Frequently Asked Questions

Seattle University’s Removal of Bottled Water 
To stop selling bottled water on campus, did you have to present the 800 petition signatures to get the Executive Team’s attention?   
Yes, the Executive Team wanted to know there was campus-wide support and not just a handful of students in support.  The Executive Team agreed to remove bottled water after the student government passed a resolution and the faculty government moved to support it.
Was the loss of profit an issue for your Executive Team?

Our VP for Finance and Business Affairs said, “…the total has to be something under $30,000 to the University.  So, the loss of income from vending and the sale of water on campus is not a big issue.  Especially, when you weigh it against the environmental concerns.   Loss of income was not a huge consideration for us, compared to doing the right thing.” 

Did the school sign a contract with Pepsi that prolonged the process of you being able to ban bottled water?  

SU renegotiated its contract with Pepsi with two years to go on the current contract.
Do you still carry Pepsi’s products minus the bottled water?   
Seattle U still sells Pepsi beverages including Aquafina Flavorsplash, flavored water. Flavor Splash is similar to vitamin water, bottled teas, and sodas because the manufacturer has added sweetener and flavorings to the water.
Was it difficult negotiating with Pepsi to have bottled water removed campus-wide?

Our VP for Finance and Business Affairs who negotiated with Pepsi said, “Not at all…they were very receptive and understanding. It is going to cost us something, but they appear to want to be fair about it. ”  

What has been the customer response that there is no bottled water sold at the cafeteria and cafes?

The General Manager of our food service vendor Bon Appetit said, “I have received only positive responses and not a single complaint.” 
What has been the student, faculty and staff response to the removal of bottled water?

When Seattle U’s president announced at a meeting of all faculty and staff that bottled water was removed from campus as of that month, the room erupted in a cheer.

When an email went out to all students and employees that bottled water was removed from campus, eight campus members replied back thanking the administration and there was only one negative email from a student.

What was the response from the media?

The story made it in the NY Times, the Huffington Post, Seattle’s newspaper, Seattle’s online news blog, a Seattle alternative weekly publication, a local radio station aired the story and put it on their web site, and it was on a local news station’s web page.   
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Seattle University’s Director of Communication didn’t think the media would care about the story.  He was very pleased with the positive press Seattle U received.  He attributes it to Seattle U partnering with Corporate Accountability International (CAI) on the press release.  CAI wrote the release, sent it to their media and blogger list, as well as Seattle U’s, and called the media to pitch the story.  It is more impactful to have a third party like CAI send the press release than for a school to send it themselves because they will work harder and give the story authenticity.
What are the alternatives to bottled water and their cost?

· New water fountain - About $500 per unit + $1,800 plumbing and carpentry labor for each installation (cost varies with installation).

· Retrofit an existing fountain with a  bottle filler - About $150 for the filler and $300 plumbing labor per fountain.

· Retrofit an existing fountain with a bottle filler and a filter- About $2,000 + cost to replace filter several times a year

· Contract with a hydration station vendor

What alternatives to bottled water are you using at sporting events?

At all sports facilities a water fountain with filtered water and a bottle filler is located either right next to or near the concessions stand.  The staff is very helpful in letting the fans know bottled water is not sold on campus, where the water fountains are and a reusable steel water bottle is sold at some games.  

How do you provide water for catered events?

Water is served in carafes or pitchers along with compostable cups for free.  Customers can opt to buy an assortment of sparkling mineral waters sold in glass bottles and aluminum cans.  

Tips from the General Manager of our food service vendor Bon Appetit

 “I think the key to our success has been the overwhelming support of the campus community. Culturally, our customers “get it”. I recently gave a class lecture and when this topic came up I asked if anyone in the room objected to the move. Not a single hand went up. At the same time, I noticed that every student had a canteen or nalgene – nobody was drinking out of a disposable container.  I’m not sure that this can succeed without first educating customers on why it matters.  If customers support it, then it’s easy. 

By taking a supportive leadership role on this issue, Bon Appétit continues to build its strong relationship with students and further enhance our reputation as the industry leader on sustainability issues. That reputation is integral to our brand identity, so for us it makes perfect sense.

For this to be successful, you need your customer base, your foodservice vendor and the school administration to agree that taking a stand on this issue is important.  In this case, the University and Bon Appétit sacrificed revenue while the students sacrificed convenience. Nonetheless, all three parties appear very happy with the outcome.”
Tips from an SU student involved in the campaign
“In all of the Think Outside The Bottle meetings that my student club was involved with, in which we presented to the student government, academic assembly, and the executive team, we made sure to put a lot of emphasis on the support that we had harnessed. We presented petition signatures which included staff, professors, and even grad students. It is important for your administration to understand that as "student customers" who supply the pay checks and budget for the entire school, you should have a lot of input in the type of products that are sold on campus. While the school may lose a very small profit, they are respecting the student's desire for a more socially responsible community.

It’s very important to focus on the pros of removing bottled water, rather the negatives. For example, SU can say it’s a leader in social justice, and its students, staff and professors can spread the message.

As for the contract, SU still works with Pepsi and their products (other than Aquafiina). We had to wait until their contract was being renewed (which was this last year). By the way, students in Michigan sat in at a board meeting when its administration was trying to renew their contract with Coke behind closed doors. It really shows you how much power students have.”
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