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Properly merchandised bottled water can bring good luck to a retailer’s bottom line and heighten shoppers’ environmental
awareness.

Apparently not even this recession can dry up bottled water sales. While the economy has dampened new
sales growth in several water sectors, the overall category remains strong and is expected to weather the
economic maelstrom as manufacturers add new varieties and reposition their products to capitalize on health
and environmental awareness angles.

“Our overall gross sales are down 1%, but because the recession has hit soft drinks, packaged juices and
other beverages even harder, our market share actually increased,” says Tom Lauria, vice president,
communications, at the International Bottled Water Association, the Alexandria, Va.-based trade association
representing the industry. He says overall sales are divided 60/40 between spring water and purified
municipal water brands such as Dasani, Aquafina and Nestlé Pure Life. “There is a water brand for every
consumer,” says Lauria.

Bottled water basically had flat sales performance last year, says Gary A. Hemphill, managing director, at
New York-based Beverage Marketing Corp. “Value-added water, which includes flavored and sweetened
waters and waters enhanced with vitamins and minerals, grew modestly in 2008, but it is a slowdown from
2007. Items such as Glacéau vitaminwater and Propel actually grew, but at a much slower rate than they had
been doing historically,” he says, adding that sales have been growing in the club channel. “In the recession,
beverages have been hit much less hard than some of the big ticket categories, like cars,” Hemphill says.

“Unsweetened flavored water beverages are growing faster than any other segment in the $12 billion U.S.
bottled water and water beverage category, with over 400% growth in the last two years,” says Ray Crockett,
director, communications, at Atlanta-based Coca-Cola North America.

That is why Coke recently launched Dasani Essence, a lightly flavored bottled water with a subtle squeeze of
fruit flavor available in lime, strawberry kiwi, and black cherry. One of the largest bottled water suppliers,
Coca-Cola’s watershed also includes Aquarius, vitaminwater and smartwater by Glacéau; it also distributes
Evian, owned by Danone.

“Our spring water line, Spring!, has now become Aquarius Spring! spring water, offering the same spring
water value in an international brand,” Crockett says.

LIQUID FINGERPRINT
Many consumers prefer spring water because of its purity and uniqueness. “Every spring on earth is just like
a fingerprint,” says Bryan Pullen, president of Harrison, Maine-based Summit Spring Water.

Summit Spring is so pure that Pullen says it is the only water allowed membership in the Maine Organic
Farmers and Gardeners Association (MOFGA). The company’s website (www.summitspring.com) shows the
water bubbling out of the actual spring in northern Maine. Another key selling point is the absence of a
nutrition label. “If you touch the water you must put a nutrition label on it,” Pullen says. “Our water is one of
the few out there that does not require a nutrition label.”



Sold in Whole Foods and in the organic food department in New England supermarkets, Summit Spring
recently underwent a label redesign to play off the spring’s history. A limited edition glass bottle has also
been introduced. “I like to say our bling is inside the bottle,” says Pullen, an active U.S. Airways pilot who
bought the spring five years ago. “Our trademark slogan is ‘You should know where your water comes from.’
The beauty of this place is that just about every other place like this has been exploited, whereas Summit
Spring exists in the same form as it has for all of recorded history.”

A similar situation is gushing out of the mountains of North Carolina, where Misty Mountain Water Co., a
subsidiary of supermarket chain K-VA-T Food Stores, is also bottling nature’s refreshment. Operating out of
plants at the spring in Cashers, N.C. and K-VA-T’s Abingdon, Va., headquarters, Misty Mountain bottles
water in a variety of sizes, from half-pint bottles to 5-gallon jugs. Water is packed under the Misty Mountain
name as well as scores of private labels, including for its own Food City stores and numerous other chains,
including Food Lion.

“Our water source is the purest that we know of because it is surrounded by tens of thousands of acres of
national parks and forest,” says Jesse Lewis, president of Misty Mountain Water Co. and COO of K-VA-T.
Misty Mountain operates abiding by North Carolina’s laws, which are much tougher than the federal
government’s, Lewis says. “North Carolina believes they have a very good natural resource and they are
very protective of it,” he says. “Their definition of a spring is that it must bubble to the surface. The state will
not allow you to pump ‘spring’ water.”     

Being continuously bottled since 1871, Hot Springs, Ark.-based Mountain Valley is one of the oldest bottled
waters. “What has been appealing to the natural and organic community is the fact that Mountain Valley is
naturally alkaline, with a 7.8 ph, which is very attractive to people trying to balance the acids they are
intaking in processed foods,” says CEO Breck Speed.

Mountain Valley’s spring flows from a very deep aquifer. “Springs vary in quality and quantity across the
U.S., but the area where we are is a granite overlay, so it takes a long time for the water to percolate down to
the aquifer from which our water comes,” Speed says. “Geologists estimate the water emerging from the
Mountain Valley Spring site is 3,000 years old.”  

GREENER WATER
Mountain Valley’s green bottle sets it apart on the shelf. “For 138 years Mountain Valley has been bottled in
glass,” Speed says. “All of a sudden, that’s real cool again.” Mountain Valley also offers water bottled in
plastic. “We are the first American bottled water company to have bottled its water in PET containers made
out of recycled plastic,” Speed says. “We’re at 25% now and we’re looking at the possibility of raising that
to 50% this year.”

Greenwich, Conn.-based Nestlé Waters North America, which markets Nestlé Pure Life purified water;
Arrowhead, Deer Park, Ice Mountain, Ozarka and Poland Spring natural spring waters; and the imported San
Pellegrino, Perrier and Acqua Panna waters has introduced another offering—Resource, a natural spring
water exclusive to Whole Foods.

“What makes Resource special is that the bottle itself contains 25% recycled plastic, plastic that was in other
bottles and re-added to the plastic stream” says Mike Peluso, marketing manager. “The goal with Resource is
to get our recycling rate up to 100% in this country and we are really trying to raise recycling awareness as a



whole.”    

Peluso notes that the 20-ounce and 1-liter bottles used for Nestlé PureLife and its regional spring water
brands contain 25% to 30% less plastic than comparable brands. “We had the dye removed in the caps in our
Nestlé Pure Life and all of our spring water brands so that the caps can enter the recycling stream also,” he
explains.

In late March, PepsiCo’s Aquafina introduced the Eco-Fina Bottle, billed as the lightest half-liter bottle of
any nationally distributed bottled water brand on the market. “We’ve been on a lightweighting journey since
2002,” says Bart Casabona, a spokesman for Pepsi-Cola North America Beverages, based in Purchase, N.Y.
“Since 2002, we’ve essentially reduced the weight of the plastic in the bottle from 24 grams to 10.9 grams.”
That adds up to about 75 million fewer pounds of plastic used each year, he says. “The bottle has been
completely redesigned,” he says. “We’ve worked with our packaging engineers to come up with a package
that supports about 50 times the weight of the plastic in water. It is a significant development.” 

Coca-Cola’s Dasani brand has joined forces with Alexandra Cousteau to make water issues mainstream
through Expedition: Blue Planet. “Blue Planet is a groundbreaking effort to engage people around the world
in discussions about critical water issues we face today and into the future,” says Crockett. “Cousteau will
visit critical water sites on five continents to chronicle the interconnectivity of water and show how local
stories are part of the larger, universal story of an interdependent, global water ecosystem,” he says. Dasani
has established a link at www.DASANI.com dedicated to the effort.  
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