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Should You Export to India?

Wine is avant-garde in the cosmopolitan, thriving country

Laurent Guinand and Rafael Marti

ndia’s wine market has been

growing 30% each year since

1999, and the nation’s popu-

lation currently numbers more

than 1 billion. India’s economy
as a whole has grown 7.5% every
year from 2002 to 2006 and its
middle class has increased fourfold
since 19835. Prosperous Indians are
very much into consumption, and
enjoy buying more imported cars,
more trendy clothing and more wine
every day.

HIGHLIGHTS

= India’s wine market has been grow-
ing 30% each year since 1999 and
the nation’s population currently
exceeds 1 billion. At this pace, the
market will reach 750,000 cases in
2006 and 2 million cases by 2010.

@ |n the mind of the Indian consumer,
wine is considered to be fashionable
and avant-garde, and much more in
tune with a cosmopolitan and thriving
India.

@ The business environment in India
can be challenging for newcomers.
It's best to partner with an Indian

winery to :smooth the disfribu.ﬁon BICy Wine appeals to young professional Indian women, who find it more socially acceptable than
cess and, if you start producing there, the fortified liquors their grandmothers drank. Here, Meera Jegathesan (left) enjoys a holiday visit
avoid the high tariffs. to Sonoma’s Homewood Winery with Urmi Parthasarathy and Deepa Sharda.
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Solutions for all aspects of wine filtration

Fof dacades, CUNG has focussd an providing high pedemance and sconamical sclutions b demanding
wine Aliratlon challergzaa. Our aifite heyve resulied In mamencus Pnowlive products, seeh 69 Zots P
dapth fiters (ths it non-sabastor dapth Mter). EsvASEURE* mambrans fillsrs fhe first rivion mambrans
aptiin[Zered for hok weder exposuce) and LHoASSURE® mambrane prefitars (the first Intageal muld-2one
muembrany prafttar). Our spifl of nnovallon, now combined with the advanced materials solenoce of 2M,
haa razulisg In thas new EavASSUAE PES ber for macdmiradd final rnsmbrsne throughput

DUNG |5 on the forefram of cofering complete, Intagrated filkation solutions 1 the wine industy: Incheding
botting membranes (BevASSURE) and prefitters {LeASSLRE), particls fikers (PoliNe™, and clarificalion
Miera (Zatn Flus shasiy and camidgss). AR ars deakirmd fram the grouing up to snauns ssamisss and
econarmi:al operation.

& Prelire Sdel Shynlanes

CAUND Incorporaied, 400 Rusenrch Porkwy, Merkien, CT 00450, U.S.A
Tela: {800} 245-6854, (205} 237-5541, Fax: {208) 296-8977
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Wine's international cachet is appealing to sophisticated young Indians, and white wine pairs well with spicy Asian cuisine. Here, Lisa Bose, Meera
Jegathesan and Deep Dhillon share a bottle at Maui’s Sansei sushi restaurant.

At this pace, the Indian wine market
will reach 750,000 cases in 2006 and
2 million cases by 2010. Since aver-
age per capita wine consumption is
only 1 teaspoon or 6 milliliters per
year (compared with 375 milliliters in
China and 10 liters in the United
States) one can hardly exaggerate
India’s wine market potential. While
it is fair to admit that big portions of
the Indian population will not enter
the market any time soon, we should
recognize that the consuming class on
its own is about to reach 300 million
people, the equivalent of the entire
U.S. population.

A fact not widely known is that
three-quarters of the wine consumed
in India is produced domestically by
30 wineries, of which the three
largest are Chateau Indage, Sula Vine-
yards and Grover Vineyards (advised
by Michel Rolland). In 2006, market
shares of imported wine were: France,
45%; Australia, 12%; Italy, 10%;
U.S., 7%; Argentina, 6 %; Spain, 5%
and New Zealand, 4%.

In terms of quality, 41% of the wine
consumed is premium domestic, 37%
is nonpremium domestic, 18% is bot-
tled imports and 4% is bulk import.
By type, 45% of sales consist of red
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and 40% of white, 13% is sparkling
and 2% rosé. Estimates we found call
for 700,000 wine buyers in India
today, with a potential for 20-30 mil-
lion in the years to come.

The Indian Wine Consumer

It is not an overstatement to say we
are observing a similar trend to that
seen in California in the *90s, where
the information technology (IT) revo-
lution was paired with the surge of
Napa Valley. In India, IT and out-
sourcing have paralleled the growth
of wine consumption, mainly in
Mumbai, Delhi and Bangalore, and
the sprouting of wineries in the West
Coast states of Maharashtra, Goa
and Karnataka.

As in the U.S., the average wine con-
sumer tends to be an urban, young
professional, internationally oriented.
In the mind of the Indian consumer,
wine takes a position opposite beer,
whiskey and gin, which represent the
old times of the British Empire. Wine
is considered fashionable and avant-
garde, and much more in tune with a
cosmopolitan and thriving India.

Bollywood actors and other well
known local and international figures
have embraced wine as a drink of
choice, and created a positive trend for

all kinds of wines in a country where
the consumption of alcohol remains
mainly taboo for religious reasons.
Furthermore, we have found in our
research that wine is perceived as a
healthy drink, and is bought for cele-
brations and parties, although it is not
yet consumed as an everyday product.

Wine also appeals to women, who
find it more sociably acceptable than
the fortified liquors their grandmas
used to drink. Because of high tem-
peratures, which average more than
30°C (86°F) in most of India during a
good portion of the year, there is a
tendency to prefer white to red, par-
ticularly fruity white. We believe this
implies an opportunity for rosés as
well. Spicy or sweet white wines tend
to pair nicely with Indian food, while
full-bodied reds are challenged by
spicy food.

Distribution, Regulation

And Trade Issues

The Indian market presents several
challenges that new entrants ought to
know about. Much as it happens in
the U.S., every state has a different set
of regulations. Local governments
also tax wine heavily. In that sense,
India should not be treated as a single
market—exporters should address
each state on its own.



Although India’s economy has gone
through a liberalization process that
has included wine, tariffs are still
noticeably high at 108 % for bulk
wine, and can reach 264 % to 420%
for bottled wine. This overpricing,
which can be discouraging at first, is
also a signal of the interest Indians
have in wine, since many wine buyers
are ready to buy a bottle for more
than twice its price at home.

Where Are the Growth
Opportunities?

As every wine lover knows, pairing is
key. In this case, we advise potential
entrants to pair their products with
everything that sounds global. Wine
came to India in the minds and suit-
cases of millions of foreign students
and entrepreneurs who spent time
abroad, and it makes sense to attack
the areas most linked to international
markets: the IT industry and tourism.

Exporters should also find wine
ambassadors: well-known personalities
or business people interested in devel-
oping wine awareness. Wine produc-
ing countries such as Italy, Spain and
Chile have sent representatives to meet
with local Indian wine aficionados.
The French have sent famous wine-
makers and consultants, like Michel
Rolland, to develop local vineyards.

The U.S. is well known in India, and
should have no difficulty finding
engaging characters to come and pro-
mote American wines. Also keep in
mind that the Indian community in
the U.S. keeps up with events and
people back home, both in terms of
culture and business, and is certainly a
resource for U.S. exporters to tap
into. This is important, since the busi-
ness environment in India can be chal-
lenging for newcomers. In this sense,
we strongly recommend forming a
partnership with one of the wineries
in the field to smooth the distribution
process and, if you start producing
there, avoid the high tariffs.

Companies like the Indian Wine
Academy are constantly organizing
wine events and bringing the latest
trends to India. Specialized magazines
such as Sommelier India and its pop-
ular blog are also a good way to pro-
mote your wines. Indian wine

consumers are eager to learn more
about wine, and education is a prime
marketing tool in this business.

Get There Now

Like most emerging wine markets,
India is a challenge, and does not call
for a “hit and run” approach. Con-

sumption growth is already important,

and soon the market size will become
quite significant. American wine com-
panies should take advantage of this

stage of the Indian market while there

is still room for positioning. The mind
of the Indian consumer is ready for
wine, and U.S. wineries can quickly
learn how to make it tick.l

(Laurent Guinand is the president

of GiraMondo Wine Ventures [gira-
mondowine.com| and Rafael Marti is
a project manager. GiraMondo Wine
Ventures is a consulting firm based in
Washington, D.C. specializing in wine
markets. To comment on this article,
e-mail edit@uwinesandvines.com.)
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