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Trend Winner “Drink plus Beauty”

Glowelle from Nestlé is a line of nutricosmetics — foods that are
also beauty care products. They claim to counteract the aging proc-
ess of the skin through antioxidants, plant ingredients and fruit ex-
tracts. For modern “business nomads”, the drink is also available
as a water-soluble powder that can be used when you’re on the go
www.glowelle.com.

Trend Winner “Drink plus Toy”

Ywater is a vitamin-enriched water for children that claims to en-
hance mental performance, muscles, bones or the immune system,
depending on the type of water that is selected. The empty water
containers can be used as building blocks to play with or sent back
to the producer for recycling www.ywater.us.

Trend Winner “Drink plus Coolness”

Metromint is a water that offers a cooling effect thanks to vari-
ous mint aromas. The “chill factor” of each variant is measured
with the special thermometer. The drink contains no additives or
calories and is therefore very popular in the USA, especially with
figure-conscious women customers www.metromint.com.
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Trend Insights

When the water tap at home is seen as an alternative to bot-
tled water, the only way for bottled water producers to develop
is through their products’ additional benefits: more taste,
more health, more beauty, more “cool”. And in areas where
the global players in the bottled water business are coming
under pressure, exciting market opportunities are opening up
for regional suppliers who can impress customers with their
local image and thus a smaller carbon footprint.



Trends Shaping Drinks

An overview of the key trend Ethical Business
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There has probably never been more worldwide discus- , f
A4l . sion of moral and social responsibility than since the "
] beginning of the 21st century. For a long time during the
New Economy era, it looked as though moral values no
longer had a place in people’s lives. But the dot.com crisis
shook people’s faith in pure materialism and promoted
an increasingly expanding process of social reevaluation.
The current crisis is turning out to be the point of no _ /
’ return in the public debate about the target category of .
\ i = business. The one-dimensional logic of Milton Friedman's
dictum “The business of business is business” no longer
) Y1 S Lr gets us very far. Today companies are expected to main-
\ h ) - tain a balance between the elements “people — profit —
M\ . planet”. Profits must be compatible with the well-being
(1] ' \ of the human race and our entire global habitat. In the
; coming years, ethical values will have a strong impact on
wn b, consumption and business.
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How to identify the key trend of Ethical Business

Progress is environmentally friendly and socially responsible

Which of the two possibilities do you think would be more effective
for evaluating progress in your country?

Progress should...

...be evaluated largely according to economic

Don't know,
/ criteria on a financial basis

no reply

Spontaneous
answer: A
neither one 5%

D

EU27 77%

67%

...be evaluated according to social, economic and
environmental criteria in equal measure

Source: Eurobarometer, Einstellungen der europdischen Biirger zur Umwelt, (European
citizens’ attitudes toward the environment), March 2008
aFs
When asked by Euromonitor what the best way to evaluate progress in their
own country would be, over three quarters of the German respondents replied
that progress should be evaluated according to social, economic and environ-
mental criteria in equal measure. Two thirds of European respondents agreed.

People mistrust companies
Percentage of respondents who doubt that companies have good intentions

UsA
China
Germany
India
Brazil

Russia 65 %

Global average
Source: Roper Reports Worldwide, 2008 (worldwide survey of people aged 13 and above)

L -

The general good is increasingly important

25%
23%
5 6 7

Source: Roper Reports Worldwide, 2008 (worldwide survey of people aged 13 and above)

“In the course of my life I’d
like to do something for the

22% general good of society”

7%
2% 2%

(Not important at all) 1 2 3 4 (Especially important)

The background of this mistrust, in turn, is a global shift in values. A total of 67% of the
consumers surveyed worldwide said that social responsibility and the desire to do some-
thing for the general good of society was at least one of their “important” goals in life.
Almost one fifth of the respondents considered this desire “especially important”.
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The UN Global Compact was founded as recently as 2000 but
it has already become the world’s largest CSR initiative. Its
members now include more than 6,700 organizations, includ-
ing 5,200 companies from over 130 countries www.unglobal-
compact.org. And since 2002 the proportion of advertising
messages focusing on CSR has grown fourfold (Source: GWA
Frithjahrsmonitor 2008).

However, companies should avoid “greenwashing” their activ-
ities, because that annoys customers. Companies that merely
use a “green figleaf” and try to create an image of environ-
mental responsibility through the targeted dissemination of
embellished information will lose the customers of the future.
Web sites such as www.greenwashingindex.com regularly un-
mask such greenwashing activities and campaigns.

The greenwashing scale

5 =lying
4
3 =questionable
2
1

= authentic

www.zukunftsinstitut.de / www.anuga.de

In future, a company will have to impres akeholders not only on the rational and
emotional levels but also by living up to demands for ethical behaviour.

4+ 3.Social

Trend Insights

Credibility is the key element of all serious producer initiatives to
promote the responsible consumption of alcohol. That’s why a cul-
ture of responsibility that is practiced on an everyday basis at all lev-
els of a company’s hierarchy is every bit as important as the trans-
parency, measurability and traceability of the respective activities.

Ethical Business
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isk minimization

Optimising internal processes
along the value chain

The three key trends for the beverage markets of tomorrow

What is Corporate Social Responsibility really?

CSR is more than just the occasional “good deed” or philan-
thropy that is more or less publicly displayed and focuses on
donations, foundations and charitable activities. CSR is also
more than just a strategy of damage control that is triggered
by pressure from consumers or NGOs (e.g. McDonald’s and
the film “Super Size Me”).

CSR goes beyond a strategy of risk minimization in which
companies scrutinize their value chains to find possible en-
vironmental and social “bombshells” and then try to defuse
them. CSR means taking on environmental and social respon-
sibility along the entire value chain, and is also proactive
and cooperative. It involves a shift from shareholder value to
stakeholder value — in other words, a realization that com-
panies create value not only for their shareholders but also
for their employees, suppliers, customers and, above all, the
society in which they operate (and pay their taxes).

By incorporating these external impulses, companies can
make business ethics a strategic innovation tool. That’s be-
cause an exchange of views with different interest groups and
cooperation with a variety of stakeholders helps companies to
develop a kind of early warning system for social change. This,
in turn, can give a tremendous boost to companies’ “business
intelligence”, because it’s a way for companies to increase
their knowledge of their social environment. In the process
they learn something about processes of social change and
consumers’ new expectations, and they can therefore adjust
their performance to respond to these changes at an early
stage. In short, they become fit for the future.
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More than 20% of young people get drunk once a month, ) -
and a growing number of children and youths are requiring = :
hospital stays to be treated for alcohol poisoning (Source:

Drogen- und Suchtbericht (Drug and Addiction Report), May

2009). Europe is known as the region with the highest aver-

age alcohol consumption in the world, and Germany has the

world’s ﬁfthjhighe.st rate of alf:oh.ol-related death§, at 19.8 Critical consumers are becoming B ative

per 100,000 inhabitants. The list is “headed” by Finland In order to express their dissatisfaction with companies’ lack of

(26), Croatia (25.5), Lithuania (23) and Denmark (22.4) a sense of responsibility, an increasing number of critical con-

(Source: www,dhs,de,) . sumers are taking advantage of the Internet’s positive aspects. =
The pressure on alcohol producers, retailers and the cater- . They are posting critical reviews of products in product evalua-

tion web sites such as www.ciao.de, www.dooyoo.de and many
others. People who want to see brands subjected to very witty
but extremely critical assessments would be well advised to
check out www.adbusters.com.

T A=

Trend Insights
Only companies that wage proactive campaigns have an op-
portunity to generate unique distinguishing features through
their acceptance of social responsibility. In order to make a dif-
ference through “responsible drinking initiatives”, companies
have to address not only consumers but also retailers, the res-
taurant sector, parents and teachers.

ing sector is growing as people demand that they live up to

their social responsibility. The beverage industry is shuttling

between several strategies: keeping a low profile, damage

control and proactive campaigns. Sector-wide campaigns such

as “Don’t drink and drive” and “No beer for under-16-year-

., olds” are steps in the right direction www.ddad.de, www.bier-
. erst-ab-16.de. However, they're not really effective, because

| their external communications do not include any quantified

| measures and results, such as the number of visitors, the

' number of local team activities, the number of participants

in training courses and quizzes, or regular reports on results

| with key figures.




:zukunfts | institut

Qnuga

Trend Winner “Social Responsibility”

The internationally operating UK company Diageo, which produces brand-name alcoholic bever-
ages such as Baileys, Johnnie Walker and Smirnoff vodka, cooperates with the global initiative
“DrinklQ”. The initiative develops tools that help to combat alcohol abuse at the practical level.
For example, a tip for bartenders such as “Only refill a glass when it’s empty” is easy to implement
and avoids a tone of moral superiority. This and similar tips can be found at www.drinkig.com.

The company also works together with political decision-makers in campaigns such as “It’s

your choice: A night to remember? Or one to forget?”, which is being conducted in cooperation
with the federal states of North Rhine-Westphalia and Hamburg www.duhastdiewahl.com as well
as in Spain and the UK. The “Initiative 18+”, which addresses retailers and the restaurant sec-
tor, focuses on informing and training sales and counter staff www.initiative18plus.de. A warning
system for checkout counters is being tested in cooperation with the “Real” supermarket chain.
Last but not least, voluntary self-control is being practiced by submitting advertisements for as-
sessment to the German Advertising Association.

Pernod Ricard is also making a reputation for itself when it comes to the issue of accepting

responsibility. Pernod Ricard UK & USA are taking a close look at excuses such as “I can stop
(drinking) anytime | want.” The company is including youth-oriented media such as videos and
electronic postcards in its campaign in order to open up new opportunities for dialogue with its
target group www.acceptresponsibility.org.

For example, in the UK, Pernod Ricard is involved in the “Drink Aware” initiative, which is

aimed at promoting the mindful use of alcohol. An alcohol calculator is used to find out the total
amount of alcohol a person has consumed by entering how much of each type of alcohol has
been drunk www.drinkaware.co.uk. And the Pernod Ricard Group is voluntarily labelling bottles
of Ramazzotti and the other brands it produces with warnings for pregnant women.

Another initiative demonstrates that social involvement can also be a cooperative effort: At

special events, Pernod Ricard donates soft drinks and mineral water to drivers who have previ-
ously voluntarily registered their names — with the friendly support of Evian.
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IT STAR
AN EXCUSE,

| NEED A FEW
ORINKS TO LDDSEN UR
I DONT START TO FEEL

AFTYTHIMG DNTIL AT 3D CAINK

| EAMT HAVE A RDDD TIME
WITHOUT DRIMNKING.

WE ALWAYS

HAVE A FEW DRINKS
BEFDRE WE G0 DUT.

ACCEPT RESPONSIBILITY
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Freedom requires responsibility B
In the short term, the culture of “enjoyment in moderation” is a double-edged sword
for a manufacturer of alcoholic drinks, because it stands in the way of optimising
sales volume. In the long term, however, it enables a company to reposition itself in
the market and takes the wind out of some critics’ sails.

Trend Winner “Less Is More”

The premium brands of the Ziegler distillery, which is based in Baden-Wiirttemberg,
are available as minis in 0.05-litre bottles for prices between €8 and €16, depending
on the brand. The wine bottling company Wineside is also launching different-sized
bottles: It offers its Sauternes, Bandol and St. Emilion Grand Cru in o.1-litre tasting
bottles that make it possible to enjoy excellent wines which are just right for a par-
ticular dish www.wineside.fr.

The “grape kit” from Anthony’s Garage Winery, a contemporary vineyard in Oestrich-
Winkel in the Rheingau region, is also backing downsizing. Its wine-tasting kit con-
sists of three 0.25-litre bottles whose originality is not limited to the packaging. The
cheerful bottles with crown corks contain red, white and rosé wine and bear names
such as Rosamund, Goldmarie and Rotbart www.the-deli-garage.com.

Trend Winner “Controlled Drinking”

At www.alcoholbreathtesting.com you can find a rental service for alcohol testing
units, which can be used at private and social events. And those who wish to keep
themselves (or others) from consuming alcohol can replace the traditional screw cap
with a bottle top that is equipped with a combination lock. However, it costs almost
€34 — an investment that’s already in the category of a good bottle of Cabernet
Sauvignon.

-
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The 7 most i_mportant‘ Trend Insights

m “Health” is the skeleton key that opens every market. This can be felt in the various segments of the beverage market in two ways. A kind of “culture of
reduction” wins points by offering “less” (of alcohol, sugar or additives), whereas the “add-on strategy” achieves added health value by adding additional
ingredients.

m LoHaS (people with a “Lifestyle of Health and Sustainability”) are consumers who shop according to health-oriented and ethical criteria. This type of customer
has a special set of standards for making decisions. They ask not only what they can afford but what they want to pay. On the other hand, LoHa$S also have
completely normal needs resulting from their surroundings, and that’s why taste, convenience and price also play a significant role for them.

m Glocalization — in other words, the tension between the global and the local — opens up various possibilities for new product developments. On the one
hand, products can be “inspired” by ingredients that come from distant lands; on the other hand, regional “rootedness” can be created by means of recipes,
associations and local economic cycles. Glocalization also provides momentum for expanding the sales market.

The reason why the Internet is such a key lever in the communication and distribution of products is that it offers several advantages: It makes it possible
to address users in an extremely individual way while at the same time playing the “community card”; it is independent of specific locations and therefore
enables a whole spectrum of approaches, ranging from narrowly limited local campaigns to global communication; and it evens out differences in size, which
makes it an outstanding springboard for small and midsized suppliers.

After the crisis, consumers are looking for “real” innovations. For many customers, product innovations that merely want to be new and different are losing
their appeal. Excessive consumption was a characteristic of the 2oth century. In the future, new products on the market will have to offer “real” added value

— more health, more safety, more convenience, more environmental protection or a better world.

In a situation in which many people have lost their trust in companies and their management, companies that accept their responsibility as active forces in
society and voluntarily help to solve environmental and social problems can generate significant.competitive advantages for themselves. Through these ac-
tivities they create the basis for consumers’ identification with the brand and make themselves fit for the future.

Only companies that wage proactive campaigns now have an opportunity to generate unique distinguishing features through their acceptance of social
responsibility.
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