Functional drinks:

A toast to good health

Beverage producers are going functional in a global trend to cater
[or the needs of increasingly health-conscious consumers.
Suzanne Loh finds out more.

cecording 1o a4 Euromonitor
[nternational report by Chris-
tiana Benkouider in January
2004, expansion into new mar-
kets, heavy marketing of strong brands
and new praduct development, particu-
larly in functional beverages, have col-
lectively accelerated growth in the glo-
bal beverage market. A compound an-
nual growth rate (CAGR) of almost
L 1% was registered between 1998 and
2003,

Although growth isexpected to slow
down, the future looks bright, with value
sales expected to increase by a further
37% between 2003 and 2008, said
Benkouider's report,

aports and energy drinks, and elixirs
form the largest segment of beverages
by far, driven particularly by key brands
like PepsiCo's Gatorade, and The Coca-
Cola Company's Aquarius and
Powerade. Originally targeted at sports
cnthusiasts for post-activily consump-
tion, these drinks have gone mainstream
tor reach a wider consumer base,

Incdustry players say health benefits
to consumers engaging in sports arc
among faclors that fuel such drinks’
development,

“FENTs L00PIus [for example] is
specially Tormulated as an isotonic with
clectrolytes (minerals) and carbohy-
drates to accelerate the absorption of
fluids and provide animmediately avail -
able source of energy needed by the
body,” said Gita De Beer, brand man-
ager, 100Pus, F&N Coea-Cola (Singa-
pore) Pte Lid,

This quality in sports and isotonic
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Although energy and sports drinks currently constitute only about 5% of the soft-
drink category in Dairy Farm International's retail outlets in Singapore, the group is
confident that consumption levels will eventually pick up, with distribution
companies and producers beefing up their marketing activities this year to promote
such drinks as a lifestyle choice for the younger generation.

drinks is also evident in Gatorade.

“Onc of Gatorade’s signiflicant fea-
tures that distinguish it from other com-
petitors is its 0% of carbohydrate con-
tent, which helps to speed up the flow of
fluids back into the body,” said Zenda
Mg, product executive of Harpers Trad-
ing, the exclusive distributor of Gatorade
in Singapore.

The republic’s erowing inclination
towards a healthy lifestyle is giving rise
to a new peneration of traditional bev-
crages in convenient packaging,

“Asian functional drinks are defi-
nitely on the increase as consumers in
Singapore become more health-con-
scious, and look towards consuming

healthier beverages,” said Gilbert Koh,
business development manager, Allswell
Trading.

“While the younger generation is
always on the lookout for new concoe-
tions and tastes. older folk are pretty
loval consumers of more ‘traditional’
flavours like water chestnuetl, starfruit
and plum juice,” he added.

Allswell produces its own brand of
Asian functicnal drinks using natural
ingredients like longan, red dates and
starfruit — [Tuits traditionally known to
contain special health properties. Its
Longan Red Date, for instance, is be-
lieved to promote blood circulation
while its Starfruit drink is said 1o soothe



sore throats.

Currently, multination-
als PepsiCo and The Coca-
Cola Company dominate
the global sports-drink
market, as they are able to
invest substantially in the
development, marketing
and distribution of their
products,

“As a resull, sports
drinks and fortified juices
become mainstream items,
sold at standard prices
through mass-distribution
channels such as super-
markets,” said Benkouider.

“Significantly, they are
not positioned as niche or
targeted at consumers with
specific bealth issues but
are mainstream alterna-
tives — with the added ap-
peal of health benefits — to carbonate
drinks,” she said.

According to De Beerof F& M Coca-
Cola {Singapore), a 2004 ACNielsen
study has identified 100Plus as the
number one sports drink in Singapore
and Malaysia, commanding more than
sl% market share in the category. The
product 15 also distributed in other parts
ol Asia, including Brunei.

“10FPlus continues to be the cate-
gory leader, experiencing robust growth
and helping to drive category growth
simee 2002, said De Beer.

Last month, PepsiCo announced
plans o mtroduce Gatorade to India.

“It 15 a totally new concept and we
want totest-market it here till the end of
this vear belore making a final deci-
sion,” revealed Rajeev
Bakshi, chairman of
PepsiCo India Holdings
Pyt Ltd.

Bakshi did not dis-
close pricing details but
said the drink would be
piackaged in non-re-
turnable 500ml bottles
mstead of the 200ml
and 300ml elass bottles

F&N Coca-Cola's 100PIus is
specially formulated as an
isotonic with electrolytes
(minerals) and carbohydrates
to accelerate the absorption
of fluids and provide an
immediately available source
of energy.

designed forsoft-drinks. PepsiCo India
may market Gatorade through the same
distribution channel for company’s juice
brand, Tropicana, Industry sources
speculated.

It appears there is still room for
Tenctional drinks” growth in Asia.

In 3ingapore, cnergy and sports
drinks constitute only about 59 of the
soll-drink category in Dairy Farm
Internationals retall outlets such as
Criant, Cold Storage and ShopMNSave,

The general trend for energy-drink
sales in Dairy Farm's stores was flat,
with little growth from 2002-03, noted
its spokesperson, who sces such drinks
still belonging in the niche market.
“Soft-drinks remain, by far, the most
popular and the new generation of tea
products, which encompass more fla-
vours and natural teas, are doing well,”™
he maintained.

asharing his sentiments, Koh of
Adlswell Trading, said Asia’s functional-
drinks catcgory, where the Allswell
brand si1s, 18 not as competitive as the
maore mass-market category, where hig-
er bovs ke Pokka and Yeo's operate.

“Allswell is a niche player. The
brand appeals to selected groups of
consumers who prefer value-added
products and are willing to fork out
mare money o purchase them,” he
said,

However, with distribution compi-
nies and producers beeling up their
marketing activities this vear Lo pro-
modte eneraey andd cporie drinks os o5

Allswell, a niche player, has its own house brands of Asian functional drinks that use natural ingredients
like longan, red dates and starfruit, which are known to contzin special health properties,

lifestyle choice for the younger senera-
tion, Dairy Farm is confident that con-
sumption levels of energy and sports
drinks will eventually pick up.

Ng of Harpers Trading credited the
public’s growing interest in healthy Liv-
g and the Athens 2004 Olympics for
¢nhancing Gatorade’s image (o Singa-
POre CONSUMEers.

And toboost their functional drinks’
image i Asta’s highly competitive mar-
ket, all three manufacturers are engaged
in sponsorships.

“Currently, Allswell focuses a lot
on supporting appropriate events and
sponsorship activities to enhance is “for
your daily wellness” positioning, Sam-
pling programmes are also extensively
carried oul w educate the public on the
Benelits of consuming Allswell pro-
ducts,”™ said Koh.

Meanwhile, F&N Coca-Cola (Sing-
apore} is tying up with selected compa-
nies and organisations, like the Singa-
pare Sports Council, to reach a larger
segment of s target audience — those
interested in sports and fitness.

“We are also involved in large-scale
sprrts sponsorships through the year in
Singapore for major events such as the
Second Link Run [this month], the
Vertical Marathon and the Singapare
Triathlon, These participations help
encourage the [lrial-tasting] of 100Pus
and put it within arm’s reach of more
than 50,000 consumers over the course
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