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Abstract — The requirement for packaged drinking water is
increasing day by day. As a consequence, the competition
among the industries producing the same has been increased.
Many brands have entered the marketlike Bisleri, Kinley,
Acquafina etc. In order to attract the consumers, various
brands are using different packing styles and measurement.
Scarcities for water and health consciousness have prompted
consumption of bottled water in India. The packaged drinking
water industry is growing at nearly 15%-18% every year as
people spend a large part of their time outside homes and
prefer to purchase packages of water in bulk for their
domestic use rather than installing water purifiers.
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. INTRODUCTION

Water, is a unique consumer product and it has a number of
features that mark it out as different from other consumer
goods or services. According to the Bureau of Indian
Standards, there are 1,200 bottled water factories all over
India. Shockingly, in most cases, the industry is making
money practically for free, as bottling companies pay a
minute amount to the government for the use of groundwater.

According to industry estimates, the main
consumers of packaged water are no longer restricted to the
upper class but include middle class and lower-middle class
families as well. South India, which is prone to water
shortages, has invariably emerged as of the industry’s largest
markets. The increasing number of diseases, scarcity of pure
and safe water and urbanization has made packaged drinking
water business as a fast-moving consumer goods sector.

Packaged drinking water is one of the segments of
bottled water market. Bottled water can be defined as any
product, including natural, spring or well water, taken from
municipal or private utility systems or other water, distilled
water or any of the foregoing to which chemicals are added,
which are put into sealed bottles, packages or other
containers, to be sold for domestic consumption or culinary
use. Need for the Study

Providing safe drinking water is the responsibility of
the civic authorities. But unfortunately, the government has
failed miserably. This is evident from the fact that over 1,600
Indians reportedly die every day because of waterborne
diseases. Despite these astounding figures, the concerned
authorities have literally shirked from their responsibility of
providing clean drinking water to its citizens.

Il. REVIEW OF LITERATURE

Miller M. (2006) in the study on, “Bottled Water: Why Is It
so Big? Causes for the Rapid Growth of Bottled Water
Industries”, in 2005, Nestle Waters of North America
reported that the average person in the United States
consumes twenty times more bottled water than they did 20

years ago. The reasons for this vary from person to person,
but the outcome is that, it is the popular beverage in the

U.S. Nestle suggested that consumers feel bottled
water is safer than tap water. As per the survey conducted in
2001, more than half of the population had concern about the
quality of their drinking water.

Anette Veidung, (2007) Analysed the design, source
and brand of bottled water and its influence on the quality and
purchase intention and suggested that for the largest bottled
water market, Europe, it is necessary to have proper bottle
design, in order to stand out to the consumer. Furthermore,
when confronted with a bottle design the consumer will have
a perception about its quality and an intention of purchase.
The results show that there is a positive relationship between
the visual attractiveness of a bottle and that of the perceived
quality as well as intended purchase. The results also
illustrate that a global trend prevails in determining the
attractiveness of the bottles. Hence, there is seemingly no
need for local adaptation of the water bottle’s design.

Foote, Marina Leigh (2011) in their study on,
“Examining Reasons for Bottled Water Consumption: A Case
Study in Pensacola, Florida”, explain that over consumption
in developed economies puts a large strain on the
environment, and the damage is irreversible. The current
consumption of freshwater resources also seems to be un The
main reason for the industries to go for bottled water is the
preferences of customers from tap water to bottled water.

I1l. RESULTS AND DISCUSSION

Table I presents the data on the personal and economic profile
of consumers using packaged drinking water. It is observed
from the table that a majority (53.75%) of the consumers
using packaged drinking water were males, while 46.25 per
cent of the consumers were females. Table | also reveals that
37.50 per cent of the consumers were aged below 25 years,
followed by 32.50, 17.50 and 12.50 per cent of the consumers
were in the age groups of 25 to 35 years, more than 45 years
and 36-45 of years, respectively. It was also found that half
(50.00%) of the consumers were graduates, whereas 26.25
per cent were postgraduates. 17.50 per cent had studied up to
higher secondary and 6.25 per cent of the consumers had
studied up to high school.
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Tasre 1
Personal and economic profile of consumers using
packaged drinking water (a=80)
Characteristics Consumers
No Per cont

Gender

Male 43 53.75

Female 37 46.25
Age (years)

Up to 25 30 37.50
26 to 35 26 32.50
36t 45 10 12.50
More than 45 14 17.50

Education

Up to High school 5 6.25
Higher secondary 14 17.50
Graduate 40 350.00
Post graduate 21 26.25

Qccupation

Student 23 31.23
Business men 12 15.00
Government Employee 15 18.75
Private employee 21 26.23
Others 7 B.75%

Famlly tmcome (Ri/ month)

Less than 25,000 21 26.25
25,001 to 50,000 36 45.00
50,001 to 75,000 8 10 00
Morse than Ra 73000 13 18.75

A. Consumer preference for various brands of packaged
drinking water-

The results in Table Il presents the data on the consumer
preference for various brands of packaged drinking water. A
bird’s eye view of Table II reveals that nearly half (48.75%)
of the consumers preferred Bisleri, followed by 32.50 per cent
preferring Kinley, 8.75 per cent preferring Aquafina, 6.25 per
cent preferring Kingfisher and 3.75 per cent of the consumer
preferring Bailey.

Tasie 1l

Consumers preference for various brands of

packaged drinking water (n=80)

Consumers

Brands No.

Per cent
Bisleri 39 48.75
Kinley 26 32.50
Aquafina 7 8.75
Kingfisher 5 6.25
Bailey 3 3.75
Total 80 100.00

IVV. ANALYSIS AND RESULTS

Packaged drinking water is sold in different variety of
packages, in the form of Pouches, 500ml-2 litre bottles, 5 litre
container and 20-50 litre bulk water containers. The
packaged drinking water business can be classified in terms
of Cost, premium Mineral water, natural mineral water and
level of water treatment for packaged drinking water.

V. CONCLUSION AND RECOMMENDATIONS

Drinking packaged water producers in India should improve
their strategies if they are aiming to survive in a very

competitive environment. This is a very competitive market

because the easy of entry into this market makes it so. One

company wanting to set up a business in the industry can
easily do so with needing much financial capital to start off.

Apart from having good marketing strategies, for these

companies it is necessary to expand the business by

expanding into new markets and introducing new or modified
products, as well as responding quickly to market needs and
consumer taste changes.

— Establishment of marketing department on large
companies while employing a marketing manager in
medium size companies.

—  Companies should base their marketing strategy on mid-
and long-term strategic plan and not rely on imitating
market leaders and other competition within rivalry
among them, as this might be too late for getting the
benefits of first mover advantages and gaining a
competitive advantage.

— Companies should attempt to identify market needs and
wants and try to fulfil those needs and wants;

— Companies should delegate the responsibility to
marketing managers and give them a freedom on
decision making;

— Companies should avoid expanding their business
through trying to export and leave the domestic market
without fulfilling market demand;

— Companies must always conduct market analyses for
identifying main competitors in the market and knowing
what do they offer to customers;

—  Companies should continuously modify their products
toward the market needs by adding Flavors to the water
as customers demand;

—  Companies should attempt to benefit from horizontal and
vertical integration strategy as much as it is possible in
an attempt to lowering their costs of production, by
gaining from economies of scale.
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