
Re+: Changing the Way the World Hydrates

Item Type text; Electronic Thesis

Authors Roberts, Harrison R.

Citation Roberts, Harrison R.. (2010). Re+: Changing the Way the World
Hydrates (Bachelor's thesis, University of Arizona, Tucson, USA).

Publisher The University of Arizona.

Rights Copyright © is held by the author. Digital access to this material
is made possible by the University Libraries, University of Arizona.
Further transmission, reproduction or presentation (such as
public display or performance) of protected items is prohibited
except with permission of the author.

Download date 16/05/2023 13:57:26

Item License http://rightsstatements.org/vocab/InC/1.0/

Link to Item http://hdl.handle.net/10150/146197

http://rightsstatements.org/vocab/InC/1.0/
http://hdl.handle.net/10150/146197


 
 

RefreshRefill.com                            0 

RE+: CHANGING THE WAY THE WORLD HYDRATES 

By 

Harrison R. Roberts 

 

____________________ 

 

A Thesis Submitted to The Honors College 

In Partial Fulfillment of the Bachelors degree 
With Honors in 

 
Entrepreneurship 

THE UNIVERSITY OF ARIZONA 

May 2 0 1 0 

 

Approved by: 

_____________________________ 

Sherry Hoskinson 
McGuire Entrepreneurship Program 



 
 

RefreshRefill.com                            1 

The University of Arizona Electronic Theses and Dissertations Reproduction and 

Distribution Rights Form  

Name: Roberts, Harrison R. 

Degree title : Bachelor of Science Business Administration 

Honors area: Entrepreneurship 

Date thesis submitted to Honors College:  May 3, 2010 

Title of Honors thesis: RE+: CHANGING THE WAY THE WORLD HYDRATES 

:The 

University 

of Arizona 

Library 

Release  

I hereby grant to the University of Arizona Library the nonexclusive 

worldwide right to reproduce and distribute my dissertation or thesis and 

abstract (herein, the "licensed materials"), in whole or in part, in any and 

all media of distribution and in any format in existence now or developed 

in the future. I represent and warrant to the University of Arizona that the 

licensed materials are my original work, that I am the sole owner of all 

rights in and to the licensed materials, and that none of the licensed 

materials infringe or violate the rights of others. I further represent that I 

have obtained all necessary rights to permit the University of Arizona 

Library to reproduce and distribute any nonpublic third party software 

necessary to access, display, run or print my dissertation or thesis. I 

acknowledge that University of Arizona Library may elect not to 

distribute my dissertation or thesis in digital format if, in its reasonable 

judgment, it believes all such rights have not been secured.  

 

Signed:______________________________________________ 

 Date: ______________________________________________  

 
Last updated: Nov 15, 2009  
 

 

 

 



 
 

RefreshRefill.com                            2 

Re+: Changing the Way the World Hydrates 
Harrison Roberts 
Honors Research Project 
April 30, 2010 
 
 

Abstract      

Public concerns regarding drinking water sources are amassing as unhealthy contaminants 

become more prevalent. In 2008, Congress dedicated a hearing to the dangers of bottled water. 

Dangers such as plastic bottles leaking antimony, causing pulmonary injuries and skin cancer. 

Additionally, 2.5 million plastic bottles are thrown away every hour. As a result, bottled water 

profits dropped 6% in the first quarter of 2009, and 24 colleges have banned plastic bottles on 

their campus. 

Re+ delivers purified water to consumers on-the-go through single serve water bottle refill 

kiosks; helping them save money, and save the environment. Our target market will be 

exposed to a new type of vending experience that will seek to satisfy them beyond a 

physiological level.  Through customizable bottles, customizable beverage options, and retail 

space that offers recognition and familiarity, consumers can fulfill their needs while 

simultaneously assisting a sustainable effort. 

Re+ employs on-site filtration, allowing for lower packaging and distribution costs, resulting in a 

business that is more efficient than bottled water, and has a minimum environmental impact.  

Re+ maintains the goal of diminishing plastic bottle waste by encouraging consumers to re-

fresh, re-fill and re-use their water bottles. 
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Primary Eco-Benefit 

Re+ is a social and environmentally responsible brand with the 

goal of diminishing plastic bottle waste. By encouraging consumers 

to refresh, refill, and reuse their bottles, Re+ gives modern 

consumers high quality, low cost, alternatives to bottled beverages. 

Re+'s onsite filtration and product delivery make its operations 

more efficient than competitors that use factories to manufacture 

petroleum-based bottles. 

Greener than the rest 

2.5 million plastic bottles enter landfills around the United States 

every hour (CleanAir.org, 2009). Twenty-four colleges have 

already taken the initiative of banning plastic bottles from their 

campuses. Major cities across the US have already implemented 

taxes on bottled water (Concordiensis, 2010). The trend is clear: 

plastic bottles will be a diminished part of America’s future beverage industry. 

The primary goals of Re+ is to eliminate the need for PET plastic bottles. Rather than 

acknowledging the flaws of PET plastic usage, Nestle Water North America’s CEO Kim 

Jeffery blames the industry’s decreasing profits on negative, false advertising; Jeffery 

asserts that waste is only an issue because consumers do not recycle properly (Zmuda, 

2008). Re+ makes its consumers an active participant in reducing waste. With no 

additional effort, consumers can elect to purchase Re+ water at a price lower than the 

average competitor, and enjoy the peace of mind of helping the environment. 

 

Ancillary Benefits 

Social benefits to consumers: 

1. Reliability 

Our primary research, conducted at the University of Arizona Campus, reveals that 50% 

of vending machine users have experienced technical problems, resulting in money lost 

and a significant loss of time and effort. In some instances, users have been driven to 

make more expensive purchases from a convenience store to avoid the hassle of the 

vending machine. Re+ will combine industry-proven credit/debit/cash processing 

technology with wireless tracking technology that will allow the company to monitor the 

state of each machine and ensure that it is functioning properly.  
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2. A New Consumer Experience 

On the surface, the machine will employ an intuitive touch-screen that displays simple 

instructions and offers an opportunity for customers to interact with the machine. Using 

a conjoint analysis, we have identified the factors of a vending experience that are most 

important to consumers, such as ease of use, time of purchase, and reliability. The 

same technology that tracks a consumer’s refill credits presents an opportunity for every 

consumer to have a personalized experience. The machine will maintain a customer 

database that racks individual customer purchases, allowing it to recognize repeat 

customers and suggest flavor recommendations. The Re+ experience will revamp how 

consumers view vending machines, and the purchase experience associated with them. 

3. Product Variety 

To date, no vending machine offers consumers infinite personalization. Re+ will not 

employ a strategy that standardizes the beverage preferences of consumers in different 

geo-demographic areas; rather, we will recognize the unique wants and needs of each 

customer region and satisfy those needs by offering the products they consume most. 

Employing this strategy will ensure increased customer satisfaction, reduce post-

purchase cognitive dissonance, and increase the likelihood of repeat purchases.  

Social benefits to commercial costumers: 

Re+ helps businesses become a part of the solution. Plastic bottles will be a diminished 

part of America’s future beverage industry. Re+ presents its partners an opportunity to 

be a part of the solution. 

Benefits for Businesses: 

- Increased foot traffic 

As the customer traffic to Re+ stations increases, store-fronts receive valuable 

advertising and increased traffic to their business. 

- Increased employee and customer satisfaction 

Customers and employees will have easy access to purified water at our commercial 

partner’s locations, improving the overall customer experience. 

- New Opportunities 

Positive publicity and new potential customers are a byproduct of becoming a 

“greener” business. 

- Reduced costs   
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For businesses that currently offer their employees or costumers beverages, Re+ 

gives them the opportunity to continue to do so at a lower cost and in some cases, 

even profit from it. 

Governments/Corporate Centers: 

- Lead by example 

Show residents and local businesses that there is a better alternative to expensive 

and wasteful, plastic bottles. 

- Lifestyle 

Parks and public facilities featuring Re+ stations will be more attractive to the public 

and can reduce the amount of plastic bottles and litter throughout the park location. 

 

Trade-offs 

Despite the copious eco benefits provided by Re+, some negative trade-offs do occur 

as a byproduct of our product’s adoption. 

Loss of consumer surplus: 

Although we present to companies with no intention of displacing current drinking 

fountains, some business owners view our machine as “profitable drinking fountain.” By 

eliminating drinking fountains and charging customers for a service that was previously 

free, they are eliminating consumer surplus on water. If a patron typically consumes 30 

ounces of water during their workout, and habitually uses the drinking fountain, they 

would be foregoing a consumer surplus on water of $0.75 each visit. 

Hypocrisy: 

Although we are reducing the amount of plastic waste, we are recommending that 

consumers use aluminum or stainless steel bottles as their primary option for everyday 

use. These bottles, although built for a lifetime, will grow trite with their owners, and for 

every new one that is purchased, an old one may be discarded. We would like to hope 

that they would be recycled, but if current figures persist (23% of plastic water bottles 

were recycled in 2008), than we may be contributing to landfill a buildup of aluminum 

and stainless steel (CleanAir.org, 2009). 

Impact on bottling industry: 

Our long-term success is contingent on our ability to accurately forecast the public and 

legislative backlash against bottled water. This directly affects over 70,000 employees 
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working for the Pepsi Bottling Group and the Coca-Cola Bottling Co. We have no doubt 

that the parent companies will survive, but the employees strictly confined to platic 

bottling occupations could certainly endure layoffs. 

 

Industrial Benchmark 

 

 

 

Sigg is the market-leading manufacturer of aluminum, and now stainless steel, reusable 

bottles. Although their corporate vision and mission statements express no concern for 

the environment, the feelings of their head executives are evident. According to the 

head of SIGG USA (the division responsible for 70% of the Swiss companies sales), 

Robert Rheaume, “Using bottled water is now perceived as immoral as smoking.” 

Whether the company is willing to publicly admit it or not, it is undeniable that Sigg’s 

success has further-promoted the backlash against bottled water. Coinciding with the 

rise of Sigg USA in 2009, the bottled water industry saw its first decline in profits in over 

30 years. 

Although Re+ does provide customers with stainless steel bottles, we do not view Sigg 

as an indirect competitor, but rather a collaborator. Our products make each other more 

appealing, and we are open to collaboration in the future. 

 Measuring the impact 

Housing and Dining Services at Virginia Tech estimated that students would save $84 

annually if they opted to refill a stainless bottle for free and abstained from purchasing 

$0.75 fountain drinks. This equates to 112 purchases from Sigg’s customers in an ideal 

market; casual, everyday users. In Re+’s ideal market of fitness centers, 112 purchases 

of bottled water (the product Re+ aims to cannibalize most) at Dasani’s typical price of 

$1.25/bottle results in $140 being allocated annually towards the purchase. Opting to 

refill the equivalent of 112 20-ounce Dasani bottles at a Re+ water kiosk, at 50 cents a 

refill, would cost $56.00, a cost savings of $84.00. Ironically, and unintentionally, the 

dollar amount savings to the end user are identical. From this analysis, it appears Re+ 

and Sigg successfully offer considerable benefits to their respective customers in each 

of their ideal markets. 
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Technology Benchmark 

 

 

 

 

 

 

 

 

 

As you can see, there are existing manufacturers of single-serve water kiosks. 

However, Re+’s focus on not altering current consumer habits separates our sales 

approach from these competitors. 

The Re+ Advantage 

Primary 

As previously mentioned, Re+ has a mission to reduce the amount of plastic waste 

resulting from bottled water. Competitors have similar intentions, but Re+ goes further 

by proactively assisting in other environmental efforts. For instance, we feel the benefits 

of providing an option for water refills can potentially be offset by wasted electricity. The 

technology our kiosk features makes it amongst the few vending machines providing 

considerable savings on utility costs and energy consumption. In addition to an 

advanced cooling system, the machine employees LED lighting rather than traditional 

fluorescent. The resulting cost savings are significant, not only helping the environment, 

but helping kiosk owners. 

Ancillary 

Before we began working with Aqua Star International, the current manufacturer of our 

machine, we had discussions with both Eco Water Fillz and Aqua Polar. Based on their 

kiosk design, and their company mentality, it appears the potential ancillary benefits to 

consumers were minimally considered. Eco Water’s machine offers free, purified water, 

which is great for the end-consumer, but it does not take into consideration another 

primary stakeholder, the machine owner. Certainly, a business-owner may spend 

$10,000 on the machine in hopes of increased consumer satisfaction, and Re+ is able 
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to modify our kiosk to fulfill those needs, but owners without those financial means 

would prefer to charge for the service. 

Aqua Polar’s unit can be modified for either free or paid-for refills, but unknowingly 

forgoes consumer satisfaction and ease-of-use in lieu of larger marquees. Their 

machine features only two slots for payment options, meaning a location must choose 

two of three popular ways to pay: cash and coin, credit/debit card, and smart card.  The 

Re+ machine was designed with the customer in mind. Anybody can walk up and use 

cash or coin. If you are carrying a credit/debit card, we take that. And if your gym or 

college campus has a smartcard system that holds cash, there is space available for the 

necessary reader to accept that. 

Geographic Scope 

 Washington D.C. 

Washington D.C is an excellent first market because it has a rich blend 

of tourist attractions, public transportation systems, and retail business. 

The very first machines will be placed along city tour routes frequented 

by tourists. Washington D.C. is the only market with tourism volatility of 

less than 10% (Washintgotn.org). In other words, our kiosks will have an 

equal amount of potential customers year-round. 

The Initial Network 

Below you will find a map of the Washington D.C. prime tourism area. 

The highlighted routes on the map are those taken by the city’s most 

popular bus tour company, American Historic Tours, which runs year-

round.  By partnering with this tour company, we will be able to place our 

machine at each stop throughout the tour. The black dots on the map 

represent individual kiosks. 

 

 

 

 

 

 

 

D.C. Visitors:  

 

 31% of visitors 

are 18-24  

 85% have had 

college education   

 58% make more 

than $100K  

 $1.5 Billion spent 

on "Food & 

Beverages“ in 

2009 

 Average length of 

trip: 3 days   

 16.6 million 

visitors each year   

 54% Travel for 

leisure 

4 million tourist 

will come in 

direct contact 

with Re+ kiosks 

-  Based on how 

many tourists visit 

the monuments 

annually 



 
 

RefreshRefill.com                            10 

Each customer will be given a complimentary bottle at the beginning of the tour, as well 

as a map of all of our kiosk locations at which they can fill up their bottles each time they 

run out of water.  Because these tours are already popular year-

round, we are able to accomplish our goal of integrating our product 

into the consumer’s lifestyle. 

Network Development 

The final step in developing our interactive network in 

Washington D.C. is to place our machines at local business and the 

Washington Area Metropolitan Area Transit Authority (Metro). 

Because the tour companies circulate the town, consumer 

awareness will already be at an elevated level prior to the general 

introduction of our machine throughout the marketplace. We will 

begin placing our machines at local business that will benefit from 

the increased foot traffic at their storefront as well as public 

transportation systems who seek to improve their users overall 

experience. Below are some examples of our product being 

embedded in the Washington D.C. market:  

 

 

 

 

 

 

 

 

This is how we plan to integrate our product into the daily lives of consumers throughout 

Washington D.C. As this market begins to turn a profit we will begin the same 

implementation process in markets throughout the U.S. establishing ourselves in cities 

where American Historic Tours currently operates. 
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Product Diffusion Curve 

 

  

Laggards 

16% 

Late Majority 

34% 

Early Majority 

34% 

Early Adopters 

13.5% 

Innovators 

2.5% 

Testing 

machines in 

Tucson 

6 months 

Washington 

D.C. tourism 

6-18 months 

Washington 

D.C. metro   

and city 

government 

18-26 months 

Large contracts 

with gyms and 

campuses 

26-34 months 

Licensing machines to 

third-party vending 

distributors 

34 months - 
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Summary       

Public concerns regarding drinking water sources are amassing as unhealthy contaminants 

become more prevalent. 

In 2008, Congress dedicated a hearing to the dangers of bottled water (NY Times) 

PET plastic used in bottles leaks antimony, causing pulmonary injuries and skin cancer 

2.5 million plastic bottles are thrown away every hour (CleanAir.org) 

Bottled water consumption dropped 6% in the first quarter of 2009, the first negative 

industry growth in over 30 years (NY Times) 

24 colleges have banned plastic bottles on their campus (Concordiensis)  

Primary Benefit: Re+ delivers purified water to consumers on-the-go through single serve 

water bottle refill kiosks; helping them save money, and save the environment. 

Ancillary Benefit: Our target market will be exposed to a new type of vending experience that 

will seek to satisfy them beyond a physiological level.  Through customizable bottles, 

customizable beverage options, and retail space that offers recognition and familiarity, 

consumers can fulfill their needs while simultaneously assisting a sustainable effort. 

Trade-offs: The success of Re+ comes at a cost to its competitors. The role of nearly 100,000 

employees working at plastic bottling plants across the United States will be drastically 

reduced. 

Competitive Advantage: Re+ employs on-site filtration, allowing for lower packaging and 

distribution costs, resulting in a business that is more efficient than bottled water, and has a 

minimum environmental impact. Relative to other vendors, advanced chilling and LED-lighting 

make our kiosk more energy-efficient.  

 

  Re+ maintains the goal of diminishing plastic bottle waste by encouraging consumers to re-fresh, 

re-fill and re-use their water bottles. Our secondary goal is to create a means for 

consumers achieve this without having to drastically change their current lifestyle. In short, Re+ 

is going to efficiently change the way the world hydrates by making water bottle refilling an 

integrated part of daily life. 
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