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LAsa result, large national brap
without the national advertising expense face}i t:-’ifvg:]:r br?':::n T ds hag seep
their profit margins squeezed by the growth of P "
i jivate-label CSDs
. ; tition as sales of priva NCreaged
from intense price COmpe’ us on health
consumer demand decreased. An incre ve and cozzlé?:; g?):tled watef, hagiﬁ:ﬁ;:zg 2 slighe
decline in CSD sales. In addition, demand for Otie < many national beverage firm n g
to capitalize on this trend and to leverage distribution = d non-C’a!'bonatEd beverages. These ?‘Oﬁered b
wille peadiet parifiiie that included b Carbogaa:'eiig?ng tactic with retailers to secure additi.(::}i ;
heir strongest brands as a barg terest if niche bevera_g?s was also incrae aglelf
ning market pEnetmt;’;ﬁ.

consumer demand for t folio. Consumer in
i eir porttolio. ‘
space for other beverges - d c’;ther so-called functional beverages were gaini
nd, CSD sales continued to domingte thi
1

New, innovative energy drinks an - despite this tre
i r G rs. However, : ;
particularly with younger consume mes and 200 flavors of CSDs were available in the Canadigy

market. Approximately 30 different brand na

market.’

her beverages.

The industry suffered
d for ot B
fficiencie

i i ing 80.0 per cent of CSD sales. However, durj
Cola was the top-selling flavor in the market, representing : , dusing
P & fastest growing flavors were lemon-lime and orange. The largest distribl%tioe

ounting for more than one-third of the OVeraH

1996 to 2000 period, the ; o e
- d grocers and mass merchandis rs,
B et 5 \ted for more than one-fifth of the sales volume.® CSDs were also s

volume., Convenience stores accout - g di Y
in many other minor channels, including drugstores, 2as stations and ven ing machines. CSDs gqlg
packaged in aluminum cans or plastic bottles. Improvements in

through these channels were usually : )
kaged in glass bottles, due to the increased transportatioy

plastics technology meant that few brands pac : : I
costs and breakage, a brands still used glass exclusively. This technological change
Food-service outlets, such as bars ang

lthough some premiun
also meant that few bottlers had the capacity to bottle CSDs in glass. Foot
restaurants, mainly purchase n fountain dispensers, although some smaller
ce channels were bound by exclusivity deals

d concentrated syrup for use i
outlets purchased CSDs in cans and bottles. Many food-servi
with their suppliers. For example, restaurants that offered Coca-Cola products were often unable to offer
because of the terms of their agreement with Coca-Cola.”

Pepsi or other competing products

COMPETITIVE LANDSCAPE
The CSD industry was highly consolidated, with four large firms dominating 90 per cent of the market, A
aining 10 per cent market share.” Large national brands offered

few niche products competed for the rem
various flavors under different brand names (see Exhibit 3).

The Big Four
The four firms that dominated the CSD market were the Coca-Cola Company, PepsiCo Inc., the Dr Pepper

Snapple Group and the Cott Corporation.

S Agriculture and Agri-Food Canada, The ‘
‘ , Canad) I
?gg?:;do;ldﬂ g2167862291&13ng=eng, accessed 3?92u§g/ﬁ15 rgg(f 1!ndus!ry, oz www4,agr.gc,ca/AAFC-AAC/dispfaY-
onitor, —_ inks” / /
nada — Carbonated Soft Drinks” 2003, http.//360. datamon.itor.com/Product?pr‘d=645FA053-S'BBB-46A1-

1;4250?5.:;;587151F1 3E, accessed July 4, 2011.
griculture and Agri-Food Canada, Th i j
e , e Canadian ry, Wi 1
afficher.do?id=1172167862291&lang=eng, accessed Januaﬁ,??() .ng;l; sl <R R R A

§ Hor *
Datamonitor, “Canada — Carbonated Soft Drinks, 2003.”
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oca-Cola was
¢ rages and among the worjg:
peverag syrups. Tt held g o ° [argest
€ Numberor., | anufy

company marketed other
Popular brands b pOSitiOnCF“rers’ distributo
1 rs and marketers of carbonated

g strong presence in all major 4;
inStitutionai channels, Ay dlStributionuzg as Diet Corllecasnadﬂ. Along with
annels ang g ;’;;e, Crush and c?;;:f‘gz Egke brand, the
y ? Coca-Cola had

ex . .
clusivity deals with food-service and

pepsiCo Inc.
pepsiCo manufactured, ma
» marketed ang
SO .
& a Variety of ¢
untain D arbonated and non-carb db
-carbonated beverages such as

pepsi, 7-Up, Mirinda, Gator
> ade and M
0
" ew. So
0 in the me of PepsiCo’s b
rand names were more than 100

cars old.' Tt held the
i second positi
H s i
distribution channels. Like its maj N Canadj
in competitive l'iVa? tl:an CSD market and had
, Coca- ad a strong presence in all

many food-service and institutional channel :
nels. ’ .
d Cola, PepsiCo also had exclusivity deals wit

Dr Pepper Snapple Grou

Dr Pepper Snapple (DPS) was
the bOtﬂer .
wer and distri
prands e A&W Root Beer, Country Ti 1Stnbut.c‘mr of Dr Pepper soda and . ;
Formerly a subsidiary of Cadb me, Hawaiian P and Snapple drinks. Among 1ts
X . ury Schweppes, D unch, Schweppes, Squirt, Hi
and confectionary nlsesen B BPY pes, DPS was the result of th » Squirt, Hires and RC Cola.
mass-market distribution chanl 1 had a strong presence in th ey of Cadbury’s DOVerRge
nels, and a smaller presence in the fogdtradxt}ona; ghoccry, o LA e
-service channel.

Cott Cog__poration

ation W i - .
ion was the primary producer of private-label soda pop brands in Canada. The company

The Cott Corpor
d mqre than 75 retailer and Cott-branded soft drinks for grocery,

manufactured, packaged and distribute
drugstore and convenience store customers."”

premium Niche Beverage Companies
Premium niche market brands were usually priced higher than the jarger national, corporate brands. They
limited distribution and the cachet of glass botties.

als in the premium niche

often had a unique positioning appeal, given their
n the market, two main riv

Although many small regional premium brands were on &
market stood out: Jones Soda and Stewart’s Fountain Classics.

— .0028)," 2010
® patamonitor, «Carbonated Soft Dngk_&; mgggsazdg 5(- ’:%Foﬁ‘i%0_93)55.9A1E2D953605, accessed July 4, 2011.
t7pia=

Qatw://360.datamonitor. com/Product’P

o Jfactsheet xhtmi?ID=42846

" Ibid. . 2008 hitp: Jicob rand&hom,@,s,cc,m/gfobal/c;obrr:mds/proques C f
n, i v

2 Hoovers, “Coft Corporatio
accessed December 6, 2008.
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flavors, such as Fufu Berry, Turkey
angd

i es in unusual .

Jone Soda AR i g co[m"ed bevcmgons. 1t positioned its offerings as an edgy alterna;
hics and exotic flavors in an m:;; to
10h.

Gravy (for Thanksgiving) .
MOP:y u(nditional 50%35- %‘he company designed ey.e_@tch_ﬂ_lg ilmgisu'ibution channels, it h
grabbing style. Although it had someé presence in tradition S o catt and Star;:l ad a Stronge,
presence in less traditional retailers, such as Chapters Indigo boods °h ari EGLBA ]“2‘*5 coffee shop,
The company retired flavors periodically 10 keep its line of sodas to\.'ardeg i flavors.3 s
Soda’s style had created a cult following of people attracted to its avant-garce p ing,

Stewart’s Fountain Classics
Stewart’s Fountain Classics (Stewart's) was & nostalgia-positioned brand. Stewart’s was origina|y
all, national soda pop company in the United States, It Was
Stewart’s was then licensed tq the

produced by Cable Car Beverage, a Sm ' e
purchased by Triarc Investments and later by Wendy's/Arby’s In 1997. ! :
(DPS) in 2000. The company focused on making classic-themed flavors, such g5

i| distribution under DPS control."* Although

Dr Pepper Snapple Group € y
Birch Beer, Orange and Black Cherry and enjoyed a wide retatl .
part of a larger corporation, Stewart’s had the appearance of an independent, old-fashioned brand.

Regional Brands

In addition to premium bran
competed in differing geograp
and Propeller of Nova Scotia. Although not su

in their respective markets.

ution, several small, regional soft drink producers
luded Seaman’s Beverage of Prince Edward Island

ds with national distrib
ors, they often had a strong local following

hic areas. Such firms inc
bstantial competit

CONSUMER TRENDS
could, gathering information and making industry connections.

Alger had talked to as many people as he

He discovered that although large national brands such as Coke and Pepsi had strong distribution and

manufacturing operations, a network of suppliers could support a small start-up brand. Although Alger

could try to recreate the Pop Shoppe brand as a chain of stores selling their own soda, he learned that he

could also establish the brand as a ready-to-serve item sold through traditional channels. His research had

helped him to locate bottling companies that could manufacture his product in both plastic and glass. Bottle
Distribution agencies with national

manufacturers could supply standard or custom-designed bottles.
networks could help him to access retail stores that might be too difficult for him to enter by himself.

However, despite these findings, Alger still did not know how w
vever, gs, ell the Pop Shoppe name would be
received, He had no opportunity to do any formal consumer research. However, loopli\')ing at some broad

trends in the consumer economy, he tried to estimate consumer response.

|
In 2003, the economy was emerging from a recession period that had caused a decrease in consumer

S i - ‘ S :
pending. Consumers had cut back on major spending in favor of focusing on necessities. However, some

13
He y v :
oovers, “Jones Soda,” 2008 htip./cobrands.hoovers. com/g!obaI/cobrands/proquesb!overview,xhtml?!D=108097,

gccessed December 7, 2008,
Hoovers. “Wendy's/Arby's,”
accessed December 8 2008.

2008,  http:/icobrands. hoovers.com/global/cobrands/proquest/history. xhtmi?ID=1 1863,
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othe
one rs.
penomenon was known as (i well a5  T—
i 35 the “Yipgy cons Be-ticket
furing the Great Depression of gy 1ok effect;” regers Chose au'::;s had seen a decline in sales, oth
> Tefepr es, other

irmood b : he 19 -
their y purchasing afforg 305, In touen TINR 1o the inm::‘ge_ in affordable luxusies. This

: st able ’ g
mpanie€s were €njo > hedonjst: €co i g €1 .
comp JOyImg the success of Onistic goog s OMiC timeg, N sales for premium cosmetics

pPrem;j S Consumers : : .
1um_p051ti0ned S trend occurred o occasionally tried to lift
goods ross many categories, and

o . in
Populatiop wag non-luxury categories.
as ading 1o

. & Population wa S8 le
and early 1980s. Disband b . i ;
ed musical groups reflecteq i, an in?:?e:’zr?ase in the proportion of consumers

successful comeback tour : Oups, 5
itcom about a group of ° Playing their ol uch as Fleetwoog Mao Tt nsumer nostalgia for the 1970
St p of teenagers livin. . USIC. Teleyisi ac, Blondi
remakes of 1970s classics s E 's living ip the mid le1e‘v1510n had seen th e and the Eagles, had staged
k. B S such as Chgyfie 1d-1970s. Cin e success of That ‘70s Show, a
The Wedding Singer, which celebrated earays ‘l‘g'sgg!s and S ‘arskye:;a}, }L?ghsuccesslfuuy offered movie-goers
7OUS popular ¢ » as well as period pieces such as
However, consumer nostalgia was also be . ulture,
The marketplace was increasingly re-intro (liieﬁttm
All-Stars (shoes), the Volkswagen Beetle atL:?i Mini
i C

absence from the market. Other S ooper (ca

(beer), ha 4 enjayed resnrpence _l:e;:‘l:;n% bral;lds, such as Hul;skz Ei:&sb ?:‘irllosuc):ceszﬁgli regim %?%ﬂban
: : after being adopt es) and Pabst Blue Ribbon

e brands were now successfully ?Ppealing to both o‘.geidcby new consumer segments. These so-called

and NEW CONSUMETs who helped build new brand onsumers who remembered the original brand

rands such as Hai Karate ( meaning. However, not all retro-
B (cologne) and the Ford Thunderbird (car) had failecgei;?(hte’:ri?r:::e;ﬁss'?: i:;ﬁct‘é

consumer nostalgia to support their rebirth. Th
& - Therefore, although brand i i
name
capture consumer interest faster than a new, unknown offeri i 8, iith vitalpe Agpel X' i
ring, they did not always have an advantage.

By the early 2000s, Canada’s
over the age of 40. This agein

ALGER’S DILEMMA

Looking at the market, Alger wondered whether there was an attractive space for the Pop Shoppe. His gut
instincts told him that older consumers would embrace the reintroduction of the old brand, but he also
knew that it was a tou gh industry to enter. It was difficult to know whether older consumers would be a
sustainable market segment. Would older consumers, who were parents today, be able to turn their children
onto the brand? With little experience and limited funds, he knew that if he proceeded with the idea, he

could not afford to make many mistakes.

If he chose to reintroduce the Pop Shoppe, he questioned how true he should stay to the Okl;})g'};l;\\ Cfitécipt-
How would consumers who remembered the brand react if he changed things too much? The old Fop

_ ated stores. Could a nEW Pop Shoppe f:ompete on price
Shoppe was a discount brand sold through dedica e oo i aniche soament, similar o the strategy
and convenience?

Woglcsi - b:t b iﬁaitﬁnpeo\:ition s popbramd offered a wide variety of flavors that would
behind Jones Soda and Stewa s°

1d . . \
tha the & d which) flavors would bg gnabl;hln today’s
be unrealistic to recrelene. Alger wonc o bl roughly $10,000 per flavor. The old Pop Shoppe came
market. He estimated flavo

r reformulatio” " gDs were packaged in plastic and aluminum. Glass
. rary : d

in glass bottles, but the majority of contempOT&y =~ it they would also be more difficult and more
bottles might be more authentic 10

expensive to produce. ary 7, 2009, page B1.

asures," Bﬂ'ﬁg's‘t’a"r' V;ea?s » 9009, DDB Chicago.retrieved March 1,

o March 1, 2011.

ity Ple
2 109.pdf, 800883
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Dana Flavelle, “Canadians Won't " Staging i
" Alison Cenna, “Everything OId 15 New AGaIN_ Sy Retrobrands-
2011, from . ddb.com/pdfyellowpape .
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one major concern involved getting the prqduct int9 consumer hands, 4
trying to convince retailers to stock a ey, brge;
an

Despite all these questions, once .

had no relationships with traditional distribution channels; -
Id be a challenge. He could use a distributjoy,

h would add another layer of COsts and

from a new company with no industry experience would t

that would handle warehousing and sales for him, but this approac

cut into his margins. A distribution agency carried many different Pevera.ges and had I‘elationshipg With
many retailers. However, these companies invested si gnificant effort in getting the brands they carrieq ol
store shelves. They were not interested in wasting effort with brands that overlapped with each OthErnto
brands that might not survive. Convincing a distribution agency to carry his brand would require g iy
work. Despite Alger’s love for the old brand and his entrepreneurial spirit, he knew that a decisjop to o
the market would require a lot of hard work to raise significant consumer and retailer interest, He need:gtg

weigh his options carefully and decide what to do.
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in 2004, Brian Alger relaunched the Po '
. . = p S‘hoppe b .
erience and limited funds, h rand in Can
il +le. He relied e compensated for these weaknes agia. Although Alger had no industry
as possiDIE. on a network of outsourced speciatist fi m:-s y streamlining his operations as much

graphlcs designers, flavor engineers, concentrate manufacturers ané\ ‘:)%)et;;gf:goi:ldep@denthp?c\?gmg ad
panies to help design and

roduce his product. Although he initially tried t

responsibility as well. Alger contracted with a large brgs:rrareetég} h_sgmgs himself, he soon outsourced this

many retailers. This distributor became Alger’s main custo%nerlsgrt:rc‘tl::; tha:hhad S&rongdre\aﬁonships v
i y i iani ¥ ing the end product fr m him, and

then handling sales. wa ehousing, shipping and other distribution-related functions, With st of the

production and distribution chores handled by specialist firms, Alger could focus on managing the brand.

Alger recognized that the Pop Shoppe’s brand equity was tied up in consumer nostalgia. The children that
grew up drinking Pop Shoppe pop were the main purchasers today. Refail buyers in that age bracket could
see the potential for the brand because they often had the same fond memoties they hoped consumers
would have when they saw the brand on store shelves. Alggr tried to keep the brand authentic by
maintaining the 10g0 and glass bottle packaging and by simulating the old flavors as closely as he could.

The only fundamental difference was in price. Whereas the qld 1970s Pop Shoppe h? l})leen a di;g;\
discount brand, the new Pop Shoppe was repositioned as 2 premium beverage, charging a higher price

large national brand names.

LR AT T P TR T R
AL SRR TR

. i d vintage
: 'g marketing efforts included 2 restore

itali Shoppe’s heritage, Alger's <hi + ilarly styled sales sheets.
]\;(:)lljsa\glltall . Onthtal:teh: gfove topgromotional gvents, retro-styled Tj:;::ﬁig?:ﬁmi atzd gave the brand
Payi Egen o he brand’s heyday helped t0 transport older cor;n i buzz. In e, consumers who
4 glz;’gflllofg];g?rtloeéeiactics helped generate consumer awareness oS . ach as for s image, Whi &
tried the bran.d for nostalgic reasons soon ool
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RIDING THE WAVE OF SUCCESS

ith his revived Pg Sh
2 Is of success with P Shoppe 1,
. joying unanticipated leve ] ategory. The Poy, g :
Ezig: ]hoé"?;in°ﬁﬁgzais"e$:§£ﬁum carbonaf&dcslgfsig:n#h(iﬁgllcof arket PenetthiO}:losnp: :agsed
i art’s Fountain C5. 2l ¢ : :
behmi ;or:ie;:::ihgi;:?;?jdfgi itce):e-person company with limited funds and little mdustry exPenence_
growth ha

: is next move.
With such quick success, Alger began contemplating his ne

. i Pop Shoppe brand name, he had been mg;
i Alg'er ﬁrs't conSide'red rfe;ltlsr Togfg]eendr;g:'tgot?eifmbeged‘it fondly from theér childhogq, HOWe:::,l::
interested in having l?rag.?llf‘ : ﬁl arket opportunity for resurrecting the dead bran L. Alger hag @ lengthy
h'e soon realized a signi ichaving created several businesses across different mdustr!es_ Now, havmg i
history as an entre?rigeuéanadian market, Alger wanted to grow the brand larger, in hopes of selling oy
a success.ful dent '"h ebusiness ventures that had captured his interest. He had watched ag other smay soft
and moving on t(;: ;»t efbou ht up by larger firms and thought that the Pop Shoppe should be alfractive 1
drink brands hi : Efn ex ag,}d their portfolio. Alger was concerned that he might have taken the brang
other firms 1130 ‘“.i f:s h(‘,’me market and was considering other avenues for growth, Having establisheq 5
:'grng.‘.fgoc:?:g i:% (:hle Canadian market, he began to wonder whether the Pop Shoppe could find a similar

level of success in the United States.

POP SHOPPE U.S.A.

The Pop Shoppe was a discount soda pop brand that had originat'ed in Canada in 1969 and had thep
expanded into the United States in 1974, Top management at the time had felt confident that
could establish a strong foothold in the American market. By 1978, the Pop Shoppe was targetin
cent market penetration in the United States,’ This goal had seemed reasonable, giv
market share in Canada and the similarities between the two markets. However, Am
not progress as smoothly as had been expected.

\argeting five per
N its eight per cent
erican expansion did

Through its wholly owned subsidiary, the Pop Shoppe eventually migrated int
Although it seemed [ike a significant market penetration, these locations w
geographically. American distribution was slightly concentrated in
both the East and West coasts (see Exhibit 1) Although the larger

0 11 different states.
ere not welj focused

Many analysts believed that the brand’s
failure because the company had used the
Wweaker performance in the Unitegd States,

anned Sale of Holdings to Depress Profits
“Pop Shappe Bottlers Get Rid of Loan Burden,

" Globe ang Mail, June 30, 1978, p.
Globe ang Mail May 3, 1983, p. B1.
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S. CSD market shrank
ghe U->- Nearly foyy
T a0 L %ty
7 billion. 5 Crican 10n of Rach a v, TR 3
igo 1 nine per cent Since 2009, o Demar e m:\?vse 10 two per wzlurr::u?f 58 billion liters. This
sillion, a decrease of 2.2 per o ¢ ECCased v, % forecagt

tobe 52,8 b_ﬁ{‘g in a market value of
i . 1om 2009 . € Wag pros -8 billion liters, a decrease of
roughly 20 times the total Canadiay Market? -~ CSPIte thege fedi:;igsmthe tshite into a value of $60.6

; y otal U.S. market value was
ne American CSD industry hag

. d .

inated the American marke " Qynamijcg
doﬂ:f;?:s. However, one impOr:;rTf Zilszt)'(hlb-lt 2), su to thx;sz found in Canada. The same three firms
gon Ction betwegy the C SYstem of licensed bottlers and distribution
mpetltlon f0r th e anad

: adian and 3
Premium Cgp segmen American CSD markets was the

similay

iporease in the United States in cq
spite the strength of the major nag ’
pespite t ational apq Private.|
< -lab : < :

povelty gllyastflil;c:vﬂgngssgfatwerekno‘[' uncommon (gee Exhibi? 3})""‘};“‘115 l!}l the United States, premium and
90 glass dﬂ il 3 P?Ch agk,)lng more + the »ilr‘r:arke; included apfprﬁxungtely

tali ely m niche-brand CS : - Although a portion of these firms
gpecialized exclusiv D, oy
ogerﬂtions that packaged CSDs alongside h " boitling firms

atior . : rages. Unlike the heavily regulated beer and liquor
4 hannels in Canada, Americ b i o i e it
distribution ¢ ; ian breweries could disty '

retail channels, such as grocery stores and convenienc s el produet gl magy s
glass bottlers could f\ll }hel‘r de.lwery trucks with not only soda and other soft drinks but alcoholic
peverages as well. This wider variety of product enabled American distributors to have potentially stronger
relationships (and therefore power) with retailers th

R ; an was seen in the Canadian market. Although these
production and distribution synergies could be bene

ficial to domestically manufactured brands, they C‘_)‘:“d
make it more difficult for new firms to enter the market from the outside. In addition to strong competition

from domestic manufacturers, soda pop connoisseurs looking for unique alternatives could also choose
from a variety of imported sodas. In the United States, specialty retailers and online merchants offered
hundreds of different flavors of premium CSDs.

THE CURRENT OPPORTUNITY

i his future as being
he Pop Shoppe had become successful in its home market. Hpv‘vev::é P:lizll'l ?li ?;;:S:as et
: iE] 0% ' n?'mauina the company in the long term. As a ser:)a eg hg hape o sell it to another company
IvoIve .|dn c \lthough he had a personal fondness for the brand,
to other ideas. Althoug

ing hi rsue the next start-up:
th |d continue the brand’s growth, leaving him free to pu
- me out. From the beginning, I kind of knew that 1

if anted to buy by now. I’m really not
L4 % B ) Sci)melo?lfo\;zg: the acquisition would have happened by
had something, but g

. rofite.” 2010,
s in the United States: lnduasahzyaZDAFBTwBFQQ accessed July 4, 2011.
5!Jatamon.imsr, “Carbonated Soft Dnn A-46B0- arch 25, 2011.
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too big for the smaller regional brands. I think it

. : anies, but i 5
Ib ﬁ:snﬁ:ﬁn)gfe:h?rs:infebll(%?l:f success and market penetration in the U.S. I'd have beey,
bought by now.’

e would need to make some decisions, Although
market, Alger questioned the OPportunities in

he Pop Shoppe to grow h
tition in the premium segment,

cessful re-entry into Canadian

He knew that if he wanted t
so much diverse compe

Pop Shoppe had made a suc
the American market when there was
_ We have some brand equity

as in about 11 different states, SO it wasn
t of presence. Currently the biggest amount of requests for prodyct

there, but we don’t test as high as i
’t a national brand, But

It’s different in the U.S
Canada. Pop Shoppe w
there was a good amoun

comes out of the US.°

i« Canadian experience that it wasn’t easy to get shelf listings w_lth retailers who mg

aﬁ:eg:gyknhgyeiﬁd:liariety of bevgrages that are selling well. !f he ente:red the American mar_ket, he Woul)c;
both with consumers and retailers, which would be challenging, given the
SD segment. In addition to well-established classic brands, ney

need to build his brand quickly, llop=

amount of competition in the premium .

brisids Weie pogping up all the time, trying to be the next Jones Soda. Alger considered whether the Pop
s might be enough to give the brand a competitive edge,

Shoppe’s brief history in the United State
The good thing is that we have stronger brand equity than those other ones because other
brands get created just for the sake of being created. They aren’t really well financed and
don’t have the money to establish the brand. This is where they’ll stall and we’ll probably

flourish.”
Alger wondered how best to proceed. His drive to grow the brand in hopes of acquisition made the larger
U.S. market seem like an appealing option. However, it also had many potential risks, Lingering brand
equity had helped relaunch the brand in Canada, but did the brand have that same kind of equity in the
United States? The brand had not fully penetrated the American market in the 1970s, leaving Alger to
question which states would be the best initial target for expansion. As well, he wondered whether he
should seek domestic production or continue manufacturing in Canada with his existing network of
suppliers. Although bottling in Canada would create some logistical hurdles, Alger wondered whether the
strength of these existing relationships would allow him both the financial and production flexibilities he

might need as he navigated a new market.
Lastly, Alger wopdered how to rqise consumer awareness and distributor interest in such a crowded
market. The premium CSD market in Canada had only two main national rivals and a few minor regional

ty to capture part of the market, or should he try to

brz_mds and imports. Could he rely purely on brand equi
tt;lmlg a 3ew brand image? A'lthough he felt confident that a portion of American consumers remembered
¢ brand, were their memories so weak that he could have more liberty with the brand image than he did

3051?;11::3 z:;lthoigh he was excited about the possibilities for the American market, Alger knew that he
risk. He wantod to grou e nh - ocCiSions {0 help him capitalize on the opportunities while mitigating his
grow the company and move on. He did not want to jeopardize his Canadian success by

investing too much into an American gamble,

5 ”
) g:_r:n Alger, personal interview, October 1 5, 2010.
’ Ibid.



