
That someone is looking to buy
discarded coffee skins from farms is a
"wonderful idea," Greenwell says. "As
an operation, we're now getting paid for
the skin, and it used to be just a cost.
This is one of those byproduct deals that
is a big benefit to farms."

The tart KonaRed drink is naturally
caffeinated, although less so than cof¬
fee, and it's packed with antioxidants
and other ingredients that Roberts says
have functional health benefits. In fact,
says Roberts, a serial entrepreneur with
a history of developing green products
and businesses, KbnaRed's earth-friendly
beverages represent "the next category
of superfruits."

Roberts' 15-employee firm introduced
KonaRed in January 2010, after a year of
lab testing. The original product, which
tastes like pomegranate and prune juice
on steroids, competes with Pom Won¬
derful, Zico coconut water and other
natural energy drinks. The original flavor
retails for $3.99 for a 16-oz. bottle, and
now has been joined by an expanded
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lifeguard events, long-distance paddle¬
board events and in-store demos. "We
do not believe in traditional advertis¬
ing," Roberts says. "This is a lifestyle
company." -MARGARET LITTMAN
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