HSTOCKTHINEE T DR CrLK

I

ER

34 Softdrinksfocus

Crafty

business

Could soft drinks be the next product
category to get the craft treatment? Nigel
Huddleston discovers that some in the sector
certainly think so; others believe they're
making a pretty good fist of it already

igel  Paine,  Britvic's

commercial - director

for outol-home, sayvs

he sees oo distinet

irend  developing In
craft soft drinks with branded
plassware, provenance and a perfect
serve, “There have been a few Lhal
have caught my eve and we'll he
[oeoking o bring in even beroer
versions,” he says.

Its all part ol the trend aroand
premiumisation, which has swept
thiough evervthing from beer (o
Bourbon. b solt drinks, quirky and
niche brands like Fentinmans have
Been around tor donkey's vears
anl it seems lke the rest of the cal-
SRy 15 now starting tocarch up

Bur the jobs not done yet, says
Dave Ward, Fentimans' national on
trade conmreller. “Consumers are

Continental frend:
personalising drinks

with added ingredients
Is popular in Europe
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6.4%

the rise in volumes of adult and
premium soft drinks in the year
to 21 February

more demanding and are looking
forr chodee and qualicy in all drinks
categorles, but rhe typical sofi
drinks range does not reflece this,”
he argues.

“Abeer drinker hasmyvriad choices
rhrough craft beer and cask ales, a
gin drinker can probably choose
[resm o rasge of three or more gins,
but when it comes o soft drinks a
rypical range consists of cola, lemon-
ade, truit juice and J20,

“Britvic adding 120 Sprirz high-
Hahrs rhe premiumisation that is
vocurring in rhe market. Outlets
are  demanding  berrer  quality
products.”

[Paine says aliowing customers (o
have their own spin ona brand is one
avenue 1o be explored more. This
might mean a special dispenser,
such as one for Pepsi Max, which
allows customers to add Aavours, or
a really good perfect servie,

“soft drinks work in the leisure
workd i you can make somerhing
that isn't available in every singke
shop in the land.” savs Paine,

Adding ingredients

Carcline Cater, operational narket-
ing director al CocaCola Enoer-
prises, agrees: "ln Europe, many
consumers are perscnalising Coca
Cola by adding other ingredients,
such as fresh mint, ginger sfices or
eliderflower, to create a new drink”
shie sayvs:

“This may be something rhat har
staff could experiment with o add
some Thearre”

Bursirs notall DNy, wich packapged
brands that bave guality, flavour and
a good look all helping w take the
categnry ferward,

Adule and premium soft drinks
increised volumes by 6.4% and value
v 100 in the vear to 21 February
(CGAL Customers are also gettbng
fussy about their mivers. The popu-
laricy of many spirit categories saw
total tonics increase 4% in value, but
premium products rose 7% during
rhe same period.

“If" 8 custmer is prepared o
pay £3 more for 4 premiom spirit
because of the ingredients it con-
tafns then why wouldn't they use the
same logic when choosing which
miner to put with the spiri?” asks
Ward ar Fenrimans.
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indulgence and health

Amanda Grahham, marketing divec
toor for Shicer i Bottlegreen o sup-
plier SHs, has also obseryved the pre-
mibun trend and savs ics driven by a
combinaton  of indulgence and
health awareness, “Consumers are
increasingly seeing a premium soft
drinks as an alrernarive 1o alcohol,”
she savs “They are Iooking to treat
themselves when they e eating our
bt they're also making sure that
they sty relatively healthy”

Bottlegreen s wrying w0 educane
both consumers and the trade
abeur what makes its soft drinks
difforent. “We use a wine-sivle pro-
duction process. which produces a
clean product that goes well with
food,” she says. "We've put a big
focus om brand training and have
brought  several on-trade  wams
dowwn o the mill 1o get a feel for how
the product is made,”

But Seeve Carter, sales and marker
ing director ar juice supplier Fro-
hishers, thinks that the rreat element
ourweichs health decisions for many
customers, “Foocus groups run by
Frobshiers have demonstrated that
when socialising, the aspect of
healrhy choices isvery iInuch second-
ary or tertary, and the number p

Bottlegreen: educational focus

Key is for operators
to understand their
customer base and
tailor their soft drink
offer accordingly



IS LA L E R VARSI INRS FOr Lo

o PUTPOSE TEmaing cnjoyment,”
Tz says. “This ls completely different
when shopping for home consump-
tion, when consumers are more
Interesied in stodving ingredients
and nutritional values”

Gralam CareSmith, founder of
the Geamber solt drink brand,
adds: “Consumers are certainly
inoking ever-closer at the ingredi-
enrs and calorke content of thoir
find and drink.

“Bur there's inevitably a tracde-off
hetween iaste and healih considera
thoaes and fasie wsoally wins, particu-
larly with the more adult-focused
soft drinks in the on-trade, as these
are often consamed 35 A mearn”

Sight of opportunity
Food-led  puarlers accounted  for
more than half of the ronsl enreade
soft drinks sales of £42bn Tast
year, an increase of 5% on 2003
Freehold food-led pubs were up
202N 10 £98m

But werled pube shouldn't
lose sight of the opportunity.
says Alan Hay on-trade con- T
frofler at Irn-Bru,  Strath-
more and Snapple supplier
A Barr.

"Ovie Size deesn Aeatl,”
he says, “The key is for
operators i understand
their customer base and e
tailor their solt drinks
offer accordingly.

“For many ourlets, offer
i avoured carbonates
ek juices i enough, but
for others rhese can be
used as the main ingred:-
enls in mockioils, creating

Indulgence: customers
arelooking to treat
themselves, says Shloer's
Amanda Grabham

a bt of theatre in the process”
Lawrence  Moore, sales
tirector ot Belvoir - Fruoic
Farms, arzges pubs 0 be
boid with cheir ranges.
“Ihe ones who will max-
imse  profits are  the
nes whoo are open 1o
experiimentaien and -
ing  different  things,™
Moore says,

“The bigger compaes
like CCE amd Britvic are
innovating as well as the
simaller ones, but the hig-
gest challenge is some-
times persuading  licen-

it's a no-brainer that when the
sun comes ouf, pubs sell more
saft drirks — but venues can do
themselvesa lavour by keeping
an-eye on the forecast to make
sure they don't get caught out.
"It's niot solely the weather
but the forecast that is
imporiant.’ says Britvics Migel
Paine. "Il the forecast s good,
pecple start to make plans ahead
- and they're less likely to
change when they've madea
commitment toa social
gathering, even if the forecast
doesa't iumout as expectad,”
But il the outtook looks good,
when do yout up your orders,
and by how much? Paine says
Britvic analysis has shown
there's a small effect on soft
drinkzales at iemperatures as

"10%

the rise in value of adult
and premium soft drinks in
the year to 21 February

sees @ locus on the opportunity p Y
these brands give w draw attention
i the catepory”

Growth segments
Flavoured carbonates (2.8%) and P
pure juice HF%) were among the (
o th o segnents i on-trade. soft
driniks last vear, 50 oo were sguish
(o4, 3% and hortled water (©26.8%.),
despite the free availability of tap.
Palme at Ballvgowan  sapplier
Rritvic, suys: “Water's the ulrimane
healthy drink, bur people also wani
o have an experience aid, iF vou'e
eating out, 2 bottle of water rther
than tap feels more spectal”

Towas 18°C, but extra demanc
really starts to Kick in when the
mearcury hits the mid:-20s
Steve Carter at Froblshers says:

"Wecanexperiencesales upliits of
between 25% and 100% during
warm. sunny perkods, IS difficult
forlicensees to balance enough
stock holding with potential
demand and cash How.

| "Asabrand owner we cany,

| increased stock holdings to help
fiff the supply chaim inspring and
suTmimier, and orders always jump
signiflicantly on a Monday morning:
following a hot weekend.”

Lawrence Moore at Beivoir Froit

Farms adds: "Bottied soft drinks
have a really [ong sheif fife. i the
forecast s good it's probably better
to have the stock and not need ik

Be prepared; stock up for sun ]
than not have it and lose sales”
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He adds: “Squash is
plaving o big part In

fond-led  pubs, partcularly  ones
calering for famifies, where we have
Robinson's milk borrles with o pat
rerned curly straw, which bring it 1o
1k for kids”

[n carbonates, cola and lemonade
still command by Far the biggest vil:
umes of any soft drinks.

CCE has laonched s lower
calorie Coke Life into the on-rrade,
along with the Sclhweppes Spark-
ling Juice range. which comprises
Grapefruit & Rlood Orange, Orange
& Crunberry and Lemon & Elcer-
flower flavours,
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The ones who will
maximise profits
are the ones

who are open to
experimentation

It has an online perfect seérve
(raining programme w encourage

i liconsers to make the most of sach
" products onesine,

“The first part of this rraining
programme deals with how bar
sralf can enhance the presentation
of soft drinks.” says Carer,
“while the next module will
ook at the second

Serve  opportunity,

glving pub and bar

stafl the wals 1o
prcourage consumers W oeder
more tan one drink”

Qrumber’s CareSmithi says prod-
uct information 2nd service should
fvolve a dialogue hetween staff
and customers

“Customers don't wam to be bam
boveled by a range of 30 new-la-
viured products and the derailed
mistory of each, but they would be
keen 10 know about one or Ewo new
Hnes that are being stocked and be
given, without asking, an introduc
tory line on each,” he says,

“It's the Informarion age, not the
crane-vour-neck-and-sesityol-can
redd-the-bonom-shelf-label age”

plenty of stock In when warm_
weather entices people cut
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