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REGISTER TODAY!
NEBWA 2018 FALL CONVENTION

October 25 – 27, 2018
Holiday Inn–East Mountain
Wilkes-Barre, Pennsylvania

For information on the 2018 Fall Convention, 
along with the schedule of events, see page 13.
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NORTHEAST BOTTLED WATER ASSOCIATION
2018 SLATE OF OFFICERS AND BOARD OF DIRECTOR 

To the Membership of the Northeast Bottled Water:

The Northeast Bottled Water Association will be electing a slate of officers and directors that will serve from January 
2019-December 2020. The nominating committee consisted of the following members: Joseph Cimino, Bryan Pullen, 
Robert Gelbach, Dan Correll and Gene Schrager have developed the following slate of officers. 

Officers

• President   Jillian Olsen  Cherry Ridge Consulting
• 1st Vice President  Joseph Cimino   Choice H2O
• 2nd Vice President  Robert Gelbach  National Testing Labs
• Secretary   Doug Shinn  WG America
• Treasurer   Jason Hutzley  Kepwel Spring Water

Board of Directors

• Tim Brooks   Polar Beverages
• Joseph Cimino   Choice H2O
• Peter Colello   Frontenac Crystal Spring Water Company
• Dan Correll   Harford Glen Water
• Timothy Flynn   Mount Claire Water Company
• Allen French   Edge Analytical Labs
• Jeff Gates   America’s Best HOD
• Robert Gelbach   National Testing Laboratories
• Janis Graham-Jones  Berkshire Springs   
• Jason Hutzley   Kepwel Spring Water Company
• Kari Mondt   Allied Purchasing
• Jillian Olsen   Cherry Ridge Consulting
• Richard Rouillard  Niche Marketing Solution
• Douglas Shinn   WG America
• Christine Stetson   Village Springs

Voting on the slate of officers and directors will be held on Saturday morning, October 27th at the annual business 
meeting in conjuncture with the convention being held from October 25-27 at the Holiday Inn—East Mountain, 
Wilkes Barre, PA.

Northeast Bottled Water Association, PO Box 328, Southfield, MA  01259 
Email: nebwa@verizon.net     www.nebwa.org
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THE NORTHEAST BOTTLED WATER ASSOCIATION 
(NEBWA), INC is a non-profit trade association whose members 
are connected with the bottled water and beverage industries. 
Members are those engaged in production, packaging, delivering 
and distribution of bottled water and other beverages, as well as 
those who are engaged in supplying equipment, supplies and 
services to the industry.
 
Bottler and Distributor members are primarily from the Northeast, 
New York, New Jersey and Pennsylvania. However, membership 
is not limited to these areas. Supplier members are from all areas 
of the United States and Canada.
 
Education is NEBWA’s primary focus. Members are kept updated 
on state legislation that may affect their businesses, attend 
seminars two (2) times per year to be updated on the latest FDA 
and state requirements for the production and distribution of 
their products, attend training sessions to make sure they are in 
compliance with all state and federal regulations, meet with other 
industry members and stay in contact with their suppliers.

There is good news for the 
bottled water industry. 

Bottled water is often in the news, but it is not 
always good news. With the media attention on 
plastic pollution the finger often gets pointed at our 
industry and in particular the single serve bottles. In 
the town of Great Barrington, Massachusetts, local to 
the Northeast Bottled Water office, the sale of bottled 
water in sizes one liter or smaller will be banned 
starting next Spring. The only beverage that is 
targeted is bottled water - not soft drinks, juices, teas, 
iced coffee or other drinks sold in plastic bottles. 

We must get the word out about all of the positive 
aspects of bottles water. 

We know that bottled water is the healthier choice 
in beverage options. It is not only convenient but it 
has zero calories, reliable quality, no additives, and it 
is refreshing. 

The single serve PET plastic bottles are recyclable. 
They can be recycled many times and are used to 
make many new products. Many of us recycle all of 
the products related to producing our bottled water 
including caps, cardboard and all other plastic as well 
as the PET in the bottles.

Bottled water still has the smallest water and 
energy use footprint of any packaged beverage. 

When there are natural disasters and emergencies 
our bottled water companies are ready to help.  
Bottled water is often a necessity in these situations.

As bottled water has continued to grow and 
has now surpassed soft drinks as the number one 
consumer choice, we must let everyone hear the 
good news about bottled water. Join us in Wilkes 
Barre, Pennsylvania this October to hear more about 
upcoming trends, regulations and ways to make our 
industry better and help spread the word.  

Hope to see you there –

Janis Graham-Jones
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Bottled water’s position as the No. 1 packaged 
beverage in America for two years in a row shows 
there is no shortage of conversations around 
bottled water. But how are you communicating 

your brand to customers? Are you getting your message 
across? An integrated marketing approach ensures brand 
consistency in both traditional and non-traditional marketing 
channels. 

Integrated marketing is a unified approach to marketing 
where every interaction a customer has with your brand is 
consistent and helps form your brand image. Your brand is 
what differentiates you from the competition and sets your 
products apart. When was the last time you considered 
your customer’s experience 
on your website or how your 
customers interact with their 
route sales or customer 
service representatives? 
Implementing a successful 
integrated marketing 
approach is essential in 
providing one voice, one 
look and one feel for your 
company. 

Reach Mobile Users and Online Shoppers
Most of us browse websites and shop via our smart phones 
or tablets, therefore, we need to ask ourselves if our websites 
are mobile friendly? With more and more people accessing 
information via their handheld devices, we need to ensure 
when redesigning our websites that they contain responsive 
design. With responsive design your website quickly adapts 
to the device the user is on so they can easily navigate your 
website. 

Responsive design is the best way for your mobile website 
to mirror your full website, without losing your brand colors, 
feel and tone of voice. Enlist the help of your employees 
to perform a web audit by having them browse and shop 
your website on both a desktop and mobile device. Ask 
them to provide feedback on their experience and brand 
consistency across both devices.

Connect Customers with Content
Content marketing is typically used to attract potential 
customers, engage with current customers, and expand 
your business. Providing relevant information that is easy 
to access will keep prospects and customers coming back 
for more information and therefore, increase your amount 

of sales. When customers 
turn to your company for 
information, you want 
to provide it. Using the 
80/20 rule (where eighty 
percent is actual content 
and twenty percent is 
information about your 
company) will ensure that 
your customer’s questions 
are answered and your 
business’s reputation is 

expanding. To do this, your company should develop a 
selling strategy that does not directly sell to your customers. 
This strategy is great for developing relationships to increase 
the likelihood of a prospect becoming a customer. 

Customer service, sales, and route sales representatives 
can help when deciding what kind of information customers 
want to know. By gathering what questions they are 
frequently being asked or brainstorming with those in other 

COMMUNICATING YOUR BUSINESS THROUGH

Integrated marketing is a unified 
approach to marketing where 

every interaction a customer has 
with your brand is consistent and 

helps form your brand image.

BY: AUDREY KRUPIAK & VICTORIA RAGUSA, WG AMERICA COMPANY
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679 Plank Road, Clifton Park, NY 12065
(518) 348-6995 

Professional Geologic and  
Hydrogeologic Consulting 

 Spring Yield & Water Quality Evaluations 
 Ground Water Under Direct Influence of Surface 

Water (GWUDI) 
 Source Development, Test Drilling & Bore Holes 
 Recharge Area Delineation & Springhead 

Protection 
 Geophysical Surveys for Ground Water Resource 

Evaluation 

Contact: Michael Palleschi, PG, CPG 
mpalleschi@alphageoscience.com 

Spring Water Evaluation and Development 

www.alphageoscience.com 

Permitting, Regulatory Compliance, Reporting 

 Hydrogeologic Investigations & Reports 
 FDA & State Regulatory Compliance Evaluations 
 FDA Spring Water Standard of Identity & Quality 
 Laboratory Data Validation 

departments, you can gather ideas from the ones who know 
your company best. Use these ideas to your advantage and 
find a way to relate them to your business. For example, a 
bottled water business might want to write about the effects 
of hydration when outside golfing or doing yoga. Once your 
blog is written, post it to your company website and social 
media sites. Providing different blog themes will speak to a 
larger audience of people and build more relationships. 

Inform Customers with Email
Utilizing an email service allows companies to communicate 
their content, upcoming promotions, and company news to 
their prospects and customers. Create two or three email 
templates that mimic your website and reflect your brand’s 
colors and feel. Consistently email your customers on a 
regular basis but don’t always stuff the emails with sales 
promotions.

If you do not have an email list or would like to grow your 
email list there are several approaches you could try:
• Consider adding a newsletter sign-up feature to your 

website. 
• Most email service providers offer a “text to join” feature 

that allows customers to text their email address to a 
specific number to join your mailing list.

• Ask for their email. Ask at trade shows. Ask on customer 
service and sales calls. Ask current customers via a 
postcard mailer campaign.

Go Social 
Most of us use some form of social media to stay up-to-
date on current events, so why not do the same for your 
customers? Instead of just pushing information out to your 
followers, give them something to look forward to, such 
as trivia contests. Through this, your current and potential 
customers are learning more about your company, while 
also being rewarded with a prize. What better way to get 
them to return to your website? However, not all content 
should be contests. Mix it up by providing pictures that 
customers have submitted, with their permission, and 
even tag customers or companies to get them involved.  
Maintaining a specific time for posts while also changing 
the times frequently will add to the amount of customers 
you reach and hopefully bring more traffic to your website. 

Social media does not always include positive responses or 
actions. When working with an unhappy individual on social 
media, it is important to develop a strategy to respond to 
the situation. When analyzing the comment, first, assess 
the issue at hand. This will allow you to move forward in 
the proper way. Then decide whether you should comment 
or not. If so, leave your comment and observe their activity 
back to you. Once they have commented, you should 
monitor the situation and refer for a follow-up or notify the 
department involved. Properly handling an unhappy or 

misguided person will establish a good relationship between 
your company and other individuals. 

Consider Traditional Advertising 
Traditional advertising like direct mail, billboards, and 
ads in local publications can be valuable assets to your 
marketing strategy, if you can determine how to track their 
effectiveness. Consider using specific phone numbers 
or URLs to drive potential customers to your sales team 
or website for more information. Specific phone numbers 
allow you to see the number of calls the campaign brought 
in, while specific URLs can provide insight to the number 
of unique visitors that specific page had. The use of a 
predetermined promo code for your campaign will allow you 
to track the number of customers your campaign converted.

Your traditional advertising efforts should be a reflection 
of your overall branding and message. Consider using 
promotions and coupons to catch the attention of a potential 
customer. Target the messaging in your ad to the audience. 
If you are targeting dental offices, include dental office 
imagery and pictures in your advertising. 

Share Testimonials and Stories
Testimonials and stories can have a number of benefits to 
your business. A good testimonial will not only build trust 
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and credibility with current and potential customers, but it 
will also drive home your brand image. There is no better 
feeling than a heartfelt story to capture the attention of your 
audience, or, the possibility of attracting new customers. As 
a business, it is recommended to post testimonials to your 
website or share them with your sales team to use when 
making a sale, as they often help stir emotions.

To gather testimonials and stories, you can create a 
submission form for customers to fill out, send out surveys 
through email, and even check your social media sites for 
reviews. Current and potential customers want to know 
you make a good product and sell a good service. Hearing 
from others just like them will help make their decision in 
choosing your business easier.

Empower Employees to be Messengers
Equip and empower your employees to be messengers of 
your business. Your route sales team, customer service, or 
sales team do not have to be the only messengers in your 
business. Share with all employees, from management 
to production workers, the brand image you are trying to 
achieve, and the products on your product menu. With all 
employees being equipped with the right information to talk 
about your company they will be naturally prepared to talk 
about your business and its products and services. By doing 
so you may have double or tripled your sales force. 

Create a message and a brand that your employees believe 
in. If they believe in the message they will talk about it 
outside of their daily work. It is much easier to grow your 
business when everyone is talking about it in a consistent 
way.

Implementing an integrated marketing plan does not have 
to be difficult. Meet with your employees and determine 
what your brand image and messaging will be. Remember 
to ask yourselves what makes your company different from 
the others? Next, determine which of the above marketing 
channels could be effective for your integrated marketing 
strategy. Develop a game plan on how you will get each 
channel to cross in an integrated way. Then review your 
plans and budget before implementing. 

Remember to track all integrated marketing efforts to 
know their effectiveness. Do not be so quick to give up 
on something that is not working, sometimes it just takes 
some tweaking to turn the results around. Not all things 
work perfectly the first time so apply what you learned to 
your next campaign. Soon you will become an integrated 
marketing pro! 
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IBWA members visiting their 
Congressmen on Capital Hill 

in June 2018
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Alexandria. VA - Bottled water 
is the No. 1 beverage product 
in the U.S., by volume, for a 

second year in a row, the lnternational 
Bottled Water Association (IBWA) and 
the Beverage Marketing Corporation 
(BMC) announced today.

Bottled water volume grew to 13.7 
billion gallons in 2017, a 7 percent 
increase over the previous year.

The distance between bottled water 
and carbonated soft drinks continues 
to widen as consumers increasingly 
choose bottled water instead of soda. 
Carbonated soft drink sales decreased 
for the thirteenth consecutive year, 
according to the most recent numbers 
from BMC.

Bottled water sales now total $18.5 
billion, an increase of 8.8 percent. 
Per capita consumption exceeds 42 
gallons of bottled water, a 6.2 percent 
increase. Meanwhile, the average 

annual intake of carbonated soft 
drinks has slipped to 37.5 gallons, 
BMC statistics show. Beverage 
Marketing predicts bottled water will 
climb higher than 50 gallons per capita 
within just a few more years.

Within the bottled water category, all 
segments grew in 2017:

• Domestic non-sparkling increased 
5.5 percent.

• Domestic sparkling increased 27.5 
percent.

• lmported water increased 9.2 
percent.

• Home and office delivery (3 and 
5-gallon size bottles) increased 1.3 
percent.

“Bottled water’s rocket-like rise in 
popularity coincides with pronounced 
shifts in consumer preferences 
for refreshment and rehydration. 
As the quintessential portable and 

affordable beverage, bottled water 
introduces new usage occasions 
and habits. Suitable for consumption 
at any time of the day or night, and 
not necessarily in need of being 
kept ice cold, bottled water simply is 
the preferred beverage not only for 
consumers aiming to reduce caloric 
intake or lessen artificial sweetener 
usage but also for consumers of all 
kinds,” according to Michael C. Bellas, 
BMC Chairman and CEO.

“Healthy, convenient, and safe, bottled 
water is America’s favorite packaged 
water for many reasons,” says Joe 
Doss, IBWA president and CEO. 
“Research and polling indicate people 
are continuing to make the switch 
from other packaged drinks to bottled 
water. Some of these reasons include:

• Bottled water is a healthy choice.
• Bottled water tastes great and is 

refreshing.

Consumers reaffirm bottled 
water is America’s favorite drink

Gap widens between battled water and soda
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• Bottled water is convenient for on-
the*go lifestyles.

• Bottled water has trusted safety 
and quality and is comprehensively 
regulated by the U.5. Food and Drug 
Administration {FDA).

• Bottled water packaging has a 
proven record of safety.

• Bottled water is sold in containers 
that are 10O-percent recyclable.

• Bottled water has the lowest water 
and energy use ratio of all packaged 
beverages.

• Bottled water has a tiny water-use 
footprint. The entire industry uses 
less than 0.0LL percent of all water 
used in the United States each year.

• Bottled water containers use much 
less PET plastic than soft drink 
containers (9.89 grams vs. 23.9 
grams, on average for 16.9-ounce 
containers). Soda needs a 
thicker plastic container due to its 
carbonation.

BMC data from the past two decades 
shows that a large part of the sales 
growth for bottled water is the result 
of a “consumer shift” from sugar-
sweetened beverages to bottled water, 
says Doss. This new data is consistent 
with a Harris Poll conducted for IBWA 
that found more than 3 in 5 Americans 
(63 percent) say bottled water {still 
and/or sparkling} is among their most 
preferred beverages, followed by 
coffee (62 percent). Fewer Americans 
{58 percent} say soft drinks {regular 
andlor diet) are among their most 
preferred drinks.

Nearly all Americans (94 percent) 
believe that bottled water is a healthier 
choice than soft drinks, and 93 percent 
say bottled water should be available 
wherever drinks are sold.

“Amid worries about obesity, 
diabetes, heart disease, and other 
health matters, bottled water’s lack 
of calories and artificial ingredients, 
convenience, and refreshing taste 
attracts health-conscious consumers,” 
says Doss.’nAs some consumers are 
becoming wary of artificial sweeteners, 
they are abandoning diet offerings, as 
well as regular soda, and instead are 
switching to bottled water.”

The bottled water industry is utilizing 
a variety of measures to continue 
reducing its environmental impact. 
Many bottled water companies already 
use recycled plastic in their bottles. 
Some are producing 100-percent 
recycled PET plastic bottled water 
containers, he says.

“Bottled water’s environmental 
footprint is the lowest of any packaged 
water, according to a life cycle 
assessment conducted by Quantis,” 
says Mr. Doss.

“When it comes to overall water use, 
the bottled water industry is actually 
a very small and efficient water user” 
Bottled water uses only 0.011 percent 
of all water used ln the United States.” 
Bottled water also has the lowest 
water- and energy-use ratios of all 
packaged beverages. On average, 
it takes only 1.32 liters of water to 

produce 1 liter of finished bottled 
water (including the liter of water 
consumed),which is the lowest water-
use ratio of any packaged beverage 
product. And on average, only 0.24 
mega joules of energy are used to 
produce 1 liter of bottle of water.

Mr. Doss says the bottled water 
industry works hard on a number 
of fronts with recycling advocates, 
communities, and beverage and food 
partners to help increase recycling 
rates. All bottled water containers are 
100 percent recyclable (even the cap), 
and, as an industry, it supports strong 
community recycling initiatives and 
recognize that a continued focus on 
increased recycling is important for 
everyone. ln addition, bottled water 
containers are the most common 
item in curbside recycling programs, 
recycled at a rate of 53.85 percent. 
And the industry is always looking for 
ways to strengthen existing recycling 
programs and help to expand recycling 
efforts ever further. However, even 
when they are not properly recycled, 
bottled water containers make up 
only 3.3 percent of all drink packaging 
in U.S. landfills. Plastic carbonated 
soft drink containers make up 13.3 
percent, and aluminum cans make up 
7.9 percent.

Bottled water is comprehensively 
regulated by FDA as a food product, 
and FDA regulations governing the 
safety and quality of bottled water 
must, by law, be as protective of the 
public health as the Environmental 
Protection Agency (EPA) standards for 
tap water. And, in some very important 
cases, such as lead, bottled water 
regulations are substantially more 
stringent.

BMC is a research, consulting, and 
financiaI services firm dedicated to the 
global beverage industry

(www.beveragemarketing.com ).

For more information about bottled 
water and recycling, please visit 
IBWA’s website, www.bottledwater.org

The bottled water industry is utilizing 
a variety of measures to continue 

reducing its environmental impact. Many 
bottled water companies already use 
recycled plastic in their bottles. Some 

are producing 100-percent recycled PET 
plastic bottled water containers

www.bottledwater.org.
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NEBWA 2018 FALL CONVENTION
October 25 – 27, 2018

Holiday Inn–East Mountain
Wilkes-Barre, Pennsylvania

Effective July 6, 2018, the United States 
imposed a 25-percent tariff on a wide array 
of equipment imported from China. The list 
of goods subject to the retaliatory tariffs 
includes the following items of importance 
to IBWA members: 

	 8418.69.01: Refrigerating or 
freezing equipment 

	 8421.21.00: Machinery and 
apparatus for filtering or purifying 
water

	 8422.20.00: Machinery for 
cleaning or drying bottles or other 
containers

	 8422.30.91: Machinery for filling, 
closing, sealing, capsuling or 
labeling bottles, cans, boxes or 
other containers; machinery for 
aerating beverages

The U.S. Trade Representative (USTR) 
has provided a process for companies to 
seek an exclusion from the tariffs. IBWA 
strongly encourages members to submit 
petitions following the process outlined 
below, and then share these petitions with 
IBWA. Providing your petitions to IBWA will 
allow the association to submit a petition 
on behalf of our members for possible 
exclusion from the tariffs on the same 
products.  
 
Below is a detailed outline of the petition 
for exclusion process:

	 IBWA and/or the companies can 
submit exclusion requests to 
USTR by October 9, 2018—each 
exclusion request must be for 
only one product.

	 Responses to an exclusion 
request are due 14 days after 
the request is posted and replies 
by the exclusion seeker are 
permitted 7 days after responses 
are filed.

	 USTR is already accepting 
comments at its docket 
online, available here:  https://
www.regulations.gov/
docket?D=USTR-2018-0025

	 USTR has also compiled 
information about the exclusion 
request process on its website, 
including a tracker showing 
posted requests: https://ustr.gov/
issue-areas/enforcement/section-
301-investigations/request-
exclusion.

	 USTR has provided a form for 
submitting exclusion requests. 
- Available at: https://ustr.
gov/sites/default/files/
enforcement/301Investigations/
China%20301%20Product%20
Exclusion%20Form.pdf. 
 
- USTR has “strongly 
encouraged” interested persons 
to use the form, but its use is not 
mandatory. 
 
- Submissions can contain 
business confidential information, 
which will not be publicly 
available, but all submissions 
must also be accompanied by 
public versions. 
 
-  All submissions must also 
include a statement that the 
submitter certifies that the 
information provided is complete 
and correct to the best of his or 
her knowledge.

	 USTR has requested specific 
information regarding product 
identification, including the 
following:  
- Identification of the particular 
product in terms of the physical 
characteristics (e.g., dimensions, 
material composition, or other 
characteristics) that distinguish 
it from other products within the 
covered 8-digit subheading. 
 
- The 10-digit subheading of 
the Harmonized Tariff Schedule 
(“HTSUS”) applicable to the 
particular product requested for 
exclusion. 
 
- Information on the ability of U.S. 
Customs and Border Protection to 

administer the exclusion. 
 
-  The annual quantity and value 
of the Chinese-origin product that 
the requester purchased in each 
of the last three years.

	 Additional guidelines for 
product descriptions are 
available in a separate handout 
published here: https://
ustr.gov/sites/default/files/
enforcement/301Investigations/
Section%20301%20
Exclusion%20Request%20
Guidelines.pdf

	 USTR has also asked that 
requests address the rationale 
for the requested exclusion, in 
particular:  
- Whether the particular product is 
available only from China. 
 
- Whether the imposition of 
additional duties on the particular 
product would cause severe 
economic harm to the requester 
or other U.S. interests. 
 
- Whether the particular product is 
strategically important or related 
to “Made in China 2025” or other 
Chinese industrial programs.

	 Requesters may also provide 
any other information or data that 
they consider relevant to USTR’s 
evaluation of the request. 

If you have any questions on the process 
outlined above, please contact IBWA 
Vice President of Government Relations 
Cory Martin: 703.647.4618 or cmartin@
bottledwater.org.

This article was in the August 16th issue of News Splash, a publication of the International Bottled Water Association.

Process to Submit Your Petition to Exclude Bottled Water Coolers 
and Other Equipment From Tariffs
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Register
Today!

NEBWA 2018 FALL CONVENTION
October 25 – 27, 2018

Holiday Inn–East Mountain
Wilkes-Barre, Pennsylvania

Convention Registration
DEADLINE: October 12, 2018

Hotel Registration
DEADLINE: October 2, 2018
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THURSDAY, OCTOBER 25, 2018

1:00 pm – 2:00 pm  Plant Tour – US Hydrations Plant ~ 1 CEU
4:00 - 6:00 pm   NEBWA Registration 
4:00-5:00 pm   Board of Director’s Meeting   
6:00 pm   Optional Dinner TBA

FRIDAY, OCTOBER 26, 2018

7:30 am        NEBWA Registration
8:00 am - 9:00 am       Buffet Breakfast
8:00 am – Noon         CONSULTATIONS WITH CHRIS DUNN (by appointment)
9:00 am – 9:15 am       Opening Remarks—President Janis Graham-Jones
9:15 am – 10:30 am       MILESTONES IN BOTTLED WATER ~ .75 CEU
                                                   Jane Lazgin
10:30 am – Noon   EQUIPMENT PANEL DISCUSSION WITH YOUR SUPPLIERS ~ 1.5 CEU
Noon – 1:00 pm                        Lunch 
1:00 pm - 2:00 pm        TOP 10 HUMAN RESOURCES ISSUES ~ 1 CEU
                                                    Sharon Kiss, Paychex                      
2:00 pm – 3:45 pm          SETTING PRIORITIES FOR PREVENTION CONTROL 
    FOR SUPPLIERS AND BOTTLERS ~ 1.75 CEU
         Chris Dunn, Dunnworks           
3:45 pm – 4:15 pm         NEW: MEET YOUR SUPPLIER EVENT 
4:15 pm - 5:00 pm         Vendor Set-up    
5:00 pm - 7:00 pm         Vendor Reception
7:00 pm - 10:00 pm         Banquet with Speaker
     Lynn Wachtmann, IBWA Chairman
                                                                

SATURDAY, OCTOBER 27, 2018

7:30 am          NEBWA Registration
7:30 am - 8:30 am        Continental Breakfast
8:00 am – Noon        CPO Exam
8:00 am – 8:30 am        Annual Business Updates/Election of Officers & Directors
8:30 am – 9:30 am        HISTORY & USE OF MICROPLASTICS ~ 1 CEU
                                                    Steve Tischler, National Testing Labs
9:30 am – 10:15 am           COMMUNICATING YOUR BUSINESS THROUGH 
    INTEGRATED MARKETING ~ .75 CEU
                                                    Audrey Krupiak & Victoria Ragusa, WG America (The Water Guys)                                            
10:15 am – 11:00 am           REGULATORY UPDATES & INSIGHTS ~ .75 CEU
    Jillian Olsen, Cherry Ridge Consulting
11:00 am – Noon  HOD SANITATION ~ 1 CEU
                             Chris Dunn, Dunnworks

NEBWA 2018 FALL CONVENTION

SCHEDULE OF EVENTS
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Holiday Inn–East Mountain | Wilkes-Barre, Pennsylvania

HOTEL RESERVATION INFORMATION
RESERVATION DEADLINE  •  October 2, 2018

Holiday Inn-East Mountain
600 Wildflower Drive (Route 115), Wilkes Barre, PA 

Telephone: 570-822-1011
GROUP RESERVATION CODE: NEBWA

Room Rate: $109.00
MAKE RESERVATIONS AS SOON AS POSSIBLE

Plant Tour: October 25 at 1:00 p.m. 
US Hydrations

164 Commerce Road, Pittstown, PA  18640.  
The plant is accessible from Routes, 84, 81, 95, 90 and 76. 

Telephone: 570-655-7755.
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2018 NEBWA Fall Speakers

SPEAKER BIOS

AUDREY KRUPIAK
Audrey Krupiak is the Marketing and 
Communications Manager at WG America 
Company in Birdsboro, PA. She has over 
9 years of experience in marketing for 
companies and almost 5 years of experience 
within the water industry. Mrs. Krupiak has 
been actively involved with the International 
Bottled Water Association and has held the 
Co-Chair position of the Communications 
Committee since August of 2016. Her 
skill set includes creating marketing plans, 
building and maintaining websites (SEO 
& PPC), writing blogs, social media and 
designing marketing material and water 
bottle labels. Mrs. Krupiak has obtained 
various certificates of achievement for social 
media summits and marketing classes. She 
herself has held several training sessions 
on social media and social media content 
curating.  

VICTORIA RAGUSA
Victoria Ragusa is the Marketing and 
Communications Intern at WG America 
Company in Birdsboro, PA. She is currently 
a Junior at Kutztown University majoring 
in Communication Studies. Last semester 
Ragusa held the position as Marketing 
Coordinator of the Association of Campus 
Events board.

SEMINAR
Communicating Your Business Through 
Integrated Marketing
Implementing a successful integrated 
marketing strategy is essential in providing 
one voice, one look and one feel for your 
company. In this seminar, we will review 
different marketing approaches such as 
email, social media, websites and content 
that can be used. You will leave this seminar 
with steps on how to start your very own 
integrated marketing strategy within your 
business.

CHRIS DUNN
Retired from NSF International, where 
he managed the global Beverage Quality 
program offering food safety certifications 
(NSF, SQF, BRC) as well as laboratory 
testing, food safety audits, consulting and 
training for bottled water, natural mineral 
water, flavored beverages, and packaged ice.   
With 45+ years’ experience, he provides a 
wide range of assistance in strategy, food 
safety and regulatory compliance to the 
water, beverage, and packaged ice industries.   
Chris is qualified as an auditor, food 
safety trainer as well as he now is a “Lead 
Instructor” for FSPCA Preventive Controls 
for Human Food (PCQI) and Foreign 
Supplier Verification Program (FSVP) 
training program referenced under the 
FDA’s Preventive Controls regulations.  He 
is designated by Water Quality Association 
as a “Certified Water Specialist”, is a 
SQF Practitioner, certified in HACCP and 
serves on the International Council of 
Bottled Water Associations.   Chris holds 
a Bachelor’s degree from the University 
of Denver and an MBA from the Goizueta 
Business School at Emory University in 
Atlanta, Georgia.

SEMINARS:
Setting Priorities for Preventive Controls 
This year’s presentation will focus on 
making sure everyone understands 
expectations and realities of Preventive 
Controls and Intentional Adulteration for 
2019, what suppliers (and bottlers) must 
know/understand about Preventive Controls, 
FDA FSMA Inspections; what FDA auditors 
have been citing as non-conformances 
including enforcement of sanitation of 
returnable bottles with ozone, Intentional 
Adulteration in 2019; how Food Defense 
is becoming more important and subject to 
audit.

One-on-One Food Safety Plan Reviews 
Confidential and Free!  Here is your chance 
to bring your actual plan that you have 
written and get feedback and suggestions 
from Chris Dunn. This is your opportunity 
to see how well prepared you are for an 
inspector’s visit and ask specific questions 
with complete confidentiality.

Town Hall Q&A on Food Safety Plans 
Your chance to ask questions and share 
experiences on how the FDA and state 
inspectors are conducting plant inspections 
and how best to prepare. Some questions 
will come from Chris based on what he is 
most frequently asked about and others from 
the audience.

JANE LAZGIN
Jane Lazgin has had a long love affair 
with bottled water.  She joined a start-up 
company, called Great Waters of France, 
in 1977 to be part of introducing sparkling 
Perrier to Americans. Jane was the ninth 
employee of the company, which was later 
acquired by Switzerland-based Nestle and 
grew to almost 9,000 employees.  Nestle 
Waters North America expanded the market 
for distinctive, regionally sourced and sold 
spring water brands such as Poland Spring, 
Deer Park and Ozarka, becoming the leading 
bottled water company in the U.S.
Communications comes naturally to 
Jane.  She spent most of her 40 years 
with the company as director of corporate 
communications and media spokesperson, 
finding purpose in encouraging people to 
choose water as a healthy beverage for 
themselves and their families.  She also 
served for many years as co-chairperson 
of the communications committee of the 
International Bottled Water Association.
In 2018, Jane was grateful to receive 
the International Water Tasting 
Lifetime Achievement Award for her 
accomplishments. A Stamford, Connecticut 
resident, Lazgin graduated from SUNY New 
Paltz with a bachelor’s degree in English 
and education, with a junior year spent at 
McGill University in Montreal.  Jane took 
her commitment to good communications to 
South America in 2018, teaching English as 
a Second Language to business executives in 
Bogota, Colombia for six-months. 

SEMINAR
Milestones of Bottled Water
Whether it’s bottled or tap, the simple act of 
offering someone a drink of water can mean 
so much.  It can make a guest feel welcomed. 
Refresh an athlete who has made a big 
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effort. Soothe a child who has skinned a 
knee. Give comfort to someone who needs a 
friendly gesture. Or, save a life.
Bottled water, for more than 40-years, has 
made it easier for Americans to have access 
to delicious, safe water, wherever they are.
Today, Jane Lazgin will speak about 
the many milestones of bottled water 
in America, and she will offer her 
observations about beverage trends in 
South America, where she has worked, 
danced and enjoyed the foods and drinks of 
Colombia for the past six months.  

JILLIAN OLSEN
Jillian Olsen is the Owner and President 
of Cherry Ridge Consulting LLC.  She 
is an Environmental Biologist and 
regulatory specialist with over 17 years’ 
experience in the environmental consulting 
industry, focused on spring water resource 
development for the bottled water industry. 
Areas of expertise include bottled and 
bulk water industry permitting and 
regulatory compliance, water stewardship 
program implementation, water resource 
evaluation and development, and wetland 
identification, delineation and permitting.  

SEMINAR
Requlatory Updates and Insights
Jillian will provide a detailed review 
of regulatory changes affecting bottled 
water that have been or are expected 
to be implemented in 2018 for the 
Northeast Region.  Particular focus will 
be on recent changes enacted by the 
Pennsylvania Department of Environmental 
Protection.  New guidance released 
by the Massachusetts Department of 
Environmental Protection will also be 
discussed.  

SHARON KISS 
Human Resources Consultant with Paychex 
for 10 years. Over 20 years Human 
Resource Management experience in the 
Retail, Executive Recruiting and Non-Profit 
sectors. PHR and SHRM-CP certified.  

SEMINAR
Top 10 Human Resource Issues
It is difficult to keep up with the changing 
employment laws. Some businesses choose 
to ignore employment laws thinking 
they don’t apply. While many more may 
not even be aware of the laws and their 
requirements. 
We’ll help you take an assessment of your 
current practices and create an action plan 
for those items you may have overlooked. 
Each of the HR issues presented includes 
a high level overview of the issue, a quick 
assessment to help identify potential HR 
issues, and ways to take action today and 
plan for your organization’s future. The 
HR issues discussed in our training will 
include: Hiring Practices, Harassment, 
Family and Medical Leave Act and 
Employee Discipline and Termination  This 
Training is intended for HR Professionals, 
Managers, and Supervisors who make 
business decisions.  

STEPHEN R. TISCHLER
Stephen Tischler, Vice President, has 
worked for National Testing Laboratories 
for fifteen years. Mr. Tischler is a member 
of the Senior Management Team at NTL, 
and primarily directs Lab Operations, 
Sales, and Marketing. Prior to working with 
National Testing, Mr. Tischler worked in 
various senior management capacities in 
the chemical manufacturing, engineered 
plastics manufacturing and laboratory 
services industries, where he authored many 
Strategic and Business Plans. He has a 
B.S. in Chemistry from John Carroll Univ. 
(University Hts., Ohio) and an M.B.A. from 
Baldwin-Wallace University (Berea, Ohio). 

SEMINAR 
History and use of Microplastics
This one hour presentation will cover the 
history and use of microplastics, their 

presence in the environment, and
methods for testing to identify the type and 
the amount of plastic in water samples.

LYNN WACHTMANN 
Lynn Wachtmann was born in Napoleon, 
Ohio. He graduated from Four County 
Vocational School, majoring in electrical 
contracting. He is the co-founder of 
Maumee Valley Bottlers, which began 
selling bottled water in 1994. He is also 
the co-owner of RY Mar Water, which 
is a Culligan company. Lynn served for 
nearly 30 years in the Ohio legislature. 
He was a member of the Ohio House 
of Representatives from 1985-1996, a 
member of the Ohio Senate from 1997-
2004, and he again served in the Ohio 
House of Representatives from 2005-2014. 
Lynn serves on various not-for-profit 
and corporate Boards. He is currently 
semi-retired and enjoys giving back to 
the community and serving others. He 
has two children, Cory and Aaron, and a 
granddaughter, Taylor.

SEMINAR IBWA Chairman Lynn 
Wachtmann (Maumee Valley Bottlers) will 
provide a summary of the bottled water 
issues that IBWA is working on at the state, 
local, and federal level. Among the matters 
Lynn will discuss are: complying with 
the new FDA regulations implementing 
the Food Safety and Modernization Act 
(FSMA), IBWA efforts to defend the safety 
of BPA, attempts to ban the sale of bottled 
water, assisting IBWA members with plant 
siting and permitting, microplastics, and 
promoting the importance of bottled water 
as a healthy hydration beverage.

SPEAKER BIOS
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NEBWA 2018 FALL CONVENTION 
Plant Tour: Oct. 25 at 1:00 p.m. 

USHydrations is a diversified premier beverage contract manufacturing company headquartered in 
Pittston, Pa. It occupies an over 300,000 square foot state-of-the art manufacturing facility on a 50 
acre site. 

In business for almost 20 years, USHydrations serves some of the most prominent national 
and global brands. In addition to the manufacturing site, the Company maintains state-of-the-
art quality control testing labs, storage facilities, and natural spring water sites. In the past four 
years, the company has more than doubled its workforce in its 24/7 manufacturing facility. 
During the same period, the Company has also made substantial capital investments to improve 
its manufacturing capabilities and capacities. We are strategically located on a 50-acre site in 
Northeastern Pennsylvania, within a few hundred miles of over 100 million people.

Our newest PET line with extensive packaging capabilities and blow molding will be 
producing saleable product in a few short weeks.  Upon completion of this new production line, 
USHydrations will have invested over $45 million in new equipment and capabilities since 2014. 
You would be impressed with the upgrades, expansions and improvements that we have made to 
our facility in the past few years. You would be equally impressed with our Management team, 
which brings decades of experience and knowledge to everything we do. With the newest PET line 
project nearly completed, we are already pursuing our next venture. In the next 12-18 months, we 
plan to commission a state-of-the-art flex CAN line (with tunnel pasteurization). We expect annual 
capacity to be 33 to 43 million 12pk cases.  We are actively and excitedly approaching brands to 
reserve this capacity.

164 Commerce Road  •  Pittston, PA 18640  •  1-800-407-PURE (7873)  •  www.ushydrations.com

Fall Convention Plant Tour

Holiday Inn – East Mountain |  Wilkes Barre, PA
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2018 NEBWA Fall Convention Registration 

Pre-Registration Fees
(Prior to October 12, 2018)

Member Registration Fee     $275 per person
Non-Member Registration        $375 per person
Non-Industry Spouse        $150 per person

Late Registration Fees
(After October 12, 2018)

Member Registration Fee      $375 per person
Non-Member Registration        $475 per person
Non-Industry Spouse                     $250 per person

❏ ALL SUPPLIERS: must add $250 per company to your total registration fee. This fee supports the Supplier 
        Reception & allows you to exhibit a table top display at Supplier Night. (Complete & Return Registration Form.)

Convention registration includes: Thursday US Hydrations Plant Tour, 
Friday Breakfast, Seminars, Luncheon, Vendor Reception and Trade Show, 

Dinner Buffet with Auction and Raffle Prizes
Saturday Breakfast, Annual Business Meeting and Seminars.

 

PLEASE INDICATE WHICH OF THESE EVENTS YOU WILL BE ATTENDING:

❏ I (we) plan to attend the US Hydrations Tour, Thursday, October 25, 2018       _____# Attending

❏ I (we) plan to attend the Optional Thursday night dinner at a local restaurant        _____# Attending

❏ I (we) plan to attend the Breakfast, Friday, October 26, 2018               _____# Attending

❏ I (we) plan to attend the Luncheon, Friday, October 26, 2018               _____# Attending

❏ I (we) plan to attend the Buffet Dinner, Friday, October 26, 2018               _____# Attending

❏ I (we) plan to attend the Breakfast, Saturday, October 27, 2018               _____# Attending

❏ I would like to SET UP A CONSULTATION with CHRIS DUNN at the annual convention.
         

CREDIT CARD PAYMENT:   ❏ VISA     ❏ AMEX     ❏ MASTER CARD    

         Credit Card #: ______________________________________________________________

         Name on Card: _____________________________________________________________  Exp. Date: _______________ CVV #: _______

         Signature: _________________________________________________________________

My CHECK for $ ___________________ is enclosed. Please make your check payable to: NEBWA
      

Mail this form and supplier form to: NEBWA, P.O. Box 328, Southfield, MA 01259-0328.
You may also fax (413-229-9031) or email (nebwa@verizon.net) the form with your credit card  information.

AMOUNT 
ENCLOSED

$ ________________
(Member(s) Registration Fee)

$ ________________
(*Non-Industry Spouse)

Registration includes meals only - 
does not include seminars.)

$ ________________
(Non-Member(s) Registration)

$ ________________
(Supplier Fee @ $250 

per Company)

$ ________________
TOTAL COST

Check must accompany this 
registration form OR Credit card 

information including card number, 
expiration date and name 

as it appears on card.

NO REFUNDS AFTER October 12, 2018.
If cancellation is made after the deadline of October 10th, there will be a fee of $100 for administration work 

plus any additional costs incurred to that date. 

Name:__________________________________________________________ Company:_______________________________________________
Address:_________________________________________________________ City:__________________________State:______Zip:__________
Telephone:_____________________________Fax:__________________________ E-Mail:______________________________

Please check:   Bottler ❏   Distributor ❏   Supplier ❏   OCS Operator ❏   Other ❏  IBWA Member:   Yes ❏   No ❏  
Others who will be attending with me:
Name:____________________________________ Name:__________________________________ Name:________________________________ 
Name:____________________________________ Name:__________________________________ Name:________________________________ 

PRE-REGISTRATION DEADLINE IS OCTOBER 12, 2018
  
  ❏  Please register me and my guest(s) for the Annual Convention of the Northeast Bottled Water Association, Inc. 
           

Holiday Inn – East Mountain |  Wilkes Barre, PA
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SUPPLIER DISPLAY RESERVATION FORM
❏  I wish to reserve a Table Top Display at the 2018 NEBWA Fall Convention at the       
     Holiday Inn—East Mountain, Wilkes Barre, PA, on Friday, October 26, 2018.

Company Name: __________________________________________________________________________ 

Company Address: _________________________________________________________________________

_________________________________________________________________________________________

_________________________________________________________________________________________

Contact Person: ___________________________________________________________________________

Telephone: _______________________________________ Fax: ____________________________________

Email Address: ____________________________________________________________________________

Do you need Electricity for Your Display? ❏ Yes   ❏ No

Description of Product or Service: _____________________________________________________________
_________________________________________________________________________________________
_________________________________________________________________________________________

Please include your $250 Supplier Fee in addition to your registration fee and return registration form with 
this completed form.

❏ Check Enclosed    ❏ Mastercard    ❏ Visa    ❏ American Express

Card Number: _______________________________ Exp. Date: _____/_____/_____3 Digit Number _______

MAIL TO: NEBWA, PO Box 328 – Southfield, MA 01259 Fax: 413 229-9031

All Reservations Must be Received by October 12, 2018

Holiday Inn–East Mountain | Wilkes-Barre, Pennsylvania
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Attention NEBWA Members!
Support your Association at the 

Fall Convention - October 25-27, 2018

Donate a door prize for the banquet!

Gift Baskets  |  Gift Certificates  |  Cash
Call Tara at NEBWA

to register your Banquet Door Prize donation
413-229-9029 or nebwa@verizon.net
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With the increasing 
globalization of the food 
supply chain, there are 
many opportunities 

for the intentional contamination of 
food. The food industry, including 
bottled water, plays a major role in 
protecting the safety of our national 
food supply. Facilities implement 
food safety and quality measures, 
including Good Manufacturing 
Practices, to minimize hazards that 
may be unintentionally introduced 
into the product. However, food 
safety can also be compromised by 
intentional and malicious tampering. 
While bottled water manufacturers 
may not think of themselves as 
targets of terrorism, it is important 
to start implementing food defense 
controls in their operations to combat 
food tampering. The Food Safety 
and Modernization Act (FSMA) 
requires facilities to identify and 
evaluate food hazards, including 
those introduced intentionally, and 
implement and document preventive 
controls to provide assurance that 
food is not adulterated. The final 
rule for Mitigation Strategies to 

Protect Food Against Intentional 
Adulteration was published on May 
27, 2016 and FDA has provided a 
timeline for facilities to comply with 
the rule. It states that companies 
must develop and implement a 
food defense plan that includes: a 
vulnerability assessment; mitigation 
strategies; monitoring, corrective 
actions and verification procedures; 
and training and recordkeeping. At a 
minimum, the food defense plan must 
be reanalyzed every three years. 
Records of all activities must be 
maintained for two years.

Food defense is the prevention 
of purposeful contamination by 
malicious and intentional tampering 
of food by people outside the system. 
Cases of food tampering may be 
rare, but the consequences – on 

public health, the economy and 
consumer confidence – are high. 
Let’s ask ourselves: How may steps 
do we have in place to protect our 
product? Water is transported from a 
public water supply or private water 
source to the bottling facility via 
piping systems or tanker truck and 
then moved through storage tanks, 
water treatment and disinfection, 
filling machines and finally into a 
bottle destined for grocery shelves 
or delivered directly to consumers. 
The possible points of entry for an 
attack are numerous, and could have 
devasting impacts including illness or 
loss of life.

A solid food defense plan can help 
companies preserve their property 
from vandalism, control access to 
the grounds and buildings, keep 

Food Defense: 
Ensuring Food Safety in Your Facility

BY: MYLA ESTACIO, TECHNICAL MANAGER FOR NSF INTERNATIONAL

Food
Safety

Objectives

Food defense is the prevention of 
purposeful contamination by malicious 
and intentional tampering of food by 
people outside the system. 
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track of visitors, secure valuable 
and hazardous items, and achieve 
compliance in food safety audits. 
The FDA’s Food Defense Plan 
Builder, available at  https://www.
fda.gov/Food/FoodDefense/
ToolsEducationalMaterials/
ucm349888.htm, is a good resource 
to help manufacturers develop 
targeted, personalized food defense 
plans.

The food defense team is at the 
heart of your defense plan. Building 
a multi-disciplinary team is critical so 
consider staff in human resources, 
health and safety, security and IT 
as team members. They can bring 
insight into potential vulnerabilities 
unique to the operations and facility 
that need to be understood and 
addressed.

Building the food defense plan starts 
with a vulnerability assessment. 
This is an evaluation of each 
point, step or procedure in your 
operation to identify significant 
vulnerabilities and actionable process 
steps. This process is similar to 
the hazards analysis process in 
Hazard Analysis and Critical Control 
Points (HACCP). The results of 
the vulnerability assessment will 
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highlight the food defense practices 
required to maintain the production 
processes and environment. A tool 
for identifying appropriate mitigation 
strategies can be found at https://
www.accessdata.fda.gov/scripts/
fooddefensemitigationstrategies/. 

Food companies can assess or 
improve their level of food defense 
safety, demonstrate compliance 
to food safety regulations or 
client-defined standards, or gain 
certification to a food safety 
standard through third-party food 
defense audits, like those of NSF 
International. A skilled auditor 
performs a comprehensive review 
of a facility’s food defense system 
including its efficiency in managing 
several critical areas such as 
documentation, traceability, crisis 
management, staff training, building 
security and the ability to implement 
corrective and preventive action 
plans.

Just as you train your workforce 
in food safety best practices, you 
must also train them in food defense 
awareness and mitigation strategies. 
What to train and how much to 
train will depend on the specific 
responsibilities of your workers. The 
baseline is awareness training: What 
is intentional adulteration? How does 
it differ from food safety and food 
fraud? And what can each individual 
do to protect the company? There 
are free online resources available 
to help you build awareness in your 
workforce and educate on mitigation 
strategies. Training and materials 

on the intentional adulteration 
rule can be found on the Food 
Safety Preventive Controls Alliance 
(FSPCA) website at https://www.
ifsh.iit.edu/fspca/courses/intentional-
adulteration. The FDA also provides 
tools at https://www.fda.gov/Food/
FoodDefense/default.htm. Present 
them to your food defense team and 
employees, customize the message 
to your situation and, above all, get 
the conversation started. 

The ultimate goal of any training 
program is behavior change. 
You want people to do things 
differently. In this case, you want 
them to understand how intentional 
adulteration can occur, recognize 
threats to your bottled water products 
and take ownership of the part 
they play in preventing threats from 
becoming realities. When people 
choose to do something because 
they believe it is the right thing to 
do—even though it might take longer 
and even though it might interfere 
with their other duties—then you 
know you are building a strong food 
defense culture.

Myla Estacio is the technical manager 
for Beverage Quality program at 
NSF International. Reach her at 
mestacio@nsf.org.

The ultimate goal of any training program is behavior change. 
You want people to do things differently. In this case, you 
want them to understand how intentional adulteration can 
occur, recognize threats to your bottled water products and 
take ownership of the part they play in preventing threats 
from becoming realities
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Every year it seems there 
is a new requirement from 
a state or local regulatory 
agency to add another piece 

of information to bottled water labels. 
From permit number and format, 
to bottle deposits, Proposition 65 
warnings, ingredients and nutritional 
information, you must almost cover 
the entire the bottle in labels just to 
include all required information. Not 
to mention the expense of keeping up 
with all those changes! 

Almost every packaged food product 
bears this same burden. The 
evidence is strong that some label 
information may even be confusing 
to consumers, especially when it is 
placed on a product due to mandatory 
regulation, and not because it is 
based in science. When cups of 
coffee are made to carry a cancer 
warning because a natural byproduct 
of the roasting process (acrylamide) 
may be present and California has 
deemed that chemical a probable 
carcinogen, we may have crossed a 
line. The same can be said for BPA 
warning labels, where there is much 
scientific evidence that the risk to 
consumers is extremely low from food 
packaging, including bottled water. 
Unnecessary or inaccurate product 
warning labels have become the boy 
who cried wolf, confusing consumers 
and “desensitizing the public from 
heeding serious warnings on health 
risks” (Rep. Kinzinger).

The Coalition for Accurate 
Product Labels (http://www.
accuratelabels.com) found that 
more than half of Americans 
(56 percent) believe that 
additional or new labeling 
mandates must be based on 
sound science and legitimate 
risk. Further, 83 percent of 
Americans support using “smart 
labels” to provide customers 
with accurate information 

about products on websites or 
through smartphone apps to get 
more information than could fit on 
product packaging. The International 
Bottled Water Association (IBWA) is a 
member of the Coalition for Accurate 
Product Labels and supports the 
efforts toward clear, accurate and 
commonsense product labels for 
bottled water.

The American people and food 
manufacturers agree there is a better 
way to provide accurate information 
regarding the products we consume. 
Now we need regulatory consensus, 
so we don’t continue to chase our 
tails to comply with every new or 
additional state and local requirement 
that is passed. Luckily, on June 7th, 
a bipartisan group of senators and 
congressman agreed that we needed 
reform in the approach to labeling. 
Senator Jerry Moran (R-Kan.) and 
Representatives Adam Kinzinger 
(R-Ill.) and Kurt Schrader (D-Ore.) 
introduced a bill (S. 3019; H.R. 6022) 
to amend the Fair Packaging and 
Labeling Act. Representatives Buddy 
Carter (R-Georgia), Brett Guthrie (R-
Ky.), Richard Hudson (R-N.C.), Collin 
Peterson (D-Minn.), Filemon Vela 
(D-Texas), and Jim Costa (D-Calif.) 
joined in introducing the companion 
legislation in the U.S. House.  

The proposed legislation would 
mandate science-based criteria for 
all additional state and local labeling 
requirements, allow state-mandated 

product information to be provided 
through “smart labels” and on 
websites, and ensure that covered 
product information is risk-based. The 
legislation would not change current 
federal laws regarding nutrition facts, 
allergens and medicines.

The legislation is supported by 
the Coalition for Accurate Product 
Labels, American Chemistry Council, 
Grocery Manufacturers Association 
and the National Council of Farmer 
Cooperatives. The IBWA supports the 
legislation through partnership with 
the Coalition for Accurate Product 
Labels. 

Most bottled water producers already 
provide a website or phone number 
for consumers to contact for more 
information. Under the proposed 
legislation, this same mechanism 
for informing consumers may be 
used to provide new or additional 
information required by state or local 
authorities. No change to existing 
labels would likely be needed should 
the legislation be enacted.

“Our labeling requirements on the 
federal, state and local levels must 
be based on credible science so 
we can provide consumers with 
accurate, relevant and critical 
information pertaining to nutritional 
facts. Not only do inaccurate labels 
confuse consumers, they increase 
prices at the point of sale and create 
unnecessary new regulatory burdens 

placed on farmers and small 
business.” – Sen. Moran.

The proposed legislation 
certainly makes sense and is 
overdue. I will be keeping a 
watch on the bill and hope that 
we see the amendment to the 
Fair Packaging and Labeling 
Act passed. An update will 
be provided as it becomes 
available.

Product Labeling: 
An End to the Confusion?

JILLIAN M. OLSEN, QEP, PCQI, PRESIDENT, CHERRY RIDGE CONSULTING LLC
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Proposed plastic water 
bottle ban generates fierce 
support and opposition 
among merchants
By TERRY COWGILL, Tuesday, May 1, 2018

Note:  During the time of the recent bottle water ban and repeal in the Town of Great Barrington, 
both Berkshire Springs and the Northeast Bottled Water Association contributed articles and 
spoke to people about the ban. Thank you to both Jill Culora and JP Toner of IBWA for supplying 
reference materials and information on curb side recycling versus a bottled water ban that were 
used in the editorials by both Berkshire Springs and the Northeast Bottled Water Assoc. 

These plastic bottles of spring water stacked in the entrance of the Big Y in Great Barrington could not be sold legally 
if a proposed bylaw prohibiting their sale is passed by residents at the annual town meeting Monday, May 7.
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Great Barrington — It will be a busy night 
come Monday, May 7, when Great Barrington 
holds its annual town meeting at 6 p.m. in the 
Monument Mountain Regional High School 
auditorium. After all, there are 27 articles on the 
warrant, including the perennially contentious 
school budget.

But this year the item that seems to be generating 
the most chatter is a controversial proposal from 
a group of women who want to prohibit the sale of 
drinking water in single-use plastic bottles.

The environment committee of the Berkshire 
Women’s Action Group managed to acquire the 
necessary signatures to put a proposal before vot-
ers at the annual town meeting to ban the sale of 
drinking water in small, single-use plastic contain-
ers of 1 liter (34 ounces or less. The bylaw would 
take effect Tuesday, Jan. 1, 2019. Clark pointed 
to an array of research and data indicating the 
environmental problems associated with plastic 
in general and the single-use water bottles in 
particular. They have dubbed the proposal “GB On 
Tap” after a similarly named initiative, Concord On 
Tap, that was approved by voters in that eastern 
Massachusetts town in 2012.

If it passes at town meeting, the GB On Tap pro-
gram intends to provide additional drinking foun-
tains and bottle refilling stations throughout town. 
In addition, participating merchants will offer refill-
able water bottles for sale and will be encouraged 
to install filtered water dispensers in their stores. 
The bottles will feature the movement’s logo with 
the words “refill, refresh, renew” across the front.

Jennifer Clark, a Great Barrington business-
woman who spearheaded the movement, said the 
proposed bylaw will exempt sales of the single-
use plastic water bottles to police, firefighters and 
emergency medical responders. 

Opposition to the ban included the burden on 
small businesses who derive an income from sell-
ing the small bottles in the summer to those hiking 
the Appalachian Trail, shoppers, tourists, visitors. 
Town government would also need to enforce the 
ban with additional inspections of business loca-

tions. One business owner would like to see    public 
drinking stations  installed and tested together with  
a comprehensive plan  to educate,  monitor  safety 
and ensure cleanliness. The plan would require 
multi-agency coordination between the Health De-
partment , Department of Public Works  and Select 
Board.

An education plan  encouraging voluntary compli-
ance  would be an effective approach. Increasing 
public awareness about the adverse effects of 
plastics, as  publicity around  BWAG’s proposal 
itself is doing, will  ultimately  result in reduced us-
age in the town  and incentivize retailers to seek 
alternatives.

“To summarize, we support initiatives to educate 
rather than legislate,” said Robin Helfand of Rob-
in’s Candies. Her business is phasing out plastic 
straws and spoons in favor of eco-friendly alterna-
tives.

One local company that specializes in commercial 
and consumer spring water has also come out 
against the proposal. Asked for comment, Janis 
Bosworth  Graham-Jones, one of the owners of 
Berkshire Mountain Spring Water, sent The Edge 
a letter to the editor. Click here to read it.

Graham-Jones said the PET bottles containing 
single-serve spring water her Southfield family 
business sells “are recyclable and have many 
uses as a recycled material.”

“We have many home, office and retail custom-
ers in Great Barrington. Our customers choose 
our spring water over tap water for both taste and 
health preferences,” Graham-Jones wrote.

“Please rethink this proposed bottled water ban 
and focus your efforts on recycling all plastic con-
tainers, which can be used in many new ways. 
The single, most effective thing a consumer can 
do to reduce plastic pollution of our environment 
is to ensure that any used plastic container enters 
the recycling chain directly from their hand. ”

(Entire article can be viewed on The Edge)
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With petition filed, group 
ramps up effort to repeal 
plastic water bottle ban
 

June 27, 2018

Great Barrington — As promised, a 
petition to call a special town meeting to repeal 
the town’s recent ban on single-use plastic water 
bottles has been filed with the town clerk’s office.

 “I’m glad I did it,” Laura Keefner said in a 
brief interview. “I received a lot more support 
than I thought I would — by email, phone and 
Facebook.” 

But Keefner did repeat a number of talking 
points from a letter to the editor to The Edge 
that she wrote a couple of weeks after the ban 
was passed. “We were voted the best small 
town in America,” Keefner wrote, referring to the 
distinction awarded by Smithsonian Magazine in 
2012. “Maybe, but you cannot buy water here.”

Keefner argued instead for enhanced recycling 
efforts and noted that youth athletic teams often 
sell bottled water at their games, which they 
could no longer do after the ban. And she also 
expressed concern that the ban would pit towns 
against each other because Great Barrington 
shoppers would have to travel and spend their 
money elsewhere for a product that is legal 
everywhere else in Berkshire County (three 
other towns in eastern Massachusetts have 
passed similar bans).

Opposition to the ban sprang up even 
before the measure was passed by a margin 
of approximately 2–1. The new bylaw 
effectively bans the sale of single-use plastic 
noncarbonated water bottles of one liter in size 
or less within the town limits of Great Barrington. 
It will take effect May 1, 2019. 

Asked for comment, the members of the 
environment committee of the Berkshire 
Women’s Action Group and Indivisible 
Berkshires, the panel that had sponsored the 
successful bylaw, issued the following 
statement:

First, the plastics-recycling markets have dried 
up. Since China closed its doors, the dollars we 
used to receive have turned into pennies. Even 
before that, a paltry percentage of plastic was 
actually recycled, and the rest went to landfills, 
incineration, and waterways.

Second, we are concerned about small 
merchants who might lose revenue. To this end, 
we propose that merchants install filtered water 
dispensers in their stores and sell compostable 
cups and lids. A composting service, Natural 
Upcycling, will pick up compostable “plastics” for 
their industrial composting facility.  

Third, we have focused specifically on water 
bottles because tap water is a healthy, cheap, 
and available alternative. In the future, we 
will expand our mission. In the meantime, we 
encourage others to tackle other single-use 
plastic products.
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Town of Great Barrington 
voters sustain plastic 
water bottle ban, but reject 
purchase of controversial 
property
August 6, 2018, By TERRY COWGILL, 
The Berkshire Edge

Great Barrington — Great Barrington 
cemented its reputation as a progressive town 
as residents voted resoundingly August 6th at 
a special town meeting to keep a ban enacted 
this spring on single-use plastic water bottles.

The vote to preserve the ban passed by almost 
100 votes 297-199. The article to repeal had 
been presented earlier as a petition for a 
special town meeting by resident Laura Keefner 
after the original ban passed at the annual town 
meeting in May.

The move to repeal the water bottle ban was 
so controversial that the special town meeting 
attracted upwards of 100 more residents than 
had attended the Annual town Meeting on May 
7 where it was first passed.

After the motion was introduced, a vigorous 
debate ensued along the lines of the same ar-
guments that have been heard in the past: pro-
ponents of the repeal reiterated their desire for 
personal freedom, their concern about its effect 
on merchants, their desire for greater recycling 
efforts and what they say is a lack of planning 
regarding its ramifications.

Proponents argued that there is a ready re-
placement available in the form of reusable wa-
ter bottles, that discarded plastic is harming the 
environment and that Great Barrington should 
show some leadership, as Concord and Sud-
bury — the two other Massachusetts towns that 
have bans  did.
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Become a member of the  
Northeast Bottle Water Association 
and reap the benefits!

Visibility, Advocacy, Access,
Training & Education, along with
Networking & Social Opportunities

MEMBERSHIP HAS ITS BENEFITS

LET’S 
CONNECT 
TODAY!

MEMBERSHIP CATEGORIES & DUES

FULL MEMBER
Any firm or corporation engaged in the bottling, packaging, deliv-
ery or distribution of bottled water; or those engaged in the same 
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ASSOCIATE MEMBER
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water industry.
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Bottlers, Distributors, Suppliers! 


