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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 CLP Million CLP/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 
 

Continuous growth fuelled by increasingly health conscious consumers, who 
appreciate the benefits of not consuming sugar in their usual beverages, is assisting 
the growing popularity of packaged water with middle and upper income groups. 
 
The good quality of tap water is one of the reasons that the majority of packaged 
water is carbonated (both regular and low).  
 
'On the go' consumption has become a major source of growth in the category. 
 
 

Outlook 

 

The future performance of the water category is expected to be positive and it is 
anticipated that the category will reach over 239 m litres in 2009. Overall growth is 
expected to be almost 6% with the carbonated segment well ahead in terms of 
volume but with further growth expected from still and low carbonated water. 
Packaged water will continue to benefit from the health and wellness trend, reinforced 
by the government drive to encourage the population to consume healthy beverages 
which is partially in response to the rise in obesity among the young. 
 
 

Segmentation 

 

Mineral water bottled at source is the mainstay within the category carrying some 
84% of the market, with the remaining share for table water.  
 
Carbonated water has always been the preferred alternative with some 64% of 
consumption. In Chile, most tap or well water is very good quality, making it very hard 
for still packaged products to succeed in the market. 
 
 

Functional 
Products 

 

In the packaged water category there is some evidence of enhanced products. One is 
Cachantun 02 which has oxygen added, and recently introduced Nestlé Pure Life has 
calcium and magnesium added. Both products are produced by ECUSA.  
 
It is expected that value added products will start emerging gradually, as consumers 
are looking for brands that have some functionality and consider value for money is 
the same price but more benefits.  
 
 

DOBs/DOB 
Producers 

 

DOBs are starting to have a firmer presence in every category and packaged water is 
no different. In 2009, D&S chain closed the deal to produce table water with the T 
Company and mineral water with Embotelladora Latinoamericana.  
 
It is expected that DOBs will expand further in the near future, thanks to consistently 
strong point of sale promotions. Consumers are also realising that the producers of 
DOBs are well-known companies. 
 
 

Marketing 

 

Both CCU and Coca-Cola maintained substantial brand support in 2008 with TV 
campaigns where expenditure was very high, as well as point of sale campaigns.  
 
CCU had different TV campaigns in 2008, with a ‘Back to natural’ strapline and it also 
sponsors some sports such as tennis. Nestlé Pure Life’s launch was also supported 
with advertisements.  
 
Most advertising campaigns were not only geared to the positioning of brands, but 
also promoted healthier lifestyles. 
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Bottled Water Commentary 

Pricing/Valuation 

 

Prices within the off-trade remained relatively stable among best selling products until 
September, when a slow down in consumption was evident due to consumer 
spending consciousness because of the economic crisis. Likewise smaller brands 
with fewer sales had a significant climb in prices in pursuit of stronger profit margins.  
 
Average price rises were upwards of 5%, and in value terms the market increased by 
nearly 13%. 
 
On-premise prices are not really representative because of the low weight of the 
channel in this category. 
 
 

Distribution Off-premise drives the market and remained the main distribution channel with 75% 
of volume. The large modern retail channel continued to lead due to fast growth in the 
number of hypermarkets and supermarkets in 2008. This sector now accounts for 
some 60% of off-premise sales, with threats to share coming from more competitive 
positioning in convenience stores, shifting some volume from the modern channel.  
 
The on-premise channel continued to have a low presence although on-premise 
facilities have gained ground slightly due to an upturn in consumer purchasing power 
that buoyed away from home consumption, in the earlier part of the year; although 
this slowed from September as consumers began to cut back. 
 
 

Packaging 

 

Non-refillable packaging is the mainstay of consumption, reaching some 93% of the 
whole category, where PET has a heavy presence with 77%. The success of PET 
within the packaged water category has been supported by characteristics such as its 
light weight, transparency,resilience and durability in transportation. 
 
Glass holds second place reaching some 23% (both refillable and non-refillable). Its 
share of the market is basically reliant upon the presence of imported brands and on-
premise sales. 
 
Family sizes have the majority of volume (59%), followed by single-serve which is the 
format expected to develop in the short-term due to ‘on the go’ consumption and the 
health and wellness trend. 500cl represents about a 1% share of volume. 
 
 

Bottled Water 
New Products 
2008 

 

 
Nestlé Pure Life, from CCU and Nestle’s joint venture was the most significant 
launch during 2008. The brand is present in two formats, 50cl and 150cl nrPET, 
retailing at CLP359.0 and CLP400.0 respectively.  
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