Beverages: The role of
functional benefits

Thriving beverage categories during the pandemic.


http://mintel.com/ssw21
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US adults recognize the pandemic's power of transformation

US: impact of COVID-19 on food/drink choices, "The COVID-19 pandemic has changed...," 2020

where | eat 49
how | acquire food/drink 36
how | eat 36
what | eat 29
when | eat 26
what | look for in food/drink 20

none of the above 19

% of consumers

MIiNTEL
Base: US: 1,000 internet users aged 18+

Source: Lightspeed/Mintel, November 2020


https://reports.mintel.com/display/1067171/

50%

of US adultsplan to make health
their top priority in 2021; the
priority on health rises to 69%
of adults aged 65+

Base: US: 2,000 internet users aged 18+

Source: Lightspeed/Mintel, December 2020

The global health crisis

makes health a top
priority
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https://data.mintel.com/databook/1040969/question/Q2Net/group/1?country=3&d=age#Q2Net

With burnout looming, mental health solutions will be needed

US: impact of COVID-19 on health management, "I
am more aware of my mental health needs," by
gender and age, 2020

Male, aged 18-34 36
Female, aged 18-34 44
Male, aged 35-54 30
Female, aged 35-54 28
Male, aged 55+ 20
Female, aged 55+ 19 ——— CAFFEINE-FREE ——
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Base: US: 2,000 internet users aged 18+

Source: Lightspeed/Mintel, November 2020


https://data.mintel.com/databook/1040597/question/Q12?country=3&d=gender_and_age#Q12

Taste continues to be king, but health plays a major role

US: Food and drink choice factors hat have become more important or less important due to COVID-19
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Base: 1,000 internet users aged 18+

Source: Lightspeed/Mintel
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https://data.mintel.com/databook/1044805/?presentation=graphs#Q15a

Global companies also have embraced functional drinks
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PepsiCo goes even further with Danone boosts Evian's competitive Coca-Cola adds hyaluronic acid to
mental wellness threat RTD tea

MINTEL



Healthy attributes have been a major draw for consumers

Why have you tried new food/drink brands, during COVID-19? Please select all that apply.
50

40% -
m Generation: Generation Z
= Generation: Millennials
20% - ® Generation: Generation X

H Generation: Baby Boomers
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Healthier choice Appealing flavor Lower price

MIiNTEL
Base: 897 internet users aged 18+ who have tried or switched to different food/drink brands during COVID-19

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1044805/question/Q17?presentation=graphs&d=generation

Specific, discrete health benefits more important today

US: Health attributes that have become more important or less important due to COVID-19

20 20
17 17 = More important
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High protein  Low sugar  All-natural Immune  Low calories Low carb Organic Gut health Mood Plant-based Nutrient
boosting boosting dense
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Base: 1,000 internet users aged 18+

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1044805/?presentation=graphs#Q18a

Beverages deliver on those benefits
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High protein Sugar reduction All natural
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Consumers respond to a range of functional benefits in drinks

Which of the following benefit claims in drink products have you had in the past three months? Please select

all that apply.
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Any functional Hydration Energy boosting Calming/relaxing Immune boosting Digestive aid  Improved mood Sleep aid  Anti-inflammatory  Cognitive
benefit (NET) function

MIiNTEL
Base: 2,000 internet users aged 18+

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1045573/?presentation=graphs#Q12a

Benefits delivered via well-known and new ingredients
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Hydration from electrolytes Immunity via postbiotics Energy via citicoline and caffeine

MINTEL
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Consumers look to ingredients they understand

Which of the following ingredients were used in any drink products you had in the past three months? Please
select all that apply.
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Base: 2,000 internet users aged 18+
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https://data.mintel.com/databook/1045573/?presentation=graphs#Q13

Immunity, calming,
antioxidant and nootropic
functions require
transparency

Aquarius Lemon Flavoured Water with Zinc
supports immunity (Croatia)

MIiNTEL


https://www.gnpd.com/sinatra/recordpage/9011290

Some functional drinks are confusing and cause mistrust

moment

Lacking information Puzzled about meditation botanical Confused about benefits
water

MINTEL

Source: Mintel Purchase Intelligence



Some brands make a point to describe the functional process

The amazing functions —
of the microbiome. ( ‘,‘/ o
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Olipop has an accessible ‘Learn’ page Explaining the ingredient functions Explaining the probiotic process

on its site
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Korean skincare brand adopts an educational marketing strategy

'WHERE IT COMES FROM WHAT IT DOES ‘1
GLYCERIN VEGETABLE MOISTURE RETENTION
SODIUM BICARBONATE SODIUM CARBONATE GENTLE ABRASIVE
AQUA PURIFIED WATER MOISTENER
CALCIUM CARBONATE CHALK GENTLE ABRASIVE
SODIUM LAUROYL SARCOSINATE PALM OIL DISPERSANT
CELLULOSE GUM PLANT FIBRE THICKENER
MENTHA PIPERITA PEPPERMINT FRESHTASTE
MENTHAVIRIDIS SPEARMINT FRESHTASTE
LIMONENE PEPPERMINT FRESHTASTE

el

PEACH &L
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Functional drinks have a growing place in the home

Compared to a year ago, which of the following
statements about drinks with added functional
benefits apply to you? Please select all that apply.
Compared to one year ago, | am...

drinking these products at home more

often 44

|

trying new products more often 28

drinking these products on-the-go more
often

N
w

stocking up on these products more

often 20

|

0% 20% 40%

MIiNTEL
Base: 1,463 internet users 18+ who consume products with at least one of listed functional claims in the past three months

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1045573/?presentation=graphs#Q14

Younger consumers most likely to have tried functional drinks

How would you describe your experience with, or interest in, the following types of drink products? - NET
80%
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m Generation: Generation Z
20% m Generation: Millennials

m Generation: Generation X
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MIiNTEL
Base: 2,000 internet users aged 18+

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1045573/question/Q15Net1?presentation=graphs&d=generation

Companies large and small offer products

ZERO SUGAR
PROBIOTICS
LIVE & RAW

AxHIFLOZ@AFLOD
4x330mL(1.32L) . pack

Kombucha Water kefir Enhanced water

MIiNTEL
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However, gaining trial is not about the ingredients

Which of the following would encourage you to try a new functional drink? Please select all that apply.
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Coupon for free Recommendation Lower prices Recognizable Positive product Organic Locally made Sustainable Recommendations
samples from friends/family brand reviews ingredients product ingredients on social media
MIiNTEL

Base: 2,000 internet users aged 18+

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1045573/?presentation=graphs#Q16

Brand trust essential when it comes to CBD

Which of the following statements do you agree
with? Please select all that apply.

| would trust a food/drink item
containing CBD from a brand that
specializes in CBD products

| would rather try a packaged food/drink
item with CBD from a major brand | trust
than from a brand | do not know

0% 20% 40% 60%

. , , , . MINTEL
Base: 1,198 internet users 18+ who are interested in at least one food or drink type with CBD

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1045031/?presentation=graphs#Q17

Consumers interested in coffee and tea with functional benefits

Which of the following statements about tea apply to US: Benefits sought from coffee
you? Please select all that apply. 2300 30% 30%
b -
40% - 38
35
30% -
20% -
20% -
10% -
10% -
0% -
| am interested in Tea is a regular part of my | drink different types of 0% -
discovering new teas wellness routine tea for different benefits Coffee that provides a big energy boost ~ Coffee with functional ingredients

MIiNTEL
Base: 1,718 internet users aged 18+ who drink tea

Source: Lightspeed/Mintel


https://data.mintel.com/databook/1044533/?presentation=graphs#Q8

Coffee and tea offer a wide range of benefits
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Tea for immunity Coffee and herbal tea blend White tea with collagen
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Three ways beverages can win trust in functional claims

Address concerns about Combine with organic and Influencers can be trusted,
artificial content natural ingredients educational voices
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