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International Prune Association
South India Nutrition Campaign 2009

Today’s agenda

Update on India market

IPA Nutrition Campaign – South India

Growing the Market – Future Strategy
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Market Fundamentals

Population Approx. 1.08 
Billion

Consuming 
(Middle) Class

Approx. 200 to 
300 Million(Middle) Class 300 Million

Languages 15 official; More 
than 1,000 
dialects

Polity Vibrant 
Democracy

Religion Various

Food/Taste SignificantFood/Taste 
Pattern

Significant 
variance by 
Region, Religion 
& Ethnicity

Legal 
Framework

Strong & Stable;
WTO Signatory

India: Winds of Change

• Markets opened for imported food products in 
April 2001
C h d t b d d• Consumers have more product, brand and 
quality options

• Disposable incomes increasing among the 
younger population 

• Media revolution has made India a part of the 
global villageglobal village

• Smaller cities becoming mini-metros
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India – Dried Fruits & Nuts

• Size of Indian dried fruit and nut market is 
estimated at around $250 million 
Th d i d f it b k t i I di i il i t• The dried fruit basket in India primarily consists 
of cashews, almonds, pistachios and raisins

• Dried Fruit purchases in India are seasonal: 70-
80% of volume sold during the festive season in 
the winters. 

• Almond consumption in India has been growingAlmond consumption in India has been growing 
at an astounding 25% every year and today the 
country is among the world’s largest importer of 
almonds

Market Situation - Prunes

• Steady imports

• Increasing availability 
in retail

• Getting acceptability 
as an ingredient 

• Media awareness

• Growing set of healthGrowing set of health 
conscious consumers
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Potential for Prunes in India

• India is a huge potential market for bulk Prunes

• Opportunities exist in the following categories

– As an ingredient to be used by the bakery   
and food processing industries 

– As a consumer snack

– As an up market product to be gifted during 
the festive seasonthe festive season

Prune Imports

Total Imports of Prunes (in MT)
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Today’s agenda

Update on India market

IPA Nutrition Campaign – South India

Growing the Market – Future Strategy

We are growing the market in India

2009
Consumer awareness increases

2007

2008
Retail distribution increases
Continuous media outreach
Volumes GROW !

Consumer awareness increases
New brands of prunes imported

2007
Prunes available across major cities
New importers packaging locally
More affordable prices
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Driving consumption with 4 key tactics

1 2

43
Year-round promotions Attention grabbing POS

11

43

Attractive display stands Educating consumers

In-store Promotions
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In-store Promotions

• 100 Promotion 
daysdays

• 50 new retailers 
targeted

• 15,000 consumers 
reached

Nutrition Seminars

Hyderabad
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Nutrition Seminars

Hyderabad

Nutrition Seminars

Bangalore
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Nutrition Seminars

• Nutrition seminars 
held in all 6 targetheld in all 6 target 
cities

• Indirect reach to 
5,000 target 
consumers

PR
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Advertorials

India marketing having material impact

Placements 38 print and onlinep

Circulation 3 million

Reach 32 million

Advertising 
value

$60,000
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2008 campaign results

• The overall increase in retail outlets in South 
India in stocking prunes over the previous year 

9 6%is 49.6% 

• The overall increase in sales of prunes from 
retail outlets in South India is 22% over the 
previous year.

Today’s agenda

Update on India market

IPA Nutrition Campaign – South India

Growing the Market – The Next 3 Years
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The future strategy 
f I di i tfor India is to grow 
through a combined 
trade and marketing 

i

23

campaign

Strategy

• In-store promotions

• Nutrition seminars
Marketing

• Consumer events

PR • Public Relations

• Web

• AdvertorialsAdvertorials

Trade
• Trade Materials

• Trade Shows

• Trade Education seminars
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• Our nutrition 
campaign 

6

Trade Outreach – The missing link

targets the 6 
large cities of 
South India

• Importers and 
wholesale 
market aremarket are 
based in Delhi 
and Mumbai

Trade Tactics

• Development of trade 
materialsmaterials

• Outreach to trade 

• Participation in Aahar –
th l t f d t dthe largest food trade 
show in India
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Thank You


