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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 CZK Million CZK /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 
 

Water sales suffered as a result of the focus turning to wellness drinks away from this 
traditional segment. Negative publicity concerning the high mineral content of local 
mineral waters has resulted in the decline of mineral water and promotion of tap 
water as a healthier option resulted in a decline for still packaged water. The high 
quality of Czech municipal water has restricted opportunities for still water operators. 
Still water had grown rapidly in recent years but is now likely to play a minor role in 
the soft drinks market. There was also a decisive shift to DOBs in the second half of 
the year once people started to economise. 
 
 

Outlook 

 

This trend is likely to continue for at least three years and will be exacerbated by the 
worsening economic situation. Sales are likely to stagnate in 2009 since the water 
category is reaching maturity. The growth of low carbonated variants is likely to 
continue, while highly mineralised carbonated brands and still brands will probably 
suffer further decline. 
 
 

Segmentation 

 

Still water sales declined in 2008 after several years of continuous growth. Still 
segment now represents about one third of the water market. In the long-term the 
category will likely decline but opportunities exist in the convenience channel. 
 
Regular carbonated water sales fell sharply due to the impact of negative press and 
the continuous shift from regular carbonation to low carbonation. Most of the leading 
water bottlers now launch their premium brands in low carbonation variants and have 
seen their traditional brands eroded by these new products. 
 
Flavoured water is represented by only one brand, Toma Svezi, which has reduced 
the range of flavours to only three. Demand for this brand has been suffering from the 
competition from the wellness drinks and suffered a dramatic slump as a result. 
 
 

Functional 
Products 

 

There is currently limited evidence of functional waters in the Czech market – water is 
generally perceived as natural and enhancements might be viewed with suspicion. 
There is a long tradition of consuming natural mineral waters, which claim some 
health benefits.  
 
In 2000 Walmark launched Relax water with added calcium but it failed to attract a 
significant audience and the product was consequently withdrawn in 2002. 
 
 

DOBs/DOB 
Producers 

 

DOBs are well established and showed healthy growth of over 6%. As a result their 
share increased last year to over a quarter of the market. Discount retailers benefited 
the most as consumers started to economise in the second half of last year. 
 
Hard discounter Lidl & Schwarz enjoys a retail volume share of the water market of 
over 7%. Penny Market's Tanja brand also gained as a result of Rewe Group taking 
over the Plus Discount stores. 
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Bottled Water Commentary 

Marketing 

 

Leading water brands all enjoy a high advertising spend and strong promotional 
support. KMV and Coca-Cola promote their brands heavily through all types of 
media, especially through TV channels during the spring and summer period. 
 
Advertising campaigns usually promote brand names, which in turn benefit the 
carbonates brands based on these mineral waters. 
 
 

Pricing/Valuation 

 

Last year, off-premise prices increased slightly, reflecting rising costs and also partly 
due to easing competition since the industry has largely consolidated, leaving only a 
small number of bottlers in play. Prices in the on-premise channel also increased 
slightly in 2008, following the increasing price trend. This year prices are likely to 
stagnate in order to encourage flagging sales. 
 
 

Distribution Although Horeca sales stagnated in 2008, given the overall slump in sales this 
resulted in the on-premise market increasing its share to almost 17% of total 
consumption. Due to increasing concentration within the retail trade, the popularity of 
PET packaging and its upsizing to 150cl and 200cl, packaged water is now 
predominantly sold through modern retail and discount chains. Discount retailers 
were the only segment which showed a rise in sales of packaged water. All other 
channels saw sales decline or stagnate. 
 
 

Packaging 

 

The water category is now dominated by nrPET, represented largely by the 150cl 
bottle which takes 79% of the market. The second most popular pack type is the 
200cl nrPET with a 10% share. 75cl nrPET was promoted within the market during 
2008 by KMV, Korunni and Kofola with encouraging results. The remaining market is 
shared between single-serve nrPET and ref glass. 25cl and 33cl ref glass performed 
well during 2008 due to strong sales of BonAqua, Rajec and Mattoni in the Horeca 
channel. 
 
 

Bottled Water 
New Products 
2008 

 

Fontea launched the brand Royal Water in still, low and regular carbonation variants 
packed in 150cl nrPET, retailing at CZK7.90. 
 
 
PepsiAmericas launched Toma still water packed in 70cl nrPET, retailing at 
CZK6.90. 
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