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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 BRL Million BRL/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 PVC 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 has enjoyed ongoing growth over the past decade, stimulated by an 
increasingly health-conscious consumer base; the growing popularity of packaged 
water amongst middle and upper income groups has also contributed to the growth. 
 
Anvisa approved the recycling of PET for bottling packaged water in Q2-08. 
 
During 2006 and 2007, Anvisa (Agência Nacional Vigilância Sanitária) made quality 
controls of mineral water more stringent to meet international standards, which 
resulted in multiple brands being withdrawn from the market. 
 
 

Outlook 

 

Packaged water is forecast to grow at a slower rate over the next few years due to 
the impact of inflation, and a dramatic rise in unemployment. Mineral still water will 
show a better performance in main urban cities. 
 
High levels of investment in quality control and advertising campaigns will enable the 
category to grow further. 
 
Adult targeted marketing campaigns are expected to emerge during 2009. 
 
Some market consolidation is forecast for the medium term, with the bigger players 
targeting regional brands. 
 
 

Segmentation 

 

Still water share has remained unchanged since 2006, and dominates with 74% of 
the market. 
 
The Sao Paulo region dominates consumption, with small and mid-sized cities 
identified as important areas for product development over the medium-term. 
 
 

Functional 
Products 

 

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

DOBs/DOB 
Producers 

 

There is still weak DOB penetration; however CBD, (the second largest retail group in 
Brazil) improved its presence in the category with new product launches. 
 
Comprebem, a national supermarket retail store, entered the market in February 
2008, with the launch of Comprebem still mineral water in 150cl and 5 litre PET 
packs. 
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Bottled Water Commentary 

Marketing 

 

There was once again strong nationwide advertising and promotional activity by the 
leading multinational brands, highlighting brand quality. The core advertising concept 
is to highlight the message that water supplies are tested daily to ensure safe, 
healthy water to comply with the very stringent regulations. 
 
Strong marketing activity was visible during 2008, at both regional and national levels 
with Danone investing heavily in Minas Gerais and Sao Paulo, advertising the launch 
of Bonafont. 
 
Nestlé and Edson Queiroz announced in 2008, that they were introducing 50cl bottles 
with 20% less plastic than previously, which will eliminate approximately ten million 
pounds of waste from the environment. 
 
 

Pricing/Valuation 

 

Due to the large number of brands on the market pricing is extremely competitive. 
This is intensified by many local and regional brands slipping through the taxation 
net, enabling very low positioning against formal brands. 
 
Average prices were raised upwards by 5% in 2008. 
 
 

Distribution Supermarkets/hypermarkets account for the majority of volume, and during 2008 
started to gain ground against traditional kiosks and general stores.  
 
The traditional channel enjoys continuous growth, driven by returnable bottles. Half of 
the volume sold in 2008 was in the north-east region, due to quality issues.  
 
São Paulo state holds 37% of the volume, while Minas Gerais, Espiritu Santo and the 
interior of Rio de Janeiro states hold 15%. 
 
Consumption in convenience stores, as well as in kiosks and gas stations 
experienced important growth, and it can be assumed that water is cannibalising 
carbonates consumption. 
 
For the larger players, strategic alliances will be needed in order to strengthen their 
distribution within the traditional retail sector. 
 
Niche on-premise profile, driven by restaurant consumption.  
 
It is important to note that still water is growing faster than carbonated water in the 
on-premise channel, due to the strong positive image behind mineral water. 
 
 

Packaging 

 

NrPET packs are the dominant pack format, with more than 80% of the market. 
 
500cl nrPET has been growing in recent years with increasing penetration in the 
supermarket channel, while 1,000cl PET (both refillable and non-refillable) lost some 
ground. 
 
PVC volume increased driven by low priced B brands, targeted to low income groups 
in the north-east region. 
 
Glass bottles lost some ground due to the strong presence of portion PET bottles in 
the on-premise channel. 
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Bottled Water Commentary 

Bottled Water 
New Products 
2008 

 

Comprebem supermarkets (CBD Group) launched Comprebem brand, a still mineral 
water presented in 150cl and 5 litre packs, priced at US$3.99 
 
 
. 
Danone Brasil launched Bonafont, a still mineral water with low sodium content, 
presented in 50cl and 150cl PET bottles. 
 
Inga introduced Inga mineral water in 30cl glass bottles, and 51cl PET sports bottles. 
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