Sales halve in a year as players large and small aren't able to scale up distribution, which may relegate it to a niche corner at the counter

sagar Malviya

Mumbai: Vodka and tequila have
leftIndia’s once-boisterous gin-
and-tonic party rather shaken and
stirred,

ACovid-era bestseller among
both bar patrons and drawing-
room aficionados, gin and tonichas
seen its paceof sales more than
halve tobelow 4% in 2024, from 4%
a year ago. The pace of decelera-
tion, according tothe latestdata
from industry-tracker IWSR, is
starker when oneconsiders strong
double-digit growth over the past
few years forthe fancied drink,
paced in no small measure by craft
gins that found enviable paironage
with party hosts.

became agin factory with small
distilleries churning out several
brandslike astartup,” said Amar
Sinha, Chief Operating Officer at
Radico Khaitan, which owns

despite the small base, indicating
cocktail-savvy consumers are
experimenting with drinksin-
cluding vodka and tequila.
“When the gin trend started, Goa

Butnow, even Goan craft gins,
including Greater Than, Samsara,
Stranger & Sons, and Short Story,
which starteil thegin revolution
during the pandemic, have slowed

Jaisalmergin.

“Butitisatough business, espe-
cially as you compete with Diageo,
Pernod Ricard, and Radico that
have distribution and marketing
muscle. So their growth got stun-
ted after awhile.”

He added thatgin would have its
shareof backers, butonlyasa
niche premium product. “It cannot
match vodka inscale,” Sinha said.

For many vears, Indianmade
foreign liguor gin brands in the
valuesegment, suchasOriginal
Choice and Blue Riband, domina-
ted the ginmarket in thecountry.
However, over the past few years,
their demand shrank as consu-
merstraded up for pricier brands.
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SUSPECTLOYALTIES
While startups surely helped in popularis-
ing the gin category, consumers of the cat-
egory are quite fickle and easily switch
brands — and even categories — within
white spirits.

“Theginrenaissanceisslowingdownnot
just in India, but globally,” said Sandeep
Arora,director, Spiritual Luxury Living,a
spirits consultancy. “Unlike whisky,
where brands can weave heritage and sto-
ry into the liquid, gin does not have that
same narrative advantage. In India,
brands have also been aggressively push-
ing tequila, and cocktails like the picante
aredriving bar sales.”

But building a scalable gin brand in In-
diaremainsachallenge as craft distillers
struggle with tight margins, limited dis-

tribution reach, and marketing budgets.
In addition, the fickle loyalty of Indian
white spirits consumers means they are
likely to switch between categories and
even between brands.

“Startups helped popularise the gin cate-
gory, no doubt,” Arora said. “But this con-
sumer base isfluid. And right now, tequila
and vodka are simply more in vogue.”

As a result, there has been consolida-
tion in the space. Mainstream compa-
nies, too, have entered the spaceeither by
acquiring startups or launching their
own gin brand.

Forinstance, United Spirits, thecountry’s
largest alcobev company, acquired a stake
in Nao Spirits while Tilaknagar Industries
bought Spaceman Spirits Lab, the owner of
Samsara. Amrut’s Nilgiris gin and Malhar
from John Distilleries are more recent toe
dips into craft gin by major local distillers.



