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Introduction:

So You Want to Go Beyond the Bottle?

Dear Water Lover,


Congratulations! You’re about to embark on a possibly lengthy, sometimes arduous, but ultimately very rewarding journey through the psyche of your campus community and the intricacies of your administrative bureaucracy.


If you’re like us, you think bottled water is a silly waste of money at best and an ominous threat to the fabric of our society at worst. Either way, we’re glad you recognize the value of our nation’s tap water infrastructure, and we’re super excited to have you join the ranks of those defending it!


This campaign guide is student-written, totally unprofessional, and candidly based on the experiences of the so-far-pretty-successful Beyond the Bottlers of Brown University. None of us has been formally trained in community organizing, and none of us had ever led campaigns like this before we started. All that means is that, if we can do it, so can you! We want to share what we’ve learned, but we don’t make any promises: some of the information here will be useful and some just won’t work for you. For that reason, it isn’t arranged as a series of steps, but as a bunch of ideas and suggestions. Pick and choose what works and what doesn’t, and craft your own amazing campaign!

As much as we want to share our experiences with you, we also want to learn from you. We’d love to hear your feedback, input, and stories, so please visit our website at www.beyondthebottle.org or e-mail us at beyondthebottle@gmail.com. Let us know what you’re up to, what’s working and what isn’t, and if there’s any way that we can help.

We see Beyond the Bottle as more than a campaign. It is a lifestyle, a movement, and a dream: a dream of safe, free access to clean drinking water for all. For now, we’ll take it one university at a time. So let’s get started!

Best wishes,

Ari Rubenstein ‘11

Steering Committee, Beyond the Bottle, Fall 2009

Why Bottled Water?




Take a look at this bottle of water:

We see bottles like this every day, and most of us rarely think twice about them. But where do the plastic and water come from? And where do they go when we’re all done?


According to various accounts, 25 to 40 percent of bottled water in the U.S. comes from public water sources, a.k.a. tap water.
 For the companies that produce this water, it is an incredibly lucrative venture; they usually pay the standard municipal rate for tap water, which is less than one cent per gallon, and then resell it for anywhere between 240 to 10,000 times that price.
 In 2008, the top three bottled water brands in the U.S. by volume were Nestlé Waters North America’s PureLife, Pepsi’s Aquafina, and Coca-Cola’s Dasani
 – all three of which come from municipal sources.


As bottled water grows in popularity, we are witnessing a shift away from consumption of tap water. Today, one in five Americans only drink water from bottles. A generation of children is growing up believing that the only healthy water comes from bottles, and that tap water is impure.
,
 This means that we are becoming more and more dependent upon huge, profit-motivated multinational corporations to provide one of our most important and fastest dwindling resources: clean drinking water.


These companies have done a fantastic job convincing us that their water is pure and delicious, thanks to advertising that appeals to a cultural fascination with youth, beauty, and purity.
 (Many people are amazed to discover that Aquafina was launched in 1994 and Dasani, 1999 – they are now so ubiquitous, it’s hard to imagine life without them.) But how pure and safe is the water that they’re selling?
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Tap water is regulated by the Environmental Protection Agency (EPA). Bottled water is regulated by the Food and Drug Administration (FDA), which lacks the enforcement authority that the EPA wields. By law, the FDA must set the same standards for drinking water that the EPA sets, or issue an explanation as to why they are not doing so; but the FDA does not require testing nearly as often as the EPA does for tap water, does not inspect plants as often, and, perhaps most shockingly, does not require companies to warn consumers of violations, even when they do find them.
,

Finally, there are the staggering environmental impacts of bottled water. First, when millions of gallons of water are removed from local watersheds, the hydrological cycle is disrupted, affecting water available for human usage as well as damaging local ecosystems.
,
 Then, there’s the plastic: Annually, 17 million barrels of oil are consumed in the production of the bottles alone – enough oil to fuel 1.3 million cars for a year. This figure does not include the oil burned in transportation or refrigeration of the water. In fact, the amount of oil used in the lifetime of a plastic water bottle is the equivalent of filling that bottle one-quarter of the way with oil.
 Finally, bottled water takes an enormous toll on our landfills. Less than 15% of single-use plastic water bottles are recycled nationwide; we send 30 million to our landfills every day.
 This is not just another drop in the bucket (pardon the pun).

The facts are clear: bottled water has negative impacts on our society, our health, our environment, and our wallets.
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The need for action is urgent. We are the ones who can make the change.

Beyond the Bottle: The Campaign at Brown


Beyond the Bottle was formed in February, 2009, when a few members of the environmental student group emPOWER Brown, partially inspired by the bottled water ban at Washington University in St. Louis, decided that going bottle-free was a worthwhile campaign.

BtB Semester 1: Spring 2009


In our first months, we focused on awareness efforts and partnership with Brown Dining Services (BDS). We held blind taste test challenges on our Main Green and hosted movie screenings. Our biggest success was a project, in partnership with BDS, at Josiah’s, an on-campus fast food eatery that accounts for 25% of bottled water sales. For our pilot month of April, we had a table in the seating area every night, handing out brochures and inviting people to sign up for our listserv. BDS allowed us to post signs in the servery encouraging customers to choose tap water over bottled water. At the end of the semester, we learned that we had achieved a 35 to 40% reduction in bottled water sales at Jo’s. Finally, we handed out an info sheet at a meeting of the Brown University Community Council (BUCC), a body representing students, staff, faculty, the graduate school, and the medical school, letting them know who we were, what we were up to, and that we would be back to make a formal presentation in the fall.

BtB Semester 2: Fall 2009


When we got back to campus in the fall, we jumped right in with a Water Carnival on the Main Green, featuring a trivia game, water pong, the taste test challenge, free tap water, and more. BtB grew in size, until we were the largest subgroup of emPOWER, with anywhere from 12-25 people at a given meeting. We established a Steering Committee to better direct our efforts. We held a screening of the brand new documentary Tapped; in the weeks leading up to the screening, we tabled in the mailroom, soliciting signatures for our pledge and advertising for the move. We wound up getting over 300 signatures, and over 100 students and community members attended Tapped.

In November, we met with President Ruth Simmons and asked her for her support and to establish a task force charged with implementing the elimination of bottled water and the improvement of our tap water infrastructure. She agreed to both. A few days later, we came back to the BUCC and made a presentation, as promised. The BUCC passed a resolution moving, among other things, “that students, faculty and staff work as soon as possible to the complete elimination of bottled water.” In mid-December 2009, the Task Force on Bottled Water at Brown met for the first time, and is, as of this writing, working to eliminate bottled water as quickly as possible.

Components of a Successful Campaign

· Committed, enthusiastic members

· A clear, simple, unified message

· A positive attitude towards the target audience and the power-holders

· Explicit end goals

· Intermediate goals/benchmarks

· A constant campus presence – keep building momentum!

A united front: make your campaign fun and rewarding for those involved!

· Taking Stock: Identifying the Power-Holders

Essential Question:
Who holds the power to get rid of bottled water?

Brainstorm:
· Dining Services: Controls much of the supply of bottled water sold in individual units.

· Catering (if separate from Dining): Controls much of the water given out at events (as opposed to retail sale).

· Student Body/Campus Community: The consumers. If their demand decreases, supply will decrease.

· Administration: Has final authority – can intervene to institute a ban.

· Others: Facilities (provides tap water); Purchasing (pays for departmental bottled water usage); Emergency Plan; Events (major consumer)

Prioritize: Who will you target first?

Consider:

1. Usually, the administration will demand proof of student support before taking action. What events or publicity can you do to raise support for the cause?

2. By the terms of their contracts, Dining Services may need to prove reduced demand before they can reduce the supply of bottled water.
3. How can you reduce student demand? Can you partner with Dining Services on a demand reduction project?
4. What other groups on campus can you partner with, to share resources and manpower?
5. Bottled water is a relatively new fad. Do some research: what was consumption like 20 years ago? How was water distributed at events? How can we be better than the old system, but without bottles?
6. You know your campus best, but don’t reinvent the wheel! What have other schools done?
Setting Goals

· You want everyone to agree on your goals. Include as many people as possible in the goal-setting conversation.

· Be realistic. Don’t aim for the complete elimination of bottled water in one month.

· Be ambitious! Don’t take it too slow, or you’ll lose momentum. Push your community and your administration to make change happen quickly.

· Plan ahead, and plan holistically. When deciding on an awareness event, think: how does this advance our goals?

· Set benchmarks based on a certain number of pledges desired, reductions in bottled water sales (if data is available), or even awareness events.

A Note on Campaign Messaging

In crafting a campaign message, it is crucial that you come up with one catchy, concise, clear, and consistent mission statement:

Catchy: Make it memorable. Even if your audience doesn’t get it exactly right, they’ll remember who you are and what you’re campaigning for.

Concise: Keep it short! When you’re engaging passers-by, you want to snag them in one sentence.

Clear: Make sure you get your whole message across. You want people to ask follow-up questions like “why?” and “how?” – not “huh?” or “what?”

Consistent: Everyone on your team needs to know the message by heart and be prepared to deliver it and answer questions.

Exhibit A: It took a while, but Beyond the Bottle at Brown eventually came up with a one-sentence statement. It isn’t so catchy, but it is concise, clear, and easy to keep consistent:

“To eliminate the supply and demand of bottled water at Brown University”

Each word is significant!


·  Eliminate: We don’t settle for half-measures

·  Supply: No distribution or sale

·  Demand: No one will want it!

·  Bottled water: Specific target

·  Brown University: Realistic goal - we’re not tackling the world… yet.

A Note on Stakeholder Communication

Or: The Importance of the Word “With”
If there’s one thing that we’ve learned about how to handle Dining Services, the administration, and other stakeholders, it’s the importance of positive communication.

Throughout our campaign, we have worked with Brown Dining Services to figure out how to provide alternatives to bottled water. We don’t go out and protest them on the Main Green; we don’t sabotage stocks of bottled water. We do research alternative products that they could sell to make up for lost profit. In the spring, we found reusable metal water bottles to sell; the trial run (several hundred) sold out quickly. In the fall, they ordered more, this time with our own Beyond the Bottle logo on them. We have a trusting relationship and we help each other out! BtB’s BDS liaisons feel comfortable dropping by their offices any time to check in, talk strategy, or just say hello.

Our positive interactions have had a ripple effect in our dealings with other members of the administration. When we went to talk to the Student Activities Office about our Water Carnival, they had already heard of us and were eager to help support our cause. Similarly, when we met with the President, she had also heard of Beyond the Bottle and was just waiting for us to come talk to her about it.

The moral of the story: Treat everyone like a good guy until proven otherwise, and you’ll find they’re on your side!
Event Planning

Outreach events are arguably the most important aspect of your campaign!
Goals of a Student Outreach Event:

1. Raise awareness about the issue

2. Get more volunteers to join your campaign

3. Increase visibility of the campaign on campus

4. Get every attendee involved in some way, even if they don’t join the campaign.

Keys to a Successful Event:

1. Have a point person for the event. This person will be in charge of coordinating all aspects of the event. If you have enough people, create an event committee. The point person must be able to delegate!

2. Make sure you know your budget! If you need expensive materials, you’ll need to start asking for money from campus departments in advance.

3. Make lists! To-do lists, materials lists, every list you can think of.

4. Publicity! If you have enough people, it’s worth it to assign one person the role of Publicity Coordinator. You want to pursue every avenue possible: get an ad in the newspaper, get it up on online campus forums, get it on ad screens in your student center, make sure posters cover the campus, etc.
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To-Dos:

· Do a write-up of the event like the sample below! It’ll help you think through everything you need to do.

· Once you’ve set your date, time, and location, reserve your space with your Scheduling Office.

· If you’ll need media equipment, make sure you contact Media Services as well.

· Obtain materials needed (posters, markers, chicken wire, movie, whatever!)

· Co-ordinate volunteers: who will be working the event, and at what times?

· Have a pre-event set-up party! If you have lots of materials to make, you may want to do this the night before or a few days in advance.

· Don’t stress too much. If you prepare well, it’ll go well; there will always be something you forget, but it won’t matter!

Sample Event: Tapped Screening

Where/When: Tuesday, 11/10/2009, 8 p.m. in Lower Salomon Auditorium

Materials Needed: $200 to pay for movie rights, the movie itself, bottles to give out outside, table with more information, Beyond the Bottle info sheets, BtB stickers, pledge sheets, listserv sign-up sheets, pens and pencils, nametags, publicity materials: posters and tableslips

Pre-Event Tasks:
· Write grant proposal to bring to Undergraduate Finance Board to get $200 for movie rights

· Send check to film company

· Reserve auditorium with Scheduling

· Reserve projector/sound system with Media Services

· Reserve table with the Student Activities Office or Facilities

· Contact 

· Go to the Copy Center to get color copies made of movie poster, tableslips made for distribution in the dining halls, and more BtB stickers printed to give out at the screening.

· Get volunteers to hang posters around campus and tableslip in the dining halls.

· Print more pledge sheets, info sheets, and listserv sign-up sheets.

· Make nametags for campaign members

· Decide who will give a welcome/introduction, and what he/she should say
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Day-of-Event Tasks:
· Arrive early! Check out the space – did Media Services come and turn on the projector? Test out the DVD player and projector; get everything set up so all you need to do is press play.

· Set up table in atrium. Bring free reusable bottles to distribute (if you have any), and all of the print material for the table.

What Will Attendees Do?
1. Arrive and take seats

2. Watch the movie.

3. Get material to take home to help them remember the event – stickers and/or reusable bottle, print materials about the campaign

4. Take action: Sign the pledge and/or join the listserv to get more involved!

Are the Goals of a Student Outreach Event Met?
(see Goals above)

1. Yes, the movie does raise awareness about the issue.

2. Yes, the listserv sign-up sheet is an opportunity for more volunteers to get involved.

3. Yes, our publicity for the event helped increase awareness of our campaign on campus, as did our welcome speech in which we briefly outlined the campaign for attendees.

4. Yes, everyone participates in some way, by taking action on the spot and taking materials home.

How to Engage Average Joe

One of the best ways to raise your campaign’s campus visibility is to table outside or in a high-traffic indoor location such as your student center. At your table, you should have signs and posters to draw attention to yourself, print materials to give out to people who are interested, and something interactive to draw passers-by. A blind taste test between a few brands of water (whatever are most common on your campus) and tap water is a great, fairly easy activity. You should have at least two volunteers at the table at any given time: one to draw people over to the table and chat them up, and the other to help people with print materials and the activity (e.g. taste test).
Some guy walks up to your table…
It can be difficult to snag people, which is why you want to make your table as inviting as possible. Then, once someone comes over to you, you must be prepared to answer his/her questions. Keep in mind that this person may not know much about the issue of bottled water, and may not have a lot of time to hear the finer details of differences in FDA and EPA coliform bacteria regulation.

Chances are, you’ll get one of two questions right away:

1. “Who are you guys?”

2. “What’s so bad about bottled water?”

1. If someone asks question 1, respond quickly with the name of your group and your brief mission statement. Then, ask them if they drink bottled water, and skip to step 3.

2. If someone asks you question 2, avoid the temptation to launch into a speech about the awful social, health, economic, and environmental impacts of bottled water. You’ll see their eyes glaze over in front of you. You must find out what issue will speak to them the most, and the way you do so is simple: ask them if they drink bottled water.

3. If they say “no, I only drink tap water anyway,” you’re good, but don’t let them escape just yet! Give a few fun facts anyway about why bottled water is bad, and find a way to get them to take action! (Sign a pledge, participate in the table activity, sign up for the listserv, or at least take a brochure.)

4. If they say yes, say, very politely: “Can I ask you why you choose bottled water?”
This is your big opening! Chances are this person will say one of three things:

1. “I just think it tastes better.”

Your response: Have them take a blind taste test challenge. Even if they choose the bottled water, they’ll have to concede that it was very difficult to tell them apart.

2. “I heard that it’s healthier than bottled water.”


Your response: Keep asking questions that lead to your whopping facts. “Oh, really? Where did you hear that?”, “Actually, did you know…?”

3. “It’s just more convenient than having to carry around a reusable bottle all the time.”


Your response: This one is the trickiest, but don’t despair! There are a number of ways to approach this. First, you can ask if they would choose tap if it were more conveniently available. If they say yes, ask them to support that aspect of your campaign; if they say no, ask why, and you’ll find a different reason that you can then jump off of (e.g. taste or safety). Second, you can appeal to their human decency: pick a few choice facts about bottled water and see if it’s really worth it (don’t forget to throw in the exorbitant cost – ask how much they drink and do a quick mental math calculation of weekly/monthly cost savings). If they’ll have none of it, the best you can do is make sure they take a brochure and hope that some of the facts make them change their minds.

The point of all of this is to deconstruct people’s assumptions about bottled water, and arm them with new knowledge so that they choose tap!

A note: Don’t be discouraged by the people whose minds you can’t change. They will always exist; but if you can shift the societal norm so that people give them dirty looks when they’re seen with a water bottle, you’ll eventually change their habits, indirectly, too!
The Beyond the Bottle Pledge

(Sample)

*actual pledge is a full half sheet of paper
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More Information and Resources

All of the footnotes on pages 5-6 are excellent sources of information about bottled water. You can also view the text of bottled water regulation on the FDA’s website, and the text of tap water regulation on the EPA’s website.

Other great resources include:

Think Outside the Bottle, a national campaign of Corporate Accountability International:

www.thinkoutsidethebottle.org
Take Back the Tap, a national campaign of

Food and Water Watch:

http://takebackthetap.org
For more information about Beyond the Bottle or emPOWER Brown, please visit:

www.beyondthebottle.org
www.empowerbrown.org
OR contact:

beyondthebottle@gmail.com
empowerbrown@gmail.com









� National Resources Defense Council (NRDC). “Bottled Water: Pure Drink or Pure Hype?” 1999. http://www.nrdc.org/water/drinking/bw/exesum.asp


� Royte, Elizabeth. Bottlemania: How Water Went On Sale and Why We Bought It. New York: Bloomesbury USA, 2008.


� Beverage Marketing Corp. News Release, 20 April 2009. http://www.beveragemarketing.com/?section=pressreleases


� Source: Company websites.


� Bullers, Anne Christiansen. “Bottled Water: Better Than the Tap?” FDA Consumer Magazine. U.S. Food and Drug Administration, July-August 2002.


� Ferrier, Catherine. “Bottled Water: Understanding a Social Phenomenon.” Commissioned by the World Wildlife Fund. April, 2001.


� Ibid., pp. 17-18


� Government Accountability Office (GAO). “Bottled Water: FDA Safety and Consumer Protections Are Often Less Stringent Than Comparable EPA Protections for Tap Water.” Report to Congressional Requesters, 6/09


� Environmental Working Group (EWG). “Is Your Bottled Water Worth It?” 18-month investigative study conducted 2008-2009. http://www.ewg.org/health/report/bottledwater-scorecard/bottle-vs-tap


� Glennon, Robert. Water Follies: Groundwater Pumping and the Fate of America’s Freshwaters. Washington, DC: Island Press, 2002, p. 7


� Royte, p. 56-59


� Ibid., p. 139.


� Howard, Bryan Clark. “Message in a Bottle: Despite the Hype, Bottled Water is Neither Cleaner Nor Greener Than Tap Water.” E – The Environmental Magazine, September/October 2003. http://www.emagazine.com/view/?1125





PAGE  
21
( Beyond the Bottle, emPOWER Brown, Brown University 2009


