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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 COP Million COP/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Still Carbonated     

% Share       

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008  Foil PET HDPE 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 two consecutive years consumption of packaged water has dropped. In 2008 it 
decreased by 3% in terms of total volume. Strong competition from other categories 
impacted negatively on demand, as average prices lowered in still drinks and 
carbonates. Moreover, as expenditure was tighter, consumers polarised beverage 
intake to only one choice rather than two or three. Packaged water is perceived as an 
unnecessary, or even luxurious, item, and therefore heavily affected by more 
restricted expenditure budgets. 
 
Tap water consumption in Colombia is very high and is the major rival for packaged 
water. Perception of tap water is good, as it is considered generally not only clean but 
also a very cheap option. However, due to problems with tap water quality in main 
cities, particularly Bogota, packaged water has started to become a popular option in 
2008. 
 
In 2008, still packaged water was characterised by the introduction in several 
restaurants and food chains of branded water. Normally manufactured by small 
producers, they are labelled with recognised restaurant and coffee shop names. 
 
 

Outlook 

 

Although it is not expected that packaged water consumption will grow at similar rates 
as observed in 2006, it is forecast that the industry will show a better performance 
than in 2008. 
 
It is expected that Coca-Cola, the new leader of the packaged water industry after it’s 
acquisition of Bavaria, will invest in promoting the consumption of water. 
 
 

Segmentation 

 

Carbonated packaged water sales jumped in 2008, helped by the flavoured water 
brand Cristal Sensations. In the long-term, the segment will remain small but 
opportunities exist in the convenience channel. 
 
Still table water remained as the largest segment in packaged water; however, in 
2008 it dropped almost 4%. One of the main factors that influenced lower 
consumption was the perception of packaged water as an unnecessary or non value 
added product. Poor weather conditions also impacted on still packaged water 
consumption.  
 
Mineral water is a small segment, and Colombians do not differentiate between table 
and mineral water. However, DOBs, especially those that are sold through on-
premise channels, and soon to be category leader Coca-Cola are trying to develop 
interest and culture about the differences between the two. One of the recent new 
product developments in this area was packaged water from forest sources by Juan 
Valdez. It is perceived as more natural water. 
 
 

Functional 
Products 

 

Functional water is almost non-existent in Colombia; however, some small brands of 
mineral water have been advertised as functional water, as is the case of Agua BE. 
Although it has no added functional enhancements, it is described as water with 
functional properties due to it containing nutrients, like electrolytes, which are not 
added, but rather come with the water. 
 
In 2008, Postobon introduced Windsor as a functional flavoured water. However, due 
to the sweeter content it is included in still drinks, according to Canadean definitions. 
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Bottled Water Commentary 

DOBs/DOB 
Producers 

 

Although all large modern retail channels have their own DOBs, total volume is still 
small compared to branded variants. Retail chains like Carrefour, Carulla and Exito 
offer their own brands, which not only compete in price, but are also new product 
developments. Both flavoured and carbonated water are also included in DOB 
packaged water portfolios. 
 
Several recognised restaurants and on-premise outlets have their own private label 
packaged water. This trend continued advancing during 2008, affecting the 
performance of branded waters, especially in on-premise outlets. Private label brands 
are mostly manufactured by small packaged water companies. 
 
 

Marketing 

 

Marketing and advertising activities in the packaged water industry were moderate 
compared to previous years. Few mass media TV and radio campaigns were 
observed in 2008, the most significant being the promotion of Cristal in 42cl nrPET 
bottle. Manantial also received substantial support in 2008. 
 
Major players leveraged advertising activities in sponsorships and other below the 
line activities. For example, Postobon developed a reforestation program with the 
Minister for Environment, planting near to 150,000 new trees in the Andean region. 
 
 

Pricing/Valuation 

 

Prices increased slightly in 2008, mainly driven by the higher demand for PET bottle, 
which has a higher average price per litre than foil pouch. Value only rose 3% in the 
retail channel, keeping it within the range of carbonates and still drinks. 
 
Prices in the Horeca channel remained similar to 2007; however, they are evidently 
higher than in off-premise. 
 
Packaged water in foil pouch remained the cheapest option - the price difference 
between foil pouch and PET bottle is very significant. While still packaged water has 
the lowest price of all, ready to drink soft drinks and carbonated and flavoured water 
are priced slightly higher. 
 
 

Distribution Traditional retail is still the largest distribution channel for most soft drinks. This also 
applies to packaged water, where it absorbed 26% of volume. In 2008 this channel 
grew significantly. Supermarkets also increased share in the distribution mix, thanks 
to the better performance of DOBs. 
 
Sales through on-premise channels decreased this period. More restricted budgets 
affected consumption patterns, including away from home. In addition, it is normal for 
the Colombia consumer to expect water in on-premise outlets to be free, and in the 
current economic situation, consumers are even less willing to pay for a product that 
they demand for free. 
 
 

Packaging 

 

PET bottle continued to grow more quickly than foil pouch. In 2008, PET bottles 
reached 40% of total volume. Leading companies have focused efforts in this 
channel, particularly Coca-Cola, as it is the most profitable. 
 
500cl foil pouch gained share in 2008 due to promotions from Brisa and Cristal. Foil 
pouch continues holding a significant share of the industry; the low cost of the pack 
type makes it a very attractive format for manufacturers to compete on prices. 
 
Small packaging formats of 33cl and 42cl are becoming popular in Colombia, thanks 
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Bottled Water Commentary 

to promotion by manufacturers who use them as a strategy to offer consumers an 
affordable option for ‘on the go’ consumption. 
 
 

Bottled Water 
New Products 
2008 

Cristal by Postobon in 42cl nrPET bottle, priced at COP800. 
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