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1. Tapping India’s Potential

KEURAABRBRARGZOODERN, IREF FTRIL#
TEREUMBATARNETHNE, RASEH X EINMER
PRHET . BRE T KRR EW-—-Blue Bell KRR AUt
REdR TN, ATHAZL T HMD, GBI /NARRINE
RBEFAANNER, HIISBRXEXRITAASNE?

India has been identified' by investors
worldwide as one of the ten big emerging mar-
kets. After decades of standing stubbornly? in
the way of foreign investors, the Indian govern-
ment is now rolling out® its best Kashmiri* car-
pets. The country is irreversibly’ on the path of
economic reforms aimed at® more market-oriented
capitalism, economic liberalization, and deregu-
lation of the economy. Unlike China, “India is a
society in which private property’ and profit have
existed uninterrupted® for centuries, thus imbu-
ing the long-established business community
with’ a genuine'’ understanding and respect for'!
both China’s 20th century history wiped out!?
those traditions, and today's China has little
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understanding of the basic capitalist concept that
business can be a win-win game to enlarge an e-
conomic pie! . . .. India offers what in a competi-
tive world may be the most valuable software of
all-minds that have been permitted to be open,
inquisitive and creative’ and men and women
who are fluent in the global language of busi-
ness, English.”

About two-thirds of India’s population lives
in villages, far removed from the metro® and ur-
ban centers. The road system connecting the vil-
lages and cities is weak and undeveloped, howev-
er, India boasts of* a large network of railroads
connecting major cities and towns throughout the
country. Journey to a village often requires travel
by bus or bullock cart®.

India’ s per capita soft drink consumption® is
a paltry’ 0.7 liters per year, much lower than
that of neighboring Pakistan (3 liters) or Sri-
Lanka (5.7 liters). The size of India’s popula-
tion is nearing 900 million. About 40 million In-
dians live in households with annual incomes of
over Rs. 900, 000, or $ 30, 000; in purchasing
power terms® that approximates an income of
$ 600, 000 in the U. S. Down the ladder is
India’s middle class: the 150 million people who
live in households with incomes of Rs. 30, 000
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($1,000) and up. In local purchasing power',
$1,000 is the equivalent® of around $ 20, 000
in the U.S. Most of the middle-class population
can afford 20-inch color televisions, washing ma-
chines, motorcycles, and mopeds’. This group
is growing at the rate of 5 to 10 percent a year,
and therefore should account for' 400 million
people within a decade.

The annual soft drink growth rate is about |
percent per year; experts believe that height-
ened® marketing could speed up this growth to
between S and 10 percent per year. It is estimated
that® India’ s market for all soft drinks amounts
to’ $353.3 million.

One key to® greater volume is increased ru-
ral sales. Urban centers account for about 80
percent of soft drink sales. Per-person soft drink
consumption in New Delhi — the nation’ s
largest market — is about 45 servings of 8-ounce
bottles, and in Bombay it is about 26 servings,
as opposed to’ about 3 such servings across India
as a whole.

There is a distinct'® pattern of seasonality'!
to soft drink consumption in the country. The
peak season'” falls during April, May, and June.
May alone accounts for 16 percent of the year ’s
business.

The road system outside the major high-
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ways does not make for' decent returnable-glass
business. Nevertheless, India will remain a re-
turnable-glass market for a long time. Cans will
come, too, but at today’s prices aluminum? is
very expensive, making a regular-size soft drink
can almost twice as expensive as a regular-size
soft drink bottle. Consumers have experienced
cans bursting’ in the sweltering' summer heat
that sends temperature soaring® as high as 116
degrees.

Most consumer products such as soap,
toothpaste, breakfast cereals, candy, and soft
drinks are sold through millions of kiosks® and
small mom-and-pop stores’ sprinkled® in cities,
towns, and villages throughout the country. Su-
permarkets and convenience stores similar to

those in developed countries are nonexistent’ .
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Blue Bell Beverages
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Blue Bell Beverages is in the soft drink busi-
ness. The company produces and markets soft
drinks primarily!® in the United States and
Western Europe. The company’s product port-
folio'! consists of carbonated'? and non-carbonat-
ed fruit drinks, mineral water, and carbonated

cola and non-cola soft drinks"*. Company-owned
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bottling plants, as well as franchised' bottlers in
the U.S. and Europe, produce, bottle, and dis-
tribute the soft drinks in assigned” markets.

Blue Bell is the tenth-largest soft drink
company in the global soft drink industry. Mar-
ket share battles’ in the industry are heavily
dependent on creating brand image and brand
recognition® through expensive marketing, pro-
motion, and advertising campaigns® using news-
papers, billboards®, and television advertising.
Two giant5, Coca-Cola and PepsiCo, have domi-
nant’ market shares globally in the industry.

Bill Christine, Vice-President of Strategic
Planning, Blue Bell Beverages Inc., is presiding
over® a meeting of the strategic planning commit-
tee that reports to® the board of directors.

Bill Christine:

“We ought to take a good hard look at!’

the Indian market. I have read in The

Wall Street Journal, Business Week,

Fortune, and The New York Times that

the Indian market is likely to!! be one

of the biggest within the next fifteen
years or so. Yes, we must seriously
consider an entry into the Indian mar-
ket.
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