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1.1

INTRODUCTION

Greenland Home Rule has asked NIRAS Greenland A/S and NIRAS Consult-
ants A/S to conduct a market survey as part of the total ’Greenland Ice and Wa-
ter” project.

The market survey serves to provide increased market knowledge with a view to
supporting an assessment of whether there is a commercial product and market
potential for exporting Greenland ice and water. The survey is limited to bottled
drinking water based on tapping from glaciers. However, it is assessed that the
results of the market survey could in some contexts be used on other ice and
water products from Greenland, if the same unique Greenland characteristics
and associations can be ascribed to these products.

At the same time, the survey serves to provide an overview of the investment
climate for commercial utilisation of Greenland ice and water resources.

The market survey consists of several part-surveys, and this report sums up the
overall results of these surveys. Based on that, the report further gives a number
of strategic recommendations on product and marketing.

Approach

The market survey can be divided into two parts: analysis and strategy, where
the analysis part provides the basis for decision-making on the strategic product
and marketing recommendations. The survey is based on a funnel model. In the
first surveys focus is on breadth, whereas it is gradually being narrowed based
on the knowledge acquired.

The analysis part is divided into a competitor analysis and an image and brand-
ing survey (knowledge survey), which jointly have contributed to the formula-
tion of consumer value propositions (CVP’s) for the products. This was fol-
lowed by a customer survey. The strategy part is based on the results from the
analysis part and on investor identification.

The below figure illustrates the various constituent parts and their process inter-
action.
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Figure 1: Constituent parts of the market survey
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The market survey has been a dynamic process, and based on the procured
knowledge many adjustments have been made in method and design throughout
the process. There has been ongoing close dialogue between NIRAS and Green-
land Home Rule on developments in the project.

The main results from each constituent element in the market survey are gath-
ered in a number of part-reports that keep the Home Rule updated on the pro-
gression and results of the market survey.

This report gathers the main results from the part-analyses and thus presents the
overall results of the market survey across the part-analyses. Further, the report
provides recommendations on the further product and marketing strategy.

1.2 Report structure
The report consists of 13 chapters. Chapter 2 contains a summary of the market
survey and the strategic recommendations. Chapter 3 describes the point of de-
parture of the market survey; i.e. the results of assignment 1 — the market and
pricing focus —carried through by Greenland Resources (GRAS) as well as the
decisions made, partly based on this, prior to the initiation of the market survey.

Further, the report consists of a number of chapters that describe central issues
across the various part-surveys.

Chapter 4 briefly describes the market for bottled drinking water and identifies
the primary markets for the further market survey.

Chapter 5 presents the potential consumers’ knowledge of Greenland, chapter 6
contains an analysis of the selection criteria of the consumers when buying bot-
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1.2.1

tled drinking water, and chapter 7 is an assessment of the basic concept based
on the evaluations of potential consumers and experts.

In chapter 8 potential consumers’ willingness to pay is analysed.

Chapter 9 contains the analysis results of the potential consumers’ response to a
number of suggested CVP’s and sales slogans.

Chapter 10 presents an overall conclusion, whereas chapter 11 contains the stra-
tegic analysis of the report and presents NIRAS’ suggestion for the further strat-
egy. The recommendations are made on the basis of the overall results from the
market survey and a SWOT analysis (Strengths, Weaknesses, Opportunities,
Threats).

The report finally has a chapter on method (chapter 12), which describes the
methods used for data collection in the various phases of analysis and for the
various part-analyses.

The most significant methodical comments

This report sums up the main results across the individual part-surveys. Prior to
reading the report it is important to note the following concerning the methodi-
cal approach:

The data material on which the market survey is based consists of partly a desk
research (competitor analysis), partly a survey among experts from potential
sales channels and finally consumer surveys in two selected countries — the USA
(Los Angeles) and Japan (Tokyo) (cf. section 3.3). In these two places two con-
sumer surveys have been conducted — an image and branding survey and an atti-
tude and behaviour survey.

For the consumer survey a number of screening criteria have been set up for
participating in the survey, i.e. a number of requirements that the respondents
had to meet to participate in the survey. The purpose of the screening criteria has
been to capture the segment of potential consumers for the product. The screen-
ing criteria have to do with the consumers’ knowledge of Greenland, consump-
tion of drinking water and income level.

The selection of respondents based on whether they meet the requirements set
up for income level, consumption of bottled drinking water and knowledge of
Greenland means that the results are not representative of the populations in the
areas surveyed (Tokyo and Los Angeles). That means that the results cannot be
generalised to embrace the rest of the population.

NIRAS Konsulenterne A/S
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The survey has been targeted at the segment of potential consumers. This has
been done by sending the survey via Internet panels in the two countries only to
persons living in the selected areas and having the right income level'. The ini-
tial questions in the questionnaire further ask about consumption of bottled
drinking water and the respondent’s knowledge of Greenland. Respondents who
did not meet the criteria set up for these two variables are not part of the survey.

Furthermore, the screening criteria differed betweem the two markets (Los An-
geles and Tokyo) and between the two surveys in Tokyo. The background for
the selection criteria is further described in chapter 12.

Because of the differences in the selection criteria it is not possible to compare
the results of the consumer surveys in Tokyo direct, as there will be deviations
between the results of the surveys due to the different screening criteria. Differ-
ences in the screening criteria also mean that comparisons between the two mar-
kets must be made with caution.

Where there are significant deviations between the results of the part-surveys,
this is indicated in the text, and — to ensure clarity — sources have been stated for
the results of the two consumer surveys — the image and branding survey and the
attitude and behaviour survey.

The report starts with a summary, briefly presenting the main conclusions of the

report together with strategic recommendations for the further course (chapter
2).

' For a small percentage the background information on income will not be correctly updated.
These respondents have been filtered out in connection with the implementation of the question-
naire survey.
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2. SUMMARY

This market survey serves to provide increased market knowledge with a view
to supporting an assessment of whether there is a commercial product and mar-
ket potential for exporting bottled drinking water from Greenland glaciers.

The survey is based on a funnel model. In the first part-surveys focus is on
breadth, and the knowledge thus acquired is used to narrow focus in the follow-
ing part-surveys. The process has thus been dynamic, and a number of adjust-
ments in method and design have consequently been made.

Four part-surveys and a preliminary investor identification have been made. In
connection with the part-surveys different data collection methods have been
used, including desk research and qualitative and quantitative data collection
methods. The surveys aimed at consumers have been targeted at specific con-
sumer segments. As an example, requirements have been made for consumption
of bottled drinking water and the degree of knowledge of Greenland. The results
of these surveys thus provide information on selected consumer segments.

The results presented in the report have been produced on the basis of an analy-
sis across the individual part-surveys.

Due to the special conditions for producing bottled drinking water from Green-
land, it has initially been found to be most appropriate to focus on exclusive
products.

The market survey shows that the market for bottled water is growing, including
the market for exclusive drinking water products. The exclusive segments grow
the most — in absolute and in relative terms — in the USA and Japan, for exam-
ple. Therefore, these two countries have been selected as a geographic delimita-
tion in the market survey. As part of a further geographic delimitation, the areas
in which the potential for selling exclusive drinking water is largest have been
identified, and an area in each country has been selected for the market survey.
The selected primary areas are Los Angeles and Tokyo.

Potential consumers’ knowledge of Greenland is limited. Despite a selection
criterion for participation in the surveys based on a minimum knowledge of the

NIRAS Konsulenterne A/S
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country, only between one fifth and one tenth of the interviewed consumers find
that their knowledge of Greenland is good. The limited knowledge is reflected in
the attitude of the consumers towards products from Greenland; an attitude
which is typically neutral. Their primary associations in connection with
Greenland for both markets are “cold” and “ice”.

The three main criteria when choosing product and make in buying bottled
drinking water is the product’s origin, its quality (including taste, purity and
constituents) and its brand. Furthermore, price is important for the choice of the
potential consumers.

The concept of selling bottled drinking water extracted from Greenland inland
ice is positively received among experts as well as potential consumers. More
than 80 % of the interviewed consumers find the concept appealing. Experts and
consumers state that one of the reasons why they assess the product positively is
that they combine the product with purity.

Based on the product description, the consumers on the two markets assess bot-
tled drinking water from Greenland to be a premium product. On both markets
around half of the respondents assess the product to be a premium product based
on the product description (45 % in Los Angeles and 54 % in Tokyo). In Los
Angeles a similar share assess the product to be a super premium product,
whereas the share in Tokyo is significantly smaller. Based on the product de-
scription, only 2.4 % assess the product to be a super premium product.

Like the experts, a large part of the potential consumers in Los Angeles expect a
price between 2$ and 3$. A large part of the potential consumers in Tokyo ex-
pect a price between 120 Yen and 200 Yen, corresponding to between 1$ and

1.8§.

As part of the market survey a number of CVP’s (consumer value propositions)
and a number of sales slogans have been set up. The preferred CVP’s among the
potential consumers contain words such as pure and original on both markets.
The most preferred sales slogan on both markets is Greenland Water — the pur-
est on Earth. Apart from that the sales slogans that are assessed to be best vary
much between the two markets. CVP’s as well as sales slogans have a relatively
low score on a scale from 1 to 10.

The knowledge acquired through the market survey has formed the basis of a
SWOT analysis which has been used to identify future opportunities and appli-
cable strategies for the concept. Based on that a number of recommendations
have been made for future producers of the product. These recommendations
concern product development, marketing and economy.

NIRAS Konsulenterne A/S
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The following specific recommendations have been made:

Product development

Establish contact with distributors of exclusive food products and listen to
their advice and guidance

Define a more specific product —with or without additives, one or more
types, etc.?

Differentiate the product/product from other brands

If the product has properties such as age or origin that can differentiate it
from other products on the market, ensuring a specific product certification
should be considered

Develop an attractive bottle

Develop an attractive label

Focus on a product/products in a relatively high price range

Consumer trends in relation to sustainability should be considered in devel-
oping certification and production plans, transport and packing methods

Marketing

Establish contact with distributors of exclusive food products and listen to
their advice and guidance

Further develop and test CVP’s and sales slogans

Establish contact with local restaurants, cafés and shops with a view to
achieving acceptance” of the product

Work on creating a strong and lasting brand

Use ”Greenland”, purity and conditions that characterise Greenland as a
marketing platform

Tell the good story in the marketing

Differentiate the marketing/branding strategy between different primary
markets

NIRAS Konsulenterne A/S
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e Use focus groups or the like to test branding, means of communication,
packing, etc. in due time before launching the product

Economy
e Examine alternative means of transport and bottling

e Examine the possibilities of using surplus capacity in connection with trans-
port

e Focus on a product/products in a relatively high price range
e Make an overall economic calculation in connection with the considerations

about the choice of material for the bottle, comparing additional costs and
expected additional sales

NIRAS Konsulenterne A/S
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3.1

STARTING POINT FOR THE MARKET SURVEY

For this market survey Japan and the USA have been selected as potential export
markets. The selection of these two potential export markets is partly based on
the results of assignment no. 1 — the market and pricing focus, carried out by
Greenland Resources (GRAS).

Based on this survey, conclusions and recommendations included:

e Drinking water of melted-off inland ice in the form of exclusive beverages
constitutes one of the most important product categories in the short term

¢ In the long term, mineral water may have a potential; in particular if the
product can be coupled with a USP (Unique Selling Point)

e Spring water with a special chemical composition and/or microbiology is a
potential, even though it is considered to be considerably smaller than the
other forms of drinking water

On the basis of this it was concluded prior to the market survey that the survey
should focus on exclusive beverages in the form of bottled drinking water.

In the analysis made by GRAS an assessment was made of these product catego-
ries and the markets which are of particular interest in this connection. The re-
sults of the survey are briefly described in the following.

The market for bottled drinking water

Bottled drinking water has seen and still sees a positive global growth. In their
analysis, GRAS estimates that market developments in future will mainly take
place in the inexpensive part and in the exclusive part of the market. Due to the
special production conditions under which Greenland operates, it is assessed that
focus should be on the exclusive products.

Exclusive drinking water is estimated to see a positive development on several
markets. The former eastern European countries have the highest growth rates in
the consumption of bottled drinking water at present. However, these markets
only have small exclusive segments. The exclusive segments increase the most —

NIRAS Konsulenterne A/S
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3.1.1

3.2

3.2.1

in absolute and in relative terms —in the USA and Japan and in certain European
countries. However, this does not leave out the possibility of other markets, such
as China, showing an interest in the longer term.

Drinking water of melted-off inland ice

According to GRAS’ analysis, drinking water of melted-off inland ice has the
potential to become a supreme, exclusive drinking water product. This form of
product can make use of the special image combined with Greenland inland ice.

Greenland inland ice is already being marketed in the form of the Canadian
SIKU vodka. And, according to GRAS there have been specific requests for
melted-off inland ice from distributors in the USA, Japan, China, Great Britain
and Spain.

Market descriptions for similar product

Bottled drinking water often consists of spring water or mineral water, and these
types of bottled drinking water may affect the sale of other types of bottled
drinking water, including drinking water of melted-off inland ice.

The below is a brief description of the market for spring water and mineral wa-
ter. It is necessary to bear in mind that in most countries water from melted-off
inland ice does not meet the requirements for these two product types and can,
therefore, not be sold as spring or mineral water.

Spring water

In recent years, the market for spring water has developed in a direction where
the consumers to a greater extent demand exclusive products with a USP. Prod-
ucts such as Hildon, Voss and Fiji have all, slowly but surely, captured market
shares in the last three to five years.

It is estimated that there is a market for exclusive products in the USA, with
focus on quality rather than quantity. Very recently Icelandic Glacial was intro-
duced at the Cannes film festival, and this brand is expected to see a major
breakthrough in the USA.

Spring water with a special chemical composition and/or microbiology may be a
niche in spring water production. These forms of products may be of interest
among the health and food supplement segments and in industry, for example in
connection with enzymes.

NIRAS Konsulenterne A/S
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Mineral water

The market for mineral water is highly characterised by inexpensive, locally
tapped water. The market is estimated to be generic in the sense that the con-
sumers to a high degree buy what is on the shelves. Most important in order to
gain market shares will thus be getting the product to generate earnings for re-
tail.

That mineral water is still estimated to have potential is due to the same consid-
erations that were made for spring water and melted-off inland ice. If the prod-
uct can be linked with a USP, it has the potential to be launched as an exclusive
product. One example of this is the MaHaLo brand from Hawaii, which has
been very successful on the Japanese market.

Selecting potential export markets

Prior to initiating the market survey two countries were selected as potential
export markets. These two countries were the USA and Japan, which both have
seen and still see a considerable growth in the exclusive segments. The exclu-
sive segments are estimated to be of greatest interest in connection with bever-
ages based on Greenland ice and water.

However, the USA constitutes a large market, and it was found appropriate to
start with limiting the market survey to primary sub-areas. In the same way it
was found appropriate to select primary sub-areas in Japan.

NIRAS Konsulenterne A/S
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4.1

MARKET DESCRIPTION

Prior to introducing a new product it is important to identify the degree to which
a market actually exists and whether there is a possibility of entering this market
with the product in question.

The starting point for the market survey has been a wish to introduce Greenland
drinking water products on the American and Japanese markets. Therefore, the-
se markets have been subject to further surveys.

The description of the markets in the two countries indicates a good potential for
successfully introducing a new brand of bottled drinking water. The market is
thus characterised as follows:

e The market is growing in the USA as well as Japan
e Experts predict continued growth, also for imported brands
e Particular potential is attached to the large cities in the two countries

e Tokyo in Japan and Los Angeles in the USA constitute good primary mar-
kets

These characteristics are further described below.

A growing market

In both countries non-sparkling water constitutes the majority of the sale of bot-
tled drinking water. In the USA, non-sparkling water thus constitutes 93 % of
the total volume of bottled drinking water sales. In Japan the share of non-spark-
ling water is also high, and the sale of non-sparkling water constitutes 66 % of
the total volume of bottled drinking water.

In 2005 bottled non-sparkling drinking water saw a growth in sales volume of
12 % in the USA and 10 % in Japan®. Both countries have further experienced a

2 Source: Euromonitor International Estimates
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growth in the sale of imported bottled drinking water brands. At the same time
there is fierce competition on the market.

Different firms dominate the market in the two countries. In the USA Nestlé,
Coca-Cola and Kelso & Co have the largest market shares, and in Japan Sun-
tory, Kirin Beverages and Coca-Cola have the largest market shares”.

Experts in both countries” state that the growth in bottled drinking water sales is
to a high degree owing to an increasing concern about the purity of tap water. In
both countries the consumers are increasingly aware of health, including health
risks.

Experts in Japan state that the Japanese consumers have shown a nostalgic atti-
tude towards water from natural” sources, which is believed to contribute to the
sale of bottled drinking water from natural sources. In the USA, apart from the
worry about the purity of tap water, health, etc., the growth is believed to be due
to a number of strong marketing campaigns that have increased the consumers’
willingness to buy.

4.2 Identification of primary markets
In connection with the market description a priority was to identify primary
markets in the two countries. Experts as well as the statistical material indicate
that large urban areas constitute the most potential markets for the sale of exclu-
sive bottled drinking water. Specific examples in the description are Los Ange-
les and New York in the USA and Tokyo and Osaka in Japan.

As the market for these cities in the two countries is expected to be relatively
similar, a decision has been made to focus on Los Angeles in the USA and To-
kyo in Japan in the further analyses.

4.2.1 Description of primary markets
More than half the population in the Keihin region (Tokyo) in Japan consume a
bottle of bottled drinking water at least every two weeks (56 %). Of these more
than half (54 %) drink bottled drinking water every day or every other day. The
consumption of bottled drinking water is related to the income level, meaning
that the higher the consumers’ income, the more often they drink bottled drink-
ing water.

3 Source: Euromonitor International Estimates

* Based on interviews with experts in the USA (5 experts) and Japan (4 experts), conducted by
DMA Research in cooperation with Market Probe International in the USA and Lyncs Incorpo-
rated in Japan.
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In Japan there is generally no tradition for drinking bottled drinking water in
restaurants, since tap water in Japan is generally pure and drinkable, and since
restaurants typically serve a glass of tap water free of charge. The bottled drink-
ing water is thus most often consumed at home. However, young people typi-
cally go to restaurants more often than older people and therefore consume the
water here more often than the group of older people, who drink the water at
home.

In Los Angeles (the USA) the total consumption of bottled drinking water is
also high. The majority of the persons included in the market survey who drink
bottled drinking water at least every two weeks, drink bottled drinking water
every day or every other day (76 %). The majority (91 %) drink bottled drinking
water outside the home (in restaurants etc.). More than half of those who drink
bottled drinking water outside the home do so relatively often (at least on every
other visit or on one in four visits).

NIRAS Konsulenterne A/S
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5. KNOWLEDGE OF GREENLAND

When a producer wants to introduce a new product, let alone a new brand, on a
market, it is essential to have the right marketing strategy.

The consumers must know about the new product. They must know that it ex-
ists, and not least the symbols and values attached to the product, since these are
contributing factors in their decision to buy a product.

Therefore, it is important to plan a marketing strategy that is based on the con-
sumers’ prior knowledge of brand and product and of the keywords that set off
the “right” associations in relation to the brand and product.

In marketing bottled drinking water from Greenland inland ice, it is important to
be aware of several aspects of the potential consumers’ knowledge:

e Potential consumers have limited knowledge of Greenland

e Primary associations in connection with Greenland on both markets are
“cold” and ““ice”

e The majority of the potential consumers are neutral towards products from
Greenland

The interviewed experts agree that (as a result of the consumers’ limited knowl-
edge) an effective marketing and branding strategy is decisive for the success of
the concept.

The following is a further description of the knowledge of Greenland and a brief
description of the assessment made by the interviewed experts of its signifi-
cance.

The surveys among potential consumers on the two markets include only re-
spondents, who have a minimum knowledge of Greenland’. All respondents

> In the other survey among consumers in Japan there is a stricter requirement for knowledge, cf.
12.4.1.
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thus as a minimum have a knowledge of Greenland apart from the name. In the
light of this selection criterion, the knowledge of Greenland is limited, as can be
seen below.

It is the belief of 18 % and 15 %, respectively, of the interviewed consumers in
the two surveys in Los Angeles —after persons with no knowledge or only
knowledge of the name have been sorted out — that they have a good knowledge
of Greenland. The share of the interviewed consumers in Tokyo is even lower:
9 % in the first survey. In the second survey the share is 19 % among potential
consumers who indicate that they have medium or good knowledge (cf. 12.4.1
on stricter criteria for knowledge).

In Los Angeles as well as Tokyo, Greenland is less known than for example
France, Denmark or New Zealand. In comparison the knowledge of Greenland
corresponds fairly to the knowledge of Dubai.

The potential consumers in the market surveys in Los Angeles and Tokyo asso-
ciate Greenland with ice and cold. In Tokyo too nature/natural is often men-
tioned. The associations to food and beverages from Greenland differ between
the interviewed consumers on the two markets.

I Los Angeles the majority of potential consumers associate products from
Greenland with words such as: fish, shellfish, fresh, cold and unique/different,
whereas the majority of potential consumers in the survey in Tokyo mention:
pure, natural, delicious, cold/ice, healthy.

Cf. chapter 7, the interviewed consumers in the surveys find the concept of bot-
tled drinking water from Greenland inland ice attractive. The product is placed
as the second-most attractive product followed by shellfish both in Los Angeles
and Tokyo.

On both markets the largest share of the interviewed consumers are neutral to-
wards buying Greenland products. In Los Angeles the share is 55 % and in To-
kyo 60 %. The neutral attitude from the majority of the consumers in the surveys
can probably be ascribed to the limited knowledge of Greenland.

The majority of the interviewed consumers are neutral towards buying products
from Greenland. 39 % of the interviewed consumers in Los Angeles primarily
have a positive attitude towards buying imported beverage and food products
from Greenland. The potential consumers primarily attribute this attitude to the
fact that they do not have a negative impression of Greenland. Among the inter-

% Source: The image and branding survey
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viewed consumers in Tokyo 27 % are primarily positive towards buying
Greenland products, mainly because they find it interesting and rare and believe
that it sounds pure’.

The interviewed experts agree that — as a result of the generally poor knowledge
of Greenland, and because Greenland at present is not a strong brand — there is a
need for an effective marketing strategy if the concept is to be successful (cf.
chapter 11). Considering the neutral attitude towards Greenland products dis-
played by the majority, this should be possible and to an even higher degree,
seeing that more persons are positive than negative towards products from
Greenland.

7 Source: The image and branding survey
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6. SELECTION CRITERIA FOR BUYING BOTTLED DRINKING
WATER

A quite central element in the sale of a product is to get the consumers to choose
the brand in question over a competing brand on the market. The purpose of the
market survey has thus been to identify the criteria on which potential consum-
ers on the two selected markets place special emphasis in choosing brand when
they buy bottled drinking water.

For potential consumers in Los Angeles as well as Tokyo several matters are
important for the choice of product and brand. The main criteria for purchase of
bottled drinking water can be divided into three categories:

e Product origin
e Product quality, including taste, purity and components
e Product brand

There are significant similarities between the potential consumers’ criteria for
buying bottled drinking water on the two markets, but there are a number of
differences as well. The following sections describe the selection criteria which
form the basis of the potential consumers’ product choice.

6.1 Product origin
The place of origin varies between the interviewed consumers on the two mar-
kets and in respect of whether the interviewed consumers are to choose between
bottled drinking water products or choose a new product. For the interviewed
consumers on the two markets and for both aspects of the choice of consump-
tion, the water’s place of origin is significant compared with other factors, how-
ever.

On choosing a bottled drinking water product in general, 59 % of the consumers
in the market survey in Los Angeles are considering the place of origin of the
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6.2

water. The same goes for 36 % of the consumers in the market survey in To-

kyo®.

On buying a new brand of bottled drinking water 27 % of the consumers in the
market survey in Los Angeles indicate the place of origin as an important factor.
In Tokyo, on the other hand, 47 % state place of origin as an important factor on
choosing a new brand’.

These statements about selection criteria on choosing a new brand deviate some-
what from the statements as to what the consumers are looking for when choos-
ing bottled drinking water in general. One of the differences is the method of
asking, which differs in the two surveys, or for Tokyo the methodical differ-
ences in the two surveys (cf. chapter 12). For both aspects — choice of drinking
water product in general and significant factors when buying a new product —
relatively great importance is ascribed to the place of origin compared with
other factors.

Product quality

Like place of origin, great importance is placed on the quality of the water. In
this respect quality means factors such as the taste, purity, components, etc. of
the water.

The majority of the consumers in the market survey in Tokyo find the purity of
the water important when buying bottled drinking water — 55 % thus reply that
when buying bottled drinking water they try to choose the “purest* brand. That
is more than the share of consumers in the survey who find the place of origin
important. The consumers in Los Angeles thus find the purity of the water im-
portant as well — 54 % indicate that they try to choose the “purest” brand, which
is a little fewer than the share of consumers who find the place of origin impor-
tant when choosing brand'’.

The potential consumers in both Los Angeles and Tokyo find the taste of the
water important. In Tokyo 51 % of the interviewed consumers in the market
survey believe that the taste of the water is an important factor in choosing a
new brand of bottled drinking water. In this context, 35 % find the hardness
(soft or hard water) and 33 % its components important. According to experts
Japanese consumers generally prefer soft water over hard water. Therefore, hard
water is often sold with an added value such as being extra healthy'".

¥ Source: The image and branding survey
? Source: The attitude and behaviour survey
' Source: The image and branding survey
" Source: The attitude and behaviour survey
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6.3

The interviewed consumers in the market survey in Los Angeles also find taste
to be an important criterion when buying a new brand. Half (49 %) thus state
that taste is an important factor. Also its purity or cleaning process (15 %) and
its components (15 %) are emphasised. According to the experts interviewed the
consumers in Los Angeles prefer a clean taste with a low mineral content'.

Quality, including taste and purity, is very important for the potential consumers
in their choice of brand when buying bottled drinking water. In Japan the ex-
perts interviewed further point out that the consumers’ focus on quality and a
concern about food safety mean that quality control in the production line is
highly important.

Product brand
Apart from the product’s quality and place of origin, its brand is important for
the choice of the potential consumers.

45 % of the interviewed consumers in Tokyo thus mention brand name as a fac-
tor in the choice of product. In the same way, 26 % of the interviewed consum-
ers in Los Angeles mention factors concerning the company behind the product,
including brand (16 %), knowledge of the company and/or brand (4 %) and the
company’s reputation (4 %). 39 % of the potential consumers in Los Angeles
further emphasise aspects of the product’s packing, such as the size of the bottle,
how easy it is to open, design and overall appearance, as important factors in

their choice of a new brand of bottled drinking water'”.

There is a certain difference between the interviewed consumers in Los Angeles
and Tokyo, respectively, as regards how loyal they are to a brand — both places,
however, under half are loyal. The consumers in Tokyo are thus more loyal to-
wards a brand than the consumers in Los Angeles. In Tokyo 35 % typically buy
the same brand every time, whereas this only applies to 25 % in Los Angeles.

The consumers’ degree of loyalty may be important for the potential of success-
fully launching a new brand. A smaller degree of loyalty means that it can be
easier to introduce a new brand, since the consumers will be relatively open to-
wards trying the new brand as opposed to consumers with a high degree of loy-
alty towards a brand. On the other hand these consumers are more faithless in
their consumer habits, which can make it difficult to maintain this type as per-
manent consumers of the product.

12 Source: The attitude and behaviour survey
'3 Source: The attitude and behaviour survey
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6.4 Product price
The price, too, is important for the potential consumers’ choice of product
brand. 31 % in Tokyo and 26 % in Los Angeles thus indicate that they normally
buy the cheapest brand available'*.

Among the experts asked to assess the concept, price is also mentioned as a cri-
terion for success, since, according to the experts, it is a contributing factor to
selecting the specific brand. It is therefore important that the product is correctly
priced.

The consumers’ price expectations, including their willingness to pay for a
product, as described in the concept of bottled drinking water from Greenland,
are described in more detail in chapter 8.

' Source: The image and branding survey
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7.1

ASSESSMENT OF CONCEPT

It is one thing to believe that a concept is good and lasting. Something else is the
extent to which the potential consumers and experts on the intended markets
agree on the producer’s own assessment of the concept. At the end of the day
the key to the success of a concept lies with the consumers’ purchase decisions.

A central element in the market survey has therefore been to examine the as-
sessment of the idea of selling water from Greenland inland ice in the form of
exclusive, bottled drinking water. Potential consumers from the two markets and
experts from the two countries have thus in their separate surveys been asked to
give their assessment of the product: bottled drinking water from Greenland
inland ice. The assessments are positive from the two target groups on both
markets.

e More than 80 % of the interviewed consumers find the idea of bottled drink-
ing water from Greenland inland ice attractive

e Experts in both countries express predominantly positive attitudes to the
concept

e Experts as well as potential consumers back up their positive assessment
with associations to purity, among other things

Assessment by potential consumers

The concept of extracting drinking water from Greenland inland ice with a view
to selling it as bottled drinking water is received positively by the potential con-
sumers in both Los Angeles and Tokyo.

More than eight out of ten of the potential consumers on the two markets sur-
veyed find the product concept attractive.

In Los Angeles 87 % and 82 %, respectively, of the consumers in the two sur-
veys (image and branding survey and attitude and behaviour survey) find the
concept attractive.
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7.2

In Tokyo 86 % and 84 %, respectively, of the consumers in the two surveys find
the concept attractive.

The interviewed consumers in both Tokyo and Los Angeles place bottled drink-
ing water from Greenland inland ice as the second-most attractive product from
Greenland, only to be exceeded by shellfish, which is already a known Green-
land product"’.

The primary explanation given by the interviewed consumers of their positive
assessment of the product is, for Los Angeles as well as Tokyo, that they con-
nect it with ”purity” and a “’clean image”. This is to be seen in the context that
the consumers’ choice of bottled drinking water is made on the basis of the pu-
rity of the water, among other things.

As described in chapter 5, the majority of the interviewed consumers have a
limited knowledge of Greenland. This is also reflected in their attitude towards
Greenland products in general, which the majority find neither positive nor
negative.

Assessment by experts

Not only do the potential consumers assess the concept of bottled drinking water
from Greenland inland ice positively. Experts in both countries also see the po-
tential of a successful introduction as good.

In Los Angeles the experts interviewed assess the concept to be attractive, and
several of them assess it to be even very attractive. The positive assessment is
based on a perception of water from Greenland inland ice, which according to
the experts sound cleaner than local water and which is connected with some-
thing natural. Another reason given for the positive assessment is that the market
for bottled drinking water is good. Bottled drinking water sells well in Los An-
geles, and the experts further find that the concept contains a good marketing
element, since the product’s connection with inland ice seems catchy. In Japan
the experts also assess the product concept to be attractive, even though the as-
sessment is not quite as positive as that of the Los Angeles experts. One expla-
nation could be that the market for bottled drinking water in Japan is under more
pressure than in the USA and that Greenland is a less known brand than com-
petitors such as Evian or Volvic (cf. chapter 5).

In both countries the experts believe that the product has the potential of suc-
cess. However, it is the view among the experts in Japan that the price will be a
decisive factor, since, as said, the Japanese market for bottled drinking water is

"> Source: The image and branding survey
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characterised by fierce competition. However, experts in both countries agree
that bottled drinking water from Greenland inland ice has the potential of be-
coming successful both as a premium and a super-premium brand.
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8. WILLINGNESS TO PAY

As described in two of the preceding chapters (chapters 5 and 7), the price of a
product is significant for the willingness of potential consumers to buy and thus
for the success of the product.

The pricing of a product is to be seen in the context of its positioning in relation
to the other products on the market. It is therefore important whether the bottled
drinking water from Greenland is to be sold as a premium or super-premium
brand.

The market survey shows that the potential consumers on the two markets ex-
pect the described product to be a premium product. However, there is a certain
variety between the two markets, since 45 % of the interviewed consumers in
Los Angeles perceive of the product as premium, whereas the same goes for

54 % of the interviewed consumers on the market for drinking water in Tokyo.
45 % of the consumers in the survey in Los Angeles further perceive of the
product as super premium, whereas the same is the case for only 2.4 % of the
consumers in the survey in the Tokyo area'.

The potential consumers’ expectations as to the price of half a litre of bottled
drinking water on the Los Angeles market are'":

e 50 % expect a price of more than 2.00$
e 14 % expect a price between 3.00$ and 3.993

This is very well in line with the assessment from the experts interviewed, who
assess that the product can be sold at a price between 2.00$ and 3.008$.

The expectations of the potential consumers as to the price of half a litre of bot-
tled drinking water on the Tokyo market are'®:

'® Source: The image and branding survey
' Source: The image and branding survey
'8 Source: The image and branding survey
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e 66 % expect a price of more than 120 Yen (approx. 15)
e 24 % expect a price between 150 Yen and 200 Yen (approx. 1.3$-1.85)
e 8% expect a price between 200 Yen and 500 Yen (1.8$-4.5%)

Here, too, there is a fine agreement between the consumers’ expected price and
the assessment by the experts interviewed of a saleable price for half a litre of
bottled drinking water from Greenland inland ice. The experts thus assess that
the price could be between 150 Yen and 200 Yen (approx. 1.3$-1.8%).

One thing is the price expected by the potential consumers for a product. Some-
thing else is whether they are willing to pay the expected price.

The market survey shows that the demand of the interviewed consumers on the
Los Angeles market for the product described is, not surprisingly, larger the
lower the price is. 75 % of the interviewed consumers are thus willing to buy
when the price is 1.00$, whereas 56 % are willing to buy at a price of 1.508$.
Almost a third are willing to buy the product described at a price of 2.008. At a
price of 2.50$ about one third are still willing to pay'’. The below figure illus-
trates the willingness to pay>’.

Figure 2: Willingness to pay, Los Angeles
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' Source: The attitude and behaviour survey
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On the Tokyo market as well price is important for the willingness to buy. 68 %
of the interviewed consumers thus indicate that they are willing to buy the prod-
uct at a price of 150 Yen (1.3%). Whereas 25 % are willing to buy the product at
a price of 200 Yen (1.83), 40 % are not certain at this price. If the price in-
creases to 250 Yen (2.2$) for half a litre of bottled water, 11 % are willing to
pay”'. The below figure illustrates the willingness to pay among the interviewed
consumers in Tokyo.?

Figure 3: Willingness to pay, Tokyo
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20 please note that only the dots in the figure indicate something about the consumers’ willing-
ness to pay, not the lines. There is no basis in the survey for estimating the willingness to pay
between the dots.

2! Source: The attitude and behaviour survey

22 Please note that only the dots in the figure indicate something about the consumers’ willing-
ness to pay, not the lines. There is no basis in the survey for estimating the willingness to pay
between the dots.
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9. ASSESSMENT OF CVP’'S AND SALES SLOGANS

On any product market today there is fierce competition for the favour of the
consumers. It is therefore important that the optimal market position for a new
product is identified with a view to reaching the consumers who make decisions
to buy on this product market within very few seconds.

It is therefore necessary to find as attractive CVP’s (Customer Value Proposi-
tions) as at all possible for Greenland bottled drinking water. At the same time it
is important to find good and effective sales slogans.

Based on i.e. the results of the first three part-surveys, proposals have thus, as
part of the market survey, been made for 11 CVP’s and ten potential sales slo-
gans.

A number of potential consumers from the two primary markets have subse-
quently been asked to assess CVP’s and sales slogans™.

The survey shows that:

e The preferred CVP’s contain words such as pure and original on both mar-
kets (in Los Angeles also nature)

e The most preferred slogan among the interviewed consumers on both mar-
kets is: Greenland Water — the purest on Earth

The results are described in more detail in the below sections.

9.1 Assessment of CVP’s
The 11 CVP’s below were selected in order to identify the best market position
for the product. Please note that no examination has been made of whether the
CVP’s set up are already protected by copyright.

2 Source: The attitude and behaviour survey
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Table 1: CVP’s

Direct from the ice cap — the purest on Earth

Melted ice water — the original from 10,000 years ago
Original water from the pristine Greenland

Pristine and rough — the purest water

Pure ice water — when you want the original

Pure original ice water — because in care

Rough and pure — just the original

Simply the best of nature — original and pure
Wanting the purest — Greenland water

When you want the purest water

Potential consumers on the two primary markets were subsequently asked to
indicate on a scale from one to ten the extent to which they found the product
descriptions attractive.

As can be seen from the below figure, there is a difference between the assess-
ments of the 11 CVP’s on the two market areas.
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Figure 4: Assessment of CVP’s, Los Angeles and Tokyo
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The consumers in Los Angeles find the following three CVP’s most attractive

(the score is indicated in brackets after each CVP):
e Best of nature — simple, clean and pure (7.4)
e Simply the best of nature — original and pure (7.1)

e When you want the purest water (6.6)

The third CVP — When you want the purest water — is assessed as the least at-

tractive by the potential consumers in Tokyo.

In Tokyo the consumers find the following three CVP’s most attractive:

e Melted ice water — the original from 10,000 years ago (7.4)
e Direct from the ice cap — the purest on Earth (7.3)

e Pure ice water — when you want the original (6.7)

The third-most attractive CVP for the consumers in Tokyo is considered the
third-least attractive CVP among the potential consumers in Los Angeles.

It is common for the consumers’ assessments that the CVP’s that are found most
attractive on the two markets all contain concepts such as pure or original. On
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neither market the 11 selected CVP’s have a high score — the highest score
among potential consumers is 7.4 for both markets.

9.2 Assessment of sales slogans
Apart from the 11 CVP’s ten potential sales slogans have been formulated for
Greenland bottled drinking water. No examination has been made of whether
the sales slogans set up are already protected by copyright.

The ten sales slogans are:

Table 2: Sales slogans

Greenland water — grand, pristine and pure
Greenland water — ice water, pure and fresh
Greenland water — just the purest
Greenland water — pure and cool
Greenland water — pure and fresh
Greenland water — rough and pure
Greenland water — rough, pure and cool

Greenland water — the purest on Earth

Greenland water — wild rough and pure

The consumers on the two markets find the same sales slogan most attractive.
According to the interviewed consumers, the most attractive sales slogan on
both primary markets is: Greenland water — the purest on Earth. The slogan has
a score of 6.8 in Los Angeles and 7 in Tokyo.
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Figure 5: Assessment of sales slogans, Los Angeles and Tokyo
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In Los Angeles the following slogans are the most attractive sales slogans ac-
cording to the interviewed consumers in the market survey:

e Greenland water — pure and fresh

e Greenland water — ice water, pure and fresh
In Tokyo they are:

e Greenland water — just the purest

e Greenland water — rough and pure

On neither market the most attractive sales slogan has a very high score.
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10. CONCLUSION

This market survey serves to provide increased market knowledge with a view
to supporting an assessment of whether there is a commercial product and mar-
ket potential for exporting bottled drinking water from Greenland glaciers.

The survey is based on a funnel model where focus is gradually being narrowed
based on the knowledge acquired.

The market survey is based on different methods, including desk research, ques-
tionnaire surveys and personal interviews, and can be separated into an analysis
part and a strategy part. The analysis part provides the basis for decision-making
for the strategic product and marketing recommendations.

The initial surveys showed that the market for bottled water is growing, includ-
ing the market for exclusive drinking water products. The exclusive segments
grow the most — in absolute and in relative terms — in the USA and Japan,
among other countries. Therefore, these two countries have been selected as a
geographic delimitation in the market survey. As part of a further geographic
delimitation, the areas in which the potential for selling exclusive drinking water
is largest have been identified, and an area in each country has been selected for
conducting the market survey. The selected primary areas are Los Angeles and
Tokyo.

Based on this, a number of analyses have been made of the image and branding
strength of Greenland and the concept as well as attitude surveys with both ex-
perts from potential sales channels and potential consumers. Further, the behav-
iour of the potential consumers in relation to buying bottled drinking water has
been analysed. In the data collection in connection with the part-surveys various
methods have been used, including desk research and qualitative and quantita-
tive data collection methods.

The results presented in this report have been produced on the basis of an analy-
sis across the individual part-surveys. This conclusion sums up the analysis part
and the basis for decision-making, whereas the recommendations for the future
strategy are presented in the next chapter.
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The interviewed consumers and representatives from potential sales channels
(experts) assess the concept for bottled drinking water from Greenland inland
ice positively. More than 80 % of the interviewed consumers find the concept
attractive.

However, the knowledge of Greenland must be considered relatively limited.
Despite a selection criterion for participation in the surveys based on a minimum
knowledge of the country, only between one fifth and one tenth of the potential
consumers find that they have a good knowledge of Greenland. The limited
knowledge is reflected in the consumers’ attitude towards buying products from
Greenland; an attitude which is typically neutral.

The limited knowledge of Greenland and the consumers’ neutral attitude to-
wards buying Greenland products indicate that it is necessary to launch an effec-
tive marketing strategy with a view to creating a strong brand prior to or in con-
nection with marketing the product. The limited knowledge of Greenland means
that the product’s origin in Greenland cannot directly, that is without marketing
and branding, drive a sale of the new product.

The three main criteria for choosing product and label when buying bottled
drinking water are the product’s origin, its quality (including taste, purity and
constituents) and its brand. Furthermore, price is important for the potential con-
sumers’ choice.

The importance ascribed to brand when choosing a product emphasises the need
to try to establish a strong brand in connection with launching the product. Be-
cause the distinctive characteristic of the product is very much due to its place of
origin, and because the origin of the product constitutes an important criterion
for the potential consumers’ choice of product, there is an indication that focus
in building up a brand should be on place of origin, i.e. Greenland and the inland
ice and the associations the consumers thus get. The creation of a strong brand
attached to, for example, the place of origin in connection with a bottled drink-
ing water product will also be usable in other production contexts.

The interviewed consumers as well as the experts indicate as a reason for their
positive assessments of the concept that it sounds pure. Purity is, further, part of
the assessment of quality, and the perception of the purity of the product is thus
decisive for the choice of the interviewed consumers when buying bottled drink-
ing water. The consumers in the market survey thus in advance associate the
product with a parameter that is of importance for their choice of bottled water.
This could profitably be used in a marketing context.
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The majority of the interviewed consumers in the two areas studied are not loyal
towards a brand. That means that there are good chances for introducing a new
brand on the market. However, it is not easy to maintain a permanent customer
base, which underlines the importance of marketing the product intensively and
repeatedly.

The market survey has shown that the concept has a resonance for potential con-
sumers as well as experts. The potential consumers’ expectation when being
presented with the concept is that the product will be an exclusive drinking wa-
ter product. A large part of the potential consumers on the two markets expect
bottled drinking water from Greenland to be a premium product (45 % to 55 %).
The share of potential consumers who expect the product to be a super premium
product is considerably larger in Los Angeles than in Tokyo (45 % and 2.4 %,
respectively).

The potential consumers’ expectations for the exclusivity of the product are re-
flected in their expectations for price. Like the experts, a large part of the inter-
viewed consumers in Los Angeles expect a price of between 2$ and 3$. A large
part of the interviewed consumers in the Tokyo area expect a price between 120
Yen and 200 Yen, corresponding to between 1$ and 1.8$. The final pricing de-
pends on whether the product is marketed as a premium or a super premium
product.

Based on the information about the potential consumers’ criteria when choosing
brand and their associations in connection with Greenland and bottled drinking
water from Greenland, a number of CVP’s (Consumer Value Propositions) and
a number of sales slogans have been prepared.

The preferred CVP’s among the potential consumers differ on the two markets.
However, on both markets they contain words such as pure and original. The
most preferred sales slogan on both markets is Greenland Water — the purest on
Earth. The sales slogans that are further assessed to be best vary much between
the two markets. CVP’s as well as sales slogans have a relatively low score on a
scale from 1 to 10. The low scores on the scale (no CVP’s score more than 8,
and no selected sales slogans score more than 7) indicate a need to further de-
velop these. At the same time, the varying results for CVP’s and sales slogans
between the two markets indicate a need to target CVP’s and sales slogans spe-
cifically to the individual country. It thus seems that it can be of decisive impor-
tance that the marketing strategy is targeted to the individual markets.

The following chapter presents a number of recommendations for the further
process. The recommendations are made on the basis of a SWOT analysis. The
chapter thus contains the strategic part of the market survey.
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11.

FUTURE STRATEGY

This chapter identifies a number of strategic opportunities for the project. The
identification is based on the results presented in the previous chapters, which
are analysed via a SWOT analysis. The results of this analysis are presented
below, followed by a presentation of the identified strategic opportunities.

Based on the SWOT analysis, including the identification of strategic opportuni-
ties, a number of recommendations for the further project process have been
made. The recommendations can be seen in section 11.3.

SWOT analysis

SWOT is an abbreviation of the words Strengths, Weaknesses, Opportunities
and Threats. The method relates the “existing internal resources” of the concept
to its position in the surrounding environment. Strengths and weaknesses are
based on the characteristics of the product, whereas the effect of the surround-
ings on the product is in focus on assessing opportunities and threats, cf. the
below figure. The statements are objective” as far as possible.

Figure 6: Relation between opportunities and threats and strengths and weaknesses

Outside world Product

— Opportunities — Strengths
— Threats — Weaknesses

On the whole the relation between the product’s strengths and weaknesses and
its opportunities and threats from the outside world gives a good overview of the
current competitive position of the product and the strategic options associated
herewith.
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11.1.1

11.1.1.1

The following is a discussion of the product’s strengths and weaknesses as well
as opportunities and threats in the outside world for the concept for bottled
drinking water from Greenland.

Strengths and weaknesses of the product

The market surveys have rendered visible a number of strengths and weaknesses
in the product concept for bottled drinking water from Greenland. These are
presented in the following.

Strengths

Bottled drinking water has a broad potential customer base. Consumers of all
ages and of both genders buy bottled drinking water. Further, the product ap-
peals to a broad range of consumers, which provides good opportunities for dif-
ferentiating the product and for marketing specifically towards different target
groups. At the same time the sale of the product is not isolated to taking place on
the markets in Los Angeles and Tokyo, which are the focus of the market sur-
vey. Other markets such as Western Europe and China also make up potential
markets for selling the product.

On a market characterised by fierce competition it is an advantage to be able to
differentiate a product from those of the competitors. Bottled drinking water
extracted from Greenland inland ice differs from other similar products. Among
the reasons are the untraditional source of extraction and the good story con-
nected with it. This means that the product is unique and can probably be sold as
a niche product. The possibility of selling the product as a niche product is
strengthened by the generally large demand for products that can be tied to a
unique selling point (USP).

In relation to this the market surveys show that Greenland as well as the concept
as such give positive associations for the interviewed consumers. The associa-
tions can further be used in a marketing context, since several of the associations
are in agreement with a number of aspects such as pure and natural, which is
important for the interviewed consumers’ choice of brand when they are buying
bottled drinking water.

Another strength in the product is that it can be tied to a good story. First and
foremost, the water has a long and interesting history. The inland ice is also con-
nected with an indigenous harmonious people communing with nature and with
an area with a rich animal life. These good stories can form the basis of good
visual images. The stories can be used in a marketing context and contribute to
creating a brand and a positive image around the product and to make it easy for
the consumers to remember. The characteristic of the product is in itself a good
starting point for creating an easily recognizable and positive image.
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11.1.1.2

11.1.2

As for production, the product is strong in that there is a reliable supply of the
product content — the water — which is intended to be extracted from the inland
ice.

The first tests of the mineral content of the water have further shown that there
is a low mineral content in the water. This is in accordance with the wishes of
the interviewed consumers in both the USA and Japan, since these consumers
prefer soft water over hard water which contains more minerals. The product
thus seems to meet some of the requirements that the consumers make for the
taste of this type of product.

Weaknesses
The market analyses have also rendered visible a number of weaknesses in the
product and the product concept.

Given the water’s place of origin, the production may be associated with large
costs, as, for example, it takes many resources to transport the water. A precon-
dition for the concept to be profitable is, therefore, that it must be saleable at a
relatively high price.

Samples of water from four glaciers have shown a raised content of suspended
material and a slightly raised content of ammonium and phosphates. This may
be because of the method of taking samples of ice and because new samples are
taken from a glacier in 2008. However, the content of suspended material is not
considered a significant problem, as it can be removed by filtration without be-
ing to the detriment of the water quality or the possibilities of certification.
However, it may lead to increased production costs.

Another weakness of the product is that as a starting point there is no strong
brand for the product to ’lean on” and thereby get access to the consumers’
awareness. Neither is there a sales network or sales channel that can help the
product along at present.

It must further be characterised as a weakness that in an investor-relations con-
text there is a present no clarity as regards production terms and possibilities.

Opportunities and threats in the outside world
In the world outside of the product a number of opportunities and threats can be
identified for the concept.
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11.1.2.2

Opportunities

The continued growth in the sale of bottled drinking water, including growth in
the sale of exclusive products, provides good conditions for introducing a new
product on the market.

At the same time it indicates that there are good chances of finding investors,
since already at present several investors have shown an interest in the concept
(according to GRAS).

The possibility of introducing the product on the market for bottled drinking
water is enhanced by the fact that the potential consumers, according to the re-
sults of the market survey, are not brand-loyal. This means that they do not stick
to one brand when buying bottled drinking water. It will thus be relatively easy
to get the consumers to try a new product and a new brand.

At the same time there are good opportunities for selling a bottled drinking wa-
ter product as exclusive, since the interviewed consumers in the market survey
display a relatively great willingness to pay for the specific product.

A number of existing trends among consumers also create good opportunities.
First, there is an increased focus on health among the consumers which contrib-
utes to a growth in the sale of mineral water, and which together with an in-
creased focus on what is pure and natural agrees very well with the associations
that the consumers get when they are presented with the concept. The consumers
are generally getting more and more aware of the stories bound up with the
product, including environmental and cultural sustainability, the original, the
traditional, etc. This is also a trend that can be utilised in the sale of bottled
drinking water from Greenland, where the consumers can achieve a feeling of
personal satisfaction (warm glow) when buying the product.

Threats
In the characteristics of the outside world we do not solely see opportunities. A
number of threats to the product can be identified as well.

As a result of the geographical location of Greenland an introduction of the pro-
duct will be connected with long transport. This collides with an increasing en-
vironmental awareness with the consumers, as the long transport will mean a
relatively high score in the CO,-accounts compared with local products. The
increasing environmental considerations can also be of significance to the sale
of bottled drinking water, in particular if the packing is not eco-friendly, or if the
product becomes “victim” to the actions of the consumers in connection with an
environmentally conscious lifestyle.
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A brand connected with place of origin and purity is, further, vulnerable to envi-
ronmental disasters or pollution in the geographic proximity of the place of ori-
gin, even though a potential pollution does not affect the product source.

Despite the fact that certain characteristics can be connected with the product, it
is still a relatively simple product which consumers could easily relate to and
compare with other products (substitutes). These products are partly ordinary
bottled water, partly bottled water tapped from unique sources, such as Icelandic
Glacial. Competition is thus very fierce. At the same time the market sees a
number of large, experienced competitors and many brands. Furthermore, since
the customers are not loyal towards a brand, it may be difficult to maintain a
stable customer base.

The sale of an exclusive product at a relatively high price is, further, particularly
vulnerable if there is an economic recession. In such a situation the consumers’
willingness and ability to pay drop, which will put the sale of exclusive products
under pressure, particularly where they can be replaced by similar, less expen-
sive products.

Summing up of the SWOT analysis
The strengths and weaknesses identified for the product/concept and the oppor-
tunities and threats in the outside world are summed up in the below table.

Table 3: SWOT analysis

Internal

Strengths Weaknesses

Unique product The product is not known/weak brand
Broad potential customer base Quality of the water

Easily recognisable image Lack of sales network

Reliable supply Uncertainty about production costs
The product has a history — probably high

The product does not depend on
market segment/flexible product

Opportunities Threats

Still increasing demand for bottled Many substitutes

water Many large competitors

Focus on health Difficult to maintain customers
Several new potential markets Increasing awareness of the environ-

Customers willing to try new products  ment with the consumers (CO5)
Trend for purity, the history of indige-  The customers are not loyal
nous people Economic recession

Great willingness to pay Vulnerable in case of pollution
Increased focus on contributions to
charitable purposes/indigenous peo-

ple
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11.2

Strategic opportunities

Based on the statements about the positive and negative resources of the product
and its position in relation to the outside world (pros and cons), a SWOT matrix
has been formed.

The SWOT matrix compares the statements for the outside factors (opportuni-
ties and threats) with the statements for the internal factors (strengths and weak-

nesses) and helps identify the strategic opportunities (cf. Table 4).

As an example, weaknesses in the product are compared with the opportunities
in the outside world with a view to assessing how to utilise the opportunities so
as to reduce or eliminate the weaknesses. One weakness in the product, for ex-
ample, is the high transport costs. However, the analysis has shown that the po-
tential consumers are willing to pay a high price. Selling the water at a high
price reduces the significance of the high transport costs.

The strategic opportunities are shown in the below table.

Table 4: SWOT matrix

External

Opportunities
Increasing demand
Focus on health
Customers not loyal
Great willingness to
pay

Threats

Increasing environ-
mental considera-

Internal I

Strengths

Broad customer base
Product with a history
Easily recognisable image
Flexible product

Focus on the good and unique
story in connection with market-
ing

Utilise the consumers’ focus on
health

Utilise the good visual impres-
sion that is associated with the
product

Product differentiation

Focus on the good and unique
story in connection with market-

ing

Weaknesses

Potential consumers are typi-
cally not loyal

Quality

Weak brand

High transport and production
costs

Uncertainty about investment
costs

Lack of sales network

Focus on the good and unique
story in connection with market-
ing

Utilise the consumers’ focus on
health

Sell the product at the highest
possible price in relation to
sales volume

Contact existing producers with
an established distribution
channel

Large-scale marketing which is
regularly repeated

Create a brand

tions (COy) Profile on the easily recognis- Examine alternative trans-
Competition able image port/"tapping” possibilities such
Substitutes Utilise surplus capacity in con- as tapping in the country of

nection with transport

consumption
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Consumers are not Product differentiation Contact existing producers with
loyal an established distribution

channel

11.3

11.3.1.1

The strategic opportunities in the SWOT matrix can be divided into three gen-
eral categories:

e Economic conditions
e  Product development
e Marketing

Based on this and on the results of the market survey a number of recommenda-
tions have been made for the further process.

Recommendations for future producers

The following is a presentation of the recommendations for the further process
for developing and working on the market-related part of the Greenland ice and
water project.

A number of recommendations have been made for future producers of a bottled
drinking water product consisting of water melted out of the Greenland inland
ice. At this point in the project there is still much in the concept to clarify and
develop. Therefore, part of the recommendations for future producers has to do
with where to focus in this development work. Therefore, a number of recom-
mendations have been made, connected partly with the actual product develop-
ment, partly with the marketing of the product. Also, a number of recommenda-
tions have been made on aspects of the production that are of a more economic
nature.

A number of recommendations on these matters are presented below. It will be
possible to communicate the recommendations as part of the information basis
to potential investors/producers.

Product development

It should be considered how the final product should be. Several considerations
are in play: Should it be with or without additives and flavouring; should there
be products in different price categories which can make the concept less vul-
nerable; should there be one or more types; etc.? There is strong competition on
the market, and already in the product development it is possible to stand out
from the competitors and thus become more visible to the consumers.

In connection with product development it is also important to be aware of the
price level. Since (cf. section 12.3.3) there will be high costs connected with
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production and transport, a certain price level will be necessary. However, the
market survey shows that the interviewed consumers are willing to pay a rela-
tively high price for the product.

The market survey showed that it is extremely important to develop an attractive
bottle which promotes the visibility of the product. The shape and material of
the bottle can be important for the consumers’ choice between different brands.
With reference to the consumers’ increasing focus on the environment, an op-
tion is to make a glass bottle. In the future considerations on material it is essen-
tial to make an overall economic calculation in which the additional costs are
compared with expected additional sales. It is also important to develop an at-
tractive label that can catch the consumers’ interest and which sends out the
right signals in relation to the product concept.

In connection with the development of the final product/products it is important
to obtain further information, advice and guidance from experts in the field.

Specifically we recommend that the future producers:

e [Establish contact with distributors of exclusive food products and listen to
their advice and guidance

e Define a more concrete product — should it be with or without additives, one
or more types, etc.?

o Differentiate the product/products from other brands

e Consider ensuring a specific product certification, if there are properties in
the product, such as age or origin, which can differentiate it from other prod-
ucts on the market

e Develop an attractive bottle

e Develop an attractive label

e Stake on a product/products in a relatively high price range

e Include considerations on consumer trends in relation to sustainability in the

development of certification and production plans, transport and packing
methods
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11.3.1.2 Marketing
The market survey and the SWOT analysis have shown that many potential
weaknesses and threats could be avoided if the introduction of the product were
followed up by a strong marketing strategy.

In its content the product does not differ fundamentally from other drinking wa-
ter products. The product characteristic is primarily connected with its history
and origin. A marketing strategy should therefore build on the good story and
the connection with Greenland, Greenland inland ice and Greenland traditions.
This provides good opportunities for creating illustrative pictures for labels and
marketing material, whereby the product can profit from an easily recognisable
image. And it is possible to utilise the fact that, according to the market survey
among potential consumers, place of origin and brand are important considera-
tions when the consumers make their choices to buy. They further associate to
purity in connection with a concept description. The perception of the water’s
purity is also a decisive factor in the the potential consumers’ choice of brand
when they buy bottled drinking water. Therefore, the purity of the water should
be emphasised in the marketing of the product.

Since the customers are not loyal towards a single brand and as they are easily
influenced by the branding of a product, is it essential that the marketing strat-
egy not only focuses on the introduction of the product but has a long time hori-
zon.

Prior to a market introduction and the laying down of a marketing strategy the
CVP’s and possible sales slogans of the product should, as mentioned above, be
further developed. Also, they should be tested further, preferably with the con-
sumers; and it should be considered to develop different varieties of these
CVP’s and sales slogans in order to consider the differences on the markets.

Prior to the introduction of the product it is a good idea to contact local sales
channels such as restaurants, cafés and shops with a view to getting their “ac-
ceptance” of the product. The willingness of these channels to sell the product is
decisive, as the product cannot be expected to be so strong to begin with that the
consumers will create a pull effect with their demand and thus “force” the shops
etc. to introduce the product in their range.

We recommend that future producers:

e Establish contact with distributors of exclusive food products and listen to
their advice and guidance

e Further develop and test CVP’s and sales slogans
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e Establish contact with local restaurants, cafés and shops with a view to get-
ting “acceptance” of the product

e Work on creating a strong and lasting brand

e Use ”Greenland”, purity and conditions characterising Greenland as a mar-
keting platform

e Tell the good story in the marketing
o Differentiate the marketing/branding strategy for different primary markets

e Use focus groups or the like to test branding, means of communication,
packing etc. in good time before launching the product

Economic conditions

In connection with the further work on the concept it is, furthermore, necessary
to clarify a number of economic conditions, including the expected production

and transport costs. Also the possibilities of using the sales network of existing
producers should be clarified.

Considering the expected high production and transport costs, alternative trans-
port and tapping options should be examined. As an example the water could be
tapped on bottles outside Greenland. Today imports into Greenland exceed ex-
ports from Greenland. It is therefore obvious to examine the possibilities of us-
ing surplus capacity in connection with transport. This could minimise transport
costs and indicate that correct environmental considerations are shown.

A weakness in the product is the fact that today there are no sales channels,
which is the Alpha & Omega for whether a product sells. The possibilities of
forming cooperation with existing producers should therefore be considered
very carefully. Thereby the experience of existing producers could be used, and
many resources could be saved

We specifically recommend that the future producers:
e Examine alternative transport and tapping options

e Examine the possibilities of using surplus capacity in connection with trans-
port

e Stake on a product/products in a relatively high price range
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e Make an overall economic calculation in connection with the considerations
about choice of material for the bottle, comparing additional costs with ex-
pected additional sale
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12.

12.1

12.2

METHODS USED

This chapter describes the methods used in the different phases of the analyses.
The data collection methods have varied in the different part analyses, and they
are thus described separately.

The data collection has been carried out in collaboration between NIRAS and
DMA/Research, who are in a steady cooperation with a number of analysis
firms in most of the world through the GlobalNR network. The data collection is
coordinated and briefed from Denmark by NIRAS and has been carried out by
local opinion-research agencies with fundamental insight into the specific mar-
kets. They are all members of ESOMAR?*, which ensures that the parties work
according to exactly the same quality levels.

Competitor analysis

The purpose of the competitor analysis was to identify the primary markets and
potential consumer segments for exclusive drinking water and to describe the
market for bottled drinking water in the USA and Japan.

The analysis was conducted on the basis of a desk research of relevant docu-
ments, personal interviews with persons from the beverage and food industry
who daily and in different ways are employed with bottled drinking water prod-
ucts and analyses of the markets in the two countries.

Image and branding survey

When launching a new product on the market it is important for the success and
the costs of market penetration whether the brand is connected with a number of
positive or negative associations, in general as well as in relation to the specific
product area — in this case ice and water.

The image and branding survey thus served to identify Greenland’s image as a
brand. At the same time the survey served to identify potential communication
elements in future marketing, and it was to form the basis for establishing cus-
tomer value propositions (CVP’s) for the product.

** ESOMAR is a worldwide trade association. To be a member as an institute you are obliged to
comply with existing ethical and quality codex. DMA/Research is also a member of ESOMAR.
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12.2.1

12.3

In Los Angeles and Tokyo the image and branding survey was conducted as an
online quantitative survey among persons registered for a panel used for market
surveys.

Screening criteria
In both countries a number of screening criteria were set up to narrow down the
target group. The following criteria were set up on both markets:

e Requirement for a minimum knowledge of Greenland — the respondents
were to know more about Greenland than just the name

e Requirement for a minimum consumption of bottled drinking water — the
respondents were to drink bottled drinking water at least once every two
weeks or more often

The desk research and other information from the USA indicated that the market
for bottled drinking water is very large in the USA. It was therefore decided to
set up an income criterion in connection with the focus on an exclusive drinking

water product. The survey was targeted at persons with a household income of
more than 50,0008.

Desk research and other information from Japan showed that the purchase of
exclusive drinking water is connected with lifestyle, health, etc., rather than with
income. Therefore, the same income criterion as for the survey in Los Angeles
was not set up in the in survey in the Tokyo area.

On both markets the results are based on responses from 1,000 persons who
have passed the screening criteria, i.e. the results are not representative of the
populations in the surveyed areas (Tokyo and Los Angeles). The results thus
cannot be generalised to cover the rest of the population in the two areas.

Attitude survey among potential sales channels

There is a general expression within retail and branded goods trade: ’Those who
own the channel, own the product”. The attitude of potential sales channels to-
wards the product is therefore important. And the sales channels have a consid-
erable knowledge of the specific markets and consumers from which to benefit
in the further product and marketing developments.

The purpose of the attitude survey is thus partly to identify the attitude towards
the product among potential sales channels on the two primary markets, partly to
gather knowledge of what it takes to be included in the range of these sales
channels.
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The attitude survey is based on personal interviews with central players with
relation to sales channels and the beverage and food industry. The interview
persons have been selected so as to represent decision-makers in companies in
potential key sectors. All the interviewees come from the two selected areas —
Los Angeles in the USA and Tokyo in Japan.

In Los Angeles in the USA the following persons have been interviewed:

e Specialist in sales

e Owner of exclusive restaurant

e Publisher of Beverage Publication Nationwide

e Manager in a supermarket chain

e Trade expert/catering consultant

e Owner of and purchasing manager in a supermarket chain

In Tokyo in Japan the following persons have been interviewed:

e Senior manager from a large supermarket chain with responsibility for intro-
duction and promotion of foods

e Senior marketing manager from a large food business that owns a large
number of restaurants

e Manager from a large commodities company with responsibility for bever-
ages

e Director of local supermarket chain in the Kanto region
e Senior columnist from a business paper

e Director of Japan’s Mineral Water Association
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12.4 Attitude and behaviour survey among potential customers
The attitude and behaviour survey among potential customers represent a further
narrowing of focus than the survey among potential consumers in the image and
branding survey.

The purpose is to identify the attitude of potential consumers towards the poten-
tial CVP’s and sales slogans and to identify the consumers’ purchasing behav-
iour in relation to the product type.

On both markets, the survey was conducted as an online quantitative survey
among persons signed up for a panel used for market surveys.

As in the image and branding survey, a number of screening criteria for the re-
spondents have been set up. On some points these deviate from the first survey
among potential consumers in order to allow for the narrowing of focus.

12.4.1 Screening criteria
The following criterion was set up on both markets:

e Requirement for minimum consumption of bottled drinking water — the re-
spondents were to drink bottled drinking water at least once every two
weeks or more often

In Los Angeles, as in the first consumer survey, other criteria were:

e The respondents had a minimum knowledge of Greenland — they knew more
about Greenland than just the name

e The respondents had a household income of at least 50,000$

These criteria also correspond to those set up in Los Angeles in the first survey.
In Tokyo, however, adaptations were made in the criteria in order to meet the
narrowed focus.

In Tokyo, therefore, there was another criterion apart from the criterion for a
minimum consumption:

e The respondents were to have a medium knowledge of Greenland
50 % in the first survey placed themselves in a category 2 on a scale from 1
to 5 for knowledge, where 1 is no knowledge or just knowledge about the
make. In this survey it was therefore decided to focus on the persons who
had a medium knowledge of Greenland, since they were presumed to have
better prerequisites for assessing the potential CVP’s and sales slogans
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12.5

I both Los Angeles and Tokyo the results are based on responses from 500 per-
sons who have met the screening criteria. This means that for this survey as well
the results are not representative of the populations in the areas surveyed (Tokyo
and Los Angeles). The results thus cannot be generalised to cover the rest of the
population in the two areas.

Concluding remarks

The total market survey is based on a funnel model where focus is gradually
being narrowed based on the results obtained. The drawing up of potential
CVP’s and sales slogans has thus taken place on the basis of the results of, for
example, the image and branding survey.

As described above, the use of a funnel model also means that for the different
surveys among potential consumers different screening criteria have been ap-
plied on the two markets and for the two surveys in Tokyo. This means that it is
not possible to compare the results of the consumer surveys direct, as there will
be deviations between the results of the surveys as a result of the different
screening criteria. Differences in results can also be owing to differences in the
way of asking in the two surveys, even though they have dealt with fairly the
same issues.

Like cultural differences, differences in the screening criteria also mean that
comparisons between the two markets must be made with caution.

This report contains a summary of the main results across the individual part-
surveys and the reader should bear these methodical differences in mind when
reading it. However, where there are significant deviations between the results
of the part-surveys this is mentioned in the text, and to ensure clarity there is an
indication of sources of results from the two consumer surveys — the image and
branding survey and the attitude and behaviour survey.
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