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"Beverage blurring is the concept of cross-category
beverages, also known as hybrid or fusion drinks, and the

impact they have on the consumer impression and
behavior. Cross-category drinks combine two or more
drink categories, blending flavors and functionality to

create a new beverage that could fall under multiple
categories."

- Elizabeth Sisel, Beverage Analyst

This report looks at the following areas:

• Top categories struggle to grab consumer attention
• Beverage health, function second to taste/flavor
• Expanding beverage selection can overwhelm, decrease product loyalty

Cross-category beverages have become increasingly popular as manufacturers look to cater to
consumer’s health and wellness demands, as well as their desire for flavor experience. Those demands
have led to the creation of numerous beverages with multiple identities. While it offers great potential
for attracting consumer interest, it also challenges manufacturers and retailers for proper positioning
on store shelves and risks complicating consumer purchases.
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Consumers enjoy wide beverage selection

Confusion over cross-category beverage placement

Vital Juice Co. Almond Cold Pressed Juice
Figure 27: Beverage placement – Vital Juice Co. Almond Cold Pressed Juice, November 2015

POM Supertea
Figure 28: Beverage placement – POM Supertea, November 2015
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Majority only sometimes purchase new drinks
Figure 40: Drinking attitudes and behaviors – New drink purchasing behaviors, November 2015

Frequently purchase new or different beverages

Sometimes purchased new or different beverages

Rarely purchases new or different beverages

Frequent new drink shoppers visit a variety of retail channels
Figure 41: Preferred beverages attitudes and behaviors – Top purchasing locations, by drinking attitudes and behaviors, November
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Hybrid beverage drinkers

Occasional hybrid drinkers

Beverage Confusion

Views toward Hybrid (Fusion/Cross-category) Drinks

New Beverage Purchasing Behaviors
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No interest in hybrid drinks

Consumers open to new beverage trial
Figure 42: Drinking attitudes and behaviors – Preferred beverages, November 2015

Open to new beverage trial

Sticks to preferred beverages

Prefers variety

Reasons for drinking preferred beverages
Figure 43: Preferred beverages attitudes and behaviors – Reasons for drinking preferred beverages, November 2015
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Free trial, taste most important to encourage new beverage trial
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Opportunities to reach women with new drink trial

Opportunities to reach parents with new drink trial

Consumers enjoy wide beverage selection
Figure 47: Drinking attitudes and behaviors – Attitudes toward beverage availability, November 2015

Enjoys the selection

Indifferent

Overwhelmed
Figure 48: Drinking attitudes and behaviors – Attitudes toward beverage availability, by age, November 2015
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