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BOTTLED WATER - CATEGORY PROFILE 

Key Facts 

Market Size Million Litres Litres per Capita     

Consumption 2008       

          

Growth CAGR %  03-08 CAGR % 05-08 CAGR % 07-08   

Consumption M Litres      

          

Market Value AU$ Million AU$/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008 PET HDPE Board Other 

% Share     

  

SOURCE : Trade Interviews; Canadean Wisdom 

 

Chart - Bottled Water Leading Trademark Owners 2008 

 
 
SOURCE : Canadean Wisdom 
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Bottled Water Commentary 

Current & 
Emerging Trends 
 

The category suffered a severe setback in 2008 with very modest growth. Only 
Frantelle amongst all the main still water brands showed any real volume 
improvement. Many suffered set backs. The limited progress centred on cheaper and 
private label products with bottled water increasingly seen as a commodity with 
wavering brand loyalty. The small carbonated element of the market shrank slightly 
with the development of imported brands hindered by lack of support for local 
products. 
 
The main cause of the market slowdown was the economic situation and the ready 
availability of cheaper tap water. Although not formally measured, the actual amount 
of bottled water competing directly with tap water is estimated by beverage 
companies to be quite small. In fact the entire bottled water industry uses less than 
0.01% of the total amount of groundwater withdrawn from Australian aquifers. 
 
 

Outlook 

 

The hot summer weather of January and February bodes well for 2009 but whether 
this translates into significant improvement for leading brands or merely greater 
volume at the cheaper end of the market remains to be seen. However the 
established trend towards health and wellbeing certainly ensures continuing growth 
for the category as a whole. 
 
With brand loyalty fairly fluid and the market becoming more price competitive with a 
rise in supermarket house brands, manufacturers will need to increasingly focus on 
adding perceived value. 
 
 

Segmentation 

 

Australia remains essentially a market for domestic still water, the majority of which is 
spring (eg Mount Franklin) as opposed to table (Pump). Australian spring water also 
dominates the small carbonated segment which is reinforced by a tiny but growing 
volume of (imported) mineral water. 
 
 

Functional 
Products 

 

All known functional waters (eg Glaceau Vitamin Water from Coca-Cola Amatil) 
contain sweeteners and therefore form part of the still drinks market. 
 
 

DOBs/DOB 
Producers 

 

Most retailers provide their own branded products (eg You’ll Love Coles and Home 
brand) but as the pricing of water is very competitive DOBs have not always 
established a big advantage. As a result, retailer labels only occupy a fairly minor 
market share. However, under the current severe economic conditions every cent 

counts. DOBs enjoyed fairly good growth in 2008  

 
 

Marketing 

 

Competition from the ready availability of safe tap water necessitates constant heavy 
marketing investment by bottled water companies. Consequentially there is a good 
level of both above-the-line (TV, radio, press, billboard/poster and magazine 
advertising) and below-the-line (point-of-sale and merchandising material, special 
offers) promotional support by the main players.  
 
 



4 
 
Soft Drinks Review/Nov-09 

Bottled Water Commentary 

Pricing/Valuation 

 

Despite the deteriorating economic environment, store checks in January 2009 
revealed that some brands are trading at higher prices than 2008. Part of this is due 
to a cut back in promotional offers. However average retail prices have actually fallen 
as cash conscious consumers have switched to cheaper products. Random on-
premise checks in early 2009 indicate a more stable pricing scenario compared to 
2008. Carbonated brands tend to sell at a high premium, particularly imports. 
 
 

Distribution Australian consumers buy the majority of their packaged water requirements through 
the retail trade, with some brands being national and others only distributed across 
selected states. Some have a more local and limited distribution. In the still segment 
over 80% of sales are made off-premise (with a 2:1 split in favour of supermarkets 
over convenience outlets on an absolute volume basis). Supermarkets are favoured 
for their lower prices and convenience during the weekly family shopping trip, 
especially for family packs and shrink wrapped multi buys of single-serve bottles. 
Convenience stores are the centre of individual single-serve impulse sales and had 
been gaining ground until last year when they were hit by economic conditions and 
high petrol prices which cut service station purchases. 

Only around one-third of (cheaper/DOB) carbonated water sales occur in retail 
outlets. Carbonated (premium branded) water comes into its own when Australians 
are dining in restaurants. Some hospitality venues only provide bottled, not tap water.  
 
 

Packaging 

 

PET accounts for almost four out of every five litres of all packaged water and its 
contribution continues to grow, albeit slowly, assisted by an increased availability of 
shrink wrapped multipacks and a price induced consumer preference for larger pack 
sizes. The 60cl bottle holds the majority of water but its share was hit by a fall back in 
impulse sales in 2008 with the 150cl size taking up much of the slack. 
 
Large sized HDPE and, to a lesser extent, bag in box provide a residential function 
but face competition from home delivered bulk water and cheaper point-of-use filter 
systems and therefore are not growing. Meanwhile more expensive glass bottles, the 
reserve of carbonated (generally imported) brands, plus cans (carbonated water) 
have made only a marginal impression. All packs are non-refillable. 
 
With the taste of water being fairly uniform brand image and pack shape count a 
great deal in respect of consumer product preference. This ensures that the container 
will remain a key area of innovation. 
 
 

Bottled Water 
New Products 
2008 

 

Cool Ridge from Cadbury Schweppes was re-launched with new packaging and an 
updated brand positioning in June 2008. The brand positioning has been developed 
to emphasise the fact that Cool Ridge is locally sourced Australian spring water. 
 
Cadbury Schweppes released Schweppes Australian Sparkling Mineral Water in 
2008 to complement fine foods at restaurants and bars. The new product is bottled in 
a sleek, elegant package reminiscent of the classical Evian shape. The design also 
features the Schweppes logo embossed over the number 1783 - the year Jacob 
Schweppes produced his first batch of carbonated mineral water in Switzerland. 
According to a company statement, the product is “less salty due to a low sodium and 
bicarbonate content” with lower levels of calcium and magnesium to “deliver a softer, 
cleaner taste that does not overpower fine foods.” The brand comes in 30cl for 
AU$4.40 and a 75cl glass bottle for AU$8.80. 
 
The brand One is a new water set to hit retail shelves but with a unique proposition. 
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Bottled Water Commentary 

Retailers decide how much they pay for the product with all profit going towards clean 
water projects in Asia and Africa. The water, in 60cl and 150cl nrPET bottles, is being 
bottled in Australia by Coastal Springs, the same company that produces Cadbury 
Schweppes Cool Ridge. A national campaign to promote One began in September 
2008 and the target audience is children, 18-25 year olds, young mothers and 60-65 
year olds. One water can be seen in Woolworth supermarkets, on certain university 
campuses across Australia and through PFD Food Services from February 2009. 
In the last quarter of 2008 Cool Change Natural Spring Water, from the company of 
the same name  became Australia’s first water in Ingeo PLA bottles (derived from 
plants) to launch into the grocery channel. The half litre bottle is being sold in 
selected IGA and Foodworks stores and retails for around AU$2.50. 
Karpati Water, a Sydney-based company, has come up with an innovative way of 
producing high quality drinking water from fruit. The process can produce pure water 
from many types of fruit including oranges, apples, grapefruit or grapes, with no 
difference in taste or quality (the water does not have a fruit flavour). It produces 
approximately 3 litres of pure water and 1 litre of fruit juice concentrate from 4 litres of 
juice. The company claims the water from fruit has a slightly different molecule 
composition - being H O18 rather than H 16 (predominant in drinking water), which 
the company reports is scientifically proven to keep people hydrated longer. Karpati 
Water has been trialled in various cafes, restaurants and catering companies in late 
2008 and is now launching to wider Sydney. A 100cl nrPET bottle costs in the region 
of AU$4.50-5.00. 
 
Fiji Water has become the first bottled water company to go carbon negative.  
Fiji Water’s packaging has been updated to reflect the brand’s support of the Green 
initiative. In early 2008 Fiji Water announced an Australian distribution partnership 
with Cadbury Schweppes.  
 
A new brand of (still and carbonated) mineral water released in Australia claims to 
have less dissolved solids than any other packaged water in the world. Bottled in 
Norway, Voss, available from the company of the same name, is collected from a 
virgin aquifer shielded from the elements under layers of ice and rock. It comes in a 
unique cylindrical designer bottle. The 37.5cl bottle costs AU$6.00 on-premise. The 
80cl size costs AU$10.00. 
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