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Over Half of Sports and Energy Drink Users Say They

Would Stop Drinking or Cut Back on Drinking Sugary z:::"’t‘f)eri
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With the tax on sugary soft drinks due to come into effect in April 2018, the majority of UK sports and
energy drink users say they expect their purchasing of these products to be affected as a result of any
price increases. Indeed, new Mintel research reveals that one in three (32%) Brits who drink sports and
energy drinks would cut back on the amount of sugary varieties they consume if the price were to
increase, while one in five (20%) say they would stop drinking sugary varieties

altogether. Meanwhile, almost two in five (37%) say they wouldn't change their drinking habits at all.

Despite these reported spending changes, low-sugar and sugar-free variants of sports and energy
drinks are set to benefit. Over one third (37%) of those who would reduce their consumption of sugary
sports or energy drinks if the price were to increase say that they would switch to low-sugar or sugar-free
versions as a result. Furthermore, almost half (48%) say that they would drink other drinks instead, such
as juice, smoothies or milk, while 28% would switch to a less expensive brand.

Already the impending sugar tax has caused an uplift in product innovation. According to Mintel Global
New Products Database (GNPD), 28% of sports and energy drinks launched in the UK so far this year*
have carried a low, no or reduced sugar claim, up from just 10% of sports and energy drink products
launched in 2015.

Amy Price, Senior Food and Drink Analyst at Mintel, said:

“Sugar continues to be an issue in the market and the pending sugar tax is expected to have an adverse
effect on consumption. Positively for the market, however, a strong minority of sports and energy drinks
users would not change their habits following the introduction of the sugar tax. This is likely owing to the
infrequent usage within the category, meaning that the impact on total grocery budgets of the tax would,
for most drinkers, be decidedly modest. Ongoing investment in low, no and reduced sugar formats
will be essential to providing a different option for consumers, especially if these are at a lower cost to
the consumer.”

Today, half (49%) of Brits drink sports or energy drinks, rising to 80% of men aged 16-24. Branded
products are currently the most popular variety; however, frequency of usage is low as just 16% of Brits
have drunk a branded sports drink, and 12% have drunk a branded energy drink, at least once a week in
the past 12 months**.

What's more, despite the recent backlash against sugar, standard varieties of the drinks remain the most
popular. Less than three in 10 (28%) Brits who drink energy drinks consume low, no or reduced
sugar varieties, while 27% drink this low, no or reduced sugar variety of sports drinks.

Moving forward, however, Mintel research highlights significant consumer interest in new product
innovation using more health-oriented ingredients. Indeed, over one quarter (28%) of those who drink
sports and energy drinks say they'd be interested in seeing cold-pressed juice included in these drinks,
25% express interest in trying these products made with mineral water and 22% express interest in
these products containing bits of fruit.

“Innovation in the non-alcoholic drinks market is blurring the lines between different categories.
'Cold-pressed' has become an increasingly popular label in the juice sector, with these 'raw’ fruit juices
and smoothies positioned by some operators as more nutritious than standard products due to not having
been heat-processed. This health halo could be mined by sports and energy drinks brands to capitalise
on the trend through products that look to cold-pressing techniques,” Amy adds.

Finally, Mintel research indicates that products made with more naturally-derived ingredients are likely to
appeal to consumers. Approaching two in five (37%) consumers say that it would be good to know the
origin of ingredients used in sports and energy drinks, for instance Sicilian lemons or Brazilian guarana,
while another three in five (29%) would be interested in reduced sugar sports and energy drinks
made with plant-derived sweeteners.

What's more, one in five (20%) say that energy drinks made with superfood ingredients, for example
ginseng, are worth paying more for.
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“Information on origin of ingredients and reference to how they are sourced could bolster trial of a sports
or energy drink. While tropical and 'punch’ flavours have become popular as brands look to capitalise on

sporting events such the Rio 2016 Olympics, more could be done to highlight the origin of exotic
ingredients,” Amy concludes.
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