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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 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008 PET Glass Metal  

% 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 downturn in water consumption is due an overall decline of the whole category 
infrastructure, consumer interest has fallen and packaged water’s share of soft drinks 
has declined to 45%. The main reason for this is due to the economic and 
environmental measures consumers are taking by switching to tap water. Cheap 
water brands in have been particularly by this change in consumer buying behaviour. 
 
Packaged water consumption is highly linked with consumer impulse buying and then 
drinking immediately. The hot summer of 2006 illustrated this trend when almost 140 
litres per capita was recorded. Over the past two years, cooler weather has 
dampened impulse consumption. During years of good growth producers have 
differentiated with new packaging sizes (eg 33cl and 75cl) and gained new listings in 
retails outlets, however this has now changed and brands are being de-listed. 
 
Carbonated water has so far been exempt from this downward trend and has kept its 
position as a healthy soft drink with a highly refreshing character compared to still 
water. There is also no tap water alternative for carbonated water, brand image is of 
higher importance and lastly away from home consumption for carbonated water is 
traditionally high. 
 
 

Outlook 

 

The present negative economic forecast is not helping packaged water’s 
performance, however it is unlikely that there will be a mass change over to tap water 
consumption, so longer-term Canadean is expecting volume decline to slowdown to 
the more stable volume level that was seen at the beginning of the century.   
 
Premium brand companies are expected to promote their products more intensively 
and gain market share. Cheap label products are forecast to lose the most volume to 
tap water with retailers also less likely to promote these brands because of the low 
profit margins.  
 
 

Segmentation 

 

Spring water has lost its attractiveness, mainly because cheap retailer brands have  
lost volume and share. Aquarel gained volume as the least expensive product in 
Nestlé’s portfolio as consumers are down trading from more expensive products to 
cheaper brands. 
 
Still water lost consumers at the bottom end as consumers as now more cautious or 
have possibly changed back to tap water for specific uses, for example making tea. 
 
Carbonated water kept volume in 2008, highlighting the slight difference in use. 
Carbonated water is predominantly used for immediate consumption and is not being 
replaced by other drinks or tap water. The low carbonated segment is quiet again 
after a period of producers focusing on this segment and generating new listings.  
 
Flavoured water is lead by Perrier, the segment is too small to attract new players. 
 
 

Functional 
Products 

 

The packaged water marketing for mineral and spring water is strictly monitored with 
legislation and leaves no possibilities for functional enrichments. Most brands 
promote the mineral qualities and highlight the importance of good hydration for the 
body. 
 
Table water brands with added calcium or other minerals such as BonAqua and 
Danone Activ have disappeared from the Belgian market. 
 
Consumer research has revealed that the average consumer has little knowledge of 
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Bottled Water Commentary 

mineral qualities at all and some consumers even believe than spring water is of 
higher quality than mineral water.  
 
 

DOBs/DOB 
Producers 

 

Mineral water brands can be difficult to define as DOBs as the water source must be 
mentioned on the label and brands are not retailer owned. Most packers such as St 
Amand, Inexco and Roxine give exclusivity of the use of various springs to specific 
retailers. Canadean defines these products as DOBs and most of the Aldi/Lidl brands 
(Saskia/Amanda) can be categorised as such. 
 
DOBs, including Aldi and Lidl, lost share to 42% (1% percent point decline) due to a 
change in consumer buying behaviour with consumers not wanting to waste 
packaged water and strictly using it as drinking water, as well as some consumers 
changing to tap water. 
 
Roxane and St Amand are the main French importers of packaged water, while 
Inexco and Refresco (Sunco) are the leading local suppliers of carbonated water. 
Overall profitability for both retailers and producers is rather low because of fierce 
competition. 
 
 

Marketing 

 

All premium brands are supported with media advertising and intensive in-store 
promotional activities. Focus is on emotional brand building with a general health 
positioning, specific functionality of mineral qualities is rarely used as a marketing 
tool. 
 
Local tap water companies are promoting the good quality of their water, encouraged 
by the present environmental concerns and economic difficulties. Television feature 
programmes about water are mainly in favour of tap water use. Fevia (the federation 
for water and other soft drinks) is thinking of initiating a free publicity campaign, for 
example articles in magazines, against this practise. 
 
Brita is promoting special machines/kits to purify tap water athome for drinking and 
cooking. However, tap water companies are against this as they interpret this as 
negative advertising for their product. 
 
 

Pricing/Valuation 

 

Average retail prices of fast moving water brands have hardly increased, but some 
selected slower moving SKUs have had their prices raised. Overall the average price 
for still water declined in large supermarkets due to intensive promotional campaigns, 
for example buy five get one free promotions or even better price offers. 
 
The average Horeca price increased, however price rises have been selective. 
McDonalds increased the 33cl bottle price (+3%) but not the 50cl size. 
 
Retail prices are forecast to increase with inflation during 2009 in spite of the 
economic crisis, because margins are too small to not raise prices.  
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Bottled Water Commentary 

Distribution On-premise channels have maintained volume, a remarkable achievement given the 
overall bad performance of cafés. At the moment consumers seem to reducing beer 
consumption, but not water in cafés.  
 
Supermarkets showed the biggest decline (4%) due to a drop in DOBs and lower 
priced products. The channel decline (over 60 m litres over two years) will 
undoubtedly be translated into reduced shelf space for smaller SKUs. 
 
Hard discounters have a very small number of SKUs so availability of brands is not 
expected to be impacted by declining volumes.  
 
 

Packaging 

 

Glass is changing to become an exclusive Horeca pack type. Retailers do no like this 
pack type because of the high logistic costs involved. Horeca channels are able to 
differentiate better with glass and also wholesalers have the advantage of being able 
to offer to collect empty bottles from their customers. 
 
The change from 20cl glass bottle to 25cl has been a success and 25cl has become 
the standard bottle size for premium brands. The 100cl size is predominantly used for 
low price brands, but with most volume being supplied below the actual cost price to 
the smaller suppliers, it is expected that a shake-up of these small bottlers is due 
soon.  
 
PET differentiation is taking place with 200cl introduced for discounters’ own label 
brands. Colruyt is also exclusively listing premium brands (Spa, Vittel, Contrex and 
Evian) in this size for low pricing reasons. 
 
Single-serve 33cl nrPET is stagnating but has fulfilled an important role in finding new 
consumption occasions for water - children and women predominantly use this size 
outdoors as it is easy to carry. 
 
The Fost Plus system of collecting and separating packaging has been a great 
success. Nevertheless for water the volume of material used remains considerable 
and will keep having an impact on buyer behaviour. 
 
 

Bottled Water 
New Products 
2008 

 

Coca-Cola extended Chaudfontaine low carbonation into 25cl ref glass. 
 
Galvanina lightly carbonated Italian mineral water imported by HLS (Haelterman) 
introduced in 100cl and 25cl glass for Horeca.  
 
Nestlé extended Contrex into 75cl nrPET bottle. 
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