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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 BGN Million BGN /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 
 

The 6% annual volume growth in 2008 (and the much faster value growth that 
accompanied it) was largely due to the booming economic conditions enjoyed by 
Bulgarian consumers for most of the year and the growing appreciation of water’s 
natural and healthy image.  
 
Claims concerning the ecologically unsound model of the packaged water business 
elsewhere in Europe (or around the world) have not been heard locally where unsafe 
or unpleasant tap drinking water is still a common case.  
 
Still water’s dominance continues its slow expansion with more brand owners 
entering into categories beyond the traditional mineral.  
 
Carbonated water remains a largely underdeveloped area with little segmentation 
and no traditions, except for its mixer use or tourist consumption.  
 
 

Outlook 

 

The sharp economic downturn in 2009 is bound to take category volume into 
negative territory. However, the extent of any drop may be mitigated by the extra 
large container range (500cl to 1000cl), which secures the most attractive price per 
litre and is reported to be already showing signs of livening up.  
 
In parallel, it is expected that more of the smaller and least viable producers maybe 
forced to close. Assuming there will be no major economic cataclysm and the 
summer will not be uncommonly wet or cold, an optimistic 7% drop is forecast.  
 
 

Segmentation 

 

Within the dominant (93%) still water, several companies entered the table or spring 
segments (Hisar-91, Mihalkovo, BK Gorna Banya and Akvarex). These companies 
were not so much seeking access to wider consumer preferences, but rather due to a 
need for fresh water sources (the cumbersome legal environment does not allow 
easy ways to increase water drawing rights from a source). In the carbonated water 
area, varieties like low-carbonation or flavoured are practically non-existent.  
 
Price-wise, the leading three companies (Devin, BK Gorna Banya and Coca-Cola) 
occupy a distinctly higher price level for their brands, which also boast the greatest 
A&P support and nationwide distribution. Given the current economic climate, it will 
be interesting to see whether the extent of any price premium will be preserved.  
 
Devin Fresh, which is marketed and positioned as ‘water with a twist’ (or taste), falls 
under the carbonates category due to the presence of fructose sweetening.  
 
 

Functional 
Products 

 

There have been no functional products as such registered in the category.  
 

DOBs/DOB 
Producers 

 

Water DOBs have failed to mirror the rise of organised trade in general. This is 
probably because DOBs miss the natural and health benefits associated with leading 
brands or the spa traditions behind them. Billa has used this thinking and may have 
chosen a better formula by combining its Clever DOB with the local Hisar source 
name for some of its volume. 
 
That said, DOBs are anticipated to grow at above market rate although they will 
probably fail to make a serious impact on the overall market. 
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Bottled Water Commentary 

Marketing 

 

Devin and Banya have been at the forefront of ATL spend, with little competition 
lately. The main marketing conundrum on the NPD front has been whether to extend 
existing brands into new types of water (Devin Spring) or to introduce new brands 
(Serdika for BK Gorna Banya or Zhiva Voda for Hisar). 
 
 

Pricing/Valuation 

 

In value terms, the market grew by some 20%, with most growth coming from the 
market leaders. While the incredibly low price levels of the recent past are no longer 
present, packaged water remains very reasonably priced (especially when compared 
to other categories or internationally). 
 
 

Distribution Although somewhat weakening, on-premise remained the dominant channel for 
carbonated water with its mixer/chaser traditions. As the current economic downturn 
seems to affect the on-premise sector first, it will be interesting to see how this 
category fairs in the coming months. 
 
For still water, greatest gains have been made in the organised trade channel. 
Further gains are likely through planned new entrants and expansion from existing 
chains. 
 
 

Packaging 

 

As expected, trade and transport costs firmly point towards the way of nrPET. This 
leaves glass continuing to lose share in the carbonated segment, where it dominated 
not so very long ago. For still water, heavy upsizing has begun cooling off within the 
XL group (defined as volume in packages of 500cl and more); dropping from 59% in 
2006 to 55% in 2008.  
 
Moreover, share of single-serve bottles (also most profitable) has failed to record any 
further increases. It is thought that any incremental rise in spending may have gone 
to other categories. A process of introducing lighter weight bottles (PET pre-forms) for 
equivalent volume servings is progressing well, with Devin leading the way.  
 
 

Bottled Water 
New Products 
2008 

 

Akvarex (based in Velingrad) has launched a second brand of packaged water, Lim, 
from No 5 Gorski Punkt source, retailing at BGN0.56 for 150cl nrPET.  

Devin has re-launched its brand with a newly designed bottle and label. Devin is 
leading the trend for making bottles lighter to both cut packaging costs and show 
greater care for the environment. There are no signs the softer feeling bottles have 
adversely impacted the brand in any way. 

BK Hisar (formerly Hisar-91) added Zhiva Voda as a new brand to its mainstay Hisar 
brand. It is positioned as having very low mineralisation (less than 50mg per litre) 
achieved through reverse osmosis. The retail price is BGN1.80 for 500cl nrPET.  

Mioni from Serbia started distributing its Gala Aqua packaged water brand across 
outlets of the Serbian-owned Piccadilly supermarket chain. A 150cl nrPET bottle of 
still mineral water retails at BGN0.67 with additional formats featuring a 75cl non-
refillable glass and 50cl nrPET. 

Nonius launched its Dolce Vita mineral water (sourced from the Shivatchevo spring 

in the Sliven region); available in 150cl nrPET retailing at BGN0.50
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