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Experience shows the hotter it gets, the more soft drinks are sold in the
convenience store sector. Mike Dennis looks at the summer sales opportunity

eradlers whopel their ranging
right oy energy drinks and
colas should literelly be
halfway to making 4 success of
their soft drinks hxtures
The summier sott drinks season s
well under way and i 15 vital tha
independent retatlers get it right becaase
this s the time of vear when convenience
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- KEYPOINTS
B Independents can grow impulse

i purchases during the summmaer
| with chilled seft drinks

| B Bottled water isin doutle-digit
growti
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|! B Consumers are increasingly

!'I looking for more exolic flaveurs

| B Linking soft drinks with snacks
and confectionery grows sales

oiggest soft drinks categary in

; m Energy drinks now comprise the
| theimpulse channel
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£2.bn

value of soft
drinks in impulse
Sactor

STONES Call T'Enhll‘ll' score over the major
multiples as hot westher drives impulse
parchases. Where hetfer tooget a cold
drimk than from the nearest convenience
Sl0re OF newsagents!

Simon Harrizon, wholesale director
at.Coca-Cola Enterprises (CCE), says:
“With many people looking tor a drink
they can have tighl away, retatlers shodd
loerk 1o keep thedr chillers well stocked
with 4 wide range of soft drinks. A
wats and variants, as well

chaice of forr
as @ selection of lower- Or Zero-sugdr
options, will gve consumers the varaty
they wanl

Surmmer 15 d fame when ||I'.1l'.|.J'1 et

coovs talkingretail

i therr products and mtroduce new

ar specaal edition vimants, [t wise 1o
weep o tonkout for this kind of activity
as it can lead to moce interest from

the consumet” he savs. “Prominent
displays of bestsellers ot special afters in
romanent locations, such as the front ol
the store ar by the 1ills, can also help o

maximse sales,”

Top categories

The Britvic 5ol Dinnks Revivw, usimg,
Nielsen diata to the end ol 2014, showsy
energy drinks comprising 25.6% of
irmpilse channel sales, just shead of colas
on 23.5% - malimg up almest half the
value sales of soft drinks in convenience
stores, The top fve categores of energy
drinks - colas, front carbonates, bottled

waters and uice drinks = account lor

mone than three-quarters
vabue sales in the convenence sectar
Cieorging Thormas, category direcior al
Lucerade Bibene Suitory, savs: “Sports
and energy drinks remain o significant
part af the market and should plav 2 3
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kev role in driving value vt the soft
drinks category, In particular,
shoppers aged under 34 years
represent 41.9% of on-the-go sports
drinks’ purchases and they are
spending more versus a year ago’”
The soft drinks market in the
convenience sector entered 2015
in preity geod health, with annual
sales of £2.1bn and growing by 2.8%
in 2014 However, there are Signs
the miarket has slowed somewhat
in the first few months of this year,
although it 15 in the summer when local
shops can reglly cash in on the sale of

soft drinks,

Under attack

Value sales'of colas (up 0.4% in 2014)
are fairly steady, but the big growth
SEgNEnts are bottled water {up 10.4%,
the so-called 'w.:trr-pluf drinks

Sports and energy drinks remain a
significant part of the market and

should play a key role in driving value into

the soft drinks category

Georgina Thomas, cateqory director, Lucozade Ribena Suntory

Thie big soft drinks companies are also
doing their bil to combat the criticism.
Coca-Cola Great Britain, for instance,
has suid it will adopt the governments
frant-of-pack nutrition labeiling scheme
across all its brands in the UK. Coca
Cola Life. with one-third less sugar and
one-third fewer calories than standard
colas: was Taunched last September 1o
appeal to consumers looking for a cola
sweerened from natural sources, in this
case stevia leaf extract

Key trends
AG Barr, which includes Iro-Brs,
Rubicon and the Rockstar encrgy drink
irt its portfolio, savs retatiers should
focus on the key consamer trends,
including value and convenience.
Adrian Troy. head of marketing at AG
Barr, says: "Shoppers are still looking
to- spend less; but they are refuctant to
comprommise an taste. Stocking a good
quality range of price-marked packs
i & preat way to deliver both.”
The impulse sector is not all
about single cans, as shoppers are

trends in the marker "A key trend for
2015 is exotic flavours, with the UK
drinks market continuing to experience
tremendous growth for these drinks,
which have developed inbo a category
ir their own right,” savs Enyma Hunt,
Vimtos UK marketing controller,

“A range of formats is also key.
Retailers need to make sure they stock
enough ready-to-drmks m the fridge
for thirsty customers luﬂki-'l_g fioe
refreshment ‘on-the-go' as well as large
packs, like two-litre carbonates and
bip squash bottles, for people grabbing
drinks for an imprompta barbecue or
eiic.

“Small pack formars designed for kids
are also good options 1w stock, with
healthier, no-added sugar products, like
250m! Vimio Minisand Panda uice
drinks and waters, options that murms
wotld feel happy to pick up for thewr

children,” she says.

At-home entertaining
Nigel Paine, commercial director
- for out-of-horme at Britvic,

says imdependents should tale

0 looking for more convenient pack
{up 10:8%), juice drinks (up 7.9%), 25. O formats Troy says fowr-pack cans

stnoothies (up 11.5%) and iced teas and value share of are now growing by 63% in the
coffees [up 31.1% 1, Frnt carbonates energy drinks CONVETHENCE Sector,

{down 1.5%) comprise the third-biggest = Vimta Soft Drinks advises
category and sectors in decline include retailers to ensure they stock
sports drinks (down 2.8%), pure juices the big-selling brands, but they
(e 65.9%), non- frait carbonates should alse be aware of the latest

idml.x'u 1:8%) and lemonade {down
] +4|

advantage of demand for at-home
entertaining, such asa 'big night
in by creating displays for snacks,
soft drinks and “sweet treats”,
Research, he savs, shows 67% of
srabcks and soft drinks are
consuined at the same time, but @

lhc_' miarket has come under attack
fram the health labby over the tast year
ar i with even demands for @ "sugar
tax” on soft drinks and a ban on the sale
of energy drinks to chaldren,

it seems unlikety thas pressure
on the industry will gu gway over
the next tew years, although the
British Soft Drinls Association has
deferded its corner by pointing
ot that sugar levels in soft
drinks have fallen by more than
A% over the last three years, The
assoclation says its code of practice
says suppliers should not promaote
energy drinks 1o children aged
under |6 years,

30 Independent Retail News

vy talkingretail com 10 July 2015



IN FOCUS Soft drinks

value of colas
in convenience
market

only 13% are solil together in-store,
However, a Britvic trial using retail EPoS
data revealed that linking soft drinks and
bagged snacks mereased sales by up to
16% for on-the-go soft drinks and 34%
fur twir-litre bottles of Pepsi

To make the most of this opportanity,
says Paine, retailers should position
saacks next to a chiller or on displays
that bring the calegories wogether for the
shopper

Ar-home entertaining has “provided 4
big opportunity for convenience retailens
to meet the demand for drinks and
snacks that go hand-m-hand with these

Soft drinks in the impulse channel

Value % share % change

Energy drinks | £5328m | 256%  39%
| Colas |sas86m [235% 04w |
| Fruit carbonates £202.7m |-9.7% | 5%
[ Botledwaters | c2018m [37%  [1oa% |
| Juice drinks E196.7m  2d% |E’.9%
'ﬂts drinks EB6OM | 4.2% -2.8%
| Pure juices | £723m | 35% | -6.9%
Water-plusdrinks | £65.5m | 3.1% | 10.9%
Dairy drinks | £82.5m | 3% 1%
T\ign"—.fr.uit ca?bnnates ??E; Z8% .-_-LS%
| Squashes £308m [19%  [-28%
Lennonad_e“ Ezsﬁm . Iﬂ -1.4%
_Iced teas and coffees Eﬂ:lm | 0.9% | 3%T%
| Smocthies E156m |07% | 115%
Traditional mixers E £13.8m | 07% N 1.2%
Totalsoftdrinks  £2,1bn 2.8%

Soure: Brinic ot Dirinks feview Niskan daro 1o 27 Eecember 2014
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sorts of social eccasions,” says Amanda
Grablam, marketing director lor soft
drinksat SHS Drinks:

“While alcoho! may top the lis
of purchases for comsumers an an
‘entertaming at home' shapping mission
in comverience stoves, & rather sizeable
1% ol shopperss purchasing for these
cccasions are buying soft drinks. To put
this into context, that's only 4% tewer
than those purchasing beer and lages”
shie adds.

Harrison at Coca-Cola Enterprises
savs: "t thes time of year, people also
enjoy spur-of-the moment social
gatherings like barbecues or picnics, ay
well as watching high-profile sporting
events, including crickel and tennis,
plus the Rughy World Cup,
Retailers can mike the most
ol this vpportuaity by making
space b the chiller for mul-
pracks of cans, or large hottles
{sach as Coca-Colas 1.75-lites
PET bottle), eneouraging people
to miake last-nuinute purchases
they can share with friends or
tamily straight away”

Starting point

Grrabham says: “Whatever the size of the
store, in terms of solt drinks range the
principles are the same and the main
consideration should be to ensure that
cach sector in the soft drinks category

ix represented - fruit juice; cola, fruit

carbonates, still and juice drinks, energy
drinks, sports drinks, water and last,

bt by 1o means least, adult sofl drinks,
which shouldn't be overlooked.

“The differchce between & barger and
smaller converience store will be in the
aetusl number of SKUs stocked

i cach sector]” she says, " The

brand leader in each sector is

L a 'must-stock’ inoall stores as

| the starting point and then

the number of lines in each

| sector should be expanded

b Lo offer as much choice and

variety of flavours as can be

accommodated on the soft

drinks fxture and in the chiller
Smail stores, in particular,

should avoid anv duplication, so they are

stitl able to ¢ffer a good selection of

styles and Navours. Grabham also

advises retailers to refresh the range

regularly by introducing new lines and

ltmited editions to kzep consumers

interested. &

Shoppers are still looking to spend less,

but they are reluctant to compromise

on taste

Adrian Troy, head of marketing, AG Barr

vewyve talkingretail com
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Retailers also negd 1o do
everything they can 1o encourage
impulse purchases, savs Thomas
at Lucozade Riberta Suntory
“Interrupling the shopper journey
5o fundamental way 10 encourage
additicnzal sales. With 17% of
shiopprers buying a product on
imngprulse, there is 4 wealth of
apportunity to drive sales by
ensuring the soft drinks Gxture
is as appealing as possible, such
as through the use of POS wnd
well-signposted segments, such as
lovw-sugar”

She says 65% of shoppers claimed
tor have bought something from
i secoridary location on their tast
store visil, "demonstrating the
oppartunity available to retailess
from stocking soft drinks in
alternative locations 1o the soft
drinks fixture”,

Summer sales

A wide range of challed best

selling soft drinks can help

retailers unlock vital summer

sales) savs Thomas. s

temperatures rise in the

summer months, retailers

sl be prepared tor

an increase in demand

for chilled soft drinks.

including carbonated

soft drinks, Rising

temperatires presentan

excellent increntental safes

opportuty for reless”
Wiglsen research

shows for every degree

the temperature rises

above 14°C, there 1sa 2% to

Gl inerease in sales, which

varies by segment. "Once the

remperature reaches 2070

retailers can expect o see o

strong seles uplift across all
key categories.” she says,
[ncremental sales can
be expecied across the
top five sectors, with
bottled waters up 34%,
carbonates up X2%,
fuices wp 20%, spoTts
and energy drinks up
[8%, und colas up 15%.
“We advise retailers
to maintain chilled
avaitabilivy on key
segments and brands”

s SAYE,

Price-marked packs
Price-marked packs {PMPs} are
growmg in importance in soit
drinks as they “clearly mdicate
vitlue for :-ihuppﬂr}: snd represenl
an important proft epportumty
for retailers. says Teow at AG Barr,
*Oiver 50% of soft drinks
arowth i being driven by PMPs,
with the biggest growth comang
fram carbonates (a1 bU%)," says
Tray. “Ninety-eight percent of
consumers would buy a
soft drink ma PMP from a
conveTEnCe Sstore,
“With PMPs being
used maore frequently as
manufacturers across all
categeries Tealise their
importance, there is
aneed to continually
innowvite Lo naintain
impact and continue 1o
deliver great value 1o
shoppers, he says,

AG Barr claims itis
taking PMPs to another
stage by incorporating
an additional multi-hay
element  This benehits
retailers as it encourages

- additional purchases,

while still delivering

. profit and comsumers

k. feel like theyare getting
even better value,” savs

Trow.

This idea was initially
trialled on Robicon
one-litre cartons,
which were offered
with a "£1,29 for two”
an @ £2 PME “This

acdibisonl mulkt-buy

element has proved so
successful that it s now
used o Iro-Bru and Barr flavours
and i5 being repeated on Bubicon
and also rolled oul on Sun Exotic
and KA one-lire cartons.

*“'This trial clearly demonstrates
that price-marking is a winnirg
strategy for retailers,” says Troy.

It drives foatfall and rate-of-sale,
builds shopper loyalty and, when
managed correctly, is a proven
way to drive mcremental category
arowth.”

Energy growth

Energy drinks arc now the most
important soft drinks catégory
for the independent trade, which
autsells the major muttiples
because of the impulse nature of
the drinks. C-sture sector sales
were worth £532.8m last year (up
3.9%), compared with £435.4m
{up 3.6%) in grocery multiples,
according to Nielsen data,

Market leader Red Bull estirmates
there is an additional £605m tu be
gained in extra sales in the sports
and energy categorics over the next
three to five vears, having already
delivered 40% of sofl drinks
growth over the last three years.
Thiis growth has come, says Red



Bull, despste the decline in sales of
sparts drinks,

Red Bull believes energy and
functicnal drinks will grow by 24%
over the next five vears, makmg 1l
“one of the key growlh sectors in
sob drinks’

Rich Fisher, categary
development manager far the
off-trade at Red Bull, says: Ty
fistening to the needs of our
consumers, we have identified
three key harriees Lo purchase,
including health, favour and price,
but also the key areas we need o
work on as i calegory o deliver
this anticipated expansion.”

He says sports and energy
drinks remains one of the most
impulgively purchased catepories
[ the comvenience market, just
lehind crigps and snacks and
confectionery, Key sales drivers
tor retatbers inchide increasimg
availability and maximising

't'i.l;ihi.'.'ii:.r in-slore,

Consumer activities
Red Bull says educating shoppers
about the benchts of “positive
energy” by linking energy drinks
o occasions such as studying,
driving and working will help to
grow the category. Brand owners
also need to Nform consemers
about the benefils assocmted
with the drinks, as well as
avercoming health concerns
related to the produets

It 15 up o the big brands,
such as Red Bull and
Lucozade, to bring the
excitement generated by thear
consumer activities — such
a5 Red Bulls Global Afr Race
¢ hamplonships
savs Fisher

mio:stores,
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The on-the-go energy
drinks consumer isa key
driver for the market, so
getting chilled availability is
vital for c-stores, especially
as consumers are shopping
more often in the impulse
channel, Fisher says the
‘drink-st-home' occasion is
about making the most of
ulti-pack sales, in which
energy drinks tend fo
under-trade.

The “last hurdle” 10 overcome o
generate sales growth is ensuring
the range is sold a1 the righl price
and promoted 1o drive incremental
sales and merchandised correctly.

Flavour development
According to Troy at AG Barr, the
key trend in energy drinks is the
development of flavours, [n the
s00mi "big can’ format, he says,
flavours are growing by 33% year
on year, with seven of the top 10
fastest-selling variants being from
the Hockstar range. For instance,
he says, last vears launch of
Roclkstar SuperSours has already
defivered sales of more than £12m,

CCE says its lwo energy drink
brands, Relentless and Monster,
are benefiling from continued
innovation in favours and styles
Relentless is said to have
grown by 13.6% in the

independent seceoe last
vear and Monster Energy
was up by 9.1%.

ol 1he pillars of the brand’s
[Relentless'] success

and the introduction of
Relentless Mango Ultra in
February caters not only
1o the deimand for tropical

“Innovation has been one

flavours during summer,
but also for the ongeing
‘popularity of sugar-free
Cvariants,” sayvs Flarrison,

COF lhas this year
extended the Monster brand
with the introduction of
Mega Monster, in a larper
S50ml can with a re-sealable
cap, lollowing research that
shiwwed 75% of people liked
the idea of a re-sealable can,

Research by Miniel suggests maos!
energy and sports drinks are being
consumee at horme. Lisa Marraffa,
murketing director at iPro Sport,
says there is now an opporfunity Lo
position an ambient offering near
the counter 10 encourage impulse
take-home purchases,

“Even in the summer months, a
secondary ambient display should
be considered in addition Lo chilled
offerings, if space allows,” she savs.

Marraffa savs: "Marny pro-active
retailers are now placing sports and
energy drinks at eye level within
the chillers, as they recognise
they have become ane of the most
popular sectors of the soft drinks
category. Hetailers should ensure
the category is clearly sipnposted,
and for extra sales they should
create off-shell presence with clear
messaging that highlights the
VISP [unique selling points] of the
products on offer”

Biggest category

Colas remain the biggest soft
drinks category across the total
grocery market, with Coca-Cola
the biggest brand by some distance.
Coes-Cola Enlerprises las this
yedr embiarked ona “pne brand
strategy” 1o promote the diflerent
variants: Coca-Cola, [het Coke, 3
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Cocs-Cola Zero and Coca-Cola Life.

*What this means for retailers 15 that
we've introduced new pack designs
that will emiphasise the benefits of each
Cowa-Cols product, making the choice
gasier und simpler for consumers,” says
Harrizomn.

Bottled waters and Havoured and
functonal waters are among the
fastest-growing sectoes of the soft drinks
markel, with both categories in double-
digit growth in the impulse channel.

Research by the Zenith International
specialist consultancy shows the bottled
water markel 18 now 20 times bigger than
it wizs 30 years ago, with consumption
now at-40 litres per head per vear,

‘The prowing consumer demand for
healshier drinks, a5 well as the bad
publicity over the Itigh sugar content
of many solt deinks, is helping fuel the
growth of bottled waters,

"It is really encouraging to see another
year of gr\;-wlh in the bottled water
category and more evidence that people
are choosing to drink water” savs
Kinvara Carey, general manager at the
Maturt] Hydration Council.

“Maturally sourced still and sparkling
watlers have zero calories or sugar and
are one of the healthiest ways lo hyelrate
she savs. "We believe this shift is making
a positive impact on the nation’s health?”

Smaller formats
Zenith International says still water
accounts for A3% of sales, with sparkling
water on 1 7% The leading bottled water
brands, savs the consultancy, are Evian,
Highland Spring, Buxton, Volvic and
Mestlé Pure Lite, with Volvic Touch of
Fruit, Cabypso Clear and Prench Juicy
the leading ‘water-plus’ brands,

Tarmes Cain, managing director at
Harrogate Water Brands, which owns
the Harrogate Spring Water and Thirsty

38
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of soft drinks
sales are driven
by price-marked
packs

£532.8m

value of energy
drinks in c-store
sector

WA

availability.

W Use the big brands to “define and enhance” the overall bottled water

presentation,

B Give more space to arowing segments and provide different price-points to

attract shoppers,

B Lse signage 1o help shoppers navigate the fixture,

Sowrce: Harmogate Water Brands

HOW TO SELL MORE BOTTLED WATER

B Still and sparkling waters should be separated out and different pack sizes
should be displayed to cater for different occasions,

® Buying British waters remain important for many consumers; retailers should
ensure enough space is dedicated 1o recognised home-grown brands,

W Enzure enough space i allocated to best-selling brands to guarantee sufficient

Planet brands, says the 500ml PET
bottie is the company’s Siggest
setling SKU, but there is also
growth in the 750ml and 1.5-litre
formats. He savs there is also
growing demand for its 330ml
boitle for people wanting to drink
water on-the-po.

“Many people keep bottled water
on their desks to encourags and
nieasure their consumption during
the day” he says. "Itfsimportant
for retailers to reserve space in the
chiller to rellect the growing demand for
hottled water on-the-go. Smaller formats
sell well in the lanch chillers, as people
want to hydrate through the day and
want the choice of healthier optiens”

Growing understanding

Plain and favoured waters are the
fastest-growing sectors of the soft drinks
market in the impulse channel as; savs
Cain, people have made a “substantial
change in attitudes towards purchasing
healthier sugar-free soft drinks,”

“It’s important for retailers t be able to
offer a variety of formats to suit different
occasiomns — from on-the-go packs for
kids und adults to large take-home packs
for families and to sports-cap pecks for
active consumers,” he says,

Zenith International predicts the UK
bottled market will grow by one-third
(32%) by 2019, Cain at Harrogate Water
Brands says: "Consumers are showing
i Erowing understanding of the health
benefits of staving hydrated and this

will only develop further, Maturally
sourced bottied water will continue
to take shell space from ensrgy
drinks and sugary, fizzy soft
drinks.”

The UK still trails the rest
of Europe when it comes Lo
comsumption of bottled warer, but
miany mote people now see water
as an “essentizl component of their
\ diets and a lifestyle choice”

The launch of Coca-Colas
Glacéan Smartwater, Sy Cain,
shows 2 “strong response” by the major
salt drinks comparnies to the potential of

the bottled water market,

“Over the next 12 months, we'll begin
to see more marketing and advertising
spend from some of the biggest brands
to safn;,';;uanl their position in the
mdustry and ensure their messaging
remains relevant Lo consumers,” says
Cain, "Water brands will hawve 1o
demonstrate 2 commilment o guality
and purity, as well as innovative
approaches to packaging and branding
to stay ahead”

Brand provenance

Hee says own-label has a part to play in
the bottled water category, but more
consumers are interested in the
provenance af the leading brands,
“Premium waters are becoming more
popular as consumers become more
focused on quality and aesthetics. Some
brands are now offering a contemporiry
take on maturally sourced bottled 3

Consumers are showing a growing
understanding of the health benefits of
staying hydrated and this will only develop

further

James Cain, managing director, Harrogate Water Brands

vetalkingretail com
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BRANDNEWS

Shloer success

5HS Drinks has introduced *Eld-
specific” activity in wholesalers for
its Shiloer adult saft drinks brand,
highlighting that it is a “times that is
spent with Tamily and friends”,

Tallar-made promotions are
running across Shloarin selectad
cash and carry depots and with
whiclesalers during 2015, along with
‘one-day-only” prometional deals at
cash and carry trade shows during
the sumimer,

“Shioer is particularly popular
with mums-to-be and enjoys a high
profile with this audience through
parinerships and inftiatives with
haby and parenting social media
sites and refallers, says Amanda
Grabham, markating director for
saft drinks, "It is also a popular
chowce among the Asian community,
whare it is often served at wedding
celebrations and family cccasions!”

SHS Grinks is also introducing a
nurmber af initlatives for Shicer this
year as part of its "Say it with Shloer"
campaian 1o emphasise the brand’s
association with-gifting and social
OCCasions.

Far example, consumers will be
given the chance via social media
to win bottles of Shloer Red, White
ar Rose or Shloer Celebration in gift
bags on key social occasions right up
12 Christmas,

B01452 378500

watzr, appealing to consumers wio value
design just as highly as taste and qualin:’
he says

What 15 b(!ll‘lj—: miarketod as the “water-
plus” eategory, which meludes flvoured
winters wnd waters wath added vitaming
and minerids, i5adso in dochle-digit
erowth inthe lnpulse trade.

Maurice Newton, sales and marketing
director at CBL Dirinks; says: " This trend
lpoks setto continoe, with huge retailer

40 independent Retail News

Canned launch

Qeumber, the cucumber-
flavoured soft drink that was
ariginally launched in 330ml
and 750mi glass bottles, is now
available in 250ml cans to make
the brand “maore relevant to the
convenience shopper”,

It is not being marketed as
afiavoured water and brand
creator Graham Carr-Smith at
Essential Health Products says
Qeumber can be used as a rmixer for
spirits and should ke merchandised
an the main soft drinks fxture,

"Our customer support is almed
at making this a successful first
summer for the 250mi can,” he says.
Clcumber s available in 12x250m|
shrink-wrap trays, with individual
cans having a £1.35 recommended
retail price.

POS, which amphasises that
Qcumber is a blend of natural
cucumber essence and sparkling
spring water, s avallabile for retaflers,
The drink contains no artificlal
sweeteners, colours, preservatives ar
flavourings,

A www.q-cumber.co.uk

Water goes Pow

Pow, clalmed tobe the first low.
calorie and low-sugar sparkling
arnergy water, is being launched
into the convenience trade by the
Powwerful Water Company.

foeus on enthanced waters both in the
traditiomt! flavoured water and the
erhanced water market loking likely”

Clonmsumyption per head of favoured
wiler is growing vear on vear and the
forecast isfor 0% growth annuaily for
thi next two years, according to Zenith
Internitional.

“Retailers should look 1o develop the
category so they are offering a wide
range of brands at the right price-
points” says Newton, "Functional
watérs have alse experienced impressive
growth, with comsumers actively seeking
anit brands that ofler added tunciional
trenefits 1o supplement therr bosy
lifestyles.

A result)” he says, “products such as
Bio-Synergy’s Skinoy Witer have started
togain buge interest from national
retailers and independents alike.

Skanny Water utilises ingredients such

e talkingretail com

= Thebrandis being handled in

y, the UK by Refresco Gerber and
talks are said to be angoing with
Spar wholesaler AF Blakemaora for
potential listings later this year,

The drink is available in three
varlants: Coconut & Lime, Citrus
& Zest and Cranbearry & Apple.
| tach 440m] bottie cantaing
fewer than &0 calories, Pow hasa
recommended retail price of £1.49.

Brand founder Ed Woolner says:
“Existing energy drinks are still high
in sugar and artificial ingredients, so
| wanted to create a product ta fill
the gap for a healthier energy drink
that Is eonl, credible and made from
natural ingredients,

"We talked toa lot of young adults
while ressarching the Pow concept
and therz 15 a clear gap in the market
for a natural alternative to existing
energy drinks.”

A www.powerfulwater.co.uk

as Chromium and Raspberry Ketone,
minerals with approved claims relating
1 wiekght management,”

Price premium

[mipulse stores should alse stock at least
one branded {lavoured spring water,
says Newton, in order o appeal to the
growing number of consumers seeking 4
“mare interesting water solution”,

“The flavoured water sector is one
of the fastest-growing sectors in the
soft drinks market and one that can
command a price premium, delivering
yreater walae for retasders,” he SV,
“Aoramge of five or six 500ml favenirs
shiould be chosen, with a minemsum of
two sparkiing options.”

It has taken a while, but the adult sef
drinks sector is finally establishing itself
in the convenience sector, with Nielsen
data showing velume sales ap by 20% 03
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BRANDNEWS

Holiday prize

AG Barr is backing its frn-Eru
carbonates brand this summer with
its biggest-ever un-pack promotion,
aiving consumers the chance to
wirn an “sil-expenses-paid tripofa
lifetime’.

The "Bru-Planet” promation is
running through this manth {July)
and August, offering twe condumers
the opportunity 1o each win a
personalised holiday, valued at
£20,000, 1o anywhere in the world.

In addition, more than 15,000 lm-
Bru sipifie sticks will be on offer, with
AG Barr estimating one will be won
evary 10 minutes throughout the
duration of the promotion.

Adrian Triy, head of marketing
al AG Barr, says: "Irn-Bru on-pack
promaotions are proven 1o increase
sales and we expect Bru-Planet"to
drive shoppers to the fixture in the
knowledge they coukd win & once-in-
a-litetime trip anywhers on the plant,
with family ar friends!

The promotion runs cross both Irn
Bru price-marked and plain packs, on
regular and sugar-free versions and
on single packs, Bx330mi cans and
500ml and two-litre battles,

“Bru-Planet”is part of a £6m
Investment in the brand this year,
which afso includes national TV
advertising, along with social media
support and |rn-Bru's role as the
Difficial Soft Drink Partner of the
Foothall League.

W01204 664295

and value sales increasing by 5% in the
year to 23 May, The category now
gUnerates £7m i revenue for impulse
retailers,

Amanda Grgbham at SHS Brrinks
savs sales of its Shloer brand bave "jus:

(3]

=
:
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£
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value share of
cola drinks

Perfectly new

CBL Drinks Is marking the 20th
anniversary of the Perfectly Clear
soft drinks brand with the launch of
a nevy range of premium sparkling
favoured waters.

The Clear Sensation range is
available in a 500ml bottle and is
being launched in four flavaurs:
Lemon & Mint, Strawbserry &
Raspberry, Pomegranate &
Bluebarry and Apple & Paar

The range is targeting the
“ewpr-growing number of
health-conscious consumers’,
Each variant I5 made with spring
walkr, contains no sugar, uses
natural flavours and is said to
contain two-thirds of the daily
guideline amount of key vitamins,

Maurice Newton, sales and
marketing director at CBEL Drinks,
says the launch comes at 4 time
when there is "little innavation”
within the category and when 56%
of consumers believe sparkting
water 15 a good alternative to
carbonated soft drinks.

A www.perfectlyclear.com

Midlands burst

Vimta Is launching promotional
activity in 1,400 Spar Blakemore and
Londis stores in the Midlands this
month {July),

The activity is designed to help
retailers benefit-from the brand's
sponscrship of the Fusion Festival,
which iz expectad to attract more

started to plateau” m the convenlence
channel after two vears of double

digit grawth. “This s largely due fo
the relatevely low distrilustion levels in
impulse stores
refailers are stocking Shioer, despite it

only 28% ol mmpulse

heing the top-selling adult soft drink.

“lmpulse retailers who are stocking the
beand are reaping the benehis as they
huve seen Shloer riles of sale increase
by almcst o fitth £ 19%:} during the vear
and we are confident sales will accelerste
dgain during the summer months, whach
5 i key sales period for Shloed!

Healthier drinking

She savs adull sott drmks are beaenting
fromi the trend for healthier eating and

drinking. "Around halt of UK shoppers
alreadty buy adult soft drinks and

vy talkingretail -

than 40,000 peosle 10 Cofton Park,
Birmingham, in August
Retailer support includes FOS
featuring a consumer competition
10 win tekets tothe family music
festival, with cash prizes for retailers |
with the best POS displays,
Vimto will be at the festival with
Branding and sampling activities
to targer its core feenage
audience and their families.

The bBrond's "Serousiy Mixked-
Up Fruit” campaign |s in full
swing over the summer, with the
“Wimtoad" character appearing
on TV, video-on-demand and

| social media platforms.

i «"I 01942 272800

New packaging

Mew packaging is being Introduced
for Vita Coco Kids, the children's
variant of Vita Coco 100% MNatural
Coconut Watar, for its Apple &
Blackurrant and Mango & Pineapple
flawours.

The packaging on the 180ml
four-packs iz said to "emphasise the
product's all-natural, fresh-tasting
and low-sugar content”,

Chief executive Giles Brook says
the packaging change comes in
response (o consumer demand
for a ‘greater level of clarity and
understanding of what their chifdren
should be drinking”,

Vita Coco Kids has a recommenced
retail price of £2.99 for a four-pack
A www.vitacoco.com

the mumbier of purchasers is steadily
increasmy as more heaith conacions
consuaers are drinking less slcobiol,

"Mlore than pone-in-Gve aduls (21%)
don't drink-alcohot orall, and mesddition
ter thes there are those who aren’
drinking slcohol tor religious-or bealth
FEh(REs O 0N 5}"Cl']|1l' occaslons; such as
when they are driving or thev are mums
to-be” savs Crrabbam,

"Consumers are turwmng leadult sob
ibrinks because they want fuwvours which
are alternatives to wine and are more
suited and attened 1o the adult palate
That's why llavours such as grape,
elderllower and pomegranate are so
pragubar, and why you are seeing growth
coming Mo exatic Havour
combinations such as mango and

coconut,” says Grabham, B3
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Levi Roots meets independent retailers

Levi Roots, famous for his Reggae
Reggae Sauce that was backed on the
BBC's Dragons' Den programme, has
been out and about in indapendent
stares in Birmingham promoting his
soft drnks offering.

He joined the sales team, which
visited hundreds of retallers across the
Midlands as part of a van sales drive
with special offers on the soft drinks
range as the key summer sales
perlod gat under way,

The distribution drive
included deals on Levi Roots’
top-setling Canbbean Crunch
500ml bottle and the new
Jamaican Sunset 500m)| £1
price-marked pack, which
are being supported by
POS, Including stickers, shelf

“These factors bode well tor
convenience retailers andall of the
trends point to adult soft drinks playing
a bigger role within convenience stores
soft drinks foowres, Weid recommend
retailers review their soft drinks range
1o ensure itincludes adult soft drinks,
with Shloer as a ‘minst-stock] to meet this
emerging growth opportunin:

Unusual flavours

(Graham Carr-8mith, creator of the
Ocumber cucumber-flavoured soft
drink, believes flovours 10 soft drinks

; = L of soft drinks
will beconme “more subtle over time', and snacks
“Ihe soft drinks category s experiencing are consurmed
ever-increasing consumer interest in together

new and unusual Havours,” he says,

q
H
i
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v ;
strips and signage and branded
merchandise,

The Levi Roots brand of soft drinks
was [aunchad in2011 and Is now said
to be worth £5m in retail saies.

Roots flrst met retafleres at the East
End Foods cash and carry depat in
Birmingham and he even helped
them load vans with soft drinks before

visiting six local stores, including Pak
Supermarket in the Lozells area of the
city,

MNadeem Ghafoor, whose family has
run the store since 2001, says: "We
chatted about how sales are doing in
the supermarket and traded stories
on our backgrounds and how we each
started in business.

“It's really Important to get my
soft drinks stock right, espedcially
for summer trading, and the Levi
Roots range goes down wall with my
customers, especially because it offers
d price-marked pack.” says Ghafoor,

Rioots says: “It's impaortant for me
10 keep in touch with the trade and
understand what they nead from
manufacturers tomake sure thair
business remains profitable”

Adult tastes have become
sophisticated, wanting lighter
refreshment options and flavours that are

more premium

Nigel Paine, commercial director for out-of-home, Britvic

“Penple are constantly searching for
semething innovative and a litle bit
different.”

Migel Paine; commercial director for
out-of-home at Britvic, savs: "Adult
tastes have become sophisticated,
wanting lighter refreshument options
and flavours that are more preminm.”
He says the |20 Garden Rose variant,
which is a blend ot apple, raspberry and
rose thavours, falls into this premium
calegary,

Increased demand
Consumers are looking for more exotic
flavours as soft drinks begin fo reflect
the imcreased demand in the UK for
wirld fods, sccording Troy

al ALz Barr, which markets the
Rubicon range of tropical drinks,
with siles in this new category
growing by 40% over the fast two
yEars,

“Flwvours are important in the
etlinic fulces sector, highlighted
by the fact that three out of
four shoppers would like 1o see
miore choiee in world cuisines,”
hesavs. Rubicon has a range
of flavaurs, including Mango,

v talkingretail coir

Passion, Guava, Lychee, Pomegranate,
Watermelon, Guanabana and Papaya.

"Exofic flavours have seen a rapid
growth in recent years as consamers
seck new, authentic thavours,” says
Troy, “Mango-Havour drinks are now
outselling apple-flavour drinks by 18%,
Within juices, exotic flavours have
grown the category by 17% in the last
two years,

Growth area

The Levi Roots sof drinks range i5 said
to be worth £5m and is growing by
30%, helped by the recent addition of
the watermelon and guava-flavoured
Jamaican Sunset,

In & recent UK-wide survey
carried ot by the brand, more
than one-third (36%) of consuniers
chose barbecues as their favourite
smell of the summer. The poll
revealed that, second only to
alcohol, almost one-third tike
b sip sparkling drinks with
their burger (29%) and 10%: said
thetr barbecue would be ruined
withoul enough drinks to cater for
EVETVONE.

A big growth area over the last 3
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VEar or 1w has been coconut water and
there are now o few brands competing m
the sedtor. Giles Brook. chiel execotive at
Wit Coce Furope: says: “There has been
anoticeahle shift in consumer atticudes
aver the past year and continuing inte
2015, with customers becoming ever
more hedlth-conscions, looking for
drinks that gre low i calories and stigar
aned Irem more natural sources,

“This &5 b past due to the negative
supar press, with the health labby
UIEE consumers o switch o healthier
verstons of sugary pop

“This bas resulied i large volume
switch withan the soll drittks category
i people awwe wway from juice, julce
drinks ind smonthies and into sectors
such ws cocomit water, Vita Coco, asa
brandd, bas benefited hugely from this
shitlt i constimer attitodes”

Al Barre recently entered the coconut

| WHAT IS IT?
IT'S WATER.
FROM A

! STUPIDLY SIMPLE"

46 Independent Retail News

carbonate sales
in hot weather

£202.7m &

impulse sactor

fisture,

offers with POS,

Favrce: dritvic oft [inmky

SOFT DRINKS MERCHANDISING TIPS |

W Group sub-categories together to make it easier for shoppers to find what they
are locking for and make soft drinks a part of "refevant occasions and events”

W Make the soft drinks fixture visible, a5 49% of people do not see soft drinks
when they are in a convenlence store., It helps to have the main chillerin a
high-traffic area, because 56% of shoppers buy soft drinks when they do see the

B Encourage shoppers to buy saft drnks with promotions and highlight these
B Serve it cold, because 85% of consumers say they want their soft drinks to be |

chilled, with 53% saying they would pay more for a soft drink if it was cold.
B Whers possible, use additionzl chiliers to drive impulse purchases. ‘

water sub-sector with a product trading
under the Rubicon brand, "The UK
cocomul water market has grown five-
bodel in the tast 12 months)” sevs Trov,
“However, 4t 15 still very small, as many
consumers are priced out of the market
at present.”

He claims Kubicon Coconut Water
will “open up the coconul water marke
terall shoppers as it 15 the first authentic
prosduct available at an accessible price
peinl.”’

The vasiant 15 available In one-litre
take-home packs and 330m! ‘drink-now’
unsgrulse packs in both plaim and price-
marked versions and is being supporied
by a £2m campaign throughout the
summer, inchachng an outdoor mediz
I.'.TI'I'l'l,'-‘ﬁ'IgI'I f!'l'll.’ comslimer ‘;ii.ll['l]."lil'll.] T
drive trial and awareness

Consumer interest in e unusoal
flavoiies is being seen across the sof
drinks market, such as the Juiceburst
jutce brand from Purity Salt Drinks with
its Tloead Orange and Orange & Carrot,

vy talking retail com

which is the brand’s best-selling line after
its Ohrange varant,

Jon Fvans, marketing director at
Purity Soft Drinks, says: “Research we
commissioned this year shows 70%
of juice buyers value taste as the most
important factor when considerg &
e or noee drink,”

e says company research indicates
SOMTE CONSUITIETS a1e []ll'\'\'ll'lg ot I:'Ilr
carbonated soft drinks in a bid to be
healthier. "With this in mind, we would
recommend stocking juice and mice
drinks alongside hizzy drinks in-store to
encourage swapping & hzzy drink for a
juice drink,” he says,

“Tn terms of how the product is sold,
our research shows it is imore important
fer @ juice or juice drink to be chilled
than other soft drinks,” says Evans,
1= consumers not only want a cold
drink, they expect juices to he chilled to
provect the shell bile, even though this
isti't necessarily the case with ambient
jubces.”
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WHAT ARE THE BIG BRANDS UP TO THIS SUMMER?

Thi summer is obwously a key
period of the year for saft drinks
sales in canvenience stares and
the major suppliers have lined up
a raft of new products, offers and
promotions for the next couple of
months or so

Britvic Soft Drinks has returnsad
wilh its Taste of Summer promaolion,
which runs through this month (uly}
with the aim of driving Impulse sales
of 15 core SKUS acrass the Tango,
Up, Mountain Dew, Ballygowan,
Lipton lce Tea and Juicy Drench
brands, The campaign is being
supported by media activity and
in-store POS

Lipton lce Tea is being further
supported with its blggest-ever
surnmer campaign targeting
the brands core 18- to 34-year-
old drinkers in Landan
Support hasincluded live gigs |

The brand has recently bean |
extended with the launch *’»
of a new raspharry variant,
which joins the existing peach,
femon and mango flavours,

The Tango flavoured
carbonate has been hacked
since May with TV advertising
with the theme "Tango s back”,
[he commercial I5 also on video-on-
demand as well as on secial medea
platforms such as Facebook, Twitter
and YouTube.

Lucozade Energy iz being
supparted with fts biggest-ever
campaign, @ £14m support package
that incluges outdoor advertising,
TV sponsorship and experiential
activities, " The Find Your Flow”
initiative is being backed with in-
stors POS and free-standing display
units,

and otherconsumer avients. L .

|

|

{

Lugozarda Ribena Suntory has
given Orangina a ‘complete update’
including new-look 420mi PET
bottlas, with a recommiznded retait
price of £1.20, & E4m marketing
support campaign includes TV
advertising.

Last ronth (June), Coca-Cola
Enterprises (CCE} launc ad its
summer lhiza Rocks promation for
1he Monster Energy brand with the
chance to win twa VIP tickets to the
|kiza Rocks Hotel in Sepiembear, The
campetition includes a four-night
stay, gig tickets, a pool party and
access to a private VIP area, aswell as
fligghts and sransfers.

Monster Enengy s also introducing
a pack extension with the taunch
on 15 August of the Bx500mi
Manster Fnergy Green pack, with 2
recommended retail price of £7.75.

Coca-Cola Enterprises has
introduced new 12x500ml PET packs
for the convenience trade across i1s
flavoured carbonates, including
Fanta, Sprite, Dr Pepper, Liltand
Cherry Coke, and comprising
both standard and £1 price-
marked packs,

Thelaunch follows [ast years
imtroduction of a 12x500m| PET
pack for Coca-Cola Zero and
Coca-Cofa Life variants. Joca-
Cola and Diet Coke will remain
available in the larger 24x500ml
packs.

The second phase of the "Choose
Happiness’ campaign broke |ast
month (unel and includes a TV
commercial for the entire Coca-
Cola range, The ad cares the
strapline "Choose Coca-Cola’, Poster

.,

advertising featuring London
landmarks is also running across the
capital.

A new Coca-Cola promotion across
the surmmer on 500ml borties offers
up b one million selfis sticks to
consumers and activity will be held
in the run-upto the Rugby Weoeld
Cup in Seplember.

The flavour rotation on CCES Fanta
hrand continues in 2015 with the
introduction of Fanta Apple & Sour
Cherry, Last year, the limited editican
Raspberry & Passionfruit is said to
have added £2.5m i additional
sales.

CCE has extended its Schweppes
brand with the faunch of
Schweppes Sparkling Juice Drinks
in Grapefruit & Blood Orange,
Orange & Cranberry and Lemon &
Eiderflower variants. A consumer
acwertising campaign included
an-demand TV, cinerna, digital and
posters,

Vimto his re-
faunchad ts \Vimio
Minis 250m] still
ready-ta-drink
yariants with 4
e pack design to
appaal to the "needs
of kids on-the-go’
The packaging
makes clearer its
“nig-added sugar credentials’ The
recommended retall price in the
convenience channel is 59p.

More than 535,000 bottles of the
no-added-sugar Vimto Squeezy
Eottles wers given out at festivals,
eyvents @and promations earlier in
the summer in the north-west of
Ergland.

England cricketers Ravi Bopata
and Maeen Ali are the brand
ambassadors for the iPro Sport
sports and energy drink. Support
includes in-store appearances as
well as consumer compeatitions
to wina range of prizes,
including tickets to sparting
events.

Soft drinks campany Refresco
Gerber |s running sampling
campaigns for its Del Maonte,
Umbonga, sunpride and Cherry
Good brands at 13 events aver the
summiar, |Lig estimated that 200,000

samples will be given out, along with

discount vouchars that CONSUMmETs
can redeem n=s1ore, @
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