








Water plus beverages have exploded over the years as they 

fulfi l the most important consumer demands for natural, 

light and healthy beverages. Water plus beverages include 

fl avoured water, aqua plus and aqua fruit beverages as well 

as fruit splashes. Innovative product ideas provide modern 

refreshment in a market segment that is being constantly 

diversifi ed. 

Flavoured water –  
pure refreshment and taste

Six billion litres of fl avoured water are consumed around 
the world each year – and the world’s thirst has certainly 
not been satisfi ed yet! Combining water with multifaceted 
fruit fl avours and sweeteners, fl avoured water offers pure 
refreshment as well as the foundation for a wide variety 
of product variations. While lemon, apple, orange and 
strawberry have been the most popular fl avours up to 
now, superfruit fl avours such as acerola, pomegranate, 
cranberry and blueberry are becoming increasingly 
popular. 

A new range of Döhler fl avours such as ginger, green tea, 
jasmine, spearmint or mojito is creating new interesting 
taste experiences. These non-fruit fl avoured waters are 
subtly sweetened with fructose and deliciously aromatic, 
providing light and pure refreshment.

The naturally derived sweetener Stevia is increasingly 
gaining importance in response to the “low/zero calories” 
trend. The sensory attributes of Stevia are considerably 
improved thanks to Sweet Flavour Technology. That is 
what gives Döhler’s fl avoured water concepts their par-
ticularly sugar-like taste.

Aqua plus – an extra “plus” in fruit 
and functionality

The focus for aqua plus is the added value created by 
the addition of fruit juices and/or functional ingredients 
such as vitamins, herbs or tea extracts. Aqua plus bever-
ages are available in many fl avours, from domestic 
to exotic fruit combinations. Vitamin water, country 

water, aqua tea and H2Go! are the current trendsetters 
in the aqua plus segment, for which Döhler has developed 
an entire range of new product concepts.

Vitamin water is a modern and very successful application 
of aqua plus beverages. Particularly the younger genera-
tion is excited by the diversity of these products. A wide 
product positioning spectrum, including “Relax”, “Vitali-
ty” and “Protect”, is achieved through the combination of 
tasty fruit fl avours and appropriate vitamins and func-
tional ingredients. 

Aqua plus products with herb and blossom extracts, which 
follow the trend of “back to the old days” or “back to nature”, 
continue to enjoy high demand. The product line country 
water, developed by Döhler, combines 3% fruit juice not 
only with domestic herbs such as juniper or lime blossom, 
but also with exotic blossoms such as jasmine or passion 
fl ower. 

Products featuring tea extracts are very successful at the 
moment. The positive worldwide market development 
of approx. 10% annually in the segment of ready-to-drink 
teas confi rms this trend. Döhler offers aqua tea beverages 
as an alternative to the classic ice tea, which are regarded 
by many consumers as too sweet. Various fruit combina-
tions were combined with tea extracts from rooibos, green 
tea or white tea to create tasty and refreshing beverages.

Tea extracts are also a component of the H2Go! concept, 
which combines mineral water with 5% fruit juice and 
caffeine. The active ingredient caffeine, which consumers 
know well and view positively, is used here only in its 
natural form. This makes H2Go! a healthy alternative to 
classic caffeinated beverages such as coffee, cola or ener-
gy drinks.

Aqua fruit – 
natural, healthy fruit sensation

Aqua fruit beverages fi ll the gap between aqua plus bever-
ages and fruit splashes. Containing 15% to 30% juice and 
only 20 kcal, they are a light and healthy alternative to 

classic carbonated softdrinks. The idea of naturalness 
is also the focus for aqua fruit beverages. That is why no 
preservatives or artifi cial colours are used, as is the
preference for all water plus products. Whether for sport, 
beauty, health or wellness, aqua fruit beverages offer a
variety of positioning fruit options, so you can choose 
what fi ts best with your brand image. 

Fruit splash – 100% naturally

Fruit splash is the new beverage concept that fulfi ls the 
consumer demand for exceptionally natural 
products. With healthy fruit juice (approx. 50–70%) and 
refreshing mineral water, fruit splashes are the natural 
alternative to carbonated softdrinks. Fruit splashes are 
not only the perfect thirst quencher for any time of the 
day – they also make a wide range of product positioning 
options possible, such as a children’s beverage or sports 
drink. Popular fl avours are apple, citrus and domestic 
fruits. In order to address country-specifi c fl avour prefer-
ences, Döhler has developed mild, clear and naturally 
cloudy splashes.  

Be inspired by our in-
triguing concepts!

WATER & MORE – 
AN ELIXIR FOR BODY AND BEVERAGE MARKET

Döhler provides 
for your concept:

•   Natural sweetening 
systems using 
MultiSweet® Stevia

•  Natural colours

•   Innovative natural 
fruit fl avours and 
non-fruit fl avours

•   Clear and cloudy 
fruit juice concen-
trates

•  Health ingredient 
concepts
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Döhler provides
for your concept:

•   Fermented bases

•   Fruit juice 
concentrates

•   Natural fl avours and 
colours (e.g.beer 
fl avours)

•   Natural sweetening 
systems such as 
MultiSweet® Fruit and 
MultiSweet® Stevia

Carbonated softdrinks are the largest market segment 

worldwide, after water. At the same time, this category is 

characterised by immense pressure on prices. Sweeteners 

create space for innovation in the CSD industry. Sugar-free 

products are enjoying increasingly wide acceptance, while 

Stevia promises to become an important topic in the future. 

Carbonated softdrinks – zero and natural

Cola, orange and lemon dominate the global market for car-
bonated softdrinks. While regular products are stagnating, 
sugar-free products and natural lemonades in particular are 
promising concepts for unlocking new sales potential.

Products with sweeteners present signifi cant sensory chal-
lenges. The DöhlerGroup has developed sweetening 
systems, such as MultiSweet 2.0, which have a fl avour pro-
fi le very close to that of sugar. Döhler Sweet Flavour Tech-
nology allows the negative sensory properties of sweeteners 
to be largely removed, using a reformulation of the recipe. 
In consumer tests carried out by Döhler Sensory & Consumer 
Science, products which used Sweet Flavour Technology 
performed signifi cantly better than the CSDs usually avail-
able on the market, which are sweetened with sweeteners.  

In connection with the natural sweetener Stevia, too, this 
technology leads to a signifi cant improvement in the 

fl avour profi le. Depending on the beverage, it may need a 
complete reworking of the recipe and the selection of the 
right fl avours. 

SPARKLING IMPULSES FOR GROWTH IN CARBONATED SOFT DRINKS

The wishes of adult consumers differ greatly from those 

of children. Drinks today should be less sweet, and more 

natural and healthy. That is why Döhler has developed 

a new generation of soft drinks: brewed lemonades.

This concept is based on the combination of fermented 
bases with high-quality fruit juices and natural 
flavours. The distinct taste profile of the fermented 
bases is especially popular with adults, as was confirmed 
in an consumer survey undertaken by Döhler Sensory & 
Consumer Science. In addition, these brewed lemonades 
are not just very natural, but healthy too. Valuable lactic 
and gluconic acid are produced during fermentation, 
which are said to have a positive effect on the metabolism. 

Döhler offers one-stop solutions for this concept – both 
innovative product concepts and all the ingredients need-
ed to make them a reality.

BREWED LEMONADE – 
NATURAL REFRESHMENT FOR ADULTS

Döhler provides the following for your concept:

•  Natural fl avours

•  Natural colours

•  Natural sweetening systems: 
MultiSweet ® Stevia and MultiSweet ® Fruit

• Stable fl avour emulsions and cloud emulsions

Fermentation and biotechnology – the basis for 
non-alcoholic and alcoholic beverage bases 
made from fruit juice, cereals or tea. 
Döhler has its own library of over 2,500 microor-
ganisms for fermentation.
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Energy drinks have breathed new life into the softdrinks 

industry in the truest sense of the word. The success of the 

fi rst products was primarily based on a popular taste 

combined with a strong brand and the perfect under-

standing of consumers’ needs. The market has developed 

further over the past few years and has begun to take 

changing consumer requirements into account. It is not 

just products with different fl avours that are in demand, 

but also juicy energy drinks containing up to 50% juice, 

as well as coffee energy drinks and energy shots.  

Reaching new target groups 
with fresh new fl avours

Thanks to the increased number of completely new 
applications, the range of target groups has broadened 
signifi cantly. While energy drinks used to be consumed 
mainly by young adults who enjoy trying new things, the 
over-30 target group is now being reached as well. A survey 
conducted by Döhler Sensory and Consumer Science has 
shown that this age group also has a need for energy, but 
that classic fl avours do not appeal to them. Döhler expects 
to see continuing high growth rates in this segment in the 
future, and is responding to this demand with innovative 
concepts tailored to the market.

Juicy energy drinks – 
a natural energy boost 

The trend towards healthy, natural products has been 
one of the major developments in the food and beverage 
market over the past few years. Fruit juices are one of the 
most natural products and enjoy a positive image. They also 
offer countless fruit combinations, making it possible to 
position new products perfectly in terms of purpose or 
occasion, target group and image. The combination of natu-
ralness and juice results in premium concepts, in which the 
classic ingredients taurine, glucuronolactone and inositol 

are replaced by guarana, a natural source of caffeine. In 
a young and innovative segment like energy drinks, all 
kinds of fruits and fruit combinations are possible. Döhler 
offers an attractive portfolio of juicy energy drinks contain-
ing between 5% to 50% fruit juice in almost any fl avour im-
aginable.

Coffee energy drinks – 
energy meets lifestyle

Coffee is also ideally suited for creating new energy drinks, 
as it is well established in our daily routine, giving us that 
energy kick whenever we need it. This makes combining 
coffee and energy drinks the next logical step. As with juicy 
energy drinks, it is possible to create products that combine 
the classic coffee drinks with standard energy ingredients, 
as well as products that cater to the trend for naturalness 
and only contain natural caffeine from guarana.

Energy shots – 
small but effective!

Energy shots have also expe-
rienced a dynamic develop-
ment over the past few years, 
and at litre prices that are
unmatched in any other cat-
egory. They score with con-
sumers thanks to their con-
venience and functionality. 
Döhler has taken the prod-
ucts originally developed in 
the USA and has “european-
ised” them in terms of taste 
and legal requirements.  

ENERGY DRINKS – A RECIPE FOR GLOBAL SUCCESS

Döhler provides
for your concept:

•   Energy ingredients 
from taurine to natural 
caffeine from guarana

•  Flavours for the 
classic energy taste 
and completely new 
fl avour profi les

•  Premium-quality 
juice concentrates

• Compounds
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Fruit juices and nectars have become fi rmly established 

in the market in many regions, such as North America 

and Western Europe. Innovative products are needed to 

give new impetus to the market in these countries. In 

other parts of the world, too, those who use interesting 

products to arouse consumers’ attention will gain a lot. 

When developing these products, the focus has to be clearly 

on naturalness, health and enjoyment. For this reason, 

natural sweeteners such as Stevia or honey, as well as 

fruit pieces for a better mouth feel, are becoming ever 

more important in this sector. Döhler has developed a 

wide range of product concepts. They not only offer the 

consumer new taste sensations and healthy additional 

benefi ts, but also create completely new reasons for 

consumption – and thus additional potential in estab-

lished fruit juice markets.

Innovation through new taste sensations

Consumers love exotic fl avours. Exotic fruits provide an in-
credible range of fl avours and offer a journey of the senses 
to other countries. The demand for domestic fruits is also 
growing. For consumers in Europe, this means local fruits 
such as apple, pear, red fruits and rhubarb, while in India 
and Africa the mango is familiar and well-known. As differ-
ent as the fruits in the various countries are, the fundamen-
tal thought is the same: to use fruits which the consumer 
knows and links to positive memories. Herbs and spices pro-
vide an ideal addition to both domestic and exotic product 
concepts. The consumer doesn’t just see them as natural and 
healthy – these fl avours also allow country-specifi c fl avour 
preferences to be met in an even more targeted way and sea-
sonal products (e. g., winter smoothies) to be created.

It doesn’t matter whether they are exotic or domestic – ap-
ple, pear, red fruits, mango and orange are some of 
the most important fl avours worldwide. The mango in par-
ticular is becoming ever more signifi cant thanks to its full 
mouth feel in beverages with a high juice content. Using tar-
geted sourcing, the DöhlerGroup has ensured access to 
mango raw materials in India, where there is a large selec-
tion of premium-quality mango. Döhler offers mango varie-
ties such as Alphonso and Totapuri from India in the form 
of purees, concentrated purees, clear concentrated juices 
and blends. Varieties such as Tommy Atkins and Criollo 
from Central and South America top off the portfolio of raw 
materials.

Innovation through new reasons 
for consumption

How does a product become successful in a saturated market? 
By being different from all other products and being perfectly 
tailored to the various requirements of the consumer. That is 
why Döhler has developed product concepts which offer the 
right solution for any moment and reason under the heading 
“Day Drinks”. Döhler “Breakfast Snacks”, for example, contain 
everything needed for a healthy breakfast. Delicious fruit 
juices with fruit pieces, fi bre and cereals (oats and wheat fi -
bres), honey and vitamins provide the perfect start to the day. 
Extending this concept further, Döhler has also developed “Af-
ternoon Snacks”, “Evening Snacks” and “Evening Drinks”, 
which are adapted to the consumer’s requirements at any 
time of day.

Innovation through functionality

ACE drinks were some of the fi rst beverages to have addi-
tional health benefi ts. Döhler has developed concepts in 
classic ACE drinks that include carrot juice as a natural 
source of provitamin A. New concepts are also benefi ting 
from the positive image of ACE drinks: the next generation 
of ACE drinks is called Antiox-CE, in which the natural func-
tionality of antioxidants is used in place of provitamin A. 
The new ACE and AntiOx shots offer both health and con-
venience. A bottle of just 98ml covers the daily requirement 
of vitamins A, C and E. The shot concept has already gained 
an extremely high level of acceptance among consumers 
in other beverage segments, giving an extremely positive 
outlook for ACE shots too.

JUICES, NECTARS, SMOOTHIES AND 
FRUIT SNACKS – THE BEST OF NATURE

BEST VALUE TO PREMIUM
Still drinks make exceptionally creative product con-
cepts possible, because the widest range of ingredients 
can be used and combined with one another. The trend 
towards natural beverages has also entered the still 
beverages segment. New still drinks are thus given more 
natural fl avours, colours and sweeteners to conform to 

this. At the same time, they do not contain any preserva-
tives or other artifi cial ingredients. Fruit ingredients, 
fruit pieces and fruit cells offer full fruit enjoyment in 
premium products. Döhler assists its customers in 
answering questions regarding which fruit pieces can be 
used and which technical requirements must be fulfi lled 

during fi lling. Döhler emul-
sions create a particularly full-
bodied mouth feel and a juice-
like taste in still drinks.

Döhler provides for your concept:

•   High-quality fruit juice concentrates and purees 
from exotic and traditional fruits

• ORAC fruit juice concentrates and purees

• Natural sweetening MultiSweet® Stevia

• Natural fruit and non-fruit fl avours 

• All-in-one compounds

Döhler provides the 
following for your 
concept:

•  Natural fl avours

•  Natural sweetening 
systems: 
MultiSweet® Stevia and 
MultiSweet® Fruit

• Fruit juice concentrates

•  Technological solutions 
for fruit pieces and
fruit cells

•  Stable fl avour emulsions 
and intensive cloud 
emulsions

• All-in-one compounds
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“Life is too short to eat bad soups” is a saying in Asia. Döhler 
premium soups for the supermarket refrigerated section 
uses the best nature has to offer: high-quality vegetable pu-
rees and pieces, spices and herbs. In this, Döhler does not 
use any artifi cial additives and or fl avour enhancers such as 
monosodium glutamate. At the same time, these premium 
soups fulfi l consumers’ current demand for healthy,
convenient products and are pure and simple – as delicious 
as home-made! 

From classics with lots of healthy tomatoes to exotic fruity 
varieties, Döhler has the right fl avour for every taste. For 
those who want to enjoy soup in summer, Döhler has devel-
oped refreshing cold, fresh soup concepts. Thanks to differ-
ent types of fruit and vegetables, the Döhler premium soups 
offer a great variety of colours as well as a wide range of 
fl avours – because the consumer has 
learnt: colourful means healthy!

Be inspired 
by our new 
soup ideas!

100% NATURALNESS – 
DELICIOUS SOUPS, JUST LIKE HOME-MADE

DAIRY PRODUCTS – 
INNOVATIVE IDEAS 
WITH A FUTURE

Döhler provides for your concept:

•  Vegetable and fruit pieces

•  Vegetable and fruit juice concentrates

•  Vegetable and fruit purees

•  All-in-one compounds

The secrets in the milk! Milk is the basis for many new 

product concepts, from functional drinking yoghurts and 

milk mixes in all possible fl avours all the way to deli-

cious desserts. A fantastic variety of products has been 

developed over the years, which has experienced trend-

driven innovations time and again. It is primarily the 

demand for natural products that has put the dairy indus-

try in a favourable position – because for many consum-

ers milk is the epitome of naturalness. Using the natural 

Döhler ingredients, from fruit purees and concentrates to 

natural fl avours, products can be designed which suit 

the consumers’ taste. 

Drinking yoghurt – functionality makes 
target group-specifi c appeal possible

For many consumers today, drinking yoghurt is an impor-
tant component of their daily nutrition plan. As a result of 
their naturally valuable ingredients, yoghurt products are 
considered to be very healthy and are therefore ideally 
suited for functional product concepts. This allows the de-
velopment of, for example, drinking yoghurt for children 
containing extra calcium or drinking yoghurt with a choles-
terol-reducing effect. Döhler Sensory & Consumer Science 
has studied consumer demands, providing a basis upon 
which Döhler has developed future-oriented drinking yo-
ghurt concepts. At the same time, Döhler assists its custom-
ers in the diffi cult question of which health ingredients can 

be used and how their effects can be advertised in accord-
ance with the new EU Health Claim regulation.

Flavour assortment 
and variety in milk mixes

Hardly any other dairy category compares with milk mixes 
in terms of fl avour assortment. This is one of the reasons 
why milk mix drinks are well established in the dairy mar-
ket. Coffee has established itself as a lifestyle drink. Döh-
ler’s new concepts combine coffee, a classic source of ener-
gy, with milk, to create a completely new type of product: 
energy milk drinks! The extensive world of coffee varieties 
creates new taste sensations ranging from Italian cappucci-
no or latte macchiato and French café au lait to Oriental 
moccha. 

The concept of “milk and tea” is an additional development 
by Döhler. Rooibos, white or black tea bases make it possi-
ble to offer this popular drink in a wide variety of fl avours. 

Technology as the basis 
for innovative desserts

The grand fi nale of a large meal, a sweet snack or a reward 
after an eventful day: the range of occasions calling for a 
dessert is becoming increasingly diverse. Customer

demands are just as diverse. A dessert must today not only 
taste good, it must also be natural and have an interesting 
visual appeal to set itself apart from other products –
because your eyes are part of the eating experience too! 
Fruits are delicious, natural and healthy. The combination 
of a white mass with colourful fruit preparations also offers 
considerable visual appeal – in any form imaginable: 
swirled, layered or foamed. At the same time, combining 
the generally acidic fruit purees with a white mass poses 
new technological challenges. Over many years of research, 
Döhler has developed solutions preventing interface
phenomena and ensuring stable and fl uffy fruit prepara-
tions – for desserts that look and taste good, from the fi rst 
day right up to consumption.

Döhler provides for your concept:

• Fruit fl avours and non-fruit fl avours 

•  Health ingredients

•  Deacifi ed fruit juice concentrates and purees

•  Stable, foamed fruit preparations 
with low migration

•   Natural sweetening systems: MultiSweet® Stevia 
and MultiSweet® Fruit 
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CAPTURING NEW TARGET GROUPS 
WITH INNOVATIVE BEER MIXES AND CIDER
Beer mixes have achieved positive growth rates over 

many years. Döhler has developed product concepts 

which are now giving the market additional stimulation 

for growth. More natural beer mixes and soft drinks 

which taste like beer are currently right on trend, while 

being aimed at entirely new target groups. The cider 

concepts from Döhler also allow both breweries and soft 

drink manufacturers to expand their product portfolios 

successfully in this way.

Beer mixes with higher juice content

The trend towards more natural products is also having an effect 
on beer mixes. Not because the consumer pays attention to 
“healthier” product varieties, but because beer mixes which 
contain more fruit juice simply taste better. This was the result of 
a recent study conducted by Döhler Sensory & Consumer 
Science. For this reason, Döhler has developed a series of new 
beer mixes containing up to 20% fruit juice. In particular young 
adults and women form the main target group and thus the main 
source of sales, allowing you to reach new buyers.

0,0% – the new way to enjoy beer

Soft drinks which taste like beer – this concept is already 
very successful in Japan and the Middle East, and is now 
reaching Europe too. At the centre of the concept is pure 
refreshment – for consumers who want to enjoy the taste of 
beer without alcohol. There are now product varieties 
which consist only of water and beer fl avours. These bever-
ages are “all-free”, i. e., contain no sugar, calories or alcohol.

Product varieties with malt bases provide a fuller mouth 
feel which is more typical of beer. Döhler offers light, cloudy 
and crystal-clear malt bases, depending on the beer 
character required. With the appropriate natural beer 
fl avour from Döhler, any type of beer can be imitated in a 
non-alcoholic variety.

“New Ciders” – fruity and with little alcohol

The DöhlerGroup’s new cider applications open the door to 
a whole new variety of tastes. The combination of cider 
with fruit juices and fl avours leads to new fresh, fruity taste 
sensations in drinks with low alcohol content, making them 
the perfect summer drink. A wide range of fruity ingredi-
ents is available, both local and exotic. The focus is on apple, 
pear and berry fl avours. Breweries in particular possess the 
ideal requirements for both the production and marketing 
of new ciders, since they have good sales networks in the 
areas of catering and retailing, although manufacturers 
from other sectors also allow cider applications to enter 
new markets.

Extraction and fermentation – an important 
Döhler technology platform for high-quality 
cereal, malt and cider bases.

Döhler provides for your concept:

•  Beer fl avours, e. g., for wheat 
beer, pilsener, stout, pale ale

•   Malt extracts, light, cloudy and 
crystal-clear malt bases

•  Apple and pear cider bases

•  Natural fruit fl avours

•   Clear and cloudy 
fruit juice concentrates
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Premium, lifestyle, enjoyment – that’s what innovative 

alcoholic beverages such as cream and fruit liqueurs 

and fl avoured spirits represent. Consumers sometimes 

like to enjoy a little drink for relaxation and are pre-

pared to pay a little more for it too – especially for pre-

mium products! This gives the spirits industry a reason 

to develop creative new product concepts. At the same 

time, these products present large challenges for the sta-

bility of the individual ingredients. Döhler offers well-

developed technical solutions for this, such as alcohol-

stable milk and cream bases, fruit juice concentrates 

and natural fl avours. 

Cocktails – the exotic trendsetter 
in the spirits market

From mojito, caipirinha and strawberry margarita to mai 
tai and piña colada – cocktails offer fruity and exotic taste 
sensations and interesting product positionings. The con-
sumer associates cocktails with lifestyle, sun, summer and 
relaxation. Ready-to-drink cocktails are currently setting 
trends in the spirits market. They are a practical and exot-

ic beverage, both for small beach bars and private summer 
parties. The DöhlerGroup has developed product con-
cepts ranging from premium cocktail drinks and cocktail 
bases with high-quality fruit juices to fl avoured variants 
packed with taste. The cocktail drink concepts usually 
have a low alcohol content (alc. < 5%) and are ready to 
drink. In contrast, the cocktail bases (alc. > 15%) allow the 
user to combine them with a wide range of fruit juices, 
creating new fl avours every time. 

Döhler has developed appropriate fl avours for many com-
mon cocktails, which can be used in all beverage applica-
tions, from wine drinks, limes and liqueurs to non-alco-
holic varieties in beverages with a high juice content. Fruit 
juice beverage concepts, sometimes with alcohol fl avours, 
offer the consumer the chance to enjoy cocktails fully – 
even without alcohol.

Döhler bases for innovative 
creative product concepts

It doesn’t matter which alcoholic beverage it is: as a Döh-
ler customer, you have a level of unexpected fl exibility to 
develop new product applications in alcoholic beverages 
and put them into action. Our innovative beverage bases 
made of milk/cream, tea, fruit juice, cereals and coffee are 
driven by Alko International’s all-encompassing know-
how. Döhler customers in the wine and spirits industry 
get everything from a single source, from tailor-made 
product concepts through to alcohol-stable fl avours, from 
fruit juices to alcoholic fermented bases.

Döhler provides for your concept:

• Alcoholic bases

• Alcohol-stable milk and cream bases

• Clear and cloudy fruit juice concentrates

•  Alcohol-stable fl avours such as cocktail 
and alcohol fl avours

SPIRITS – PREMIUM AND EXOTIC
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QUALITY & FOOD SAFETY SOLUTIONS – 
DMD® NUTRIENT MEDIA AND ANALYTICAL SERVICE
Beverage trends are in a constant subject of change. 

That’s why the manufacturer’s quality control depart-

ment faces new challenges everyday. Integrated safety 

measures are therefore an established part of quality 

management along the entire value-added chain. Under 

the DMD® (Döhler Microsafety Design®) brand, Döhler 

has developed cultural nutrient media for water, non-

alcoholic beverages and beer. They are simple to use 

and deliver fast results in the microbiological screening 

of the most important parts of the production process: 

in the product and the production and fi lling surround-

ings. In addition, Döhler supports its customers with 

a comprehensive range of analytical and technical 

services.

NBB® for the detection of beer-spoiling
microorganisms in the brewery

The microbiological complexity of beer means that ex-
tremely sensitive nutrient media are needed for the early 
and selective detection of beer-spoiling bacteria. We are 
constantly developing our NBB® range further, in order to 
meet the breweries raising demands. It’s easy, fast and 
selective. All samples, such as fi ltered, unfi ltered beer, 
yeasts or rinse water, are tested for beer-spoiling micro
organisms using NBB® Agar, NBB® Broth and NBB®-
Concentrate.

TransFast for the detection of beverage-
spoiling microorganisms 
in the non-alcoholic beverage industry 

In order to detect yeast, moulds and lactic and acetic acid 
bacteria in non-alcoholic beverages even faster, Döhler 
has developed the TransFast nutrient media system. 
Growth occurs within just 48–96 hours, the simple macro-
scopic analysis evaluation within just a few seconds. 

To do this, the sample is placed into a transparent tube 
with a specially developed transparent gel and incubated 
in a shelf with background illumination. The sample is lit 
from behind at the touch of a button, so that any contami-
nation is recognised immediately by the caused refraction.
Non-fi ltered beverages, fruit concentrates and compounds 
can also be tested for beveragespoiling microorganisms 
using prior enrichment with TransFast Broth.

BAT for the detection 
of Alicyclobacillus in the fruit juice industry

Due to pasteurisation, Alicyclobacilli tend to form 
spores in beverages that can evolve to new vegetative 
cells. This can lead to the production of the very unpleas-
ant off-fl avour “Guaiacol”, although only certain types 
of alicyclobacillus have shown this beveragespoiling 

potential. Juice or tea 
beverages containing 
products become inedible 
and unsellable, damaging 
the company’s image. The 
combination of Döhler’s 
BAT media and Guaiacol detec-
tion kit is a reliable way to test for 
potentially beverage-spoiling strains of 
Alicyclobacillus and to identify the risk of Guaiacol forma-
tion. It conforms to the standard IFU method No.12.

AVM® for the validation of aseptics

Aseptic fi lling lines must be tested for functionality after 
installation. It is recommended to use a standardised 
nutrient solution as AVM® (aseptic validation medium) 
which is fi lled aseptically under production conditions 
just like a fi nished product. The fi lled bottles are incubat-
ed for 5 days and assessed visually by checking the turbid-
ity from contaminations. AVM® is offered as a powder, 
a concentrate or in a ready-to-use form.

Our accredited* laboratory is glad 
to provide you with support!

DÖHLERGROUP
Riedstrasse
64295 Darmstadt
Germany
Phone +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com 
mailbox@doehler.com

*  Testing procedures, such as specifi c and non-specifi c cultivation, are accredited on an individual basis by Deutsche Akkreditierungsstelle Chemie GmbH 
in representation of the German Accreditation Council (DAR) for the subject areas of chemistry and biology.
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