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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 € Million €/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Carbonated Still    

% Share      

          

Distribution 2008 Off-Premise On-Premise     

% Share      

          

Packaging 2008  PET Glass Board  

% Share     

  

SOURCE : Trade Interviews; Canadean Wisdom 

 

Chart - Bottled Water Leading Trademark Owners 2008  

 
SOURCE : Canadean Wisdom 

0%

0%

0%

0%

0%

0% VÖSLAUER

KARLOVARSKE MINERALNI

VODY

CCHBC

STARZINGER

RIEDERS QUELLEN

OTHERS



3 
 

Soft Drinks Review/Nov-09 

Bottled Water Commentary 

Current & 
Emerging Trends 
 

After a boom in 2007 with an increase of 8%, packaged water saw a slight decline in 
2008, though ith annual consumption of nearly 95 litres per capita it is still the most 
popular soft drink in Austria. 
 
Reasons for the decline are manifold. Among them however, two main issues can be 
identified:  
 

 in uncertain economic times consumers are clearly reluctant to part with their 
money, so they consume more tap water than packaged water. Tap water in 
Austria is of good quality, as it is mainly spring water from the Alps 

 furthermore, due to a lack of DOB presence in the market, the pricing competition 
between the branded products is not as tight as in other soft drinks categories. 
Average prices remain on a comparably high level so consumers tend to buy 
more near and flavoured water products, which are perceived as better value  

 
 

Outlook 

 

Packaged water sales are forecast to remain stable in 2009. The substitution of tap 
water for packaged water will increase, but these volume losses will be compensated 
for by consumers switching from other soft drinks categories such as juice or 
carbonates to packaged water owing to a targeted healthier lifestyle.  
 
 

Segmentation 

 

Still and low carbonated waters are gaining further popularity, as they are perceived 
as more modern than regular carbonated. Whilst regular carbonated has lost nearly 
two percentage points in market share since 2004, the share of still water has jumped 
from 6% in 2004 to 11% of the market. Low carbonated water developed nearly in 
line with the market average in 2008. Despite this development however, regular 
carbonated water is still the top-selling segment within the packaged water category 
with a 69% share of throat (down from 71% in 2004). 
 
 

Functional 
Products 

 

There is limited evidence of functional waters on the Austrian market. Medicinal 
waters are perceived as functional because of their richness of minerals, but they are 
all natural spring waters without any additives. 
 
 

DOBs/DOB 
Producers 

 

Negligible presence in a market dominated by a wide offering of mineral water 
brands. 
 

Marketing 

 

All leading brands cut back traditional above the line marketing activities such as TV 
slots and print ads as a result of the continuing financial crisis.  
 
Vöslauer and Gasteiner continued their TV and print ads campaigns to foster their 
brand image.  
 
 

Pricing/Valuation 

 

The retail price of packaged water remained stable in 2008.  
 
Despite the high margins in the Horeca channel, prices increased again; up by 3% 
owing to increased sales costs.  
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Bottled Water Commentary 

Distribution Off-premise sales grew further in 2008 (now approaching a 75% share), propelled by 
the expansion of the discounter chains such as Hofer or Lidl. Discounters in Austria 
are also selling branded products.  
 
Due to consumer reluctance to spend, eating and drinking out is on a downward 
trend. On-premise packaged water sales suffered from this development with 
consumers shifting to more to ‘on the go’ consumption.  
 
 

Packaging 

 

Non-refillable PET remains the dominant packaging type, accounting for 80% of the 
total category and driven principally by the 150cl non-refillable format which 
accounted for over 67% of all sales, owing to significant increase through the 
discount channel. 
 
‘On the go’ consumption boosted the 50cl PET format, which accounts for 8% of the 
category. 
 
The share of refillable PET, however, continues to decline and is expected to decline 
further. Refillable PET bottles are not well accepted by the consumers. They are 
perceived as old and ‘second-hand’, and recently most leading producers have 
withdrawn them from the shelves. 
 
Refillable glass bottles, mainly used in the Horeca channel, declined further 
undermined by falling foot traffic. 
 
 

Bottled Water 
New Products 
2008 

 

Introduction by CCHBC of a new 150cl PET bottle for the Römerquelle brand with a 
slimmer, more elegant shape, easier handling and fresher design. 
 
Evian Austria introduced a Prêt-à-porter and an ‘haute couture’ version of its still 
water. Both were available from November in 75cl glass priced at €9.90 
 
The German producer Peterstaler Mineralquellen introduced Black Forest Still, a 
still mineral water which is particularly low in sodium and therefore suitable for the 
preparation of baby food and tea. The product is available in 50cl and 150cl refPET, 
50cl, 100cl and 150cl nrPET and 75cl glass.  
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