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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 BOB Million BOB/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008  PET LDPE Glass Others 

% 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 
 

In 2008, consumption increased by 13% to an average of 4.7 litres per capita. It is 
expected that this trend will continue, as health-conscious, young consumers drive 
volume growth, with bottled water consumption per capita expected to reach almost 5 
litres by 2009, equivalent to a total market volume of almost 49 m litres. 
 
Since last year, there has been considerable progress in middle and highly educated 
segments of the population regarding knowledge of the importance of drinking water 
in daily life. This change is a result of publicity and education, which is forming new 
habits and beliefs in older and younger generations.  
 
Embol leads the market with its Vital brand, reaching almost half of the market in 
2008, followed by La Cascada with 21% share from its Villa Santa and Viscachan 
brands, and then Pura Vida (from Pil Andina-Aruba) with 5% market share. 
 
Value-priced brands geared by Vigor, La Cumbre, La Cabaña, Chacaltaya, Glacial 
and Aguas de Castilla have a combined share of 20% of the category (included in 
Others). 
 
 

Outlook 

 

The category is expected to continue growing faster than carbonates, with the still 
table water segment forecast to perform particularly well. Water is becoming a 
winning alternative to carbonates and fruit-based still drinks when consumers 
consider thirst and fitness together. 
 
It is to be expected that the rate of growth may slow in 2009 compared with 2008, as 
consumers will switch to more economical bulk/HOD water options. 
 
 

Segmentation 

 

Table water accounts for the majority of volume, acquiring 95% of the market in 2008. 
Mineral water gained ground geared by Viscachan brand, reaching 5% of the market 
in 2008. 
 
The majority of the market is still (93%), however carbonated water saw upbeat 
growth in the on-premise channel. 
 
 

Functional 
Products 

 

There is currently limited evidence of functional waters in the Bolivian market – water 
is generally perceived as ‘natural’ and enhancements might be viewed with suspicion. 
 
 

DOBs/DOB 
Producers 

 

None. 
 
 

Marketing 

 

Strong marketing activity was visible during 2008, at both a regional and national 
level. Vital from Embol had strong presence in TV, radio and magazine advertising 
during 2008. 
 
La Cascada increased their A&P activity in key urban areas in the interior of Bolivia. 
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Bottled Water Commentary 

Pricing/Valuation 

 

Category price increased by 9%. Unfair competition from informal enterprises and the 
active presence of the big firms, through promotions, keep prices down overall. 
 
Small companies gained share due to their low prices, ignoring in most cases quality 
requirements. Large companies promote and sustain quality as the principal attribute 
of their brands, but cannot reflect this in their prices due to competition from smaller 
companies. 
 
 

Distribution The majority of volume sold in 2008 was in Santa Cruz, Cochabamba, Beni, La Paz 
and Tarija cities. 
 
Off-premise comprises three-quarters of the volume, driven by the modern channel in 
the west region, and strong growth in the traditional channel in the east of the 
country.  
 
On the back of a good economic situation in the first half of 2008, before the impact 
of the economic crisis was felt, bars and restaurants continued selling more and more 
bottled water, geared by refillable glass bottles. 
 
Mineral water is distributed mainly in the city of Cochabamba 
 
 

Packaging 

 

PET commands the category with almost 87% market share, enabling bottled water 
to be consumed on the move and this pack type has been a key driver in helping 
sales reach new thirst quenching opportunities. In the Horeca channel, refillable glass 
bottles remain very popular, as consumers associate glass with quality. 
 
 

Bottled Water 
New Products 
2008 

None registered. 
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