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The vision



TO become the leading sustainable drinks business



• GUNNA Drinks ltd, is currently a single brand company. Right now we sell 
delicious, immune booting, planet friendly soda in 330ml/12oz cans, 
primarily in the UK and US. historically most business activities, including 
manufacturing & sales have been outsourced to reduce overheads.

• In 2023 GUNNA made a shift to focus more on sustainability, with the 
launch of a the 1st functional soda in eco-friendly 500ml/16oz aluminium 
bottles.

• The customer response to this has demonstrated that there is a massive 
opportunity for a soft drinks company to own the sustainability space, 
which is what we now want to do.

• We are now looking for funding to capitalise on this big opportunity, with 
a bold strategic shift to focus our business on sustainability

We are looking for £2.5m 
investment to fund a major 
strategic shift for our business



The 5 key issues that our 
new strategy must squarely address 

To succeed we must 
have much stronger 

differentiation than we 
have today, so we stand 

out to the trade, and 
to consumers when 

on shelf.

Differentiate 
from other 

drinks
We currently 

outsource 
manufacturing, but to 
become a big player 

in sustainability we 
need to control our 

own production, so we 
can innovate and 
create truly eco-

friendly products at 
low unit costs.

Control 
our own 

production
To build high revenues 
and high exit value we 

need a broader 
product portfolio. In the 

US the sustainability 
story has started in 

water and is only now 
moving into soda, so 
water is market we 

need to play in, but 3rd 
party production is also 

a big opportunity.

Widen our 
product 

portfolio
Currently we rely 

heavily on 3rd party 
sales teams. To 

succeed we need 
in-house sales 

capability so we can 
build strong and 

enduring customer 
relationships with 

our people.

In house 
sales 

resource
Our communication 

has not been focused 
enough. We must 

single-mindedly shout 
about sustainability, 

using a more 
innovative 

communication model 
that allows us to cut 

though to consumers 
at low spends.

Stronger 
marketing comms



A major shift in direction: 
A new vision and purpose 
for GUNNA

• Focus on a unique & sustainable packaging format – aluminium 
bottles, with cans as a secondary eco format.

• A new eco-friendly net zero production strategy.

• Not just GUNNA: Broaden our revenue streams to include water 
and the production of 3rd party brands in sustainable packaging. 

• New approach to sales.

• Single minded marketing, campaigning against plastic bottles.

We want to become the leader in sustainable Soft drinks, 
committed to making water and flavoured drinks that truly 
respect our environment.



OUR new STATEGY



Build our business around sustainability
A differentiated drinks business, built around a 

consumer mega trend

OUR STRATEGY ON 1 PAGE

A new sales 
model

A more focused, in-
house 

sales organisation 
that allows us to 

grow revenues fast.

A new marketing 
model

A single-minded focus 
on communicating 
sustainability with a 

high impact/low cost 
comms model.

A new production 
strategy

To make sustainable 
products 

and innovate, cash 
efficiently, 

at low unit costs.

A broader product 
portfolio

A new product portfolio 
that covers more key 

sectors 
of the market.



WHY FOCUS ON SUSTAINABILITY?

Macro drivers THE opportunity for us

SUSTAINABILITY IS A GLOBAL MEGA TREND THAT CREATES HUGE OPPORTUNITIES

A Toxic Industry
Plastic drinks bottles are world’s 2nd biggest
source of plastic waste* with over 500bn new 
plastic bottles produced each year. Less 
than 20% of these will ever be recycled.

Evolving Consumers
Consumers are increasingly choosing more 
eco-friendly brands, but in drinks there are 
few good options because plastic 
dominates the shelves.

Retailers Under Pressure to act
Retailers are under the microscope 
because in US & UK 65+% of their drinks 
are sold inmplastic bottles.

No other drinks company is building 
itself around sustainability

A Single-minded business focus 

Provides a deeper purpose that 
motivates all our stakeholders

*Source: Morales-Caselles et al, Nature Sustainability



More than ever consumers now consider a 
company's environmental and social practices 
when deciding what products or services to buy. 

They are willing to pay more for products with 
sustainable packaging or features.

They will also change their consumption habits 
to reduce their environmental impact.

The data shows that sustainability is an 
important factor for consumers across different 
regions and demographics.

Consumers and customers are increasingly 
focusing on sustainability

More than 60 percent of US respondents 
said they’d pay more for a product with 
sustainable packaging. Source: McKinsey 
2020 study on sustainability

Eight in 10 consumers are trying to 
reduce their plastic waste and half would 
be willing to pay higher prices for eco-
friendly packaging. Source: Guardian survey

A study by BCG found that 76% of 
consumers are trying to play their part in 
sustainability and they expect brands to 
do the same.



Importance of differentiation: What does it take to 
get a new drinks brand onto retailers shelves?

Be on a relevant trend 
Creating FOMO for the trade & consumer 

traction

Break a packaging format 
Being different to what is on shelf for buyers, and stand out 

to consumers

And/or



Why are aluminium bottles key to 
our new sustainability strategy?

Aluminium is the most sustainable drinks packaging
This is because recycling rates for aluminium are c80% vs 10-20% for 
plastic*. Aluminium can be recycled forever.

Sip and re-seal
Consumers like to be able sip and re-seal their drink containers, which is 
why in the US & UK 500ml plastic screw top bottles are 65%+ of the soft 
drinks market. Cans are only c15-20% of sales. Source Statista.

FAST GROWTH OF THIS FORMAT
Due to their eco-friendly credentials aluminium bottle sales are 
now over $3.4bn which will more than double in 5 years.

*Source: Future Market Insights

differentiated PACKaging, with high shelf stand out
Aluminium bottles stand out strongly on the shelf because they are new 
and different

Production opportunity
Filling aluminium bottles requires specialist production machines & know-
how, which will slow new entrants

*According to a study by National Geographic only 9% 
of the plastic waste produced has been recycled. The 
study also found that plastic waste is difficult to collect, 
sort, and reprocess, and is often contaminated by toxic 

materials. Additionally, recycling plastic is not 
economical for companies as new plastic is cheaper to 

make and of higher quality 



Aluminium is better for 
the environment than 
plastic, mainly because 
aluminium is recycled 
over and over, plastic 
is not.

Aluminum Cans Vs. Plastic Bottles: Which Is Better 
For The Environment? Sustainably (absustainably.com)
READ HERE >

The plastic vs aluminium debate is complex, 
but if you are interested here are 3 
independent articles that explain why 
aluminium is more eco-friendly than plastic.

Glass Bottles Have a Larger Environmental Impact 
Than Plastic Bottles- Study | Earth.Org
READ HERE:

Aluminum Cans vs. Plastic Bottles: Which Is Worse for 
the Environment? Mental Floss
READ HERE >

https://absustainably.com/aluminum-vs-plastic-which-is-better-for-environment/
https://earth.org/glass-bottles-environmental-impact/
https://www.mentalfloss.com/article/589779/aluminum-cans-vs-plastic-bottles-which-is-worse


• Aluminium beverage bottle sector is growing fast, driven 
by desire for more sustainable alternatives to plastic.

• Projected CAGR of14.8% over the next 10 years.

• In the USA the market is well established, driven mainly 
by new water brands like Proud Source - founded 6 
years ago, now at $350m revenue.

• In the UK there are only 2 companies filling aluminium 
bottles GUNNA (hand packing) and ReWater
(automated).

• In the US water in aluminium bottles has grown from 
$0.1bn to $1.0bn in 7 years, but no one sells all natural 
sodas like GUNNA in aluminium bottles.

Aluminium bottle sector is booming 
and is expected to more than double by 2032

$8.5bn

$6.2bn

$3.4bn

$3.8bn

2022 2032

$14.7bn

$7.2bn

GLOBAL ALUMINIUM BOTTLE MARKET* 

Other

Beverages

*Source: Future Market Insights

CAGR = 14.8%



In the US water has led the rapid growth 
of aluminium bottles, growing to over $1bn 

in revenue since 2016

PROUD SOURCE WATER
• Natural mountain water brand, 

founded in 2017
• Have built the brand around 

sustainability, using aluminium 
bottles and more recently cans 
as well

• 2022 revenues $320m
• Price premium of 40% vs Evian 

plastic bottle

PATH
• Founded in 2015
• Focused around re-usability 

with a more robust bottle
• 2023 revenues $50m+
• Retail price $3.49 = 80% 

premium



Production Strategy



Build our business around sustainability
A differentiated drinks business, built around the a 

global mega trend, protecting our planet.

OUR STRATEGY ON 1 PAGE

A new sales model
A more focused, in-house 

sales organisation that allows 
us to grow revenues fast.

A new marketing 
model

A single-minded focus on 
communicating sustainability 
with a high impact/low cost 

comms model.

A new production 
strategy

To make sustainable products 
and innovate, cash efficiently, 

at low unit costs.

A broader product 
portfolio

A new product portfolio 
that covers more key sectors 

of the market.



• In the USA no one is filling all natural flavoured products 
like GUNNA into aluminium bottles, only water. So there 
are no existing 3rd party bottlers we can work with.

• Instead we co-invested with a 3rd party bottler 
(Lehrkinds) and another brand (called Up-Time) to buy 
the machinery needed to fill GUNNA in to these bottles 
in the US

• This $240k investment ($80k each) is complete and the 
machinery has been commissioned.

• This is the only aluminium bottler in the US that can 
produce this type of drink

• 1st production was in Jan 2024

Aluminium bottle sector is booming 
and is expected to more than double by 2032

• We are currently making GUNNA bottles on a hand filling line 
-> not long term solution due to low capacity & high unit cost

• No one in the UK/EU has the capability to fill GUNNA type products 
into aluminium bottles, so we can’t outsource production to a 3rd 
party, which is what we do with our current cans

• This creates an opportunity to develop our own unique production 
capability and become a major player in aluminium bottles

• To implement this strategy we require £450k capex to buy the new 
machinery needed to fill aluminium bottles

• Target completion is summer 2024

US production strategy: 
Co-investment
GUNNA bottles launched Jan 2024

UK/EU production strategy: 
A unique new production line 
GUNNA bottles launched Nov 2024



We will build the UK’s 1st net zero 
drinks manufacturing unit

Only use eco-friendly, 
re-usable materials –

aluminium & 
cardboard

Short term: Use 
carbon offset to 

address any 
remaining carbon 

impact in our factory

Only 
use green 

energy
Long term: Identify 

and remove all 
carbon impacts

Net zero 
drinks 

production



Our new production unit will be unique
We will be the only aluminium bottling unit the that can produce 

multiple product types…….

*Source: Morales-Caselles et al, Nature Sustainability

Different pack formats
• Aluminium bottles
• Cans
• Different pack sizes from 

250ml to 750ml.

Different Product Types
• Water
• Flavoured drinks
• Energy
• Still or sparkling

Multiple fill types
• Pasteurised
• 100% Natural
• Unpasteurised



Our new production strategy opens up 
new revenue streams through innovation 

and 3rd party manufacture

Flavours and new 
health benefits

INNOVATE MORE 
WITH GUNNA

LAUNCH A NEW 
WATER BRAND

e.g Pret or M&S drinks 
in aluminium

PRODUCE FOR 
PRIVATE LABEL

e.g Dirtea, ProEnergy

PRODUCE FOR 
NON-COMPETING 

BRANDS
Offer aluminium 

bottles 
to EU customers

EXPORT

5 REVENUE STREAMS  (vs 1 currently)



Broadening our portfolio



Build our business around sustainability
A differentiated drinks business, built around the a 

global mega trend, protecting our planet.

OUR STRATEGY ON 1 PAGE

A new sales model
A more focused, in-house 

sales organisation that allows 
us to grow revenues fast.

A new marketing 
model

A single-minded focus on 
communicating sustainability 
with a high impact/low cost 

comms model.

A new production 
strategy

To make sustainable products 
and innovate, cash efficiently, 

at low unit costs.

A broader product 
portfolio

A new product portfolio 
that covers more key sectors 

of the market.



Moving from single format / mono brand company 
to multi format / multi brand business

CURRENT RANGE NEW PRODUCTS

In the UK/EU:
1 of 2 bottlers who can 
fill water into aluminium 

bottles.

In EU & US:
The only bottler who can 

fill all natural soda into 
aluminium bottles.



We have developed an exciting 
new functional water brand 
in the same bottle
• In the USA water has pioneered the development of this pack 

format, the UK/EU could go the same way
• UK competition: There is one UK water brand in aluminium bottles 

(One Water) and several private label brands e.g Caffe Nero
• Our plan is to launch a new water product in aluminium bottles in 

the UK, possible in the USA as well
• Quantitative consumer research on this idea has been were very 

positive, beating One Water & Evian by a mile.
• Trade research also showed high level of interest in this idea.
• This launch gives us a hedge in case water leads the development 

of this pack format, as it has done on the USA

WHAT'S THE BIG IDEA?
a new eco-friendly functional water brand

• Water almighty is a new 
functional water brand, sold 
only in eco-friendly aluminium 
bottles

• Aluminium bottle sector is 
growing fast, led by water 
but packaging alone is not a 
sustainable innovation

• So we’ve created a unique 
functional water to go into 
our eco-friendly bottle



3rd party / P&L opportunities

Private label
• There are already several private label water brands in aluminium bottles 

e.g Nero, Benugo and Itsu.
• Some retailers (e.g Pret) will only sell private label products, so to maximise 

our revenue from aluminium bottle we’d need to offer private label to them.

3rd party brands
• Again this can drive revenues and lower unit costs
• We will only co-pack for brands in non-competing areas, e.g energy, juice etc. 

Offering private label and co-packing for 3rd party 
brands allows us to increase revenue and improve 
overhead recovery, lowering unit costs on our brands

We have already had 4 enquiries about contract packing 
aluminium bottles for 3rd parties



A new approach to sales



Build our business around sustainability
A differentiated drinks business, built around the a 

global mega trend, protecting our planet.

OUR STRATEGY ON 1 PAGE

A new sales model
A more focused, in-house 

sales organisation that 
allows 

us to grow revenues fast.

A new marketing 
model

A single-minded focus on 
communicating sustainability 
with a high impact/low cost 

comms model.

A new production 
strategy

To make sustainable products 
and innovate, cash efficiently, 

at low unit costs.

A broader product 
portfolio

A new product portfolio 
that covers more key sectors 

of the market.



A new sales approach, 
that drives rapid revenue growth

Going forward we strive for focussed accountability

Significant shift from 
outsourced to insourced 

sales resource

Step change in tracking of 
sales & prospecting

Narrow our focus to doing 
a few things well

Greater control, visibility 
and accountability

Better insight into performance, 
and accountability for sales people

Put all of our efforts where 
we stand the best chance



Initial trade feedback/traction on the 
new bottle format is good

The bottle has much clearer trade cut through than the can, 
and is opening doors that never wanted to discuss GUNNA before

Innovation team has 
recommended us for 
launch to the buying 

team (250+ stores)
Approved for the city 

centre roll-out having had 
can delisted 2 years ago 

(timing TBC, 50 stores)

Launching mid Jan 
(120 stores) 3x finer food distributors 

launching Q1, 
all who said no to the 

can previously

Plans to launch in Spring 
being finalised, previously 
not interested in the can



A new marketing focus



Build our business around sustainability
A differentiated drinks business, built around the a 

global mega trend, protecting our planet.

OUR STRATEGY ON 1 PAGE

A new sales model
A more focused, in-house 

sales organisation that allows 
us to grow revenues fast.

A new marketing 
model

A single-minded focus on 
communicating sustainability 
with a high impact/low cost 

comms model.

A new production 
strategy

To make sustainable products 
and innovate, cash efficiently, 

at low unit costs.

A broader product 
portfolio

A new product portfolio 
that covers more key sectors 

of the market.



Marketing focus on sustainability gives us a 
unique marketing proposition in soft drinks

Our marketing strategy going forward 
will be to focus on sustainability, which 
will be a unique message in soft drinks

Before we had 3 brand pillars 
with equal prominence –

health, taste & sustainability 



Innovative social media creator model –
following the success of this model with 

Olipop and Poppi

80% of spend

Marketing a new
communication approach

Sampling in key retailers and at key shows/
events. Point of sale execution 

enabled by our new in house sales 
resource

20% of spend

Drive awareness of 
sustainability benefits

Drive Trial

Other marketing ideas/activities go on hold while we build 
momentum and success in these two areas



GUNNA’s price premium per ml is similar to the premium 
consumers are pay for water in aluminium bottles

Category Product Shelf Price Price Per 100ml Price per 100 ml
vs standard product

UK Water
Evian 500ml £1.20 £0.24

Re:Water 500ml (AL)* £2.00 £0.40 +67%

US Water

Evian 473ml $1.79 $0.38

Proud Source 473ml (AL) $2.49 $0.53 +39%

Path Water 473ml (AL) $3.49 $0.74 +95%

UK Functional

Trip 250ml £2.00 £0.80

Remedy 330ml £2.19 £0.66

GUNNA 470ml (AL) £2.19 £0.47 -40% vs Trip, -30% vs Remedy

US Functional
Olipop 355ml $2.79 $0.79

Gunna 473ml (AL) $3.49 $0.74 -7% vs Olipop

*AL = Aluminium Bottle



Key financials



Financial Overview



Financial Overview



How will our new strategy deliver high 
shareholder value?

Developing 
highly differentiated 

products

Focusing on a 
mega trend that 
addresses major 

consumer and 
trade needs

Broadening 
our revenue 

streams

Building a 
unique production 

capability

Opening up 
more potential 

exit routes

Strengthening our 
sales and marketing 

strategies



• UK: We would have 1st mover advantage in 
flavoured drinks, we’d be the only company that 
could produce both water & flavoured drinks in 
aluminium bottles

• US: Are the only all natural/functional soda in the USA

What are the 
competitive advantages 

& barriers to entry?

• Aluminium bottle manufacturing is complex, and the bottle 
supply chain is challenging. 

• Having a unique production capability allows control 
evolution of the market in the short term

• Margin dilution: For an established drinks company like Coke, 
a move into aluminium would have a very negative profit 
impact, due to high on-cost of  aluminium vs plastic. This 
would be hard to justify to shareholders. It would be better for 
them to acquire brands with strong eco credentials

• New brands can enter on a similar platform to us, but apart 
from us there are no 3rd party contract packers

1st Mover Advantages Barriers to Entry



Investor proposition



• A 20% deposit will be paid by GUNNA drinks Ltd

• Loan to GUNNA at 16.5% annual interest rate, over 60
month term

• Quarterly repayment of capital and interest

• Option each year to convert the remaining loan balance
into equity at a 30% discount to most recent share price, or
continue as lender.

• Debt will be legally secured against the machinery, which
is unique equipment with high residual market value and
an 80% LTV.

• In the event of default, the lenders will have the option to
take over the GUNNA manufacturing unit/activities as a
going concern, or to sell the equipment on the secondary
market

Investor Proposition

• Equity investment to fund implementation of new our 
bold new strategy including

• Bring sales resources in house

• Launch new water brand

• Upweight marketing

• 10% of GUNNA equity = £25m business 
valuation vs £20m at last round

£450k Commercial loan to fund factory unit: 
We have received 2 offers from lenders, but are 1st 
offering the same terms to our shareholders

£2m Equity investment to fund growth
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