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RESEARCH QUESTION

What motivates consumers to
purchase reusable water bottles
and trust their brands?



SIMPLE MODERN

INTRODUCTION 5§/ [

Simple Modern was co-founded by =
Mike Beckham in 2015. He was

interested in selling products online,

and eventually him and his friends

landed on water bottles. Since their

first product launch in 2016, the

company has grown exponentially.
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(405 Business, 2022) /




Based in Moore, Oklahoma.

HEADQUARTERS

ONLINE PRESENCE

Instagram
Facebook
Twitter
Youtube

PRODUCTS

Reusable water bottles, lunch
bags, totes, and backpacks
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SECONDARY
RESEARCH/ TARGET
AUDIENCE



INDUSTRY INDUSTRY
COMPETITORS TOTAL REVENUE PROJECTION
FACTORS DRIVING GROWTH

SISATVNV AJLSNANI



INDUSTRY ANALYSIS

OBSTACLES TO GROWTH



WOMEN 18-34

Gen Z 18-26 :>m Millennials

JONIIANYV L3DYVL



TARGET AUDIENCE

THE DIGITAL AGE



TARGET AUDIENCE

A DESIRE FOR CHANGE




TARGET PERSONA

-

Studious Sofia
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POTENTIAL AUDIENCE

MEN 18-34



POTENTIAL PERSONA

Down-to-Earth Dave

JON3IdNV TVILN3L1Od



Younger generations follow companies that reflect their identity
and values

Online shopping and social media gives them loads of product
options at their fingertips, so they like to try different brands

Young men are big sports fans, so a potential way to reach them
would be through sports-branded products




+Customizable with silicone sleeves
+No added chemicals

-Expensive

-Fragile

+Lightweight
+Cheap

-Metallic taste
-Chemical leaching

Citation: (The Roundup, n.d.)

+Insulated
+Durable
-Expensive
-Heavy

+Lightweight

+Cheap
-Vulnerable to extreme heat
-Chemical leaching (BPAs)

STVIRIILVIN NOWWODO
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Nalgene Stanley
$17.99 (5%]) $29.00 (52%1)
YETI Hydro Flask Swell
$30.00 (57%%) $32.95 (73%?) $35.00 (84%7)

18 0z 20 0z 17 oz

S301dd

*as of May 2023*



Nalgene
Outdoors + Eco-friendly

“We believe what goes
into making bottles is
as important as the
adventures they fuel.”

(Nalgene, 2023)

“We design products
with your busy days in
mind.. you can
incorporate S|M into
every part of your daily
routine.”

(Simple Modern, 2023)

Stanley

Outdoors

“For us it's about
ramping up your time
outdoors with gear you
can count on from dusk
to dawn..”

(Stanley, 2023)

YETI

Outdoors

“One that was built for
the serious outdoor
enthusiast rather than
for the mass-discount
retailers.”

(Yeti, 2023)

Hydro Flask

Outdoors

“We make go-anywhere
gear that enables and
elevates
outdoor adventures.”

(Hydro Flask, 2023)

Swell
Eco-friendly

“We hope to be a spark
for change — the
inspiration to live a little
more sustainably in an
unsustainable world."

(Swell, 2023)
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Simple Modern separates itself from its competitors with its
lifestyle/everyday use positioning and lower prices.




YETI

Replies to bad customer reviews
Chatbot for customer support
“Used gear” section

“Stories” section provides articles,
brand ambassadors, & podcast links

= - X

Yesterday
Hi there! I'm YETI's Chat Bot.
Before we begin, I'll need to
collect some info. By
participating in this chat, you
agree to YETI's Privacy Policy.

Privacy Policy 7

@ First, what's your first name?

E.g. John

Stanley

e  Open Q&A section on product pages
e \ery comprehensive customer

reviews

CUSTOMER REVIEWS

200 Customer Photos

>
604 Ratings
4 7 604 Ratings
" out of 5 stars

* - I
Fe He e ke I —

L&l |

WRITE A REVIEW * 2 |
* 1

Primary Use
Leisure (40), Exercise (6), Work (72), Travel (2),

Everyday (439), Other (4)

Quality: 4.8 /5.0

Durability: 4.7 / 5.0
N

Ease to Clean
L] I
Very Easy Average Difficult

SISATVNYV 3ALISg3M



Hydro Flask

Replies to bad customer reviews
Open Q&A section on product pages
A “Trade in” section for recycling
used bottles

A “Sale” section to see all discounted
items

) Sam Verified Reviewer

02/17/23
L BASARASAS

Cap not durable
The little tab on the flip-up straw breaks too easily. Never had durability issues with other
Hydro Flask products before.

Was This Review Helpful? g1 031

Store Owner
02/20/23

We apologize for the issue you are having. We'd be happy to replace your cap for you under our
Lifetime Warranty. Please fill out a warranty claim via our website: hydroflask.com and choose
Warranty at the bottom of the screen. Once you've submitted your warranty, you will receive a
response within 2-3 business days.

Nalgene

A “Sale” section to see all discounted
items

Tritan Water Bottle
s s899

ee

1202 Kids Grip-N-Gulp Graphic
o 5599

SISATVNYV 3ALISg3M



Swell Simple Modern

e  Accessibility menu where those with e A“Bundle & Save” section for buying
visual impairments or other products in bulk
disabilities can be accommodated e  “Support” button but no chatbot

Accessibility Menu (CTRL+U) @
DRINKWARE BUNDLES

4= English (USA) »
=

@ Accessivility Profiles »

XL Oversized Widget G()
A © Q )
Screen Reader Contrast + Smart Contrast
D TT Qun=d
Highlight Links Bigger Text Text Spacing

= . Df

Pause Animations Hide Images Dyslexia Friendly

IN (D e

Cursor Tooltips Page Structure

SISATVNYV 3ALISg3M



WEBSITE ANALYSIS

TAKEAWAY



YETI

e 18M followers
e  (ollaboration posts with brand
ambassadors

yeti and theseahuntertv
Original audio

yeti @ For #YETITarponWeek, we
teamed up with Ambassador
@theseahuntertv to kit out an epic
LoadOut GoBox stocked with:

-11wt Cortland Precision Fly Line
-YETI hat, BUFF, and tarpon decals
-Vouchers for Kaenon sunglasses
-Handful of Rob’s sercret tarpon
flies

-Spool of 40lb braided backing
-Spool of shock leader

-Spool of tippet from the
@goldcuptarpontournament

-Rob Forydce Seahunter stickers

Comment #YETITarponWeek and tag

your fishing partner for a chance to
win Rob's GoBox. #BuiltForTheWwild

LoQv ~

iked by avery_sieb7 and others
L 10

© Addacomment

Stanley

e 394k followers
e  Reposts fun comments and requests
from customers

michealyn a francheska
@Michealyn21 @blessedbyches

girls who fill up their Stanley tumblers

can stanley please make a . N
purple tumbler?? with anything other than water scare me
_ \\\ 2
~ J

SISATVNYV VIA3N TVIOOS



Hydro Flask

618k followers
Food and drink recipes

Nalgene

1Mk followers

Reposts photos from community,
showing real customers using the
product and tagging them in the post

SISATVNYV VIA3N TVIOOS



Swell Simple Modern

e 264k followers e 95k followers
e  “Buzz” highlight shows re-posted e  “Your Voices” highlight allows direct
Tweets interaction with followers

;;;;;;

@ = S

| have become one of those @swellbottle

people

4200~ 40012018

e OO m You have the floor,
— e = ask or tell us anything!

Type something....

@Justagwm

SISATVNYV VIA3N TVIOOS



Simple Modern’s Comment Section

) alexis_selena518 Not available to talk until Nimbus Cloud is chelz_101 | love them but please provide a restock date and ¢,
back in stock your other colors.

1w Reply 2w 4 likes Reply

facersan, We nesd the oid eolors BackIf Whenwill more its.savvi If you guys are discontinuing past colors, please let ,

colors be back | need muave me & riptide back | already hv : your customers know so we can go elsewhere to find the
the blush pink but | want the others too shades that we like!!!!

4w 3likes Reply 2w 3likes Reply

. " . moiraturner @abbymc.whoppincree Should we
abbymc.whoppincree Can you let us know if Raspberry is o start a petition to bring raspberry back?

coming back so | can order a different color if it isnt @ @shopsimplemodern

1w 9 likes Reply 1w 4likes Reply

5 . i 3 . . .
%8 ali_catb Please bring the sangria back! “J martinez__lizz Y'all need to restock the other colors ®
- ¥ 5w 14likes Reply

1w Reply

SISATVNYV VIA3N TVIOOS



SOCIAL MEDIA ANALYSIS

TAKEAWAY



+ Strong online engagement

1 YETI
Wy
> Hydro Flask
o]
Fii naigeney STANLEY.
Low Cost S| l.e High Cost

Swell

1 Weak online engagement

N

dVIN 1VN1ld3Od3id



Affordable products

Charitable giving

Personalization

Growing market

Younger generations are using digital
mediums to try new brands

Lifestyle/everyday use positioning

Demand for ethical companies

Opportunities

Weaknesses
Website

Smaller social media following

Frequent complaints of fan-favorite
colors running out of stock

The “intention-action gap” for
eco-friendly products

Single-use plastic water bottles

SISATVNY LOMS



PRIMARY
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QUANTITATIVE




Total responses: 123

<18 Other
Male
35+ 3.4%

. American Indian or Alaska Native
8.5% 0% 3.2%

Female White
79% 91 5% 92.6%
. . What race/ethnicity are
How old are you? How do you identify? y

you?



QUALTRICS SURVEY RESULTS:

25 40
20
30
15
20
10
10
| .
0 ] 0
O ) & & 2 oF N & &
42 N \ ’b Q, A @ N N & o ~N
@Ob (o&f&\ §0<< Q\ e'&?o O’& ®O %&‘b &O ) é’z}% (@)
(] > \& S
& 3 & %
If you have a reusable water bottle,

Brands respondents are familiar with which brand do you own currently?



QUALTRICS SURVEY RESULTS:

The personality of the brand
11.9%

Environmental Concerns
14.2%

My friends have one

Improve my personal health 32.8%

41%

What factors fueled your purchase of reusable water bottles? (select all that
apply)

Other
Mine was a gift 0%

15.2%

Amazon
32.3%

did you buy your reusable
ter bottle? (if you own
iple select all that apply)

On the brands website
20.1%

In-Store
32.3%



50

40

30

20

10

0

$20 $30 $40 $50+

What is the maximum amount you are willing
to spend on a reusable water bottle?

QUALTRICS SURVEY RESULTS:

10 oz
4.7%

50 0z
6.7%

20 oz
18.7%

What size is your
reusable water

bottle?
40 oz
38%
Monthly 30 0z
2.1% 29.3%

Other
14.9%

A couple times a year
29.8%

How often do
you purchase a
reusable water

bottle?
51.1%



Impulse buy (you saw it online or in-store and bought it)

Strategic buy (you sought out to buy it for a specific purpose)

Influential buy (an influencer/social media influenced your purchase)

Peers (a friend/family member influenced your purchase)

What was your thought process of your reusable water bottle purchase(s)?



QUALTRICS SURVEY RESULTS:

Rank the following by what influences your purchase

decisions the most

Factor
1. Friends

Customer Reviews
Advertisements
Articles/Publications
TV Personalities

Nouh

Average Placement
1.59

4.26
4.94
4.96
6.10



QUALTRICS SURVEY RESULTS:

Scale of 1-10

| like brands that
align with my values

| am loyal to specific
brands

| like to recommend
specific brands to
my friends

| try brands similar to
the ones | already
like




QUALTRICS SURVEY

TAKEAWAY
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SHOPPING ANALYSIS

(TARGET) 24th Avenue NW, Norman OK

Customer Behavior

Kitchenware Section Kids’ Section

e Products placed at eye level e Along the walkway so
to grab attention people can stop by and
notice it

e Near the front of the
kitchen section, not tucked e “Simple Modern” banner
away in a corner and products at eye level



SHOPPING ANALYSIS

TAKEAWAY



ETHNOGRAPHY

Participant: Kami Fryer, 21

Method: Had her use a 40 oz Simple Modern tumbler for half a day,
and a 40 oz Stanley for the other half

First, Kami was asked to explain why she was loyal to Simple Modern.

“l am from Oklahoma, and | like that this is a [[J£11:Ig:13ls| and that they 7Y Eld § LR,

in the community. Simple Modern is also , but they {1 §i{ENY and |
know that their bottles are and will get me through my busy days.”



ETHNOGRAPHY

SIMPLE MODERN

“Thel:[T£1:1][{3of the Simple Modern bottle
makes me trust them more. | trust the brand
name, but | now know that | also can count

on their products and{{; ST EE EY

“I like how the Simple Modern

same color as the bottleNid ] ERGEY Le1ad 3]

look cleaner and sleek.”

“I didn’t like carrying around a brand name
bottle with a big logo on the front. I ]

he sleek look with the smaller logo.g

STANLEY

“The Stanley[[:¥5:]||:fwhen | tipped over*

“Even though the bottles are the same size,
the Stanleyf Z{:1][{\gwhen | carried it”

g ifelt like | was cheating on my Simple

[VEXTRTL, | couldn’t wait to have it back”



ETHNOGRAPHY

TAKEAWAY



FOCUS GROUPS

16

People 2 Men Mainly

20-21

2 Groups w/ 14 Women year olds

8 each




SHOPPING BEHAVIOR:

Visualize you’re out shopping for a new reusable water bottle. What is the first aspect of it
that grabs your attention?

o  Size and Durability
What features do you look for when choosing a reusable water bottle? Is it shape, size, design,
and/or material?

o  Straw or mouthpiece

o  Designs to choose from

o  Metal not plastic
If you own multiple water bottles do you use each frequently for different purposes?

o  Use different ones for working out and going to class/at home/running errands
What brands are you loyal to and why?

o “Yeti- effectively keeps things hot and cold”

o “lam not loyal to a specific brand”

o “lonly purchase what is trendy”

o “l only buy Simple Modern for me and my kids”

S11NS3d dNOYSDO SNOO04



WORD ASSOCIATION:

Yeti Simple Modern Hydroflask
Outdoorsy e  Simplistic e Versatile
Expensive ° Less expensive e Quality
Reliable quality ° Not as cool ° Basic

Stanley Swell
e Expensive e Impractical
e Trendy e Toosmall
o Everyone haS one ° Hard to clean

S11NS3d dNOYSDO SNOO04



> If an influencer uses products you're loyal to, would you be more willing to
try a new product they recommend?

without it

being an ad, | would be more likely to respond

> How important are environmentally sustainable products?

most people do not care

SLINSIA dNOAD SNOOS



FOCUS GROUP FINDINGS




IN-DEPTH INTERVIEWS:

£ 3 Men Mainly

20-21
year olds

People
Interviewed 9 Women




> \Visualize you’re out shopping for a new reusable water bottle. What is the
first aspect of it that grabs your attention?

> What features do you look for when choosing a reusable water bottle?

> |s there a reason guys may not use reusable water bottles?

It’s inconvenien

S1T1NS3Ad MIINYILNI HLd3d-NI



e
PICTURE REACTION (from men)

S1T1NS3Ad MIINYILNI HLd3d-NI



> How should companies respond to bad reviews?

If they

how a willingness to change

> Do you think you bought the brand Stanley due to the trend, or because
you thought it was the best water bottle option?

| was constantly seeing the brand Stanley.

S1T1NS3Ad MIINYILNI HLd3d-NI



> What makes you more likely to trust a brand?

how they are impacting people

> Would you want to try a new product recommended by an influencer?

influencers only recommend products for money.

S1T1NS3Ad MIINYILNI HLd3d-NI



Easy
Reliable

local

Plain Trendy 9
o Clean

Convenient

Diverse

AS9S

Keep
Things
Cold

S1T1NS3Ad MIINYILNI HLd3d-NI



IN-DEPTH INTERVIEW FINDINGS




SUMMARY




PROJECT LIMITATIONS

Men & Millennials
underrepresented
in research

¢ Results only

i’ applicable to
‘/ " the Southern

4 U.S. region




SUMMARY

e The target audience builds trust with brands through interactions that feel genuine
o  Companies responding to criticism and/or taking real action
o  Seeing peers/influencers actually use products, but not necessarily promoting them

e Their purchases are motivated by factors that are directly immediate to them
o  Personal health, lifestyle, convenience, affordability, reliability

e Environmental concerns do not play as big of a role in purchasing decisions as originally thought
o  Due to the “intention-action” gap
o  Simple Modern’s current “lifestyle” positioning is more appealing

e Utilizing several markets is key to reaching the younger generation
o  Website, Amazon, in-person stores, etc.



Organic influencer marketing
e Product placement
o Influencer use the products in videos or
posts but not necessarily promoting it.

Campus Ambassador Program
e School ambassador connects through people
at local universities promoting SM.
o Ambassador can set up on campus pop up
shops that attracts potential consumers.




®
{  Q emilie

LEAVING NEW
YORK TRAVEL VLOG

Bee-come a Bumble student ambassador
and bring the buzz to your university.

Apply now for 2018/2019!

[) o Y
J 5087
/ ,/"
- - b
Emilie 2 4people’ . 3-30 "../-"’»
422

Part 7 SO HAPPY TQ BE HOME WITH MY
LITTLE FAMILY @ @ % ** #dayin... more Pr
41 original sound - emiliekiser :

D Playlist - VLOGS
L

SATdNVX3 SNOLLVANIWNWNOO3d


https://docs.google.com/file/d/1bLhfcfX7s9lYjyq0Dv2Jdkgcu0uaNdZf/preview

EXTRA RECOMMENDATION







APPENDIX




CITATIONS

QUALTRICS SURVEY
RESULTS

QUALTRICS SURVEY
QUESTIONS

INTERVIEW QUESTIONS

S301AN3ddV



https://www.forbes.com/sites/michaelstone/2021/05/18/gen-z-they-crave-stability-and-trust-so-qgive-it-to-them
/?sh=2188d51b594a

https://business.pinterest.com/insights/why-gen-z-loves-new-products/

https://www.globenewswire.com/en/news-release/2023/04/06/2642586/0/en/Reusable-Water-Bottles-Market-S
ales-to-Top-US-15-48-Billion-by-2033-According-to-Persistence-Market-Research.html

>
>
3
m
Z
=
>
>

https://www.aquasana.com/info/important-plastic-water-bottle-stats-pd.html

https://www.grandviewresearch.com/industry-analysis/reusable-water-bottle-market

https://www.prnewswire.com/news-releases/reusable-water-bottle-market-size-to-reach-usd-458-2-million-by-20
27-at-cagr-6-6---valuates-reports-301431552.html

https://www.reviewtrackers.com/reports/online-reviews-survey/

https://hbr.org/2019/07/the-elusive-green-consumer

https://theroundup.org/reusable-water-bottle-materials/

https://brands.joinstatus.com/marketing-gen-z-millenials



https://www.forbes.com/sites/michaelstone/2021/05/18/gen-z-they-crave-stability-and-trust-so-give-it-to-them/?sh=2188d51b594a
https://www.forbes.com/sites/michaelstone/2021/05/18/gen-z-they-crave-stability-and-trust-so-give-it-to-them/?sh=2188d51b594a
https://business.pinterest.com/insights/why-gen-z-loves-new-products/
https://www.insiderintelligence.com/content/what-digitally-savvy-gen-z-consumers-expect-brands
https://www.globenewswire.com/en/news-release/2023/04/06/2642586/0/en/Reusable-Water-Bottles-Market-Sales-to-Top-US-15-48-Billion-by-2033-According-to-Persistence-Market-Research.html
https://www.globenewswire.com/en/news-release/2023/04/06/2642586/0/en/Reusable-Water-Bottles-Market-Sales-to-Top-US-15-48-Billion-by-2033-According-to-Persistence-Market-Research.html
https://www.aquasana.com/info/important-plastic-water-bottle-stats-pd.html
https://www.grandviewresearch.com/industry-analysis/reusable-water-bottle-market
https://www.prnewswire.com/news-releases/reusable-water-bottle-market-size-to-reach-usd-458-2-million-by-2027-at-cagr-6-6---valuates-reports-301431552.html
https://www.prnewswire.com/news-releases/reusable-water-bottle-market-size-to-reach-usd-458-2-million-by-2027-at-cagr-6-6---valuates-reports-301431552.html
https://www.reviewtrackers.com/reports/online-reviews-survey/
https://hbr.org/2019/07/the-elusive-green-consumer
https://theroundup.org/reusable-water-bottle-materials/
https://brands.joinstatus.com/marketing-gen-z-millenials

https://405business.com/simple-modern-opens-okc-manufacturing-facility/

https://www.stanley1913.com/pages/since-1913

https://www.swell.com/pages/about-us-1

https://www.simplemodern.com/pages/take-us-with-you

https://www.hydroflask.com/our-story
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https://www.yeti. com/storlesldlspatch/our storv html?_qa-z 19513848.1381905377.1682894892- 1876302096 168188

_vtrvAv_hFD5DvxoCRWMQAvD BwE

https://nalgene.com/our-promise/

https://www.mayoclinic.org/healthy-lifestyle/nutrition-and-healthy-eating/in-depth/water/art-20044256#:~:text
=The%20U.S.%20National%20Academies®200f.fluids%/20a%20day%20for%%20women

°/o20Pr|me°/o20Placement°/o20(4°/o2D5%20feet)&text Th|s°/o20|s°/ozothe°/o20most°/o20coveted and%20often%

Oexpenswe



https://405business.com/simple-modern-opens-okc-manufacturing-facility/
https://www.stanley1913.com/pages/since-1913
https://www.swell.com/pages/about-us-1
https://www.simplemodern.com/pages/take-us-with-you
https://www.hydroflask.com/our-story
https://www.yeti.com/stories/dispatch/our-story.html?_ga=2.19513848.1381905377.1682894892-1876302096.1681880713&_gac=1.92342895.1681880873.CjwKCAjw__ihBhADEiwAXEazJmk-F9VNwSK7U9zl_tEdGXh8UXiJOTc1RY2grVW_ytryAv_hFD5DyxoCRWMQAvD_BwE
https://www.yeti.com/stories/dispatch/our-story.html?_ga=2.19513848.1381905377.1682894892-1876302096.1681880713&_gac=1.92342895.1681880873.CjwKCAjw__ihBhADEiwAXEazJmk-F9VNwSK7U9zl_tEdGXh8UXiJOTc1RY2grVW_ytryAv_hFD5DyxoCRWMQAvD_BwE
https://www.yeti.com/stories/dispatch/our-story.html?_ga=2.19513848.1381905377.1682894892-1876302096.1681880713&_gac=1.92342895.1681880873.CjwKCAjw__ihBhADEiwAXEazJmk-F9VNwSK7U9zl_tEdGXh8UXiJOTc1RY2grVW_ytryAv_hFD5DyxoCRWMQAvD_BwE
https://nalgene.com/our-promise/
https://www.mayoclinic.org/healthy-lifestyle/nutrition-and-healthy-eating/in-depth/water/art-20044256#:~:text=The%20U.S.%20National%20Academies%20of,fluids%20a%20day%20for%20women
https://www.mayoclinic.org/healthy-lifestyle/nutrition-and-healthy-eating/in-depth/water/art-20044256#:~:text=The%20U.S.%20National%20Academies%20of,fluids%20a%20day%20for%20women
https://mobileinsight.com/eye-level-buy-level-importance-store-product-placement/#:~:text=Eye%20Level%20Is%20Prime%20Placement%20(4%2D5%20feet)&text=This%20is%20the%20most%20coveted,and%20often%20expensive
https://mobileinsight.com/eye-level-buy-level-importance-store-product-placement/#:~:text=Eye%20Level%20Is%20Prime%20Placement%20(4%2D5%20feet)&text=This%20is%20the%20most%20coveted,and%20often%20expensive
https://mobileinsight.com/eye-level-buy-level-importance-store-product-placement/#:~:text=Eye%20Level%20Is%20Prime%20Placement%20(4%2D5%20feet)&text=This%20is%20the%20most%20coveted,and%20often%20expensive
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https://drive.google.com/file/d/1jdMAWdUroAxqgKpcPOW507w3KhQmDFNu
M/view?usp=sharing



https://drive.google.com/file/d/1jdMAWdUr0AxqKpcP0W507w3KhQmDFNuM/view?usp=sharing
https://drive.google.com/file/d/1jdMAWdUr0AxqKpcP0W507w3KhQmDFNuM/view?usp=sharing

1.  How old are you?
- <18

- 18-21

- 22-25

- 26-29

- 30-34

- 35+

*If age <18 or 35+, take them to a different part that tells them they don’t meet the qualifications to take
the survey*

2. Do youown areusable water bottle?
- Yes
- No

*If no, take them to the demographics page*

J XIAN3ddV



3. Select the brands that you are familiar with (select all that apply)
- Yeti
- Simple Modern
- Stanley
- Hydro Flask
- Owala
- Nalgene

4. If you have areusable water bottle which brand do you own currently? (select all that apply)
- Yeti
- Simple Modern
- Stanley
- Hydro Flask
- Owala
- Nalgene
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5. How many reusable water bottles do you have?
-1
- 24
- 5+

6.  What’s the maximum amount you’re willing to spend on a reusable water bottle?
- $20
- $30
- %40
- $50+

7.  What size is your reusable water bottle? (if you own multiple, select all that apply)
- 100z
- 200z
- 300z
- 400z
- 500z
- 60+o0z
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8. How often do you buy one?
- Monthly
- A couple of times a year
- Yearly
- Other
- ldon’t own a reusable water bottle

9.  Where did you buy your reusable water bottle? (if you own multiple select all that apply)
- Amazon
- In-store
- On the brands website
- Mine was a gift

10. Rank the following by what influences your purchase decisions the most.
- Friends
- Family
- Articles/Publications
- Online influencers
- Customer reviews
- TV personalities
- Advertisements (traditional or digital)
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What was your thought process of your reusable water bottle purchase(s)? (select all that apply)
Impulse buy (you saw it online or instore and bought it)

Strategic buy (you sought out to buy it for a specific purpose)

Influential buy (an influencer/social media influenced your purchase)

Peers (a friend/family member influenced your purchase)

What factors fueled your purchase of reusable water bottles? (select all that apply)
Environmental concerns

My friends have one

Improve my personal health

The personality of the brand

Rate each feature of a reusable water bottle based on how important it is to you.
Handle

Color

Insulation (keep it hot or cold)

Size

Need to fit in cup holder/backpack pocket

Leak proof
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14.

Rate each lid type of reusable water bottles based on your preference.

(really dislike-somewhat dislike-neutral - somewhat like - really like)

15.

screw off

Screw off w/ handle
built in straw
removable straw

Rate each material of reusable water bottles based on your preference.

Plastic
Metal
Glass

Evaluate each statement based on how they apply to you.
| am loyal to specific brands

| like to bounce around to different brands

| believe brands have my best interest in mind

| follow brands | am loyal to on social media

| like to browse new products of brands I’'m loyal to

| like brands that align with my values

| like to recommend specific brands to my friends

I try brands similar to ones i already like

| am brand loyal to Simple Modern

| would recommend Simple Modern products to other people
| follow brands | like on social media
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17. Gender?
-  Male
-  Female
- Non-binary

18.  What race/ethnicity do you identify as? (select all that apply)
- White
- Black
- Asian
- Latino
- Pacific Islander

19.  What is the highest level of schooling you have completed?
- No high school diploma
- High school diploma, no college
- High school diploma, attending college
- Associate’s degree
- Bachelor’s degree
- Master’s degree
- Doctorate
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Marital status:
Single

Married

Widowed

Prefer not to answer

Employment status:
Employed full-time
Unemployed
Employed part-time
Student
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Ice breaker
e  Have everyone go around and introduce themselves and answer a fun question to “break the ice”
o  “what’s your favorite movie”
o  “what do you like to do in your free time”
o etc.

e  Engages participants and eases them into the conversation

Visualize you’re out shopping for a new reusable water bottle. What is the first aspect of it that grabs your
attention?

What features do you look for when choosing a reusable water bottle? Is it shape, size, design, and or
material?

What word(s) do you associate with each brand?
Yeti

Simple Modern

Hydro flask

Stanley

Swell

What are the strengths and weaknesses of a simple modern/yeti/hydro flask/Stanley/etc.?
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10.

1.

12.

13.

14.

15.

If you own multiple water bottles do you use each frequently for different purposes?
Thinking of brands you are loyal to how do you find staying updated with brands?

If you don’t own a reusable water bottle, what is your reasoning for not having one?

If you own a reusable water bottle, what inclined you to purchase it?

How important is the cost for you when purchasing a reusable water bottle?

If you don’t use a reusable water bottle, what do you use instead? And is there a reason?
Do you view some sources of water as more trustworthy than others? (tap, filtered,
single-use plastic, etc.)

Where did you see a reusable water bottle advertised?

How important is environmental sustainability to you when it comes to purchasing
everyday items like reusable water bottles?

How do you think using a reusable water bottle contributes to your personal values and
lifestyle?
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16.

17.
18.
19.

20.

21.

22.

Are you concerned about the safety of reusable water bottles? If so, what measures would you
take to ensure safety?

Do you only use your reusable water bottle for water, if so what?
Is there a preference for how you drink out of your water bottle?
Is there cost-effectiveness to reusable water bottles over single-use water bottles?

Have you ever had difficulty cleaning or carrying your reusable water bottle? If so how did you
combat these challenges?

Do you feel that reusable water bottles are easy to carry around?

If an influencer uses products you’re loyal to, would you be more willing to try a new product
they recommend?
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