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Now there’s more
Metromint to love.

¢

) [
|{ meTRO
'. ¢ METAD:

Wik P o
ﬂ?ﬂf"'"t I'GJ ::rr;rgrnﬂ E‘ soma

b g —- 0 |: e y— ﬁ el
:u-f -
"'-4 : % v

d
19 $

SR B o SONIDEIILE
i -

l'

-

Metromint, the original mintwater-,is proud
to present the newest members of our
growing family: and Orangemint.
The two new varieties were developed
with mainstream flavor profiles, intended to
introduce incremental consumers to

the Metromint Brand.

Metromint is currently the fastest growing
bottled water in the natural food channel.”
Our success comes from driving sales with
an effective promotion program.

Distributor or retail inquiries: 415 979-0781
or e-mail us at info@metromint.com.

METROMINT

www.metromint.com/retailerinfo

*Source: SPINSscan Natural, Current Period: 12 weeks ending 07/15/06 Prior Period ending
07/16/05 Category: Packaged Water, Enhanced Water, Flavored Water: Total US All Regions
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Consumer shopping patterns

Multiple-role playing consumers shop for targeted reasons

manufacturers and retailers

vying for their time.
Fortunately, consumers are experi-
enced multi-taskers. While marketers
often have tunnel vision and view
consumers only as potential pur-
chasers, the truth is that consumers
satisfy multiple roles, all of which are
interrelated, according to Chicago-
based Information Resources Inc.’s
June 2007 Times & Trends report, A
Snapshot of Trends Shaping the CPG
Industry.

B usy consumers have beverage

“To influence consumer behavior,
marketers who focus on the total con-
sumer will have an edge,” IRI states.
Multiple end-users in a household
sway buying decisions, but the pri-
mary shopper calls the shots. Since
shoppers are more price-sensitive
when purchasing for others vs. them-
selves, optimal price, promotion and
premium product opportunity will
vary according, IRI says. Advertising
and marketing outside the store have
critical importance in influencing end-
users to request or directly purchase

% Category Dollar Sales By Trip Mission for Grocery Channel
(Select beverage categories)

Sports drinks

8%

0 10% 20% 30%  40% 50%  60%

Bottled water
48%

0 10% 20% 30% 40% 50%

Carbonated beverages

45%

23%

0 10% 20% 30% 40% 50%

Beer
29%
9%
32%
34%
0 ’ 1(;% ’ 26% ’ 3(5%

Source: IRI Shopper Insights

Wine
25%
4%
38%
32%
0 ’ 1 d% ’ 2(;% ’ 3(;% ’ 46%
Spirits
25%
3%
34%
38%
0 ' 1 (5% ' 20.% ' 30.% ' 4(5%
Total CPG
93%
16%
0 1 6% 26% 36% 4(;% Sd% 66%

[ Pantry-stocking
B Fill-in

B special purpose
7] Quick trip

+ Boverage

www.bevindustry.com

specific brands. But in-store variables
will play a large role in final brand
selection, particularly when the pri-
mary shopper is making the purchase
for someone else.

In addition, purchase needs and
time considerations dictate the type of
shopping trip consumers take, which
will heavily influence channel and
store selection. The purpose of target-
ed consumer shopping trips, such as
pantry stocking, fill-in, special purpose
and quick trips, greatly influence the
consumers store of choice. For exam-
ple, a sale price on a needed item may
not sway consumers to choose one
store over another for a pantry-stock-
ing trip, but it is a major consideration
for quick trips, IRI says. It makes sense
then that feature ads should contain a
high mix of quick trip items on the
front page, as should external store
signage.

By contrast, everyday low pricing is
a chief draw for consumers when
making pantry-stocking trips as they
are confident that they will receive a
good value on the total basket, IRI
says. In addition, a certain, harder-to-
find product may prompt a store visit
for a quick trip, but it will not likely
turn into a pantry-stocking trip.

Retailers and manufacturers stand
to reap major benefits by understand-
ing the specific products that are most
frequently purchased on various trip
types and featuring these products in
trip-targeted advertising and promo-
tions, IRI states.

Throughout the beverage category,
consumer shopping patterns fluctuate
dramatically for beer, wine and spirits
vs. beverages without alcohol. Key
non-alcohol beverages stay a staple of
pantry-stocking trips, and can be suc-

continued on page 6
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a trademark of Big Red, Ltd.

© 2007 Big Red, Ltd. "BIG REDJAK" is

ENERGY DRINK

THE NEW STANDARD IN ENERGY
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continued from page 4

cessfully cross-merchandised with
other essential products to streamline
shopping for consumers. Non-alcohol
beverages also can be a strong basket-
builder when matched with less-fre-
quently purchased complementary
products, such as select snacks, IRI
explains.

Beer, wine and spirits track in an
unusual shopping pattern for grocery
stores. These categories offer unique
opportunities to seize more consumer
dollars across less developed trip types,
including traffic-building, special pur-
pose and quick trips, IRI says.

After years of broadening assort-
ment to meet a wider range of con-
sumer needs, most major channels have
a large stake in at least three of the four
trip missions, but future growth may
come from specialization, IRI says. B/

New product numbers game

he industry has launched 1,048

new beverages for the year-to-date
June 30, according to Mintel Global
New Products Database. This is down
3.2 percent for the same time period
for 2006, which is atypical for the
industry. For the past three years, bev-
erages have seen an increase in hew
product launches on a monthly basis
from the year prior.

According to Mintel, in 2004 new
beverage launches peaked with 2,791
new releases, the most since it began
gathering data in 2001. The number
decreased 9.5 percent to 2,527 bever-
ages in 2005, and then grew a slight
1.2 percent to 2,558 in 2006.

Whether or not the industry will see
a slowing in new product launches for
the whole year is yet to be seen. What

is certain is that the non-alcohol bever-
age categories showing an increase in
new product launches so far this year
also are the categories seeing sales
increases. Energy drinks, juice, sports
drinks, ready-to-drink tea, hot tea and
bottled water are the categories seeing
an increase in new product launches
and have seen sales in their cate-
gories grow. Energy drinks sales
swelled 35.8 percent; refrigerated
juices increased 4.3 percent; sports
drinks grew 6.9 percent; RTD tea grew
29.5 percent; and bottled water rose
17 percent, according to IRI, Chicago,
for the year ending May 20.

The one exception to this trend is
RTD coffee, which has seen its new
product launches drop slightly but its
category sales increase 19.9 percent.

& Make A Difference Too!.

¢ Help make a difference “one bottle ata time”
Proceeds benefit Alex’s Lemonade Stand -

¢ Now 3 great tasting flavors are available!
e Made with real lemon juice & natural flavors
o Vitamin C enriched e Hot filled products

Foundation for Childhood Cancer

¢ High profit margins T'-s'g_
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Contact Dwayne Schwarz, g S

Vice Presidentof USA Beverage Inc., &
at (215) 230-8610 ext. 301 or email: ¢ €.

dschwarz@daretogodutch.com for more

information about distribution opportunities.
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A Portion of the Proceeds Benefit ¥a

Alex's Lemonade Stand & | -

FOUNDATION FOR CHILDHOOD CANCER [

www.alexslemonade.org
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Resurrect Your Portfolio with /3 Products

e} g 5

: - (r;esurrect

e g

d o Daily Detox & Recovery

© | wn

| \ e(:'

S “Jaen}s ul:,'f ! ece [ ® Profit from a new category

v =

S 2 ® Secure incremental retail space
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Q 3 © The healthy alternative to energy drinks,

O P soda, & sugar-filled sports drinks.

(_U N

U o

o 3 22 Vitamins, Herbs, Electrolytes & Antioxidants

Add a Healthy Section
cgripution inquiries please contact sales@H,B to Your Cooler Today!
? oY A erages co
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o Call ys tol] fre
- €at (877) 364-6012
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';. W pomegranate green tea
g |
LF ultra premium sparkling tea @/%
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W wild berry green tea

ﬂdO (%4 Wdo %8 'ﬂd(_] %8 sweetened with organic blue agave
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sexy, smart, sophisticated.

@ Healthy

Innovationsixc.

Healthy Innovations, Inc. - www.HiBeverages.com



Top 10 categories for new
product launches

Top 10 flavors for
new products

Top 10 companies launching
new beverages

NUMBER OF

NUMBER OF NUMBER OF

PRODUCT CATEGORY NEw PRODUCTS | | FLAVORS NEWPRODUCTS | | copmpany NEW PRODUCTS
TEA 123 | | ORANGE 72 || TARGET 49
JUICE 113 LEMON o6 KRAFT FOODS 23
BEVERAGE MIXES 9% POMEGRANATE 55 ANHEUSER-BUSCH 17
COFFEE 95 APPLE 45 COCA-COLA 17
WATER 90 BERRY 41 TRADER JOE'S 14
ENERGY DRINKS 75 LIME 38 TROPICANA 13
CARBONATED SOFT DRINKS 71 RASPBERRY 36 THE GOOD EARTH CORP. 12
RTD TEA 58 VANILLA 35 HOLLAND HOUSE COFFEE 12
FRUIT/FLAVORED STILL DRINKS 53 MANGO 35 LUCERNE FOODS 11
BEVERAGE CONCENTRATES 39 CHOCOLATE 35 UNILEVER 11

Top 10 new Top packaging materials for Top channels for new
product claims new products product distribution

NUMBER OF NUMBER OF

PRODUCT CLAIMS NEW PRODUCTS NUMBER OF CHANNEL NEW PRODUCTS
KOSHER 210 PACKAGING NEW PRODUCTS SUPERMARKET 359
ORGANIC 182 MASS MERCHANDISE 119
ALL NATURAL 167 AL eIl GOURMET STORE 109
VITAMIN/MINERAL FORTIFIED 164 GLASS 156 HEALTH FOOD STORE 100
NO ADDITIVES/PRESERVATIVES 136 OTHER 138 SPECIALIST RETAILER 91
LOW/NO/REDUCED CALORIE 127 METAL 85 CLUB STORES 33
LOW/NO/REDUCED SUGAR 126 SERED 5 INTERNET/MAIL ORDER 23
PREMIUM 9% DRUG STORE 21
SEASONAL 44 PAPER 14 DEPARTMENT STORE 16
LOW/NO/REDUCED SODIUM 39 CONVENIENCE STORE 8

Source: Mintel Global New Product Database, U.S. launches, year-to-date June 2007
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NO oné hés moré Whité Tegél.

What White Tea Tastes Like!

/@ lNKO’ @

www.healthywhitetea.com (866) 747-| NKO




Cool Mountain
Fountain
Classics

Made with pure cane sugar
since 1997

Our 10th anniversary making the
finest hand crafted gourmet sodas
on the market.

Cool Mountain Beverages
introduces, a new label, a new
look, cool new flavors, more
package sizes, with increased
points of availability.

Distributors wanted /

Franchisees availahle Nationwide:

Call: 847-759-9330

www.coolmountain.com
coolmountn@aol.com
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Syzmo Energy

The Organic Beverage Co.
512/637-8800
Syzmo.com

The Organic
Beverage Co. cre-
ated Syzmo
Energy, a USDA
Organic and certi-
fied low-glycemic
energy drink.
Given a glycemic
index rating of 30 by the Glycemic Institute
of Toronto, Syzmo is sweetened with organ-
ic blue agave syrup, and contains organic
coffee fruit concentrate, guarana extract,
green tea extract and yerba mate extract.
Syzmo also is fortified with antioxidants and
vitamins C, B2, B6, B8 and B12, and con-
tains no preservatives or artificial colors.
The energy drink is lightly carbonated and
offers 80 mg. of caffeine. The 12-ounce
drink — available in Original, Prickly Pear
and Passion — is packaged with a bilingual
nutritional panel.

Resurrect, VidaTea

Healthy Innovations Inc.
877/364-6015
hibeverages.com

Healthy Innovations ~ # & &

is focused on devel-

oping a portfolio of

lifestyle brands

positioned as "The

Healthy Alternatives" to soda, energy drinks
and sugar-filled sports drinks. H.l.’s flagship
offering Resurrect, initially created as a natu-
ral hangover remedy, has now found its way
into the mainstream. Formulated with 22 vita-
mins, electrolytes and antioxidants, Resurrect
helps to protect the body against free radi-
cals, boost the immune system and aid in the
workout recovery process, the company
says. Healthy Innovations also introduced
VidaTea, a line of all-natural premium
sparkling green teas that are enhanced with
antioxidants and sweetened with organic blue
agave. VidaTea is available in 12-ounce cans
in three flavors: Pomegranate, Wild Berry,
and Desert Pear.

White tea lineup

Inko’s LLC
866/747-4656
healthywhitetea.com

Inko’s White Tea is
dedicated to white-
tea-only drinks. Inko’s
offers a wide variety
of 100 percent, all-
natural white teas. Its
lineup includes seven
colorfully packaged,
award-winning flavors
with only 56 calories
per bottle; two
unsweetened flavors
and one caffeine-
fueled, “jitter-free” tea
energy drink. Inko’s
sweetened teas contain only 14 grams of
all-natural fructose per bottle. And, at 80
calories per serving, Inko’s All Natural
White Tea Energy Drink is 30 percent less
calories than leading brands. Inko’s is:
What White Tea Tastes Like.

§LNRD's 3
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Alex’s
Lemonade

USA Beverage Inc.
215/230-8610
alexslemonade.org

USA Beverage released
Alex’s Lemonade, ready-to-
drink lemonades that are . o
available in Lemonade, Pink L
Lemonade and now Half & | L&m ma
Half Lemonade. The prod- -
ucts are named after Alex
Scott, who bravely battled pediatric cancer for
seven and a half years. At the age of four,
Alex opened her first lemonade stand in July
of 2000 with the idea of donating the pro-
ceeds to her hospital. Following her inspira-
tional example, thousands of lemonade
stands have been held across the country. To
date more than $6 million has been raised to
fight childhood cancer. Following in her tradi-
tion, bottled Alex’s Lemonades are vitamin C
enriched, and contain real lemon juice and
other natural flavors. Alex’s Lemonades are
available in 20-ounce bottles and are pack-
aged 24 per carton. A portion of the proceeds
from the sale of Alex’s Lemonade is donated
to the foundation.

www.bevindustry.com
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We have developed the skills and technology to meet all of your Pomegranate manufacturing needs.
Direct relationships with our growers provides consistent and superior quality Pomegranate products.
Our manufacturing facilities operate under rigorous quality control standards.

POMEGRANATE FOR YOUR EVERY NEED:

e Manufacturers Superfoods Sports & Dietary Powder  Capsulations
. Chewables Blends Tablets
* Marketing , S ,
. Cosmetic Creams Drink Mixes Animal Supplements
Componlcs Shampoos and Masks Premixes Animal Care
¢ Distributors Nutritional Supplements  Fiz Powder Mixes

Pomegranate Liquid Concentrates
Pomegranate Juice Concentrate 65 Brix Fruit Juice Powder
Pomegranate Swirl for Glazing, Flavoring 90% €llagic Acid

& Marbleizing 80% €llagic Acid
Pomegranate Flavoring Compound 60% €llagic Acid (Non-Denatured)
Pomegranate Lliquid Flavoring €xtract Whole Fruit Powder

Pomegranate Skin
Pomegranate Leaves
Pomegranate Flower

Pomegranate Powdered €xtract
Young Pomegranate (Whole Ffruit)
20% €llagic Acid (Whole Fruit)
40% Polyphenol Brown
40% €llagic Acid
35% Punicalagin a + B

ronate Solutions
T€EL: 800-266-7388 wwuw.Pomjc.com wwuw.€verythingPomegranate.com

Pomegranate Seed Oil
Pomegranate Seed Oil
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Cocktail mixers

Rose’s Cocktail Infusions and Rose’s Mojito
Cocktail Mix provide an easy way to make
mixed drinks — just add vodka or rum! These
stylish mixers are available in trendy flavors:
» Mango Mojito, Traditional (Lime) Mojito
and Passion Fruit Mojito
* Blue Raspberry Martini Mix, Pomegranate
Twist Martini Mix and Sour Apple Martini Mix
Rose’s is a leading brand of Plano, Texas-
based Cadbury Schweppes Americas
Beverages. Visit the Web site, csabmixers.com
for more recipes and information.

'y

EQ Thirst Equalizer

EQ Thirst Equalizer is a modern sports

drink that fits with today’s active lifestyle.
EQ Thirst Equalizer is all natural, contains
only four ingredients, and is based on the

natural isotonic princi-
ples of coconut water.
EQ Thirst Equalizer
combines the func-
tionality of coconut
water in a convenient
and portable package
without highly
processed and artifi-
cial ingredients. EQ is
available in 16-ounce
plastic bottles in a
variety of light and
refreshing flavors.

-
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VitaZest

VitaZest Vitamin & Fruit Enriched Water is a
health drink in Pomegranate, Blueberry,
Kiwi Strawberry, Passion Fruit, Pineapple
Mango and new Green Tea flavors. VitaZest
contains significant levels of the recom-
mended daily allowance of 10 vitamins and
minerals. The drinks contain no carbs, calo-
ries, sugar, sodium or preservatives.
VitaZest also entered into a cause marketing
partnership with The Diabetes Research
Institute Foundation to fund research at the
Diabetes Research Institute at the
University of Miami. The DRI logo is on the
VitaZest label and a portion of the proceeds
is donated to DRI.
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The future of the
sports drink has arrived

where nature meets science...

All Natural
Rehydrating Fuel

Stay on top of the market trend.
Contact us to learn about our new
product line and sales opportunities.

Hurricane Juice Co., LLC
941-556-1169
sales@hurricanejuice.com

www.thirstequalizer.com
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to your bulk water section

Mixed Berry Grapefruit Tangerine Pifia Colada Mango Mamey

e High Margins *
e Zero Calories *
Naturally Flavored

e Unique Tropical Flavors e

Call 1-877-TAMPICO or visit www.tampico.com %M Pl @@
©2007 Tampico Beverages, Inc. /
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Ski Citrus Soda

Double-Cola Co. USA
877/325-2652
myskisoda.com

Ski is a naturally fla-
vored citrus soda.
Made from only premi-
um ingredients, Ski
has remained true to
its original formulation
since 1956. Ski con-
tains real lemon and
orange juice concen-
trates, providing a
unique citrus taste
with full flavor. The Ski
product line includes Regular, Diet Ski,
Cherry Ski and Caffeine-Free Ski. Ski is
regionally distributed in the Midwest and
Southeastern United States. However, the
company is looking for new distribution
opportunities to introduce Ski in new
markets.

Big RedJak

Big Red Ltd.
254/772-7791
bigredjak.com

The maker of Big
Red soda has
introduced Big
RedJak energy
drink. The energy
drink is available in
premium and low-
carb varieties in
16-ounce cans.
The premium version contains natural
sugar, inline with changing consumer
preferences, the company says. Big
RedJak was designed to appeal to a more
mature consumer to bring potential new
users to the energy category. The product
has subtle ties back to Big Red in the
name and red color. Big RedJak is distrib-
uted widely through a dedicated network.

Dad’s Root Beer

The Dad’s Root Beer Co. LLC
812/634-7622
dadsrootbeer.com

am—
R

Dad’s Old #

Fashioned Root DA
W

Beer, tagged
“America’s Ak

Premium Root RoOOT BEER

Beer,” is a unique
root beer with a

loyal following. Dad’s remains the flagship
product of The Dad’s Root Beer Co., and
also is available in a diet version. The Dad’s
flavored product line also includes: Dad’s
Orange Cream, Dad’s Creamy Red, Dad’s
Blue Cream and Dad’s Cream Soda. The
products are available in 20-ounce bottles,
1-liter “Big Daddy” bottles, 2-liter bottles,
12-ounce cans, and 12-ounce glass bottles.
The company also offers Dr. Wells, Bubble
UP and SunCrest brands.
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Available in Regular and Diet.

WWW.HAVANACOLA.COM

©2007 Havana Cola - Havana Beverages Inc. All Rights Reserved



The World's

Most Potent

Energy & Fat
Burning Drink!
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