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Company Overview

Mission Statement: "Do more of what you love."

Core Values: Innovation, user-friendly design, sustainability, health-focused lifestyle.
Unique Selling Points (USPs):

Patented FreeSip® spout, ergonomic design, leak-proof, and insulation technology.

Target Audience

Demographics: Health-conscious individuals, parents, outdoor enthusiasts, eco-conscious users.
Motives: Convenience, design, sustainability, active lifestyles.

Pain Points:

Struggles with hydration throughout the day.

Annoyances like leaks or bulky designs.

Desire for stylish, functional water bottles.

Product Information

Product Line: FreeSip®, FreeSip® Twist, Kids’ FreeSip®, 400z Tumbler, accessories, etfc.
Price Range: 20 to 30 USD, accessories from 4 to 30 USD
Customization Options: Any personalization features or color options available.

Competitor Analysis

Key Competitors: Hydro Flask, YETI, Stanley, CamelBak, and LARQ.

Comparison Points:

Product features (e.g., insulation, design).

Pricing and availability.

Marketing strategies (e.g., community-driven, eco-conscious, infuencer campaigns).
Unique features Owala offers that competitors don't (like FreeSip®).

Brand Identity and Tone

Visual Aesthetic:

Owala’s branding is vibrant, playful, and modern. They use bold colors and clean lines, reflecting
their commitment to making hydration feel fun and approachable. Bottle design mimicks this with
sleek shapes and bright, eye-catching color combinations.

Voice and Messaging:

Owala’s tone is casual, witty, and relatable. Their product descriptions and marketing campaigns
often include clever wordplay and humor, making their brand feel friendly and engaging rather than
overly corporate.

Sustainability Efforts:

While not heavily emphasized, Owala promotes reusable bottles as an eco-friendly alternative to
single-use plastics, appealing to environmentally conscious consumers.



