
global
SOFT DRINKS



 
 

 

Visit the Canadean website @ www.canadean.com 

 
 
 
 
 
 
 
 
 
 
 

Soft Drinks Service 

USA 
Soft Drinks Review 
2009 Cycle 
 
 
 
 
 
 
 
 
 
 
 
Canadean Contacts: 
Debra Richards, Sales Support Manager: +44 (0)1256 394227 
Alison Bodnar, Sales Support Administrator: +44 (0)1256 394287 
 
Editorial: 
Antonella Reda, Managing Editor 
Clare Gilham, Edit Manager 
 
 
Copyright 
Information contained in Canadean reports is confidential and for use only by clients of Canadean with valid contracts.  
All copyright in these publications is reserved. No part of this report may be reproduced, stored in a retrieval system, or 
transmitted, in any form or by any means (electronic, mechanical, photocopying, recording or otherwise) without prior 
permission of the copyright owners. 
 
Liability 
Whilst every effort has been made to ensure that information contained in this report is accurate and that opinions 
expressed are sound, Canadean Ltd cannot be made liable for any errors, omissions or incorrect information or for any 
loss or consequential losses arising as a result of decisions taken based on the contents of this report. 
 
Canadean prints its reports on 100% recycled paper using 80% post consumer waste. 
 
 



 

CONTENTS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

   Soft Drinks Review/Nov-09             

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



1 
 

Soft Drinks Review/Nov-09 

TYPICAL CATEGORY PROFILE 

BOTTLED WATER - CATEGORY PROFILE ........................................................................................................ 2 

Key Facts ............................................................................................................................................................... 2 
Chart - Bottled Water Leading Trademark Owners 2008 ................................................................................... 2 

Bottled Water Commentary ................................................................................................................................. 3 
Current & Emerging Trends ................................................................................................................................ 3 
Outlook ................................................................................................................................................................ 3 
Segmentation ...................................................................................................................................................... 3 
Functional Products ............................................................................................................................................ 3 
DOBs/DOB Producers ........................................................................................................................................ 3 
Marketing ............................................................................................................................................................ 4 
Pricing/Valuation ................................................................................................................................................. 4 
Distribution .......................................................................................................................................................... 4 
Packaging ........................................................................................................................................................... 4 
Bottled Water New Products 2008 ...................................................................................................................... 4 

Bottled Water - Consumption, 2003-2009F ........................................................................................................ 5 

Bottled Water - Forecast Consumption, 2010F-2012F ...................................................................................... 5 

Bottled Water - Segments, 2007-2009F .............................................................................................................. 6 

Bottled Water - Packaging, 2007-2009F ............................................................................................................. 6 

Bottled Water - Distribution, 2007-2009F ........................................................................................................... 6 

Bottled Water - Leading Companies, 2007-2008 ............................................................................................... 6 



2 
 
Soft Drinks Review/Nov-09 

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 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 
 

Packaged water contracted almost 2% and would have fallen even further without the 
heavy price discounting of both branded and private label products midway through 
the year. Consumer job losses and cuts in discretionary spending such as gym 
memberships are driving down sales.  
 
For the first time in many years, still water registered a decline in volume; when 
budgets are tight, it is easy to switch to filtered tap water. There has been a 
noticeable shift from branded to private label in single-serve formats as consumers 
look to low price options.  
 
Advertising which raises the issue of the environmental impact of single-serve PET 
bottles has also had an impact. 
 
Carbonated water increased volumes even though it is more geared to on-premise 
channels which suffered in 2008. Flavoured carbonated water is an area of growth for 
packaged water companies. Spring water brands such as Poland Spring and Deer 
Park have increased the number of flavours available and are now much more widely 
available in retail outlets. Table water brands such as Vintage and Saratoga have 
also expanded their lines. Imported mineral water brands such as Perrier and San 
Pellegrino have included flavoured offerings for a long time, but progress has been 
held up by high price positioning. 
 
 

Outlook 

 

Continuing economic pressures are expected to drive down consumption by 2% in 
2009. Falling sales may be somewhat attenuated by the continuing aggressive price 
wars between brands and private labels. However, the economics of the packaged 
water business will get increasingly difficult even as the US climbs out of the 
downturn.  
 
Although environmental pressures such as landfill issues and concerns regarding 
access by water companies to underwater aquifers continue to plague the category, 
they have taken a back seat recently to more immediate economic pressures. 
 
Consumers will continue to purchase single-serve bottles for convenience, but there 
is likely to be a long term shift towards filtering water at home as a way to save 
money and reduce the impact of PET bottles on the environment. 
 
 

Segmentation 

 

The market is predominantly still, with carbonated water representing less than 5%. 
However, carbonated water increased volumes in 2008, and future share will be 
maintained by rapidly growing flavoured spring water. 
 
Mineral water, both still and carbonated, accounts for less than 2% of total packaged 
water. Imported brands are hampered by their high price positioning. 
 
Spring water is the most popular, increasing share to almost 53%, a trend that is 
expected to continue. 
 
 

Functional 
Products 

 

All functional water contains sugar or artificial sweetener, and so is included in 
carbonates, still drinks or sports drinks categories under Canadean definitions. 
 
 

DOBs/DOB Cott Corporation, along with GE Commercial Finance, signed a lease financing 
agreement for Sidel Group’s blow moulding and water bottling equipment at a cost of 
US$31.4 m over an eight-year period. Having this equipment has enabled Cott to 
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Bottled Water Commentary 

Producers 

 

produce lighter packaged water bottles. 
 
 

Marketing 

 

Nestlé Waters North America has embarked on extensive marketing partnerships to 
bolster its US image and brands as it continues to feel the heat from environmental 
issues. Nestlé Pure Life’s partnership with Oprah’s fitness guru, Bob Greene, 
includes TV promotions to help promote healthy lifestyles. Poland Spring, Arrowhead 
and Ozarka are now affiliated with American Heart Association walk events.  
 
 

Pricing/Valuation 

 

Overall average retail prices fell slightly, driven primarily by greater sales of lower 
priced private labels and more frequent promotional pricing from leading operators 
such as Nestlé (Poland Spring, Pure Life), Coca-Cola (Dasani), and PepsiCo 
(Aquafina) during Q4-08.  
 
On-premise prices also fell as restaurants reduced prices and more packaged water 
was sold through lower-priced channels (QSRs).  
 
Expect 2009 to see unit prices drop fairly substantially. 
 
 

Distribution Some two-thirds of packaged water volumes are sold through off-premise channels, 
of which modern retail represents around 50%. Discount stores, which carry a few of 
the biggest brands such as Nestlé Pure Life, Dasani, Aquafina, Poland Spring and 
Deer Park, are steadily increasing share. However, prices in discount channels still 
cannot compete with the aggressive pricing of private labels.  
 
The impact of the economic crisis was felt across on-premise channels, with only 
QSRs registering an increase in volume and share.  
 
 

Packaging 

 

Despite growing unease with the impact of single-serve PET on the environment, 
PET is undoubtedly the pack format of choice for still and flavoured water, for both 
brands and private labels, because of its clear quality and versatility. Multipacks are 
increasingly popular. 
 
PET is also the most popular format for carbonated water, but glass is maintaining its 
share. Some carbonated flavoured water brands are available in can. 
 
Large format HDPE is present for table, spring and distilled water. 
 
Pittsburgh-based PurBlu is going to market with a strong alternative packaging story. 
Its Give Life, Give Love, Give Hope and Give Strength brands are packaged in oxo-
biodegradable plastic bottles manufactured by UK-based Wells Plastics. These 
bottles should disintegrate in eight to ten years vs 20-25 years for a standard PET 
bottle. 
 
 

Bottled Water 
New Products 
2008 

 

Danone extended the Evian range with the September launch of Evian Les Petits, 
33cl (11.1oz) PET targeting the lunch box market. Available in 6-packs priced at 
US$5.49. Available nationally and in Target, Safeway, and regional supermarkets. 
 
Canadian-based Earth Water International launched Earth Water in the US. The 
company gives 100% of its net profits to UNHCR water aid programmes to fund the 
development of sustainable water sources and projects related to the acquisition, 
transport, storage and provision of safe water for people living in poverty. 
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Bottled Water Commentary 

San Francisco-based Soma Beverage Company extended the Metromint range with 
chocolate/mint and cherry/mint flavours. Available in 50cl (16.9oz) PET priced at 
US$1.39. Available nationwide in Whole Foods Market, Safeway and other retailers.  
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