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Drink

market
bubbly
in Colo.

From soy to soda,

little guys dive in

By Kelly Pate

Denver Post Business Writer

Drinks designed to pump you

up, settle your nerves, and
even make you look cool have
massed into an overwhelming

mosaic of thirst-quenching -

choice.

Welcome to the Beverage Na- :

tion: a $135 billion-and-growing
U.S. drink market, dominated
by  Anheuser-Busch, Miller
grewing, Coca-Cola and Pepsi-

0.

But the driving forces behind
the increasingly erowded drink
market — baby boomers. turn-
ing more attention to their
health, and their kids, who are
seeking sugar-sweetened ener-
gy and style — are giving en-
trepreneurs the chance to run
with the giants.

“They’re even experimenting
with carbonated milks,” says
Bill Patterson, research direc-
tor for Mintel Consumer Intelli-
gence. “They're all looking for
the next Sunny Delight.”

Most drink ideas never make
it onto a shelf, but Colorado
beverage-makers have logged
a solid track record. Celestial
Seasonings teas and White
Wave’s Silk soy milk lead their
respective categories. Home-
grown Allegro Coffee and Hori-
zon Organic milk started small
befere being folded into big cor-
porations.
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In the alcoholic beverage cat-
egory, Colorado takes credit
for Coors Brewing, New Bel-
gium Brewing, Mike's Hard
Lemonade and a dozen region-
ally distributed microbrews.

The next generatien of local
liguid mix masters include Coo-
per’s Ice Brew Tea, EAS' Pira-
nha energy drink and
weight-control shakes, Fiji bot--
tled water, Go Fast sports
drink and Tzze fruif sodas.

Colorado entrepreneurs who
have ventured into a fiercely
competitive world, where it
can cost more than §1 million
to formulate, bottle, distribute
and market a product, say they
started with a simple idea and
a passion to get it out there.

“There’s so much luck in-
volved it's ridiculous,” says
Todd Woloson of the instant
success of his Izze naturally fla-
vored, sparkling fruit juices.

“I would have never invested
in a company like this when I
was an investor,” says Wolo-
son, a former venture capital-
ist focused on technology com-
panies. “There are just too
many variables.”

But he reasoned that if his
wife liked to mix fruit juice
and soda water, maybe other
people would, too.

Woloson and longtime friend
Greg Stroh of the Stroh brew-
ing family started Izze Bever-
age Co., named for Woloson’s
danghter Isabelle, with
$200,000 of their family and
friends’ money. They had no
staff and one phone line.

“We got the first shipment
and took it to Ideal Market in
our cars, and they said ‘We'll
take it, and we stocked the
shelves right there,” Woloson
says.

“We were jokingly referring
to it as our summer job,” he
says.
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