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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 2008 HRK Million HRK /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 
 

Packaged water ended 2008 slightly below the level for 2007, due to the steep fall of 
carbonated water in Q2-08. Still water growth continues to slow down, and in 2008, it 
was far below the double-digit growth seen in previous years. It seems Q2-08 had 
quite a negative impact on water consumption, due to less favourable weather 
conditions and a decline in the arrival of foreign tourists in June.  
 
Generally, the trend in 2008 continued, as the market remained driven by still water 
and carbonated water lost popularity. A minor growth in carbonated water was only 
recorded in 2007, as Jamnica livened up the market with its marketing activities and 
the introduction of a new design of glass bottle, as well as a handy plastic box for 
storage and transport. A 2008 decline in carbonated water was therefore quite 
logical. 
 
Carbonated water has become a mature market. Carbonated water has loyal 
consumers among the older generation, while the younger consumer tends to prefer 
still water. Still water development is also supported by healthier life style trend 
(greater intake of liquids) and weather conditions. The obstacle barring the wider 
expansion of still water is tap water, which is widely drunk and even served in on-
premise outlets, with cups of coffee.  
 
 

Outlook 

 

The unfavourable economic situation will strongly shape water consumption in 2009, 
so a significant 7% decline in consumption is expected. Consumers have a cost-free 
substitute in tap water, although tap water quality varies by region. 
 
Carbonated water will be affected most, as it is already a mature business, while still 
water can retain better chances in ‘on the go’ and impulse consumption. The trend of 
carbonated water losing share to still water is expected to continue.  
 
On the other hand, packaged water consumption is heavily dependent on weather 
conditions, as well as tourism developments. Average conditions have been assumed 
for the forecast, while extreme weather may increase or decrease water 
consumption. 
 
 

Segmentation 

 

Croatia is traditionally a carbonated water market, but carbonated water has lost 
popularity in the last decade. The share of carbonated water has continuously 
declined in recent years, and dropped to 67% of overall consumption in 2008. 
 
Carbonated water is predominately mineral, and includes the therapeutic mineral 
water Donat Mg, which has a 2% share. Donat Mg is competing with other nutritional 
products or medicines offering the same benefits, rather than just with other waters. 
 
Still water is 92% spring. In the last year, table still water has been evolving - bottled 
by small soft drinks companies, predominately for DOBs. 
 
 

Functional 
Products 

 

None present. 

DOBs/DOB 
Producers 

 

The majority of retailers have their own offerings, but usually not of the whole range. 
The leading retailer Konzum, which is more focused on Jamnica's brands, only has a 
DOB in large 500cl PET packs (still water), as well as Billa, which discontinued a 
carbonated water and smaller packs of still water. 
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Bottled Water Commentary 

None of the major water companies are now contracted for bottling for DOBs, so 
DOBs are predominately table waters bottled by small manufactures. 
 
DOBs have even declined in volume in 2008 and they hold a weak market share, 
amounting to only 3% of total water consumption. 
 
 

Marketing 

 

There is a moderate level of above the line marketing support from leading 
companies, as well below the line activities, such as promotional discounts and 
multipacks. 
 
 

Pricing/Valuation 

 

In value terms, the market increased modestly despite a minor decline in volume, as 
average prices increased. Prices only increased in the off-premise channel modestly, 
while on-premise average prices increased at a greater rate. This was also partly 
influenced by a higher consumption of water in small glass bottles. 
 
Random store checks indicate that regular retail prices have been accompanied by 
frequent promotional discounts and multipacks, especially in still water. Larger sizes 
(500cl) in still water are offered at a very affordable price. 
 
 

Distribution On-premise consumption comprises 15% of consumption, but is considerably higher 
for carbonated than for still water. Carbonated water is traditionally drunk as a mixer 
with wine and as an accompaniment to meals, but its declining popularity can be 
noted in the on-premise channel through the drop of sales in the last couple of years.  
 
On the other hand, still water consumption grew in on-premise, but it could not 
completely offset the fall in carbonated water. Still water is ordered less frequently, as 
there is still a tap water drinking culture. The main potential for increased still water 
volume, both in on-premise and retail, is at the tourist resorts along the coast. 
 
 

Packaging 

 

PET has added one more percent - growing at the expense of glass - and now 
accounts for 63% of all volume. 150cl PET is the dominant pack, while impulse 
purchases are driving the single-serve 50cl, 25 and 75cl PET packs, mostly in still 
water.  
 
In the near future, still water single-serve PET packs have more growth potential than 
packs for consumption at home, in the face of the impact of economic crisis. 
 
Glass still has a notable position, mainly for carbonated water, where it holds a 53% 
share. The new 100cl glass bottle, introduced by Jamnica in 2007, even caused a 
growth in glass at the expense of PET in carbonated water. This bottle is used in on-
premise consumption, but is also a traditional 100cl refillable pack for consumption at 
home. 
 
Small glass bottles (both refillable and non-refillable) target on-premise consumption, 
but have no significant volume and share.  
 
 

Bottled Water 
New Products 
2008 
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Bottled Water Commentary 

 Podravka extended its Studena brand with 25cl and 75cl PET with a new sports cap 
made by Seaquist, currently retailing at HRK2.99 for a 25cl pack. 
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