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While the unimaginable growth rates of more than 38 % and even 100% can be explained due to lower base the present growth rate of 25-30% is sustainable for another 5-6 years. The market size of bottled water too is expected to surpass the size of soft drinks market in near future. The next in queue seems to be HLL, which too has identified the bottled water as a growth area for future. The company is presently looking or some suitable brand for acquisition. Britannia too evinced some initial interest in the market but now seems to have postponed its plans. The existing players too are set to expand their distribution network to have their presence across the country. The market is also expected to undergo a major consolidation phase. As one of the major factors that are important for success in the market is the distribution network, the players with deep pockets are expected to go for acquisition of existing small regional players to spread their network across the country. Though Coke and Pepsi have both, well established distribution network as well as bottling & manufacturing plants, they seems to be at an advantage but players like HLL with strong financial muscle can easily turn the tables in their favour through acquisition route . It is expected that the market would continue to grow at a healthy rate of 25-30% for few years from now and the market size too, is expected to increase to Rs. 17bn by 2004-5.



2. Objectives of the Study:



The objectives of the study are :



1)



To review the Bottled Water Industry,



2)



To study the consumption pattern of bottled water of various sectors such as Corporate, Cinema halls, Caterers etc.



3)



To study the popularity of different brands and their market share in various sectors such as Corporate, Cinema halls, Caterers etc. in category of 20 ltr jar.



3.Research Methodology: The study involved extensive field work and information is collected through questionnaire. The study is based on primary as well as secondary data.



4.



INTRODUCTION



4.1 Bottled Water The bottled water industry is one of the most thriving sectors in India. The market is growing at a whopping rate of about 55 per cent annually and is expected to cross Rs. 1000-crore mark within the next couple of years. There are close to 200 bottled water brands in India. Nearly 80 per cent of these are local brands. Bottled water became a product in the West during the 1920's and developed rapidly. Consumers in the West are quality conscious and display brand loyalty. Indian consumers lack on both the counts. In Asia, Indonesia is the largest and the oldest market for bottled water. In India, bottled water is still not perceived as a product for masses though; the scene is changing slowly thanks to low pricing and aggressive marketing strategy adopted by new entrants In comparison to global standards India's bottled water segment is largely unregulated. Safe water is rated with a different yardstick in different countries. In India, the aspect has been overlooked for long. Indian consumers tend to believe that any bottled water is safe water. In September 2000, the Government of India made it mandatory for all bottled water companies to get an ISI mark, including imported bottled water brands like Evian and Perrier. The Ministry of Health and Family Welfare had set a deadline of Mar 29, 2001 for complying with the new norms.



4.2 Rules and Regulations



The Bureau of Indian Standards (BIS) has just recently got involved in the process. In September 2000, the Government of India made it mandatory for all bottled water companies to get an ISI mark, including imported bottled water brands like Evian and Perrier. The Ministry of Health and Family Welfare had set a deadline of Mar 29, 2001 for complying with the new norms. 4.3 TYPES OF WATER  Artesian Well Water: Bottled water from a well that taps a confined aquifer (a water-bearing underground layer of rock or sand) in which the water level stands at some height above the top of the aquifer. Another name for bottled water. Accordingly, drinking water is water that is sold for human consumption in sanitary containers and contains no added sweeteners or chemical additives (other than flavors, extracts or essences). It must be calorie-free and sugar-free. Flavors, extracts or essences may be added to drinking water, but they must comprise less than one-percent weight of the final product or the product will be considered a soft drink.



 Mineral Water:



Bottled water containing not less than 250 parts per million total dissolved solids may be labeled as mineral water. Mineral water is distinguished from other types of bottled water by its constant level and relative proportions of mineral and trace elements at the point of emergence from the source. No minerals can be added to this product.  Purified Water: Water that has been produced by distillation, deionization, reverse osmosis or other suitable processes can be labeled as purified bottled water. Other suitable product names for bottled water treated by one of the above processes may include "distilled water" if it is produced by distillation, "de-ionized water" if the water is produced by deionization, or "reverse osmosis water" if the process used is reverse osmosis.







Sparkling Water:



Water that after treatment and possible replacement with carbon dioxide contains the same amount of carbon dioxide that it had at emergence from the source.



 Spring Water:



Bottled water derived from an underground formation from which water flows naturally to the surface of the earth. Spring water must be collected only at the spring or through a borehole tapping the underground formation finding the spring.  Well Water: Bottled water from a hole bored, drilled or otherwise constructed in the ground, which taps the water of an aquifer. 4.4 PURIFICATION PROCESS Purity and safety are two major factors that should be taken care in sourcing and processing of bottled water. Under ground water is used by it for filling the water. Underground spring is carefully selected based on its potability and pathogen free water. Great care goes in tapping this source. Only water below 25 meters is tapped. This is to avoid any surface contamination to percolate and mix with underground water source. Area surrounding the water collection tube at the surface is protected and kept clean. The under ground water goes through seven stages of purification process which is as follows: 1. Chlorinisation - First of all water is taken out from six borewells and



stored in the tank and chlorine is mixed in it. This to is done to remove bacteria from water.



2. Sand filtration - Chlorine mixed water is passed through seven layers of sand in a tank. This way all the major bacteria are taken out from water. 3. Carbon filter - After sand filtration water is passed through carbon filter to remove the chlorine that was mixed earlier. 4. Ultra filtration -Under this method water is passed through a filter, which has the pores of .2 microns, and even the biggest r of bacteria is of .5 microns, hence through this filter even the remotest bacteria and dust particles are taken out. 5. Reverse osmosis - As per the law TDS (total dissolved solids) are required to be maintained at the level of 70 - 110 ppm, through reverse osmosis TDS is maintained at 100 ppm. 6. Ozonisation - Under this method ozone gas is mixed with water. 7. U V filtration -Under this method ultra violet rays are passed through the water to kill water. This us basically a precautionary step to purify water as after reverse osmosis no bacteria remain in water. After whole this process at last step bottles are passed through a white screen where a quality in charge inspect each and every bottle to ensure that there are no dust particles in the bottles and if they are found then those bottles are rejected.



MARKET CATEGORISATION The market of packaged drinking water is categorized as follows:  Theatres / cinema halls/ multiplexes.  Corporate.  Caterers.  Picnic spots, Clubs, Gymkhanas.  Hotels, Resorts.  Resorts.  In-flight kitchens.  College canteens.  General Stores etc. 4.6 Labeling The standards pertaining to labeling of products in the industry are: Label should have consumer brand name,  Label should have the name of the product category,  Label should have name and address of the manufacturer,  Label should have net weight or volume,  Label should have the batch number,  Label should have the name of source or place of origin of the product,  Label should have the date of packaging,  Label should have the date of expiry,  Label should have direction for storage,  Label should have treatment for disinfections,



 Label should have the license or certification from the concerned authority. 5



Introduction to the Market



5.1 Background Indian Scenario With over 200 players jostling to be the thirst-quenching favorite of the Indian consumer, the business is growing at a rate of over 55 per cent annually. The country's bottled water business is estimated to be around Rs. 1,100 crore, of which the branded market accounts for Rs. 700 crore and about 700 million litres in volume. •



India’s 1 billion plus populace needs between 1-2 billion litres a day,



• More than 200 brands of bottled water are being retailed across the country, •



An estimated 850 million litres of bottled water is bought every year.



5.2 Market Size and Growth Rate The bottled water industry is one of the most thriving sectors in India. The market is growing at a whopping rate of about 55 per cent annually and is expected to cross Rs. 1000 crore mark within the next couple of years. Year 2000 Year 2002



Growing rate: 70% Growing rate: 55%



Market Growth Rate



Percentage



80 70 60 50 40 Year 00



Year 02 Year



6 Mumbai Market 6.1 Population Estimates of the present population are in the range of 14 to 15 million. The 1991 census found that 12.5 million people lived in the Mumbai Metropolitan Region. Of these, 9.9 million lived in Greater Mumbai. Mumbai's population has grown most rapidly in the years after India's independence. In the decade between the censuses of 1981 and 1991, there have been some signs of a leveling off in the growth. Population figures obtained from historical sources and the Indian census summarized in the graph and table below.



6.1.1Year wise Comparison 1981 1991 2001



8.5 m.n. 12.5 m.n. 15 m.n.



6.1.2 According to Area wise



Greater Mumbai Rest of Mumbai



1991 9.9 m.n. 2.6 m.n.



6.1.3 As per age composition



2001 10.57 m.n. 4.43 m.n.



Population - Age Classification



5% 37%



0-14 15-69 69 +



58%



Age



%



Population



0-14 37% 15-59 58% 60 Above 5%



8.7 mn 5.55 mn .75 mn



Source: Report On Population, Tata Energy Institute, New Delhi. 6.2 Per Capita Consumption Overall per capita consumption is merely 0.04% (Source Financial Express). Nearly 80 per cent of the demand for bottled water comes from metros. 20 ltr jar Mumbai –



South Mumbai



-



44 Jar per office



Mumbai –



North Mumbai



-



50 Jar per office



Mumbai –



West Mumbai



-



48 Jar per office



Mumbai –



6.3



Central Mumbai



-



60 Jar per office



Market size by Volume and Value



The market size of Packaged Drinking Bottled water is around 1000 crore, and Mumbai market constitute around 10% which is 100 crores. Market has grown by around 500 crore in the last few years. Current growth rate estimated is 55%, which is one of the highest of all industries.



6.4



Brands Available



Various brands are available in Mumbai. Few of them are as follows: Brands Bisleri Kinleys AquaFina Oxyrich ** Bailley Brilliant ** Hello ** Spakel Harnil * Apurva * Bally *



Litre - 1 ltr. etc Yes Yes Yes Yes Yes Yes No Yes No No No



20 Ltr. Yes Yes No No Yes Yes Yes Yes Yes Yes Yes



Krishna*



No



Yes



** Upcoming Brand * Small Player



6.5



Retail Outlets



There are above 1,00,000 retail outlets in Mumbai.



Classification



%



Grocery & General Store Departmental Stores Cold Drink House Hotels & Restaurants Beer Bars Pan Bidi Shops Others



40 03 02 05 02 28 20



6.6



Sales Trend



Sales Trend Per Capita Consumption



70 60 50 40 30 Jan Feb Mar Apr May Jun



Jul



Aug Sep Oct Nov Dec



Months



7. SWOT analysis of the Packaged Bottled Water industry STRENGTHS The industry is growing @ 40%. In India the market is huge & untapped Growing awareness among the people about the importance of mineral water WEAKNESSES Many players entering in the race. Any local person can start manufacturing. Rural population is not using the packaged water. Not



very economical.



Quality



not properly maintained.



OPPORTUNITIES Sustained



Market growth increase in coming years.



Literacy rate growing and hence the awareness of safe drinking water to avoid the diseases. Huge population & untapped market. THREATS Many Too



substitutes available,



many players will dilute the market & the profit margin.



8. Brand Wise details 8.1 Company: Parle Bisleri Private Limited. Brand: Bisleri Address: Parle Bisleri Pvt. Ltd., Western Eastern Highway, Andheri (E). Product: Packaged Drinking Water Design:



Quality: ISI Marked. Packaging: Pet Bottles



Target Market Segment: Health Conscious people Positioning: Safe Water Trade Promotion: Corporate Event, Play safe Campaign, Mobile Van, Stressing on Seal Distribution: 



Bottling plant (Andheri)







Large Vehicle (Nos. 80)  For Specific Area (Nos. 50)



For 1 Ltr. etc. The Company directly approaches the retailer. They have tracked Mumbai through various routes and accordingly they service. Their major hub is Santacruz, Vile Parle & Andheri in Suburbs. Schemes: One Litre : One Box free on 5 Box Half Litre : One Bottle free on 1 Box For 20 Ltr. jar Bisleri sell their product through their own network and they have also appointed Distributors for each area to sell their product.



Distribution Weakness:  Company is not addressing the compliant from distributor and end user.  Company does not use Polycarbonate Jars in 20 Litre, which result in loss of face value and ultimately losing customer.



8.2 Company: Hindustan Coca cola Beverages Private Limited Brand: Kinley Product: Packaged Drinking Water Design:



Quality: ISI Marked. Packaging: Pet Bottles, Polycarbonate Jars Target Market Segment: Health Conscious people Positioning: Safe Water



Trade Promotion:



Effective TV ads (Boond Boond mein vishwas),



Banking on Parent Brand, Mobile Van. Distribution: 



Bottling plant (Wada, Thane District)







Three C&F for catering Mumbai Market  Vidyavihar  Kandivali  Sewri







Large Vehicle (Nos. 129)  Vidyavihar (Nos. 69)  Kandivali (Nos. 40)  Sewri



(Nos. 40)



For 1 Ltr. etc. The Company directly approaches the retailer. They have tracked Mumbai through various routes and accordingly they service. Schemes: One Litre : One Box free on 2 Box (Net Rs. 80 per Box) Half Litre : No scheme



For 20 Ltr. jar Kinley sell their products through their own network only. They have appointed HDA (Home delivery Agent) for some area to sell their product. Distribution Weakness:  Not been able to penetrate in interior area since they have not appointed Distributors in most of the area. 8.3 Company: PepsiCo India limited Brand: Aquafina Product: Packaged Drinking Water Quality: ISI Marked Packaging: Pet Bottles Target Market Segment: Health Conscious people Positioning: Safe Water Trade Promotion: Banking on Parent Brand, Banners. Distribution: 



Bottling plant (Chembur, Roha)







Distributor for catering Mumbai Market  Jogeshwari  Sewri



 Chembur, Kanjur Marg 



Resources  Large Vehicle (Soft Drink Vehicle)



For 1 Ltr. etc. The Company directly approaches the retailer. They have tracked Mumbai through various routes and accordingly they service.



Schemes: One Litre : One Box free on 3 Box (Net Rs. 80 per Box) Half Litre : No scheme For 20 Ltr jar: The Company has not entered the 20-litre Packaged water Market Distribution Weakness:  It seems that the Company is not pushing their packaged water brand “Aquafina” and concentrating on Beverages market.



 Many times their products are not available in the market.  Aquafina packaged Bottles water is given in a scheme to promote their Beverages brand.



8.4 Company: Parle Agro Private Limited. Brand: Bailey Product: Packaged Drinking Water Quality: ISI Marked Packaging: Pet Bottles, Polycarbonate Jars Target Market Segment: Health Conscious people Positioning: Safe Water Trade Promotion: Mobile Van Distribution:







Bottling plant (Patalganga, Panvel)







Two Godowns to cater Mumbai Market  Jogeshwari



 Vikroli







Large Vehicle (Nos. 90)  Jogeshwari (Nos. 40)  Vikroli



(Nos. 50)



For 1 Ltr. etc. The Company directly approaches the retailer. They have tracked Mumbai through various routes and accordingly they service.



For 20 Ltr. jar Bailey sells their product through their own network in South Mumbai. They have appointed Distributors in North Mumbai and other parts. Distribution Weakness:  The Company is losing out its share on every front.  Lethargic Approach towards Market.



 No Advertisement, Lack of Aggressiveness.



9. Survey Analysis 9.1 Corporate PDBW User in Mumbai:



PATTERN OF WATER USAGE



24%



35%



PDBW PURIFIER TAP WATER 41%



Brand Share:



MARKET SHARE 20 LTR JAR



9%



5%



BISLERI



12%



KINLEY



46%



BAILLEY BRILLIANT



28%



HELLO



Average Deposit: Rs. 312 Cost Per Brand:



Brand Wise Price



Payment Terms:



72



55



O



th er s



50



H el lo



li a nt



Ki nl ey Ba i ll ey



Bi s



le ri



58



70



65



Br il



80 70 60 50 40 30



Price per Jar(20 Ltr)



PAYMENT TERMS



14%



30%



CASH CREDIT COUPONS



56%



Other Findings:  Price closely followed by Brand Name, Ease of operation (Water Dispensing System), and Storage are among the prime factors that affect the buying decision process.



 Since volume of purchase involved is huge (average 40 bottles per week) corporate are more interested in fixed rate contracts (normally one year). Further they also give a lot of weightage to supplier credibility (brand name) and service levels (bi-weekly or tri-weekly).



 One major drawback of bottled water is the problem of handling and storage.



 Some corporate also were suspicious about the quality of water especially because the packing loses sheen over a period of time



 Faulty dispensing systems were also a cause for concern among some corporate. This problem was further compounded by the absence of prompt after sales service by the service provider  Brand name somehow was not on the top of their priorities while making a purchase decision. Service and timely availability were much more important as they felt that there was no perceived difference in the offerings of most players in the marketplace Industrial 



Price & Quantity followed by Convenience, Service and Ease of



operation is the important factors that affect the buying decision process. Quantity of water plays an equally important role as most industries have coolers to dispense water. An average factory has roughly around 500 workers working in them. Water needs to be made available to them at least two locations viz. the shop floor & the canteen. A 50-ltr bottle would be more appropriate in this setup.







If bulk bottled water has to replace the coolers it would have to be



economical, hygienic, & should provide options. Further it should be easy to maintain and install & should be hassle free.







As rate of consumption of water in a typical industrial set up is high,



service frequency levels required would be much higher than normal. Water is a highly sensitive issue as far as industrial workers are concerned and failure on the part of the provider to meet the desired service levels could result in massive disruption of work at times even stoppage.







Brand names have no relevance as far as industries is concerned. They



would generally prefer the low cost provider with an optimum level of service.



9.2 Caterers Brand Share:



PO PU LARIT Y O F BR AN D S IN C AT ER ER S 10% 22%



BISLER I 44%



KIN LEY BAILLEY



24%



MC D OWELL



Other Findings:  Price closely followed by Service, Storage, Ease of operation & Availability are the key factors affecting the buying decision process. They are willing to pay only unto a maximum of Rs 2.50 per liter which is too below the price that any branded player can afford to sell



 Credit is a key factor that was revealed by most contractors after intensive probing. The credit period expected by most was from 15 days to a month. They mostly avoid dealing directly with companies for this very reason & prefer to buy through the company’ intermediaries who provides them the necessary credit  Most contractors expect the provider to supply directly to the wedding/party site, as they generally do not have the space to stock the bottles. 



Brand name has absolutely no relevance to them.



9.3 Cinemas Brand Share



MARKET SHARE OF VARIOUS BRANDS IN CINEMA HALLS IN 1 LTR PACK 19%



11%



BISLERI KINLEY AQUAFINA



18% 52%



BAILLEY



Frequency of Visit: Twice Weeks. Other Findings: 



Price closely followed by Brand Name, Convenience, & Service are the important factors that affect the buying decision process







Cinema halls, Cyber Cafes, Bowling Alleys, Video game parlors are some places where people generally go to have a nice time.



 Purchase frequency would vary to as low as thrice a month in a cyber café to as high as twice a week in case of Amusement parks like Essel World & Water Kingdom



9.4 Hotel and Restaurant: Availability Share:



MARKET SHARE OF LEADING BRANDS IN HOTELS & RESTAURANTS 9%



BISLERI



4% 36%



21%



KINLEY AQUAFINA



30%



BAILLEY OTHERS



Service Frequency: Alternative Day Findings:  Price closely followed by Service, Taste of water and Ease of operation are the important factors that affect the buying decision process



 Hygiene is a very important factor when a customer decides to snack/eat at a particular outlet. More so when we interviewed food stalls in Juhu Chowpatty a majority of the food stall owners said that they now provide their customers with the 1 litre Bisleri bottle as many customers refuse to accept the water offered to them.  Respondents showed a fair level of brand awareness but there was no distinct preference to any particular brand. Bisleri had a fair level of unaided recall vis-à-vis other brands like Bailey, Kinley, etc.



10. A survey on Mineral water Objective: To find Percentage of people who are aware of difference between Packaged drinking water and Mineral water and Mineral water Brand available in The Mumbai Market 10.1 92 % of people surveyed perceive Bisleri, Kinley and other as Mineral Water. And the rest are aware of the fact of PDBW. 10.2  77 % of the people surveyed will buy Mineral water, if priced equally will Market going price and should be easily available.  15% of the people would still prefer PDBW. Out of which 5% would buy BISLERI brand. They trust the Brand.



 8% of the People are not sure.



Annexure Questionnaire 1. Present arrangement for water: Cooler



Aquagard



Plastic Dispenser



Any Other



2. Which brand do you use? Bisleri



Bailey



Aquafina



Kinley



Any Other 3. Payment Terms



Cash



Credit



Any Other



4. Service Frequency Once a week



Twice a week



Once a Month



Any Other



5. Cooling Aid provided by company Yes



No



6. Is there any agreement made with company? Yes



No



7. Remarks …………………………………………………………………………… ……………………………………………………………………………… …
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