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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  CAD Million  CAD/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008 PET HDPE Glass 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 
 

For six of the last ten years, the packaged water market grew at double-digit rates, 
creating a category over 4 times greater than it was in 1998. Packaged water clearly 
meets many consumer needs, particularly as a substitute for full sugar soft drinks. 

However, category growth suddenly reversed at the end of 2008. In 2005, the 
category had grown by 29%, before it slowed to 14% in 2006 and 9% in 2007. In 
2008, category consumption volume actually decreased by 4%, representing a very 
significant change in the development of a major soft drink category. 

The reasons for this sudden reversal were growing concerns over:  

 toxic leakage from some forms of plastic packaging  

 the environmental impact and high cost of recycling single drink packaging  

 the cost of packaged water compared with acceptable alternative soft drinks, 
particularly tap water, delivered from home filtration systems   

 
Most of the reversal in the category growth came in Q4-08. It was initiated by the 
announcement of the Toronto City Council that it would ban the sale of packaged 
water in all municipal facilities, including local schools. By the end of the quarter, 
many other municipalities across Canada had followed the Toronto lead. Other 
organisations, such as universities, also followed the Toronto lead.      
 
Virtually all brands lost volume in this context, though there were no notable changes 
in market share. Nestlé's Pure Life remained the market leader, followed distantly by 
PepsiCo’s Aquafina and Coca-Cola's Dasani. 
 
In the past, growth of packaged water brands had primarily come from channel 
development. Now, category losses are coming from all outlet types.  

 

Outlook 

 

At the moment, it is not clear what the long-term impact of these recent developments 
will be. 

The rapid growth of the packaged water market in the past was primarily due to 
increasing consumer concerns about the deficiencies of full sugar or high 
carbohydrate soft drinks consumption. Given the strength of these concerns, merely 
making packaged water available guaranteed strong category growth.  

An additional factor which may limit future category growth is growing awareness that 
the quality of tap water in most locations is at least as good as that offered in 
packaged waters. Also, the rapid growth of low calorie near water brands (defined by 
Canadean as still drinks), may draw volume from pure packaged waters.   
 
Prices and margins will probably remain low in this highly competitive and uncertain 
category.  
 

Segmentation 

 

Over 90% of packaged water volume has been in non-carbonated forms for the past 
four years. Natural carbonation products have dropped from over 20% of 
consumption volume (held eight years ago) to less than 8% in 2008.  
 
The packaged water category has also predominately become one of single-use 
packages, with the 50cl PET container growing from around 40% of category volume 
(eight years ago) to over 60% in 2008. Compared with this major pack size, smaller 
pack sizes which were once significant now only account for less than 10% of 
consumption volume. Larger pack sizes account for 15% of volume. 
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Bottled Water Commentary 

While single use packages meet the consumer need for an alternative beverage, they 
also increase the amount of recycling required to service this number. As such, 
recent organisational reactions are probably overdue. At this stage, the long term 
impact of this single use segmentation is not clear. 
 
 

Functional 
Products 

 

At the moment, there are no functional products in the packaged water category, as 
defined by Canadean. 
 
 

DOBs/DOB 
Producers 

 

In total, DOBs have always accounted for just under one third of packaged water 
volume.  
 
However, there is no data available on distinct DOB entries. 

 

Marketing 

 

The packaged water category has grown primarily by distribution growth.  
 
Nestlé’s growth came from aggressive development of all outlet types and from tying 
a well known brand name to an obvious consumer need. Both PepsiCo and Coca-
Cola felt obliged to use traditional new brand development strategies for creating their 
positions in the category. 
 
 

Pricing/Valuation 

 

The average price of the small carbonated packaged water segment is almost twice 
that of still packaged waters.  
 
On-premise, still waters are priced at around 3.6 times higher than off-premise still 
waters, while on-premise carbonated waters are priced at around 4.2 times higher 
than off-premise carbonated waters.  
 
On-premise carbonated waters are therefore the most expensive product segment by 
far, with pricing 6.2 times higher than off-premise still waters.        
 
The average price of both still and carbonated waters increased by 2% to 3% in 
2008.  
 
 

Distribution As the packaged water category grew, its availability by outlet type expanded. 
 
Off-premise has always accounted for about 60% of all packaged water sales, 
although the channel has slowly been losing share to on-premise outlets. 
Convenience stores (18% of category volume in 2008) and supermarkets (18%) have 
traditionally led the category, although both have been losing share to other off-
premise outlet types. 
 
In on-premise, QSRs (11% in 2008) have grown in share, while eating, drinking and 
accommodation outlets (9%) have declined.      
 
 

Packaging 

 

Single use 50cl NrPET bottles have always led the category, rising to over 60% of 
category volume by 2008. 
 
Only 150cl NrPET bottles (8% in 2008) and 400cl HDPE (8%) have grown slightly, 
while smaller pack sizes have weakened. 
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Bottled Water Commentary 

Bottled Water 
New Products 
2008 

 

There were no significant new packaged water brands introduced in 2008.  
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