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smartwater is a premium water brand founded in 1996 and under the parent brand Coca-Cola, the 
brands current image is based upon natural and sophisticated values. We see this in their consistent 
use of organic blue colors and through their use of Jennifer Aniston as their spokeswomen. Through 
researched gathered from InfoScout we found that 73% of smartwater sales come from consumers 
under the age of 54 because of this we will be targeting middle/upper-class from the ages of twenties 
through their fifties. Our desired brand image will be played off of the sophisticated current image the 
brand creating a theme, “think smart, drink smarter.” We want our brand to be seen as the higher-lev-
el choice and smarter brand of water to drink to achieve this we plan on including spokespeople with 
an intelligent reputation such as Oprah Winfrey, Bill Gates, and Mark Zuckerburg to encourage our 
audience to drink smarter. We will also be updating our packaging to contain an allusion to somewhat 
of a fortune cookie, containing a peel off sticker with a wise proverb about water. We plan on keying 
in on the sophisticated reputation of smartwater while also individualizing each consumer experience 
which will hopefully lead to them wanting to buy smartwater more. Our goal is increase the purchase 
and consumption of smartwater sales by 12% in the next two years.
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According to Bottled Water Web, smartwater was founded in 
1996 by J. Darius Bikoff through Energy Brands, Inc, which later 
became Glaceau. Glaceau was purchased for $4.1 million by 
Coca-Cola in 2007 as an effort to get ahead of PepsiCo in the 
noncarbonated beverage industry (Reuters). As a product now 
owned by the giant that is Coca-Cola, smartwater is currently 
the top-selling premium-priced water brand in America, accord-
ing to Fortune.com. It is not a coincidence that the brand image 
of smartwater bears similiarities to that of Vitaminwater, as this 
brand is also a Glaceau brand (Fortune). A product in the premi-

um-priced water category must be extremely 
strategic in its brand image, as its brand im-
age is almost everything in this particular cat-
egory. According to Business Insider, premium 
water brands rely on “calibrated pH levels and 
minerality, purity, and presentation.” smartwa-
ter itself differentiates itself by marketing their 
product to be vapor distilled water with added electrolytes for taste.
 Some consumers may wonder why premium water would be chosen over a more economical 
choice for water. Isn’t all water the same? In fact, research shows that people are moving away from 
unhealthy sodas, leading to a rise in water sales. Premium waters account for 6% of volume of pack-
aged water. Though it may seem like a niche market, the premium water market has really caught on, 
leading to the opening of “water bars and restaurants with water menus (Business Insider.)” It may 
not make sense to many, but it is becoming popular to take pride in the quality and packaging of the 
water you drink. 

target 
audience

 Our Target Audience for ‘think 
smart, drink smarter.’, is anyone 
form the ages of twenty through 
their fifties. Going off of data 
gathered from InfoScout we found 
tha the majority of our consumers 
from 2014-2015 were in that age 

range, specifically 73% of consumers ranged below the age of 54. We are targeting middle/upper class 
adults because we also see that from our data that most of our consumers are from that 
income level. Because smartwater is a premium water we want to target adults who have 
the availability of a disposable income to spend. 
 We plan on using spokespeople who are prominently known for their intelligence 
and ambition because we believe that our consumers also value these characteristics. 
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Our key benefits include the fact that smartwater 
is: 
 vapor-distilled
 enhanced with electrolytes
 free of sodium
 free of artificial sweeteners 
 and enhanced with calcium, magnesium, 
and potassium

The key consumer benefit that most shapes 
the brand image as a whole is the fact that it is 
vapor-distilled. By being vapor distilled, it is as 
if the consumer is drinking water directly from a 
cloud, yet free of all the pollutants and impurities 
of a raindrop. This benefit is where the tagline 
“inspired by the clouds” stemmed from. 
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 smartwater’s current brand image really keys in on their long standing brand ambassador, 
Jennifer Aniston who is an acomplished business women and actress. They have released multiple 
ads showing Jennifer staying hydrated with Smart Water. We see this in natural settings such as stay-
ing hydrated on a hike, but also in an ad showing her with the product on the red carpet. These ads 
give the brand more of a personality while also playing off of their current reputation/ image of being 
sophisticated and natural. The brand has a famous tagline, “inspired by the clouds” using imagery 
of clouds and shades of blue showcasing organic qualities. The brand gives off a very sophisticated 
appearance. 
 One way smartwater maintains that sophisticated image is by keeping things simple. Absoulte-
ly all body text is lower case, providing a sense of calmness and serenity. This also mirrors this idea 
of being “inspired by the clouds,” as clouds are known to pass slowly with a sense of stillness and 
steadiness. Their brand image invokes memories each person has of laying in the cool grass on a 
warm day, looking up at the clouds as the float by. Their brand image invokes a feeling of simplicity 
and constancy, like a a familiar friend to the consumer. 
 Because of all these great qualities already presently invoked in the current brand image, we 
do not want to reinvent smartwater’s brand image, but just refine it and tailor it. The sophisticated 
image is already possesses appeals well to the target audience and does well at displaying the key 
consumer benefit. We want to continue this theme of sophistication, with a slightly more tailored and 
specific approach. Simplicity provides stability, but sophistication is what will set the brand apart from 
the competition, who often take a different approach in regards to brand image. 



direct competitors

desired brand image
We want to take smartwater’s sophisticated image farther up a notch 
with specific celebrity spokespeople and endorsements. These figures 
will do well in appealing to our target audience, as they are figures older 
adults are more likely recognize and revere than millenials. 
 Going along the theme of “think smart, drink smarter,” the main 
concept would be highlighting why these prominent celebrities, known 
for their intelligence and ambition, choose to think smart and, in turn, 
drink smart with smartwater. 
 The brand should stand out in the mind of the consumer as being 
a higher level choice for drinking water, one that is not about gimmicks 
or appearances, but is the the simple, smartest choice for healthy, so-
phisticated living. smartwater is for smart people. 
 Intelligence is an understated art and that is what smartwater will 
envoke in their image. 
 To achieve this image, commercials including our celebrity 
spokespeople, like Oprah Winfrey, Bill Gates, and Mark Zuckerberg, 
talking about why they value thinking smart, but find it important to drink 
even smarter. This plays well into the current move-away from un-
healthy sodas that we are currently seeing in the market that is leading 
to the rise of sales in packaged water. 
 Packaging would also be updated to contain an allusion to some-
what of a fortune cookie, containing a peel-off sticker with a wise prov-
erb about water. This will individualized the consumer experience and 
leave them wanting to buy more to see what they will learn next. 

 While smartwater displays a clean and 
simple look with effortless design, direct competitors in the premi-
um water category thrive on making a splash and being noticeable. 

As previously mentioned, success of a premium water brand 
has much to do with the packaging. Competitors like PepsiCo’s 
LIFEWTR and FIJI display bright colors that pop off of the shelf 
and draw in the eye. 
 While smartwater maintains a stable image, PepsiCo’s 
LIFEWTR’s positioning within the industry is the fact that they 
are constantly changing. At a store there may be multiple bottles 
with different artwork, and the consumer can choose based on 
what appeals to them. The art is consistently changing. 
 FIJI brands themselves by appealing to the carefree, beach 

lifestyle. Their brand image evokes thoughts of sitting by the ocean 
in a tropical environment with no worries or responsibilities. The 
bright packaging and unique bottle shape makes them stand out. 
 blk. employs a somewhat similar tactic to smartwater, with 
the lowercase body text and simple design and color scheme. 
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goal

strategic message

 One of our indirect competitors is Deer Park water and their parent company is Nestlé Waters 
North America. The foundation for their image is rooted in being an all natural 100% spring water 
choice, the brand itself has less advertising and weighs in being the cheaper more convenient brand 
to pick. We see that Deer Park water is often bought in large abundant packages allowing them to also 
have sales on these large packages. This brand is not often found in vending machines or for individ-
ual sale, which could be more convenient for some consumers to buy large packages of the water. We 
even see this in this week’s ad for the chain grocery store, Publix below advertising a two, twenty -four 

packs of water for seven dollars. 
 Another indirect competitor is Aquafina and their parent 
company is PepsiCo. Recently under the brand of Aqua-
fina, PepsiCo has really been expanding their options of 
products adding new flavors of sparkling water such as 
lemon lime, orange grapefruit and and black cherry drag-
on fruit. This is also the same year that smartwater added 
sparkling water to the shelves, we see that both of these 
brands are desiring to expand and go in the same direction. 
This expansion of products ultimately helps brand recogni-
tion of the Aquafina logo which could lead to customers to 
purchasing more Aquafina products all for brand consisten-
cy. However because of this also leads to Aquafina being 
an even bigger competitor, because they are now also 
competing with different types of sparkling water. 

Inside every person is an inner genius, inside 
every bottle is smartwater. 

Our goal is to increase purchase and consumption of smartwater 
by tailoring our target audience to the upper and middle class, 
specifically those who value success and intelligence. 
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