
Innova t ive  Func t iona l Be ve ra ge s
Ha rne s s ing Cit rus  for Enha nc e d  He a lt h  Be ne fit s  a nd  Re d uc e d  Suga r Cont e n t

Ca m  Pa rris
Se p t e m b e r 27, 20 24



Ob je c t ive

Pre s e nt  op p ort unit ie s  t o  le ve ra ge  func t iona l c la im s  for 
d riving re ve nue  growt h in  b e t t e r- for- you b e ve ra ge  
p rod uc t s , whic h  a re  a p p lic a b le  t o  a ll s e gm e nt s  wit h in  
t he  c a t e gory, e s p e c ia lly c it rus - b a s e d  p rod uc t s
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0 2 Prop os a ls  for lift ing a  b e ve ra ge  c a t e gory wit h  
func t iona l c la im s

0 3 Clos e
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My Role  – Ma rke t  Re s e a rc h- Ce nt ric

Ma rke t  Re s e a rc h/ Conc e p t  
De ve lop m e nt1
“He y I ha ve  t h is  b rillia n t  
id e a  b a s e d  on e xt e ns ive  
c ons um e r re s e a rc h”

Sc ie nc e , Tra ns la t ion , 
Ad voc a c y + Re gula t ory

“I will a d vis e  if your b rillia n t  
id e a  ha s  le gs .  

2 Te c hnic a l/ Pro t o t yp e  
De ve lop m e nt

“I will a d vis e  if your b rillia n t  
id e a  ha s  fe e t .  

3

Id eate  within a framework of leve raging p remix to p rovid e  func t ional c laims  in food  and  b eve rage  p rod uc ts  



Ma rke t  Tre nd s  in  Be ve ra ge s
Do func t ional c laims  d rive  growth?
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SOFT DRINKS

WATER

ENERGY BEVERAGES

FRUIT DRINK

FRUIT JUICE SPORT DRINKS

LIQUID TEA
SPARKLING WATER

VALUE ADD WATER
RTD COFFEE

KOMBUCHA
SELTZER WATER

COCONUT WATER

VEGETABLE JUICE

SMOOTHIES

SPARKLING JUICE
LEMON/LIME JUICE

TONIC WATER

APPLE CIDER
DAIRY BASED DRINKS

OTHER PROBIOTIC DRINK

ALOE DRINK
CLUB SODA

RTD CHAI TEA

$(10 ,0 0 0 ,0 0 0 ,0 0 0 )

$(5 ,0 0 0 ,0 0 0 ,0 0 0 )

$0

$5 ,0 0 0 ,0 0 0 ,0 0 0

$10 ,0 0 0 ,0 0 0 ,0 0 0

$15,0 0 0 ,0 0 0 ,0 0 0

$20 ,0 0 0 ,0 0 0 ,0 0 0

$25,0 0 0 ,0 0 0 ,0 0 0

$30 ,0 0 0 ,0 0 0 ,0 0 0

$35,0 0 0 ,0 0 0 ,0 0 0

$4 0 ,0 0 0 ,0 0 0 ,0 0 0

(15 .0 ) (10 .0 ) (5 .0 ) 0 .0 5 .0 10 .0 15 .0

Re
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Be low rep re sents  the  ove rall b eve rage  “sup e r c ategory.”  ~$9 0  b ln b ric k & mortar re tail not  inc l c onvenienc e .
Be ve ra ge  Sa le s  Ca p t ure d  Ove r t he  Pa s t  52 We e ks

SOURCE: Nie lsen NIQ Discove r.  Las t  52 W/E Augus t  10 , 20 24 .  Search te rms : Sup e r Category “Beve rages .” Note :  d oes  not  inc lud e  convenience  s tore s  or E- commerce

Ca t e gory Growt h is  +3%

Re tail Sale s  Growth - % 
vs  las t  52 wks end ing 8 /10 /24

= Ma rke t  Size

Ab ove  Ave rage  Cat . Growth



BEVERAGES

ALOE DRINK

APPLE CIDER

BEVERAGES COMBINATION PACKS
CLUB SODA

COCONUT WATER

DAIRY BASED DRINKS

ENERGY BEVERAGES

FRUIT DRINK

FRUIT JUICE

FRUIT/VEG BLEND

KOMBUCHA

LEMON/LIME JUICE

LIQUID TEA
OTHER PROBIOTIC DRINK

RTD CHAI TEA

RTD COFFEE

SELTZER WATER

SMOOTHIES

SOFT DRINKS

SPARKLING JUICE

SPARKLING WATER SPORT DRINKS

TONIC WATER

VALUE ADD WATER

VEGETABLE JUICE

WATER

- 15 .0 %

- 10 .0 %

- 5 .0 %

0 .0 %

5 .0 %

10 .0 %

15.0 %

- 5 .0 % 0 .0 % 5 .0 % 10 .0 % 15.0 % 20 .0 %
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Wate rs , RTD c offee , and  ene rgy b eve rages  d rive  ab ove  ave rage  c ategory growth.  
CAGR for t he  la s t  4  ye a rs  on  b ot h  d olla rs  & volum e  (EQ)

SOURCE: Nie lsen NIQ Discove r.  Calend ar years  20 20  to 20 23.  Search te rm: Sup e r Category “Beve rages .

4  YR CAGR % – Re tail Sale s
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 C
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Ab ove  Ave rage  Cat . Growth

Growing Ab ove  Cat . Ave rage  in Sale s .  
Be low Cat . Ave rage  in Volume .  

In Troub le

Be ve ra ge s  Ca t e gory

At  or Be low Average
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Do any of the se  c ategorie s  p rovid e  a sought - afte r c onsumer b ene fit?
Wha t ’s  Driving Ab ove  Ca t e gory Growt h?

Wate rs

Hyd rat ion

RTD
Coffee

Ene rgy

Ene rgy 
Drinks

Ene rgy

ha lo  b e ne fit s



6 1%

6 1%

57%

56 %

56 %

55%

6 4%

50 %

48%

54%
20 23 20 21

Top  5  c onsumer health c onc e rns  in the  US ac c ord ing to an inte rnal glob al health and  c onc e rns  s tud y
To a n  Ext e nt …Ye s , Es p e c ia lly Whe n Ad d re s s ing Ene rgy Conc e rns

Ene rgy le ve ls  /  t ire d ne ss

We ight

Me ntal & e mot ional he alth

Bone s  and  joint s  /  Mob ility

Eye  he alth

All re sp ond ents  20 23 - USA = 150 0
All re sp ond ents  20 21 - USA = 750

# 1

SOURCE: d sm- firmenich Health Conce rns  Stud y 20 23



Top  5  Func t iona l Cla im s  in  Be ve ra ge s
Based  on new p rod uc t  launc hes  ove r the  p as t  3 years

SOURCE: Minte l GNPD.  Search c rite ria:  whe re  Marke t  matches  USA, and  Category matches  one  or more  of Carb onated  Soft  Drinks ; Hot  Beve rages ; 
Juice  Drinks ; Sp ort s  & Ene rgy Drinks ; Wate r; RTDs ; Nut rit ional Drinks  & Othe r Beve rages  and  Date  Pub lished  is  b e tween Sep  20 21 and  current  d ate  
(Sep  20 24).  Date  accessed : Sep temb er 9 , 20 24 . 

Ene rgy Func t ional 
Othe r 

(i.e . hyd rate , 
p re - workout)

Ant ioxid ant Brain/Ne rvous  
Sys te m

Immune
Sys te m

Dige s t ive

11% 11% 6 % 5% 5% 3%

out  of 6 ,0 0 0 + ne w p rod uc t  la unc he s

Driving ab ove  ave rage  
c ate gory growth
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Nutrit ional, ene rgy, sp orts , t e a, and  flavored  wate r are  top  end - ap p lic at ions .  Based  on las t  3 years . 
Top  5  Func t iona l Cla im s  in  Be v Ba s e d  On Ne w Prod uc t  La unc he s

SOURCE: Minte l GNPD.  Search c rite ria:  whe re  Marke t  matches  USA, and  Category matches  one  or more  of Carb onated  Soft  Drinks ; Hot  Beve rages ; Juice  Drinks ; Sp ort s  & Ene rgy Drinks ; 
Wate r; RTDs ; Nut rit ional Drinks  & Othe r Beve rages  and  Date  Pub lished  is  b e tween Sep  20 21 and  current  d ate  (Sep  20 24).  Date  accessed : Sep temb er 9 , 20 24 . 
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Func t ional 
Othe r 

(i.e . hyd rate , 
p re - workout)

Ant ioxid ant Brain/Nervous  
Sys tem

Immune  
Sys tem

Diges t iveEne rgy
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Ge ne ra l Ta ke a wa ys  From  All This …

• Prove n  va lid it y t o  s om e  he a lt h  b e ne fit  c la im s  s up p ort ing re ve nue  growt h

• Wit hin  b e ve ra ge s , e ne rgy c la im s  a re  a t t ra c t ing b e ne fit s  c onve ye d  t o  t he  
c ons um e r in  d iffe re n t  wa ys

• Ove ra ll, on- p a c k func t iona l c la im s  a re  not  oft e n  us e d  or op t im ize d .  Ot he r 
c a t e gorie s  (i.e . nu t rit iona l a nd  e ne rgy) le ve ra ge  func t iona l c la im s  m ore  t ha n  
t ra d it iona l c a t e gorie s  (i.e . ju ic e  a nd  ju ic e  d rinks )

Prop os a l:  c re a t e  m ore  op p ort unit ie s  t o  p rovid e  va lid a t e d  
on- p a c k he a lt h  c la im s  t ha t  c ons um e rs  va lue
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Blur c ategory line s  and  b orrow from 
anothe r segment ’s  inhe rent  halo –

at  t imes  aid ed  b y fort ific at ion.

Ad d  a health b ene fit  b ased  on evolving 
consumer health conce rns , 

aid ed  b y fort ific at ion.

Juic e

Ant ioxid ants / Immune  Sup p ort

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s He alth Conc e rn

OR

Prop os a ls  for Lift ing a  Be ve ra ge  Ca t e gory wit h  Func t iona l Cla im s

1 2



Exa m p le  Ingre d ie nt s  for Ta rge t ing Func t iona l Cla im s *
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Cognit ive
Pe rformance

Sup er-
food s

Pe rformance  & 
Glare  Rec ove ry Energy St re ss  

& Mood Immunity Ant ioxid ants Hyd rat ion Diges t ive
Health

Heart
Health

DHA

L- t he a nine  

Ca ffe ine

B- Vit a m ins

Gins e ng

Fla xs e e d

Sp iru lina

Ka le

Pom e gra na t e  

Re is h i

Ac a i

Sp ina c h

CoQ10

Om e ga - 3 

B- vit a m ins

BCAA/ a m ino 
a c id s / Ta urine

- - - - - - - - - - - - -

Eye s / Gla re

Lut e in / ze a xa nt h
in  (Ma rigold s )

Be t a - c a ro t e ne

Ca ffe ine

Gre e n  Te a  
Ext ra c t

Gua ra na

B- Vit a m ins  

Gre e n  
Coffe e  
Be a n

CoQ10

Cha m om ile

L- t he a nine

Rhod io la

As hwa ga nd ha

Be t a -
c a ro t e ne  
(Vit a m in  A)

Ac e ro la  
Che rry 
(Vit a m in  C)

Ec hina c e a  

Vit a m in  E
(Sunflowe r)

Eld e rb e rry

Vit a m in  C

Vit a m in  E

Vit a m in  A

Be t a -
c a ro t e ne

Eld e rb e rry

Ac a i 

Gre e n  Te a  
Ext ra c t

Sod ium

Pot a s s ium

Ma gne s ium

Ca lc ium

Ginge r Root

Inulin

DHA+EPA

CoQ10

Lyc op e ne

*c he c k with your loc al re gulatory to d e te rmine  what ’s  p oss ib le  to c laim .  Diffe rs  b y c ount ry and  ap p lic at ion 

With the  p rop e r d ue  d iligenc e , c ategory b lurring is  ve ry p oss ib le



Ca t e gory Blurring
Prop osal # 1

15
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Consumers  have  gene ral assoc iat ions  with c e rtain b eve rages .  
Ca t e gory Blurring Ba s e d  on He a lt h  Ha los .  An Exa m p le .

Wate rs

Hyd rat ion

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s

Juic e

Ant ioxid ants / Immune  Sup p ort

Coffee

Ene rgy

Ene rgy 
Drinks

Ene rgy

Milk

Strong Bone s
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What  if you c ould  ‘p lus - up ’ from your segment’s  inhe rent  halo?
Ca t e gory Blurring Ba s e d  on He a lt h  Ha los .  An Exa m p le .

Wate rs

Hyd rat ion

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s

Juic e

Ant ioxid ants / Immune  Sup p ort

Coffee

Ene rgy

Ene rgy 
Drinks

Ene rgy Milk

Strong Bone s

Le t ’s  look a t  c om b ining a  ha lo  from  
s p ort s  d rinks  (hyd ra t ion/ e le c t ro lyt e s ) 
in t o  ju ic e  a s  a n  e xa m p le
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Hyd rat ion c laims  in juic e  d rink sale s  p e rformanc e  c ap tured  in Nie lsen.  Note : juic e  c ategory is  c urrent ly flat .
Ca t e gory Blurring Ca n Provid e  Re ve nue  Lift .  An Exa m p le .

SOURCE: Nie lsen NIQ Discove r.  Las t  52 W/E Augus t  10 , 20 24 .  Search te rms : Sup e r Category “Beve rages .” Nut rit ional Health Claims matching “hyd rat ion,” “e lec t rolyte s .” Note :  d oes  not  
inc lud e  convenience  s tore s , Cos tco sale s , or E- commerce

Hyd ra t ion  c la im s  a c hie ve d  
+1,34 1% Re ve nue  Growt h  

vs  t he  la s t  52 wks
in  t he ju ic e  d rinks  c a t e gory

Ad d ing e le c t ro lyt e s  from  p re m ix or 
na t ura l s ourc e s  in  ju ic e  d rinks

t o  m a ke  a  hyd ra t ion  c la im

In some  c ase s , b rands  are  bund ling 
othe r add it ional be ne fit s  (i.e . e ne rgy)

Sp orts
Drinks Juic e

Elec t rolyte s
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This  is  a  b rand  op e rat ing in a  ve ry c lose  c ategory to juic e : mixed  fruit  p ouc hes
Anot he r Exa m p le

SOURCE: Nie lsen NIQ Discove r.  Las t  52 W/E Sep temb er 7, 20 24 .  Search te rms : “GoGo Sq ueez” ALL b rand , ALL category, ALL item.  Note :  d oes  not  inc lud e  convenience  s tore s , Cos tco 
sale s , or E- commerce

Sp orts
Drinks

Fruit  
Blend

Elec t rolyte s

INGREDIENTS: APPLES, BLUEBERRY PUREE, STRAWBERRY 
PUREE, ELECTROLYTE AND ANTIOXIDANT BLEND 
(ASCORBIC ACID [VITAMIN C], SODIUM CITRATE, BETA 
CAROTENE [VITAMIN A], MAGNESIUM OXIDE, dl-ALPHA 
TOCOPHERYL ACETATE [VITAMIN E]), LEMON PUREE, 
BLACKCURRANT PUREE, LEMON JUICE CONCENTRATE.

Ad d ing e le c t ro lyt e s  from  p re m ix 
in  a  fru it  b le nd  p ouc h t o  
m a ke  a  hyd ra t ion c la im

Aid e d  b y t he  ne w la unc h  of t he s e  
func t iona l m ixe d  fru it  p ouc he s , t h is  

e m e rging s ub - b ra nd  is  wort h  ~17 m ln
wit h  a  +12,0 0 0 % growt h  ove r 

t he  la t e s t  52 we e ks



Ad d  He a lt h  Be ne fit s  Ba s e d  
on  Evolving Conc e rns

Prop osal # 2

20



61%

61%

57%

56%

56%

55%

52%

52%

50%

49%

48%

42%

24%

Energy levels / tiredness

Weight

Mental & emotional health

Bones and joints /Mobility

Eye health

Protection against disease later in life

Heart health

Mental performance

Digestion/ Gut health

Immunity

Skin appearance

Diabetes/Blood Sugar Management*

Fertility

Ac c ord ing to an inte rnal glob al health and  c onc e rn s tud y*
Top  Cons um e r He a lt h  Conc e rns  in  US

All re sp ond ents  20 23 - USA = 150 0

Q. How m uc h d o you worry a b out  t he  fo llowing? (% worry/ worry a  lo t )

SOURCE: d sm- firmenich Health Conce rns  Stud y 20 23

Le t ’s  look a t  he a rt  
he a lt h  a s  a n  e xa m p le .



• Heart  d isease  is  the  le ad ing 
c ause  of d eath in the  US

• 52% of US ad ult s  worry a lot  
ab out  the ir heart  health – a 5% 
inc rease  from 20 21

• Among the  top  5  health b ene fit s  
sought  in food  and  b eve rage  
p rod uc ts

Claims  Sup p ort ing 
Ca rd iova s c ula r

He a lt h  & Sup p ort

Source : DSM Glob al Health Conce rns  Stud y 20 23. 
Source :  Cente r for Disease  Cont rol
Source : Inte rnat ional Food  Informat ion Counc il 20 23 Food  Health Rep ort

Poss ib le  growth d rive r in the  ve ry near future
Exa m p le : Ca rd iova s c ula r He a lt h



Exa m p le  Ingre d ie nt s  for Ta rge t ing He a lt h  Be ne fit s * 

23

Cognit ive
Pe rformance

Sup er-
food s

Pe rformance  & 
Glare  Rec ove ry Energy St re ss  

& Mood Immunity Ant ioxid ants Hyd rat ion Diges t ive
Health

Heart  
Health

DHA

L- t he a nine  

Ca ffe ine

B- Vit a m ins

Gins e ng

Fla xs e e d

Sp iru lina

Ka le

Pom e gra na t e  

Re is h i

Ac a i

Sp ina c h

CoQ10

Om e ga - 3 

B- vit a m ins

BCAA/ a m ino 
a c id s / Ta urine

- - - - - - - - - - - - -

Eye s / Gla re

Lut e in / ze a xa nt h
in  (Ma rigold s )

Be t a - c a ro t e ne

Ca ffe ine

Gre e n  Te a  
Ext ra c t

Gua ra na

B- Vit a m ins  

Gre e n  
Coffe e  
Be a n

CoQ10

Cha m om ile

L- t he a nine

Rhod io la

As hwa ga nd ha

Be t a -
c a ro t e ne  
(Vit a m in  A)

Ac e ro la  
Che rry 
(Vit a m in  C)

Ec hina c e a  

Vit a m in  E
(Sunflowe r)

Eld e rb e rry

Vit a m in  C

Vit a m in  E

Vit a m in  A

Be t a -
c a ro t e ne

Eld e rb e rry

Ac a i 

Gre e n  Te a  
Ext ra c t

Sod ium

Pot a s s ium

Ma gne s ium

Ca lc ium

Ginge r Root

Inulin

DHA+EPA

CoQ10

Lyc op e ne

*c he c k with your loc al re gulatory to d e te rmine  what ’s  p oss ib le  to c laim .  Diffe rs  b y c ount ry and  ap p lic at ion 

Sup p ort ing heart  health
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Prop e r d ue  d iligenc e  is  req uired .
Va lid a t ing a  Conc e p t  wit h  a  He a rt  He a lt h  Be ne fit  

Ma rke t  Re s e a rc h/ Conc e p t  
De ve lop m e nt1
“He y I ha ve  t h is  b rillia n t  
id e a  b a s e d  on e xt e ns ive  
c ons um e r re s e a rc h”

Sc ie nc e , Tra ns la t ion , 
Ad voc a c y + Re gula t ory

“I will a d vis e  if your b rillia n t  
id e a  ha s  le gs .  Ex. a re  t he  
p rop os e d  c la im s  b a c ke d  b y 
s c ie nc e  a nd  is  t he re  
re gula t ory a p p rova l for your 
p rop os e d  ingre d ie nt (s )”

2

Te c hnic a l/ Pro t o t yp e  
De ve lop m e nt

“I will a d vis e  if your b rillia n t  
id e a  ha s  fe e t .  Ex. will t he re  
b e  s t a b ilit y  is s ue s  a nd  c a n I 
m a ke  a  p rod uc t  t ha t  
c ons um e rs  will e n joy wit h  
your p rop os e d  ingre d ie nt (s )”

3



Cons um e r St ud y – Hyd ra t ion+ Sp ort s  Drink
Valid at ing a he alth b e ne fit  with a  he art  he alth c laim b y 

te s t ing an unb rand e d  p ap e r c onc e p t .

25

Can eas ily 
b e  juic e !



For Internal Use Only

H2om e ga - 3 
Hyd rat ion + Omega- 3s

• Elec t rolyte s

• B- vitamins  (10 % DV)

• Omega- 3s  EPA + DHA for 
sup p ort ing heart  health

• 28g of sugar p e r se rving

Una id e d  Bra nd  Conc e p t



For Internal Use Only

Cons um e r St ud y Re s ult s : Wha t  Do Cons um e rs  Sa y? 
H2omega- 3 is  s ignificant ly p e rc e ived  as  new and  d iffe rent  ve rsus  the  c ont rol c onc ep t .  Not  b ad , b ut  is  
the re  anything furthe r to le arn from this  s tud y?

How likely would you be to purchase this product?  Very Likely to Very Unlikely (5 point scale); How believable are the product claims on the package? Believable to Unbelievable (5 point 
scale); How appealing is this product to you? Very Appealing to Very Unappealing (5 point scale); Is a better option compared to similar products? Source: Qualtrics.  Statistical testing at 
95% level

Conc e p t  At t rib ut e s  Top  Box   (Top  Two BOX) (N=4 27)

Like lihood  t o  
Purc ha s e Be lie va b le Ap p e a ling Ne w a nd  

Diffe re nt
Is  it  a  b e t t e r 

op t ion?

H2Om e ga - 3 Conc e p t  (a ) 71% 82% 80 % 6 5% b 58%

LEADING SPORTS DRINK (b ) 71% 87% 79 % 47% a 54%

Concept testing income - $25K+, Millennials ; N = 427, Female, Millennials & Genx

= s tat is t ic ally s ignific ant



Suga r – The  8 0 0  lb Gorilla
Bac k to the  d rawing b oard .   Plenty of negat ive  c onsumer feed b ac k ab out  the  sugar c ontent .

“I love t he DHA and EPA and 
elect rolyt es, but  I don't  want  all t hat  
added sugar “ 

-Consumer   



For Internal Use Only

RETEST
H2om e ga - 3 
Hyd rat ion + Omega- 3s

• Elec t rolyte s

• B- vitamins  (10 0 % DV)

• Omega- 3s  EPA + DHA for 
sup p ort ing heart  health

• 9 g of sugar p e r se rving

= c hanges

Una id e d  Bra nd  Conc e p t

2/ 3 le s s  s uga r t ha n  
t he  p re vious  c onc e p t !



For Internal Use Only

Cons um e r St ud y Re s ult s : Wha t  Do Cons um e rs  Sa y Now?
H2omega- 3 is  s ignificant ly p re fe rred  ove r the  c ont rol ac ross  mos t  at t rib ute s .  The  mos t  s ignific ant  
ad jus tment  to the  c onc ep t  was  red uc ing the  sugar c ontent  b y nearly 6 7%!

How likely would you be to purchase this product?  Very Likely to Very Unlikely (5 point scale); How believable are the product claims on the package? Believable to Unbelievable (5 point scale); 
How appealing is this product to you? Very Appealing to Very Unappealing (5 point scale); Is a better option compared to similar products? Source: Qualtrics.  Statistical testing at 95% level

Conc e p t  At t rib ut e s  Top  Box   (Top  Two BOX) (N=30 3)

Like lihood  t o  
Purc ha s e Be lie va b le Ap p e a ling Ne w a nd  

Diffe re nt
Is  it  a  b e t t e r 

op t ion?

H2Om e ga - 3 Conc e p t  (a ) 86 % b 88% 88% b 76 % b 77% b

LEADING SPORTS DRINK  (b ) 76 % a 86 % 79 % a 50 % a 6 6 % a

Concept testing income - $25K+, Millennials ; N = 308, Female, Millennials & Genx

= s tat is t ic ally s ignific ant
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Ge ne ra l Ta ke a wa ys  From  All This …

• Evolving he a lt h  c onc e rns  c a n  s e rve  a s  a  found a t ion  for id e a t ion

• Whe n le ve ra ging fort ific a t ion  t o  p rod uc e  on- p a c k c la im s , p rop e r d ue  
d ilige nc e  is  re q uire d  

• Ne ve r ignore  t he  8 0 0 lb  gorilla !

• Va lid a t e d  c ons um e r fe e d b a c k furt he r s e rve s  a s  a  d ire c t ion  for ne w 
p rod uc t  d e ve lop m e nt
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Blur c ategory line s  and  b orrow from 
anothe r segment ’s  inhe rent  halo –

at  t imes  aid ed  b y fort ific at ion.

Ad d  a health b ene fit  b ased  on evolving 
consumer health conce rns , 

aid ed  b y fort ific at ion.

Juic e

Ant ioxid ants / Immune  Sup p ort

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s

Sp orts
Drinks

Hyd rat ion/Ele c t rolyte s He alth Conc e rn

OR

Prop os a ls  for Lift ing a  Be ve ra ge  Ca t e gory wit h  Func t iona l Cla im s

1 2
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Fina l Cons id e ra t ions

• Pa c ka ge  form a t s  a nd  p os it ion ing (i.e . m ult i- s e rve  vs  RTD)

• Avoid ing t he  kit c he n  s ink – c onve ying t oo m a ny b e ne fit s

• Re gula t ory (i.e . ingre d ie n t s  t ha t  d o  not  ha ve  GRAS)

• Se ns ory (i.e . m a s king off not e s  from  c e rt a in  p re m ix ingre d ie n t s )

• De m ogra p hic s  a nd  p os it ion ing

• On- t a rge t  c la im s  m e s s a ging s ub s t a n t ia t e d  b y s c ie nc e

• St ra t e gic  d ire c t ion  of b ra nd  a nd  c a t e gory



We  b ring p rogre s s  t o  life
Ca m ilo  Pa rris

He alth Be ne fits and Solutions Manage r – North America
c amilo.p arris@d sm- firme nic h.c om
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