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Shareholding Pattern  

Promoters:     40.38 % 

FII:     22.88% 

Mutual Funds:    4.75% 

Public:     30.94% 
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The company recently launched Rampur 

single Malt whisky and Jaisalmer Indian 

craft gin in luxury segment to focus more on 

premium and high margin products. 

 

1. Investment Rationale  

 Vodka Consumption: 

The share of Vodka in spirits consumption 

around the world is approx. 35% whereas 

in India it is paltry 4%. The company 

premium brand Magic Moments holds 

almost 50% market share in Indian Vodka 

industry which is growing at fast pace. 

Vodka forms a popular drink among 

women and youth and being market leader 

in this category provides huge potential for 

the company to tap this market segment.  

 

 Luxury Brand Portfolio: 

Radico Khaitan has entered the luxury 

brand segment by introducing Rampur 

Single Malt Whisky and Jaisalmer Indian 

Craft Gin in 2017. These are high margin 

products and have received various 

accolades over the globe. Proper 

channelling and advertisement can lead to 

spur in volumes of these products and the 

company can tap market share in this 

segment. This would also increase its 

exports and allow company to explore 

developed markets. 
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 Market share growth: 

The Indian alcobev industry sales and distribution is regulated by state governments and 

varies from state to state. Many state governments in India (Eg: Tamil Nadu) control the 

sales and distribution network. But, various state governments are starting to realize the 

inefficiency in the network and are thinking of opening up the market (Eg: Uttar Pradesh). 

This will benefit existing companies with good distribution network as they can increase 

their presence and channelize their sales. Radico has huge opportunity as it enjoys wide 

distribution network across the country with premium offerings in its portfolio.  

 

 

 

Radico Khaitan is among the oldest and one of the largest manufacturers of Indian Made 

Foreign Liquor (“IMFL”) in India. Earlier known as Rampur Distillery, Radico Khaitan 

commenced its operations in 1943 and over the years emerged as a major bulk spirits 

supplier and bottler to other spirit manufacturers. Driven by the vision of the promoters, in 

1998 the Company started its own brands with the introduction of 8PM Whisky. Radico 

Khaitan is one of the few companies in India to have developed its entire brand portfolio 

organically. The Company’s brand portfolio includes After Dark Whisky, Contessa Rum, 

Magic Moments Vodka, Morpheus Brandy, Old Admiral Brandy and 8PM Whisky. 

Currently, the Company has four millionaire brands which are 8PM Whisky, Contessa 

Rum, Old Admiral Brandy and Magic Moments Vodka. Each of these brands sells more 

than a million cases per year. The Company has a strong presence in the Canteen Stores 

Department (CSD) market, serving the Indian Armed Forces. 

BRANDS 

MRP Whisky Rum Brandy Vodka Gin RTD 

Luxury (>4000) RAMPUR(2016)       JAISALM

ER(2018) 

  

Super Premium 

(>700) 

  PLUTON 

BAY(2017) 

MORPHEUS(2009), 

MORPHEUS 

BLUE(2014) 

M2 

VERVE(2012) 

    

Semi-

premium/Premium 

(500-700) 

AFTER 

DARK(2011), 

8PM 

BLACK(2018) 

    M2(2005)     

2. About Company 
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Deluxe (300-500) REGAL 

TALONS(2015) 

1965(2017)         

Regular (225-300) 8PM(1998) CONTESSA, 

BERMUDA 

OLD 

ADMIRAL(2002) 

      

RTD (80-125)           ELECTRA

(2015) 

 

 MAGIC MOMENTS: Launched in 2005, this brand became a success overnight 

commanding a 50% market share in Vodka category in India. It has reached a level of 

being undisputed leader and category driver for the industry. It is ranked 11
th
 in world 

rankings in Vodka category by volumes. 

 8PM: The flagship brand of Radico Khaitan, it was the first brand to be launched by 

the company and entered millionaire club in the year of its launch. It is ranked as 11
th
 

largest selling whisky brand in the world. 

 CONTESSA: This is largest selling rum brand in the defence segment with 

formidable market share. It is ranked 7
th
 in the world in Rum category by volumes. 

  OLD ADMIRAL: This is one of the largest selling brandy in the world with huge 

popularity and is one of the millionaire brands of the company. It is ranked 5
th
 largest 

selling brandy in the world. 

 MORPHEUS: The brand hold market leader position with about 60% market share 

in premium brandy segment and is mostly popular in South India since its launch in 

2009.  

 

 

 

India is one of the largest consumers of alcoholic beverages in the world. It is the world’s 

largest consumer of whisky. India is 3
rd

 largest liquor market in the world with current retail 

market size is about 35 billion/annum and is expected to grow steadily over the years. 

However, alcobev being a highly regulated industry in India has multiple set of regulations 

which pose certain problems of efficient functioning and steady growth. Sale of Alcobev, 

being a state subject is subject to different set of regulations pertaining in different states 

across the country.  

 

3. Industry Overview 
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The liquor market can be broadly classified into 5 major categories: 

 INDIAN MADE FOREIGN LIQUOR(IMFL) 

 INIDAN MADE INDIAN LIQUOR(IMIL) 

 BEER 

 WINE 

 FOREIGN LIQUOR BOTTLED IN ORIGIN(BIO) 

 

 Indian Made Foreign Liquor 

This is good quality liquor made by combining various blends of Extra Neutral Alcohol 

(ENA) which is extracted from different types of grains and molasses. It is made under 

strict quality control norms. It attracts high duties in various states and is one of the biggest 

sources of revenue for state governments. 

It is the largest segment of Indian Alcobev industry with estimated market value of around 

Rs. 400 billion with annual estimated volumes of 324 million cases in 2018. The per capita 

consumption of IMFL is around 0.63 litres in India as compared to world average of 4.63 

litres, thereby indicating huge potential for growth of the segment. 

It can be further categorised into two segments: 

 

 

 

IMFL

Brown 
Spirits(96%)

Whisky(61%) Brandy(21%) Rum(14%)

White 
Spirits(4%)

Vodka White Rum
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However, in value terms in spirits, Whisky contributes about 73.5%, Brandy contributes 

10.7%, Rum contributes 9.5% and White spirits contributes 6.3%.IMFL accounts for 70% 

of value in Indian Alcobev market.  

                                              

 

Many Indian IMFL brands feature in World’s top brands by volumes due to high 

consumption even after prohibitions and high taxes. 

 Indian Made Indian Liquor (Country Liquor) 

IMIL, generally known as Country Liquor/ Tharra/ Desi Daru etc. is poor quality liquor 

generally produced in local licensed distilleries and is made from cheap quality raw 

materials. The production cost is lower and it also attracts lower duties as compared to 

IMFL. 

Illicit production of IMIL is very common as quality control norms are not very stringent in 

this category. 

The raw materials used in production of IMIL vary from state to state. In the northern 

states, the availability of molasses is in abundance due to larger sugarcane production, 

while in southern states coconut and other palms are used as raw materials in production of 

local liquor.  

The total volume of IMIL stands at approx. 230 million cases. However IMIL is poised to 

lose its ground in Indian alcobev industry as India is witnessing a shift by consumers from 

IMIL to premium/branded liquor. 
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 BEER 

Beer market accounts for 11% of the total alcobev industry in India whereas it accounts for 

about 75% of total alcobev consumption around the world. This shows the huge potential 

for beer as a segment to grow in India. It is mostly a popular drink among youth.  

Consumption of Beer has doubled in last 10 years across the country. The Beer market is 

dominated by 3 major players in India i.e. United Breweries (Kingfisher-53%), SABMiller 

(Hayward’s-19%), Carlsberg (17%) etc. controlling about 90% of the market. 

However, there is growing thrust for craft/ freshly brewed beer in India with brands such as 

BIRA, WHITE RHINO etc. tapping the premium beer segment with very few years of 

history and becoming an instant success. 

 

 ALCOHOL LAWS AND CONSUMPTION IN INDIA 

Alcohol being a state subject, state governments aims to increase their revenue from alcohol 

products. Each state and UT has full control over its alcohol legislation and state excise 

rates, as well as organisation of production, distribution, and sale of alcohol. There are 

different policies that govern different aspects of alcohol in each state which makes the 

regulations complex. 

Around 30% of Indian Population consumes alcohol, out of which 4-13% are regular 

drinkers. South India dominates the alcohol market in India, with the region amounting to 

about 49% of total IMFL sales in India. Andhra Pradesh, Telengana, Kerala, Karnataka, 

Sikkim, Haryana, Himachal Pradesh are among the largest states by alcohol consumption in 

India.  

The contribution to state government exchequer by duties levied on alcohol products is also 

significant. Many states derive 1/5
th

 of their revenues from alcohol taxation. Eg: 22% of 

Kerala state government revenues are generated from alcohol sales, Tamil Nadu State 

Marketing Corporation (TASMAC) generated revenue of about 26000cr in 2015-16 through 

sale of alcohol. 
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Source: National Sample Survey Office’s 68th report     

(2011-12) on Household Consumption of Various Goods 

and Services in India; All figures are for per capita per 

week. 
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 Favourable Demographics:  

India has around 440 million people in 18-35 age bracket which accounts for 34% of Indian 

population with median age being 29. Still per capita consumption is very low. There would 

be increase in per capita consumption as well as absolute no. Of alcohol consumers which 

would boost alcohol consumption. Rural alcohol per capita consumption is very high as 

compared to urban per capita alcohol consumption. IMIL consumption is more common in 

rural India which is expected to decrease and slowly migration towards IMFL will happen 

due to rise in income levels. Urban areas are witnessing migration towards Beer and IMFL 

from IMIL. 

 High Entry Barriers:  

The complex regulatory structure of Indian alcobev industry which is governed by different 

state governments makes it extremely difficult for new players to enter the industry. 

Various licences and clearances are required in each state to enter the market which is a 

time consuming process. The quality check on liquor production is very stringent to avoid 

alcohol related deaths and hence entry barriers for any new player continue to remain high. 

Few established players enjoy high market share. 

 Difficulty in creating brand:  

Due to ban of direct advertisement of alcohol products in India, it is difficult to create good 

brand image. Established companies use surrogate advertisement to maintain their brand 

image or showcase new brand. However, this type of advertisement is costly as it does not 

directly promote the product. Consumers are brand loyal and go for repeated purchases 

which augur well for present companies.  

 

 

 

 

4. Characteristics Of Indian Alcobev Industry 
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 Challenging Distribution Set-up:  

It is difficult to set up distribution network across the country as various licences from 

different state government are required. Licences for liquor stores are not provided easily 

and are costly. In many states liquor is sold through official government stores only where 

government agencies hold monopoly in wholesale and retail distribution of liquor Eg: 

TASMAC, Jharkhand State beverage Corp. Ltd. etc.  

Interstate sale of liquor also attracts export duty in state of manufacture and import duty in 

the state of sale thus a company needs to have manufacturing facility or bottling unit in each 

state to be cost effective and make sales in the state. 

These characteristics serve as MOAT for existing players and create difficulties for 

new players to enter the industry. 

 

THREATS 

 Government Regulations:  

 

The industry is highly regulated by different state governments. Legal drinking age is 

different in various states and any changes in legal drinking age across the country 

can pose serious threat to the demand for liquor. Also ban of alcohol in state has 

become an election gimmick for many political outfits across India. Kerala, one of 

the largest alcohol consuming states in the country declared its plan to go dry in 

phased manner over a span of 10 years, in 2014. However IMFL sales have increased 

since then. It is very difficult for state government to ban alcohol product as duties 

from alcohol forms major portion of their revenues. 

 

 Taxation:  

 

Taxes on alcohol are levied only by the state governments and account for a large 

proportion of their tax revenues. Therefore, any significant tax increase can result in 

higher retail prices, thus impacting overall demand of IMFL. Currently a significant 

portion of the retail price comprises of various taxes (around 200% for IMFL on 

production cost). 
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Alcobev Industry in India is dominated by few players due to the above characteristics of 

the industry. 

 

 

  

 

 

United Spirits,30%

Pernod Ricard, 14%

Allied Blenders11%

Radico Khaitan, 6%

Others, 39%

IMFL volume market share (FY17)

5. Industry Dynamics 

 

UBL, 53%

SABMiller, 19%

Carlsberg, 17%

Others, 11%

BEER Volume Market Share (FY17)
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GROWTH DRIVERS 

Premiumization:  

Rising income levels across the country and changing consumer preferences for quality 

products is expected to drive the demand for IMFL as there would be shift from country 

liquor towards IMFL. This would lead to increase in market value of IMFL. 

Per-capita Consumption:  

 

The per-capita consumption level is very low in India as compared to other countries. This 

provides huge potential for growth of Alcobev industry in India. Increasing acceptability, 

social drinking in marriages along with trend towards Premiumization will ensure steady 

growth of the sector. 

Youth Population:  

 

58% population of India lies in the age group of 25 years or above. In next 5 year more than 

120 million people will be added in legal drinking age in India as the median age is 29, 

compared to 38 in China and USA which leaves huge scope for growth in liquor business. 

 

4.6

7.6
9

12
14.5

10

India China USA UK Russia Other Developing 
Countries

Pure Alcohol Per Capita Consumtion in Litre

29 38 38 48

India China USA Japan

Median Age
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Habitual Consumption & Changing Consumption Patterns: 

 

As India grows, the consumption pattern will change as there would be migration of people 

from lower income to higher income group which will lead to higher literacy rates and 

demand for good quality products will rise. 

 

 

Description  Packaged Water 

(E.g. – Bisleri, 

aquafina)  

Non Alcobev 

(E.g.- Coke, Pepsi)  

Alcobev  

Threat from 

Competition  

Very High as many 

players are present 

and strong 

advertisement.  

Limited, as 

companies have 

developed different 

concentrates with 

varying tastes.  

Low, as it is 

difficult for 

new players to 

create their 

brand image.  

Barriers to Entry  Very Low  Moderate, difficult 

to develop flavor  

High, strict 

regulations  

Distributor’s 

Margins  

Very High, as many 

competitors present 

which leads to 

shrinking co. 

margins.  

Moderate, as 

companies have 

differentiated 

products.  

Low, as 

consumers 

have 

preferences.  

6. Comparative Landscape Across Beverage Industry 
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Bargaining power of 

Customers  

Very high, as they 

easily switch brands.  

Moderate, as 

customers have 

preferences which 

are dependent on 

prices.  

Low, as 

consumers 

are brand 

loyal and 

prefer them 

for various 

reasons.  

 

 

 

Radico Khaitan Ltd. is one of the few liquor companies in India to have developed its entire 

brand portfolio organically and created strong brand image. In 1998, the company launched 

its 1
st
 brand 8PM whisky which eventually became a millionaire brand in the year of its 

launch and set the tone for further growth. Thereafter the company has been successful in 

establishing its business and create pan-India network. In the past decade the company 

launched over ten new brands, out of which nine are in premium category which shows the 

company’s strategy of premiumization to boost growth. 

 CAPACITY 

Radico Khaitan Ltd. has 3 distilleries at its Rampur plant with a capacity to distil 102.5 

million litres/ day of high grade ENA from molasses and grains. It also has 2 distilleries in 

Aurangabad in a JV i.e. RNV Distilleries in which Radico owns 36%, with overall capacity 

to distil 55 litres of ENA.  

(Mn. Lt. PA)           

Location Distilleries Molasses Grain Malt Total 

Rampur 3 75 27 0.5 102.5 

Aurangabad 2 40 15 0 55 

Total 5 115 42 0.5 157.5 

 

The company has 28 bottling units spread across the country, out of which 5 are owned and 

23 are contract bottling units.  

 

 

7. Company Analysis 
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 STRATEGY & FOCUS 

Premiumization: 

Radico Khaitan Ltd. has launched many new brands over the years and built its portfolio of 

offerings. It started from 8PM whisky in regular segment in 1998 and now has various 

offerings across various price segments. It recently launched Rampur single Malt whisky 

and Jaisalmer Indian craft gin in luxury segment to focus more on premium and high 

margin products. 

Overall the company has increased its Prestige & Above volumes from around 16% in 

FY13 to around 26% in FY18. This shows the company’s strive towards premium product 

offerings. 

Exports: 

The company has considerably invested in creating brand value across the years and 

develop strong consumer base. However exports form a very small part of its overall sales. 

The company introduced niche products like Rampur Single Malt whisky & Jaisalmer 

Indian craft gin in overseas market only and these products have receive positive responses. 

It is looking to gain market share in developed markets across the world through its 

premium offerings. 

Canteen Stores Department (CSD):  

Radico Khaitan Ltd. is one of the largest suppliers of branded IMFL to CSD which has 

significant barriers to entry. Contessa Rum is one of the largest selling rum in this segment 

with high market share. It has launched 1965 XXX Rum in 2017 exclusively for defence 

personnel and available in CSD only which has received positive response. 

Cost Optimization: 

The company’s products are sold through over 75000 retail outlets and 8000 on-premises 

outlets. They have developed robust sales network in order to ensure reliable volume 

deliveries in timely and cost effective manner. They have bottling units spread across every 

state to provide cost effective products and save extra duties and tax. 

Marketing: 

The company identifies marketing as an important part to create sustainable brand image 

and has been investing heavily in sales & promotional expenses over the years. Both ATL 

and BTL modes of advertisement are used with equal significance. Celebrities and Popular 
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figures are appointed as brand ambassadors of various brands of the company. They have 

also started endorsing their brands in various films to gain traction among youth.  

Capacity Utilization: 

The company has focussed on increasing its premium brand portfolio and higher margin 

products over the years; however cost optimization initiatives by utilizing its distilleries at 

optimum levels and maintain margins also remain priority for the company i.e. it continues 

to run non-IMFL business for the distillery plant to run at optimal capacity. The Rampur 

distillery is located in UP, which is the largest sugarcane producing state in the country. 

Hence, the company is able to source raw materials easily and does its country liquor 

business in this state only. 

 KEY RISKS 

Raw Material Prices: 

The major raw materials for the companies are ENA extracted from Molasses and various 

grains. Raw Materials which form almost 30% of net sales are significant source of risk for 

the company. Molasses being a by-product of sugarcane is subject to fluctuations in prices 

and availability of sugarcane crop. However, given the premiumization strategy of the 

company the consumption of grain based ENA forms almost 60% of total consumption and 

40% molasses based consumption. Grain based ENA consumption mostly comprises of 

broken rice which does not come under MSP. As the premium portfolio of contribution to 

sales increases, the consumption of grain based ENA would rise further. 

The other significant raw material for the company is packaging materials. It constitutes 

around 20-25% of the sales and significant variation in prices of glass could dampen the 

margins of the company in short term. Prices of packaging materials have risen by 6% 

around FY16 which affected the margins of the company. 

 

Government Regulation: 

The alcohol industry is subject to heavy regulation by government in India. It forms major 

part of risk as any changes in policy instruments can significantly alter the market dynamics 

of alcohol industry. Legal regulations like Highway Sales Ban also pose major threat for 

industry players. Also India being a country with elections held almost every year in 

various parts; alcohol ban forms a part of manifestos of many parties in various states. Any 
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changes in regulatory environment (Eg: Bihar alcohol Ban) can impact the industry 

adversely. 

Also, in various states liquor companies are not able to raise prices due to government 

regulations which can damp their margins. Price revisions or increment are allowed by state 

agencies from time to time which can vary from state to state. Passing on increases in prices 

to consumers in short term can pose as significant risk for liquor companies. 

Ethanol Blending: 

To reduce air pollution from vehicles, the government has been focussing on increasing 

proportion of ethanol blending with fuel under BS norms and demand for molasses by oil 

marketing companies could be impacted significantly if there are any changes in regulations 

on the same. Government has increased the prices of ethanol paid by OMC’s to distillers for 

ethanol. This could increase the prices for molasses in the short run.  

Increasing penetration of foreign players: 

As the per capita income of the country is increasing, the no. of foreign players and their 

offerings are also increasing. Many players are creating partnerships with various bottlers 

and distributors (Eg: Unibev & Globus spirits, William and Grant & Modi distilleries) and 

increasing their presence. This can pose serious competition for company’s offerings in the 

market.    
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  FY 18 FY 17 FY 16 FY15 

Net Sales 1822.76 1679.9 1651.82 1488.39 

EBITDA 266.85 210.78 187.51 166.15 

EBITDA% 14.6% 12.5% 11.4% 11.2% 

EBIT 225.95 169.08 144.38 127.83 

EBIT% 12.4% 10.1% 8.7% 8.6% 

PBT 187.27 108.85 98.72 87.12 

PBT% 10.27% 6.48% 5.98% 5.85% 

PAT 123.44 80.07 73.45 67.63 

PAT% 6.8% 4.8% 4.4% 4.5% 

 

ROE DECOMPOSITION         

Tax Burden(PAT/PBT) 65.9% 73.6% 74.4% 77.6% 

Interest Burden(PBT/PBIT) 82.9% 64.4% 68.4% 68.2% 

EBIT Margin 12.4% 10.1% 8.7% 8.6% 

Assets Turnover(Sales/Average Assets) 0.8 0.7 0.7 0.7 

Financial Leverage(Average Assets/Total Equity) 1.9 2.2 2.3 2.5 

          

ROE 10.7% 7.7% 7.5% 8.2% 

 

 

Debt/Equity 0.45 0.63 0.83 0.89 

Working Capital Requirements 726.73 731.72 709.01 566.62 

Working Capital Requirements % of sales 39.9% 43.6% 42.9% 38.1% 

Account receivable turnover 2.9 2.7 3.0 3.0 

Inventory turnover 1.6 1.9 2.0 2.3 

Account payables Turnover 4.5 5.1 5.9 5.7 

Receivable days 126 134 120 123 

Inventory days 224 192 179 161 

Payable days 81 72 62 64 

Working capital cycle 268 254 237 220 

 

 

 

 

 

8. Financials 
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 The contribution of P&A segment 

in total IMFL sales has been increasing 

steadily over the years from 16% in FY 

13 to above 26% in FY18. According, to 

management the contribution of P&A 

would rise upto 38-40% in volume terms 

in next 4-5 years whereas it’s 

contribution to overall IMFL revenues 

would rise to 65-70% from current 50%. 

IMFL segment contributes around 70% 

of the revenues and non-IMFL segment 

contributes around 20%. 

The company has steady increased 

contribution of IMFL over the years. 

The contribution to exchequer in form 

of duties has been increasing constantly 

over the years and also the average rate 

of excise duty has risen from 110% in 

FY 14 to around 244% in FY 18. As 

IMFL is taxed higher than IMIL, it can 

be concluded that the company is 

focusing on sale of premium alcohol 

with higher margins. 

 

 The management expects the company to be debt-free company in 2-3 years. The 

company has considerably reduced its debt from around 800 cr. In FY14 to around 

430 cr. In FY18. It has also repaid most of its foreign currency loan and the 

remaining quantum includes 375 cr. of short term working capital loans. 

 EBITDA margins of the company are similar to market leader. The change in Uttar 

Pradesh state policy of liquor distribution and sales lead to significant gains for the 

company.  

            IMFL VOLUMES(Mn. Cases) 

 Year P&A Regular P&A% 

FY 18 5.05 14.45 26% 

FY 17 4.75 13.51 26% 

FY 16 4.06 13.79 23% 

FY 15 4.04 15.44 21% 

  Particulars(Cr.) 

  Year Gross 
Sales 

Excise 
Duties 

Net 
Sales 

Average 
Excise 
duty% 

FY 18 6270.36 4447.6 1822.76 244% 

FY 17 4867.95 3188.05 1679.9 190% 

FY 16 4271.09 2619.27 1651.82 159% 

FY 15 3212.56 1724.17 1488.39 116% 

FY 14 3045.11 1593.41 1451.7 110% 

9. Observations 
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 RDKC Ltd. market share in UP is around 25%. The state government amended its 

excise policy since FY 19 and made wholesale and retail sale of liquor open to many 

participants. The company registered considerable growth in Q1 FY19 and is 

expected to gain market share. UP contributes to around 20% of the overall revenues 

of the company.  

 As the sale of IMFL grows, Non-IMFL volumes will decline as the company will use 

ENA produced for captive consumption to produce higher margin IMFL products. 

 

 

 

Particulars RDKC Ltd. USL 

Gross Sales 6,270 26,069 

Less: Excise duty 4,448 17,899 

Average excise duty 244% 219% 

Net Sales 1,823 8,170 

Total Volumes(Mn. Cases) 19.5 78.5 

IMFL contribution to revenues 75% 100% 

P&A contribution%(Value) 50% 63% 

P&A contribution%(Volumes) 26% 47% 

IMFL contribution to revenues(absolute) 1367 8170 

P&A contribution to revenues(absolute) 684 5147 

P&A Volumes(absolute) 5.1 36.9 

P&A Average realization/case 1348 1395 

Market Cap.(Cr.) 5853 43173 

EBITDA 299 1056.4 

Total Debt 430 3265 

cash and cash eq. 22 120 

EV 6261 46318 

EV/EBITDA 20.9 43.8 

P/E 40.4 74.4 

EBITDA % 15.5% 12.6% 

 

OUTLOOK 

The present focus of the company is to increase the contribution of high margin IMFL 

products in its revenue share and enter the luxury segment of P&A brand portfolio. This 

would further enable the company to improve its margins. The management wants to make 

the company debt-free in couple of years to improve the financial stability and provide 

cushion for further growth.  

10. Comparative Analysis 
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The main challenge for the company would be to capture the market share in due course as 

a lot of foreign competition will enter the market. Proper advertisement and efficient 

distribution network will enable the company to enhance its brand image. The company has 

created its entire brand portfolio organically starting from 1998 by launching various brands 

throughout these years and plans to do so continuously. Recognising customer preferences, 

identifying trends in various states and introducing respective products will enable the 

company to capture market share.          

 


