CLEARLY SOMETHING DIFFERENT

New bottled water niches refine the category
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Though they’re not always crystal clear like traditional bottles of water, there are an abundance of new products gracing the shelves in the bottled water aisle that are clearly something different.  Some are clear and some brightly colored, but there’s no doubt that flavor- and vitamin-infused waters have created a significant subcategory in the bottled water business. Trading on bottled water’s healthy image and consumers’ ongoing commitment to bottled water purchases, new categories of value-added fitness waters are redefining the category overall.
Fortified waters have rung up more than $87 million in sales, according to Chicago’s Information Resources Inc.  IRI data shows the total bottled water category growing from $1.34 billion in 1997 to $2.42 billion in 2001.  Since the end of 2001 to July 14, 2002, the bottled water category has seen a 17.5 percent increase, IRI reports.  And while growth continues to climb overall, manufacturers are using new product innovation to strive to maintain the category’s triple-digit growth rates of the 1990s.
According to Producscan Online, there were 212 new bottled water beverages launched domestically in 2001, up 44.2 percent vs. 2000. ACNielsen reports that sales of value-added waters grew 123 percent in 2001, and per capita consumption of bottled water is expected to grow 48 percent by 2005.
A significant player in the fortified water niche is Propel Fitness Water from the Gatorade co.  the nationwide roll out of the product at the end of 2001 made great strides for the lightly flavored, low-calorie fitness water offered in Black Cherry, Lemon, Orange and Berry flavors.  Propel tops the sales charts, according to IRI, with $33.5 million in total food, drug and mass merchandise sales, excluding Wal-Mart figures.

Other market makers are Littleton, Mass. Veryfine Product Inc.’s Fruit 2 0 with $26.6 million in sales, an increase from last year of 135.7 percent.  The zero-calorie, naturally flavored spring water gained national distribution this summer with a line-up of six flavors: Raspberry, Lemon Lime, Orange, Cherry and Strawberry. Veryfine added ingredients such as guarana, ginseng, taurine and chamomile, as well as B vitamins and vitamins A and C to the products.

Dannon’s Fluoride To Go Water brought in sales of $10.5 million, emphasizing the benefit of fluoride-infused bottled water.  And Whitestone, N.Y.-based Energy Brands’ 

Glaceau branded waters, including Vitaminwater, convenience/PET still water, Fruitwater, Wellnesswater and Smartwater brought in a combined total of more than $12 million.  The company’s line of Glaceau Vitaminwater was further extended recently to include “Balance” Cran-Grapefruit with vitamin C, yerba mate and ginkgo biloba; “Endurance” Peach, with vitamin E, Astragalus and ginseng; and “Revive” Fruit Punch, with vitamin B, potassium, gotu kola and ginseng.

Another big player is clearly Canadian’s Reebok Fitness Water with $1.7 million in sales and a whopping 1,595.6 percent growth.  Reebok Fitness Waters contain vitamins and calcium, as well as metabolism boosters Super CitriMax and ChromeMate.

LeNature’s Flavored Ice Water line came out recently in new 8-ounce bottles, available in Squeeeze of Lemon, Twist of Lime, Tropical Mist Mandarin, Lemon-Lime Blend and Pink Grapfruit Splash varieties.  Talking Rain, Preston, Wash., introduced VitaRain Vitamin Water with Juice in six varieties with an assortment of added nutrients ranging from vitamins A,C and E to specific functional ingredients, such as lutein for eye health and antioxidants for heart health.

Even somewhat unconventional players are getting in on the trend, as healthcare company Baxter International Inc., Deerfield, Ill., rolled baby boomer-targeted Pulse Water + Nutrients Supplement.  Three formulations of Pulse for three segments were developed –Women’s Health Formula and Heart Health Formula –and are being promoted as supplements, and as alternatives to diet soft drinks.

Trading on bottled water’s healthy image and consumers’ ongoing commitment to bottled water purchases, new categories of value-added and fitness waters are redefining the category overall.

However, the fortified water boom in the category cannot nearly be compared in size to the overall bottled water business.  Fortified waters in 2001 brought in $54.5 million in sales while convenience/PET still water reported $1,585.9 million.  Combined, giant bottled water brands and smaller regional ones have infiltrated the beverage marketplace, and bottled water has become a pillar in the beverage industry.
Pepsi and coca-Cola still capture consumers

As in soft drinks, Pepsi-Cola Co. and The Coca-Cola Co. dominate the bottled water category. Pepsi’s Aquafina is the biggest-selling bottled water on the market, growing more than 63 percent last year in dollar sales in total food, drug and mass merchandise outlets, and increasing volume 37.4 percent. And to keep tabs on the functional water boom, Aquafina Essentials has hit the market, boasting added ingredients and a variety of flavors.

Coca-Cola’s Dasani, a brand introduced in 1999, grew 75.5 percent in dollar sales to $220.4 million, and gained more than 48 percent in volume sales.  Though not on the market yet, Dasani’s also got a sibling in the oven—Dasani NutriWAter.  Other big beverage players have also tossed their names in the ring with Snapple Beverage Group’s Snap20, and Arizona’s WaterAid+.

Private label waters took the No. 3 position in convenience and PET, claiming almost 10 percent of the market.  Private label waters reached $154 million during the past year, and increase of 30.7 percent.

The top-selling spring water, Nestle’s Poland Spring brand grew 36 percent in dollar sales to $123.4 million in total food, drug and mass merchandise.  Danone’s Evian brand—No.5 in IRI’s Top 20 brands—dropped 8.6 percent in dollar sales to $90.1 million, and its Dannon Natural Spring Water also fell to $72.8 million, down 21 percent.

Nestle’s Arrowhead brand exhibited 41.1 percent dollar sale growth to $79.4 million.

Some smaller regional waters are also paying attention to the infused water trend, but only subtly incorporating the added bonus of nutrients and vitamins.  Atlanta’s Suntory Water Group introduced calcium-fortified water to its well-known Crystal Springs and Hinckley Springs lines of bottled water.  Meridian Beverage Co., Atlanta, introduced AquaCal, a calorie- and sugar-free non-carbonated spring water also offering calcium, plus vitamin C.  These waters are lightly flavored in Lemon-Lime, Peach Mango, Black Cherry and Strawberry Flavors.

Nestle Waters of North America is set to make an aggressive push on its Aberfoyle brand, hoping to give Nestle a strong national brand carrying the Nestle trademark.  New labels and packaging that incorporate the trademark, name and logo are expected this fall, and pricing is expected to fall below some of Nestle’s other big water brands—Poland Spring and Ozarka.

Despite the ongoing innovation that is blurring the line of the bottled water category, there remains a demand for simplicity at its best.  Put on the shelves this spring from Sitka Beverage Corp., True is water sourced from Blue Lake in Sitka, Alaska.  The source is said to be fed by run-off from two glaciers, heavy snowmelt and more than 100 inches of rainfall per year.  True is packaged in three sizes: 16.9-ounces, 1-liter and 1.5-liters.

And San Manuel Bottled Water Group, Highland, Calif., offers Big Bear Mountain Premium Spring Water as an economic venture for the San Manuel Band of Mission Indians.  A 56,000-square-foot bottling facility taps the foothills of the Big Bear Mountain region of California.  

Since FiberWater is a functional water that “tastes just like water”™   is positioned to compete in the TOTAL bottled water marketplace. 
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