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Non-Alcoholic Blended/
Frozen Beverages
The non-alcoholic blended/frozen beverage segment 
has done well the last few years, with the number of 
menu items increasing 11% from a year ago, and up 
47% since Q1 2006.  The segment is made up pri-
marily of frozen and slush-type drinks, which repre-
sent a 50% and 38% share, respectively.  Lemonade, 
non-alcoholic daiquiris and non-alcoholic margaritas 
represent the rest of the top 5, with a 5%, 3% and 2% 
share, respectively, while the rest of the beverages in 
this segment make up the other 2%.  Frozen bever-
ages, slush, and daiquiris grew only 6%, 8% and 20%, 
respectively, while margaritas declined by 25%.  
Lemonade saw the strongest growth, up 400%.

For more information about ConAgra Foodservice, please call 1-800-357-6543 or visit www.conagrafoodservice.com

Top 15 Frozen/Blended Drink Flavors 

 1. Strawberry
 2. Chocolate
 3. Banana
 4. Vanilla
 5. Mango
 6. Raspberry
 7. Orange
 8. Pineapple
 9. Peach
 10. Mocha
 11. Berry
 12. Strawberry & Banana
 13. Oreo Cookie
 14. Caramel
 15. Coconut

Top 15 Frozen/Blended Drink Growth Flavors

 1. Reese’s Pieces
 2. Marshmallow
 3. Banana Cream Pie
 4. Chocolate Cream Pie
 5. Goji
 6. Hershey’s Caramel
 7. Hot Caramel
 8. Mango & Pineapple
 9. Mint Chocolate Chip
 10. Mocha & Almond
11.  Mocha & Fudge
 12. Mountain Blast
 13. Oreo Cookie & Cream
 14. Spice
 15. Toasted Almond

Top 10 Frozen/Blended Marketing Claims

 1. Fresh
 2. Real
 3. Creamy
 4. Premium
 5. Rich
 6. 100% Pure
 7. Original
 8. Soft
 9. Special
 10. Signature

Top 10 Frozen/Blended Ingredients

 1. Milk
 2. Ice Cream
 3. Juice
 4. Strawberry
 5. Banana
 6. Syrup
 7. Whipped Cream
 8. Frozen Beverage Base
 9. Malt Powder
 10. Pineapple

Leading 
Flavors 

Popular 
Flavors 

Emerging
Flavors 

Strawberry Hazelnut Berry 
Lemon (ade) Pomegranate Peach 

Orange Kiwi Pineapple 
Watermelon Mango Apple 

Mango Raspberry Lime 
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Why frozen/blended?
It seems like frozen/blended drinks are all the rage, 
but why?  There may not be a single reason, but a 
host of contributing factors. Smoothies, for example, 
offer several benefits for consumers. Some choose to 
have them as a snack drink, others as a meal replace-
ment, or simply as a functional drink that allows them 
to get their daily fruit intake and be able to justify the 
calories. For coffee drinkers, the Frappuccino-type 
beverages offer a change in texture and flavor to just  
coffee, while also helping them cool off.  Frozen/
blended alcoholic drinks (and even the non-alcoholic 
ones) are simply fun! They offer a refreshing blend of 
flavors and even the nice cold  
texture of blended or shaved ice. They make a great 
social beverage and go down easy. For operators, 
these are high-margin/bottom-line-friendly menu 
items that sell well, and they are easy to add to the 
menu with minimal investment and inventory. A win-
win for everyone!

Nutritional Choices
The number of kids’ menu items making nutritional claims has risen sharply from 2005-2008. In 2008, 
menu items with nutritional claims accounted for 7.7% of all menu items introduced, compared to only 
2.6% in 2005. (source: Mintel Menu Insights)

However, limited service restaurant chains such as Panera Bread, Jason’s Deli, Cheebo and Arby’s have all 
added organic or all-natural ingredients to their kids’ menus—an interesting place for “green” ingredients 
because it influences parental decision and exposes children to the concept from a young age.

Sides are a kid’s best friends. Especially small children, who can use sides for a meal. And it’s almost un-
American to think that a kid wouldn’t like fries.

When we analyze sides on the children’s menu, there are at first glance no surprises: fries and potatoes 
are at the top of the ingredients list.

But wait...are fruits and vegetables gaining some ground? From Q1 2007 to Q1 2009, that is indeed the 
case, with fruit ingredients up 2.4% and vegetable ingredients up 6.8%.

These gains in fruits and vegetables are no small feat. Let’s face it: the phrase “eat your fruits and 
vegetables” has historically implied dragging children toward them. Perhaps change is in the wind.

Sides on Children’s Menus

% of Menu Items Q1 2007 % of Menu Items Q1 2009 % change

Fries 14.3 14.6 2.1

Potato 11.4 11.1 -2.6

Onion 9.2 9.7 5.4

Cheese 8.9 9.0 1.1

Chicken 7.4 7.8 5.4

Tomato 5.8 6.2 6.9

Vegetable 5.9 6.3 6.8

Beef 5.7 5.4 -5.3

Bacon 4.4 4.2 -4.5

Fruit 4.1 4.2 2.4

Other 22.9 21.5 -6.1

Top 10 Dishes on Childrens’ Menus

Spinning the familiar with the new
Putting new spins on old favorites not only promises added variety. Like the perfect fisherman’s cast 
into a river, it might hook people on health before they know it.

• Burger King’s apple fries are a great example.

• Fun dairy options like string cheese at Sonic.

Other healthful innovations creep onto the menu
Pasta, turkey sandwiches and grilled chicken strips are “standout” healthful menu items that promise 
kids’ interest. Operators will need to continue offering healthful dishes like these and others to respond 
to the interest in having nutritional options on kids’ menus

Source: Mintel 
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