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i The initiative, called
Signature Startups, will
open co’s resources to

| emerging businesses
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country’s largest liquor company,
plans tofund and mentor startups in
India as part of strategy to streng-
| thenitsbrands.
( The Diageo-controlled company re-
! cently launched ‘Signature Star-
| tups’, a marketing initiative that al-
lowsemergingcompaniestonetwork
.and ideate using USL's resources.
) “Through_this, we will actually
enable and facilitate individuals,
| professionals and entrepreneurs to
convert their passion into a business
idea,” said Amrit Thomas, chief
marketingofficerat USL. “Itcould be
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even getting into angel funding or
settingup anangel fund.”

USL’s Signature Startups is similar
to its British parent company Diage-
0’s accelerator programme, Diageo
Distill, which nurtures and mentors
new and growing spirits brands.
“The Indian venture, however, will
focus on startups across sectors,
Thomas said.

In India, the overall spirits market
has been slowing down, but the pre-

miumsegment hasbucked thetrend,

growingat15-20% every year.

While French beverages giant Per-
nod Ricard’s portfolio is exclusively
focused on the more profitable premi-
um Indian whiskies, dominating the
segment with about 48% market sha-
re, USL has historically been incenti-
vised on volume growth with nearly
150brands, and despite itsoverallmar-
ket dominance, it has fallen behind
Pernod in the premium segment.

However, experts say this could
now change. USL'smixhasimproved
significantly as share of revenue
and volume from the above premium
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Other brands -
Johnnie Walker,
Malt, Black Dog,
Black 69, Royal
Challenge, Mc-

Dowell'sNo 1,
Smirnoff, Bag-
piper and DSP

White Mischief
- will be a part
of the power

t 1 a Marathi movie ‘Guru' and is ]
'aimntly working on a Kannada movie

segment has risen to over 50% com-
pared with 38% in 2012-13.

The company hasrelaunched three
core brands —McDowell’s No 1, Bag-
piperand Signature— which compe-
te with Pernod’s Royal Stag, Imperi-
al Blue and Blenders Pride.

But instead of using traditional
surrogate marketing, the company

brand strategy
in future

want to break the clutter. For instan-
ce, USL has created ‘Bagpiper Pro-
ductions’ to work with production

“housesthatare makingregional con-

tent and are tying up in investing in
movies. “In-film placement is being

~doneanddusted... That’snotamodel

that works. With Bagpiper Produc-
tion, we did the movie ‘Guru’ in Ma-

a " Thomas said.
10SL's biggesttaskww
row its largest brand

sabove prestige portfolio.
astfew years, McDowell's |
market share to Per

ses in two years.
weiss Securities associate di-
‘Abneesh Roy said, “Over the

er. In the premium end, you!
need to build excitement and.
stomer is looking for differen-
_product, either in terms of
gor advertlsmg x
executives, quoting Niel-
1 USL’s premium scotch seg-
s gained 190 basispoints whi-

Jo 1 and Royal Challenge gai-|

0 ps and 90 bps, respectively.



