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"Consumer interest in health and wellness paired with
innovation occurring in the water market is pushing sales
of packaged water to new highs. Sales are driven by
increases from all water segments, especially the fast-
growing sparkling segment. Increased scrutiny of packaged
water’s environmental impact could lead to category
attrition among environmentally conscious consumers."

- Caleb Bryant, Senior Beverage Analyst

This report looks at the following areas:
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Figure 11: Ownership and interest in water filtration products and systems, July 2018
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Waters satisfy a variety of occasions
At-home water consumption is high, yet threatened
Environmentally conscious water buyers are a small but affluent group

Millennials want water with more
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Sparkling water has plenty of room for growth
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Water bottles represent major threat to home packaged water consumption
Figure 23: Reasons for drinking packaged water at home, November 2018

Convenience is key for young consumers
Figure 24: Reasons for drinking packaged water at home, by generation, November 2018

Risk of rural consumers dropping out of packaged water market
Figure 25: Reasons for drinking packaged water at home, by area, November 2018

Water Brand Type Purchases

Most water buyers are brand agnostic
Figure 26: Water brand type purchases, November 2018

Environmentally conscious consumers are a desirable group
Figure 27: Water brand type buyers demographic profile, indexed against all packaged water drinkers, November 2018
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Reluctant water buyers go cheap or go environmental
Figure 29: Water brand type purchases, by reluctant water buyers, November 2018

Opportunity for functional waters in environmentally friendly packaging
Figure 30: Water brand type purchases, by health-first water buyers, November 2018

Water Packaging: Purchase Intelligence Deep Dive
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The right ethical cues are key
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Mass market consumers won'’t pay a packaging price premium
Figure 33: Water packaging price premium, November 2018
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Figure 37: Water packaging perceived environmental impact, November 2018
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Strong positive perception of water bottles
Figure 41: Water statement agreement, by reluctant water buyers, November 2018
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Younger women are water watchers
Figure 43: Water statement agreement, by reluctant water buyers, November 2018
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Opportunity for further product differentiation in the water market
Figure 44: Water product interest, November 2018

Retailers must offer the correct variety of waters
Figure 45: TURF water product interest, November 2018

Don’t neglect Gen X in functional water marketing
Figure 46: Water product interest, by generation, November 2018

Figure 47: Water product interest, by gender and age, November 2018

Reluctant water buyers express interest in B-Corp. brands
Figure 48: Water product interest, by water attitudes, November 2018

Healthy water drinkers want it all
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Figure 49: Water product interest, by water brand type buyers, November 2018
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