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times of root beer and
orange creme is the major
Atraction o COMSWMEers.

Mew to the super pre-
mium soda market is Han-

sen’s from California. Although
Hansen's has been in the beverage
business for more than 60 years,
Mark Hall, senior vice president,
reports that its latest beverage,
Hansen's Signature soda, is consid-
ered an “upscale alternative to tradi-
tional sodas.™

Hall says two things are different
about Hansen's. One is the all-natur-
al ingredients and the second is the
packaging. The company uses a
unique bottle design to catch the
consumer’s eye. [t is a proprictary
bottle that looks and feels like clay.

“We have tried to give the product
arich feel and taste and ereate a nos-
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talgic feeling. By using pure cane
sugar, it has a distinct flavor. We're
trying to create a Heineken of sodas
if you will."

Continues Hall: “We looked at the
market of new age beverages and saw
that the consumer is paying a premi-
um for a non-carbonated beverage.
S0 we concluded they will pay the
same for a guality carbonated prod-
uct. It's a home entertainment prod-
uct. It’s intended to be a sweet treat
or indulgence.”

Cable Car Bevernge Co. also be-
lieves that the overall desire of 1o-
days soda marker is a retro trend,
returning to a simpler time but with

a twist. Says Ellen Gibson, the com-
pany’s director of marketing, *The
trend of the '%0s has been to go
pourmet and Stewarts allows this.”
Interestingly, Cable Car's Kaufiman
calls the higher price “almost part of
the appeal. There is nothing like
drinking from a frosty gliss bottle,

S0 people spend a little more on the
produce because they deserve it."

Quacity Avwars Rues

All of the manufacturers agree,
however, that its the quality and
taste that keeps the consumer com-
ing back for more. Myron Stadler,
CFO of Cable Car, admits that while
packaging makes a difference, catch-
ing the consumer's eye, "it's the prod-
uct inside that gers the repeat buy.”

Another major league premium
soda producer is Briars USA Inc.
Says Guy Barraglia, the company’s
vice president: “We know that when

a consumer walks into the store he
rakes about 10 seconds to make up
his mind. So if we can get people to
taste our soda, we want to make sure
the taste is in the botle. We have o
make sure that what’s there will
make the consumer want to buy it
again or try one of our other Mavors.

“If we can take care of that part of
the business, the rest of it will follow
in terms of the economies of pur-
chasing. | think all too often manu-
facturers make this business compli-
cated but it's really not. Ie's simple. If
you open up a bottle of something,
you drink it and you like i, you'll
buy it again.

“People are always looking for
something different,” Bataglia con-
tinues. “Our drinker is a consumer

who is not so conscious of the cost
per say. Our tste is different than
traditional sodas, the image of the
beand is different and that's artrac-

tive to sane consumers.” @
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