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I was tasked with researching and analyzing  
the digital footprint of several

competitive enhanced waters and other
emerging beverage brands, illustrating my 

findings through a
presentation. 



Some Products/Brands I looked at:

Hint Water Vita Coco Olipop
Super 

Coffee Health-Ade La Croix



Retailer.com



Hint Water
(Retailer.com)



Difficulty Finding the 
Product on Amazon

This product was easy to find on 
the amazon.com. Going through 
the different categories it only 

took a few clicks to find the 
product.

1.  Grocery 

2.  Beverages 

3. Flavored 
Water 



Looking at the Brand 
Store on Amazon

The brand store was pretty 
simple. It only included a few 

picture of the products and only 
a few products to buy on the 

page. Overall it includes lots of 
colorful images and image 

variation, but lacked information 
about the products.  



Mobile Accessibility 
For Hint a the important blurbs 

about the product were readable 
on a mobile device but the 

images were harder to read. 
Overall the images could be 

improved for a better mobile 
experience.



Vita Coco
(Retailer.com)



Difficulty Finding the 
Product on Amazon
This product was easy to find 

immediately popping up when 
going to the beverages category.  

1. 
Grocery 

2. Beverages 



Looking at the Brand 
Store on Amazon

The brand store included all 
products of Vita Coco and all the 

products to click on and buy. 
Overall it does a good job of 
describing the products, but 

lacks variation in the product 
images.



Mobile Accessibility 
Vita Coco was very accessible 
with large clear images. It also 
included large sized font for all 

key statements. 



Olipop
(Retailer.com)



Difficulty Finding the 
Product on Amazon

This product was more difficult  
to find. It required going through 
multiple categories and pages to 

find it. 

1. Grocery 

2. Beverages 

3. Soft 
Drinks



Looking at the Brand 
Store on Amazon
The brand store had good 

variation of images and had 
showed all their products. 

Overall the vintage theme makes 
the products interesting but it 

the store lacked an explanation 
that it is a prebiotic soda and 

what that means. 



Mobile Accessibility 
Olipop was very accessible. It 
included large images of the 

products and large fonts for any 
product descriptions or images. 



Super Coffee
(Retailer.com)



Difficulty Finding the 
Product on Amazon

This product was more difficult  
to find. It required going through 
multiple categories and pages to 

find it. 
1. Grocery 

2. Beverages 

3. Coffee 
Drinks



Looking at the Brand 
Store on Amazon

The brandstore included many 
pictures of the products along 

with picture of ingredients in the 
products. Overall there was 

variation in image but the store 
lacked more information on the 

product and the many small 
images felt distracting from the 

product. 



Mobile Accessibility 
This product was not so 

accessible with the writing on 
picture to be barely legible on a 

mobile device. However the 
flavor and type of product was 

still legible in the pictures.



Health- Ade
(Retailer.com)



Difficulty Finding the 
Product on Amazon

This product was pretty easy to 
find only taking a few categories 

to find it.

1. Grocery 

2. Beverages 

3. Sparkling 
Juices



Looking at the Brand 
Store on Amazon

The brand store had variation of 
images and lots of information 

about the product and probiotics. 
Over the brand store was 

interesting and made the product 
easy to understand.



Mobile Accessibility 
This product was not accessible 
mobility making with very small 

pictures and fonts that were 
illegible.  



La Croix
(Retailer.com)



Difficulty Finding the 
Product on Amazon

This product was pretty easy to 
find only taking a few categories 

to find it.

1. Grocery 

2. Beverages 

3. Sparkling 
Water 



Looking at the Brand 
Store on Amazon

The brand store did a good job of 
including all the products and 

including a few varying images.  
Overall the page is interesting 

and there are good descriptions 
of the products, but more 

pictures to break up all the 
products.  



Mobile Accessibility 
This Product was mostly 

accessible. The font of the blurbs 
about the product and the 

pictures of the cans were easy to 
read, but a few words on the cans 
in some of pictures were a bit less 

legible. 



Retailer.com 
Summary 



Key Takeaways For Retailor.com 

● Having mobile friendly images and fonts

● Variation in images on brand store  

● An explanation of what the product is and why it is good for you on brand 
store 

● Brands that make the products easier to find in the drink categories is good 
for introducing new consumers.

What some of the brands do well: 



Key Takeaways For Retailor.com 

● How can the brand store better convey what is in the 

product and how it is good for you? 

 

● What are some ways the product can be found more 

easily or made more recognizable? 

 

What this means for Lemon Perfect



Direct to Consumer



Hint Water
(DTC)



How easy is it to 
understand the 

Product?
This product did a mediocre job 
at explaining the product. I feel 

there could have been a bit more 
information about what is in the 

product and why it is good for 
you.



Subscriptions
14% off every order and shipping 
on 3+ cases. This brand had lots 

of different choices with their 
subscription and benefits that 

come with it. There is a 
subscription tab  shown on top of 

the page, it is also shown of the 
main page and when clicking on 

individual products.  



Creating an 
account/rewards

This brand had an interesting 
point system where a member 

could not only redeem points for 
discounts, but Hint merchandise 
as well. This included things like 

masks, pool floats and more with 
a hint bottle or logo.  



Reviews
The way hint represents their 

product reviews is very simple, 
with including a review section 

under each product. 



Vita Coco
(DTC)



How easy is it to 
understand the 

Product?
Vita Coco was very thorough with 

their product information. They 
described the benefits of the 

drink and much more including a 
page with even more in depth 

information expanding on what is 
on the main page of the site. 



Subscriptions
When subscribing to Vita Coco a 

consumer will save 10% on 
orders. This brand had their 

subscription less prominent than 
other brands, only showing it  
when adding an item to cart. 



Creating an 
account/rewards
When it comes to rewards with 

this brand, there are a lot of 
different benefits. By earning 

“cococoins” a consumer can get 
money off orders and as grove 
member earn other bonuses.



Reviews
Vita Coco included showed their 
reviews in many different ways. 

They included reviews from 
media, some hand picked 

customers reviews, and reviews 
from customer reviews under 

each product.  



Olipop
(DTC)



How easy is it to 
understand the 

Product?
Overall Olipop does a good job of 

explaining what the product is 
and its benefits. However, there 

could have been a bit more 
information about what 

probiotics and and how they help 
a person's health. 



Subscriptions
This brand offers 15% off and 

free shipping on every order with 
a subscription. There is a 

subscription tab on the top of the 
page and it is also offered when 
clicking on individual products. 



Olipop Digest
An interesting feature include on 

Olipop’s website is a blog type 
set up including articles on 

ingredients used in their 
products. Digest also includes 

updates in research.



Reviews
This brand included reviews for 
individual products, as well as 
review from media like forbes, 

buzzfeed and more. 



Super Coffee
(DTC)



How easy is it to 
understand the 

Product?
Super coffee does not do a 

thorough job of giving details 
about what's in the product. 
There is very little about the 

ingredients and what they do. 
The sites does include some 
broad information about the 

products benefits.



Subscriptions
Super Coffee offers 30% off the 
first order, 15% off every order 

after that, and free shipping. 
Their subscription is controlled 

via text message. There is a 
subscription tab on the top of the 

site.



Needs 
Assessment

An interesting feature on Super 
Coffee’s site is a needs based 

assessment This includes a quiz 
like setup just on the main page 

that recommends products 
based on the choices  a person 

picks. 



Numbers
An interesting feature included 

on the site is some product 
statistics. These number go up 
while on site showing, but they 
lack mentioning the time frame 

of these numbers.



Reviews 
Customer reviews were included 

on the main pages of the site as 
well as under each individual 
product. Media reviews were 

also included on the main page. 



Health- Ade
(DTC)



How easy is it to 
understand the 

Product?
Health-Ade did a great job at 

including information about the 
products and how the 

ingredients are good for health. 
There was specifically an 

abundance of information about 
probiotics and gut health. 



Subscriptions
Health-Ade offers 15% off on 

orders with subscriptions. The 
subscriptions can be changed by 

text and there are multiple 
benefits that come with it. There 
is a subscription tab on the top of 

the site. It is also mentioned on 
the main page and under each 

individual products.  



Creating an 
account/rewards
The brand offers a points system 

that can be redeemed for 
discounts. If a VIP, there are more 

rewards and benefits. 



Blog
An interesting feature included 

on the site is “The Digest”. This is 
a blog that answers general 

question about kombucha and 
has fun posts and recipes.



Reviews
The site includes customer 

reviews under each product and 
media reviews on the main page 

such as Business Insider, Food 
Network, and more. 



La Croix
(DTC)



How easy is it to 
understand the 

Product?
LaCroix does very little when it 

comes to explaining the product 
and its ingredients. The only 

information about the product 
was on an FAQ page.



Blog
An interesting feature on the site 

is the blog. This includes posts 
with recipes, fun interactions like 

ranking flavours and places the 
products are being featured. 



Live Lacroix
An interesting feature on the site 

is Live Lacroix. This feature 
allows people to send in images 

of the product to be uploaded to 
site. 



Direct to Consumer 
Summary 



Key Takeaways For Direct to Consumer 

● Talking about what's in the products and how it is healthy. 

 

●  Having a variety of different interactions involving the 
products makes the sites more interesting(blogs, posting 
pictures, needs assessments, etc). 

 

● Subscriptions being easy and accessible through text is 
making them a more compelling option. 

What some of the brands do well: 



Key Takeaways For Direct to Consumer 

● How can more interactions be added to LP’s DTC site? 

What type of interactions can expose customers to the 

products more? 

 

● How can the the things that are more important to a 

brand like subscriptions be more emphasized? 

What this means for Lemon Perfect



Social Media



Follower Counts

Hint Water Vita Coco Olipop Super 
Coffee

Health-Ade La Croix

Instagram: 284k 66.9k 121k 98.6k 156k 189k
  
Tiktok: 149.8k 11k 6.3k 30k 931   4.1k



Hint Water
(Social)



Type of content on Instagram
Stories/highlights: Hint had only had 

one highlight which was a way to quick 

shop the product. The content on their 

story include memes about the 

product and reposts of others with the 

product.

Posts: Hint had wide variety of posts. 

They had some lifestyle posts, beauty 

images of the products, recipes, 

rankings, and more. This overall made 

page interesting to look at, along with 

the colorful aesthetic. 



Use of influencers across platforms 
Instagram: On Hint’s instagram it was 

difficult to find their influencers. Using 

their hashtags and tagged images I 

able to find some micro influencers.  

Tiktok: There were not many posts 

relating to Hint but I was able to 

locate a few people that were working 

with the brand. 



Vita Coco
(Social)



Type of content on Instagram
Stories/Highlights: Vita Coco had a 

large variety of highlights including 

recipes, news, mission, and more. The 

story had some reposts of the people 

with the product and a picture of the 

product with a link to buy.

Posts: Most of the posts wear lifestyle 

with a few product posts. The overall 

aesthetic was light and relaxed. The 

main colors of the page matched the 

products and made the page very 

appealing to look at.



Use of influencers across platforms 
Instagram: It was easy to find the 

influencers for Vita Coco. Some bigger 

ones were posted on highlights and 

smaller ones were found under tagged 

images.

Tiktok: It was easy to find the 

influencers for Vita Coco, just by 

searching them up. They were mostly 

larger influencers. 



Olipop
(Social)



Type of content on Instagram
Stories/highlights: Olipop had a wide 

variety of highlights  including 

information, flavors, quizzes, and 

more. I felt there were too many 

specific on information and that it was 

too much content for instagram. 

Posts: Olipop’s posts are mainly 

informational, product posts, or other 

things such as  tweets or recipes.  

Overall they had a vintage pastel 

aesthetic.  



Use of influencers across platforms 
Instagram: Olipop had mostly 

accounts with smaller followings 

posting and few bigger ones. The posts 

were harder find and required digging 

through their tagged images. 

Tiktok: There were a few influencers 

posts some more successful than 

others. The posts were easy to find by 

just searching up the brand’s name. 



Super Coffee
(Social)



Type of content on Instagram
Stories/highlights: On the story there 

were a lot of reposts of the product. 

The highlights included the products, 

recipes, challenges, and info on the 

products/brand. 

Posts: Super Coffee’s posts included a 

lot of trends, memes, and lifestyle 

posts. The page was very entertaining 

to look at the different jokes made in 

the posts.



Use of influencers across platforms 
Instagram: Super Coffee had a range 

of influencer from small to large 

followings. They were easy to find 

through the highlights on Super 

Coffee’s instagram page and their 

tagged images. 

Tiktok: Super Coffee had accounts  

with pretty large followings posting, 

but there were not many. The few that 

came up were found just by searching 

the brand’s name on the platform. 



Health- Ade
(Social)



Type of content on Instagram
Stories/highlights: The story had 

nothing currently on it. There were a 

few highlights with recently tagged, 

information,  and press. The stories 

were simple and easy to take in while 

looking at them. 

Posts: Health-Ade had a large variety 

of posts. The had a vibrant colors and 

also utilized memes/ pop culture 

references to make the page more 

appealing.  



Use of influencers across platforms 
Instagram:  Health-Ade had many 

larger influencers posting. It was easy 

to find these posts through highlights 

on the Health-Ade instagram page. 

Tiktok: There were quite a bit of 

influencer posts from with many being 

smaller accounts. Overall it was easy 

to find these posts by searching the 

brands name. 



La Croix
(Social)



Type of content on Instagram
Stories/highlights: La Croix had an 

abundance of highlights with almost all 

being reposts relating to  the product. 

Some with animals, some fan made art, 

and more. This lack of variety made the 

stories a bit unappealing

Posts: Most of the posts are the 

product with people and some were 

just beauty shots of the products. This 

made the page less interesting than 

others. Overall the page had a colorful 

and energetic  aesthetic. 



Use of influencers across platforms 
Instagram: La Croix seemed to be 

most focused on using micro 

influencers. Reposting pictures that 

people had posted with the products.

Tiktok: Lacroix did not have many 

influencers posts, but there ones I 

found were of smaller accounts. The 

content was about product people 

were sent from the brand.



Social Media 
Summary 



Key Takeaways For Social Media

● Simple highlights or fewer highlights are more impactful for 
showing key things for the brand. Too many get distracting. 

● A variety in post types and posts that involving trends were 
the most engaging pages to look at. 

 

● Making influencers/ people who the brand partners with 
more clear is helpful when looking at the brand. 

What some of the brands do well: 



Key Takeaways For Social Media

●  How can the instagram page be more interesting? Including 

more humor or trends? 

  

● How can partners/influencers be made easier to locate and 

look at? 

What this means for Lemon Perfect



Final Summary  



6. La Croix

Overall La Croix was the least 
successful brand in each area. 
Across all areas, there was a 

lack of information about the 
product and a lack of variety of 

images and interactions with 
the brand.



5. Hint

Overall Hint’s platforms had a 
variety of content. However the 
brand fell short when it came to 

locating their influencers, 
utilization of instagram 

highlights, and an overall 
uninteresting DTC page. 



4. Olipop

Overall Olipop was very mobily 
accessible on Retailer.com, and 
did a great job with influencers 

across platforms. However, 
their instagram page and DTC 
site lacked variety and weren’t 

very engaging. 



3. Super Coffee

Overall Super Coffee had a very 
engaging instagram page and 

excelled at provided interesting 
interactions on their DTC page. 

However they fell short with 
Retailer.com, being difficult to 

find and not very mobily 
accessible.  



2. Health-Ade

Overall Health-Ade had an 
engaging instagram and DTC 
site.  They excelled at sharing 

information about the products 
and whats in them. However 

they fell short when it came to 
mobile accessibility.



1. Vita Coco

Overall Vita Coco was the most 
successful brand. They 

constantly provided information 
on the product. They made things 

easier to find. This includes 
influencers/partners and the 

actual products on retailer.com. 
They made their platforms 

engaging through a variety of 
posts and interactions. 


