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Altering Alcohol Scene

Changes in various directions over the last
three decades:

Steady increase in Production, availability &
consumption

Change In its trends & pattern,

Harmful & adverse social conseguences at
iIndividual & societal level.



Steady increase In production, availability,
Introduction to new brands 1990’s onwards.

Revenue to States: Rs. 26000 Crores,
US$4333 million (2007-08)




Changes In various directions

Alcohol Production

23 times Iincrease In 4000
production 1975- -
2008( 169.4 million 2500 =TV
liters to 3900 million 2000 0
: 1500 -
liters) B
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Alcohol consumption (million liters)

Beverage |2000- 2007-
type 01(Qnt) 08(Qnt)
Indian 719.90 1258.0
made

foreign

liquor

Beer 561.60 1210.0
Wine 0.45 8.4
IMCL 1721.9 2642.0
Total 3003.45 5118.4




Alcoholic beverages

Avallability from 2000-
01 to 2007-08

Source: All India
Distillers Association,

New Delhi

Type of % Increase
Beverage

IMFL 74

Beer 115

Wine 1776

IMCL 53




Per-capita consumption

Steady increase in per-capita consumption
( 3.7 liters men 15-64 years 2007-08)

In states like Maharastra, Karntaka, Kerala
& Punjab, Per-capita varies between 6-10
liters, equal to some of the indices of
European countries.



Change in alcohol....

Previous abstinence groups getting inclined
to alcohol ( middle class)

Lowering of age of initiation, 15-24 years
youth cause of concern

Diminishing difference in rural & urban
population( 32% vs.31% NFHS, Il 2005-06)

New social images, context & meaning of
alcoholic beverages

Beverage preference: hard liquor



Change in alcohol....

Attitudinal changes, favorable, no longer a
stigma

Proscribe to prescribing norms
New impetus with globalization, free economy

Becoming part and getting associated with
economic development

Assoclation seen with westernization and
modernization



Marketing strategy

women drink
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w Women who drink,
portrayed as less than
respectable by Bollywood
movies, are becoming big
business in a socially con-
servative India.

Mskersrf alcoholic bey-
erages, including global
No.l Diageo, are taking
notice of this segment of
India’s $10-billion drinks
industry that s growing
more than twice as fast as
the overall sector and pres-
ents a significant, if deli-
cate, market opportunity.

France’s Pernod Ricard
SA last year signed a bot-
tling agreement with
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Tilaknagar Industries and js
in talks with the Indian com-
pany for a strategic deal.
India’s No.2 spirits com-
pany, Radico Khaitan Ltd,

HIZ 1913y,
ast
India

has held talks with inter-
national players about a
Joint venture after its
partnership with Diageo
ended last year,

With more women in the
organised workforce, gain-
ing financial independence
and interacting with their
male counterparts in social
and professional settings,
the idea of them drinking is
slowly gaining acceptance,

“As recently as in my
mother's generation it was

upon, and it is now
perfectly acceptable to have
4 glass of cha; e or
white wine,” said Rajeev




Marketing strategy

beverages, Including globel
No.1Diageo, aretakingnoticeof
this small segment of India's
$10 billion drinks industry that

STRESS BUSTER

mmmmnagommm
women's market.

apceptance

“As recently as in my moth-
er's generation it was frowned
upon, and it is now perfectly ac-
ceptable to haveaglassof cham-
pagne or white wine," said Ra-
jeev Samant, founder and chief
executive of Sula Vineyards,
the largest domestic wine mak-
e Two yzars ago Sula launched
Dia, a light, slightly sparkling
wine aimed at famale drinkers
that comes in a slender bottle
with pastel-coloured labelling
and has alower alcoholcontent.
The compeny is adling more

“There is a rise in the cocktail
cultureand asignificant partof
that is because of women," said
WtheunWﬂ\snm
ager for the Indian subconti-

growth patential that recently
prompted British-based Dlageo
fo enfera deal to buy a confroll-
ing stake in United Spirits, In-
dia'sbiggest aleoholmaker
France's Pernod Ricard last
year signed a botiling agree-
mentwith Tilaknagar Industri-
esand is in talks with the Indian
company for a strategic part-
nership. India's No2 spirits
company, Radico Khaitan, has

held talks with international-

playersabout a joint venture af-
ter its pamwrmip with Diageo
ended last

At ’I'he Big Nasty, in the
Khar suburb of Mumbai, the
lights are dim, hip-hop music
pounds and a popular songrais-
es o loud cheer It's Thursday
night, and a table of 20-some-
mmmmmmmww

nent at Remy C which
holds

enwearinghi

Still, despite boasting the
world'slargest whiskey market,
Indians are overall among the

party together. “We girls nor-
mally hang out onee a week at
some joint or the other. For us,
it's astress-buster,” said Precio-
sa [eosta, a 2-year-old adver-
tising emcuum But she a]so

9).1/."3

Liquor cos cheer ladies’ mghts in

India

bout attitud i
in India, which was found to be
the worst place (0 be a woman

whodrink in public would typi-
cally do so in high-end restau-
rontsor bars inupseale soctions
of cities such as Mumbai, New
Delhi and Bangalore. The trend
is seen spreading to smaller ci-
thes, albelt cautiously
“Your marketing pro-
gramme has to take info ac-
wunt the n:lly‘s sensitivitles,”
Sharda Agarwal, adirector
at anbm.hased MarketGate
Consulting. A ban on alcohol
and cigarette advertising forces
makers of alcoholic beverages
to be creative, using their
brands on watey, sodn and even
musicCDs. Many sponsor fash-
ion shows and music festivals,
while some have hired Bolly-

world's lowest of al-
cohol. Only 30% of men and 3%
of women have at least one
drinkayearaccording tothe In-
dia Centre for Alechol Studies
(INCAS), a government re-
search body By comparison,
0% of women in the United
tates drinkatleast

women to account for roughly

Cointrean, whose Cointrean is
an ingredient in a Cosmopoli-
tan, the signature cocktail of
the'T'V show “Sexand the City”,
_ Taunched the orange ligueur in

according toanother study

The women's market in In-
dia isexpected to grow 25% over
the next five years, faster than
the 10% rise projected for the
overall industry, INCAS said.
Rising incomes and changing
social. habils. give

hasfriends

edabout theirdrinking.

“T know people until foday
who are hesitant, guys for that
mattex; who are ms:mt to go
llmm(anerd

modernisa-

ﬂnn. India remains deeply tra-
ditional. Even in cities, most

women choos2 to marty a part-
nerselected by thelr parents. In-

of TheNewDelhi gang rapeand
killing of a young physiother-

apy student who was outwitha
proyoked ouETaRe. .

wive Indiathe —male friend

alwaysso-
bor}usamlglnllmathuunr



Change in alcohol.....

Central and state governments: Vying for
maximum revenue, around 26k crores.

Transnational and multinational companies-
new players, new marketing strategies and
eye on developing economy.



Changing alcohol scene.....

Regional variations in terms of beverage
oreference, population groups

Home brewed to hard liquor : tribal, rural
population




Public health perspective

62.5million alcohol users (National
survey,2004)

5-15% problematic drinkers in a given
population

Alcohol related disorders: liver, cardiac,
nephrological and psychiatric problems ( 1in
5 beds occupancy in a large hospitals)



Public health....

Alcohol related 20% road traffic accidents
and 35% injury are treated in hospitals

Underage drinking and driving ( recent years
show more and more such incidences

Association with high risk sexual behaviour
and vulnerability towards HIV transmission
( WHO,2005)



Public health......

349% of all suicides committed under influence
of alcohol/ related to alcohol use.

270,000 people die due to use and abuse of
alcohol every year.

The direct/ indirect costs attributable to
people with alcohol dependence alone
estimated more than 3 times the profits from
alcohol taxation.



Alcohol policy....

Prohibition:Article 47 of Directive principles“'[he
State shall endeavor to bring about
prohibition of the consumption, except
for medicinal purposes, of intoxicating
drinks and drugs which are injurious
to health.”



Alcohol Policy......

Alcohol related policies remain prohibition
centric in 50’s.

20 points program suggest dry days, opening
of liquor shops & do’s and don'ts.

State government has a Prohibition
department to teach against evils of drinking.



|ssues cont...

Regulatory laws like hours of sale, sale to
minors and drunken driving are rarely
followed.

The Indian Motor Vehicles Act witch
specifies a blood alcohol cut-off of 30mg.%
for drivers strictest in the world but still
drunken driving is a norm on highways or
any other parts.



Issues In alcohol Intake

Price & Taxation Measures: These remains an
effective policy measures.

Indian context, the high taxation is sometimes
proving counter measures. Alcohol as a commodity
IS relatively price inelastic , an increase In its price
would simply increase the expense of alcohol
consumers.

It may aggravate the economic hardship of family
members, without necessarily reducing any of the
other negative impacts.



Soclal & Economic costs

Common tendency among users to indulge in heavy
drinking
Besides alcohol related health damage,

violence( particularly domestic), marital conflict,
neglect of children.

Family health and welfare suffer, women more prone
to stress, psychological adjustment, co-dependency
etc.



Issues.....

Role of alcohol industry need close
examination

Must be of multi-stakeholders

So far lip services social responsible
organizations, messages like safe drinking
etc.

Rationale policy for responsible corporate
role



Knowledge gaps...

The gap evident from national data
perspective & operational research on
various control policy measures & legislation:
drunken divining, underage drinking,
domestic violence, health label warnings,
advertisement & promotion .

Role of surrogate advertisements on part of
alcohol industry.



Research implications...

During compilation of WHO Global Survey on
Alcohol & Health 2008, the following research/
knowledge gaps:

Legal definitions of alcoholic

beverages( 2.5%,4%)

No reliable information on unrecorded/ illicit
consumption of alcoholic beverages, well
entrenched cottage industry.



Knowledge gaps...

The gap evident from national data
perspective & operational research on
various control policy measures & legislation:
drunken divining, underage drinking,
domestic violence, health label warnings,
advertisement & promotion .

Role of surrogate advertisements on part of
alcohol industry.



Action Plan

Assessment of problem, especially among youth

Social structural population based intervention —
factors and to overcome risky behavior

Strengthening primary care, grass-root level services

Information, Education & Communication: clarifying

myths, providing problem solving skills. Involvement
of already existing infrastructure



Action Plan......

Community-based programs:

Well-being, healthy life styles, harm reduction
measures, focus on underage drinking, youth

Non-chemical alternatives

Recreational, infrastructure, skills
development

Community actions shape attitudes



Action plan

Multi-sectoral approach
Need for co-ordination GO& NGO sectors

Better co-ordination : health, welfare,
economic development programmes.

Utilisation of CBO,s



Conclusion

Need assessment
Rationale alcohol policy

Strengthening of primary care, grass-root
level organizations

Best iInvestment : Prevention and treatment
go together



Thank you
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