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THE ANSWERS YOU NEED

This report provides in-depth analysis of industry innovation and its impact on the beverage landscape in the
form of new categories and brands. It also provides an overview of defining trends spurring developments in
new categories and looks at the fast-growing liquid refreshment beverage companies. It discusses their
performance and indicates what makes them noteworthy. Questions answered include:

e What new categories are enlivening the U.S. beverage market?
e How big are these emerging sectors and why are they worthy of being on your radar?
e What trends characterize the various up-and-coming beverage types entering the marketplace?

¢ Which companies enjoy the backing of industry veterans and strong financial resources, and which do
not?

e Which beverage companies and brands show the most promise for success in the competitive U.S.
marketplace?

e Which companies could become takeover targets in the near future?

THIS REPORT FEATURES

Get a comprehensive overview of 19 fledgling beverage segments, some of which are poised to become the
next big thing. For added market perspective, the entrepreneurial brands that comprise the burgeoning
beverage categories are anchored in the context of more-established beverage market.

To provide context to the research findings, the report discusses factors that have led to the development of
new beverage segments despite the relative maturity of the packaged beverage market as a whole. Backed by
Beverage Marketing's reliable, all-sales-channel-inclusive data, readers get a thorough understanding of key
facets of emerging beverage markets including:

e Analysis of industry trends and quantification of emerging non-alcoholic beverage categories and sub-
segments.

e Discussion of the types of companies driving innovation - from the traditional large beverage
companies to entrepreneurs.

e Insight from our up and coming market research analysts' on the factors driving innovation into new
beverage types.

e Analysis of niche and emerging segments including high-end water, premium sodas, cap-activated
beverages, super-premium ready-to-drink teas, coconut water, essence waters, kombucha, cleanses,
ready-to-drink protein drinks, shots, functional beverages, probiotics, healthy energy drinks, premium
kids' beverages, ready-to-drink coffee and more.

e Discussion of companies with distinctive brands in each nascent and new segment. Companies/brands
covered include: 5-Hour Energy, Aquahydrate, Argo Tea, Arizona, Ayala's Herbal Water, Bai, Bob
Marley, BodyArmor, Califia Farms, Calypso Lemonade, Celsius, Coco Libre, Core Water, Essentia, FRS,
G.T.'s, GoodBelly, Guayaki, Harmless Harvest, Health-Ade, High Brew, High Country Kombucha, Hint
Water, Inko's, Karma Wellness Water, KeVita, Lifeway, Mamma Chia, Mountain Valley, Muscle Milk,
Nawgan, Neuro, Peet’s, Q Tonic, Reed's, Rockstar, Sambazon, Sparkling ICE, Steaz, Stumptown Coffee
Roasters, Suja, Vita Coco, Xyience, Zevia, Zola Acai and more.

e Our up and coming beverage companies market research analysts' take on the brands to watch in the
various non-alcohol sectors and what they are doing to differentiate themselves as well as discussion
of the strengths of various emerging brands and categories and the challenges they'll face going
forward.



The Next Wave of
Emerging and Niche

Beverages
November 2016

BEVERAGE

MARKETING
CORPORATION

RESEARCH@eDATACONSULTING

NOTE: The information contained in this report is confidential and solely intended for the
benefit of the immediate recipient hereof.

Copyright © 2016 Beverage Marketing Corporation of New York, 850 Third Avenue, New York, New York 10022, (212) 688-7640.
All rights reserved. Reproductions in any form prohibited by law.



Table of Contents

O
O
-
prt
Q.
-
prt
0p




The Next Wave of Niche and Emerging Beverages

TABLE OF CONTENTS

TABLE OF CONTENTS

INTRODUCT HON == o e e ix
Chapter
1. EMERGING NON-ALCOHOLIC BEVERAGE SEGMENTS
The Up-and-Coming Beverages 1
2. THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES
High-End Water
e Overview 17
e Mountain Valley Spring 28
0 V0SS m e 30
o Icelandic Glacial =========m=mm s oo 33
o Aquahydrate ----—-====— = 36
o ESSeNntia ———-—mmm o 39
e Oakley Artesian Water —---—-——- oo oo 40
I V-1 1 1[0 G T 41
e  AlKaliNe88 ~=——m e 42
e Waiakea Hawaiian Volcanic Water 43
0 NEO m == e em 44
e Kona Deep -—— 45
e Sparkling ICE - 46
e Core Water 50
0 BLK m e e 52
e FulnuM —==-- oo 53
0 AVItAE —m o 54
e Reliant Recovery Water 55
e 10NiC SPOrtWater —= === == o oo oo 57
o Feel Good ——mmmmmmmm oo 58
e Fred - 59
Dairy and Dairy-Alternative Beverages
e Overview 60
o Califia Farms —==—== === e e 61
e Ripple FOOAS —----mmmmm oo oo e e 63
e Steuben Foods 65
o MalK === m e 66
@ THree TreeS —=-mmm e e m e ee 67
e Milkadamia ---======————— o 67

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

Chapter

TABLE OF CONTENTS

2.

THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)
Premium Sodas

Overview

Reed’s

Boylan’s

Jones Soda

Spindrift

Hotlips
Joia

Maine Root

Bruce Cost Ginger Ale

Cheerwine

Proper Soda

Sipp
Green Bee Soda

Zevia

Dry Soda

Bundaberg

Minta
Ouzon

Onli

Original New York Seltzer

Salud Refresco

Tractor Soda

Unique Juice Beverages

Overview

Bai

KonaRed

Purity Organic

Calypso Lemonade

Sambazon

Zola Acai
Mamma Chia

Chia/Vie

Tastes Raaw

Ralph & Charlie’s

Cheribundi
Seminole Pride

AMAZONia —- === == o

Koa Olakino

101
102
103

105
116
120
120
123
126
129
131
132
133
134
135
136

139

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

Chapter

TABLE OF CONTENTS

2.

THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)
Unique Juice Beverages (cont’'d)

Mojo Organics

Uncle Matt’s Organics

Cawston Press

Natalie’s Orchard Island

Shade Tree Lemonade

Enhanced Water

Overview

VBlast

Karma Wellness Water

WaNu

GolLive

Agua
Blossom Water

Aspire

DripDrop

Stur Liquid Water Enhancer

Tapout

Premium Ready-To-Drink Teas

Overview

Arizona lced Tea

Argo Tea

Steaz

Inko’s

Xingtea
MatchaBar

Moonshine Sweet Tea ----

Long Island Iced Tea ---------=---—---—-

Splurge

Thea’s English Standard Tea
Rooibee

Doc’s Tea

Tao of Tea

Joe Tea

Heart of Tea

Bhakti Chai
ChaiElixir

Dona Chai

Alexander’s Real Tea

163
175
178
181
182
183
185
186
187
189
190
190
191
192
193
194
195
196
197
197

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

Chapter

TABLE OF CONTENTS

2.

THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)

Premium Ready-To-Drink Teas (cont’d)

Motto

Teapigs

Asi Yaupon Tea

Sound Tea

Life Basics
Yoot Detox Teas

Golden Brew Teas & Cider Vinegar Tonics

TeaOnics

Plant-Based Waters

Overview

Vita Coco
Harmless Harvest

Cc20

Coco Libre

Invo

Blue Monkey

Coco Joy
Sri Lankan Gold

Coco5

Waikoko

Aloe Gloe

DetoxWater

Vertical Water

Happy Tree
TreTap

Sap on Tap

Treo Birch Water

True Nopal Cactus Water

Pickle Juice

Essence Waters

Overview

Hint Water

La Croix/Curate

Ayala’s Herbal Water

Balance Water
Hal’'s Seltzer

v

204
213
217
218
219
220
221
222
223
224
225
225
227
227
228
229

231
232
233

235
239
241
242
244
246

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

TABLE OF CONTENTS

Chapter
2. THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)

Kombucha
e Overview 247
¢ High Country Kombucha 256
e Health-Ade ~ =~~~ 258
e Brew Dr Kombucha 259
e Live Kombucha Soda 261
e Humm Kombucha-=======m e 262
¢ Revive Kombucha 263
e Pok Pok Drinking Vinegar 264
e CideRoad Switchel 265
e Up Mountain Switchel 266

Premium Mixers
e Overview 267
®  Q TONIC === e e e e e 270
0 JiN-Ja —mmm 271
e Mocked Up 272
e MocKtails —====mmm e e 274
e Ripe Craft Bar Juice 274
e Owl’'s Brew - 276
o East Imperial-=-=—=-=m oo e 277

RTD Protein Drinks
e Overview 279
0 MiXL mm e e 285
o  WheyUp/FitWhey 287
e COre POWEK ~ == mmm oo e e 287
e FitPro --- 288
©  NU AQUOS —— === == oo o e 289
e Trimino Protein Infused Water 291
e Protein20 292
e Organic Valley 293
e  Slim-Fast —==== oo e 205
@ ClICK = mmmm e 295
e B’More SKyr Smoothies ——-------m - e 206
o  E-Hydrate ————=-—=—— oo 297
e Soylent and Other “Frankendrinks” 298
o Kate Farms-——--—mmmm oo oo 300

Shots
e Overview 301
e  First Aid Shot Therapy (FAST) 306
e Taki Mai 307

\"

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

Chapter

TABLE OF CONTENTS

2.

THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)
Shots (cont’d)

Eternal Energy

Forto Strong Coffee

Tube Shot Energy

Monfefo Ginger Shots

Functional Beverages

Overview

Celsius

Neuro

BodyArmor

Greater Than

QOjo

Nawgan
EBoost

Bob Marley

Just Chill

Canna Energy

Rebbl
Blue Buddha

Modjo

Koma Unwind

FitAid

Kill Cliff

True Toniq
ClearFast

Premama

Boost It Up

HeadOn

Soylent

DoggieWater

Bulletproof Coffee
NOA Relax & Focus

Mate/Guayusa

Overview

Guayaki

Runa Guayusa

Probiotics

Overview

Lifeway

Vi

309
309
310
311

312
327
330
331
333
334
335
337
338
340
341
342
342
344
344
345
347
347
348
349
349
350
351
352
353
354

355
357

359

362

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

TABLE OF CONTENTS

Chapter

2. THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)
Probiotics (cont’d)

e GoodBelly 368
¢ KeVita 370
e Obi Probiotic Soda 372
Energy Drinks
e Overview 374
0  ROCKSTAN === mm e e e e e e e e e e e e e e e e 386
e FRS 387
0 XYM ~ === m oo 390
e VPX/Redline 393
e HiBall ~———— 394
o GUIU ENergy ——-===m == oo oo oo 396
o Little Miracles —==—-=mmmmm e 397
e Arriba Horchata Energy 398
e Canna Energy 399
e Mossy Oak 400
@ HY P s 400
o OULtlAW- === m e e 401
e  Killer BUzZz-======m == e e 402
e Bawls/Crunk!!! 403
MaArQUIS === === === m e 404
HPP/Cleanses
e Overview 405
@ SUJA mmm e oo 410
o Temple TUIMMIEIiC-—= === oo oo oo o o e 412
e Forager 414
o Daily GreeNS —===mmmm e 415
e Garden of Flavor 417
e Urban Remedy 417
¢ WTR MLN WTR 418
e Deluxe Honeydrop 420
e Rau Chocolate Cacao Superfood Drink 421
o Jus by Juli@-—-=-—mm oo s 421
@ UM e m e 422
e Tio Gazpacho 423
0 WEIIWEIL m o e e e 423
Ready-to-Drink Coffee
e Overview 425
e JAB (Peet’s Coffee/Stumptown/Intelligentsia) 431
e Austin I: Chameleon 433
vii

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



The Next Wave of Niche and Emerging Beverages

Chapter

TABLE OF CONTENTS

2.

THE NEXT WAVE OF NICHE AND EMERGING BEVERAGES (cont’d)
Ready-to-Drink Coffee (cont’d)

Austin Il: Kohana

Austin I11: High Brew

Austin IV: Cuvee

Austin V: Third Coast Coffee

Blue Bottle
La Colombe

Secret Squirrel/Harris Tea

Grady’s

Coffee Juice

Anchorhead

Bowery

Lucky Jack
Mojo

Wandering Bear

Black Medicine

Five Watt Coffee

Martha Stewart’s Uliv Java
Javazen

Whynatte Latte

Crio Bru

Premium Kids’ Beverages

Overview

Wat-aah!
Green Mustache

Sneakz

Good2Grow

Juicy Juice

AquaBall Naturally Flavored Water Drink

Drazil —===—=————— -

Fave

Giggle

Tickle Water

Do-It-Yourself Gadgets

Overview

SodaStream
Juicero

viii

434
435
436
437
438
438
439
441
442
443
444
445
446
446
447
448
449
449
450
452

Copyright © 2016 Beverage Marketing Corporation of New York
Reproduction without written permission is strictly prohibited



Although it is now nine years now since Coca-Cola acquired Vitaminwater for $4.1 billion in one
of the transformative deals for so-called “New Age” beverages, it still carries epochal clout in the
recent history of the beverage innovation sector.

e For Coke, the significance was fairly straightforward: an opportunity for its newly
minted chief executive, Muhtar Kent, to send a signal to Wall Street that the
company was serious about playing in up-and-coming segments, and would not
hesitate to reach for the checkbook to fill portfolio gaps that it was not able to fill
on its own.

e Although, looking back, it is hard to believe that the company’s turning the brand
into a highly promoted retail loss leader justified the purchase price, it can be
argued that Coke still received good value for the investment simply in the
excellent ride its shares enjoyed for several years on Wall Street, as investors
bought into the notion that Coca-Cola was becoming more of an innovation
powerhouse that would be able to successfully ride out changing consumer tastes
that might be taking them away from traditional CSDs.

e But that story finally has worn out, and the company has been challenged by
investors and analysts to show that it is ready to move more aggressively to
counterbalance its high reliance on CSDs. Hence, it has moved to invest in
brands like HPP juice marketer Suja and plant-based Aloe Gloe, while preparing
the launch of Gold Peak and Dunkin’ Donuts-branded ready-to-drink (RTD) coffee
entries to ride that wave. Much of the action goes through its Venturing &
Emerging Brands incubation unit that can count as its key success to date its
nurturing of the Honest Tea organic tea brand, although the brand remains far
from the billion-dollar retail sales target by which Coca-Cola measures brand
success. (Its own launches, and efforts behind Zico Coconut Water and llly coffee
have been far less successful.)

e For entrepreneurs, however, the Glacéau deal was dramatic: it set off a nearly
hysterical scramble to create the next Vitaminwater, following the same business
model as Glacéau had used: namely, lavish spending on distribution, sales and
marketing — with no regard to the bottom line — in the hope of building a
compelling-enough top line to prompt another multi-billion-dollar check from Coke
or one of its strategic rivals. This strategy has influenced countless new entrants,
such as Bai antioxidant infusions, BodyArmor sports drinks, High Brew coffee and
a flock of superpremium waters under names like Essentia, Aquahydrate and
Core. “Go big or go home,” seems to be the usually unstated mantra of these
players.
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The environment still seems very ripe for new brands as some consumers gravitate to items that
are healthier (either in carrying less sugar and no artificial ingredients, or in offering nutritional
or functional ingredients) and the major beverage companies continue to struggle to devise
brands outside their core soft drink competencies on their own.

e For them, the quest has been lent urgency as consumers’ shift from CSDs to non-
carbonated drinks accelerates, and not just in North America, but also in Europe
and even in developing nations now, where the big CSD marketers had surely
anticipated having more runway.

¢ In the U.S., the soft drink marketers have been particularly spooked to see that
diet sodas are retreating faster than full-calorie sodas, out of consumers’ wariness
of their artificial sweeteners, even as the likelihood of harnessing good-tasting
natural sweeteners in their core CSD brands recedes. Significantly, the CEOs of
the Big Three soda companies no longer even put a general time frame on when
they will move to naturally sweetened versions of their core CSD brands. They
are riding new packaging configurations to greater price realization (say, by
offering smaller “portion control” cans at a higher price per ounce), but are not
banking any more on CSDs resuming volume growth any time soon.

e Among the interesting shifts that have been occurring on the beverage side, while
organic foods and beverages are certain to continue growing, some consumers
seem to be content just to see “all natural” on a package, without insisting on it
being certified organic. That said, the government has not yet offered a formal
definition of “natural,” which has emboldened the plaintiffs bar to pursue class-
action suits against natural-positioned brands that employ highly engineered
ingredients, encouraging some brands to retreat to more expensive organic
formulations as a safe harbor.

e Also, many consumers have been getting concerned about the pervasive presence
of genetically modified ingredients in their foods and beverages, and some well-
publicized political battles over labeling at the state level reflect the higher
visibility of this issue. Increasing numbers of beverages are beginning to support
certification by the Non-GMO Project and other organizations. (Note that certified
organic status means that no GMO ingredients have been used, although it is not
clear that many consumers understand this yet.)
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