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“There is potential for energy drinks brands such as Red
Bull or Monster to enter the super-concentrate market.
These brands are likely to hold more resonance among

young consumers than more family-oriented brands such
as Robinsons.”
— Emma Clifford, Senior Food Analyst

This report looks at the following areas:

BUY THIS

= Cordial and squash brands can look to added functionality to boost their appeal REPORT NOW
= New packaging designs could shake up the squashes/cordials market
= Cordials should expand their ranges to tap the on-trade market more effectively
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The performance of the cordials and squashes market is influenced by the weather, as with many other store. minte| .Ccom
soft drinks categories. Following the washout summer of 2012, the exceptionally hot, dry summer of
2013 saw the market value return to growth. However, value sales of cordials and squashes are
expected to fall year on year in 2014. CALL
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One of the key trends impacting the market in the last year has been the emergence of super- +44 (O) 20 7606 4533

concentrates, with a handful of big-hitting brands now operating in this space. Pocket-sized and
designed to be easy to use anytime and anywhere, these mine the on the go trend, which is evident in
many areas of the food and drink industry. Brazil

0800 095 9094
While health concerns are nothing new, the sugar debate escalated in 2014 and put this issue firmly in
the media spotlight. While this debate is damaging to standard squash, scepticism over the artificial
sweeteners in low-sugar variants means these are not seen as a clear-cut healthier option. This has Americas
created sizeable demand for squashes made using natural sweeteners, with seven in 10 users _|_1 (312) 943 5250
expressing an interest in such products.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Ribena
Figure 35: Topic cloud around mentions of Ribena, 28 July 2013-2 August 2014

Vimto
Figure 36: Topic cloud around mentions of Vimto, 28 July 2013-2 August 2014

Robinsons
Figure 37: Topic cloud around mentions of Robinsons, 28 July 2013-2 August 2014

Bottlegreen
Figure 38: Topic cloud around mentions of Bottlegreen, 28 July 2013-2 August 2014

Jucee

The Consumer — Usage of Cordials and Squashes

Key points

Squashes enjoy high penetration
Figure 39: Overall usage of squashes and cordials, June 2014

Figure 40: Frequency of usage of squashes and cordials, June 2014

Under-35s are the core users of squash and cordial
Figure 41: Usage of squash and cordial, by gender and age, June 2014

One in five have used super-concentrated squash

The Consumer — Interest in Different Types of Squash/Cordial Products
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Notable interest in squashes/cordials with natural sweeteners
Figure 42: Interest in different types of squash/cordial product, June 2014

Figure 43: Consumers willing to pay more for squash/cordials containing natural, sugar-free sweeteners, squash that has the same
benefits as an enerqgy drink and squash that has the same benefits as a sports drink, by age, June 2014

Energy-boosting squash appeals to the younger generation
Opportunities for mood-focused cordials

Packaging innovation potential

The Consumer — Attitudes Towards Cordials and Squashes
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Interest in a wider variety of squashes/cordials in the foodservice arena
Figure 44: Attitudes towards cordials and squashes, June 2014

16-24s most likely to get bored with the same flavour

Interest in customisation

The Consumer — Further Attitudes Towards Squashes and Cordials
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Squashes are seen to help with hydration

Figure 45: Further attitudes towards cordials and squashes, June 2014
Widespread health concerns

Parents are concerned about children developing a sweet tooth
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Figure 46: Best- and worst-case forecasts for the cordials and squashes market, by value, 2014-19

Figure 47: Best- and worst-case forecasts for the cordials and squashes market, by volume, 2014-19
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Figure 57: Share of conversation of selected cordial and squash brands, 28 July 2013-2 August 2014
Figure 58: Topics of discussion around selected cordial and squash brands, 28 July 2013-2 August 2014
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Figure 73: Repertoire of usage of squashes and cordials, June 2014

Figure 74: Repertoire of usage of squashes and cordials, number of types of products used, by demographics, June 2014

Figure 75: Usage of squashes and cordials by type, by repertoire of squashes and cordials used, June 2014

Figure 76: Interest in different types of squash/cordial products, by repertoire of usage of squashes and cordials, June 2014

Figure 77: Responsibility for buying squash/cordial, June 2014

Figure 78: Responsibility for buying squash/cordial, by demographics, June 2014

Appendix — The Consumer — Interest in Different Types of Squash/Cordial Products

Figure 79: Interest in different types of squash/cordial product, June 2014
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Figure 80: Interest in squash/cordials containing natural, sugar-free sweeteners, by demographics, June 2014

Figure 81: Interest in cordials made with botanicals, by demographics, June 2014

Figure 82: Interest in cordials with ingredients associated with being calming, detoxing, by demographics, June 2014
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Figure 89: Interest in herbal tea-flavoured squash, by demographics, June 2014

Figure 90: Interest in different types of squash/cordial product, by usage of squashes and cordials, June 2014

Figure 91: Interest in different types of squash/cordial product, by usage of squashes and cordials, June 2014 (continued)

Figure 92: Interest in different types of squash/cordial product, by usage of squashes and cordials, June 2014 (continued)

Appendix — The Consumer — Attitudes Towards Cordials and Squashes

Figure 93: Attitudes towards cordials and squashes, June 2014

Figure 94: Most popular attitudes towards cordials and squashes, by demographics, June 2014

Figure 95: Next most popular attitudes towards cordials and squashes, by demographics, June 2014

Figure 96: Other attitudes towards cordials and squashes, by demographics, June 2014

Figure 97: Attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014

Figure 98: Attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014 (continued)

Figure 99: Attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014 (continued)

Appendix — The Consumer — Further Attitudes Towards Cordials and Squashes

Figure 100: Further attitudes towards cordials and squashes, June 2014
Figure 101: Agreement with the statement ‘Squash is a good way to get kids to drink enough water’, by demographics, June 2014

Figure 102: Agreement with the statement ‘It’s not healthy for children to drink squashes/cordials with added sweeteners several times
a day’, by demographics, June 2014

Figure 103: Agreement with the statement ‘Water with added squash/cordial hydrates you just as well as water on its own’, by
demographics, June 2014

Figure 104: Agreement with the statement ‘There’s too much sugar in standard squash/cordial to drink it regularly’, by demographics,
June 2014

Figure 105: Agreement with the statement ‘I'm worried my children will develop a sweet tooth if they get used to sweet drinks 7', by
demoaraphics, June 2014

Figure 106: Agreement with the statement ‘Squashes have too many artificial ingredients’, by demographics, June 2014

Figure 107: Agreement with the statement ‘Drinking squash/cordial regularly is bad for your teeth’, by demographics, June 2014

Figure 108: Agreement with the statement ‘Sugar-free squash/cordial satisfies my sweet cravings without the calories’, by
demographics, June 2014

Figure 109: Agreement with the statement ‘Watered down fruit juice is a healthier option to squash/cordial’, by demographics, June
2014

Figure 110: Agreement with the statement ‘Drinking sweet squash/cordial causes you to crave other sweet things’, by demographics,
June 2014

Figure 111: Further attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014

Figure 112: Further attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014 (continued)

Figure 113: Further attitudes towards cordials and squashes, by usage of squashes and cordials, June 2014 (continued)

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/679471/
mailto:reports@mintel.com

	Cordials and Squashes - UK - September 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Application
	Market Drivers
	Strengths and Weaknesses
	Who’s Innovating?
	Market Size and Segmentation
	Market Share
	Companies and Products
	Brand Advertising, Perceptions and Social Media
	The Consumer – Usage of Cordials and Squashes
	The Consumer – Interest in Different Types of Squash/Cordial Products
	The Consumer – Attitudes Towards Cordials and Squashes
	The Consumer – Further Attitudes Towards Squashes and Cordials
	Appendix – Market Size and Segmentation
	Appendix – Brand Advertising, Perceptions and Social Media
	Appendix – The Consumer – Usage of Cordials and Squashes
	Appendix – The Consumer – Interest in Different Types of Squash/Cordial Products
	Appendix – The Consumer – Attitudes Towards Cordials and Squashes
	Appendix – The Consumer – Further Attitudes Towards Cordials and Squashes



