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Confidentiality Agreement 

This agreement is to acknowledge that the information provided by Treeson, Inc. όŀƭǎƻ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ άThe 

Companyέύ in this business plan is unique to this business and confidential; therefore, anyone reading this 

plan agrees not to disclose any of the information in this business plan without the express written 

permission of Carlton Solle & Mark Tillemans, Owners.  

It is also acknowledged by the reader of this business plan that the information furnished in this business 

plan, other than information that is in the public domain, may cause serious harm or damage to Treeson, 

and will be kept in the strictest confidence.  

Upon request, this document is to be immediately returned to Carlton Solle & Mark Tillemans, Owners. 

 

___________________  

Signature  

 

___________________  

Name (typed or printed)  

 

___________________  

Date  

  

This is a business plan. It does not imply an offering of securities.  
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Executive Summary 

Purpose 
The purpose of this plan is to provide investors with the 
information necessary to evaluate the merits of the value 
proposition and growth strategy of Treeson. The Company will 
demonstrate that there is a large enough market to service; 
Treeson has the effective sales and marketing strategies to 
establish, grow and expand the Company. Treeson will also 
demonstrate that the Company has eliminated or reduced as 
many variables of risk as possible.  

Introduction 
Treeson, Inc. (ŀƭǎƻ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ άThe Companyέ) is a closed 

loop1 waste to energy plant based packaging start-up company 

that will establish its brand in the beverage industry and then 

will expand to other products and industries. 

The Company offers Treeson branded and packaged Bio Bottle 

beverages that are made from plant based  materials. The 

Company will license the packaging, system, and technology to 

other brands, and later other consumer products in the 

beverage, packaging, recycling, energy, and technology 

markets. 

The Company has identified a number of critical approaches to 

strategic development and marketing start-up efforts, assessed 

alternatives, and developed a series of executable, and 

cohesive but independent, categories of action to aid the 

business in its core, overarching goals. 

Many of these strategies will require an investment of time and 

human resources over several months to achieve their 

intended outcome. Projections are provided to create a 

framework for developing actual implementation, based on the 

business and marketing plan, and ultimately assessing the 

potential impact to the revenue streams in the plan. It is 

imperative that analytical tools be engaged to accurately and 

appropriately assess each component of the integrated 

 
1 A closed loop control system is a set of mechanical or electronic devices that automatically regulates a process variable to a desired state or set 

point without human interaction. Closed loop control systems contrast with open loop control systems, which require manual input.- 
https://whatis.techtarget.com/definition/closed-loop-control-system 

 
 

Treeson, Inc. 

909 Mill Rd,  

McCloud, CA 96057 

Co-packer in Colorado 

treeson.us  

 

Ownership 

Co-founder equal partners.  

 

Revenue Forecast 

Year 1:  $6,700,000 

Year 2:  $62,900,000 

Year 3:  $233,800,000 

Year 4:  $315,630,000 

Year 5:  $426,100,500 

 

Profitability Forecast 

(EBITDA) 

Year 1:  $1,255,392 

Year 2:  $16,178,472 

Year 3:  $73,310,629 

Year 4:  $124,959,466 

Year 5:  $169,101,767 

 

Funding Needed:  $14 million  
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development effort in order to evaluate expected return on the strategic investment against actual 

results. 

As summarized in the following plan, the core strategies and specific tactical approaches address the 

major requirements of a comprehensive strategic development and start-up initiative to grow the 

business. This business plan encompasses both the spirit of the Company, as well as the functionalities of 

the Company plan to map out specific strategies and tactics for development and the marketing 

strategies. 

Problem/Need   
No one wants to stumble across discarded packaging on a hike or to see plastic water bottles washed up 

on their favorite beach. Awareness of the environmental impact of trash continues to grow and, while the 

demand for convenience shows no sign of slowing, people seek new products that provide innovative 

solutions. People want products that are not only healthy for them and their families, but also better for 

the planet. 

People identify with brands aligned with their own values. Brands that are authentic built by people 

passionate about creating incredible products yet equally committed to making a positive impact. They 

believe in brands that take a stand and they want products to deliver revolutionary, compelling solutions. 

No one brand has harnessed all of the above with a simple, powerful identity. An identity that not only 

helps reinforce and educate consumers about the origin and quality of its products, but also captures the 

driving force and passion behind the brand. 

Solution 
Our brand does exactly that and much more. We produce beverages using only the best natural 

ingredients formulated to always deliver on our natural, healthy promise. As part of our commitment to 

end to the pollution caused by single use bottles, our products come in revolutionary new packaging. Our 

packaging won't end up in a landfill, a river, or the ocean but instead gets converted into green energy. 

To give consumers a way to experience it all firsthand we have created the first Eco Preservation 

Technology. Our technology allows customers to track their bottles and see how much clean energy they 

helped create and gives them a way to see the real time impact of their actions along with options to 

improve their footprint and get rewarded for doing so. 

Our plan is to start with the beverage industry and then license our packaging and technology to other 

beverage brands and then do it all over again with other consumer products. 

Our brand can become an icon, which people will be proud to carry because it says άLΩƳ ǘŀƪƛƴƎ ŀ ǎǘŀƴŘέΦ 

People are ready for change and our brand is here to lead the charge! 
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Market Opportunity 
Markets And Scope:2 

¶ U.S. Beverage Market $315 Billion 

¶ U.S. Packaging Market $26 Billion 

¶ U.S. Mobile App Market $10 Billion 

¶ U.S. Bio Fuel Market $35 Billion 

The Bottled Water Production (the flagship product will be bottled water) industry expanded over the 

five years to 2019, despite some difficult conditions. The industry adapted to changing consumer taste 

preferences and consumer awareness of sustainable water sourcing and recyclable packaging materials. 

Over the five years to 2019, industry revenue is expected to rise at an annualized rate of 1.0% to $7.2 

billion, including a 1.6% increase in 2019 alone. Companies have focused on public relations efforts by 

pledging to use sustainable bottling materials and will likely continue to market bottling operations to 

emphasize its shrinking negative effect on the environment. The Bottled Water Production industry will 

likely experience slow yet consistent growth over the five years to 2024; however, substitute products, 

such as water filters and reusable bottles, will continue to inhibit demand for bottled water products. 

Nonetheless, projected increases in per capita disposable income levels will drive consumers to make 

more bottled water purchases. IBISWorld estimates industry revenue will steadily improve over the five 

years to 2024, rising an annualized 1.2% to $7.7 billion.3 

Business Insider citing Canaccord Genuity, says that the financial firm is predicting that cannabidiol (CBD) 

beverages will become a $260 million market by 2022.4 

The Plastic Bottle Manufacturing industry (For comparison) manufactures a range of bottles from various 

plastic compounds based on their end use. These bottles are then sold to beverage, food and chemical 

manufacturers to use as packaging for soft drinks, milk, condiments and household and automotive 

chemicals. As the economy continues to grow and consumers increase their spending, downstream 

customers will increase their demand for plastic bottles. Consequently, over the five years to 2024, 

industry revenue is forecast to increase an annualized 0.4% to $13.4 billion. 

The U.S. flexible packaging market is projected to grow from USD 23.72 billion in 2016 to USD 29.64 

billion by 2021, at an estimated CAGR of 4.56%.5 On a global scale, the packaging industry is an enormous 

economic generator. Statistics from the well-recognized Smithers Pica organization indicate the 

world ǇŀŎƪŀƎƛƴƎ ƛƴŘǳǎǘǊȅΩǎ ƳŀǊƪŜǘ ǾŀƭǳŜ ǿƛƭƭ ǊŜŀŎƘ Ϸм ǘǊƛƭƭƛƻƴ ōȅ нлнл. According to the Flexible 

Packaging Association, the United States accounts for Ϸмор ōƛƭƭƛƻƴ ƛƴ ǘƘŜ ǿƻǊƭŘΩǎ ŜƴǘƛǊŜ ǇŀŎƪŀƎƛƴƎ 

industry. Recycled packaging is part of the worldwide sustainability movement. Federal, state, and local 

authorities also promote and encourage packaging recycle programs. But the main thing driving the 2019 

trend toward recycled packaging products is consumer choice. People avoid purchasing anything 

 
2 Client provided/internal data  
3 WWW.IBISWORLD.COM Bottled Water Production in the US March 2019 
4 https://www.bevindustry.com/articles/91926-cannabis-infused-beverages-will-see-growth-through-2022?v=preview 
5 http://www.micromarketmonitor.com/pressreleases/u-s-flexible-packaging.html 
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packaged in non-recyclable materials. ¢ƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊǎ ŀǊŜ ŦŀǊ ǘƻƻ ŀǿŀǊŜ ƻŦ ǘƘŜƛǊ ŜƴǾƛǊƻƴƳŜƴǘŀƭ 

footprint . More people than ever are joining the ecological fight and doing their part to protect their share 

of the world. The packaging industry must recognize and respecǘ ŎƻƴǎǳƳŜǊǎΩ ŘŜǎƛǊŜ ǘƻ Ƴŀƛƴǘŀƛƴ ŀ 

smaller carbon footprint. They can do that by making smaller and greener packages.6 

The global Beverage Can Market (For comparison) is expected to reach USD 63.24 Billion by 2026, 

according to a new report by Reports and Data. Growing concerns regarding the consumption of 

sustainable packaging materials are expected to fuel the market. Recyclability of metal is one of the 

driving factors. Aluminum cans are 100% recyclable, and approximately 30% of it is used in the beverage 

market.7      

The global biofuels market was valued at USD 168 billion in 2016, is expected to reach USD 218.7 billion 

in 2022, and is anticipated to grow at a CAGR of 4.5% between 2017 and 2022. North America is 

anticipated to account for the leading share of the revenue pie throughout the forecast horizon. The rising 

awareness regarding the advantages of biofuels over conventional fuels, regulatory & political support 

and agricultural and economic support along with policies pertaining to environment conservation along 

with the increasing environmental concerns among the populace are contributing to the growth of the 

region.8 

More than 40% of U.S. consumers participate in the $300 billion conscious consumer market (CCM). In 

the past decade, the growth of the CCM has not gone unnoticed by startups and established multinational 

corporations.9 

The United States is a world leader in consumer goods market research, product innovation, 

manufacturing, and branding and marketing. The United States also has a highly skilled workforce in the 

consumer products arena. In 2019, the U.S. consumer goods market (defined as consumer-packaged 

goods) was the largest in the world, estimated at $635 billion, based on a comprehensive study conducted 

by Statista.10 

The subscription model is a booming field. In recent years, this market has grown by more than 100% a 

year, increasing from $57 million in sales in 2011 to $2.6 billion in 2016, according to one expert.11 

Mobile App Market is the fastest growing segment in the mobile industry. The app industry has seen an 

immense growth in the past ten years and even has no end in sight. Lƴ ǘƘŜ ȅŜŀǊ нлмнΣ ƳƻōƛƭŜ ŀǇǇΩǎ ŦƛƴŀƴŎƛŀƭ 

state was around $53B and it grew up to $63.7B by the year 2016. Various researchers even predict that 

mobile app economy will touch $188.9 billion worldwide by the year 2020. 12 

 
6 https://www.yorksaw.com/packaging-industry-trends/ 
7 https://www.reportsanddata.com/report-detail/beverage-cans-market 
8 https://www.globenewswire.com/news-release/2018/01/09/1285912/0/en/Biofuels-Market-Size-Will-Reach-USD-218-7-Billion-by-2022-Globally-Zion-Market-

Research.html 
9 https://journals.sagepub.com/doi/abs/10.1177/0008125617722792?journalCode=cmra 
10 https://www.selectusa.gov/consumer-goods-industry-united-states 
11 https://www.gsb.stanford.edu/insights/why-every-business-will-soon-be-subscription-business 
12 https://www.knowband.com/blog/mobile-app/growth-of-mobile-app-market/ 
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If you invent a product that offers a benefit across many different categories, sells worldwide, and involves 

consumables, the royalties can easily earn you millions.13 Licensing is a $270 billion-plus industry that 

provides brands an additional stream of revenue -- in some cases serving as the primary income driver as 

well as a marketing staple. That's why licensing grew over 3 percent last year. 14 

Industry and Market Reports  
Reports below in the plan: 

¶ Bottled Water Production in the US - IBISWorld Industry Report ($7.2bn) 

¶ Snapshot of Energy Drink Production in the US - IBISWorld Industry Report ($8.9bn) 

¶ Plastic Bottle Manufacturing in the US - IBISWorld Report ($13.1bn): For Comparison  

¶ Snapshot of Recycling Facilities in the US - IBISWorld Industry Report ($6.6bn)   

¶ Snapshot Retail Trade in the US - IBISWorld Sector Report ($5.5tr)   

¶ E-Commerce & Online Auctions in the US - IBISWorld Industry Report ($512.9bn) 

¶ Snapshot of Internet Publishing and Broadcasting - IBISWorld Report ($124.7bn)     

Competitive Advantages/  Unique Value Proposition   
¶ Less energy, less CO2, less harm, less travel, no waste, no oil, and no GMO. 

¶ A traditional water bottle takes an average of 12 total trips in its lifecycle before it is recycled or 

ends up in a landfill, river, or ocean around the world. Treeson bottles only take 4 total trips in 

their lifecycle before the Company converts them into clean energy that we use to make more 

bottles! 

¶ There is nothing like it on the planet, the demand for plant based packaging is massive, and the 

industry is at its infancy.  

¶ The Northern California location the Company has secured as our headquarters is acutely unique 

(See Highlights to our McCloud Millwork's Lease) with respect to its industrial zoning, water rights, 

and proximity to the West Coast marketplace. 

¶ Treeson is one of the few companies out there that actually has ŀ ²I¸ΧΦΦŀ ǎŜǊƛƻǳǎ ǿƘȅΦ  

¶ Closed loop plant-based packaging used to create clean renewable energy. Treeson will be able 

to duplicate concept for basically everything on the grocery/ c-store shelf and any consumer-

packaged goods sold worldwide. 

  

 
13 https://www.inc.com/stephen-key/where-big-money-is-made-licensing-product-ideas.html 
14 https://www.inc.com/jeff-haden/what-every-entrepreneur-should-know-about-brand-licensing.html 
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Key Members of the Company/Management 
The Company is the vision of Carlton Solle, a beverage, entertainment, and eco-lifestyle entrepreneur. 

Supported by an advisory board of seasoned and successful entrepreneurs, the management team 

includes professionals in communications, design, engineering, sales, and technology.  

Owners: Biographies below in the plan.  

¶ Carlton Solle    

¶ Mark Tillemans     

Management Team: Biographies below in the plan.  

¶ Brian Whalen 

¶ Taylor Woods 

¶ Mark Levitan, Legal  

Funding   
Treeson is currently seeking funding in the amount of $14,000,000 for use in financing its start-up, 

equipment, construction, development, marketing, inventory, technology/return closed loop to 

renewable energy system,  and general working capital requirements in the form of an investment to 

ŜȄŜŎǳǘŜ ƛǘǎ ōǳǎƛƴŜǎǎ Ǉƭŀƴ ŦƻǊ ǘƘŜ ƎǊŜŀǘŜǎǘ ǇƻǘŜƴǘƛŀƭ ǘƻ ǎŜŎǳǊŜ ǘƘŜ Ƴƻǎǘ ŘŜǎƛǊŀōƭŜ όάƘƛƎƘŜǎǘ ŀƴŘ ōŜǎǘέύ 

return. The Owners have invested $50,000 to date. Details below in the plan.  

The Company appreciates your consideration of this executive summary.  

Continue reading the full business plan below. 
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The Enterprise, The Business, & Model 

Overview 

Legal Structure 

The legal structure of the Company is a Delaware C Corporation. 

Assets:  

¶ McCloud Headquarters Lease (copy available, see highlights below)  

¶ Trademarks & IP  

Founded 

Incorporation in Delaware is May 2019. 

Company Ownership 

Mark Tillemans and Carlton Solle are the owners of the company.  

Location   

¢ƘŜ /ƻƳǇŀƴȅΩǎ ŎǳǊǊŜƴǘ ƻŦŦƛŎŜǎ ŀƴŘ ŎƻƴǘŀŎǘ ƛƴŦƻǊƳŀǘƛƻƴ ƛǎΥ 

909 Mill Rd, McCloud, CA 96057. 

The Company has an 8,000 sq ft warehouse with unlimited expansion to house our return waste to energy 

system and future bottling plant. 

Headquarters: Map above. 

 

Unlimited expansion capabilities on 278 acre site in northern California. Zoned heavy industrial + power 

substation on-site with 3 billion gallons per year surface water rights. 
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Map above: This map is showing how the Company breaks-up the return and packaging centers by region, 

4 regions in total, second it's showing the location of co-packers, third its showing where the Company 

will have warehouses that will be making the packaging for that region and also handle fulfillment of all 

direct to consumer orders, and can handle return for those orders. 

Highlights to our McCloud Millwork's Lease  

Option and Right of First Refusal to Lease Premises.  

For the term of the Lease (27 years), Company has an option and right of first refusal to lease all 

buildings and parcels of the 278 acre heavy industrial zoned Premises.  

Use of the Premises.  

Company may use the property for any reasonable commercial purposes, including potentially, 

but not limited to: industrial hemp cultivation and refinement; plant-based packaging, recycling, 

and textile manufacturing; eco-beverage bottling; and green energy production. 

Water Rights.  

The Lessor owns two existing licenses for the diversion of water. License 5051 provides the right 

to divert 4,908.6 acre-feet of water per year. License 826 provides the right to divert 4,302.6 acre-
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feet of water per year with a maximum direct diversion rate of 3 billion gallons. The terms of the 

McCloud Millworks Lease give the Company the right to use up to ten percent (10%) of these water 

rights.  These are surface water rights.  There is spring water locally available, but not contracted 

for or permitted at this time. 

The Business   

Treeson is a closed loop15 waste to energy plant based packaging start-up company that will establish its 

brand in the beverage industry and then will expand to other products and industries. 

Our plan is to establish our brand in the beverage space using our packaging, system, and technology, and 

then license them to other brands to use and to begin to branch out into other consumer products with 

the other packaging solutions the Company has already developed. 

Products 

Naturally Inspired + Naturally Engineered + Naturally Packaged + Naturally Harvested + Naturally 

Enriched = Naturally You 

Types: Natural Spring Water - Energy Drinks & Energy Shots - CBD Infused Drinks & Shots - Ready To 

Drink Teas - Cold Pressed Juices - CBD Oils & Isolates - Beer & Wine 

Flagship Product, Treeson Spring Water 
Our flagship product, Treeson Spring Water, fulfills those consumer needs. It was inspired by the rainforest 

and features the finest natural spring water, enriched with electrolytes for balance and oxygen for some 

natural rainforest energy. It comes in a revolutionary new packaging that combines environmentally 

ŦǊƛŜƴŘƭȅ ƳŀǘŜǊƛŀƭǎ ǿƛǘƘ ǘƘŜ ǿƻǊƭŘΩǎ ŦƛǊǎǘ ōǳƛƭǘ-in return and recycling system. 

With the Companies return system, packaging can be returned individually or in bulk. The returned 

packaging is instantly turned into clean energy that is used to make new bottles - starting the cycle all 

over again. Additionally, we offer consumers the opportunity to make an immediate positive 

environmental impact with every purchase ǘƘǊƻǳƎƘ ƻǳǊ άhƴŜ .ƻǘǘƭŜ hƴŜ ¢ǊŜŜέ ƛƴƛǘƛŀǘƛǾŜΦ We plant one 

tree for every bottle sold to help ensure that there will be plenty of clean air and fresh water for 

generations to come. 

 
15 A closed loop control system is a set of mechanical or electronic devices that automatically regulates a process variable to a desired state or set 

point without human interaction. Closed loop control systems contrast with open loop control systems, which require manual input.- 
https://whatis.techtarget.com/definition/closed-loop-control-system 
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Our Water 
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The world's first eco-friendly, toxin-free, trash eliminating, clean energy making, tree planting, great 

tasting, natural spring water! 
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Packaging 
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Our System - Recycling 2.0 

 

The first products with their return system. No trash, no landfills, no pollution! 
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Eco Preservation Technology 

The world's first Eco Preservation Technology Data is gathered from several touch points that is used to 

determine a userΩs environmental footprint and then used to generate a real time environmental impact 

score for each user.  

Once the initial score is provided the APP rewards its users for improving their score and provides in-app 

purchase options to offset and improve the users' environmental footprint.  
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IP Scope & Strategy 
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The Business Model 

Mission 
Be The First. Be The Best. Control The Market & Repeat. 

1st: Build the best products, packaging, and brand. 

2nd: Use the products, packaging, and brand to create incredible stories. 

3rd: Share it all with consumers and companies to sell direct. 

4th: Own enough of the pieces so you control the markets. 

5th: License packaging, technology, and system to other brands. 

6th: Do it all over again with other consumer goods products. 
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Use our products, systems and technology to educate and tell our story direct to partners and consumers, 

the more they know the better it gets and the more powerful the brand becomes, control as many pieces 

as possible, then license it to other brands and expand into other markets. 

Revenue & Pricing  

¢ƘŜ /ƻƳǇŀƴȅ ǇǊƻƧŜŎǘǎ ŀ ƎǊŀŘǳŀƭ ǊŀƳǇ ǳǇ ƻŦ ǎŀƭŜǎ ŀƴŘ ǇǊƻŦƛǘǎ ŘǳǊƛƴƎ ǘƘŜ ŦƛǊǎǘ ȅŜŀǊ ƻŦ ǘǊŀƴǎƛǘƛƻƴ ǘƻ ǘƘŜ 

ōǳǎƛƴŜǎǎ ƳƻŘŜƭΦ  

The Company will sell products retail and on a subscription basis. See pro forma for details.  

Our Subscription Service: Direct To Consumer 
Time is precious why lug home a case of water when you can have it delivered right to your door. Our 

subscription service creates a personal relationship with our customers and it allows them to see firsthand 

how our system is better for the environment & it also happens to be better for the bottom line. Delivered 

right to your door = best for the environment & best for the bottom line. 

Subscription Business Model 16 
The subscription based business model is a business model that charges customers a recurring fee τ 

typically monthly or yearly τ to access a product or service.  

Subscription revenue model: A subscription revenue model helps you capitalize on the compounding 

value of customer relationships. That means that as long as your customers continually see the value your 

company provides for them, they'll continue to pay you for it. Recurring revenue models lead to higher 

revenues and stronger customer relationships. This compounding growth is what makes customers so 

powerful here. Through subscription, customers become more valuable the longer they use your product. 

The state of subscription business models in 2019: The subscription model continues to grow in 

popularity. According to our research, customer acquisition costs (CAC) are up more than 50% and 

willingness to pay for software has declined steadily for the past five years. There's never been a better 

time to start capitalizing on your customer relationships through subscription. And it's not going away any 

time soon. According to a survey by McKinsey & Company, 46% of customers already pay for an online 

streaming service and 15% have subscribed to an e-commerce service within one year of the survey. That's 

why companies such as GoPro and Adobe have pivoted to this business model; it's the most reliable way 

to continue adding value for customers. They understand how this pricing strategy helps position them 

for long-term success. 

 
16 https://www.priceintelligently.com/blog/subscription-business-model 

https://www.priceintelligently.com/blog/subscription-revenue-adobe-gopro-microsoft-gillette
https://www.mckinsey.com/industries/high-tech/our-insights/thinking-inside-the-subscription-box-new-research-on-ecommerce-consumers
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Pricing 

 

Licensing, Partnerships, & Co-Packing 
We have had several companies express interest in co-branding and also licensing our bottle and 

technology. Our plan is to establish our brand as the first and the premiere and then begin to license our 

packaging and technology to other brands to use. 

We have had several companies express interest in partnerships to utilize our system in their retail 

operations and or on their corporate campuses. Our plan is to strategically select a few of them to 

showcase our complete system while at the same time building our customer base and brand awareness. 
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Because of the strategic and high quality water sources we have secured we have had several other brands 

express interest in using our water and having us co-pack their beverages. Once we have built out and 

mastered our bottling operations our plan is to offer co-packing for other brands. 

Opportunity 

To give consumers a way to experience it all firsthand we have created the first Eco Preservation 

Technology. Our companion mobile app allows customers to track their bottles and see how much clean 

energy they helped create. They can also get actual pictures of the trees they helped plant along with the 

GPS coordinates for where they are planted and watch them grow with our updates. Our mobile app 

incentivizes consumers to purchase planet positive products, gives them a way to see the real time impact 

of their actions along with options to improve their earth-score and get rewarded for doing so. 

Our initial test market for Treeson Spring Water received international media attention. We not only 

caught the eyes of some of the industry´s biggest players but also some of its biggest and most prestigious 

customers and they are ready to place significant orders. Our plan is to fulfill these first orders while 

putting in the necessary infrastructure required showcasing our system at scale. A full-scale launch of 

Treeson Spring Water and our Mobile App will follow shortly thereafter. All products will be sold direct 

through our e-commerce site, mobile app and via strategic partners in the U.S. We are already in talks 

with several established partners in a handful of countries outside of the U.S. including Central America 

and Europe where we will use both direct and traditional distribution models. 

¢ƘŜ /ƻƳǇŀƴȅΩǎ ƎǊƻǿǘƘ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŀǊŜ ŜȄŎŜƭƭŜƴǘΦ License packaging, technology, and system to other 

brands; then do it all over again with other consumer goods products. 

Objectives 

Treeson has definite objectives in order to fulfill its desire to participate and achieve an ever-growing 

market share of the exciting industry that it is in. What follows is a brief summary of the key objectives 

of Treeson: 

¶ Penetrate the market in the business of a waste to energy plant based packaging brand in the 

beverage industry and then will license and expand to other products and industries. 

¶ Continue to develop management and team capabilities to ensure a strong foundation for 

participation in the Company. 

¶ Increase sales and revenue at the rates projected in this plan. 

¶ License packaging, technology, and system to other brands. 

¶ Expand into other consumer goods products and Countries. 
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Competition 

Beverage 
According to the Forbes Largest Companies Global 2000 list, PepsiCo Inc. (PEP), Coca Cola Co. (KO), and 

Anheuser-Bush InBev (BUD) are the top three beverage companies in the world, as measured by a 

composite score of revenue, profit, assets, and market value. The top 5 companies in the beverage sector 

had a combined market value of $649.6 billion. 17 

¢ƘŜ ǿƻǊƭŘΩǎ ōƛƎƎŜǎǘ ŘǊƛƴƪǎ ŎƻƳǇŀƴƛŜǎ ƛƴ нлму:18 

¶ Anheuser-Busch InBev ς $56.44bn 

¶ The Coca-Cola Company ς $35.41bn 

¶ Pepsico ς $29.85bn 

¶ Nestle ς $28.53bn 

¶ Heineken ς $ 26.21bn 

¶ Fomento Economico Mexicano ς $23.38bn 

¶ Starbucks Corporation ς $22.38bn 

¶ Suntory Holdings ς $17.4bn 

¶ Asahi Group Holdings ς $17.1bn 

¶ Diageo ς $16.43bn 

Packaging 
North America is undisputed leader in global packaging market. As per our research findings there are 

nine U.S. based corporations who rank among top 15 packaging companies in world. The ranking is 

based on annual revenue reported by companies in their SEC filings/ Annual reports.19 

¶ WestRock : USD 14.8 Billion 

¶ International Paper Company (IPC): USD 14.49 Billion 

¶ Reynolds Group Holdings Limited (RGHL): USD 10.5 Billion 

¶ Ball Corporation:  USD 10.01 Billion 

¶ Smurfit Kappa ('SKG'): USD 9.93 Billion 

¶ Amcor Limited: USD 9.3 Billion 

¶ Crown Holdings:  USD 8.69 Billion 

¶ Mondi Plc: USD 8.23 Billion 

¶ DS Smith plc: USD 7.4 Billion 

¶ Berry Group, Inc.: USD 7.0 Billion 

¶ Owens-Illinois Inc.(O-I): USD 6.8 Billion 

¶ Packaging Corporation of America (PCA): USD 5.3 Billion 

¶ Sealed Air Corporation (SAC):  USD 4.46 Billion 

¶ Graphic Packaging International, LLC. (GPI): USD 4.4 Billion 

 
17 https://www.investopedia.com/news/worlds-largest-food-and-beverage-players-2017-nestle-pepsi-coke-topple-peers/ 
18 https://www.drinks-insight-network.com/uncategorised/the-worlds-biggest-drinks-companies-in-2018/ 
19 https://www.marketresearchreports.com/blog/2018/09/12/top-packaging-companies-revenue 

http://www.marketresearchreports.com/packaging
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¶ Stora Enso Oyj:  USD 4.37 Billion 

Industry Major Players  
Listed in the industry reports.  

Competitive Advantages  

Treeson will enjoy a number of significant, competitive advantages over its competitors, including the 

following: 

¶ Less energy, less CO2, less harm, less travel, no waste, no oil, and no GMO. 

¶ A traditional water bottle takes an average of 12 total trips in its lifecycle before it is recycled or 

ends up in a landfill, river, or ocean around the world. Treeson bottles only take 4 total trips in 

their lifecycle before the Company converts them into clean energy that we use to make more 

bottles! 

Unique Value Proposition 

Treeson will differentiate itself by offering: 

¶ Less energy, less CO2, less harm, less travel, no waste, no oil, and no GMO. 

¶ A traditional water bottle takes an average of 12 total trips in its lifecycle before it is recycled or 

ends up in a landfill, river, or ocean around the world. Treeson bottles only take 4 total trips in 

their lifecycle before the Company converts them into clean energy that we use to make more 

bottles! 

¶ There is nothing like it on the planet, the demand for plant based packaging is massive, and the 

industry is at its infancy.  

¶ The Northern California location the Company has secured as our headquarters is acutely unique 

(See Highlights to our McCloud Millwork's Lease) with respect to its industrial zoning, water rights, 

and proximity to the West Coast marketplace. 

¶ Treeson is one of the few companies out there that actually has ŀ ²I¸ΧΦΦŀ ǎŜǊƛƻǳǎ ǿƘȅΦ  

¶ Closed loop plant-based packaging used to create clean renewable energy. Treeson will be able 

to duplicate concept for basically everything on the grocery/ c-store shelf and any consumer-

packaged goods sold worldwide. 

Ultimately, the value proposition will deliver tangible results impacting: 

¶ Steadily increasing revenues for the business     

¶ Increased conscious consumers     

¶ Steadily improving relationships for both business and consumers  

¶ Steadily increasing market share for the business  

¶ Strong customer retention levels for the business 
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The Market Opportunity  

Markets and Scope 
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U.S. BEVERAGE MARKET 

Food & Beverages United States20 

¶ Revenue in the Food & Beverages segment amounts to US$18,374m in 2019.  

¶ Revenue is expected to show an annual growth rate (CAGR 2019-2023) of 11.0%, resulting in a 

market volume of US$27,872m by 2023.  

¶ User penetration is 49.7% in 2019 and is expected to hit 64.8% by 2023.  

¶ The average revenue per user (ARPU) currently amounts to US$112.41. 

¶ Users by age in percent: 33.0% of users are 25-34 years old.  

¶ Users by gender: 54.1% of users are male. 

¶ Users by income: 37.7% of users have high income and 35.2% have mid-level/medium incomes.  

Global Comparison - Revenue: 

Top 5  

China US$21,945m  

United States US$18,374m  

Japan US$16,618m  

United Kingdom US$13,378m  

South Korea US$9,372m 

Top 5 online stores by net sales: 

¶ amazon.com: Net sales (2018)  US$1,476.9m 

¶ walmart.com: Net sales (2018) US$953.3m 

¶ ediblearrangements.com: Net sales (2018) US$456.5m 

¶ costco.co: Net sales (2018) US$398.2m 

¶ target.com: Net sales (2018) US$241.1m 

Non-alcoholic Beverages and Soft Drinks - Statistics & Facts 21 

The non-alcoholic beverages industry encompasses liquid refreshment beverages (LRB) such as bottled 

water, carbonated soft drinks, energy drinks, fruit beverages, ready-to-drink coffee, and tea, sports 

beverages, and value-added water. 

 
20 https://www.statista.com/outlook/253/109/food-beverages/united-states 
21 https://www.statista.com/topics/1662/non-alcoholic-beverages-and-soft-drinks-in-the-us/- Aug 23, 2018 
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Important key figures 

Liquid refreshment beverages (LRB) 

    Sales volume growth of bottled water in the U.S., 7% 

    Sales volume of water in the U.S. (in 192-oz cases), 6,430m 

    Sales volume of juice drinks worldwide, 14bn cases 

    Volume sales share of sports/energy drinks, 3% 

    Market size of soft drinks in the U.S., 98,429m USD 

    Price growth of ready-to-drink tea in the U.S., 1.5%  

Carbonated soft drinks (CSD) 

    Carbonated soft drink volume of North America, 51.16bn   

    Per capita consumption of soft drinks in the U.S., 39.25 gal 

    Per capita consumption of CSD in the U.S. (in 8-ounce servings), 628 

    Per capita consumption growth of CSD in the U.S., -2% 

    Market share of cola-flavored CSD in the U.S., 50.7% 

    Market share of Coca-Cola Co. in the U.S., 42.8%  

Leading CSD brands 

    Leading carbonated Beverage Company worldwide, based on market share, Coca-Cola Co. 

    Brand value of Coca-Cola worldwide, 66,042m USD 

    Global revenue of Red Bull, 6.28bn EUR 

    Net operating revenue of the Coca-Cola Company worldwide, 31.86bn USD 

U.S. Liquid Refreshment Beverage Market Retail Dollars And Volume Growth Rates Accelerated In 

2018, Reports Beverage Marketing Corporation  22 

 
22  https://www.globenewswire.com/news-release/2019/05/15/1825401/0/en/U-S-LIQUID-REFRESHMENT-BEVERAGE-MARKET-RETAIL-

DOLLARS-AND-VOLUME-GROWTH-RATES-ACCELERATED-IN-2018-REPORTS-BEVERAGE-MARKETING-CORPORATION.html 
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 (GLOBE NEWSWIRE):  The U.S. liquid refreshment beverage market grew again in 2018, with retail sales 

increasing by 3.8% and volume by 2.2%, according to newly released preliminary data from Beverage 

Marketing Corporation. By both measures, the market grew faster than it had the year before. Specifically 

beverage-related factors, such as the enduring robustness of the sizeable bottled water segment, as well 

as more general ones, such as continuing economic growth, contributed to the overall increase in liquid 

refreshment beverage volume, which neared 33.9 billion gallons in 2018. In terms of retail sales, the 

market approached $180 billion, propelled both by the fast growth of small, niche segments as well as 

solid growth by bigger, established categories, including carbonated soft drinks. All but one segment of 

the liquid refreshment beverage market enlarged retail sales in 2018, with ready-to-drink coffee and tea, 

bottled water (conventional and value-added), energy drinks, sports drinks and carbonated soft drinks 

showing growth, and only fruit beverages declining. 

Bottled water, which surpassed carbonated soft drinks to become the number-one beverage by volume 

ƛƴ нлмсΣ ƎǊŜǿ ŀƎŀƛƴ ƛƴ нлму ōǳǘ ŀǘ ǎƭƻǿŜǊ ǊŀǘŜǎ ǘƘŀƴ ƛƴ ǇǊƛƻǊ ȅŜŀǊǎΦ ¢ƘŜ ŎŀǘŜƎƻǊȅΩǎ ŜǎǎŜƴǘƛŀƭ ǉǳŀƭƛǘƛŜǎ ς 

healthful, natural, calorie-free, and convenient ς reliably appeal to U.S. consumers. Volume enlarged by 

almost 5% and retail sales advanced by more than 7%. 

While smaller in retail size, niche segments once again outperformed most traditional mass-market ones. 

With regards to both volume and dollars, value-added water, energy drinks, and ready-to-drink (RTD) 

coffee in particular moved forcefully in 2018. Indeed, value-added water outshined all other segments 

with a 15.5% increase in volume and a 16.6% increase in retail dollars. No other segment saw double-digit 

growth rates in either volume or dollars, but energy drinks and RTD coffee moved up with rates in the 

high single digits. Fruit beverages, in contrast, experienced contraction in both volume and dollars. 

/ŀǊōƻƴŀǘŜŘ ǎƻŦǘ ŘǊƛƴƪǎΩ retail dollar sales grew by 2.4% even as volume declined slightly as beverage 

companies continued to downsize packages and introduce more no-sugar offerings in response to 

coƴǎǳƳŜǊǎΩ ŘŜǎƛǊŜ ŦƻǊ ƭŜǎǎ ǎǳƎŀǊΦ 

Despite their growth, no energy drink, RTD coffee or value-added water brand ranked among the leading 

trademarks by volume. (No fruit beverage brand did either.) 

Sports beverages, on the other hand, had Gatorade (including all brand variations) as the fifth largest 

liquid refreshment beverage trademark during the year with volume greater than 1 billion gallons. 

Carbonated soft drinks continued to account for four of the five top beverage brands by volume. The rate 

of retail sales growth for carbonated soft drinks doubled from the prior year (up by 2.4% in 2018 compared 

to 1.2% in 2017) as pricing rose. Carbonated soft drink volume performance was essentially flat at 12.2 

billion gallons ς ǘƘŜ ŎŀǘŜƎƻǊȅΩǎ ōŜǎǘ ǇŜǊŦƻǊƳŀƴŎŜ ǎƛƴŎŜ нллрΦ /ƻŎŀ-Cola and Pepsi Cola retained their usual 

first and second positions among the 10 leading beverage trademarks in 2018, with Mountain Dew and 

Dr Pepper claiming third and fourth place. Coca-Cola and Dr Pepper both recorded modest volume growth 

during the year, while Sprite (ranked seventh) grew relatively quickly. 

Bottled water had four entries among the leading trademarks in 2018, but only two of them grew, and 

they did so at rates slower than the overall liquid refreshment beverage category. 
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Four companies accounted for all of the leading refreshment beverage trademarks. PepsiCo had four 

brands. Coca-Cola had three while Nestlé Waters North America (NWNA) had two and the company that 

became Keurig Dr Pepper during the year had one.  

ά¢ƘŜ ōŜǾŜǊŀƎŜ ƳŀǊƪŜǘΩǎ ŀŎŎŜƭŜǊŀǘƛƴƎ ƎǊƻǿǘƘ ƛƴ ōƻǘƘ ǾƻƭǳƳŜ ŀƴŘ ǊŜǘŀƛƭ ǎŀƭŜǎ ƛǎ ŀ ƴƻǘŜǿƻǊǘƘȅ ŘŜǾŜƭƻǇƳŜƴǘ 

ƛƴ ŀ ǊŀǇƛŘƭȅ ŎƘŀƴƎƛƴƎ ƛƴŘǳǎǘǊȅΣέ ǎŀƛŘ aƛŎƘŀŜƭ /Φ .ŜƭƭŀǎΣ ŎƘŀƛǊƳŀƴ ŀƴŘ /9hΣ Beverage Marketing 

CorporationΦ ά¢ƘŜ ǾŀǊƛŜŘ ǇŜǊŦƻǊƳŀƴŎŜ ƻŦ ǘƘŜ ŘƛǾŜǊǎŜ ǎŜƎƳŜƴǘǎΣ ŀƴŘ ǘƘŜ ǊŀǇƛŘ ƎǊƻǿǘƘ ƻŦ ƴŜǿŜǊ ƻƴŜǎΣ ƛǎ 

ƛƴŘƛŎŀǘƛǾŜ ƻŦ ƻƴƎƻƛƴƎ ŎƘŀƴƎŜǎ ŀƴŘ ōŜǾŜǊŀƎŜ ŎƻƳǇŀƴƛŜǎΩ ŀŘŜǇǘ ǊŜǎǇƻƴǎŜǎ ǘƻ ŎƻƴǎǳƳŜǊ ŘŜƳŀƴŘǎΦέ 

New York City-based Beverage Marketing Corporation is the leading consulting, research and advisory 

services firm dedicated to the global beverage industry. 
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Bottled Water  
Bottled water remained the No. 1 beverage by volume, increasing by 7% to 13.7 billion gallons in 2017. 

Retail sales jumped 11% to $18.5 billion. Annual per capita consumption of bottled water was over 42 

gallons in 2017, which was ahead of 37.5 gallons for carbonated soft drinks. ά!ƳƛŘ ǿƻǊǊƛŜǎ ŀōƻǳǘ ƻōŜǎƛǘȅΣ 

ŘƛŀōŜǘŜǎΣ ƘŜŀǊǘ ŘƛǎŜŀǎŜ ŀƴŘ ƻǘƘŜǊ ƘŜŀƭǘƘ ƳŀǘǘŜǊǎΣ ōƻǘǘƭŜŘ ǿŀǘŜǊΩǎ ƭŀŎƪ ƻŦ ŎŀƭƻǊƛŜǎ ŀƴŘ ŀǊǘƛŦƛŎƛŀƭ ingredients, 

convenience and refreshing taste attracts health-ŎƻƴǎŎƛƻǳǎ ŎƻƴǎǳƳŜǊǎΣέ ǎŀƛŘ WƻŜ 5ƻǎǎΣ ǇǊŜǎƛŘŜƴǘ ŀƴŘ ŎƘƛŜŦ 

executive officer of the International Bottled Water Association, Alexandria, Va.23 

U.S. Bottled Water Market - Statistics & Facts: Published by Jan Conway, Dec 7, 2018 24 

Global bottled water consumption was characterized by a significant growth over the last decade and is 

still on the rise. Bottled water is drinking water packaged into plastic or glass bottles. It can further be 

categorized as sparkling and still water. 

 

  

 
23 https://www.foodbusinessnews.net/articles/12935-state-of-the-industry-beverages 
24 https://www.statista.com/topics/1302/bottled-water-market/ 
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Important key figures 

Brand and retail facts 

    Value of U.S. product shipments of bottled water, 6.88bn USD 

    Sales share of bottled water in U.S. grocery stores, 25.6% 

    Sales volume of bottled water in the U.S., 13.7b gal 

    Sales volume growth of bottled water in the U.S., 7% 

    Sales of Dasani bottled still water in the U.S., 1,088.2m USD 

    Sales of Nestlé Waters North America's bottled water in the U.S., 2379.78m USD 

    Market share of Dasani's bottled still water in the U.S., 9% 

    Sales of Perrier sparkling water in the U.S., 277.93m USD  

Consumption 

    Per capita consumption of bottled water in the U.S., 42.1 gal 

    Share of Americans who buy name-brand bottled water, 26% 

    Share of Americans who drink water every day, 88% 

    Share of Americans who drink mineral water/water while watching the Super Bowl, 30% 

More Statista 
¶ The volume of bottled water in the U.S. amounted to about 13.7 billion gallons in 2017.25 

¶ The per capita consumption of bottled water amounted to 42.1 gallons in 2017. Bottled water is 

drinking water sold in plastic or glass water bottles. It can be carbonated or still. The bottled water 

brand Dasani was ranked among the leading bottled still water brands in the United States that 

year. The United States was also one of the largest consumer markets for bottled water, based on 

per capita consumption.26 

¶ For the 52 weeks ending August 12, 2018, private labels of bottled still water in the United States 

generated about 2.78 billion U.S. dollars in sales. 

¶ 88 percent of the respondents answered that they drink water every day.27 

¶ 24 percent of respondents indicated that their ideal bottled water would be GMO-free.28 

U.S. Bottled Water Market 
The United States has the biggest consumer market for bottled water worldwide. The widely consumed 

beverage is regulated by the U.S. Food and Drug Administration (FDA). According to the FDA, bottled 

water is intended for human consumption and comes sealed in a bottle or similar containers with no 

additional ingredients. Bottled water can be either carbonated or not.29 

Still water has no added carbonation. The non-bubbly beverage is mostly found in larger containers in the 

retail aisles, but smaller bottles or containers are also available. Bottled sparkling water combines 

convenient and healthy characteristics for consumers in the United States. These characteristics were 

 
25 https://www.statista.com/statistics/237832/volume-of-bottled-water-in-the-us/ 
26 https://www.statista.com/statistics/183377/per-capita-consumption-of-bottled-water-in-the-us-since-1999/ 
27 https://www.statista.com/statistics/679800/frequency-of-water-consumption-us-consumers/ 
28 https://www.statista.com/statistics/659199/main-criteria-or-ideal-bottled-water-us-by-type/ 
29 https://www.statista.com/statistics/188312/top-bottled-still-water-brands-in-the-united-states/ 
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supported by marketers and advertisers trying to set up the image that bottled water is safer than its 

counterpart tap water. Mostly unknown to the public is that some bottled waters also come from 

municipal sources. Before it is bottled, it will be treated by distillation, reverse osmosis, filtration, or 

ozonation. 

Top selling still bottled water brands competing in the U.S. market are Dasani, Aquafina, Nestlé Pure Life, 

and Glaceau Smart Water. Those brands can be easily attributed to the biggest bottled water companies 

such as PepsiCo, the Coca-Cola Company, and Nestlé Waters. Apart from private label products, these 

three key players captured all sales in the top five ranking for bottled still water in 2016. The bottled water 

brands Dasani and Glaceau are owned by Atlanta-based Coca-Cola. 

U.S. PACKAGING MARKET 

U.S Flexible Packaging Market worth $29.64 billion by 2021. ¢ƘŜ wŜǇƻǊǘ άU.S Flexible Packaging 

Market by Material (Plastic Film, Aluminium Foil, Paper, Bioplastic), Type (Stand-Up Pouches, Retort 

Pouches, Gusseted Bags, Others), Printing Technology (Flexography, Rotogravure, Digital, Others), 

Application ς Analysis and Forecast to 2021έ is estimated to reach $29.64 billion by 2021, growing at a 

CAGR of 4.56% from 2016 to 2021.30 

The U.S. flexible packaging market is projected to grow from USD 23.72 billion in 2016 to USD 29.64 billion 

by 2021, at an estimated CAGR of 4.56%. This growth is due to the increasing demand from various end-

user industries such as food & beverages, healthcare, cosmetics & toiletries, and others (oil & lubricants, 

household products, agricultural products, and sporting goods). Factors such as growing consumer 

preferences towards convenient packaging, ease of use, and its lightweight characteristic are driving the 

demand for flexible packaging in the U.S. Manufacturers are shifting towards flexible packaging as it 

produces less waste due to lower consumption of raw materials, requires less storage space, is easy to 

transport, and has excellent barrier properties. 

Northeast region to play a key role in the market for U.S. flexible packaging 

On the basis of region, the U.S. flexible packaging market is segmented into Midwest, West, Northeast, 

Southeast, and Southwest. The Northeast region accounted for the largest share among all regions in 

2015. However, Southwest region is projected to grow at the highest rate from 2016 to 2021, owing to 

the increasing demand for flexible packaging in this region, coupled with the growing food & beverage 

and healthcare industry. With increasing disposable incomes, the urbanized population is shifting towards 

packaged foods which are healthy and safe. Therefore, rising income and consumption levels would also 

lead to the growth of flexible packaging market in this region. 

The key players in the U.S. flexible packaging market are Bemis Company, Inc. (U.S.), Sonoco Products 

Company (U.S.), Sealed Air Corporation (U.S.), Berry Plastics Group, Inc. (U.S.), and Coveris Holdings S.A. 

 
30 http://www.micromarketmonitor.com/pressreleases/u-s-flexible-packaging.html 
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(U.S.). Other players include Ampac Holdings, LLC (U.S.), Tredegar Corporation (U.S.), Printpack, Inc. (U.S.), 

American Packaging Corporation (U.S.), and Glenroy, Inc. (U.S.). 

Packaging Industry Trends 31 
On a global scale, the packaging industry is an enormous economic generator. Statistics from the well-

recognized Smithers Pica organization indicate the world ǇŀŎƪŀƎƛƴƎ ƛƴŘǳǎǘǊȅΩǎ ƳŀǊƪŜǘ ǾŀƭǳŜ ǿƛƭƭ ǊŜŀŎƘ Ϸм 

trillion by 2020. ¢ƘŀǘΩǎ ǳǇ ŦǊƻƳ Ϸуоф ōƛƭƭƛƻƴ ƛƴ нлмрΦ Consumer trends and industry trends for packaging 

ŘǊƛǾŜ ǘƘƛǎ ƎƛƎŀƴǘƛŎ ƎǊƻǿǘƘ ǊŀǘŜΦ ¢ƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘƛǎ ǇƘŜƴƻƳŜƴƻƴ ŀƴŘ ŀǇǇǊŜŎƛŀǘŜ ǿƘŜǊŜ ƛǘΩǎ ƘŜŀŘƛƴƎΣ ƛǘΩǎ 

necessary to examine the top packaging industry trends for 2019. 

Packaging is an all-encompassing industry term for the technology and design work going into protecting 

or enclosing every sort of product destined for storage, shipping, and sale. Packaging also takes in the 

ǇǊƻŘǳŎǘ ƳŀƴǳŦŀŎǘǳǊŜǊΩǎ ƳŀǊƪŜǘƛƴƎ ŜŦŦƻǊǘǎΦ CƻǊ ƭŜading manufacturers, the way they package their 

ǇǊƻŘǳŎǘǎ ǎƛƎƴƛŦƛŜǎ ǘƘŜƛǊ ōǊŀƴŘΦ ¢ƘŜȅ ǾƛŜǿ ǇŀŎƪŀƎƛƴƎ ŀǎ ŀƴ ŜǎǎŜƴǘƛŀƭ ǇŀǊǘ ƻŦ ǘƘŜƛǊ ōǳǎƛƴŜǎǎ ƳƻŘŜƭΦ ¢ƘŀǘΩǎ 

next to producing an excellent product, of course. 

Every industry has megatrends. That means overall chŀƴƎŜǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘǇƭŀŎŜ ǘƘŀǘ ŀŦŦŜŎǘ ƳŀƴǳŦŀŎǘǳǊŜǊǎΩ 

ǇǊƻŘǳŎǘ ǇƭŀŎŜƳŜƴǘ ŀƴŘ ǇǊŜǎŜƴǘŀǘƛƻƴΦ !ǘ ǘƘŜ ŦƻǊŜŦǊƻƴǘ ƻŦ ǘƻŘŀȅΩǎ ƳŀǊƪŜǘ ŎƘŀƴƎŜ ŦǊƻƳ ōǊƛŎƪ-and-mortar 

stores to e-commerce is a definite swing in how every type of product is getting packaged, labeled and 

offered for sale. Here are the top packaging trends for 2019. 

Transparency and Clean Labels 

Presenting product information in a clear and transparent way is another strong packaging industry trend 

for 2019. This trend is all about trust and honesty. In todaȅΩǎ ǿƻǊƭŘ ǿƘŜǊŜ ŎƻƴǎǳƳŜǊǎ ƘŀǾŜ ǎƻ ƳǳŎƘ ŀŎŎŜǎǎ 

to information, they can better educate themselves about product choices. At the top of smart 

ŎƻƴǎǳƳŜǊǎΩ ƛƴǘŜǊŜǎǘ ƭƛǎǘ ŀǊŜ ǿƘŀǘ ǘƘŜƛǊ ǇǊƻŘǳŎǘ ŎƘƻƛŎŜǎ Ŏƻƴǘŀƛƴ ŀƴŘ ǘƘŜ ǇŀŎƪŀƎƛƴƎ ƳŜǘƘƻŘǎ ǘƘŜȅ ǳǎŜΦ 

ά¢ǊŀƴǎǇŀǊŜƴŎȅέ Ǌefers to manufacturers being completely open and honest about what the products 

ŎƻƴǘŀƛƴΦ ά/ƭŜŀƴέ ƳŜŀƴǎ ǇǊƻŘǳŎǘǎ ŀǊŜ ǎŀŦŜ ŀƴŘ ŘƻƴΩǘ Ŏƻƴǘŀƛƴ ƘŀǊƳŦǳƭ ƛƴƎǊŜŘƛŜƴǘǎΦ ²ƘŜƴ ŀ ƳŀƴǳŦŀŎǘǳǊŜǊ 

packages their product in a way that makes content information clear, concise, and open, it promotes 

ǘǊǳǎǘ ƛƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ōǊŀƴŘ ƴŀƳŜΦ 

/ƭŜŀƴ ŀƴŘ ǘǊŀƴǎǇŀǊŜƴǘ ƭŀōŜƭƛƴƎ ǎǘǊƻƴƎƭȅ ŀŦŦŜŎǘǎ ǘƘŜ ǇŀŎƪŀƎƛƴƎ ƛƴŘǳǎǘǊȅΩǎ ŦƻƻŘ ǎŜŎǘƻǊΦ wŜǇƻǊǘǎ ŦǊƻƳ ŀ new 

Mintel study into packaging transparency and clean foods found more than 50 percent of U.S. consumers 

have an interest in scanning food packages with their smartphones to find out exactly what they contain. 

tŀǊǘ ƻŦ ǘƘŜ ŎƭŜŀƴ ŀƴŘ ǘǊŀƴǎǇŀǊŜƴǘ ǘǊŜƴŘ ƛƴ нлмф ƛǎ ǘƘŜ ǊƛǎŜ ƻŦ ǘƘŜ {ƳŀǊǘ [ŀōŜƭϰΦ ¢ƘŜ ƭŀōŜƭ ŎƻŘŜ ƛƳƳŜŘƛŀǘŜƭȅ 

connects consumers to a landing page with transparent information about how clean this choice may be. 

  

 
31 https://www.yorksaw.com/packaging-industry-trends/ 
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Private Labels and Store Brands Dominating 

Bold Colors and Effects 

Growth in Flexible Packaging 

CƭŜȄƛōƭŜ ǇŀŎƪŀƎƛƴƎ ƛǎ ŀ ǘǊŜƴŘ ǘƘŀǘΩǎ ƎŀƛƴƛƴƎ ƎǊŜŀǘ ǇƻǇǳƭŀǊƛǘȅΣ ŀƴŘ ǘƘŜǊŜΩǎ ŀ ƎƻƻŘ ǊŜŀǎƻƴ for it. Technological 

advancement in flexible packaging materials makes them suitable to far more consumer products today 

that were once restricted to rigid and hard materials. 

According to the Flexible Packaging Association, the United States accounts for Ϸмор ōƛƭƭƛƻƴ ƛƴ ǘƘŜ ǿƻǊƭŘΩǎ 

entire packaging industry. Out of all the packaging material options, flexible packaging materials are the 

second-largest form in existence. Flexible packaging takes in all non-rigid materials. The most popular 

flexible packages are wraps, bags, pouches, and envelopes. 

CƭŜȄƛōƭŜ ǇŀŎƪŀƎƛƴƎ Ƙŀǎ Ƴŀƴȅ ŀŘǾŀƴǘŀƎŜǎ ƻǾŜǊ ǊƛƎƛŘ ǇŀŎƪŀƎŜǎΦ ¢ƘŜȅΩǊŜ ŜŀǎƛŜǊ ǘƻ ǎǘƻǊŜΣ ƳƻǊŜ ŎƻƴǾŜƴƛŜƴǘ ǘƻ 

open and highly practical to close or reseal. Products in flexible packaging have attractive shelf appeal, 

use less material, and have better shipping characteristics, which is an essential point in e-commerce. 

Part of the reason flexible packaging is such a prominent 2019 trend is material advancement. For years, 

most flexible packaging materials were polyvinyl ŎƘƭƻǊƛŘŜΦ ¢Ƙƛǎ ǇƭŀǎǘƛŎ ǿƻǳƭŘƴΩǘ ōǊŜŀƪ Řƻǿƴ ƻǊ 

decompose, which made it environmentally hostile. Today, most flexible packaging uses materials made 

of polyethylene, polyethylene terephthalate, or polypropylene. These high-tech plastics are durable when 

in use but deteriorate when discarded. 

Recycled Packaging Products in Use 

The recycled packaging trend has never been so popular. The movement started a generation ago with 

the 3-R principle: reduce, reuse, and recycle. Today, the 3-R model creates a circular ŜŎƻƴƻƳȅ ǿƘŜǊŜ ƛǘΩǎ 

a mainstay for how proper product packaging performs. Recycling has now become firmly embedded in 

the American psyche. 

Recycled packaging is part of the worldwide sustainability movement. For years, the vast majority of 

packaging waste found its way to landfills. Worse yet is the mass of non-perishable plastics currently 

floating in the oceans. That mess is no longer acceptable, and most consumers now do their part to 

ǇǊŜǾŜƴǘ ƛǘΦ ¢ƘŜȅΩǊŜ ŎƘƻƻǎƛƴƎ ǊŜŎȅŎƭŀōƭŜ ǇǊƻŘǳŎǘ ǇŀŎƪŀƎƛƴƎ ƛƴǎǘŜŀŘΦ 

Technology is also improving the packaging material industry. Advancements in plastic and paper 

chemistry now allow recycling to be easier and more convenient than ever. Federal, state, and local 

authorities also promote and encourage packaging recycle programs. But the main thing driving the 2019 

trend toward recycled packaging products is consumer choice. People avoid purchasing anything 

packaged in non-recyclable materials. 

Minimalist Packaging of Products 
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ά[Ŝǎǎ ƛǎ ƳƻǊŜέ ƛǎ ŀƴ ŀŘŀƎŜ ǘƘŀǘΩǎ ǘǊǳŜ ƛƴ Ƴŀƴȅ ŎŀǎŜǎΦ LǘΩǎ ŎŜǊǘŀƛƴƭȅ ǘǊǳŜ ƛƴ нлмф ǇŀŎƪŀƎƛƴƎ ƛƴŘǳǎǘǊȅ ǘǊŜƴŘǎΦ 

Minimalist packaging around products is popular for trendy consumers who reject the idea that products 

must have excessive wrapping and protection around them. 

Minimalist packaging works well becausŜ ƛǘΩǎ ǎƛƳǇƭŜΦ /ƻƴǎǳƳŜǊǎ ŀǇǇǊŜŎƛŀǘŜ ǎƛƳǇƭƛŎƛǘȅ ŀƴŘ ŜŎƻƴƻƳȅΣ 

ǿƘƛŎƘ ƛǎ ƻƴŜ ǊŜŀǎƻƴ ōǊƻǿƴ ǇŀǇŜǊ ǿǊŀǇǇƛƴƎǎ ŀǊŜ ǎƻ ǇƻǇǳƭŀǊΦ LǘΩǎ ŀ ǇǳǎƘōŀŎƪ ǘƻ ǳƴƴŜŎŜǎǎŀǊȅ ŜȄŎŜǎǎƛǾŜƴŜǎǎΦ 

The minimalist trend also affects product labels. People resist information overload. Labels with fine print 

and too much detail are a turnoff. Packages with simple labels that tell consumers what the product is 

ŀƴŘ ǿƘŀǘΩǎ ƛƴ ƛǘ ŦƻǊ ǘƘŜƳ ŀǊŜ ǘƻŘŀȅΩǎ ǘǊŜƴŘȅ ƳƻǾŜΦ /ƻƳǇŀƴƛŜǎ ǘƘŀǘ ƛƎƴƻǊŜ ǘƘŜ ƳƛƴƛƳŀƭƛǎǘ ƳŜǎǎŀƎŜ Řƻ ǎƻ 

at their marketing peril. 

Label Printing Over Stick-On Shipping Labels 

Packaging for E-Commerce Purchases 

E-ŎƻƳƳŜǊŎŜ ƛǎƴΩǘ ŀ нлмф ǘǊŜƴŘΦ Its here to stay, and will only grow as consumers get comfortable with 

online buying. But specialized packaging specifically for e-commerce is trending in 2019. Amazon is the 

giant of e-ŎƻƳƳŜǊŎŜΣ ŀƴŘ ǘƘŜǊŜ ŀǊŜ ǎƻƳŜ ǾŀƭƛŘ ƭŜǎǎƻƴǎ ǘƻ ƭŜŀǊƴ ŦǊƻƳ !ƳŀȊƻƴΩǎ Ŝ-commerce packaging. 

Amazon is a pack-to-order company. Once they receive an order, workers pick and process the items. 

Amazon has automated every step of their process, including the physical packaging and digital printing. 

That includes some individual items and a multiple order in one shipping box. 

!ƳŀȊƻƴ ƳƛƎƘǘ ōŜ ōƛƎΣ ōǳǘ ƛǘΩǎ ƴƻǘ ǘƘŜ ƻƴƭȅ Ŝ-commerce player. Many companies find the trend to e-

commerce purchasing effective and profitable. E-commerce packaging still reflects the same basic 

principles as real-time shopping. Products have to be professionally presented, protected and please 

consumer expectations. 

Smaller and Greener Packaging 

The green movement has only gained momentum in 2019. Every company that deals with packaged goods 

ŎŀƴΩǘ ƛƎƴƻǊŜ ǘƘŜ ƎǊŜŜƴ ǿŀǾŜΦ LǘΩǎ ŀƭƭ ŀōƻǳǘ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ǘƘǊƻǳƎƘ ǎǳǎǘŀƛƴŀōƭŜ ƎƻƻŘǎ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭƭȅ 

friendly products. The green scene also involves smaller packaging. 

wŜŘǳŎŜΣ ǊŜǳǎŜ ŀƴŘ ǊŜŎȅŎƭŜ ƛǎ ǇŀǊǘ ƻŦ ǘƘŜ ƎǊŜŜƴ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ōŜƛƴƎ ǊŜǎǇƻƴǎƛōƭŜ ƛƴ ǘƘŜ ǿƻǊƭŘΦ ¢ƻŘŀȅΩǎ 

consumers are far too aware of their environmental footprint. More people than ever are joining the 

ecological fight and doing their part to protect their share of the world. The packaging industry must 

ǊŜŎƻƎƴƛȊŜ ŀƴŘ ǊŜǎǇŜŎǘ ŎƻƴǎǳƳŜǊǎΩ ŘŜǎƛǊŜ ǘƻ Ƴŀƛƴǘŀƛƴ ŀ ǎƳŀƭƭŜǊ ŎŀǊōƻƴ ŦƻƻǘǇǊƛƴǘΦ ¢ƘŜȅ Ŏŀƴ Řƻ ǘƘŀǘ ōȅ 

making smaller and greener packages. 
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Insight: Five Consumer Packaging Trends Shaking up the Industry 32 
Smithers Pira provides 5 of the most important consumer packaging market trends in this insight feature. 

Make sure you are aware of these packaging industry trends. 

Consumers are continually changing the way they view, interact with, and discard packaging. Whether 

you're a manufacturer or a product marketer, you know how important it is to keep up with packaging 

market trends and reflect the changing needs of the consumer in your products. 

From convenience to traceability, here are five of the most important consumer packaging market trends 

you need to know about to maximize the potential of packaging your products in today's market. 

1. Sustainability 

Consumers are becoming increasingly more aware of global environmental issues and are changing their 

buying habits accordingly. These days, its 'cool to care', and consumers are actively seeking out semiotic 

signs on packaging that manufacturers have a green conscience (but are wary of green washing). 

Understanding how commitment to sustainability can be communicated in an engaging way on the 

packaging is key to attracting, relating to, and keeping consumers. 

Sustainable Packaging: Myth or Reality, an expert white paper by PWC, explains how sustainable practice 

has become essential to the perception and identity of a brand. In line with their ambition to be the 'most 

sustainable and desirable sportswear brand', Puma worked with PWC to produce an environmental profit 

ŀƴŘ ƭƻǎǎ ŀŎŎƻǳƴǘΣ ƘƛƎƘƭƛƎƘǘƛƴƎ ŀ ϵмпр Ƴƛƭƭƛƻƴ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ƛƳǇŀŎǘ ŀŎǊƻǎǎ ǘƘŜƛǊ ǎǳǇǇƭȅ ŎƘŀƛƴΦ wŜŎognition 

of this allows them to build a more sustainable and resilient model for the future, and to communicate 

their green achievements to consumers. 

It seems that sustainability is no longer an optional add-on - it's an essential part of future business 

planning for those in the packaging industry. The complete story of a product is becoming a key factor in 

purchasing decisions - where does it come from, how was it made, what are its recycling credentials? 

2. Healthy Living 

3. Convenience 

4. Authenticity and Trust 

5. Cost-effective Shopping 

  

 
32 https://www.smitherspira.com/resources/2013/september/five-consumer-packaging-industry-trends 
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Water  

Bottled Water Market - Global Trends, Competitive Scenario, and Forecast to 2023 33 

Bottled Water Market  

The demand for bottled water has been growing during the last decade, owing to health and wellness 

concerns. Beverage companies are improving their packaging due to environmental concerns. Coca-Cola 

has reduced its cap size in bottles that are 24 ounces or smaller in order to reduce the plastic intake by 

the company. The bottled water industry was valued at USD 185 billion in 2015 and is expected to reach 

USD 334 billion by 2023, growing at an 8.5% CAGR during the forecast period 2018-2023. 

Market Dynamics 

The bottled water industry is driven by the health concerns regarding drinking water. Changing lifestyles, 

preference for vitamin and minerals rich drinking water, and ease of handling and portability of bottled 

water are some of the factors driving the market. Bottled water manufacturers are introducing new 

products with health benefits and new flavors. It is resulting in several product launches in the bottled 

water market. The new products are offering functional benefits, convenience, and better taste which are 

preferred by consumers. The growth of PET bottles sector globally has also helped in the widespread 

supply of bottled water, through wide network organized markets as well as several grocery and club 

stores. These factors are expected to boost the growth of the bottled water market in the near future. 

However, there are a few restraints slowing down the pace of the industry, such as the environmental 

pollution through plastic bottles. This issue has encouraged the initiation of several stringent government 

regulations regarding the use of recyclable packaging solutions and adopting ways to help reduce carbon 

footprint of the industry. An instance is the European Parliament and Council Directive 94/62/EC. It 

requires the member states to enforce regulations regarding increased use of reusable or recoverable 

packaging, volume to reduce hazardous substances and materials and reduction of packaging weight in 

the packaging, and meet packaging material recovery and recycling targets. Such regulations will hamper 

the overall development of the global bottled water market. Lack of awareness regarding the health issues 

associated with low-cost tap water is also a restraining factor.  

The major opportunities identified for the bottled water industry are innovative products with minimum 

environmental and health hazards and penetration in developing markets. 

Market Segmentation 

The bottled water market can be segmented by product types, distribution channel, and geography. By 

product type, the bottled water market is sub-segmented into still water, carbonated water, flavored 

water, and functional water. Still water is the largest sub-segment of bottled water, accounting for more 

than 65% of the demand, followed by carbonated water. Product innovation in terms of flavor and 

 
33 https://www.mordorintelligence.com/industry-reports/bottled-water-market 
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packaging has triggered the flavored water demand. According to distribution channel types, this market 

can be segmented into hypermarkets, supermarkets, convenience stores, departmental stores, specialty 

stores, and online purchases. The segment of still bottled water has dominance in terms of both revenue 

and volume iƴ ǘƘŜ Ǝƭƻōŀƭ ƳŀǊƪŜǘΦ ¢ƘŜ ǎŜƎƳŜƴǘ ƛǎ ŜȄǇŜŎǘŜŘ ǘƻ ŀŎŎƻǳƴǘ ŦƻǊ ŀ ǎƘŀǊŜ ƻŦ ту҈ ƻŦ ƳŀǊƪŜǘΩǎ 

overall revenue by 2022. Carbonated is the second largest segment of the bottled water market. 

Carbonated bottled water is expected to witness a slight decline in its market share in the years to come. 

The flavored and functional water segment is expected to witness rapid growth during the forecast period. 

Regional Analysis 

Asia-Pacific is the largest market in terms of revenue and total consumption, accounting for 33% market 

share. It is also the fastest growing market for bottled water, covering more than one-thirds of the market 

demand, supported by the large population, high demand, untapped market and demography, and rapid 

urbanization. As a result, there is business expansion by almost all the big players in the market. Led by 

China and India, Asia-Pacific is expected to register the highest CAGR during the forecast period. Europe 

is the second largest market, with 28% market share. Other regions like North America, South America, 

and Africa have a significant share of the bottled water market. North America is a saturated market with 

steady demand and the highest per capita bottled water consumption currently. U.S. bottled water 

market has hit an historic high point in 2015, when volume exceeded 11.7 billion gallons. 

Competitive Environment 

The bottled water market is fragmented due to the presence of a large number of private label brands 

and local bottlers. More than 60% of the global market is covered by regional and national level players. 

The competition is reported to be huge mostly in North America and Europe, where the markets are 

saturated with slow growth and steady demand. The growing demand for thirst crunching products, 

health and hygienic concerns, multiple market distribution channels, and social acceptance of bottled 

water are expected to help the market grow at a good pace. The competition is steadily increasing. The 

internal competition in the bottled water market is comparatively high owing to a large number of major 

providers of bottled water products and increase in the number of small domestic players in the market. 

The global bottled water industry is facing external competition from producers & distributors, which are 

adopting forward and backward integration strategies to develop their own facilities to produce bottled 

water. 

The top players in the bottled water market are: 

¶ Ajegroup SA 

¶ CG Roxane, LLC 

¶ Coca-Cola Company 

¶ Fonti Di Vinadio S.P.A. 

¶ Groupe Danone 

¶ HassiaWaters International GmbH & Co. KG 

¶ Nestle Waters 
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¶ PepsiCo, Inc. 

Water Bottle Industry Statistics, Trends & Analysis 34 
When you take a look at the water bottle industry in the United States, the contrast this product has when 

compared to the trends governing soft drinks is quite striking. Water products are rising rapidly while its 

primary competition continues to lose its market share. According to data offered by the Beverage 

Marketing Corporation, the 42.1 gallons that consumers drink of water almost matches the 2012 levels of 

carbonated soft drink consumption. 

People are changing their attitudes about water bottles today. Although there are still concerns about 

plastics in the bottles being recycled, the growing trend of purchasing reusable containers is helping the 

market continue to grow. With an increase in home and office deliveries to consider as well, consumers 

are finding more ways to make water portable, which may lead to societal health benefits in the coming 

years. 

The sparkling bottled water segment grew by double-digit percentages for the fourth consecutive year in 

2017, with over 5 billion gallons of new product consumed. With revenues soon topping $20 billion, the 

water bottle industry is poised to reach new records in the coming years.  

Important Water Bottle Industry Statistics 

#1. Bottled water is the top beverage product in the United States by volume. Over 13.7 billion gallons 

were sold in 2017, which represents a 7% increase from the year before. (Beverage Daily) 

#2. The total revenues generated by the water bottle industry were $18.5 billion, representing an increase 

of 8.8%. This occurs at the same time that carbonated soft drinks saw their 13th-consecutive decline in 

sales. (Beverage Daily) 

#3. The average person in the United States consumes 42 gallons of bottled water each year, compared 

to the 37.5 gallons of carbonated soft drinks that are also consumed. (Beverage Daily) 

#4. All segments of bottled water grew in 2017. Non-sparkling water saw an increase of 5.5%, while 

domestic sparkling water grew by 27.5%. Even imported water sales grew by 9.2%. (Beverage Daily) 

#5. Office and home delivery of bottled water in 3-gallon and 5-gallon sizes saw an increase of 1.3% for 

2017 from the year before. (Beverage Daily) 

#6. 63% of consumers say that bottled water, either sparkling or still, is one of their preferred beverages 

when they are thirsty. That ranks higher than coffee at 62% or a carbonated soft drink, diet or regular, at 

58%. (Harris Poll) 

#7. Several companies which are produced bottled water for sale are using up to 100% rPET for their 

containers, while curbside recycling rates in the United States for the product reached 53.9% in 2017. 

Even plastic bottles and caps are 100% recyclable today. (Beverage Daily) 

#8. Bottled water uses only .011% of all water that is used in the United States each year. (IBWA) 

#9. It only takes 0.24 megajoules of energy to produce 1 liter of bottled water for consumers in the United 

States. (IBWA) 

 
34 https://brandongaille.com/30-water-bottle-industry-statistics-trends-analysis/ 
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#10. Bottled water takes a 23.9% volume share of the beverage segment in the United States, which makes 

it the top product purchased by consumers. Carbonated soft drinks have a 22.3% share of the market. 

Then it is coffee (12.5%), beer, and cider (11.5%0, and milk (10%). (Beverage Marketing Corporation) 

#11. 69.5% of the bottled water that Americans consume each year comes in a PET single-serve bottle. 

Only 10.6% of the volume share comes from HOD, while 8.7% comes through retail bulk sales. Vending 

machines contribute 7.3% of the bottled water sales achieved by the industry each year. (Beverage 

Marketing Corporation) 

#12. China is the global leader for the consumption of bottled water, with over 25.4 billion gallons 

consumed in 2017. The growth of their market from figures in 2012 was 11.8%. The United States is the 

only other market to exceed 10 billion gallons of water consumed, and its CAGR during that time was 

7.1%. (Beverage Marketing Corporation) 

#13. India achieved 10.4% market growth for bottled water consumption between 2012-2017, reaching 

5.75 billion gallons of water consumed for the year. (Beverage Marketing Corporation) 

#14. The Top 10 consumers for the water bottle industry used a total of 80 billion gallons of water, while 

the world total came just under 100 billion gallons for the first time. Total water consumption globally has 

increased by 6.4% since 2012. (Beverage Marketing Corporation) 

#15. Mexico is the largest per capita consumer of bottled water in the world today, with the average 

person drinking 67.2 gallons. Thailand comes in second, with 57.5 per capital. These two leaders are 

followed by Italy (48.2), the United States (42.1), Germany (37.9), and France (36.4). (Beverage Marketing 

Corporation) 

#16. The global average for bottled water consumption per capita is just 13.2, although that rate is about 

3 gallons higher than it was in 2012. (Beverage Marketing Corporation) 

#17. Only three countries in the Top 20 of bottled water consumption saw a per capita decrease in their 

consumption levels: Switzerland, Argentina, and Austria. (Beverage Marketing Corporation) 

#18. It requires three times the amount of water to produce a plastic bottle than it does to fill it, 

contributing to a cost factor that is 1,000 times higher when compared to tap water. (Ban the Bottle) 

#19. Although the average American uses 167 water bottles over the course of a year, they will only 

recycle 38 of them. (Ban the Bottle) 

#20. It requires 17 million barrels of oil to produce the number of plastic bottles which are used each year, 

which could create enough fuel to operate 1 million vehicles for an entire year. (Ban the Bottle) 

#21. Bottled water at the average rates that Americans consume it can cost about $350 per year, but if 

you drank the same amount in tap water, the total cost would only be $0.48. That means the average 

household could save $3,400 per person by switching from bottled to tap water. (Consumer Reports) 

#22. The bottled water industry generates over $100 billion in revenues each year in the United States 

alone. (National Geographic)  

#23. Up to 80% of the plastic bottles which do not make it into a recycling program in the United States 

will end up in a landfill. They do not break down naturally, which runs the risk of releasing toxic chemicals 

when they do start decomposing. (National Geographic) 

#24. Brazil leads the world in total annual renewable water resources, with over 1,975 cubic miles of 

product access. Russia comes in second with 1,079 cubic miles, followed by Canada (792), the United 

States (736), and Indonesia (681).  
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#25. Kuwait has the fewest annual renewable water resources in the world, with access to just 0.005 cubic 

miles of this resource. They are followed by Barbados (0.02), Antigua and Barbuda (0.02), Bahrain (0.02), 

and the Central African Republic (0.07). (Seametrics) 

#26. 88% of the fatal cases of malaria, cholera, typhoid, and diarrhea are due to limited water access that 

could be solved by stronger distribution networks of bottled water. (Seametrics) 

#27. For every $1 that is spent by the water bottle industry on sanitation projects and water access, there 

is a $9 return produced. (Seametrics) 

#28. Although tap water is cheaper than bottled water, 95% of the water that enters the average home 

in the United States will go down the drain. Showers account for 27% of the total water use in the United 

States each year. (Seametrics) 

#29. The United Nations estimates that the cost of providing global access to safe water is just $30 billion. 

If the United States took that money out of their defense budget, there would still be $580 billion to 

spend, which would still be higher than the next 9 countries expenses combined for the same resource. 

(Seametrics) 

#30. Over 443 million school days are lost each year because of water-related disease issues that the 

water bottle industry could help to solve. (Seametrics) 

Water Bottle Industry Trends and Analysis 
Water consumption is expected to continue increasing in the United States over the next 10-year period, 

with the average per capita rate topping 50 gallons by 2028 ς if not before. 94% of Americans say that 

drinking bottled water is a healthier choice when compared to a soft drink. 93% say that they would like 

to see this product become available in all retail situations. There are multiple qualities which contribute 

ǘƻ ǘƘŜ ǿŀǘŜǊ ōƻǘǘƭŜ ƛƴŘǳǎǘǊȅΩǎ ŎƻƴǘƛƴǳŜŘ ŀǘǘǊŀŎǘƛƻƴ ǘƻ !ƳŜǊƛŎŀƴ ŎƻƴǎǳƳŜǊǎΣ ǿƛǘƘ ōŜƴŜŦƛǘǎ ǎŜŜƴ ƛƴ ǎŀŦŜǘȅΣ 

convenience, value, and health. This trend will only continue to grow as customers step away from the 

idea that buying water that they could get from a tap is a waste of funds. Addressing this issue through 

filters and reusable bottles has helped to secure strong growth for the industry. With consumption levels 

expected to continue increasing in the U.S. and around the world, the only issue to consider in this forecast 

for the industry is how much growth it will achieve. Although the double-digit percentages for some 

segments will wind down, we expect to see a CAGR of 4% at minimum for the industry as a whole, with 

the sparkling segment averaging 7% through 2029.  

Cannabis-Infusions Open New Opportunities for Beverage-Makers 

In terms of modern society, historians commonly will point to three industrial revolutions that have 

greatly advanced society: the steam engine, the age of science and mass production, and the integration 

of digital technology. Each was revolutionary for the time periods in which they emerged and continue to 

impact many aspects of current society. For the consumer packaged goods (CPG) market, the emergence 

of a certain category also might cause a revolution in terms of CPG development τ cannabis. 

Whether it is tobacco, packaged foods, consumer health, beverages, or beauty and personal care, many 

market analysts recognize that cannabis is poised to disrupt these consumer markets as the flowering 

plant makes inroads in legalization and mainstream acceptance. 
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Lƴ ƛǘǎ нлму ǊŜǇƻǊǘ ǘƛǘƭŜŘ άIŜǊŜ /ƻƳŜǎ /ŀƴƴŀōƛǎΥ Iƻǿ [ŜƎŀƭƛȊŀǘƛƻƴ ²ƛƭƭ 5ƛǎǊǳǇǘ Dƭƻōŀƭ LƴŘǳǎǘǊƛŜǎΣέ /ƘƛŎŀƎƻ-

based Euromonitor International estimates that the legal and illegal global market for cannabis equates 

to $150 billion, with the legal market expected to grow 77 percent of total sales at $166 billion by 2025. 

ά²ƛǘƘƛƴ ǘƘŜ ƴŜȄǘ ŘŜŎŀŘŜΣ ǎƻƳŜ ŦƻǊƳ ƻŦ Ŏŀƴƴŀōƛǎ ǿƛƭƭ ōŜ ŀ ǇŀǊǘ ƻŦ ŎƻƴǎǳƳŜǊǎΩ Řŀƛƭȅ ǊƻǳǘƛƴŜǎΣ ŜƛǘƘŜǊ ŀǎ ŀ 

functional ingredient in foods, beverages and beauty or as a wellness moƻŘ ŜƴƘŀƴŎŜǊ ƛƴ ƘŜŀƭǘƘΣέ ǘƘŜ 

report states. 

Cannabis 101 

Although cannabis continues to grab headlines across consumer and business trade media outlets, the 

scientific components and definitions go deeper than what is able to fit in a two-minute story package. 

²ƘŜƴ ŀǎƪŜŘ ǿƘƛŎƘ ŜŘƛōƭŜ ƳŀǊƛƧǳŀƴŀκŎŀƴƴŀōƛǎ ŦƻǊƳŀǘǎ ǘƘŜȅΩŘ ōŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ŎƻƴǎǳƳƛƴƎΣ оп ǇŜǊŎŜƴǘ ƻŦ 

ŎƻƴǎǳƳŜǊǎ ƛƴ ƭŜƎŀƭ ǎǘŀǘŜǎ ǎŀƛŘ ǘŜŀΣ aƛƴǘŜƭΩǎ .ŜǘƘ .ƭƻƻƳ ǎŀȅǎΦ όLƳŀƎŜ ŎƻǳǊǘŜǎȅ ƻŦ .ǳŘŘƘŀ ¢Ŝŀǎύ 

ά¢ƘŜ Ŏŀƴƴŀōƛǎ Ǉƭŀƴǘ Ƙŀǎ ǘƘǊŜŜ Ƴŀƛƴ ǎǇŜŎƛŜǎΥ ǎŀǘƛǾŀ όƘŜƳǇ ŀnd marijuana), indica (marijuana) and 

ǊǳŘŜǊŀƭƛǎΣέ 9ǳǊƻƳƻƴƛǘƻǊΩǎ ǊŜǇƻǊǘ ǎǘŀǘŜǎΦ άwǳŘŜǊŀƭƛǎ ƛǎ ǊŀǊŜƭȅ ǳǎŜŘ ŦƻǊ ŎƻƴǎǳƳǇǘƛƻƴΦ !ƭƭ Ŏŀƴƴŀōƛǎ Ǉƭŀƴǘǎ 

Ŏƻƴǘŀƛƴ ŎŀƴƴŀōƛƴƻƛŘǎΣ ǿƘƛŎƘ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ǘƘŜ ƘǳƳŀƴ ōƻŘȅΩǎ ŜƴŘƻŎŀƴƴŀōƛƴƻƛŘ ǎȅǎǘŜƳΦ 

άhǾŜǊ млл ŘƛŦŦŜǊŜƴǘ ŎŀƴƴŀōƛƴƻƛŘs exist, of which cannabidiol (CBD) and tetrahydrocannabinol (THC), a 

psychoactive substance, is the most well-ƪƴƻǿƴΣέ ƛǘ ŎƻƴǘƛƴǳŜǎΦ 

Danny Brager, senior vice president at Nielsen for U.S. Beverage Alcohol Practice, further elaborates on 

the cannabis compounds and its various effects. 

ά/.5 ƛǎ ŦƻǳƴŘ ƛƴ ōƻǘƘ ǘƘŜ ŀŜǊƛŀƭ ǇŀǊǘǎ όǘƘƻǎŜ ŀōƻǾŜ ǘƘŜ ƎǊƻǳƴŘύ ƻŦ ōƻǘƘ ƳŀǊƛƧǳŀƴŀ ŀƴŘ ƘŜƳǇΣέ ƘŜ ǎŀȅǎΦ άLǘ 

is a compound called a cannabinoid that is associated with easing pain and providing relaxation. THC is 

also a cannabinoid, but unlike CBD, it is only found at levels greater than 0.3 percent in marijuana. 

ά¢I/ ƛǎ ǘƘŜ ŎŀƴƴŀōƛƴƻƛŘ ǇǊƛƳŀǊƛƭȅ ǊŜǎǇƻƴǎƛōƭŜ ŦƻǊ ǘƘŜ ǇǎȅŎƘƻŀŎǘƛǾŜ ŜŦŦŜŎǘǎ ƻŦ ƳŀǊƛƧǳŀƴŀ ƻŦǘŜƴ ǊŜŦŜǊǊŜŘ ǘƻ 

ŀǎ ŀ ΨƘƛƎƘΩ ƻǊ ŀ ΨōǳȊȊΣΩέ .ǊŀƎŜǊ ŎƻƴǘƛƴǳŜǎΦ ά¢I/ ŀƴŘ ƛǘǎ ŀǎǎƻŎƛŀted intoxicating effect is the main reason the 

federal government still considers any product derived from marijuana as a controlled substance and it 

ǊŜƳŀƛƴǎ ŦŜŘŜǊŀƭƭȅ ƛƭƭŜƎŀƭΦέ 

The legal status of cannabis in the United States remains complicated as a number of states have legalized 

the drug for medical use while a choice number has done so for recreational use, despite its illegal 

designation at the federal level. 

ά/ŀƴƴŀōƛǎ ǊŜƎǳƭŀǘƛƻƴ ƛǎ ŎǳǊǊŜƴǘƭȅ ŘƛǾƛŘŜŘ ƛƴǘƻ ƳŜŘƛŎŀƭ ŀƴŘ ǊŜŎǊŜŀǘƛƻƴŀƭ ƻǊ ΨŀŘǳƭǘΩ ǳǎŜέΣ EurƻƳƻƴƛǘƻǊΩǎ 

ǊŜǇƻǊǘ ǎǘŀǘŜǎΦ άaŜŘƛŎŀƭ ǳǎŜ ƛǎ ƻƴƭȅ ƭŜƎŀƭ ǿƛǘƘ ŀ ǇǊŜǎŎǊƛǇǘƛƻƴ ƻǊ ōȅ ǊŜƎƛǎǘŜǊƛƴƎ ŀǎ ŀ ƳŜŘƛŎŀƭ ǇŀǘƛŜƴǘΦ 

Recreational use allows cannabis products containing THC to be sold freely through licensed outlets at a 

taxable price. The government either controls the production and sale of the product, or it delegates this 

ǘƻ ǘƘŜ ƛƴŘǳǎǘǊȅ ǳƴŘŜǊ ǎǘǊƛŎǘ ƭŜƎŀƭ ƎǳƛŘŜƭƛƴŜǎΦέ 
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For recreational marijuana sales, Euromonitor details that 10 U.S. states have authorized it while 33 states 

allow for medical marijuana usŀƎŜΦ ά9ǳǊƻƳƻƴƛǘƻǊ LƴǘŜǊƴŀǘƛƻƴŀƭ ŜȄǇŜŎǘǎ ŦŜŘŜǊŀƭ ƭŜƎŀƭƛȊŀǘƛƻƴ ƻŦ ǊŜŎǊŜŀǘƛƻƴŀƭ 

cannabis in the U.S. within the next 10 yearsέΣ ǘƘŜ ǊŜǇƻǊǘ ǎǘŀǘŜǎΦ άLƴ ǘƘŜ ǊŜǎǘ ƻŦ ǘƘŜ ǿƻǊƭŘΣ ƳŜŘƛŎƛƴŀƭ 

marijuana is a stronger prospect with some large markets, such as Germany, Czech Republic, and 

!ǳǎǘǊŀƭƛŀΣ ƳƻǾƛƴƎ ŦƻǊǿŀǊŘ ǿƛǘƘ ƭƛōŜǊŀƭƛȊŜŘ ǎǘǊǳŎǘǳǊŜǎΦέ 

One of the most significant legal impacts for the cannabis market was the de-scheduling of hemp-derived 

CBD as part of the 2018 Farm Bill. 

ά¢ƘǊƻǳƎƘ ǘƘŜ ŘŜ-scheduling of hemp-derived CBD, it is no longer federally illegal for manufacturers and 

retailers to sell non-ingestible forms of hemp-ŘŜǊƛǾŜŘ /.5Σέ ǎŀȅǎ wƛŎƪ aŀǘǳǊƻΣ ŀǎǎƻŎƛŀǘŜ ŎƭƛŜƴǘ ŘƛǊŜŎǘƻǊ ŦƻǊ 

bƛŜƭǎŜƴ .ŜǾŜǊŀƎŜ !ƭŎƻƘƻƭ ŀƴŘ /ŀƴƴŀōƛǎ tǊŀŎǘƛŎŜΦ ά¢ƘŜǎŜ ŦƻǊƳŀǘǎ ƛƴŎƭǳŘŜ ǘƻǇƛŎŀƭǎΣ ǎǇǊays, rubs, and hand 

and body care products. Because the FDA has not approved hemp-derived CBD as an ingredient in 

ingestibles (capsules, drops, edibles, drinks, etc.) these formats are not on the shelves of major chain CPG 

retailers, nor are they included in the product portfolio of larger manufacturers. That said, although 

ingestible hemp-derived CBD products are not approved, there are cases today where some of these 

products may be found in smaller niche retailers (e.g., health food stores, vape shops) and eCommerce 

channels, including some that are direct-to-ŎƻƴǎǳƳŜǊΦέ 

What the 2018 Farm Bill ultimately did was escalate the battle that existed with CPGs, the pharmaceutical 

ƛƴŘǳǎǘǊȅ ŀƴŘ ƳŀǊƛƧǳŀƴŀ ōǳǎƛƴŜǎǎŜǎ ƛƴ ǎŜǊǾƛƴƎ ǘƘŜ ƴŜŜŘǎ ƻŦ !ƳŜǊƛŎŀƴΩǎ Ǉŀƛƴ ƳŀƴŀƎŜƳŜnt and holistic 

treatment solutions, Maturo adds. 

Joybird Wellness beverages featuring 8 mg of CBD that is sourced from domestic, organic hemp, the 

company says. (Image courtesy of Joybird Wellness) 

Despite the de-scheduling of hemp-derived CBD for non-ingestible products, the cannabis market remains 

complex. 

άwŜƎǳƭŀǘƛƻƴǎ ǾŀǊȅ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ƴƻǘ ƻƴƭȅ ōȅ ƛƴŘƛǾƛŘǳŀƭ ǎǘŀǘŜ ōǳǘ ŀƭǎƻ ŀŎǊƻǎǎ ƳǳƴƛŎƛǇŀƭƛǘƛŜǎ ǿƛǘƘƛƴ ƭŜƎŀƭ 

recreational states to include things like traceability, adult-only purchasing, and use, dispensary locations, 

advertising, brand imagery, ŀƴŘ Ƴŀƴȅ ƻǘƘŜǊǎΣέ aŀǘǳǊƻ ǎŀȅǎΦ ά!ƭǎƻΣ ōŜŎŀǳǎŜ ƳŀǊƛƧǳŀƴŀ ƛǎ ŦŜŘŜǊŀƭƭȅ ƛƭƭŜƎŀƭΣ 

all facets of the marijuana ecosystem must be contained within each legal state. There is no legal 

ƛƴǘŜǊǎǘŀǘŜ ŎƻƳƳŜǊŎŜ ŦƻǊ ƳŀǊƛƧǳŀƴŀΦέ 

Because cannabis remains illegal at the federal level and the 2018 Farm Bill only cleared hemp-derived 

CBD for non-ingestibles, many legal hurdles still need to be overcome for the growing market, experts 

note. 

ά¢I/ ŀƴŘ /.5 ŦǊƻƳ ǘƘŜ ƳŀǊƛƧǳŀƴŀ Ǉƭŀƴǘ Ŏƻƴǘƛƴǳes to be federally illegal and highly regulated at the state 

ƭŜǾŜƭ ǿƛǘƘƛƴ ǘƘƻǎŜ ǎǘŀǘŜǎ ǘƘŀǘ ƭŜƎŀƭƭȅ ǇŜǊƳƛǘ ŀŘǳƭǘ ǇǳǊŎƘŀǎƛƴƎ ŀƴŘ ŎƻƴǎǳƳǇǘƛƻƴΣέ aŀǘǳǊƻ ǎŀȅǎΦ άhƴƭȅ 

licensed dispensaries can sell marijuana, and those facilities cannot sell any non-marijuana related 

products, including CPG-type products. The de-scheduling of hemp-derived CBD (for non-ingestible 
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products) has provided opportunity τ or risk τ for CPG manufacturers and retailers that make or sell 

products that overlap with the need states that the hemp-ŘŜǊƛǾŜŘ /.5 ǇǊƻŘǳŎǘǎ ŀƭǎƻ ŀŘŘǊŜǎǎΦέ 

Drinkable future 

Although the legal standing for consumable forms of cannabis still has more questions than answers, CPG 

manufacturers see vast potential for this emerging market, including beverage formulators. 

άIŜŀŘǎŜǘΩǎ LƴǎƛƎƘǘǎ 5ŀǘŀ tƭŀǘŦƻǊƳ ǘƻŘŀȅ ŎƻǾŜǊǎ ǘƘŜ ƭŜƎŀƭ Ŏŀƴƴŀōƛǎ ƳŀǊƪŜǘǎ ƻŦ /ŀƭƛŦƻǊƴƛŀΣ bŜǾŀŘŀΣ 

Washington, ŀƴŘ /ƻƭƻǊŀŘƻΣέ bƛŜƭǎŜƴΩǎ .ǊŀƎŜǊ ǎŀȅǎΦ ά²ƛǘƘƛƴ ǘƘŀǘ ŘŀǘŀǎŜǘΣ ǊŜŎǊŜŀǘƛƻƴŀƭ Ŏŀƴƴŀōƛǎ ǎŀƭŜǎ 

topped $4 billion last year (vs. $2.5 billion in prior year), ŀƴŘ ŀƳƻǳƴǘŜŘ ǘƻ ϷмΦн ōƛƭƭƛƻƴ ƛƴ vм нлмфΦέ 

Manny Perez, vice president of marketing for Headset, reports that sales for infused beverages in those 

markets in 2018 totaled $41 million with a 2 percent basket penetration. Additionally, 80 percent of the 

sales were among the Top 5 brands in each state, averaging $15 an item. 

9ŀǊƭȅ нлмф ǎŀƭŜǎ ŀƭǎƻ ŀǊŜ ǎƘƻǿƛƴƎ ǇƻǘŜƴǘƛŀƭΦ άvм нлмф ǎŀƭŜǎ ǿŜǊŜ ϷмнΦо Ƴƛƭƭƛƻƴ ŀŎǊƻǎǎ ƻǳǊ ƳŜŀǎǳǊŜŘ 

markets τ California, Washington, Nevada, and Colorado τ this amounts to approximately 1 percent of 

ǘƻǘŀƭ ǊŜŎǊŜŀǘƛƻƴŀƭ Ŏŀƴƴŀōƛǎ ǎŀƭŜǎΣέ tŜǊŜȊ ǎŀȅǎΦ 

Based on Headset data, the overall legal cannabis market is forecasted to be between $4.8 and $6 billion 

in 2019 with beverages predicted to account for 1 percent of the market, which would put beverages sales 

range between $48 and $60 million, Perez says. 

However, Perez adds that those predictions are a reflection of uncertainty because of Senate Bill 67 in 

California. The now amended measure would invalidate the expiration date of temporary licenses issued 

by the California Department of Food and Agriculture (CDFA) as long as licensees annually submit 

applications and fees prior to expiration and under the condition that the licensees remain in the location 

and business venture, according to an opinion article from the Desert Sun newspaper. Additionally, the 

CDFA would have more time under the measure to transition growers from temporary to provisional or 

full annual licenses, it adds. 

Featuring 10 mg of raw organic cannabis extract, Nubrain California Cannabis promotes its positive energy 

and thoughts on its label. (Image courtesy of Tesla Nootropics Inc.) 

άLƴ нлмфΣ ǘƘŜ ǘƘƛƴƎ ǘƘŀǘ ŜǾŜǊȅƻƴŜ ƛǎ ƪŜŜǇƛƴƎ ŀƴ ŜȅŜ ƻƴ ƛǎ {.ст ƛƴ /ŀƭƛŦƻǊƴƛŀΣέ ƘŜ ǎŀȅǎΦ άLŦ ƴƻǘ ǊŜǎƻƭǾŜŘΣ ǿŜ 

could see a contraction in the market, versus. If resolved, growth would hopefully continue as it has. This 

ƳŀƪŜǎ ƛǘ ŘƛŦŦƛŎǳƭǘ ǘƻ ŦƻǊŜŎŀǎǘ /ŀƭƛŦƻǊƴƛŀΦέ 

Although beverages account for a small percentage of sales within the legal cannabis market, they still 

offer much potential, says Beth Bloom, associate director of U.S. Food and Drink Reports for Chicago-

based Mintel. 
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ά²ƘŜƴ ǿŜ ŀǎƪŜŘ ŎƻƴǎǳƳŜǊǎ ƛƴ ƭŜƎŀƭ ǎǘŀǘŜǎ ǿƘƛŎƘ ŜŘƛōƭŜ ƳŀǊƛƧǳŀƴŀκŎŀƴƴŀōƛǎ ŦƻǊƳŀǘǎ ǘƘŜȅΩŘ ōŜ ƛƴǘŜǊŜǎǘŜŘ 

ƛƴ ŎƻƴǎǳƳƛƴƎΣ оп ǇŜǊŎŜƴǘ ǎŀƛŘ ǘŜŀΣέ ǎƘŜ ŜȄǇƭŀƛƴǎΦ ά¢Ƙƛǎ ƛǎ the fourth leading format of interest behind 

baked goods, chocolate candy, and non-chocolate candy. Beyond tea, 32 percent are interested in juice, 

29 percent are interested in carbonated soft drinks, 27 percent are interested in coffee, and 21 percent 

are ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǎǇŀǊƪƭƛƴƎ ǿŀǘŜǊΦέ 

bƛŜƭǎŜƴΩǎ .ǊŀƎŜǊ ŀƭǎƻ ƴƻǘŜǎ ŎƻƴǎǳƳŜǊǎΩ ƛƴǘŜǊŜǎǘ ƛƴ Ŏŀƴƴŀōƛǎ-ƛƴŦǳǎŜŘ ōŜǾŜǊŀƎŜǎΦ ά/ŀƴƴŀōƛǎ ƛƴǘŜǊŀŎǘǎ ŀƴŘ 

overlaps with a broad set of more traditional consumer packaged goods categories, including beverages, 

both alcoholic and non-ŀƭŎƻƘƻƭƛŎΣέ ƘŜ ǎŀȅǎΦ άCƻǊ ŜȄŀƳǇƭŜΣ ƻǳǊ ŎƻƴǎǳƳŜǊ ǊŜǎŜŀǊŎƘ ǎǳƎƎŜǎǘǎ ǘƘŀǘ Ŏŀƴƴŀōƛǎ-

interested consumers are more likely to drink beer (53 percent) and spirits (50 percent) than wine (37 

percent). Only 35 percent of current wine drinkers are interested in legally consuming cannabis for 

ǊŜŎǊŜŀǘƛƻƴŀƭ ǇǳǊǇƻǎŜǎΣ ǾŜǊǎǳǎ пм ǇŜǊŎŜƴǘ ŦƻǊ ōŜŜǊ ŘǊƛƴƪŜǊǎ ŀƴŘ пп ǇŜǊŎŜƴǘ ŦƻǊ ǎǇƛǊƛǘǎ ŘǊƛƴƪŜǊǎΦέ 

In its report, Euromonitor details that the beverage alcohol market has some of the stronger ties to 

cannabis exploration as major manufacturers already are investing in the space. 

ά!ǘ ƭŜŀǎǘ ǘƘǊŜŜ ƭŜŀŘƛƴƎ ŎƻǊǇƻǊŀǘŜ ǇƭŀȅŜǊǎ ƘŀǾŜ ŀ ǎǘŀƪŜ ƛƴ Ŏŀƴƴŀōƛǎ ǇǊƻŘǳŎŜǊǎέΣ ǘƘŜ ǊŜǇƻǊǘ ǎǘŀǘŜǎΦ ά!ƭŎƻƘƻƭƛŎ 

drinks that contain any form of THC currently tend not to contain alcohol, as the effects of THC in alcohol 

are still being researched. The industry is already headed in a low- / non-alcohol direction and so a future 

ǿƘŜǊŜ ¢I/ ǊŜǇƭŀŎŜǎ !.± ƛƴ ŀƭŎƻƘƻƭƛŎ ōŜǾŜǊŀƎŜǎ ǿƛǘƘ ŀƴ ƛƴǘƻȄƛŎŀǘƛƴƎ ōǳȊȊ ƛǎ ƻƴ ǘƘŜ ƘƻǊƛȊƻƴΦέ 

!ǎ ŀ ǊŜǎǳƭǘΣ aƛƴǘŜƭΩǎ .ƭƻƻƳ Ŏŀǳǘƛƻƴǎ ǘƘat the beverage alcohol market could be challenged as 

manufacturers experiment with cannabis infusions. 

ά²ƘƛƭŜ ǘƘŜ ƛƳǇŀŎǘ ƻŦ Ŏŀƴƴŀōƛǎ ƭŜƎŀƭƛȊŀǘƛƻƴ ƛƴ ǇŀǊǘǎ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅ ǊŜƳŀƛƴǎ ǘƻ ōŜ ǎŜŜƴΣ оп ǇŜǊŎŜƴǘ ƻŦ 

Ŏŀƴƴŀōƛǎ ǳǎŜǊǎ ǎŀȅ ǘƘŜȅΩǾŜ ǊŜŘǳŎŜŘ ŀƭŎƻƘƻƭ ŎƻƴǎǳƳǇǘion since legalization, pointing to a likely challenge 

ǘƻ ōŜ ŀŘŘǊŜǎǎŜŘΣέ ǎƘŜ ǎŀȅǎΦ άwŜƭŀȄŀǘƛƻƴ ƛǎ ǘƘŜ ƭŜŀŘƛƴƎ ǊŜŀǎƻƴ ŦƻǊ ŎƻƴǎǳƳǇǘƛƻƴ ƻŦ ōƻǘƘ Ŏŀƴƴŀōƛǎ ŀƴŘ 

alcohol, pitting the two markets as competitors. Dollar sales of alcohol at home were flat in 2018, growing 

only 0.3 percent in 2018 (-2.1 percent when adjusted for inflation). 

ά¢Ƙƛǎ ƛǎ Řƻǿƴ ŦǊƻƳ ŀ оΦу ǇŜǊŎŜƴǘ ǊŜŎŜƴǘ ŀƴƴǳŀƭ Ǝŀƛƴ ƘƛƎƘ Ǉƻƛƴǘ ƛƴ нлмрΣέ .ƭƻƻƳ ŎƻƴǘƛƴǳŜǎΦ ά²ƘƛƭŜ ŀ 

significantly smaller number of consumers use cannabis than drink alcohol, staving off sales losses will 

require alcohol players to be mindful of the competitive threat. Cannabis is more likely peeling away some 

ŎƻƴǎǳƳǇǘƛƻƴ ƻŎŎŀǎƛƻƴǎ ŦǊƻƳ ŀƭŎƻƘƻƭ ǊŀǘƘŜǊ ǘƘŀƴ ŎƻƴǾŜǊǘƛƴƎ ŎƻƴǎǳƳŜǊǎ ǿƘƻƭŜǎŀƭŜΦέ 

bƛŜƭǎŜƴΩǎ .ǊŀƎŜǊ ŀƭǎƻ ƴƻǘŜǎ ǘƘŀǘ Ŏŀƴƴŀōƛǎ-infused beverages could serve as an alternative to beverage 

alcohol, but adds that the social element of cannabis consumption extends beyond beverages. 

ά/.5- and THC-infused beverages provide consumers with another choice in satisfying certain needs that 

parallel similar needs also met by alcoholic beverages, particularly those associated with social 

ŜƴŀōƭŜƳŜƴǘ ŀƴŘ ŜȄǇŜǊƛŜƴŎŜ ŜƴƘŀƴŎŜƳŜƴǘΣέ ƘŜ ǎŀȅǎΦ ά{ƻƳŜ ŎƻƴǎǳƳŜǊǎ Ƴŀȅ ŎƘƻƻǎŜ ǘƻ ǎǳōǎǘƛǘǳǘŜ ŀƴ 

alcohol occasion for a cannabis occasion, and choices of the latter include, but go beyond just beverage 
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cannabis product formats to also include other formats like vapes, concentrates, flower, pre-rolls, 

tinctures, and edibles. 

άhƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ Ŏŀƴƴŀōƛǎ Ŏŀƴ ŦŀŎƛƭƛǘŀǘŜ ǎƻŎƛŀƭ ƛƴǘŜǊŀŎǘƛƻƴǎ ǘƘŀǘ ōǊƛƴƎ ǇŜƻǇƭŜ ǘƻƎŜǘƘŜǊ ŀƴŘ ōŜcause of 

ǘƘƛǎ ŎƻǳƭŘ ƎŜƴŜǊŀǘŜ ǎƻƳŜ ŀŘŘƛǘƛƻƴŀƭ ōŜǾŜǊŀƎŜ ŀƭŎƻƘƻƭ ƻŎŎŀǎƛƻƴǎΣ ŀǎ Ŏŀƴƴŀōƛǎ ƛǎ ƴƻǘ ŦƻǊ ŀƭƭΣέ .ǊŀƎŜǊ ŀŘŘǎΦ 

Yet, cannabis infusions are not limited to the beverage alcohol space as analysts point to the numerous 

non-alcohol beverage categories in which cannabis compounds can open up opportunities. 

ά.ŜǾŜǊŀƎŜǎ ƛƴŎƭǳŘƛƴƎ ƛƴŦǳǎŜŘ-waters, coffee, teas, carbonated beverages and energy drinks are viable 

foundational beverages for infusing CBD and THC, so there is an opportunity for manufacturers to 

introduce a cannabis-ƛƴŦǳǎŜŘ ōŜǾŜǊŀƎŜΣ ǿƘŜǊŜ ƻǊ ǿƘŜƴ ƛǘΩǎ ƭŜƎŀƭ ǘƻ Řƻ ǎƻΣέ .ǊŀƎŜǊ ǎŀȅǎΦ ά.ǳǘ ǘƘƛǎ ŀƭǎƻ ǇƻǎŜǎ 

Ǌƛǎƪǎ ŀƴŘ ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ǘƻŘŀȅΩǎ ƴƻƴ-ŀƭŎƻƘƻƭƛŎ ōŜǾŜǊŀƎŜ ƛƴŘǳǎǘǊȅΦέ 

aƛƴǘŜƭΩǎ .ƭƻƻƳΣ ƘƻǿŜǾŜǊΣ ƴƻǘŜǎ ǘƘŀǘ /.5 ƛǎƴΩǘ ŜȄǇŜǊƛŜƴŎƛƴƎ ǎǘǊƻƴƎ ŘŜƳŀƴŘ ǿƘŜƴ ƛǘ ŎƻƳŜǎ to non-alcohol 

beverages. 

άhƴƭȅ у ǇŜǊŎŜƴǘ ƻŦ ƴƻƴ-alcoholic beverage drinkers would be persuaded to choose a drink due to the 

ƛƴŎƭǳǎƛƻƴ ƻŦ /.5Σέ ǎƘŜ ǎŀȅǎΦ άIƻǿŜǾŜǊΣ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ŦǳƴŎǘƛƻƴŀƭƛǘȅ ƛƴ ǘƘŜ ƴƻƴ-alcoholic beverage 

market suggests that interest may grow, especially considering that 38 percent of consumers would be 

persuaded to choose a drink with calming/relaxing properties, τ this is second only to an interest in 

ƘȅŘǊŀǘƛƻƴΦέ 

This could stem from consumers being more aware of the THC compounds within cannabis versus CBD. 

άhǳǊ ǊŜǎŜŀǊŎƘ ǎƘƻǿǎ ƳƻǊŜ ŜŘǳŎŀǘƛƻƴ ƛǎ ƛƴ ƻǊŘŜǊΣ ŜǎǇŜŎƛŀƭƭȅ ǿƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ /.5-ƻƴƭȅ ǇǊƻŘǳŎǘǎΣέ .ƭƻƻƳ 

ǎŀȅǎΦ ά{ƛȄǘȅ ǇŜǊŎŜƴǘ ƻŦ Ŏŀƴƴŀōƛǎ ǳǎŜǊǎ ǎŀȅ ¢I/ ŀƳƻǳƴǘ ƛǎ ƛƳǇƻǊǘŀƴǘ ƛƴ ǘƘŜƛǊ Ŏŀƴƴŀōƛǎ ŎƘƻƛŎŜΣ ǎŜŎƻƴŘ ƻƴƭȅ 

to price. This suggests that consumers are aware of the role THC plays in the product. A much smaller 32 

ǇŜǊŎŜƴǘ ǎŀȅ /.5 ŀƳƻǳƴǘ ƛǎ ƛƳǇƻǊǘŀƴǘ ƛƴ ǘƘŜƛǊ ŎƘƻƛŎŜΦ {ǘǊƻƴƎŜǊ ŜŘǳŎŀǘƛƻƴ ŜŦŦƻǊǘǎ ŀǊƻǳƴŘ /.5 ŀǊŜ ƛƴ ƻǊŘŜǊΦέ 
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Motivating experimentation 

As beverage manufacturers look to create cannabis-infused beverages, analysts highlight the importance 

ƻŦ ǊŜŎƻƎƴƛȊƛƴƎ ǘƘŜ ǇǊƻŘǳŎǘ ŀǘǘǊƛōǳǘŜǎ ǘƘŀǘ ǎǇŀǊƪ ŎƻƴǎǳƳŜǊǎΩ ŜȄǇƭƻǊŀǘƛƻƴΦ 

ά[ŜŀŘƛƴƎ ǊŜŀǎƻƴǎ ŦƻǊ ǳǎŜ ƻŦ ƳŀǊƛƧǳŀƴŀκŎŀƴƴŀōƛǎ ƛƴŎƭǳŘŜ ǊŜƭŀȄŀǘƛƻƴΣ ǎǘǊŜǎǎ relief, ŀƴŘ ƳƻƻŘ ƛƳǇǊƻǾŜƳŜƴǘΣέ 

.ƭƻƻƳ ǎŀȅǎΦ ά[eading reasons for using CBD-only products include pain relief, improved sleep, and 

relaxation, suggesting that while both marijuana/cannabis and CBD-only products have strong therapeutic 

associations, CBD has a stronger association with medicinal outcomesΦέ 

Yet, the curiosity aspect associated with cannabis and consumer usage actually is lower on the list of 

reasons for trying, Bloom adds. 

ά¢ƘŜ ƭŜŀŘƛƴƎ ǊŜŀǎƻƴǎ ŦƻǊ Ŏŀƴƴŀōƛǎ ŎƻƴǎǳƳǇǘƛƻƴ όŀƴŘ ŦƻǊ ƛƴǘŜǊŜǎǘŜŘ ƴƻƴ-ǳǎŜǊǎύ ŀǊŜ ǊŜǎǘƻǊŀǘƛǾŜ ƛƴ ƴŀǘǳǊŜΣέ 

ǎƘŜ ǎŀȅǎΦ άCǳn, curiosity and experience enhancement fall further down the list, suggesting the promotion 

of fundamental and functional benefits may have a stronger draw than recreation. While this may be 

impacted by consumer willingness (or unwillingness) to admit they turn to a product purely for a good 

ǘƛƳŜΣ ƛǘ ǎǳƎƎŜǎǘǎ ǘƘŀǘ ƭŜŀŘƛƴƎ ǿƛǘƘ ǊŜŎǊŜŀǘƛƻƴŀƭ ƳŜǎǎŀƎƛƴƎ ŀƭƻƴŜ Ƴŀȅ ƴƻǘ ōŜ ǘƘŜ ōŜǎǘ ŀǇǇǊƻŀŎƘΦέ 

For marijuana and hemp-ŘŜǊƛǾŜŘ /.5 ōŜǾŜǊŀƎŜǎΣ bƛŜƭǎŜƴΩǎ .ǊŀƎŜǊ ŜȄǇƭŀƛƴǎ ǘƘŀǘ ǇǊƻŘǳŎǘ ŀǘǘǊƛōǳǘŜǎ Ŏŀƴ 

vary based upon the ratio of CBD or THC in the product.  

Even though consumer interest in cannabis-infused beverages is increasing, experts note some 

formulation challenges need to be addressed. 

άaƻǎǘ ōŜǾŜǊŀƎŜǎ ŀǊŜ ǾŜǊȅ ōƛǘǘŜǊΣέ ǎŀȅǎ .Ǌƛŀƴ {ǳŘŀƴƻΣ ƳŀƴŀƎƛƴƎ ǇŀǊǘƴŜǊ ŦƻǊ bŜǿ ¸ƻǊƪ-based Beverage 

aŀǊƪŜǘƛƴƎ /ƻǊǇƻǊŀǘƛƻƴΦ άIƻǿŜǾŜǊΣ ŀ ōǊŜŀƪǘƘǊƻǳƎƘ ŘƛǎǊǳǇǘƛǾŜ ǘŜŎƘƴƻƭƻƎȅ ŦǊƻƳ LƴŦǳǎƛƻƴ .ƛƻǎŎƛŜƴŎŜǎ ό!tt 

Technology) addresses both the onset and offset as well as flavor profile which will open up cannabis 

ōŜǾŜǊŀƎŜǎ ǘƻ ŀ ōǊƻŀŘ ŀǳŘƛŜƴŎŜ ǘƘŀǘ ǿƻǳƭŘ ƭƛƪŜƭȅ ǊŜƧŜŎǘ ǇŜǊǾŀǎƛǾŜƭȅ ŀǾŀƛƭŀōƭŜ ƻŦŦŜǊƛƴƎǎ ŀǘ ǘƘƛǎ ǘƛƳŜΦέ 

bƛŜƭǎŜƴΩǎ aŀǘǳǊƻ ŀƭǎƻ ǊŜŎƻƎƴƛȊŜǎ ǘƘŜ ǘŀǎǘŜ ƛƳǇƭƛŎŀǘƛƻƴǎ ǿƘŜƴ ŦƻǊƳǳƭŀǘƛƴƎ Ŏŀƴƴŀōƛǎ-infused beverages, 

but highlights that it depends on the beverage category and the target demographic when deciding how 

to tackle this challenge. 

ά¢Ƙƛǎ ŘŜǇŜƴŘǎ ǳǇƻƴ ǿƘŜǘƘŜǊ ǘƘŜ ōŜǾŜǊŀƎŜ ƛǎ ŀƴ ŀƭŎƻƘƻƭƛŎ ōŜǾŜǊŀƎŜ όŜǎǇŜŎƛŀƭƭȅ ŦƻǊ ōŜŜǊΣ ǘƘŜ Ŏŀƴƴŀōƛǎ 

terpenes are in alignment with the hoppy taste profile of beer) or a non-ŀƭŎƻƘƻƭƛŎ ōŜǾŜǊŀƎŜΣέ ƘŜ ǎŀȅǎΦ άLǘ 

is likely that high sugar concentrations in non-alcoholic beverages to mask the cannabis flavor profile will 

continue to dominate juices, carbonated beverages, and fruit drinks. Consumers of functional beverages 

may be a bit more forgiving in cannabis taste profile of the beverage if the messaging around the 

ŦǳƴŎǘƛƻƴŀƭ ǇǳǊǇƻǎŜ ǊŜǎƻƴŀǘŜǎ ǿƛǘƘ ǘƘŜƳΦέ 

As beverage-makers address the various challenges of the emerging cannabis market, analysts note that 

many already have exhibited their investments in cannabis infusions. 
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ά.ǊŀƴŘǎ όōƛƎ ŀƴŘ ǎƳŀƭƭύ ŀǇǇŜŀǊ ǘƻ ōŜ ŘƛǇǇƛƴƎ ǘƘŜƛǊ ǘƻŜǎ ƛƴǘƻ όƻǊ ǘƛǇ-ǘƻŜƛƴƎ ŀǊƻǳƴŘύ ǘƘŜ ŎŀǘŜƎƻǊȅΣέ aƛƴǘŜƭΩǎ 

.ƭƻƻƳ ǎŀȅǎΦ ά.ŜŜǊ ƳŀƪŜǊ [ŀƎǳƴƛǘŀǎ ƭŀǳƴŎƘŜŘ ŀ Ŏŀƴƴŀōƛǎ-infused sparkling water, Hi-Fi Hops, in California 

dispensaries in mid-2018. Alcohol conglomerates, including Constellation and Molson Coors, have teamed 

up with cannabis companies to explore market options. The introduction of cannabis-related elements, 

such as flavor profiles and non-psychoactive ingredients, can help brands (and consumers) get close to 

the on-trend action, without taking a leap into the deep end. 

άLƴ нлмтΣ [ŀƎǳƴƛǘŀǎ ǊŜƭŜŀǎŜŘ ƛǘǎ ƭƛƳƛǘŜŘ-ŜŘƛǘƛƻƴ {ǳǇŜǊ/ǊƛǘƛŎŀƭ !ƭŜΣ ƛƴ /ŀƭƛŦƻǊƴƛŀΣέ ǎƘŜ ŎƻƴǘƛƴǳŜǎΦ ά! ƘƻǇǇy 

beer brewed with terpenes, SuperCritical contained no THC. Similarly, New Belgium Brewing released The 

Hemperor HPA, a year-round beer that blends hemp with hops. The beer contains no THC or CBD, but 

ŦŜŀǘǳǊŜǎ ŀ ŦƭŀǾƻǊ ǇǊƻŦƛƭŜ ǘƘŀǘ ŜƳǇƘŀǎƛȊŜǎ ǘƘŜ ƘŜƳǇΦέ 

Going forward, analysts expect that the beverage market will be a popular partner for cannabis 

ingredients. 

ά¢Ƙƛǎ ǎŜƎƳŜƴǘ ǿƛƭƭ ƭƛƪŜƭȅ ŎƻƴǘƛƴǳŜ ǘƻ ƎǊƻǿΣ ŀǎ ōŜǾŜǊŀƎŜǎ ƛƴ ƎŜƴŜǊŀƭ ŀǊŜ ŀ ǇǊƻŘǳŎǘ ŦƻǊƳŀǘ ŦŀƳƛƭƛŀǊ ǘƻ ŜǾŜǊȅ 

consumer, and beverage companies have proven their aptitude for innovation and adaptability over the 

ȅŜŀǊǎΣέ bƛŜƭǎŜƴΩǎ aŀǘǳǊƻ ǎŀȅǎΦ  

Cannabis-infused beverages will see growth through 2022 
Beverage-makers already developing CBD- and THC-infused products35 

In an October 2018 Business Insider feature ǘƛǘƭŜŘ ά¢ƘŜ ƳŀǊƪŜǘ ŦƻǊ ƳŀǊƛƧǳŀƴŀ-infused beverages could 

explode to $600 million in the next four yearsέΣ the business news outlet highlights the potential for this 

market. Citing a note from Canaccord Genuity, the article says that the financial firm is predicting that 

cannabidiol (CBD) beverages will become a $260 million market by 2022 and that tetrahydrocannabinol 

(THC) beverages will become a $340 million market by 2022.36 

Market Opportunity/Cannabis & CBD Market 

37 

 
35 https://www.bevindustry.com/articles/91926-cannabis-infused-beverages-will-see-growth-through-2022?v=preview 
36 https://www.bevindustry.com/articles/91926-cannabis-infused-beverages-will-see-growth-through-2022?v=preview 
37 Arcview Market Research, BDS Analytics 2 Brightfield Group 
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U.S. MOBILE APP MARKET 

10 years of growth of Mobile App Market 38 

Mobile applications have been a part of smartphones for over a decade. Mobile App Market is the fastest 

growing segment in the mobile industry. There were a few app developers who were aware of the 

potential opportunity that app development had in the mobile industry. However, now the scenario has 

totally changed. With the ever-growing popularity of mobile apps, various OS providers and device 

vendors have even launched their own application stores. The growing advent of mobile devices, along 

with apps is perhaps the biggest technical phenomena in the recent times. Smartphone with featured 

apps has now become the remote control for our lives and can easily boost our small business. 

Evolution of smartphones: Over the last decade 

Now, It is kind of impossible to imagine our life without smartphones. Many software and hardware 

companies have worked off over the decade to narrow down all the features in small devices. The 

wondrous journey of smartphone evolution has been from the old BlackBerry to the current behemoth 

(iPhone X). The smartphone makers try to make the phone as small as possible while having the biggest 

display of that size. From the flat small display to the curved big screens is the long road, mobile phones 

have came ƻǾŜǊ ǘƘŜ ƭŀǎǘ ǘŜƴ ȅŜŀǊǎΦ ¢Ƙƛǎ ǘǊŜƴŘ ƛǎƴΩǘ ǎǘƻǇǇƛƴƎ ǎƻƻƴ ŀǎ ǘƘƛǎ ŦƛŜƭŘ ǿƛƭƭ ŀƭǿŀȅǎ ōŜ ƛƴ ǘƘŜ ǎǘŀǘŜ ƻŦ 

innovation. 

Growth of Mobile App Market: An overview 

The app industry has seen an immense growth in the past ten years and even has no end in sight. Following 

figures itself says how big this industry is: 

¶ Lƴ ǘƘŜ ȅŜŀǊ нлмнΣ ƳƻōƛƭŜ ŀǇǇΩǎ ŦƛƴŀƴŎƛŀƭ ǎǘŀǘŜ ǿŀǎ ŀǊƻǳƴŘ Ϸро. ŀƴŘ ƛǘ ƎǊŜǿ ǳǇ ǘƻ ϷсоΦт. ōȅ ǘƘŜ 

year 2016. 

¶ Various researcher even predict that mobile app economy will touch $188.9B worldwide by the 

year 2020 

In-app ads, purchases, and other monetization models have come up immensely with the app market. 

According to a Forbes report, a huge rise is seen in the usage of monetization models by the app 

developers. Last year, In 2017, 49% of the app developers went for in-app advertising (for non-gaming 

apps) and 79 % chosen in-app purchases of items for gaming apps. 

This growth is mainly due to a high potential of mobile applications which is acquired in various steps. 

[ŜǘΩǎ ǎŜŜ Ƙƻǿ ƳƻōƛƭŜ ŀǇǇǎ ƘŀǾŜ managed to grab such a high place in the current economy in a short span 

of time. 

  

 
38 https://www.knowband.com/blog/mobile-app/growth-of-mobile-app-market/ 
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1. Growth of smartphone users: 

With the rise of the affordable smartphone, reduced data prices, and short replacement cycles, the 

smartphone industry has seen rapid adoption for the past few years. The following report depicts how 

smartphone users have grown from 1.57B in 2014 to 2.53B in 2018 and it is expected that this data will 

cross the mark of 3 billion by the year 2021. 

It is obvious that this graph is showing a continuous increment. Everyone nowadays wants to have a 

smartphone for them. Also, the one which comes up with latest market technologies and trends are being 

preferred more. 

2. Growth of Android and iOS platforms: 

Android and iOS are two giant app platforms which build their high place in the past few years. When it 

comes to the mobile operating system, these two players have got no replacement. In the battle between 

them, both offer similar kind of features apart from one major difference of being an Open and Closed 

source. 

As per DŀǊǘƴŜǊΩǎ ǎǘǳŘȅ, in the year 2016, no one can deny that Android and iOS are ruling the business: 

¶ Android has the biggest market share by being sold 87.8% of total business, whereas iOS also 

grabbed 11.5% on their side. 

¶ Rest other platforms showed feeble presence in the market with 1% or 2%. 

 

!ƭǎƻΣ ǿƛǘƘ Ŏƻƴǎǘŀƴǘ ƎǊƻǿǘƘΣ !ƴŘǊƻƛŘ ŀƴŘ ƛh{ ƘŀǾŜ ǊŜƳƻǾŜŘ ǘƘŜƛǊ ŎƻƳǇŜǘƛǘƻǊǎ ƛƴ ǘƘŜ ǇǊƻŎŜǎǎΦ aƛŎǊƻǎƻŦǘΩǎ 

Windows phone has lately seen a big setback in the year 2014 when their sale rate falls to just 2.5%. It 

clearly shows the challenge of existence before Microsoft in the mobile app market. 

https://www.knowband.com/blog/wp-content/uploads/2018/08/app-market-share.png
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!ǇǇƭŜΩǎ !ǇǇ {ǘƻǊŜ ŀƴŘ DƻƻƎƭŜΩǎ tƭŀȅ {ǘƻǊŜ ƘŀǾŜ ŀƭǿŀȅǎ ōŜŜƴ ǘƘŜ Ƴƻǎǘ ǇƻǇǳƭŀǊ ŀǇǇ ǎǘƻǊŜǎΦ bƻǿΣ ǘƘŜȅ ŀǊŜ 

at a place in mobile app market, that it seems impossible for any other competitor to catch up with them. 

The major reason behind their success is having a variety of applications and developers. Forbes shared a 

report illustrating the growth scope of app developers. At the Worldwide Developer Conference, Apple 

talked about 1.25 million apps in the App Store and it paid $5 billion to developers last year. The average 

mobile app developer revenue is shown in the table below: 

 

This data shows that why developers focus on making an app for every simple task, not only it makes our 

life easy but also provides them with a huge money-making option. 

3. Growth in mobile app usage: 

Mobile has now overpowered the position of the desktop by making it secondary touch point for the 

digital users. With the increase in the number of digital users, the mobile apps now grab 65% share of 

digital media time. If we categorize the digital time on the basis of usage, these results follows: 

1. Music ς 79% 

2. Health and fitness ς 51% 

3. Social networking ς 49% 

4. Travel ς 28% 

5. Entertainment ς 22% 

6. Sports ς 16% 

7. Games ς 15% 

8. News ς 14% 

The percentage of mobile apps that were only used once shrunk to 20% in 2015 after improving from 22% 

in 2014. The percentage of app usage increased by 39% in 2016. Mobile devices entice us to spend a 

maximum of our time on them and we seem to be doing so. The smartphone is ascendant, and every 

section of our society prefers them to keep everything at their fingertips. 

The new 2018 Global Digital Suite of reports reveals the following data related to increased internet and 

smartphone usage: 

¶ The number of internet users worldwide in 2018 is 4.021 billion, up 7 percent year-on-year. 

https://www.knowband.com/blog/wp-content/uploads/2018/08/app-revenue.png
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¶ The number of social media users worldwide in 2018 is 3.196 billion, up 13 percent year-on-year. 

¶ The number of mobile phone users in 2018 is 5.135 billion, up 4 percent year-on-year. 

 

More time spent on mobile applications is directly proportional to their development rate. Such high data 

of time spent on mobile apps shows that there is no end to mobile app usage in the upcoming years. It 

will only see the rise. 

4. Growth in mobile app downloads: 

Worldwide smartphone users downloaded 60% more apps in 2017 as compared in 2015. Simplifying this 

data means that nearly two apps were downloaded every month per human being on the planet. Lately, 

in September 2016, India has also seen a rapid growth in app download with unlimited 4G access by 

Reliance Jio. Gartner shared a report on how mobile app downloads have increased in the past years and 

this data is gradually increasing: 

This data is of worldwide mobile app downloads and the graph is just getting higher and higher. By the 

end of this year hopefully, it would cross the mark of 300 billion. 

Current technology trends and their future scope: 

1. IoT (Internet Of Things) 

2. AR and VR development 

3. Blockchain development 

4. Cloud base app development 

5. Accelerated mobile pages 

6. Artificial Intelligence and Chatbots: 

7. Location-based apps will hold the gears 

8. Enhanced Security Constraints 

9. Mobile Wallets 

https://www.knowband.com/blog/wp-content/uploads/2018/08/growth-in-phone-users.png
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The future of Mobile Apps in a nut-shell 

With millions of mobile apps listed in at the various app stores, people might say that the industry is 

ǎŀǘǳǊŀǘŜŘΦ IƻǿŜǾŜǊΣ ƛŦ ȅƻǳ ǘŀƪŜ ŀ ŎƭƻǎŜǊ ƭƻƻƪ ŀǘ ǘƘŜ ǎǘŀǘǎΣ ȅƻǳΩƭƭ ƪƴƻǿ ǘƘŀǘ ǘƘŜǊŜ ƛǎ ǎǘƛƭƭ ŀ lot of room to 

grow. The gross revenue of mobile apps worldwide in the year 2015 was 96.7 billion US dollar. This figure 

showed a skyrocket increment in the following year and reached an amount of 88.3 billion US dollar. If 

you think that this is the limit, then, watch out for the future predictions. As per Statista, this figure is 

expected to reach 188.9 billion US dollar. 

Mobile apps have also the reason behind growth in E-Commerce industry. Users can engage through 

mobile apps, which makes the communication easy and develops a bond of trust and loyalty. Mobile apps 

are easily accessible and contain all the required info required while product purchase. 

Mobile App Download and Usage Statistics (2019) 39 
With over 2.7 billion smartphone users ŀŎǊƻǎǎ ǘƘŜ ǿƻǊƭŘΣ ƛǘΩǎ ƴƻ ǎǳǊǇǊƛǎŜ ǘƘŀǘ ǘƘŜ ƳƻōƛƭŜ ŀǇǇ ƛƴŘǳǎǘǊȅ ƛǎ 

thriving. App usage and smartphone penetration are still growing at a steady rate, without any signs of 

slowing down in the foreseeable future. 

Now factor in the 1.35 billion tablet users worldwide, which is a number that has doubled over the past 

six years.  

Key Mobile App Statistics 

¶ Mobile apps are expected to generate $189 billion in revenue by 2020. 

¶ The Apple App Store has 2.2 million apps available for download. 

¶ There are 2.8 million apps available for download on the Google Play Store. 

¶ 21% of Millennials open an app 50+ times per day. 

¶ 49% of people open an app 11+ times each day. 

¶ 57% of all digital media usage comes from mobile apps.  

¶ The average smartphone owner uses 30 apps each month. 

Mobile App Usage 

bƻǿ ǘƘŀǘ ȅƻǳΩǾŜ ǎŜŜƴ Ƙƻǿ ǳǎŜǊǎ ŀŎǊƻǎǎ ǘƘŜ ǿƻǊƭŘ ŘƻǿƴƭƻŀŘ ŀǇǇǎΣ ƛǘΩǎ ǘƛƳŜ ǘƻ ŀƴŀƭȅȊŜ Ƙƻǿ ǇŜƻǇƭŜ ŀǊŜ 

using mobile apps. The average smartphone user spends 2 hours and 15 minutes each day using apps. 

Research shows that there are between 60 and 90 apps installed on the average smartphone. But with 

ǘƘŀǘ ǎŀƛŘΣ ǇŜƻǇƭŜ ŀǊŜƴΩǘ ǳǎƛƴƎ ŀƭƭ ƻŦ ǘƘƻǎŜ ŀǇǇǎΦ IŜǊŜΩǎ ŀ ŘŜŜǇŜǊ ƭƻƻƪ ŀǘ how many apps people really use.  

 
39 https://buildfire.com/app-statistics/ 
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The majority of mobile time is spent using three apps. Even though the average person uses 25 apps per 

month, 96% of that time is split between just ten apps. 71% of app users churn within the first 90 days of 

downloading an app. Give users a reason to keep coming back and using your app down the road. 

 

If you look at this list, it makes sense. All of the top apps are used for different purposes and could be used 

on a daily basis. 

¶ Amazon for purchases 

¶ Gmail for email communication 

¶ Facebook for social media 

¶ YouTube for video content 

¶ Maps for navigation 
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Interesting Mobile App Market Statistics for 2019 40 
Mobile App Market Statistics 

¶ In the third quarter of 2018, the total number of mobile applications in the App Store and Google 

Play reached 4.1 billion. The competition is getting frantic, but the market continues to grow 

(Statista.com). 

 
¶ The number of downloads is increasing as well, largely due to the growing Asian markets and 

markets in other developing countries (App Annie). 

¶ About 48% of mobile apps take 4 to 6 months of development time (MobileAppDaily). 

¶ It is expected that the total amount of payments made using mobile devices will reach $503 billion 

by 2020 (BI Intelligence). 

¶ Approximately 4 out of 5 Americans currently shop online. At the same time, more than half of 

them pay for purchases using their smartphone (Pewinternet). 

¶ During 2019, the number of users who use mobile payments to pay for purchases in US stores will 

ǊŜŀŎƘ мрл Ƴƛƭƭƛƻƴ ǇŜƻǇƭŜΦ ¢Ƙƛǎ ƛǎ ƳƻǊŜ ǘƘŀƴ рл҈ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ǘƻǘŀƭ ǇƻǇǳƭŀǘƛƻƴ όaƻōƛƭŜ 

Payments World). 

¶ By 2020, customers will use mobile wallets more often than bank cards to pay for merchandise 

and services (WorldPay). 

  

 
40 https://lvivity.com/mobile-app-statistics-for-2019 
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Mobile App Usage Statistics 

¶ More than 1.2 billion people in the world access the Internet from their smartphones. This 

number has increased over the past 6 years by 42%. To compare, it took almost 45 years for 

landline phones to reach the same distribution rate (Mobify.com). 

¶ In 2019, 1/6 of the total media content consumed by users will consist of online videos viewed on 

mobile device screens (App Annie). 

¶ 61% of mobile users claim that they often make purchases on mobile websites and on apps that 

personalize data according to their location and preferences, say, based on browsing or shopping 

history (Thinkwithgoogle). 

¶ Under these circumstances, the main conclusion to make is that it is crucial for any business to 

take advantage of mobile market to ensure growth and expansion. 

U.S. BIO FUEL MARKET 

Biofuels Market Size Will Reach USD 218.7 Billion by 2022, Globally: Zion Market Research  41 

According to the report, global biofuel market was valued at USD 168 billion in 2016, is expected to reach 

USD 218.7 billion in 2022 and is anticipated to grow at a CAGR of 4.5% between 2017 and 2022. 

Biofuel is an economically important and versatile vegetable oil used as a raw material for both food and 

nonfood products. Biofuel is most widely used vegetable oil in the world and is found in supermarkets 

ranging from sweets, baked goods, margarine, cereals, washing powders, and cosmetics. Biofuel is also 

used as a first-generation fuel. It is also used in preventing vitamin A deficiency, cancer, brain disease, 

aging; and treating malaria, high blood pressure, high cholesterol, and cyanide poisoning. Most biofuels 

are produced in Asia, Africa, and South America because the trees require warm temperatures, sunlight, 

and plenty of rain in order to maximize crop production. 

Factors such as improving economic conditions, rising living standards, and changing eating habits in 

emerging countries, and growing demand for vegetable oil as a feedstock for biodiesel production are 

driving the biofuels market growth. Furthermore, stringent regulations on trans-fat foods in U.S. and 

Europe are resulting in a rapid shift in consumption of soybeans oil to biofuels. Additionally, low price of 

biofuels than other vegetable oils is expected to boost the market growth within the forecast period. 

Moreover, increasing market penetration by major producing countries such as Indonesia, Malaysia, and 

Thailand may open up a new opportunity in the biofuels market in the forecast period.  

Biofuels market derivative segment includes crude palm oil, palm kernel oil, palm kernel cake, and others. 

The crude oil segment was a leading segment among the other biofuels derivative in the global biofuels 

market size in 2015 owing to growing applications such as edible oil, surfactants, cosmetics, biofuel, and 

lubricants. On the basis of application biofuels market is divided into edible oil, cosmetics, bio-diesel, 

 
41  https://www.globenewswire.com/news-release/2018/01/09/1285912/0/en/Biofuels-Market-Size-Will-Reach-USD-218-7-Billion-by-2022-

Globally-Zion-Market-Research.html 
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lubricants, surfactants, and other applications. Edible oil segment is expected to witness strong growth in 

upcoming years owing health concerns regarding trans-fat consumption.  

North America is anticipated to account for the leading share of the revenue pie throughout the forecast 

horizon. The rising awareness regarding the advantages of biofuels over conventional fuels, regulatory & 

political support and agricultural and economic support along with policies pertaining to environment 

conservation along with the increasing environmental concerns among the populace are contributing to 

the growth of the region. North America will be closely trailed by Europe, whose development will be 

governed by similar factors. 

Key players in Biofuels market are Copersucar S.A DSM, Green Plains Inc., Aemetis Inc, Western Dubuque 

Biodiesel Llc, Solazyme Inc, Renewable Energy Group, Raizen Energia Participacoes S.A, BlueFire 

Renewables, Aventine Renewable Energy Holdings, Inc. (AVRW), and Australian Renewable Fuels Ltd. 

among others. 

EIA expects stable U.S. biofuels production, consumption, & trade through 2020 42 

43 

In its February 2019 Short-Term Energy Outlook (STEO), EIA forecasts that several recent trends in U.S. 

biofuels markets will continue through 2020. In the STEO, production of fuel ethanol and net imports of 

biomass-based diesel stay unchanged, while net exports of fuel ethanol decline modestly. Federal 

mandates and state programs continue to support biofuel consumption through 2020; however, biofuels 

remain a relatively small share of total U.S. liquid transportation fuels supply.  

 
42 https://www.eia.gov/todayinenergy/detail.php?id=38532- March 1, 2019 
43 Source: U.S. Energy Information Administration, Short-Term Energy Outlook, February 2019 
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The most common biofuels consumed both domestically and globally are fuel ethanol and biomass-based 

diesel. Fuel ethanol is primarily blended with motor gasoline blendstock in the United States to produce 

10% ethanol blended motor gasoline, or E10. Biomass-based diesel, which collectively refers to biodiesel 

and renewable diesel, is typically mixed with ultra-low sulfur distillate fuel at varying percentages.  

EIA expects that U.S. fuel ethanol production will remain near current levels, decreasing slightly in 2019 

to 1.04 million b/d and increasing to 1.05 million b/d in 2020. Fuel ethanol production is largely dependent 

on domestic motor gasoline consumption, which has been relatively stable in recent years, as fuel 

economy improvements have largely offset increases in population and vehicle miles traveled. 

U.S. ethanol exports have accounted for an increasing share of production since 2013 and have 

contributed to market growth. EIA forecasts net ethanol exports, which reached nearly 110,000 b/d in 

2018, will fall to an average of 90,000 b/d in 2019 and 2020, driven primarily by the expectation that 

record levels of ethanol exports to Brazil in early 2018 will not persist.  

Biomass-based diesel productionτexcluding renewable dieselτwas about 120,000 b/d in 2018 and 

grows to 160,000 b/d in 2020. Total biomass-based diesel consumption will increase from an estimated 

134,000 b/d in 2018 to 174,000 b/d in 2020. Growth in domestic production will continue to be supported 

by antidumping and countervailing duties placed on biodiesel imports from Argentina and Indonesia that 

went into effect in 2017. Current import restrictions on these countries will contribute to flat biomass-

based diesel net imports through 2020, with U.S. biomass-based diesel net imports about 70% lower than 

the 2016 peak.  

Biofuels account for a relatively small share of total transportation fuels, with consumption supported 

over time by the federal Renewable Fuel Standard as well as state-level biofuel programs. U.S. 

consumption of motor gasoline was 9.31 million b/d in 2018, and EIA expects that it will increase by less 

than 1% annually to 9.36 million b/d by 2020.  

Of the motor gasoline demand in 2020, domestic ethanol consumption will contribute about 950,000 b/d, 

corresponding to a national-level blend rate estimate of 10.2%. Limited demand and ongoing regulatory 

and infrastructure hurdles for ethanol blends higher than E10 (e.g., E15, E85) and lower-priced petroleum 

blendstocks restrict higher domestic ethanol consumption rates.  
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U.S. diesel fuel consumption, which includes biomass-based diesel, is expected to increase from 3.8 

million b/d to 3.9 million b/d between 2018 and 2020 in the STEO. The share of biomass-based diesel in 

diesel fuel increases from 3.6% in 2018 to 4.5% in 2020. Demand for renewable diesel, which includes 

stand-alone production facilities as well as petroleum refiners that co-process renewable feedstocks in 

downstream units such as hydrotreaters, is expected to grow in 2020. 

The World's Oceans & Plastic  

The World's Oceans Are Infested With Plastic 45 

How often does the same old sad story repeat itself? You set out for a nice walk along a seemingly pristine 

beach but once you're out on the sand, it's clogged with plastic bottles and other garbage. A grim report 

estimates that there are over 5.25 trillion pieces of plastic weighing over 250,000 tons floating on the 

world's oceans. All of that pollution has had a serious impact on the environment with evidence even 

suggesting that marine organisms as far as 10km beneath the surface have ingested plastic fragments.  

The infographic below shows the distribution of plastic pollution across the world's oceans. The North 

Pacific has the highest level of contamination with nearly 2 trillion pieces of plastic while the Indian Ocean 

comes second with 1.3 trillion. According to a recent Greenpeace report, the world's top-6 companies sell 

plastic bottles weighing over 2 million tons every year - that's the same weight as 10,000 blue whales. 

Even though all plastic bottles can be recycled, unfortunately a huge number of them still end up in the 

ocean and landfill rather than the recycling plant.  

 
44 Source: U.S. Energy Information Administration, Short-Term Energy Outlook, February 2019 
45 https://www.statista.com/chart/8616/the-worlds-oceans-are-infested-with-plastic/ 
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Plastic Can Take 500 Years To Bio-Degrade In The Ocean 46 
In 2018, the European Parliament overwhelmingly backed a sweeping ban on a range of single-use plastics 

in an effort to curb maritime pollution. The proposed directive will ban items such as plastic straws, 

cutlery, plates, and cotton swabs by 2021 and ensure that 90 percent of plastic bottles are recycled by 

2025. MEPs backed the legislation by 571 votes to 53.  

According to the European Parliament, the products that will be banned account for over 70 percent of 

maritime litter. MEPs also agreed that measures need to be taken to reduce pollution from tobacco 

products, particularly cigarette filters that contain plastic. They are the second most littered single-use 

plastic item and one butt can pollute between 500 and 1,000 liters of water, taking up to a decade to bio-

degrade. Under the directive, waste from cigarette filters containing plastic will have to be reduced by 50 

percent by 2025 and 80 percent by 2030.  

The following infographic uses data from NOAA and Woods Hole Sea Grant to show just how long it takes 

for a range of other plastic items to bio-degrade in a marine environment. Governments have been highly 

active banning plastic grocery bags and they can take twice as long as cigarette butts to bio-degrade. 

 
46 https://www.statista.com/chart/15905/the-estimated-number-of-years-for-selected-items-to-bio-degrade/ 
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Other items are far worse, however, with plastic beverage holders, plastic bottles, and disposable diapers 

all taking 400 years or longer to finally break up and disappear.  

 

PepsiCo Announces Waste Diversion 47 
As a part of the 2025 initiative, the company aims to design 100 percent of their packaging to be 

recyclable, compostable, or biodegradable. The packaging initiative began execution when the 2016 

sustainability report came out. In 2017, 85 percent of Pepsi/ƻΩǎ ǿƻǊƭŘǿƛŘŜ ǇŀŎƪŀƎƛƴƎ ƳŜǘ ǘƘŜ ŎǊƛǘŜǊƛŀΣ 

Aulisi said. 

¢ƘŜ ǊŜǇƻǊǘ ŀƭǎƻ ŘƛǎŎǳǎǎŜŘ ǇǊƻƎǊŜǎǎ ǘƻǿŀǊŘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇŀŎƪŀƎƛƴƎ ŀƴŘ ǿŀǎǘŜ ǊŜŘǳŎǘƛƻƴ ƎƻŀƭǎΦ ά²ŜΩǊŜ 

already piloting plant-based, bioplastic bags in three locations across the globe, including Chile, India, and 

ƘŜǊŜ ƛƴ ǘƘŜ ¦Φ{ΦΣέ !ǳƭƛǎƛ ǎŀƛŘΦ ά¢ƘŜǎŜ ōŀƎǎ ŀǊŜ ǇǊƻŘǳŎŜŘ ŦǊƻƳ ǊŜƴŜǿŀōƭŜ ǊŜǎƻǳǊŎŜǎ ŀƴŘ Ŏŀƴ ōŜ ŎƻƳǇƻǎǘŜŘ 

in industrial composting facilities. 

 
47 https://www.bevindustry.com/articles/91299-pepsico-announces-waste-diversion-2017-packaging-results 
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Hemp 

Hemp has been making headlines for its impact on several mature markets ς from food and textiles, to 

building construction and nutraceuticals. Hemp is emerging as a potential commodity ripe to not only 

influence but possibly revolutionize major economic sectors around the world. 48 

The United States is currently the largest importer of hemp goods in the world. The hemp market 

generated over $820 million in sales in the U.S. in 2017, up from $680 million in 2016, and is expected to 

swell to $1.9 billion by 2022. Just under 10,000 acres of hemp were cultivated in the U.S. under 

agricultural pilot and other programs in 2016, and that number more than doubled to just under 26,000 

acres in 2017. Using available data for 2018, the Hemp Industries Association® estimates there are 

upwards of 1,200 licensed U.S. hemp farmers operating on over 40,000 acres, along with hundreds of 

processors across the nation. The new Farm Bill opens the floodgates to domestic production, economic 

stimulus, job creation, and opportunities for international trade.49 

The global industrial hemp market size is expected to reach USD $10.6 billion by 2025, according to a 

new report by Grand View Research, Inc. and the market is anticipated to expand at a CAGR of 14.0%.50 

Hemp is a fast growing, high margin business growing at a 22% CAGR currently valued at over $688 

million, and estimated to grow to $1.8 billion by 2020 in the USA.51 

! ƭƻǘ ƻŦ ǿƘŀǘ ƘŀǇǇŜƴǎ ƛƴ ǘƘŜ ƘŜƳǇ ƛƴŘǳǎǘǊȅ ǿƛƭƭ ŘŜǇŜƴŘ ƻƴ ǘƘŜ ŦŜŘŜǊŀƭ ƎƻǾŜǊƴƳŜƴǘΦ wƛƎƘǘ ƴƻǿΣ ƛǘΩǎ ŀƴ 

open market. People are trying to work as fast as possible to meet that high demand.52 

Ways Hemp Plastic Could Change the World53 

Did you know that it takes between 500-1,000 years for plastic to degrade? Plastic pollution is destroying 

our planet by the minute. In fact, so much plastic is thrown away each year it could circle the earth four 

times. And these numbers are on the rise. In the United States alone, Americans throw away 35 billion 

plastic water bottles every year. This plastic ends up in the land and the sea, devastating natural 

ecosystems. Worse yet, this same plastic pollution end up in our bodies. LǘΩǎ estimated that 93 percent of 

Americans over the age of six test positive for BPA, a chemical in plastic linked to cancer, diabetes, 

impaired immunity, and much more. Clearly, plastic pollution is an environmental and health hazard. But 

what if hemp could help? The basic building blocks of plastic are cellulose. Currently, cellulose is primarily 

obtained from petroleum. However, petroleum-based plastics are harmful to human health. Not to 

mention destructive to the environment. Hemp, on the other hand, happens to be an excellent source of 

cellulose and is sustainable. 

 
48 The Global State of HEMP - 2019 Industry Outlook - Hemp Business Journal 

49 https://www.thehia.org/HIAhemppressreleases/6968011 
50 https://www.prnewswire.com/news-releases/bright-future-for-cbd-and-hemp-industry-as-demand-continues-to-grow-822086414.html 

51https://
www.prnewswire.com/news-releases/future-farm-closes-on-120-acre-licensed-industrial-hemp-farm-projects-over-10million-in-revenue-660746053.html 

52
 https://www.telegram.com/news/20190330/fast-growing-hemp-industry-seen-as-22b-us-operation-in-next-three-years 

53 https://www.green-flower.com/articles/448/7-ways-hemp-plastic-could-change-the-world 
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Here are 7 ways how hemp plastic could change our planet. 

1. Hemp plastic is completely biodegradable  

2. Hemp plastic is non-toxic 

3. Hemp plastic could help save endangered wildlife 

4. Hemp plastic is extraordinarily versatile  

5. Hemp plastic decreases environmental pollutants  

6. Hemp plastic is stronger than petroleum-based plastics  

7. Hemp plastic is a renewable resource  

M&A Transactions 

 

Target Market 

The target market is geared towards consumers and companies who care about the planet; world 

renowned companies want to partner, publications have and continue to produce publications on our 

business. 

Eco-Conscious Consumers 

Awareness around the environment and sustainability has gained momentum over the last few years 

influencing consumer behavior. The issue of plastic waste, for example, has become well documented and 

ǎƘŀǊŜŘ ŀŎǊƻǎǎ ǎƻŎƛŀƭ ƳŜŘƛŀΣ ŀƴŘ ǘƘŜǊŜΩǎ ōŜŜƴ ŀ ƴǳƳōŜǊ ƻŦ ƘƛƎƘ ǇǊƻŦƛƭŜ ŎŀƳǇŀƛƎƴs on the issue ς from 

{ƪȅΩǎ #PassOnPlastic to the #BeatPlasticPollution movement for World Environment Day. 

About half of the digital consumers we interviewed in the UK and U.S. said they consider the environment 

when they make a purchase decision. 

When we ask these consumers why they would buy eco-friendly products over their current product when 

ŀǇǇƭƛŎŀōƭŜΣ ƛǘΩǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ŀƴŘ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘ ǿƘƛŎƘ ŀǊŜ ǘƘŜ ǘƻǇ ƳƻǘƛǾŀǘƛƻƴǎΦ ул҈ ǎŀȅ ǘƘŜȅ ƳŀƪŜ ŜŎƻ-

friendly brand choices because they care about the future of the planet, or because they think we should 

be respectful of the other living creatures in our environment. 
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There are other notable motivations, though. 

6 in 10 believe eco-friendly products are likely to be better for their health, while about 40% think they 

are better quality. 

Social factors beyond just social class or education level are also important in the decision-making process 

for buying new products. A fair share also want to be a positive role model for friends or family, perhaps 

showing that some consumers buy eco-friendly because of the image and social status associated by doing 

so; it allows them to obtain group influence and be respected by their peers. 

We see some interesting differences here by age. The results indicate that customer behavior amongst 

older age groups are more likely to think eco-friendly products are good for their health, while younger 

groups are more likely to associate them higher-quality. But whilst acknowledging these emotional 

responses with psychological and personal factors, the proportion who buy eco-friendly products on a 

regular basis is because they care about the planet is consistently high across all of the age groups in our 

customer reviews. 

This movement clearly plays an important role. Brands should be capitalizing on their marketing decisions 

and strategies to increase market share, influence and understand consumer behavior, facilitate brand 

loyalty and attract potential customers. 

Eco-Conscious Consumers are defined as internet users aged 16-64 who say that concern for the 

environment affects their day-to-day buying decisions. 
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Average Annual Expenditures in the US  

According to the United States Bureau of Labor Statics, the average annual expenditures during this period 

were $50,486. Northeast spending was $54,918, Midwest spending was $47,846, Southern spending was 

$46,823, and Western spending was $55,453.54 

The average annual expenditures break down as follows: 55 

¶ Housing ς 33.9 percent, or $17,115  

¶ Transportation ς 17 percent, or $8,583  

¶ Food ς 12.8 percent, or $6,462  

¶ Personal insurance and pensions ς 11.1 percent, or $5,604  

¶ Health care ς 5.9 percent, or $2,979  

¶ Entertainment ς 5.6 percent, or $2,827  

¶ Apparel and services ς 3.6 percent, or $1,817  

¶ Cash contributions ς 3.4 percent, or $1,717  

¶ Education ς 2.1 percent, or $1,060  

¶ Miscellaneous ς 1.7 percent, or $858  

¶ Personal care and services ς1.2%, or $606  

¶ Alcoholic beverages ς 0.9 percent, or $454  

¶ Tobacco products and smoking supplies ς 0.6 percent, or $303  

¶ Reading ς 0.2 percent, or $101  

Demographics - United States (People & Businesses)   

 (Note: The US census updates every 10 years.) 

FACT56 UNITED STATES 

Population estimates, July 1, 2018,  (V2018) 327,167,434 
Population estimates base, April 1, 2010,  (V2018) 308,758,105 

Population, percent change - April 1, 2010 (estimates base) to July 1, 2018,  (V2018) 6.00% 

Population, Census, April 1, 2010 308,745,538 

Persons under 5 years, percent 6.10% 

Persons under 18 years, percent 22.60% 

Persons 65 years and over, percent 15.60% 

Female persons, percent 50.80% 

Veterans, 2013-2017 18,939,219 

Foreign born persons, percent, 2013-2017 13.40% 

Housing units,  July 1, 2017,  (V2017) 137,403,460 

Owner-occupied housing unit rate, 2013-2017 63.80% 

Median value of owner-occupied housing units, 2013-2017 $193,500  

 
54 https://www.creditloan.com/blog/average-american-spends-on-entertainment/ 
55 https://www.creditloan.com/blog/average-american-spends-on-entertainment/ 
56 https://www.census.gov/quickfacts/fact/table/US/PST045218 
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Median selected monthly owner costs -with a mortgage, 2013-2017 $1,515  

Median selected monthly owner costs -without a mortgage, 2013-2017 $474  

Median gross rent, 2013-2017 $982  

Building permits, 2017 1,281,977 

Households, 2013-2017 118,825,921 

Persons per household, 2013-2017 2.63 

Living in same house 1 year ago, percent of persons age 1 year+, 2013-2017 85.40% 

Language other than English spoken at home, percent of persons age 5 years+, 2013-2017 21.30% 

Households with a computer, percent, 2013-2017 87.20% 

Households with a broadband Internet subscription, percent, 2013-2017 78.10% 

High school graduate or higher, percent of persons age 25 years+, 2013-2017 87.30% 

Bachelor's degree or higher, percent of persons age 25 years+, 2013-2017 30.90% 

With a disability, under age 65 years, percent, 2013-2017 8.70% 

Persons  without health insurance, under age 65 years, percent 10.20% 

In civilian labor force, total, percent of population age 16 years+, 2013-2017 63.00% 

In civilian labor force, female, percent of population age 16 years+, 2013-2017 58.20% 

Total accommodation and food services sales, 2012 ($1,000) 708,138,598 

Total health care and social assistance receipts/revenue, 2012 ($1,000) 2,040,441,203 

Total manufacturers shipments, 2012 ($1,000) 5,696,729,632 

Total merchant wholesaler sales, 2012 ($1,000) 5,208,023,478 

Total retail sales, 2012 ($1,000) 4,219,821,871 

Total retail sales per capita, 2012 $13,443  

Mean travel time to work (minutes), workers age 16 years+, 2013-2017 26.4 

Median household income (in 2017 dollars), 2013-2017 $57,652  

Per capita income in past 12 months (in 2017 dollars), 2013-2017 $31,177  

Persons in poverty, percent 12.30% 

Total employer establishments, 2016 7,757,807 

Total employment, 2016 126,752,238 

Total annual payroll, 2016 ($1,000) 6,435,142,055 

Total employment, percent change, 2015-2016 2.10% 

Total nonemployer establishments, 2016 24,813,048 

All firms, 2012 27,626,360 

Men-owned firms, 2012 14,844,597 

Women-owned firms, 2012 9,878,397 

Minority -owned firms, 2012 7,952,386 

Nonminority-owned firms, 2012 18,987,918 

Veteran-owned firms, 2012 2,521,682 

Nonveteran-owned firms, 2012 24,070,685 

Population per square mile, 2010 87.4 

Land area in square miles, 2010 3,531,905.43 
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Industry Reports & Market Analysis 

Reports and Snapshots that are directly or indirectly related: 

Bottled Water Production in the US - IBISWorld Industry Report ($7.2bn) 
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Snapshot of Energy Drink Production in the US - IBISWorld Industry Report 
($8.9bn) 
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Plastic Bottle Manufacturing in the US - IBISWorld Industry Report ($13.1bn): For 
Comparison or Market Share  
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Snapshot of Recycling Facilities in the US - IBISWorld Industry Report ($6.6bn) 

  


