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Which India . . . 

6 million people

150 million people

275 million people

275 million people

210 million people

The Very Rich

The Consuming Class

The Climbers

The Aspirants

The Destitute

The Market  StructureThe Market  Structure

Great potential
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INDIAN TRAVELLER – The 
Potential

• At present, only a million Indians 
buy luxury brands although the 
target audience could be as high 
as 8-9 million given their 
purchasing power. 

• In 2004 an estimated 6.0 – 7.5 
million outbound travellers, but 
this year the projected figure 
could exceed 8.0 million!

Times News Network – 8th & 9th April 2006



India - Duty Free scenario

• ITDC (Indian Tourism Development 
Corporation) – until recently the sole 
operator at 10 major airports.

• Govt. monopoly – with little or no 
investment

• Alpha Retail – Cochin airport – Duty 
Free

• Flemingo – latest entrant

• Others – many false starts!



India - Duty Free scenario…….cont

• Presently only focussed on 
Major Airports

• Potential for development of 
smaller regional airports

• What about 
–Seaports?

–Border shops?



INDIAN TRAVELLER

INDIA – DUTY FREE

• Approx. 20m pax
spread over 22 
airports

• Avg spend per pax
<US$4.00

• ITDC turnover in 
2005 of approx. 
US$34mn

DUBAI DUTY FREE

• 9% of traffic (of 
which 6% is female) -
84% make a purchase

• 33% buy liquor

• Avg spend per pax
approx. US$24.00

• DDF turnover in 
excess of US$500mn



Inver House Distillers

• ITDC – brands listed since 1997/98

• Products - focus on Blends (VFM) & single 
Malts (Premiumisation - more recently)

• Other DF Operators – negotiating for new 
listings in India

• Objective – to target the inbound & outbound 
Indian traveller

• Strategy – two pronged approach – DF in 
India & in neighbouring SAARC & Gulf 
Countries



THE FUTURE…..opportunities

• Investment in infrastructure – airports
• A paradigm shift i.e.: Airport operator & 

Duty Free operator
• More retail space in key locations
• World class shopping  

– Luxury brands require a luxury retail 
environment in which to market themselves

• How come others can do a better job?
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