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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 BAM Million BAM/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   

% 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 
 

Packaged water consumption remained slightly below 2007 levels due to a decline in 
carbonated water. After several years of steady, lively growth this was a 
disappointment. It is not clear yet whether a set back in carbonated water was a first 
sign of the approaching economic crisis or carbonated water is now becoming a 
mature market in Bosnia-Herzegovina. 
 
Still water was exhibiting growth in 2008, but it was far below the double-digit growth 
seen in previous years. Category development continued to be driven by still water. 
Thus still water increased its share in total packaged water consumption. Hot 
weather, the problems with tap water quality in some regions (eg Tuzla canton), 
marketing activities of still water brands and new entrants all stimulate still water 
consumption. Also in 2008 several new brands appeared in the market, imported as 
well as locally produced. Due to the country’s numerous water sources there are 
many local bottlers; because of this there is no accurate data on total bottled water 
volume, making it difficult to estimate the scope of the market. But still water is far 
from achieving widespread acceptance by consumers. Low buying power and a 
generally favourable perception of tap water quality are the major obstacles. Tap 
water is widely offered in bars when ordering coffee. 
 
Consumer preferences are therefore still heavily biased towards traditional 
carbonated water, which remains dominant in on-premise consumption.  
 
 

Outlook 

 

Water consumption in 2009 will be affected by the impact of the economic crisis, so 
quite a high decline in consumption, close to 9%, is expected. Carbonated water will 
lose most, as it is often consumed at home, as well as in Horeca, while still water is 
significant in ‘on the go’ and impulse consumption in urban areas. 
 
Tap water quality is at a high level in most of the country and consumers have a cost-
free substitute for packaged water. There are also public water sources/springs and 
the country is rich in high quality water. 
 
Packaged water consumption is heavily dependent on weather conditions. Average 
conditions have been assumed for the forecast, while extreme weather conditions 
may increase or decrease water consumption. 
 
 

Segmentation 

 

Bosnia-Herzegovina is traditionally a carbonated water market, but it is slowly losing 
in share against still water. Carbonated water share has continuously declined in 
recent years and dropped to 75% of overall consumption in 2008. 
 
Carbonated water is predominately mineral water with 93% share; the rest is spring 
water. 
 
On the other hand still water is 81% spring. The remaining still mineral water is 
mostly imported from Serbia. 
 
 

Functional 
Products 

 

None present. 
 
 

DOBs/DOB 
Producers 

None present. 
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Bottled Water Commentary 

Marketing 

 

There is a more modest level of above the line marketing support from leading 
companies, as well below the line activities, such as promotional discounts and 
multipacks. In carbonated water, there was no evident campaign, while there were 
more activities in still water segments from newly introduced brands, as well as 
permanent Coca-Cola support of Olimpija.  
 
Imported brands also benefit from advertising in their home countries, as people in 
Bosnia and Herzegovina also watch the TV channels of neighbouring countries. 
 
 

Pricing/Valuation 

 

Random store checks indicate gradual increase in prices. Major domestic brands 
have similar regular prices, but there are a number of price discounts, multipacks and 
promotions in retail chains. Some smaller local brands compete with lower prices.  
 
Prices in Horeca are also stable but differ substantially; they are highest in the centre 
of Sarajevo, lower in other big towns and cheapest in rural areas. 
 
Still water prices are mostly at the same level as carbonated, a possible obstacle for 
further development. 
 
 

Distribution On-premise consumption makes up 12% of consumption, but is considerably higher 
for carbonated than for still water. Carbonated water is traditionally drunk in cafes, but 
also as an accompaniment to meals in restaurants. Still water on-premise availability 
is limited, as tap water is widely consumed in bars, when ordering coffee. 
 
 

Packaging 

 

PET is the category leader and accounts for 89% of all volume. 150cl PET bottle is 
the leading pack, while impulse purchases are driving the single-serve 25cl, 33cl and 
50cl sizes. 
 
Single-serve PET packs in still water are expanding due to consumption growth in on-
premise and ‘on the go’. In the near future they have more growth potential than 
packs for at home consumption. 
 
Glass, both refillable and non-refillable, is used mainly for carbonated water, 
predominately in on-premise. 100cl glass for carbonated water is also used in at 
home consumption. 
 
 

Bottled Water 
New Products 
2008 

 

Coca-Cola launched Olimpija lemon, a flavoured carbonated water in 20cl nr glass 
and 50cl nrPET. 
 
Voda Kruna based in Mrkonjic Grad introduced a new still spring water, Kruna, in 
50cl and 150cl nrPET, currently retailing at BAM0.75 for a 150cl bottle. A carbonated 
version was introduced later in the same formats, it currently retails for BAM0.60 for a 
150cl bottle. 
 
 
Vitaminka launched Gala, a new still mineral water brand, in 25cl and 75cl nr glass, 
and 50cl, 75cl and 150cl nrPET, produced by Mioni in Serbia.  
 
Vitinka extended its still spring water brand, Vivia, to 25cl glass and 50cl nrPET. 
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