WHAT’S ON THE MENU?
Australian Premium Food and
Beverage to India

INTRODUCTION
Austrade is the Australian Government’s agency for
promoting trade and investment in and out of Australia.
We connect export-ready Australian businesses to
overseas opportunities and work with them to achieve
commercial outcomes by reducing the time, cost and
risk of exporting.
Austrade prepared this report to help Australian food
and beverage companies analyse the Indian market and
understand how high-end Australian products could
gain a sustainable competitive advantage in India’s
rapidly expanding top-end consumer segment.
Australian goods and services exports to India in the
year 2018- 2019 were approximately AUD 19.2 billion,
making India its fifth-largest goods export partner.
Australia – India bi-lateral services and goods trade, was
approximately AUD 25.7 billion*.
India, with its 250 million households affords Australian
companies a huge opportunity to take advantage of
the large and growing market segment of top-end
consumers. By 2025, India will have over 30 million
households in the affluent category. (BCG)¹
INDIA HAS ENORMOUS POTENTIAL AS A MAJOR
DESTINATION FOR PREMIUM AUSTRALIAN FOOD AND
BEVERAGE
The main features of Indian markets are significant
variances in taste preferences, underdeveloped
distribution channels, and stiff competition from
established local brands. In addition there are import
tariffs in place. In spite of these challenges, India offers
a great opportunity to Australian businesses to expand
and grow.

1 Boston Consulting Group Report Clickable to this link https://www.bcg.com/en-in/publications/2017/marketing-sales-globalization-new-indian-changing-consumer.aspx)
*https://www.austrade.gov.au/
The Times of India
www.dfat.gov.au
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Disclaimer
This report has been prepared by the Commonwealth
of Australia represented by the Australian Trade and
Investment Commission (Austrade). The report is
a general overview and is not intended to provide
exhaustive coverage of the topic. The information
is made available on the understanding that the
Commonwealth of Australia is not providing
professional advice.

Copyright © Commonwealth of Australia 2018

While care has been taken to ensure the information
in this report is accurate, the Commonwealth does not
accept any iability for any loss arising from reliance on
the information, or from any error or omission, in the
report.
Any person relying on this information does so at their
own risk. The Commonwealth recommends the person
exercise their own skill and care, including obtaining
professional advice, in relation to their use of
the information for their purposes.
The Commonwealth does not endorse any company or
activity referred to in the report, and does not accept
responsibility for any losses suffered in connection with
any company or its activities.
Unless otherwise specified, all amounts in this report are
in Australian dollars.
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THE INDIAN MARKET
India is the world’s fastest-growing large economy and its food and beverage market is changing rapidly.
Where self-sufficiency and local cuisine were once the dominant features of the Indian market, international brands
and producers are now finding new opportunities and willing consumers in this country of 1.3 billion people. Although
most of the population are not the target market for international premium food and beverage suppliers, it is
conservatively estimated that there are between 30 and 50 million consumers in India with the propensity and ability
to buy such products.

1.

2.

Changing Consumer Tastes
As Indians increasingly travel overseas for leisure as well
as business, they are becoming more exposed to global
food trends and tastes. New restaurants and wine bars
are common and consumers are experimenting with
new flavours and food experiences. They are becoming
less exclusively Indian in their tastes, albeit with local
adaptions.

The Rise of Gourmet Stores
Modern retail is developing rapidly in India driven by
rapid urbanization taken place across the country.
Whilst “traditional” or informal (market-style) shopping
remains the norm for most people, new retail formats
have been emerging strongly in the past years. Foodhall,
for example, is well represented in upscale areas of
metro cities in India and presents fresh, prepared, and
packaged food in a modern and luxurious environment.

3.

4.

The MasterChef Effect
MasterChef Australia is a broadcasting phenomenon
in India. Judges have become household names in
India as have certain contestants. Some gourmet
retailers in India even report an uplift in sales of specific
gourmet Australian produce after being featured on a
MasterChef episode.

New E-Commerce Platforms with National Delivery
It has never been more convenient for Indian
consumers to access a wide range of products. With
over 550 million internet users in India, e-commerce is
booming and local deliveries are widespread. The sector
is seeing stiff competition between newer players such
as Big Basket and established giants such as Amazon
and Flipkart, all of who stock gourmet products.

*Euromonitor, Credit Suisse, World Tourism Organization
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THE INDIAN CONSUMER

Wealthy urban families in India regularly shop for
imported food and wine for entertaining and family
consumption. Both are considered significant status
symbols. Expenditure on premium products is
expected to double by 2025.

High-end Indian consumers estimated to number
around 30 million, are concentrated in the country’s
largest cities: Mumbai, New Delhi, Bengaluru,
Hyderabad, Chennai, Kolkata, Pune and Chandigarh,
among others.

India has a median age of 29, much lower than
the US or China, and so provides long-term
opportunities for Australian companies to develop
loyal consumers.

320 million Indians speak English and 500 million
are vegetarians, and over 550 million are internet
users.
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THE INDIAN HIGH END CONSUMER
In India, consumers with the highest propensity to
spend on international food and beverages typically fall
into one of four consumer types. They exhibit specific
buyer behaviours and are influenced by specific factors.
The four categories of high-end consumers are:

The Young Professional Male

The Socialite Homemaker

•
•
•
•

•
•
•
•

Key influencers on social media
Highly brand conscious
Highly ambitious
Internationally well-travelled

Patronises premium super markets
Travels internationally
Health-conscious
Manages household consumption

The Traditional Businessman

The Modern Businesswoman

•
•
•
•

•
•
•
•

Traditional in outlook
Travels internationally
Luxury club memberships
Enjoys international cuisines

Power-driven
Role model
Ambitious
Travels internationally
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INDIAN CONSUMERS PERCEPTION
OF AUSTRALIA
Indian consumers are starting to gain a view of Australia as a source of food and beverages. From Masterchef to travel
and study, most consumers have a positive impression of Australia when it comes to the sector.
Specifically, Indian shoppers perceive Australian products to be:
Clean, green and reliable
Australian products are known to be safe for consumers. Consumer-friendly regulations, supply-chain quality, and a
normally un-polluted environment all contribute to this.
Healthy
Australia’s repuation for outdoor lifestyles, and international sporting success mean that Indian consumers assign a
high “health” factor to Australian products.
Internationally “Cool”
With a creative and progressive food scene at home, broadcast and amplified by TV chefs worldwide, Australian
products rate well with Indian consumer when it comes to impressions of style and status.

Great for higher education

Land of healthy and nutritional
products

Famous for adventure sports,
skydiving, road trips, and biking
trips

Agriculturally advanced-pure and
unadulterated agricultural and dairy
products

Eminent Australian sports
personalities very popular in India

Produce sporty and adventurous
people

Famous chefs

Famous for meat products

FUNCTIONAL
KNOWLEDGE

AWARENESS

JUDGEMENTS
& FEELINGS
RELATIONSHIP &
ATTACHMENT
Exporter of farming, farm, dairy and
other food products
Peaceful nation; ranked high in
Global Peace Index
Indians share similar interests like
farming and cricket

SYMBOLIC
KNOWLEDGE
Large forest and farmland
Land of the kangaroos
Famous beaches
Unpolluted
Modern
Natural environment
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DISTRIBUTION CHANNELS
MODERN RETAIL

E-COMMERCE

The retail landscape in India is changing quickly.
Although food purchases are still dominated by the
informal shopping environment, modern retail formats
have been gaining traction in Tier 1 and 2 cities.
High-end consumers prefer the improved shopping
environments, wider choices, and status associated
with such outlets. Foodhall and Nature’s Basket have
significant presence in affluent neighbourhoods in Delhi,
Mumbai and Bangalore. Le Marche is another modern
retailer, with a focus on Delhi.

India has over 550 million internet users and over
120 million online shoppers supported by cheapest
mobile data rates in the world. The Indian e-commerce
landscape has seen explosive growth in the past 5 years.
Food retailers such as Big Basket and Milk Basket, as
well as giants like Amazon and, are making it easier than
ever for India’s online shoppers to access new products
quickly, reliably and conveniently.
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THE ROLE OF INTERNATIONAL
FOOD AND BEVERAGES
Imported food and beverages are purchased for a
variety of reasons. Some of the most significant
WWof these are
•
•
•

Celebration
Indulgence
Impulse

Why Top End Consumers Want
These Products

Which Products

Marketing Techniques

Everyday
Essentials

To have premium versions of everyday
products

Fresh produce, milk products

Excellent distribution channels
Reliable and continued supply

Specific Application

To ensure their international dishes are
authentic

Processed foods/ingredients
milk products, fresh produce

Differentiated positioning
Excellent distribution channels
Reliable and continued supply

Celebration

To impress during festivals, birthdays,
parties To impress with ‘good’ brands

Processed foods/ingredients
beverages, meat

Promotional campaigns around festivals
Celebration-based positioning or packaging

Indulgence

To impress with high-end products
Aspirational value

Processed foods/ingredients
beverages, meat, milk products

Premium positioning
Affordable packaging

Impulse

To try something new to them or the market

Processed foods (chocolates)
milk products (milk-based drinks)

Smaller pack sizes
Eye catching counter displays

Why Does The HoReCa Segment Want
These Products?

Product

Essential Requirements

Sector

Regular Use

To provide international cuisine options
To offer something different

Processed food
Meat
Milk products

Superior product
Consistent supply

Fine dining in 5 star hotels

Use In Signature
Dishes

To be able to charge a premium
To respond to consumer preferences for
specific international cuisines

Meat
Milk products
Fresh produce

Consistent supply
For marketing campaigns

Fast food
Casual dining
Fine dining

Campaign Driven

To create awareness around specific cuisines

Meat
Milk products
Beverages

Joint product development with
hotel/restaurant chains
Consumer marketing

Fine dining in 5 star hotels

On Demand
Products

To satisfy impulsive consumer decisions

Beverages
Milk products

Easily accessible
Advertising
Consistent supply

Fine dining in 5 star hotels
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INSPIRING AUSTRALIAN
SUCCESS STORIES
SAN REMO

Since 1936, San Remo has shared “the traditions and
culture of pasta making with Australia”¹ from their
headquarters in Adelaide, South Australia.

A market with immense potential
Given the growing imported food market in India, the
country is an increasingly important part of San Remo’s
export strategy. Starting from a small base, San Remo is
one of the major suppliers of pasta in the compitition
pasta market which is also dominated by European
brands.
“Indian consumers consider Australian products as high
quality and safe for use, further strengthening demand
for our products”, says Rod Diaz, Export Manager at San
Remo Foods.
San Remo which started selling through modern retail
now has also branched out to online distribution
channels like Amazon India and Big Basket. Besides
exporting their dry pasta and the specialty range, San
Remo also export rice crackers as part of their Fantastic
range to India.

Study the distribution channel
When San Remo decided to change its distributor,
the company reached out to Austrade at our Adelaide
roadshow. Austrade introduced San Remo to qualified
importers and distributors across India and based on
the commercial discussions, the company signed a
distributorship agreement with an importer in
South India.
Austrade also showcased San Remo products in the last
retail promotion at Foodhall- India’s largest gourmet
retailer. Besides, Austrade also highlighted San Remo
pasta during the recently concluded taste of Australia
food promotion events across major cities in India.

Listen to your Consumers
San Remo shares that consumer interest in gluten-free
and healthy products has been accelerating over the
past few years. This has driven San Remo to develop a
comprehensive range of gluten-free products for Indian
consumers. Their newest range in India is
the gluten-free pasta, which is flying off the shelves.
https://sanremo.com.au/
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INSPIRING AUSTRALIAN
SUCCESS STORIES
SALDOCE FINE FOODS

Located in Sydney, New South Wales, SalDoce Fine
Foods is an Australian family-owned pioneer in allergen
sensitive and gluten free foods.

Export important to business strategy
Saldoce Fine Foods currently exports its range of
gluten free products to more than 15 countries,
including China, the US, Middle East and the UK.
Martin cites Austrade’s support as one of the key
factors in SalDoce Fine Foods’ rapid expansion
overseas. “Compared to the domestic market, our
products receive higher demand from overseas
customers. Austrade introduced us to new networks
and industry counterparts, and provided advice on
export regulations” says Martin Talacko, Director at
SalDoce Fine Foods.

Study the distribution channel
In addition, choosing the right distribution channel to
launch your products is critical in India. The company
launched their products through gourmet food retailers
and slowly branched into large e-commerce platforms.

Listen to your Consumers
Consumer interest in vegan and gluten-free products
has been accelerating. This has driven SalDoce Fine
Foods to develop a comprehensive range of vegan and
gluten-free products for Indian consumers which are
mostly vegetarian. Their newest range in India is the
dairy and egg-free segment which frequently sells out
at premium grocery stores.
The multi-awarded SalDoce Fine Foods continues to fill
the gaps in the market as consumer behaviour shifts
to a more active and conscious lifestyle. In the latest
concluded NSW Business Chamber Awards, YesYouCan
won the ‘Excellence in Small Business’ award and was a
finalist in the ‘Excellence in Export’ category.
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INDIAN MARKET SUCCESS FACTORS

MAXIMISING ‘COUNTRY OF ORIGIN’ VALUE

E-COMMERCE

Goods from “overseas” can carry a significant premium vs
local products. Those businesses that actively promote and
communicate Australian origin report positive impact.

We have seen several Australian companies testing
the market by initially launching only on e-commerce
followed by modern retail and other distribution channels.

LOCALISATION

NEW PRODUCT TRIALS

Whilst the international provenance of a brand can be
powerful in India, so too is the value of localisation. This
can be anything from formulations that consider the local
love of spicing, through to bottling and packaging of
Australian Canola Oil in India.

Modern premium and luxury supermarkets in Tier 1 cities
understand the role of product trials in driving uptake of
new lines. Shoppers are, in the right environment, willing
to taste and consider new products.

CO-BRANDING

CATEGORY ATTRIBUTE PROMOTION

Sometimes it may make sense to co-brand a product.
Examples include Australian gluten-free cookie
manufacturer Naturally Good partnering with an Indian
company to sell under the brand Pure Foods.

Where brands are new to a market, it can often make
sense to focus on the category attributes inherent in
the product most strongly - at least at first. Gluten-free,
for example, can be reason enough for someone to try
something for the first time.
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