
spots.

A recent report provided by Straits Research found that the global dashboard camera market, currently valued at more than $3.6
billion, is expected to realize a compound annual growth rate of 13%, reaching nearly $11 billion by 2030. BI
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Operations

Designed for the future
By Jessica Jacobsen

Reusable packaging supports automation adaption, sustainability goals
(Image courtesy of Getty Images)

In the board game Yeti in My Spaghetti, participants carefully remove the noodles one-by-one, hoping the Yeti
doesn’t fall into the bowl, thereby losing the party game. As more beverage facilities add automation to their
operations, they also are being careful to consider all ancillary steps that could be impacted if one aspect falls out
of place.

“As more companies continue to integrate automated solutions into their operations to keep up with labor challenges and meet
consumer demand, they need products that will interface with these systems,” says Christopher Wood, product manager for
ORBIS Corp., Oconomowoc, Wis. “In the same way that automation can address the labor shortage, it also can help companies
eliminate human error to improve accuracy, productivity and e�ciency to get products in the hands of consumers more quickly.”

One aspect well-suited to adapt to automated operations is the use of reusable packaging systems.

“Reusable packaging solutions, unlike traditional wood pallets or corrugated packaging, are dimensionally consistent and create
a smooth interface between automated systems and product loads to reduce system downtime and drive repeat performance,”
Wood says. “The standardized nature of reusable pallets and totes allow automated systems to run smoothly, reducing jams and
improving the �ow of product along the supply chain. These solutions also have no loose boards, �aps or debris that can lead to
system downtime.”

Wood also touts other bene�ts of reusable packaging in association with automate operations, including cube e�ciency,
frequent use cycles, labor-friendly attributes like �ngertip handles, as well as being able to incorporate drain holes and
automation locators.

The global reusable transport packaging has reached $100 billion in value, based on the 2020 “Reusable Transport Packaging: State of the Industry Report”
conducted by the Reusable Packaging Association. (Image courtesy of ORBIS Corp.)

This comes as the global reusable transport packaging (RTP) has reached $100 billion in value, based on the 2020 “Reusable
Transport Packaging: State of the Industry Report” conducted by the Reusable Packaging Association, Washington, D.C. Among
its segments, pallets (all materials except for paper-based because they cannot be reused) account for 62% of RTP, while
containers, crates, totes, reusable boxes, and reusable or returnable plastic containers account for 30% of the RTP market.
Intermediate bulk containers such as tanks, drums and barrels account for 7%, with the remaining 1% being “other” types of RTP
solutions.

However, automation is not the only technology innovations that is having an impact on the reusable packaging market. Citing
plastic packaging’s durability, Wood notes that these reusable containers can be equipped with RFID and other technologies for
tracking purpose and works seamlessly in automated systems while reducing ine�ciency and waste.

“In today’s complex supply chains, it is critical that packaging is available when and where you need it,” Wood says. “Effective
packaging management helps food and beverage suppliers experience the bene�ts of plastic pallet systems while eliminating
the upfront investment and day-to-day complexities of managing, tracking and cleaning packaging.

“For example, ORBIS Reusable Packaging Management signi�cantly cuts the time and effort needed to track, retrieve, clean and
inventory packaging assets,” he continues. “This system gives companies the freedom to focus on core competencies and
positively impacts business operationally, �nancially and environmentally.”

“The standardized nature of reusable pallets and totes allow automated systems to run
smoothly, reducing jams and improving the �ow of product along the supply chain.”

— Christopher Wood, product manager for ORBIS Corp.

Sustainability’s growing in�uence
As much as reusable packaging systems can support automated operations, the growing in�uence sustainability is having on
businesses also has put a spotlight on the systems’ bene�ts.

“Consumers are focused on increasing sustainability in the supply chain, and this preference is pushing companies to reevaluate
their current supply chain packaging and explore reusable packaging solutions,” Wood notes.

Tim Debus, president and CEO of the Reusable Packaging Association, denotes the numerous factors that businesses must take
into account when it comes to environmental sustainability.

“When you look at sustainability in the traditional sense of protecting Earth, environments and such, there’s been a lot of activity
in looking how society can improve and correct some of the major problems that we have around the world,” he explains.
“Whether it’s solid waste generation, pollution, it’s certainly in terms of plastics into the environment and the waterways, climate
change, energy resources and material consumption in terms of replenishment of natural resources.”

Debus notes that supporting a more circular economy is elevating business efforts regarding sustainability. However, he notes
that in various locations, particularly Europe, legislative practices also are spotlighting environmental sustainability, but the United
States also is seeing a rise in legislation.

“You see this in the United States with extended producer responsibility laws and several states, most recently California, really
shifting the �nancial accountability of waste management to those providing the waste ― going back to the suppliers of
packaging products and therefore incentivizing those companies that have been used because the product doesn’t go to waste
it’s continuously used ongoing,” he explains.

“When you look at policies such as that, and what’s taking place in Europe more aggressively, in terms of establishing hard
metrics or hard thresholds of reuse and recycling for example policy is really starting to step up in reaction to environmental
sustainability and therefore incentivizing the market to explore and adopt reusable packaging and as a means to reduce waste to
eliminate pollution, lower greenhouse gas emissions, to conserve natural resources,” Debus continues.

Given all these factors, Debus highlights how reusable packaging systems can support this circular economy.

“Reusable packaging has an opportunity to be very positive to those negative environmental trends that we’re coping with as a
society around the world,” he says.

In addition to its sustainability attributes, Wood adds that the durability of reusable packaging solutions, including shells and
pallets, allows these transport products to better protect products and reduce transportation costs.

“Reusable beverage shells have a long service life and provide beverage companies with a fully reusable option for shipping
bottles into retail,” he says. “This reusability helps beverage companies save money over the life of the packaging, when
compared to single use corrugated packaging. This also eliminates the disposal of the single-use corrugated packaging and wrap
at retail.”

By implementing reusable solutions, Wood explains that beverage operations can reduce not just their shipping and waste
disposal costs by the impact they have on the environment.

“Reusable packaging supports the three Rs in the environmental hierarchy by designing out waste (reduce), keeping products in
use longer (reuse) and repurposing packaging at end of life (recycle),” he says.

Wood notes that some reusable packaging solutions have elevated their sustainability approach by utilizing alternative materials
such as recycled content.

“This can include ocean-bound plastic waste, post-industrial plastic waste from a customer’s own manufacturing operation, or
post-consumer plastic waste that’s then reprocessed into new reusable packaging solutions to further drive the circular
economy,” he says.

Because reusable containers can feature collapsible attributes, this also can support �nancial and sustainable goals in regards to
transportation.

“With rising fuel prices and trucker shortages, �nding transportation e�ciencies has become a major priority for today’s
companies across all industries,” Wood says. “With stackable, nestable and collapsible reusable packaging solutions, companies
can save space and reduce their transportation costs, especially in return logistics.

“For example, stacking containers to a truck’s full capacity improves cube e�ciency to reduce the number of trucks needed,” he
continues. “To minimize return transportation costs, reusable packaging often nests or collapses when empty to optimize the
trailer.”

The Reusable Packaging Association’s Debus also points to the economic sustainability that comes with reusable containers.

“I mentioned sustainability from an economic standpoint, and I think it’s important to bring out that when you’re talking about
sustainability of a business or corporate sustainability that looking at what COVID revealed to us about the challenges we have in
our economy in our supply chains and sourcing of products when there are shutdowns and disruptions and we’re still battling that
in what it can do in terms of a business not having access to resources as they traditionally would ― packaging included,” he
says.

Debus explains that economic sustainability can be achieved thanks to the durability of reusable packaging.

“Once you build it, once you buy it you have it for continuous long lasting use,” he says. “You don’t need to continue to source new
packaging for your business you have it already available so there’s a high level of resiliency associated with reusable packaging
and that resiliency allows companies to weather storms. It reduces the volatility of them having to outsource raw materials to
run their business when they have those products already in inventory for use in their business it creates that resiliency that
we’ve observed for business sustainability and some would say survivability in the future as more of these disruptions are
expected.”

So when operations are looking at what sustainability means to them, it might be vital to look at how economic and
environmental sustainability can create a symbiotic existence.

“Sustainability is having a big impact but I would like to tie both as saying it’s both looking at the protection of the environment
and the Earth systems how we operate but also how businesses need to look at their operations differently in the modern world
and the future in terms of being more e�cient with the resources that are used for their business practices and I think they both
have a role in terms of long-term sustainability,” Debus says. BI January 2023    |    bevindustry.com
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Operations Perspective
By John Peter Koss

Determining the cost per case
Bottlers adjust benchmarks for today’s unit sales

Beverage packaging in all categories has generated into a wide variety of con�gurations that makes the
traditional case designation impractical for use as a measurement benchmark. Why? Because, rather than cases
of carbonated soft drinks, beer and other beverages in a 24-count container of 12-ounce bottles for the case
setup, the production lines are creating package units ranging from four-packs to 12-packs and more.

This is important to bottlers because the traditional case con�guration became a cost benchmark used for establishing regular,
promotional and special event selling prices in most major marketing locations. With variance in unit content, the cost for each
case demands another approach for determining a “cost per case.” What is the content of a unit, group of units or case? Focusing
on the cost of a unit/case is signi�cant because it is a basis for management decisions in the cost/pricing arena.

The situation has existed for many years and an “equivalent case” concept has been used and still is in practice to level the
playing �eld of costing. This meant that most bottlers accepted the concept or some variation of their own. The problem is trying
to develop a realistic and accurate benchmark for competitive and comparative uses in setting up pricing structures.

From an operations perspective, the cost tracking of production is a never ending task for those responsible for recording,
compiling and analyzing raw and packaging materials costs to determine realistic, accurate and bene�cial data upon which to
base selling prices in complicated and diverse markets.

Importance of unit/case cost can be exempli�ed by starting with product processing, which is affected by not only material and
ingredient costs, but also by packaging costs and supporting equipment over which bottlers don’t always have control.

The processing of raw materials will always be a highly variable and volatile challenge for bottlers because existing products are
being reformulated and new products with new ingredients are entering the marketplace. This means product processing
requires a tracking system providing the bottler with updated costing data at this point of the supply chain.

With processed product, the package production operation continues the challenge because the variability and volatility become
more intense. The costing responsibility involves the machinery and packaging materials that create the beverage unit/case for
sale.

Container sizes, packaging con�gurations and machinery output capability contribute to the cost of units or cases being
produced. Containers, cans, plastic or glass establish a real time basis for package cost. Packaging can be a high frequency
event because it forms the face of the unit and is subject to marketability decisions. Machinery capability and capacity, major
cost factors, must be thoroughly evaluated for their contribution to the unit cost equation.

At this point in the supply chain, a beverage unit has been created for sale. But what is the actual cost for each SKU in a bottler’s
menu? Can an equivalent content give the accurate basis necessary for establishing selling prices, or should a monitoring
system make it possible to record data on each SKU that would represent real time conditions and result in developing true,
accurate and practical cost/pricing for units/cases? BI
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Supplier's Marketplace

INDCO’s handheld mixers ideal for portable applications
INDCO, a manufacturer of industrial mixers, recently
presented its complete lineup of air powered handheld
mixer packages. The packages can support �eld operation
or mixing applications that require portability. With “rugged
and reliable” three-quarters or one-and-a-half horsepower
(HP) air motors, a 40-inch long shaft with 5-inch integral
paddles, the MAC-series handheld mixers are suited for
both standard and heavy duty mixing applications. When
supplied with 100 pounds per square inch (PSI) and 30
cubic feet per minute (CFM) for three-quarters HP, the air
motors provide maximum agitation, according to the
company. The INDCO air motor performance guide can be
consulted for operation at lower air �ows. Speed control
from 300-3,000 revolutions per minute (RPM) is achieved
with an air �ow valve. Non-electric operation reduces the
possibility of an explosion when in a combustible
environment, and air motors can provide a lighter-weight
option than electric motors. INDCO offers a wide variety of
handheld mixers, which the company says are ideal for
mixing paint, resins, chemicals, ink, adhesives, block �llers
and more. Like all INDCO products, the handheld mixers
are made in the United States, with single-handle and dual
handlebar options available, as well as an assortment of
drill attachments.

Inline SLIM mixer the latest from ROSS
Mixer manufacturer Charles Ross & Son Co. unveiled the
ROSS Model HSM-405SC-25 Inline High Shear Mixer. The
mixer comes with Solids/Liquid Injection Manifold (SLIM)
Technology, making the mixer a prime choice for
production �oors that require �exibility, the company says.
The stainless steel portable skid is easy-to-clean and has a
built-in workbench, which saves time and money because
the mixer can be used anywhere in a plant, eliminating the
need for multiple mixers dedicated to separate products,
according to the company. The mixer can be cleaned in
place, but disassembled quickly for deep cleaning and
sanitation. The Inline SLIM mixer is an external mixer, so it
can be piped to the recirculation loop of virtually any size
vessel, it adds. The mixer features sanitary tri-clamp
connections and is 3A-compliant. As a unique
rotator/stator device, the mixer has the ability to inject
powders directly into a fast-moving liquid stream, not
requiring an educator or pump. The company says the
mixer was engineered for high-speed and high-volume
mixing requirements, so the device offers a straightforward
method of wetting out powders, lumps and agglomerates,
it explains. With the tabletop workbench, operators easily
can open bags and load powders to ensure a consistent
feed with minimal aeration.

ADVERTISEMENT

SmartWash’s Sterilight safely mitigates hidden pathogens
in facilities
Food and safety technology leader SmartWash Solutions
has started shipping EPIC Panel Sterilight. It’s a new
patent-pending product designed to safely and
automatically kill Listeria and other pathogens inside
control panels, which are an often overlooked source of
cross-contamination, the company says. “A signi�cant risk
of cross-contamination to food products occurs each time
the panels are accessed for adjustment or maintenance,”
said Christopher McGinnis, director of operations and
engineering for SmartWash, in a statement. “Using proven
pathogen control methods, EPIC Panel Sterilight can now
mitigate that risk and eliminate Listeria in control panels to
below detectable levels.” The EPIC Panel Sterilight is
designed to kill environmental pathogens in enclosed
spaces through administering the scienti�cally-proven
amount of UV-C light and ozone needed. It’s available in
120- or 230-volt models, with a design for easy, universal
retro�t installation in food processing facilities. Workers are
protected by a magnetic safety switch that prevents
accidental human exposure to the UV-C light. It’s virtually
maintenance-free, according to SmartWash, and the long-
lasting, low-cost bulbs can be replaced every six months.

SATO, Loftware reveal �rst-ever cloud-based encoding
and logging solution
Global pioneer in auto-ID and labeling solutions SATO has
partnered with Loftware, a global leader in enterprise
labeling and artwork management solutions, for the world’s
�rst cloud-based RFID tag encoding and logging solution.
The solution uses SATO RFID printers, tags and Loftware’s
NiceLabel Cloud software. It’s designed to meet the
strictest track and trace, brand authenticity and
authentication needs for manufacturers, the company
says. The system enables closed-loop tagging through
logging the EPC2 and unique tag ID for every tag encodes.
“Manufacturers are constantly seeking ways to improve
their data utilization for digital transformation to give
visibility across their supply chain, and this new layer of
traceability will drive e�ciencies and enable more
sustainable operations,” said Yoichi Abe, vice president of
SATO Holdings Corporation, in a statement. “As pioneers of
on-site data collection, you can count on us to always be
pushing the boundaries of what is possible.” Key bene�ts
of the system include 100% data match, error identi�cation,
centralized control and logging.

Buildings of all sizes bene�t from updated Trane systems
Climate innovator Trane, by Trane Technologies,
announced updates to lines of its HVAC systems that help
customers with buildings of all sizes embrace
electri�cation and decarbonization, it says. The Precedent,
Odyssey and Foundation lines of Trane’s HVAC systems
received updates, as well as version �ve of its essential
system design software, TRACE 3D Plus. The updated
software allows for engineers to design and validate
projects with con�dence and clarity, the company says.
Trane’s �rst packaged heat pump unit in 25-ton capacity
now is available as part of the next-generation Precedent
portfolio. The new unit pumps in 12.5-to 25-ton capacities,
all while meeting the U.S. Department of Energy (DOE)
2023 energy e�ciency standards. Trane’s Odyssey split
system is perfect when rooftop installation isn’t an option.
The split systems provide the same high-performance
heating and cooling of a packaged rooftop system, but
allow engineers and contractors to work around building
designs such as glass ceilings or pitched roofs or code and
service limitations, according to the company. The
company’s line of Foundation rooftop systems have a
footprint designed for quick and easy retro�ts or unplanned
replacements without the cost or hassle of a curb adapter.

The late founder of Greene, N.Y.-based The Raymond Corp., George Raymond Sr., was posthumously praised by the Logistics Hall of Fame. He
was an inductee for his invention of the �rst double-faced wooden pallet. Honorees were celebrated by the organization at a gala reception in
Berlin on Nov. 29. “It’s an honor to have our founder recognized for a pivotal innovation that changed the trajectory of the logistics industry,” said
Michael Field, president and CEO of The Raymond Corp., in a statement. “The invention of the double-faced wooden pallet centered on helping
customers bring their operations to a new level of performance. Today, we continue George Raymond’s legacy by �nding innovative intralogistics
solutions that help customers run better and manager smarter through our lean-based approach of optimize, connect and automate.”

Vienna, Ohio-based Millwood Inc., a provider of pallets, unit load technology and packaging product services, recently acquired a second location
in Southern Ohio. The location is the company’s 35th in the nation, sitting on 51 acres of land. It will be referred to as MillTree East: A Millwood
Inc. company. The circle mill currently is cutting material that is resized for pallet material, and custom crates are also built at this location. “The
Southworth Wood Products acquisition just made sense,” said Millwood General Manager, Lionel Trebilcok, in a statement. “It �t with our mission
and is just minutes away from our MillTree West location. The two MillTree locations will work in tandem to meet the needs of our customer
base in this region.”

In 2023, there is an increasing demand forecast for soft drinks in Pakistan. PepsiCo’s partner Northern Bottling Co. (NBC) is leaning on Sidel,
Octeville sur Mer, France, to install a high-volume, high-speed carbonated soft drinks (CSD) line, it says. The line offers a capacity of more than
45,000 bottles an hour, representing a new era of innovative technologies, high e�ciency and productivity within Pakistan’s beverage industry.
“We are excited by this collaboration,” said Vedat Guler, sale director for the Middle East at Sidel, in a statement. “We’re dedicated to helping NBC
achieve its commercial, sustainability and e�ciency goals by adding value with our innovative bottle design, and lower energy and resources
solutions.”

Cincinnati-based Multi-Color Corporation (MCC), a leader in prime label solutions, has partnered with Extrupet and The Coca-Cola Co. in an
effort to bring recyclable shrink sleeves to the South African beverage market. Extrupet is an established recycler of PET bottle materials on the
African continent, it notes. “Extrupet applauds MCC for this development. PVC and PET shrink sleeve labels on PET bottles pose serious
challenges to recyclers worldwide and do not, in their own right, have a recycling solution for end of life,” said Chandru Wadhwani, joint managing
director at Extrupet (PTY) LTD. “Congratulations to the MCC team in South Africa for going the extra mile to get this over the line.” The
RecycLABEL shrink sleeves are certi�ed by Extrupet for the South African recycling stream, the company says, with a �oatable solution for the
recycling of PET containers.

Farmington Hills, Mich.-based NTEA, the Association for the work truck industry, supports recent legislation to combat the rise in catalytic
converter theft. The Preventing Auto Recycling Theft (PART) Act, introduced by U.S. Senators Amy Klobuchar and Ron Wyden, will help law
enforcement more effectively �nd stolen converters and address these thefts. “Theft of catalytic converters and other precious metals is
widespread in our country and is costly to victims of such theft,” said Steve Carey, NTEA president and CEO, in a statement. “This legislation is a
step in the right direction in addressing this problem. NTEA applauds the efforts of Sen. Klobuchar and Sen. Wyden, as well as Rep. Baird, and
encourages industry companies to support this important effort by contacting their legislators.” The PART Act would, among other factors,
require new vehicles to have their vehicle identi�cation number (VIN) stamped onto the converters so law enforcement o�cers can link stolen
parts to their original vehicle.

News ...
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Last
the

Drop

Mountain Dew Legend, along with Buffalo Wild Wings,
recruited basketball stars to surprise communities in San
Francisco and Columbia, S.C., with refurbished basketball

courts in partnership with the nonpro�t Project Backboard.
Klay Thompson of the Golden State Warriors and A’Ja Wilson
of the Las Vegas Aces worked with the companies and local
artists to build fun and inspiring places for youth athletes to
grow their love for the game, the companies say. At the KIPP
San Francisco College Preparatory school, Thompson unveiled

the upgraded space. In her hometown of Columbia, Wilson
unveiled the new community court at Hyatt Park. “Our

partnership with Buffalo Wild Wings is all about celebrating
sports and creating incredible experiences for the fans that

love them,” said Scott Finlow, chief marketing of�cer of
PepsiCo global foodservice, in a statement. “This community
effort was a big win for us. It was an honor to partner with
Buffalo Wild Wings and basketball legends, Klay and A’Ja, to
create something special for these communities and support
these local athletes as they make legendary moves on and off

the court.”

Mountain Dew
teams up with
basketball stars

Sparkling canned cocktail FRESCA Mixed kicked off its partnership with Andy Cohen, an Emmy-award winning host and self-proclaimed FRESCA
superfan, with an integrated campaign featuring the ready-to-drink (RTD) cocktail line. The campaign showcases how FRESCA Mixed adds a
spirited-yet-citrusy twist to the RTD alcohol category. As a brand partner, Cohen will be fully integrated across FRESCA Mixed brand initiatives,
including new promotional videos, digital campaign, in-person events and more, the company says. Cohen will serve as VP of Frisky for the
brand as well. “It’s about time someone �nally made my favorite cocktail in a ready-to-drink version. I’ve loved mixing FRESCA with spirits for
years, so when I saw FRESCA Mixed hit shelves, I knew this was something I needed to be part of,” Cohen said in a statement. “As FRESCA’s No.
1 fan, it only made sense that I play a part in maintaining the brand’s spirit, so I’m thrilled to be on the FRESCA Mixed team to keep things fresh
and frisky.” The FRESCA Mixed RTD cocktail comes in two �avors: Vodka Spritz and Tequila Paloma. In a statement, Duke Zandstra, vice
president of brand marketing at Constellation Brands, said the company is “thrilled to work with him to bring FRESCA Mixed to life like no one
else can.”

Dominican Republic-based rum producer Brugal recently
unveiled a limited-edition collection of bespoke Brugal 1888
bottles. The collection was designed by Alexander Mijares, a
celebrated artist from Miami, using 11 of Brugal’s bottles as
canvases. The artist drew parallels between his own life and
the rum house’s history by depicting similar Latin heritage,
shared love of family, the pursuit of passion and the diverse,
dynamic vibrancy of Miami culture, the company says. Eight of
the pieces were available to the public after Dec. 1, with one
purchasable through auction and proceeds bene�ting a local
South Florida charity. “Our collaboration with Alexander Mijares
is an expression of passion, legacy and the never-ending pursuit
to evolve one’s craft,” said Brugal Maestra Ronera Jassil
Villanueva Quintana in a statement. “It is an honor to tell our
family’s story through such artistic expression and in a way that
celebrates the vibrancy of our Latin community at large. Where
better to unveil this stunning collection than Miami, a melting
pot of our Latin culture.” Mijares felt inspired by the 134-year
family history of Brugal rum and created pieces such as
“Progression,” which depicts Andres Brugal selling his rum off
the back of a donkey.

Brugal rum, Miami artist
partner for shared passions

gives back with
signature purple bags

This past f all, Crown Royal launched its f irst digital collectible in honor of

Giving Tuesday (Nov. 29). In partnership with Salesf orce NFT Cloud,

Crossmint and Vayner3, the Canadian whiskey brand invited f ans in the

United States, ages 21 and older, to nominate someone deserving in their

lif e to receive a digital crown collectible. Crown Royal then matched the

number of  collectibles claimed f rom Nov. 24 to Dec. 31 and sent packed

purple bags to active duty members of  the American military. “This launch

takes Crown Royal’s spirit of  generosity to a new level,” said Sophie Kelly,

senior vice president of  W hiskeys Portf olio in North America at Diageo, in a

statement. “W e’re excited to use web3 technology to not only help consumers

recognize special people in their lives who deserve gratitude, but also to

support active duty service members through the Purple Bag Project.” The

digital collectible was designed by visual and motion designer Adam

Verhasselt, who, in a statement, said “Nothing f eels better than making

something amazing and creating experiences that ‘wow’ people.” Crown

Royal sent out approximately 75,000 signature purple bags to active duty

military members during the launch, it says.

In November, California co�ee company Owlverick’s

released a limited-edition co�ee to bene�t

California Love Drop, a Southern California charity.

The charity was founded at the start of the COVID-

19 pandemic as a way to show appreciation for

frontline workers and those in need by delivering

grab-n-go meals. California Love Drop sent

participants the Owlverick’s x California Love

Drop collaboration co�ee with a donation of

$35 or more. The funds will help continue the

much-needed local care and appreciation, the

company says. “We have worked with California Love

Drop in the past and had a chance to experience

their e�orts directly in the community,” said Amy

Tang, Owlverick’s Co�ee founder and CEO, in a

statement. “I wanted to get more involved, bring

more attention to the mission and assist in helping

them raise money for the cause.” Owlverick’s roasts

co�ee in-house using Tang’s three generations of

co�ee roasting experience starting with her

grandfather, the company notes. The collaboration

co�ee is a medium roast, organic South American

blend with notes of light almond, cocoa and green

pear, it  says. “Amy and I were having a cup of co�ee

while working together at the World Surf League

Finals and the collaboration idea came to us

naturally — a special edition Owlvericks x California

Love Drop co�ee was the perfect �t,” said Wing

Lam, one of the charity’s co-founders, in a

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