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With Highways Gone Dry, No One to Buy Chakna Now
Sales of liquor-related foods and beverages like soda and packaged snacks estimated to have fallen by 10-30% since April 1
Ratna Bhushan
& Richa Maheshwari

New Delhi | Bengaluru: Rum and
cola, vodka and juice, whisky and
soda... and all that with some peanuts, namkeen or fries. Booze is
never complete without its accompaniments. No wonder, the Supreme Court’s highway liquor ban
has taken a toll on related foods
and beverages.
Sales of items such as soda, packaged water, juices, packaged chips,
peanuts, fries, namkeens and starters have dipped 10-30% since April 1
when the court order that disallows
all sales of liquor within 500 meters
around all highways across the country came into effect, companies

and restaurateurs said.
“There is certainly an impact on
packaged snacking because it is directly linked to consumption of alcohol along highways,” said Vikram
Agarwal, promoter of Greendot Health Foods, maker of Cornitos nachos. He estimated an impact of 10%
on the snack brand sales post the ban.
The chief of a leading packaged
snacks player, who requested not to
be named, said: “The ban has been
denting sales significantly over the
past 10 days and we expect the downward spiral to continue. This is the
last thing the food and beverage sector needed.”
AD Singh, managing director at fine-dining eateries Olive Bistro and
Soda Bottle Openerwala, said business is down by 30-50% for four of its

restaurants situated in Gurgaon
and Mumbai. “The average size of
the bill has come down by 30-40%
due to liquor ban and the subsequent fall in demand for dishes that go
along with it,” he said.
A food services report of
consultancy
firm Technopak has estimated liquor service
revenues of hotels, restaurants, pubs, bars and cafes at
close to `22,000 crore as of 2016.
Sales of beverage mixers including aerated drinks,
packaged juices and savoury
snacks like nuts, chips, nachos and fries are estimated at
close to 30% of liquor services re-

venues, which amount to more than
`6,000 crore.
Overall revenue losses due to the
ban are estimated at `65,000 crore
and one million jobs.
Rahul Singh, promoter of
The Beer Cafe, said,
“Close to

Hotels in Aerocity Get Nod to Serve Alcohol
Anumeha.Chaturvedi
@timesgroup.com
New Delhi: Almost all hotels in Aerocity located near New Delhi’s international airport have been granted
permission to serve alcohol after the
excise department’s approval, accor-

ding to people familiar with the development. Hotels in Aerocity and other
areas close to National Highway 8 had
stopped selling liquor after the Supreme Court said on March 31that the ban
on sale of alcohol within 500 metres of
highways across the country applied
to hotels, restaurants and bars, apart
from vendors. Hotels including Lemon

Tree and Accor confirmed they
have been allowed to serve
alcohol to guests after receiving
the go-ahead from the excise
department. Liquor was served
at Hyatt’s Andaz Delhi property
in Aerocity over the weekend.
Accor has three hotels in Aerocity
– Ibis, Novotel and Pullman.

about `20 crore of our business is affected just because the consumption
of mixers such as packaged juice,
carbonated drinks and packaged
water along with packaged savoury
products has stopped completely
following the ban.”
Beer Cafe operates 35 stores, of
which four in Gurgaon, Mumbai
and Pune have been impacted by
the highway liquor ban.
Others such as Lite Bite Foods’
chairman Amit Burman said sales
at its Punjab Grill Tappa restaurant
at Gurgaon’s Cyber Hub are down
close to 15% since the ban.
“Foods and beverages that
are accompaniments to liquor have been impacted,” Burman said.
Anjan Chatterjee, chief executive at Speciality Restaurants that operates Mainland
China and Oh! Calcutta, said
it was too early to quantify
the impact of the ban on the
chain, but said it is “significant” since eight of its restaurants have been impacted.
Within the organised sector, national-level packaged
snack makers include PepsiCo, Parle, Cornitos, Haldiram’s, besides which there
are scores of smaller or regional players.
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THE SILVER LINING Average selling price of smartphones shows a reversal in
consumer trend as it jumps 3%, after three consecutive years of decline

Higher-end Handsets Now
Have More Takers in India
Price jump comes at a time when industry is faced with slowing sales
Gulveen.Aulakh
@timesgroup.com

THINKSTOCK

Danish.Khan@timesinternet.in

New Delhi: Premium video-on-demand service HOOQ is readying to take on the likes of Netflix, Amazon Prime and Hotstar directly as it changes
its strategy that has seen it primarily
as a B2B player to one that also targets
consumers directly.
Salil Kapoor, managing director at
HOOQ, told ET that having crossed a
million subscribers through its approach of partnerships with telecom
operators and internet service providers (ISPs), the company is now moving towards becoming a standalone
OTT (over-the-top) player, or app, targeting subscribers directly.
Kapoor said India’s OTT space is set
to take off in a big way, driven by rapid smartphone uptake and falling
data prices.
“The online consumption of video is
increasing rapidly. A lot of subscribers will be willing to pay for content,
which will be good for the OTT business,” he said, but cautioned that the
country is still a largely free services
market, and there could be challenges
when it comes to charging for content.
HOOQ is a startup joint venture established in January 2015 by Singtel,
Sony Pictures Television and Warner
Bros. Besides India, it operates in the
Philippines and Thailand.
According to a Media Partner Asia
(MPA) report, India’s active OTT video
subscribers are expected to grow to 105
million by 2020. A separate report said
the global OTT video market is expected to reach $64.78 billion by 2021.

Pitch Report
 ITC Aims for 20% Share in

Packaged Juices in 5 Years
NEW DELHI Diversified ITC is

expanding its juice portfolio with
an aim to garner around 20%
market share in five years in the
packaged fruit juice segment, currently
estimated to be around ` 2,500-crore. Apart
from adding new flavours and focusing on
local fruits, the company is also expanding
its sales network to meet the target. It has
also roped in Bollywood actress Shilpa
Shetty as brand ambassador for B Natural
juices and beverages.

 Gionee Books `150-crore

Orders for A1Selfie Phone

NEW DELHI Smartphone maker

Gionee on Monday said it has
booked orders worth around `150
crore in the first 10 days of opening
registration for its Gionee A1 smartphone.
“Gionee A1 is our first flagship of the year and
we have received as many as 74,682 units
pre-orders worth around `150 crore in the first
ten days, till April 9, 2017. The pre-booking
figures is the highest for any phone in the
`8,000-25,000 range,” Gionee India Country
CEO and MD Arvind R Vohra told PTI.

New Delhi: Smartphone makers in India had one big positive last year, when they were hit
by slowing sales. The average
sale price of these devices, crucial to their revenue and profitability, rose for the first time in
four years in 2016 – going up by
3% – and is expected to increase this year as well.
The unexpected change in
trend reflects a shift in consumer buying in an acutely pricesensitive market, indicating
that more smartphone users
are now willing to spend more
on higher-priced products
from Apple and Samsung Electronics and mid-segment priced phones launched by Chinese companies, industry executives and analysts said.
With volume growth in 2017
expected to be little changed or
marginally higher, companies
are trying to focus on driving
value from the same volumes.
This means revamping their
portfolio to offer higher-value
models in the hope of pushing
up margins and profitability.
“With thinning margins on lower-priced
smartphones,
brands focused on models that

were priced higher, specifically
in the `10,000-`
`20,000 price
band, while ecommerce platforms like Flipkart and Amazon also focused on brands in
the mid-segment to chase profitability,” said Tarun Pathak, associate director at Hong Kongbased Counterpoint Technology Market Research. “Even though 75% of the sales are under
$150, the sweet spot for consumer purchase
changed from
$75 to $100,
Users willing
which led to
to spend
the increase in
more on
the average sahigher priced
le price (ASP).”
products
According to
from Apple
Counterpoint,
and Samsung
ASP of smartpand
hones in India
mid-segment
rose by 3% to
phones from
$122 on-year afChinese firms
ter declining
every year since 2013. International Data Corporation pegged
the ASP at $135 in 2016, up 2.3%.
Still, ASPs in India are among
the lowest among major markets, at about half the level of
China’s $258 and a third of $410
in the US, IDC added.
Shubhajit Sen, chief marketing officer at Indian Smartphone maker Micromax Informatics, said that new compani-

es concentrated on launching
devices in the mid-premium
segment (`
`10,000-`
`20,000), leading to a high double-digit
growth in this category. “ASPs
rose by as much as 20% to cross
`10,000 for the first time ever in
2017, we will continue to see
growth in the mid-premium
segment,” Sen said.
The
company
launched
`24,999-priced Dual5 last month
as a precursor to a wider, higher-priced portfolio this year.
Rival Indian company Lava
ventured into this price bracket
last month with its Z series, aiming at generating higher revenue from this segment.
Oppo, along with Chinese
companies Vivo, Lenovo, Xiaomi and Gionee, has been driving up volumes in the midpremium segment by aggressively launching models, making it the fastest-growing price band in the market.
“Even though most Indian
consumers are still very pricesensitive, there is a growing
section of the new-age buyers
who are willing to pay more for
the premium quality for their
Smartphone,” said Sky Li, president of Oppo India, adding
that he expected the ASP to rise
in 2017 as this buying sentiment continues.

Micromax, Flipkart to Co-Develop
Phones for Sale on Ecomm Site
Our Bureau

New Delhi: Micromax Informatics, seeking to regain its
spot among India’s top five
smartphone sellers, has tied up
with Flipkart to jointly develop devices in the `. 6,000 to
`. 12,000 price band, which will
be sold exclusively on the
ecommerce site, the companies said on Monday.
The phones branded Evok
are likely to hit the market
next week. Micromax is targeting a price segment that accounts for about 50% of the market by volume and over 40% by

value. The company lost its
position among the top five to
Chinese rivals and is banking
on online and offline platforms for a comeback. Online
contributes half of Micromax’s sales in
. 6,000 to
the `
`
. 12,000
price
band.
“It’s a longterm
agreement with Flipkart where we will be developing products jointly based
on the insights and consumer
understanding we get,” said
Shubhajit Sen, chief marketing officer at Micromax.

“This is a way of design for India, which will take Micromax’s online share up, while
it will help Flipkart penetrate
deeper into Tier II and Tier III
markets, as both are targeting
the value-conscious buyer.”
Flipkart and Micromax will
invest in the initiative, although they did not reveal the quantum or how much each of
them would put into the devices. While a couple of Evok devices will be launched on Flipkart starting this month, the
country’s largest online retailer already has exclusive rights
to sell the premium Micromax
Dual5 for `. 24,999.
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MP Liquor Ban to Deal
Another Blow to Hotels
Anumeha.chaturvedi
@timesgroup.com

New Delhi: The hospitality
sector is in the wait and watch
mode again after the state of
Madhya Pradesh announced it
will move towards total prohibition of liquor in a phased
manner. While addressing a
programme in village Neemkhera of Narsinghpur district,
Madhya Pradesh chief minister Shivraj Singh Chouhan
stated that all liquor shops
across the state would be closed in a phased manner.
It is not yet clear if the move
will come as a double whammy
for the hospitality sector already reeling under the effects of a
Supreme Court liquor ban
across highways.
Chains cutting across segments like Carlson Rezidor and
Lemon Tree have properties in
Madhya Pradesh. The Indore
Hotel Owners Association is
planning to meet chief mini-

ster Chouhan on the matter.
“The state has tried to attract
hotels and the tourism sector
through investments and it is
not clear if the ban would apply to liquor shops or even hotels across categories. If they
wish to promote tourism, they
could follow the Kerala model.
liquor is allowed in four and five star hotels in Kerala,” said a
spokesperson from one of the
hotel associations.
“While the societal
issues
concerning liquor addiction
need to be addressed and cannot be whisked
away, a blanket ban does not do
justice to owner investors who
have invested in the sector in
anticipation of a good revenue
stream. If India wants to be seen as an attractive international tourist destination, an absolute ban will dent that image,” said Raj Rana, CEO, Carlson Rezidor, South Asia.

Sanjiv Goenka Group
Targets .̀ 6,500 cr of
FMCG Sales in 5 Years
FILE PHOTO

Our Bureau

Kolkata: The RP-Sanjiv Goenka
Group is eyeing more than
` 6,500 crore of annual sales
from its just launched standalone fast moving consumer goods
business over the next three-five years, and is in active negotiations with multiple FMCG
companies for acquisition, chairman Sanjiv Goenka said.
The
Kolkata-headquartered
conglomerate announced its entry into the FMCG business on
Monday, with products available
in more than 20,000 outlets across
kirana and modern retail as well
as online marketplaces like Amazon. The products will be initially
available in Pune, Kolkata and the
National Capital Region, and will
be subsequently taken pan-India.
Goenka said the group has
plans to list the business once it
attains a certain scale.
“FMCG is the most ambitious
new venture of the group. While
we are starting with packaged food, we will foray into personal care segments next fiscal... In foods,
we will have products across categories including breakfast, dairy and beverages,” he said.
The group, which has interests
in power and natural resources
to IT, education, entertainment
and infrastructure, has been nur-

Sanjiv Goenka says the group has
plans to list the FMCG business

turing the standalone FMCG business for almost two years with
professionals drawn from the industry as well as its retail venture, Spencer’s Retail. A new company, GuiltFree Industries, will
manage the FMCG business.
ET was the first to report last
month on the group’s plan to enter the FMCG segment.
It launched two products with
four variants each under the ‘Too
Yumm’ Brand, makhna and a
multigrain cracker. Next on the
cards are eight products which
have already been developed and
will be launched progressively.
Goenka said the core positioning
will be guilt-free snacking. “We
are investing significantly on
this business,” he said, but refused to reveal the figure.

Paytm Opens Third
Office in Bengaluru
Sobia.Khan@timesgroup.com

Bengaluru: India’s digital payment giant Paytm opened its third
office in Bengaluru renting a 150seat space in a flexible office in
Bengaluru as it seeks to expand up
presence in the startup capital of
India. Paytm is on a head count expansion spree to bring on board
2,000 executives in South India alone to widen its merchant base.
The company signed the deal for
the dedicated seats or private studios with co-working community
venture Innov8 in Koramangala in
Bangalore. Paytm booked one and
a half floors to house employees
for their latest office in Bangalore.
“With this major partnership
with Paytm, the co-working space becomes profitable in its third
centre also within the first
month of its launch,” said Shailesh Gupta Co-founder and COO

of Innov8. Currently, private studio costs `15,000 per desk per person per month at Innov8.
Innov8 recently opened a 400-seat dedicated flexible office space
in Koramangala in Bengaluru.
Apart from all the
mandatory office
space
requirePaytm is on a
ments, Innov8 cohead count
working’s private
expansion
space that houses
spree to
Paytm employees
bring on
offers a dedicated
board 2,000
recreational area
executives in
with pool table,
South India
foosball,
table
alone
tennis, skateboards, mini golf and an in-house
guitar pad to help teams relax.
The centre also has a roof-top
terrace where individuals can
regroup for informal meetings
and discussions while enjoying
the fresh air and an amazing
bird’s eye view of Koramangala.

Triumph, Indian Accelerate as Super Bikes Catch Fancy

Superbike companies post strong sales growth in India since December, as expansion and easy availability of finance help boost performance
Ketan.Thakkar@timesgroup

Mumbai: Triumph and Indian Motorcycles — the bike manufacturers
known for their big, powerful cruiser
machines — seem to have shaken off the
demonetisation blues faster than the
mass-market players, which still find the
going tough in the local market.
UK’s Triumph and US-based Indian
posted strong double-digit growth in India
since December, in an otherwise lacklustre fiscal year for the segment, with company executives citing recent expansions
into more cities and easy availability of
finance for the performance.
To be sure, volumes are still small in
India for Triumph, Indian and another
cult American bike maker, HarleyDavidson. But the market is expanding
fast and offers big potential for companies providing niche products such as this
bunch, as India’s list of millionaires is
growing at a quick pace, with a number
of young people who are ready to splurge on the best of luxury getting on to it.

The entry-level products that these
companies sell in India cost as much as
some sedans and, at the top end, their
bikes are as expensive as some premium
luxury cars.
Triumph sold 300-350 motorcycles at
the retail level from December to
February, registering 37%
growth from a year earlier.
The company’s dispatches to
dealerships, though, increased only 8% and the
retail numbers included
sales from the inventory
that was lying at stockyards.
Vimal Sumbly, managing
director of Triumph
Motorcycles India,
said many people
who weren’t
earlier ready to
spend the
cash that
they were
holding on
to are more
FILE PHOTO

open to use the money now for discretionary purchases.
“In a way, demonetisation helped our
industry... The off-take has been stronger than usual and the finance penetration has also shot up from 50% to 75%,
indicating that there is strong demand
in the market and people want to fulfil
their aspirations," said Sumbly.
Triumph, the second
largest player in
the segment of
500cc-plus
bikes, is

aiming for double-digit growth in fiscal
2018 as well, with a target of selling
more than 1,300 units. It is estimated to
have sold 1,150 units in the fiscal year
that just ended.
Indian Motorcycles saw robust demand
in the January-March quarter. Pankaj
Dubey, managing director of Polaris
India that sells the bikes, said those who
previously wanted to pay in hard cash to
buy premium motorcycles now prefer
cheque and are also happy to avail of
loans. “It is much easier and transparent business post demonetisation,”
Dubey said.
As against normal growth of about
8-10% in the premium bike category,
Indian witnessed an expansion of 15%
in the last quarter of fiscal 2017, Dubey
said. He, however, wouldn’t reveal
the company’s sales numbers.
Harley-Davidson, the leader in the
cult bike market, didn’t share its
sales numbers in India. “While
demonetisation did affect the industry at large temporarily, as the
market leader in the category, Har-

ley-Davidson has been focusing on consolidating the market and gaining market
share,” its India spokesperson said.
The segment where the bikes cost at
least `5 lakh and come fitted with 500ccplus engines has grown at a compounded annual rate of 19% from 2014 to 2016,
thanks to the entry of all the big brands
in the Indian market, said Sumbly. The
overall motorcycle segment posted a 1%
drop in sales in those two years.
The last fiscal year, however, saw a
minor blip, with the segment estimated
to have posted a 10% drop in sales, which
industry executives blamed partly on a
new rule that requires the deduction of
a 10% tax at source on any purchase
costing `10 lakh or more. Also, Kerala,
Gujarat and Maharashtra increased
VAT and road tax, which jacked up
vehicle prices 6-9%. These states account for almost a quarter of the big bike
segment. Fewer product launches by
these companies and the entry of brands
like Ducati and MV Augusta with their
entire lineup in the preceding year
weighed, too.

