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Editor’s Note

Let me admit, I am a huge fan of Lists. I use them for 
fun, for learning, for improving productivity and, even, for 
procrastinating stuff. 

I also carefully follow several of the more popular business lists – 
Fortune 500, Inc. 5000, Forbes 400; you get the drift. 

There is no doubt that lists help us make sense of chaos. I 
glanced through several lists today, and each one either gave me 
a new perspective or fresh information.

I enjoyed going through two lists published by the daily 
newspaper Mint. One was a list of “5 New Early Stage VCs in 
India” and their investment philosophies and another was “40 
People Who Matter in the Indian Startup Ecosystem”. (In fact, 
Mukesh Ambani featured in the latter!). 

I also went through Startup Genome’s 2015 list of 20 best startup 
ecosystems in the world. The only city from India that featured 
on this list was Bengaluru; no Mumbai, no Delhi. Among the 
global startup ecosystems, I was surprised there was no Dublin, 
Ireland, one of best emerging startup hubs in Europe.

Can we find gaps in these lists? Of course. In fact, you can 
drastically change, make an argument and modify over 50 per 
cent of any of these lists. We could make an easy argument to 
include Mumbai and Dublin in the Startup Genome List. Mukesh 
Ambani’s Jio allowed India’s richest man to be called a ‘Startup 
Entrepreneur’. It doesn’t take too much to argue against it.  

But why are these lists relevant?  From a reader perspective, 
it gives us ‘easy to grasp’ information in a simple format. It 
was easy for me to jot down the names of the five new VCs in 
town. I made a mental note to schedule interviews with three 
entrepreneurs in Mint’s 40 Who Matter… list. And, I noticed 
Vancouver on the Startup Genome list, so I Googled and read a 
couple of articles about the city’s most exciting startups. 

I say it again – lists are fun, easy-to-grasp, and help us make 
sense of chaotic, unorganized information. 

It is for this reason that we have decided to publish a collection 
of lists in The Smart CEO, in the coming fiscal. 

Of course, our flagship list is Startup50. It is a listing of India’s 
50 best startups, who’ve shown remarkable character and 
progress within five years of founding. Startup50 is a nuanced 
list, carefully put together from a nomination pool of over 250 
ventures, completely decided based on data analytics and a Jury 
Process. 

However, lists like Startup50 are time consuming to arrive at and 
require high-quality data crunching skills, coupled with the time 
commitment from senior entrepreneurs (as jury members). 

But, we realized that the content we produced around Startup50 
helped a lot of readers get an overall sense of India’s startup 
ecosystem. So, we decided that we would publish sector-specific 
lists, that’d not be as rigorous to publish, but would help our 
readers make sense of a sector, through examples. Hence, the 
idea of publishing Fintech35 and F&B20. 

The Smart CEO-Fintech 35 List, which was published in January 
2017, was representative of India’s emerging fintech ecosystem. 
Specifically, it gave our readers a glimpse into the various 
sub-categories within fintech; peer-to-peer lending, wallets, 
bots, SME financing, fraud prevention, financial inclusion-
tech, insurance tech, etc. The list by no means was complete; 
However, a first-hand account of the experiences of 35 fintech 
entrepreneurs was very relevant. 

With the F&B20 list, we hope to do the same. It is a collection 
of 20 narratives from food & beverage entrepreneurs. These 
ventures are at various stages of a company lifecycle – some 
early-stage, some late stage private equity backed, and some 
that have just pivoted to a new business model. Irrespective of 
the details, these 20 stories are sure to give you a perspective 
of what it is to build a food business in our country. And, that’s 
really the goal of our sector lists. 

Hope you enjoy reading the F&B20 Collection. 

Sincerely,
Prem Sivakumaran
(Editor) 

The List 
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THE

COLLECTION
b 20F

Narratives, anecdotes and insights from entrepreneurs at the 
helm of twenty food & beverage startups, each at different 

stages in the company building process.

TEAM SMART CEO

For a layman to understand the growth 
India’s food and beverage market has seen 
in the recent past, all he/she needs to do is 
walk a mile, or walk through an aisle of a 
supermarket to observe the sheer number 
of new restaurants, cafes, bars and retail 
brands that have lodged in streets and 
store shelves. In more numeric terms, as 
numbers projected by the KPMG Report 
on India’s Food Service Industry show, 
the food service market in India stood at 
INR 3.1 trillion in 2016, a number that’s 
set to grow to INR 5 trillion by 2021.  

From millennial-targeted casual dining 
cafes and craft beer alleys to healthy 
snack brands and organic farm products, 
the industry, touted as a sunrise sector, 
is seeing a kind of growth that seems to 
cater to the rising young population’s 
needs, their growing affordable incomes 
and of course, their changing lifestyles. 

Take the healthy snacks brand, Yoga 
Bar, for instance. Realising that today’s 
working population often tends to 
snack on unhealthy food during work 
or travel, the founders have launched 
healthy alternatives, like protein bars 
and snacks with natural ingredients like 
nuts, complex carbs and whole grains, to 
satisfy their food cravings. On the other 
hand, with fine dining taking a back seat 
and consumers from upper middle income 
segments too, seeking an affordable, yet 
upgraded dining experience, restaurateurs 
like Riyaaz Amlani (Impresario Foods) 
and AD Singh (Olive Bar & Kitchen) are 
experimenting with the Indian palate and 
ambience, by opening next-gen cafes like 
Social Offline, and spunk Iranian Cafes 
like Sodabottleopenerwala. 

But, is it all an upward swing?
“Not really,” says Javed Murad, the 

founder of White Owl Brewery. Three 
years into the business, he recalls that 
among the biggest challenges he faced 
was in navigating through regulatory 
hurdles. “It’s not an intuitive learning 
but one that comes with experience. 
Added to this, there are a lot of laws in 
play when you’re setting up a factory 
(microbrewery),” he says. Amlani of 
Impresario Foods and Sumedh Singh 
Mandla of Grover Zampa Vineyards seem 
to share that sentiment. “Apart from a 
lack of regulatory support, each state in 
India has its own policy and several times, 
we decide to stay in a region based on 
viability with regards to functioning under 
set policy,” rues Mandla. 

As we look deeper into these sub-sectors, 
we notice that the regulatory battle finds 
commonality not just with companies in 
the beer and restaurants market, but also 
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with retail organic brands. For example, 
Seema Jindal-Jajodia, the founder of 
Nourish Organic Foods narrates the story 
of a regulatory hurdle that affects raw 
material sourcing for the company. “It’s 
fraught with challenges,” she says, and 
adds, “The local vendors prefer exporting 
raw material to other countries because 
their margins are higher. That means, we 
are forced to source material from outside 
too,” she rues. That being said, she hopes 
that the Government brings in some 
policies that would help producers of nuts 
and seeds (walnut, almonds, raisins etc.) 
supply profitably to the Indian market as 
well.   

A second, more imminent challenge 
companies in this sector seem to face 
is the thinning investor interest in the 
industry. A classic example of this is 
Amlani’s venture Impresario Foods. 
Although the company has been trying 
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to raise external investments from 
2015, its founder points out that the 
lack of exits in the F&B space and the 
tendency of investors to go with the 
tide, makes it difficult for companies to 
raise investments. But, with a growing 
consumer class and smarter food 
entrepreneurs, there is hope that the best is 
yet to come. 

The Other Side Of F&B 
Investments 
That being said, some other sub-sectors 
within F&B, such as beverages, fast food 
and QSR chains and retail products brands 
seem to have got their game right.  A look 
at Venture Intelligence report for FY17 
(Ref. Fig 1) reveals that while the sector 
has seen US $275 million being invested 
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74 AWARDS
3 YEARS

Grover Zampa Vineyards is introducing the world to some of the finest 
products, that are a best expression of the Indian terroir. Its endeavour to 
bring you world-class products, made in India, has yet again received 
international acclaim by winning 17 awards in 2016 and 74 in last 36 months. 
With exports in  over 24 countries, Grover Zampa has carved a niche for itself 
and continues to deliver art in every bottle.

At the First Asian Wine & Spirit Forum and Tasting - The Silk Route, held recently in Beijing, La Réserve won a Gold, while 
Soirée Brut & Vijay Amritraj Reserve Collection Red won Silver. At The Drinks Business Global Sparkling Wine Masters 
2016, Soirée Brut Rosé won a Silver, and at Decanter Asia Wine Awards 2016, Vijay Amritraj Reserve Collection Red, Soirée 

Brut, Soirée Brut Rosé, La Réserve Red and Art Collection Viognier won Bronze.

across 47 deals, the top three investments 
have been bagged by Azure Hospitality, 
Licious and Milk Mantra.  

Amongst companies featured in this 
edition, the which attracted the maximum 
investment (from Venture Capital 
investors) in FY17 was Chai Point (US 
$12.2 million from Eight Roads Ventures, 
Saama Capital & Others). On the Private 
Equity front, in FY 16, Paperboat 
Beverages (Hector Beverages) raised 
Rs. 183 crore in funding led by Belgian 
investor Sofina and China’s Hillhouse 
Capital.

Creating Strong Differentiations 
Despite its drawbacks on the regulatory 
and investment front, the overall 
sentiment seems to be that the opportunity 
in the sector is here for the taking, and 

this is what excited us most about F&B 
in India; that it’s no more about being 
your general next door neighbourhood 
outlet, but about getting deeper into 
understanding consumer nuances 
and building strongly differentiated 
products and spaces that cater to very 
specific needs. Keeping this in mind, 
our companies this edition span across 
the FMCG, Wine & Beer, Beverages, 
Fast Food & QSR, Packaged Foods 
and Internet-First restaurants. And, the 
companies featured include Nourish 
Organics, Milk Mantra, Dropkaffe, White 
Owl, Impresario Foods, Olive Bar & 
Kitchen, Manna Foods, The Bombay 
Canteen and Sattviko. 

The idea behind featuring these 
companies is not to rank them but to 
understand how its founders perceive 

the sector, and how they tackle each and 
every sphere of the business; right from 
operations and finance, to marketing and 
supply chain. 

The F&B20 Collection is sure to give 
you, our reader, multiple perspectives 
of the opportunities that lie in India’s 
food & beverage sector. For us, the most 
exciting aspect, was how focused some 
of the entrepreneurs are. For Prasson 
Gupta of Saatviko, the opportunity 
revolved around the theme of Ayurveda. 
For Dropkaffe’s founders, the inspiration 
was new concepts like breakfast cereal 
smoothies and yogurt smoothies; while 
for the likes of The Bombay Canteen, the 
differentiation revolved around thinking 
of food as a creation of art. Read on… to 
find out more. 
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An Indian afternoon is incomplete without 
the ubiquitous cup of chai; drunk in the 
comfort of one’s home or enjoyed on 
a break from work. On his return from 
the U.S., Amuleek Singh Bijral sensed a 
business opportunity to do with chai, what 
Starbucks did with coffee. He established 
Chai Point (a division of Mountain Trail 
Foods Pvt. Ltd.) in 2010 and, today, the 
company sells over 300,000 cups of chai, 
every single day.  

At present, it runs two verticals, its 
corporate sales (Chai @ Work) and its 
in-store sales and delivery (Chai Point 
Retail). In September 2015, it raised US$ 

Amuleek Singh Bijral started Chai Point as a retail business. Over time, 
the company expanded into serving corporate clients with its ‘Chai 
@ Work’ business unit. In late 2016, the company launched Boxc.in, a 
fresh take on the chai and coffee vending machine at work. 

Divya M. Chandramouli

01

By the end of this fiscal, 
Boxc.in will account for 

nearly 40 per cent of our 
total revenue.

10 million in a round led by Fidelity’s 
proprietary investment arm, Eight Roads 
Ventures, with participation from Saama 
Capital and DSG Consumer Partners 
and a fair portion of this was allocated 
towards strengthening its technology 
platform. 

The machine’s magic
In November 2016, Chai Point did a take 
on the old coffee vending machine by 
launching Boxc.in, an authentic chai and 
filter coffee dispenser, in an effort to gain 
a stronghold over the corporate market. 

Boxc.in took over a year-and-a-half to 

Chai Point’s next bet: 
a better chai and filter coffee 
dispenser for the workplace   

A

bF
SPECIAL

FOUNDER
Amuleek Singh Bijral

YEAR
2010 

INVESTORS

Eight Roads 
Ventures, Saama 
Capital and DSG 
Consumer Partners

CITY

Bengaluru

Snapshot - Chai Point 
(Mountain Trail Foods 

Pvt. Ltd.)
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develop and is an IoT enabled automatic 
dispenser. “The reception has been 
fantastic and while we worked with 
manufacturing partners, the software was 
created in-house,” shares Bijral. While 
the prototype and the initial set of Boxc.
in dispensers were semi-automatic, post 
iteration, the machines are now fully 
automatic. For the corporate consumer, 
you pay for what you drink as there is 
a monthly fee based on consumption. 
For Chai Point, the consumption data is 
available digitally and is integrated with 
technology platform, Shark, enabling 
the company to sharpen its supply chain 
efficiencies to corporate locations. Bijral 
credits ‘Shark’ for being the backbone 
of Chai Point’s omni-channel business 
and the technology team that runs it has 
grown to nearly 20 developers. “By the 
end of this fiscal, Boxc.in will account for 
nearly 40 per cent of our total revenue,” 
says Bijral while adding that this vertical 
has seen a positive response from small, 
medium and large business clients. Not 
just that, Chai Point has taken Boxc.in to 
institutions such as colleges and hospitals 
and will pursue these associations with 
greater intent. 

On a delivery drive
Chai on Call or Chai Point’s delivery arm 
is linked to its retail locations of which it 
has 90, spread over seven cities in India. 
“Our in-store is just as important as our 
other verticals as we want to curate a 

Insights from 
Chai Point   

■
Technology Approach
Shark, Chai Point’s technology 
platform is the back-bone of 
its omni channel business as it 
seamlessly integrates data from 
the corporate, store and delivery 
divisions onto one platform for 
maximum operational efficiency. 

■
Design Approach
Chai Point is very conscious 
about design and consciously 
tries to incorporate elements that 
are unique to a geography in its 
in-store look and feel to create a 
connect with its target audience.

■
Digital Marketing Approach: 
Stories over chai is the company’s 
social media initiative where 
it looks to amplify customer 
interaction at its stores on the 
digital medium. From the couple 
that started dating at Chai Point 
to the office goer who’s there on 
his daily work break, everybody 
gets a mention.

AMULEEK SINGH BIJRAL, FOUNDER-CEO, CHAI POINT (SECOND FROM RIGHT) 

better experience which involves chai 
and food,” says Bijral while adding that 
there are certain contextual elements to 
each geography that the company is keen 
to absorb and showcase as part of its 
brand building. It also looks to maximise 
on its investment at each store location, 
relying on ‘Shark’ to integrate data with 
its delivery personnel and third party 
aggregators at top speed. Even as Chai 
on Call has been growing at annual rate 
of nearly 300 per cent, Bijral notices an 
interesting trend emerging. “Previously, 
Friday used to be our peak delivery day 
but these days, we see that this peak has 
moved to the weekends. We see this as 
an extension of the Chai Point brand 
from work to home, where it has gained 
acceptance,” he says. 

Another catalyst for growth at Chai Point 
has been the mobile application and over 
a span of the next three months, it will 
launch new versions for both Android 
and Apple. Bijral states that the company 
spends conservatively on customer 
acquisition and one of its mainstays in 
customer retention apart from experience 
is its loyalty programme – ‘Prioritea’. 
“There are  over 4,00,000 people involved 
in this programme and we add anywhere 
between 25,000 to 35,000 per month 
through walk-ins or delivery,” he adds. 

As Bijral talks about the future, he is clear 
that building the right team and setting 

the correct tone in terms of operations 
will help Chai Point realise its potential 
as a business. “We are not far away from 
the Rs. 100 crore mark,” he says, with 
the same care and caution he has taken to 
nurture his company thus far. 
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We need partners 
for the long haul, who 
understand our vision 

and are willing to wait to 
see the results

The market is filled with dairy products, 
but mostly, flavoured milk, lassi and 
yoghurt.  When Lakshmi Dasaka, 
Chaitanya Chitta, Rakshit Kejriwal and 
Amar Yashlaha decided that they wanted 
to start a new venture in 2015, they 
wanted to do it in the food and beverages 
segment. They realized that there is a 
latent market for more dairy options 
that are convenient, healthy and easily 
available.

“I have studied and worked abroad, and 
traveled extensively. There the consumers 
have different options in beverages, some 
of which can even be a whole meal in 
itself,” explains Chitta. India is one of 
the largest dairy consumers, but has very 
limited choice. Therefore, this seemed like 
a wonderful opportunity that attracted the 
young Turks.

Learning from the Past
This was not their first venture, having 
run a tech-enabled education firm that was 
probably ahead of its times. “The problem 

we sought to address did exist, but the 
market was not ripe for it,” explains 
Chitta. This also gave them one business 
insight – do not try to create a demand, 
but meet the demand. The second lesson 
was that building the brand was just as 
important; and the third, that it should be 
unit economics positive. 

So one of the first things the company 
did was to take steps to assess the market 
need. The easiest way was to go online, 
as it gives room for learning, while offline 
is more expensive and complicated. 

02

FOUNDERS

Lakshmi Dasaka, 
Chaitanya Chitta, 
Rakshit Kejriwal and 
Amar Yashlaha

FOUNDED IN

2015

FOCUS

DAIRY-based 
Beverages

FUNDED BY

Seed and pre Series 
A from individual 
investors

Snapshot - Dropkaffe

bF
SPECIAL

The founders of Dropkaffe decided to launch an FMCG company, after 
a failed education tech venture. But, it is the key learnings from the first 

stint that is coming in handy, as Chaitanya Chitta and his co-founders 
build Dropkaffe with the goal of launching several new dairy-based 
beverages (like yogurt smoothie, cold brewed coffee and breakfast 

smoothies) into the market. 

S Meera

Growth Story-backed 
Dropkaffe aims to make 

a mark in the diary-based 
beverages segment 
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LAKSHMI DASAKA & CHAITANYA CHITTA, FOUNDERS, 
DROPKAFFE

So they created an online beverage-
ordering platform called Dropkaffe, 
allowing Bangaloreans to order coffee 
varieties and milk shakes online, to be 
delivered at their office/homes. In the 
next nine to ten months, with 7,500 
people showing interest and 500 orders a 
day, it encouraged the four to take their 
business idea seriously and Dropkaffe 
decided to use the learnings from the 
early experiment to create its products 
and streamline operations for a brick and 
mortar business.

The Retail Route
Some of the key focus areas in the last 
six to seven months has been to make 
the product, its packaging and shelf-
life better. Today, Goodness! brand of 
beverages are available in 100 retail 
outlets, supermarkets and hypermarkets, 
and offers a range of products – beverages 
in different flavours, smoothies, 
breakfast in a bottle, snack in a bottle 
and cold brewed coffee. The aim is to 
become a household name and meet 
the requirements of every member of 
the family. It has introduced protein 
shakes at disruptive price points due to 
its innovative management of the supply 
chain, that has enabled it to cut costs.

Dropkaffe has also launched an 
e-commerce site with the facility to ship 
anywhere within the country. Like its 
online presence in the early days, the idea 
is to understand demand in different cities 
and go with a brick and mortar business 
where the demand is high. 

Insights from 
Dropkaffe
Marketing Launch: For proof 
of concept, Dropkaffe started 
an online beverage ordering 
app. This helped it understand 
its market and plan its products 
and scale up accordingly. For 
expanding to other states too, 
the company has launched an 
e-commerce platform to assess 
demand from different regions 
and plan its next move based on 
that.

Product Development: While 
there is a market for dairy 
products, not much variety is 
available in the Indian markets. 
Dropkaffe calls it latent demand 
and creates products based on 
customer requirement.

Brand Building: Brand building 
must go hand in hand with 
product and market development, 
and Dropkaffe aims to capture 
not just the shelf space but mind 
space through various brand 
building activities.

Funding and Team
Dropkaffe had raised 
US $300,000 in seed 
funding, led by Manish 
Singhal, Silicon Valley-
based fund P39 Capital, 
and other angels based 
out of India, U.S., 
and Singapore. It has 
subsequently received 
US $550,000 in pre-
Series round from 
GrowthStory, Apurva 
Salapuria of Calcutta 
Angels, Kanwaljit 

Singh of Fireside Ventures, 
Hitesh Oberoi of Naukri.com, Sidharth 
Pansari of Primac Group and Nirupa 
Shankar from Brigade Group. The funding 
will be used to ramp up production, on 
marketing, and team building.

Chitta agrees that investment is a 
challenge but that it has the potential to 
be the next ‘Amul’. “We need partners for 
the long haul, who share and understand 
our vision and are willing to wait to see 
the results.”

In the initial days, building the team had 
been a challenge, and it was a learning 
phase for Dropkaffe. But now, it attracts 
talent from the FMCG industry, and looks 
not only for experience and qualifications, 
but also for people who want to drive, and 
those who have entrepreneurial dreams. 
Dropkaffe assures them of the experience 
they need to independently manage their 
portfolios that will help them run their 
companies later. “Since we cannot match 
the industry standards for remuneration at 
this stage, we are offering ESOPs. It may 
take three to four years, but they will see 
growth,” Chitta says confidently.   

Currently, it has a 26-strong team and 
aims to scale this up to over 100 before 
the end of the year. The company also 
hopes to identify two more cities in the 
south to establish base, based on its 
e-commerce demand.

In the next three years, the company 
expects to achieve a topline of Rs 100 
crore, be present in five to six cities and, 

most importantly, become a household 
brand. 

As for competition, he welcomes it. “It 
helps in establishing the category and 
is healthy for the industry,” says Chitta. 
The beverage market alone in India 
is expected to be Rs 5,000 crore. And 
with the carbonated drinks market also 
shrinking, dairy is expected to benefit and 
has a potential to grow to Rs 25,000 crore. 
And additionally, there is a latent market 
demand that also offers Dropkaffe a huge 
potential for growth.
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More than 30 per 
cent Indians skip their 
breakfast, and 72 per 
cent urban working 

professionals in India 
have junk food due to 

busy schedules and lack 
of time

A meal replacement 
shake for busy 
professionals 

Saurabh Garg and Anurag Kedia, co-founders of The Four 
Fountain Spa, spotted an opportunity to launch a new food 
category for the Indian market. Driven by research, the duo 
launched myDaily, a meal replacement shake filled with macro 
and micronutrients and fibre. And, Amazon’s Launchpad 
program gave the brand some early traction.  
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Who wouldn’t be familiar with the 
malady of skipping meals due to a busy 
work schedule, or grabbing junk food on 
the go to fill the stomach before entering 
a meeting? “We as entrepreneurs and 
busy working professionals realised that 
due to our tight schedule and lack of time 
on lot of occasions, we ended up eating 
junk food or skipping breakfast or lunch. 
This used to play havoc with our health,” 
points out Saurabh Garg, co-Founder 
myDaily Meal.

This prompted him and co-founder 
Anurag Kedia (who also run Fulcrum 
Venture India-backed Four Fountains 
Spa) to start a project to solve the 
problem by developing its product, a meal 
replacement shake that was healthy and 

W
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SAURABH GARG, CO-FOUNDER, MYDAILY.
COM

could be ready in one minute, anytime, 
anywhere. A small research team with a 
scientist and a formulator decoded the 
Recommended Dietary Allowance for 
Indians by Indian Council of Medical 
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PROMOTED BY

Anurag Kedia, 
Saurabh Garg

STARTED IN

2016

FOCUS

Healthy meal plan

FUNDING

Bootstrapped

Snapshot - myDaily MealResearch, to arrive at the exact ratios of 
Macronutrients (Proteins, Fats and Carbs), 
Micronutrients (Minerals and Vitamins) 
and Fibre. 

The next step was to work with 
completely safe food ingredients approved 
by FSSAI. “It took us hundreds of 
iterations and around a year to get the 
product right,” says Garg. The company 
launched three flavours - Chocolate, 
Neutral and Vanilla, comes in a powder 
form and can be consumed by adding 
water and shaking it. It is free of transfats, 
has no extra calories, no preservatives and 
no added colours. It provides 21g protein, 
25 essential minerals and vitamins, 13g 
fibre, low glycaemic index and keeps one 
full for 4-5 hours.

On Amazon Launchpad
The product was made available in the 
market through www.myDailymeal.
com and also on Amazon.in. Soon it 
was shortlisted to the Amazon’s Global 
Program for Startups called Launchpad, 
which helps innovative product startups 
to find consumers online. Amazon 
Launchpad gives a small startup a level 
playing field with large companies that 
have huge sales. “So, we get a similar 
content page on Amazon that a company 
like Unilever or Nestle may have and 
are able to communicate the entire value 
proposition to the consumers properly, 
with even a video. Amazon team also 
works closely with us on the marketing 
and promotions plan,” explains he.

Since then, the products have also been 
launched at Godrej Nature’s Basket and 
Hypercity. Now the company is looking to 
take it to the next level.

As a next step, myDaily would be 
working with the Amazon team to build 
more consumer friendly offerings such as 
monthly subscriptions, enabling monthly 
grocery purchase and more. “Amazon 
Launchpad also gives us a chance to 
launch in  markets like the US and UK, 
which we would be exploring,” Garg 
adds.

Insights from myDaily
Product Approach: Triggered by a need to have a quick-to-eat healthy 

meal on a busy day, myDailyMeal launched stir and shake meal solutions 
with the prescribed nutrients for a healthy Indian.

Marketing Approach: Thanks to Amazon’s Launchpad, myDaily Meal 
products get level playing field when compared to products from a 

Nestle or Unilever and also international exposure.

Value Add Approach: Seeing the demand for the product amongst 
those trying to fight obesity, myDaily Meal also provides free diet 

consultation and plans to release products to address this category.

Product roadmap
Apart from the busy professional, 
myDaily also found demand from 
people looking to manage weight. 
So the company launched a free Diet 
Consultation program that one can take 
online or on Phone/WhatsApp. “Diet is 
the most important factor in managing 
weight. Diet is 70% and exercise is 30% 
contribution towards your goal,” explains 
Garg. 

As it was an instant hit, with queries 
pouring in every day, myDaily now plans 
to develop more products including 
healthy meals and snacks that will help 
people lose weight in a healthy and 
natural way.

Addressing a Weighty Problem
Says Garg, “More than 30 per cent Indians 
skip their breakfast, and 72 per cent urban 
working professionals in India have junk 
food due to busy schedules and lack of 
time.” According to a recent National 
Family Health Survey’s decennial study, 
more than 31 per cent urban Indian 
women and 26 per cent urban Indian men 
are overweight and the obesity rate is 
growing fast. “We believe that myDaily is 
going to play an important part in helping 
people have a healthy meal. Along with 
the free diet consultations, we would 
be an important part of this growing 
epidemic of urban India becoming 
overweight,” he adds.
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The passion for aam pana drove the 
founders of Paper Boat (a brand 
manufactured by Hector Beverages) away 
from the functional drinks market into 
the traditional Indian beverages segment. 
This was in 2012; today, the brand is at 
the cusp of replicating this success with 
an Indian snacks line, having recently 
introduced its own chikki. As Neeraj 
Kakkar, CEO, Hector Beverages, says, 
it’s going to be a busy 2017 with the 

Hector Beverages started with the vision of selling functional energy 
drinks for the Indian audience. Quickly, it pivoted to launch Indian 

beverages like aam pana and panakam. Now, the company is gearing 
up for its next transformation and expanding its product mix to include 

snacks like chikki, 500 ml and 1L packs of its drinks, even as the 
company ramps up its distribution.   

Divya M. Chandramouli
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Many of our customers 
have been asking us to 
launch bigger packs as 
they are easy to carry 

and store at home. We 
took their advice and 

introduced 500ml packs a 
few months ago and now 
we are going the whole 

hog to promote and 
distribute six of our drinks 

in shiny new 1 litre tetra 
packs

Paper Boat takes on 
international competition 

by presenting an Indian 
alternative

T
company ramping up its product lines 
and strengthening its distribution. A part 
of its Series-C raised in 2015 (Rs. 183 
crore in funding led by Belgian investor 
Sofina and China’s Hillhouse Capital) was 
used towards bettering distribution and 
introducing new flavours. 

At present, Paper Boat offers 15 beverage 
flavours and has direct distribution in six 
Indian cities and for the rest of India, it is 
in a strategic distribution partnership with 
Indo Nissin Foods Ltd. which has a reach 
of over 200 cities in India. “Distribution 
continues to be a big challenge for us, as 
some of our products are region specific. 
We are working on spreading out to 
newer territories and the remotest of areas 
by building on our distribution,” says 
Kakkar. In the recent times, the company 
has thrived on its institutional association, 
especially with airlines. At present, 
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NEERAJ KAKKAR, CEO, HECTOR 
BEVERAGES

FOUNDERS
Neeraj Kakkar, 
Neeraj Biyani

YEAR
2012 

INVESTORS
Sofina, Hillhouse Capital, 

Catamaran Ventures, 
Footprint Ventures and 

Sequoia Capital

CITY
Gurgaon

Snapshot - Hector Beverages 

Insights from 
Paper Boat   

Idea Approach: At Paper Boat, 
memories created in the nooks 
and crannies of India inspire new 
flavours. The company is open to 
suggestions from customers and 
employees alike and works with 
those that are feasible.  

Marketing Approach: : Everything 
from the name Paper Boat to the 
tagline, ‘drinks and memories’ 
drives home Indian nostalgia. 
There is a conscious effort to 
stay consistent to the message 
irrespective of the medium used 
while telling the Indian story. 

Distribution Approach: As Paper 
Boat’s product range is vast and 
some offerings are region specific, 
it uses a mix of direct distribution 
and a partnership with Indo Nissin 
Foods Ltd. which has a reach in 
over 200 cities. 

it is working on developing a similar 
relationship with the Indian Railways and 
Canteen Stores Departments across India.

Creating new memories
At Paper Boat, the ideation behind the 
newest beverage flavours, panakam, 
neer more and thandai, stemmed from 
customers and employees at various levels 
within the organisation.  The company 
began with a plant in Manesar and as 
demand grew, it added another in Mysore 
in 2015 and its current overall production 
capacity stands at 600 bottles per minute. 
This has helped Paper Boat add to its 
product offering in terms of doing special 
edition beverages and introducing new 
flavours at a fair clip. This, despite 
Kakkar’s assertion that it takes nearly two 
years to bottle or as the company does it, 
dolypack a new flavour. It doesn’t always 
get it right but as its track record has 
shown, Paper Boat has recognised when 
a flavour doesn’t receive a favourable 
response and culled production in a timely 
manner.

Keeping in line with embracing customer 
requests, Kakkar shares that the company 
is looking to launch larger packs. “Many 
of our customers have been asking us to 

launch bigger packs as they are easy to 
carry and store at home. We took their 
advice and introduced 500ml packs a few 
months ago and now we are going the 
whole hog to promote and distribute six 
of our drinks in shiny new 1 litre tetra 
packs,” he adds.

Connecting with consumers
One of the driving forces behind Paper 
Boat’s success in the Indian market has 
been its strong advertising, effectively 
communicating its message of ‘drinks 
and memories’ across both digital and 
mass media. A part of its investments thus 
far, “We are dabbling in new ways to tell 
stories,” says Kakkar, while sharing that 
the company recently released a short-film 
as a tribute to the Indian railways, which 
received great reviews on social media. 
Paper Boat also published its first ever 
book, Half Pants, Full Pants, a collection 
of short stories by Anand Suspi, about a 
little boy growing up in sleepy Shimoga, 
to bring back the joy of reading. Then, 
there’s the upcoming television campaign 
during summer for its aamras flavour. 
Whatever the campaign or medium, the 
message is consistent; Paper Boat tries to 
provide easy access to age-old memories 
in the most contemporary fashion. 
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On the face of it, it is very difficult 
to convince meat eaters to switch to 
vegetarianism or even include more 
vegetables into their daily diet. This 
came to mind while I was watching 
the documentary, Forks over Knives 
which explores the possibility of people 
changing their diet from animal-based 
to plant-based food, to eliminate life-
threatening diseases. “We’re at a tipping 
point because people have started 
questioning why we’re eating non-organic 
food at all,” quips Ashmeet Kapoor, 
founder of the Delhi/ NCR based organic 
food retail brand, I Say Organic. 

Making Organic the Norm 
After graduating with a degree in 

After spending six months learning organic farming in rural India, its 
founder Ashmeet Kapoor has setup ‘I Say Organic’ to make India take 
further steps towards healthy living, on one hand, and to improve 
livelihoods of farmers, on the other 

Vibhuti Jaswal 

05

In spite of the price 
difference between 

organic food and 
chemically treated 

vegetables, demand 
for organic food is at 

its highest in India. For 
example, the country 

produced around 1.35 
million MT of certified 

organic products in 2015-
16 and the market is 

growing at 25 to 30 per 
cent at present

‘I Say Organic’ 
Is Capitalizing On The Growing 
Indian Sentiment For Organic Food 

FOUNDER
Ashmeet Kapoor 

YEAR
 2012

PRODUCT REACH

120 orders a day online 
through a single retail 
outlet 

REVENUE TARGET

Rs. 12 crore in FY18

Snapshot - I Say 
Organic 
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Entrepreneurship from Brown University, 
Kapoor actively started thinking about 
what resonated with him. Upon his return 
to India, he spent six months traveling 
across rural India and learning organic 
farming. It was during this period that 
he realized that there was a dire need 
to improve livelihoods for farmers. 
He decided that in the field of social-
environmental impact and sustainability 
lay his calling. 

I Say Organic started in 2012 with a focus 
on making organic food a norm. “We 
currently collaborate with over 1,000 
organic farmers across India, to ensure 
that the right stock is available through 
the year”, explains Kapoor. 

While Indians may be having an eye on 
what goes into their palates, they are still 
far away from taking organic consumption 
on par with non-organic food, owing 
to challenges of price, accessibility 
and availability. For example, today, 
mangoes are available during winter 
and strawberries in summer because 
pesticides and chemical-based farming 
has created an abundance in the market. 
As Kapoor says, people have lost touch 
with what seasonality is because of the 
‘always-available’ marketplace that we 
live in. “Moreover, when it comes to 
organic food, the handling costs are high; 
farmers demand a premium because they 
are smart enough to know that the market 
commands a certain price,” he notes. 

Insights from I 
Say Organic 

■
Distribution Approach: 
While the brand initially setup 
an exclusive retail outlet in 
Select City Walk Mall in New 
Delhi; it soon realized that it 
wasn’t the most viable location 
for customers to go grocery 
shopping. It shut down the 
outlet and soon opened a 
retail outlet (its only outlet) in 
Gurgaon, close to a cluster of 
25,000-30,000 apartments. 

■
Funding Approach: 
While the investment landscape 
maybe changing in the country 
with investors now looking 
beyond 20x growth numbers 
and going after solid business 
models, the company is 
confident that the time is right 
for them to seek funding.

ASHMEET KAPOOR, FOUNDER, 
I SAY ORGANIC

In spite of the price difference between 
organic food and chemically treated 
vegetables, demand for organic food is 
at its highest in India. For example, the 
country produced around 1.35 million MT 
of certified organic products in 2015-16 
and the market is growing at 25 to 30 per 
cent at present. “There is an awareness 
building among a small section of people 
about the benefits of organic food and 
this sentiment is spreading rapidly,” notes 
Kapoor. 

The Organic Farm to Table Model
Since founding, I Say Organic has been 
taking measures to educate customers 
about the benefits of going organic and 
helping farmers switch to growing organic 
produce. Although, making organic food 
more accessible, consistent in quality and 
affordable has not been easy for the brand, 
Kapoor is confident of their progress in 
the months to come. “We’re currently 
hitting 120 orders a day on our website 
alone, with additional sales coming in 
from our Gurgaon outlet. In the coming 
year, we should be able to accelerate 
our online sales by at least three times”, 
says Kapoor. “We also plan to add more 
outlets, expand to newer geographies in 
the coming months and eventually home 
delivery, as well,” he adds. In terms of 
growth, the company clocked revenues of 
Rs.4 crore this financial year and it aims 
to reach Rs. 12 crore by next year. 

One visit to their office and 20-tonne-
strong cold storage space in Okhla (New 
Delhi) reveals that timely delivery of 
orders, hygiene and segregation of spoilt 
produce is key to its functioning. “We 
have over 200 products on offer and the 
average basket size is Rs. 1,000,” shares 
Kapoor, while we’re on a tour of the 
office space.

As we wrap up the interview, Kapoor 
says, “I am convinced that organic will be 
part of our future. Awareness levels are 
going up, farming techniques are evolving 
to ensure no reduction in yield and, most 
importantly, the consumer are willing to 
pay a little more to go the organic route.” 
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One could simply say, Riyaaz Amlani, 
of Smoke House Deli and Social Offline 
fame, has seen the night and day of 
restaurant businesses in India. When 
we spoke to him two years ago, he 
had put quite succinctly that his era of 
entrepreneurs would see Indians eat out 
more than 15 times a month. But ask him 
today what the industry is like, and he’ll 
prophesise immediately of a ‘second wave 
of dining’ setting in. So, what’s the second 
wave all about? “Around 1999, India saw 
a fine dining wave wherein the cream of 
the society was given access to quality 
food, whereas the upper middle class was 
still alien to such quality offerings. Then 

Over the last 16 years, Impresario’s Riyaaz Amlani has launched a series 
of restaurant brands and formats. Amlani’s forte has been his ability to 
spot emerging consumer trends and marry that with an exciting, fun, 
eating out experience. Amlani’s next bet is on what he calls the second 
wave of dining… Read on. 

Madhumita Prabhakar 
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Amlani seems to have 
a knack of charming 
customers into his 
restaurants. During 

New Year’s, last year, he 
introduced the Rs. 31 
‘Mitron Shot’ wherein 
every time the Prime 

Minister, in his hour-long 
address, used the word 

‘Mitron’, customers could 
claim a beer or shot at 

just Rs. 31

came casual dining and QSR, which made 
quality food accessible for the middle and 
the base segment (by offering affordable 
casual dining). Now, this segment wants 
to upgrade; and this we call the second 

What is the 
second wave of dining all about?

O
RIYAAZ AMLANI, CEO AND 

MANAGING DIRECTOR, IMPRESARIO 
ENTERTAINMENT & HOSPITALITY 

PVT. LTD

wave,” he elaborates. 

Riding the Wave 
Having started out as a shoe retailer, 
Amlani set foot into the Indian restaurant 
business in 2001, with his low-margin, 
high volume café model, Mocha.  The 
idea back then was quite simple; to create 
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The Impresario Journey a place where people could spend quality 
time lounging around. Operating at an 
average cost per cover of Rs. 250, the 
outlets saw a table turnover of 4.5. Then, 
as the coffee space became too cluttered 
with multiple brands setting shop, he 
turned to fine dining with the high-margin, 
low-volume café model, Salt Water Café. 
However, this model, which operated on 
an average APC of Rs. 1,500 and a table 
turnover of one, soon saw closure because 
of a string of challenges on the leasing 
front. “We decided to shut this down 
and play the middle ground with Smoke 
House Grill in Greater Kailash, in Delhi, 
re-named as Stone Water Grill, in Pune,” 
he adds. 

The Investment Climate 
So far, Impresario has raised two rounds 
of funding; one in 2008, to the tune of 
Rs. 25 crore, from Beacon India Private 
Equity and the second in August 2011, of 
Rs. 40 crore, from Mirah Hospitality, the 
company behind brands like Khandani 
Rajdhani and Manchester United Café. 
During the same period, existing investor, 
Beacon India Private Equity, also upped 
its stake in the company by investing a 
further Rs. 8 crore. 

In 2015, while Impresario was in talks 
to raise private equity funding, it didn’t 
happen because of reluctance from 
investors, especially in the F&B sector. 
“But with some restaurant chains filing 
to go public, we hope that the investor 
interest in this market will revive,” says 
Amlani. 

Tackling Regulatory Battles 
For this President of National Restaurant 
Association of India (NRAI), while the 
challenge earlier was in identifying prime 
real estate and retaining talent into the 
company, Amlani indicates that today the 
company has started looking at property 
on its own merit. “Earlier, restaurant 
businesses used to compete on two fronts; 
real estate, and labour. To tackle this, we’d 
entered into a collusive oligopoly model,” 
he indicates. For example, Impresario 
partnered with Mirah Hospitality to 
occupy big spaces at prime locations in 
India, thus securing a discount on the land 

Smoke House 

Deli

Mocha

The Tasting Room

SHRoom

Finale

Social

Stone Water Grill Salt Water Grill

del Italia

Le Kebabiere

Salt Water Café

Prithvi Café

Smoke House Room Smoke House Grill

The Donut Company

rate, and in turn, setting up a range of 
eateries on the owner’s property. “Margins 
are anyway pressurised. So, earlier, it 
made sense for restaurant groups that 
complement each other, to work together. 
That way, the real-estate costs would 
come down, the labour market would be 
managed, and the overall input cost would 
reduce,” he says. 

That being said, the challenge today, 
has however evolved to tackling 
overregulation in the industry. “There 
is a lack of clarity in regulations, they 
change State to State, and there is a lot of 
corruption too, in the industry,” he admits 
openly. The restaurateur believes that a lot 
of its margins get strained because of this 

and their growth is curtailed. 

In the past two and a half years, while 
the restaurateur has setup 20 restaurants, 
his focus currently lies on his millennial 
brand, Social, a co-working space and 
bar now present as 16 outlets in three 
cities including Bengaluru, Mumbai and 
Delhi. “Social is particularly targeted at 
the young population which wants to eat 
out a lot but spend wisely on it,” adds 
he. His game plan for the chain is quite 
clear; he wants to expand the brand to 18 
more outlets and enter three more cities; 
Kolkata, Pune and Chandigarh this year, 
taking the overall count to 40 in the next 
couple of years. 
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We don’t have a big R&D 
budget, but encourage 

new ideas that can 
be converted into a 

product. Mango Dahi is 
one example of how we 
identified a product just 
through simple ideation

Chronicling Milk 
Mantra’s growth 
strategy

In the next one year, Milk Mantra aims to fund its expansion in 
the East, and grow organically and inorganically in places such 
Kolkata, Raipur, Jamshedpur, and Ranchi. Once the brand is 
established, the company aims to go pan-India. Its key weapon: 
its network of 45,000 farmers, from whom it sources milk under 
its ‘ethical milk sourcing’ scheme. 

Milk Mantra, a dairy company, raised 
its fourth round of funding from Neev 
Fund, and also had participation from its 
existing investors Eight Roads Ventures 
and Aavishkaar. With this, the company 
hopes to fund its expansion in the East, 
have a strategic presence in Kolkata and 
grow organically and inorganically in 
the next twelve months, in places such 
Kolkata, Raipur, Jamshedpur, and Ranchi.
 
Since last speaking to The Smart CEO 
team in 2015, the company now has two 
production facilities – one in the East and 
the other in West Odisha. It also has a 
contract manufacturing unit in Kolkata. 

The company’s team too has expanded 
from 500 to 1200, and has 45,000 farmers 
in its network through who it sources milk 
under its ‘Ethical Milk Sourcing’ plan.

The company is now focused on building 
its product portfolio, and is developing 
a milk shake using curcumin – an active 
turmeric agent and the first of its kind. 
Apart from this, the company also has 

M
S Meera
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SRIKUMAR MISRA, FOUNDER & CEO,
MILK MANTRA

ready-to-consume dairy products under 
the Milk Moo brand, such as mishti dahi, 
to which mango dahi is going to be added. 
Litchi lassi is yet another introduction that 
is slated to hit the market soon.

“We don’t have a big R&D budget, but 
we always encourage new ideas that can 
be converted into a product,” explains 
Srikumar Misra, Founder, MD and CEO. 
Not only are employees encouraged 
to share ideas, but it is a collaborative 
process, where even vendors and partners 
contribute to the product development 
process with inputs.

The company also believes in investing 
more on product, packaging and 
convenience to keep an edge over 
competition rather than mere brand 
building. Its ethical sourcing program 
has enabled it to build customer trust and 
loyalty as it is centered around the theme 
of purity. But over and above that, Milk 
Mantra also uses digital media effectively 
to connect to its customers.

“With scale, challenge of execution 

FOUNDER

Srikumar Misra

YEAR

2009

FUNDED BY

Series D from Neev Fund, 
Eight Roads Ventures and 

Aavishkaar

USP

Dairy processing 
company

Snapshot -Milk Mantra

becomes amplified especially in fresh 
dairy, where reaching customers on time 
is critical,” Misra points out. Therefore, 
supply chain management, logistics and 
warehousing processes also become 
important and as the company seeks 
to expand base, the second challenge 
would be of replicating its success across 
regions.

But Misra and Milk Mantra are ready for 
the challenge and in three years, he hopes 
to see Milky Moo as the leading fresh 
dairy brand in the country. Once the brand 
is established, the next step would be to 
go pan-India, says the founder. 

Insights from Milk Mantra 
Product development Approach: All stakeholders and partners contribute 
ideas, which are then developed based on feasibility and appeal. The idea 

is to create a larger pool of dairy products.

Ethical Sourcing Approach: The mainstay of Milk Mantra’s dairy business is 
sourcing milk ethically from farmers. The company has 45,000 farmers in its 

network and is expanding.

Marketing Approach Approach: Building its brand on the theme of 
purity, Milk Mantra is also active in leveraging the digital media to build its 

reputation. It has established an office in Kolkata to further expand its reach 
in the east.
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DIFFUSING DIGITAL HEALTH INNOVATION ACROSS 
INDIA

HITLAB® is a healthcare innovation lab 
that helps leading organizations ideate, 
create, evaluate, and diffuse technology-
based solutions to improve the quality and 
accessibility of healthcare worldwide. 

Its approach is unique: using scientific, 
multidisciplinary methods, HITLAB 
effectively investigates digital health 
research and implementation questions, 
providing stakeholders from all sectors of 
the healthcare system with technology-
based solutions that address global health 
challenges.

Results have been remarkable. Founded 
in New York City, HITLAB’s impact 
has been widespread, helping to launch 
innovations that have transformed 
healthcare for hundreds of thousands in 
diverse circumstances.

Efforts in India have been particularly 
noteworthy. HITLAB’s Executive 
Director, Nishita Rai, PhD, explains, 
“HITLAB has been working in India since 
2006. During that time, we’ve witnessed 
a tremendous increase in healthcare 
innovation, driven by the desire to address 
challenges in the region.”

HITLAB has encouraged entrepreneurs 
here to develop original solutions to 
pressing healthcare needs; it has held 
regular competitions, known as the 
HITLAB World Cup: India, to advance 
the best ideas. Recently, it combined the 
HITLAB World Cup with the HITLAB 
Innovators Summit: India, a conference 
offering a series of carefully curated talks, 
panels, and collaboration opportunities to 
engage the most creative minds in health 
and technology. 

Rai says, “Both the HITLAB World Cup 
and the HITLAB Innovators Summit held 
in India exemplify our commitment to 

accelerate the diffusion of digital health 
impact. We intend to fortify innovation 
here as well as provide a world stage for 
inventions that emerge from the country. 
Our hope is that the many brilliant 
entrepreneurs in India will take advantage 
of our events to share ideas, obtain 
feedback, and disseminate their inventions 
to benefit the community.”

The 2017 competition and Summit 
were held February 16-17 at the Indian 
Institute of Technology, Delhi. The 
HITLAB World Cup: India featured five 
exceptional start-ups from across India:  
Health Vectors, eKincare, Apcegen, 
Zeolr Technologies, and Wide Heart 
Solutions. (Boston Scientific was the 
Visionary Sponsor of the Summit, in 
compliance with its policies; Healthquad 
sponsored the HITLAB World Cup: India, 
with mentorship support from Quadria 
Capital.)

Health Vectors was named Grand Prize 
Winner; its personal health analytics 
engine provides both patients and industry 
stakeholders with hyper-personal, 
actionable insights the company hopes 
will help eradicate chronic disease. 
eKincare was runner-up.
Rai says the Summit and World Cup never 
fail to inspire participants. “Thought 

leaders provide expert guidance, 
entrepreneurs provide fresh ideas, and 
everyone appreciates the chance to 
interact. Enthusiasm is palpable.”

HITLAB remains determined to 
address healthcare problems in India 
with collaborative, creative methods. 
Rai believes “…these events provide 
outstanding opportunities to increase 
healthcare productivity, affordability, 
and accessibility. Exceptional solutions 
emerge that have meaningful, even 
dramatic, effects on patient and population 
health.”

HITLAB is committed to India long-
term. It is developing an ecosystem of 
doctors, physicians, medical device 
companies, government agencies, 
non-profit organizations, startups, and 
individual researchers and innovators 
throughout the region. This ecosystem 
will encourage the development of high 
quality healthcare innovations in the years 
ahead. The organization is particularly 
interested in connecting institutions and 
thought leaders across India to nurture 
students and entrepreneurs on healthcare 
innovations, since this upcoming 
generation’s ideas will significantly 
transform the healthcare sector.
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“We wanted to cater to customers 
who were looking for good craft beer 
in India, which we typically get from 
microbreweries only,” recalls Anuj 
Kuswah. When he realised that the 
demand for it was growing, he launched 
India’s first craft beer brand ‘Witlinger’, 
in bottles, under the stables of Kaama 
Breweries. The beer was initially 
launched in 2014 in draughts (kegs) to 
test the market. After almost a year of 
test marketing, in 2016, Kaama started 
importing and selling the Witlinger 
Wheat Ale beer from Witlinger UK. This 
particular brew has over 130 years of 
traditional brewing heritage, knowledge 
and expertise. 

What started with 1,500 cases a month 
increased to close to 10,000 cases in 
March 2017. “However, over the next 
couple of months we are planning to 
start brewing the product in the India,” 
says he. The company has tied up with a 

Kaama Breweries, which imports Witlinger brand of beer from U.K., 
plans to start brewing it in India shortly under the close watch of the 

UK-based master brewer, Bill Dobson

Poornima Kavlekar

08 

Over the next couple of 
months the company is 

planning to start brewing 
the beer in the India. It 

has tied up with a brewer 
in Raipur for this and will 
be bringing in the master 
brewer, Bill Dobson, from 

Witlinger UK, to brew 
in India and maintain 
consistency in taste

brewer in Raipur for the same and will be 
bringing the master brewer, Bill Dobson, 
from Witlinger UK, to brew it in India 
to ensure quality. “When we import, the 
distribution is restricted because of the 

UK’s Witlinger will now be 
brewed in India
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ANUJ KUSHWAH, MANAGING 
DIRECTOR AND FOUNDER, KAAMA 

BREWERIES PVT. LTD

customs duty. But when it is brewed in 
India, it’s easy to distribute the product,” 
states Kuswah. He expects the overall 
business to increase by four times once 
this happens. To help in this growth, it 
plans to increase its team size to 70 from 
the current 45.  

Understanding the India Market 
Craft Beer is a niche segment in India 
and is seeing demand and presence in 
only select markets, particularly metros. 
And, Witlinger has launched two variants, 
Witlinger Wheat Ale and Witlinger Lager; 
available at Rs. 150 and Rs. 160 per 
bottle in Delhi and Mumbai respectively. 
With a strong presence in Delhi and 
Goa, the company plans to reach out to 

Insights from Witlinger 
Product development Approach: Owing to customs duty causing 

restricted import and therefore distribution, over the next couple of 
months, the company plans to start brewing the UK-based beer in the India. 

For this, it has tied up with a brewer in Raipur. 

Market Development Approach: With a strong presence in Delhi and Goa, 
the company plans to reach out to Mumbai, Bangalore, Chennai, Pune, and 

Chandigarh markets in 2017.

Marketing Approach: Since alcohol cannot be advertised openly, the 
company relies on trade discounts, promotions and support events. 

Mumbai, Bangalore, Chennai, Pune, and 
Chandigarh markets in 2017.

“We cannot advertise alcohol in India, 
so we’re focussing on trade discounts, 
promotions and support events,” states 
Kuswah. The company is running a 
promotion on its new initiative called 
Nowrolling – rolling the bottle before it 
is served. “Since Witlinger wheat beer 
is unfiltered, we need to roll the bottle 
before it is served. This also gives a good 
aroma to the beer,” he explains. 

Becoming The Market Leader in 
Craft Beer 
To aid growth, the company is planning 
to raise another round of funds in the next 

couple of months, to be used for trade 
discounts and promotions. In 2016, it 
raised close to US $1.4 million from Amit 
Anand and Jasmeet Singh Marwah. 

The market size for beer in India is about 
320 million cases a year, out of which 
craft beer is less than one per cent and 
this number is only expected to increase. 
According to Kuswah, what’s driving 
demand for this brew is the taste of 
craft beer which is much better than a 
commercially brewed beer. “Given that 
we have the first mover advantage, we 
would like to become the number one 
craft beer maker in the market in the 
next three years,” says Kuswah on a 
concluding note. 

FOUNDER
Anuj Kuswah

YEAR
 2014

CONCEPT
Brews craft beer

FUNDING

Raised US $1.4 million from 
Amit Anand and Jasmeet Singh 

Marwah

Snapshot - Kaama Breweries
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All our ingredients offer 
health benefits and 

are completely natural 
with no additives or 

preservatives, which is 
our main differentiator 

when compared to other 
brands in the market

Yoga Bar Wants To Become 
The Go-To Brand for 
Healthy Snacking  

Yoga Bar aims to change your snacking habit to a healthy one. 
Founded by sisters – Anindita and Suhasini – the company 
currently sells snack bars and protein bars that use all natural 
ingredients like nuts, seeds, complex carbs and whole grains and 
no preservatives. POORNIMA KAVLEKAR

The Sampath sisters, Anindita and 
Suhasini, have been yoga practitioners 
for more than 16 years now and it has 
become a way of life for them. “It is very 
fundamental to the way we do things and 
helps us live in the present. It is a natural 
form of fitness,” explains Suhasini. The 
sisters have extended their belief of what 
yoga means and have made it the very 
foundation of their entrepreneurial venture 
– to do things in its original form. In 2015, 
the sisters set up their own venture called 
Yoga Bar, an energy snack bar made from 
natural ingredients. The very philosophy 
of their brand of bars is that it is made out 

of natural ingredients and is very healthy. 

During their travel and work stints and 
not to forget their daily lives, the founders 
observed that people don’t have healthy 
snacking habits. “One makes unhealthy 
choices when they feel hungry and snack 
between their meals,” says Suhasini, 
COO of the company. This apart, a lot 

T

09

of products available in the market are 
not very transparent when it comes to 
ingredients, most of which are not natural. 
This not only adds to the rising population 
of people with diseases like diabetes but 
also adds to lifestyle related issues like 
obesity. 

Incorporated with angel funds and bank 
loans, the company has seen a steady 
growth in its numbers. While it started 
with supplying to 10 retail stores, the 
snack bars are now present in almost 
800 stores across India. “We have seen a 
steady rise in the number of consumers 
and have observed that people are making 
it a habit. Those who were taking one or 
two bars a month are now consuming 12 
to 15,” says Suhasini. 

Keeping It Natural 
For Yoga Bar, its ingredients are its 
main strength. Its snack bars have whole 
grains and complex carbs, seeds, nuts and 
protein boost while its protein bars have 
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ANINDITA SAMPATH AND SUHASINI SAMPATH, 
FOUNDERS, YOGA BAR

complete protein, probiotic fiber, omega 
3S and healthy fats. “All our ingredients 
offer health benefits and are completely 
natural with no additives or preservatives, 
which is our main differentiator when 
compared to other brands in the market,” 
stresses Anindita. 

The company sources its raw materials 
from farmers across the country. It has 
worked for over a year to set up the 
supply chain. 

Customer Conversions 
“We want to change everyone’s snacking 
habit,” stresses Suhasini. The co-founder 
reckons the age group of their customers 
to be around 25 years to 40 years, 
especially those who are trying to make 
that switch from eating chocolates to 
something more healthy.  The company 
does not spend big bucks on advertising 
and is largely dependent on word-of-
mouth marketing. It has gradually made 
an entry into social media marketing over 
the last two to three months.

The Yoga Bar 
Approach    
Key USP: 
Its ingredients are its main 
strength and all its ingredients 
offer health benefits and are 
completely natural with no 
additives or preservatives.

Target Customers: 
Those who are trying to make that 
switch from eating chocolates to 
something more healthy.   

Marketing Strategy: 
The company does not spend 
big bucks on advertising and 
is largely dependent on word-
of-mouth. Over the last 2 or 3 
months, social media marketing 
has started. 

Assigning Clear Roles  
The founders made a clear differentiation 
in their roles. Anindita setup the 
manufacturing plant, which has the 
capacity to manufacture a million bars a 
month and is in-charge of branding and 
marketing. She recalls, “Designing these 
machines and getting it custom made took 
almost six months.” And, Suhasini takes 
care of the finances and distribution.   The 
snack bars are now available across 800 
retail stores in the country and she expects 
this number to increase going forward.  
Currently, the products are present in 
stores like Food world, Spencer’s, Nilgiris 
and Nature’s Basket, to name a few, in 
addition to being available on Flipkart and 
Amazon. 

FOUNDERS
Suhasini Sampath and 

Anindita Sampath

YEAR
 2015

CONCEPT
Manufactures and 
sells energy health 

bars

FUNDING

Backed by angels and 
bank loans

Snapshot - Yoga Bar

Building The Go-To Health Brand 
“We will continue to make sure that our 
products remain honest with high quality 
natural ingredients which is the crucial 
success factor for a company like ours,” 
states Suhasini. The founders believe that 
other factors like distribution are easy to 
implement once the right product is in 
place. 

The company plans to have a whole host 
of product lines targeted specifically at the 
Indian population. “We want to be the go-
to company for people wanting to snack 
healthy and we will have dedicated space 
in the retailer’s shelf for healthy food,” 
says Anindita, on a concluding note. 
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When Seema Jindal-Jajodia founded 
Nourish Organic Foods in 2009, it was 
a time when the term ‘organic’ was still 
finding its footing in the Indian diaspora. 
Although it caught the attention of many, 
there was still scepticism about what kind 
of organic food to buy, lack of awareness 
around seasonal fruits and vegetables, and 
of course, the high costs associated with 
organic products. While earlier, the brand 
overcame this by interacting more with 
its customers through online and offline 
channels, the focus was still on serving a 
niche clientele. Today, of course, Nourish 

Prior to founding Nourish Organics, Seema Jindal-Jajodia worked with 
her family business’ CSR arm, focusing on the needs of special children. 
But several personal experiences, led her to start-up a venture that’d 
enable healthy eating. She launched Nourish Organics with a line-up of 
products that included Amaranth Muesli, Active Flax Seeds, Sunflower 
seeds, Almond Buckwheat Cookies and Banana Oat Bars. Today, she’s 
gearing up to rapidly build a mass market consumer product.  

Madhumita Prabhakar 
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Nourish Organic’s plant 
is setup in Manesar 
(Haryana), where its 

collection of 34 products 
from health bars to 
breakfast cereals is 

packaged. 

is gearing up to go mainstream. As 
Jajodia says, “Earlier, these products were 
available only in select stores. But now, 
with organic becoming a buzzword, the 
term has found appeal among the mass 
markets too. It’s a good sign, because 
it indicates more opportunities for us to 
grow.”

From Niche to Mass Market: 
Nourish Organic’s Strategy 
for FY 2017-18 

W FOUNDER
Seema Jindal-Jajodia 

YEAR OF 
INCORPORATION
 2009

PRODUCT REACH
350 multi-brand retail 
outlets across 15 cities

REVENUE TARGET
Rs. 6 crore in FY18

Snapshot - Nourish 
Organic Foods 
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SEEMA JINDAL-JAJODIA, FOUNDER, NOURISH ORGANIC FOODS 

A Renewed Growth Strategy
While the core proposition for Nourish; 
that of providing organic, healthy food 
has remained constant, the brand has 
seen several changes in its approach 
to marketing, distribution and product 
development, over the years. 

For example, earlier, while Jajodia 
initially setup a retail store format 
in New Delhi to increase the brand’s 
presence, she realised over time that 
placing her products in modern multi-
brand retail stores would be a better 
strategy. “Customers don’t want to 
take to single brand retail stores; they 
want more options. Within these stores, 
we might explore a store within store 
model,” notes she. Accordingly, today, 
Nourish’s products are available across 
350 category-A outlets and speciality 
formats in 15 cities including New Delhi, 
Gurugram, Mumbai, Bengaluru, Chennai, 
Kolkata, Gujarat and parts of Rajasthan. 

On the distribution front, while the 
brand began by initially importing from 
Holland, when Jajodia realised that 
quality raw materials (including raisins, 
almonds and walnut) were available 
in India, she started sourcing locally 
too.  “The sourcing part is fraught with 

challenges. The local vendors prefer 
exporting it to other countries because 
their margins are higher. That means, we 
are forced to source material from outside 
too,” she explains. 

With a single manufacturing plant 
setup in Manesar (Haryana), Nourish 
currently sells 34 varieties of its breakfast 
cereals, cookies, health bars, seeds and 
nuts, and snacks and crackers. Product 
development, at the company, takes 
about a year, with the products tested 
for shelf life, nutrition and taste, and 
trials conducted at the stores to receive 
customers’ feedback before they are 
marketed. “We’ve also changed the 
packaging; we’ve reduced plastic 
consumption and also automated the 
packaging process, which was earlier 
handmade,” she adds. The company has 
also introduced new products into the 
market, such as oats granola, protein bars 
and unprocessed chocolate products. 
“These are all my recipes, so the taste 
becomes a unique differentiator,” she 
points out. 

Marketing It Right 
Priced at between Rs. 55 to Rs. 400, the 
products at Nourish are typically marketed 
through tasting sessions and partnerships 

Insights from 
Nourish  
Distribution Approach: 
While the brand initially setup 
exclusive retail outlets in New 
Delhi to sell its products, it soon 
took to distributing in multi-
brand retail outlets realising 
that customers want access to 
more options when purchasing 
products. 

Product Development 
Approach:
With each recipe created by 
Jajodia, the process takes about 
a year, with the products tested 
for shelf life, nutrition and taste 
analysis, and trials at the stores 
to receive customers’ feedback 
before they are marketed.

Marketing Approach: 
While the early days was about 
creating awareness about 
organic food through social 
media channels, the brand is now 
taking to tasting sessions and 
partnerships at sports-related 
events to market its products. 

at sports-related events, which see a 
higher footfall of health conscious 
customers. These activities, Jajodia 
believes, will help the company touch 
revenues of Rs. 6 crore in FY18. “We’re 
not looking at raising external capital 
either, although we’ve been approached 
by investors. We might consider it once 
we cross the revenue mark for FY18,” she 
adds, lucidly. With her offline and online 
(Amazon Launch Pad) sales strategy set, 
along with a proven product mix, Jajodia 
seems geared up for the company’s next 
phase of growth. 
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That life comes a full circle couldn’t 
be truer, especially for restaurateur AD 
Singh. When Singh made his first foray 
into the industry in 1990, he began by 
investing Rs. 50,000 in a standalone 
coffee and dessert concept inside an 
Iranian Café. It was called Just Desserts. 
Today, close to three decades later, 
that seemed to have paid off, for his 
new concept Sodabottleopenerwala, a 
quintessential Bombay Irani café and bar 
is already bustling with energy on most 
days in Bengaluru, Delhi and Mumbai. 

Restaurateur and MD of Olive Bar & Kitchen, AD Singh, believes India is 
now seeing a casual, affordable dining wave and he wants to capitalise 

on this by offering quality service at an average price for two ranging 
from Rs. 600 to Rs. 1,000 (including alcohol). To implement this well, 

Singh is nurturing chef-entrepreneurs and delivering ESOPs, much like 
in the technology business. 

Madhumita Prabhakar 
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Some of my chefs, Manu 
Chandra and Chetan 
Rampal, were getting 
blank cheques from 

others. So, we had to 
arrive at a model where 
they would be given an 
opportunity to create 

their own brand, as 
subsidiary companies, 

within the group
- On the origin of Monkey Bar and 

Fatty Bao

Why Is AD Singh Dabbling 
in the Affordable Dining 

Space? 

T
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AD SINGH, MANAGING DIRECTOR, 
OLIVE BAR & KITCHEN PVT LTD 

FOUNDER
AD Singh 

INVESTORS 
Aditya Birla PE 

FIVE YEAR PLAN
Setup 100 restaurants in 

10 cities 

CURRENT 
REACH

30 restaurants 
across 7 cities

Snapshot - Olive Bar & Kitchen Pvt Ltd 

So, what’s his trade secret in keeping this 
momentum going with his customers? “As 
cliché as it sounds, it’s sheer hard work,” 
he notes and adds, “As a team, we always 
work on improving our menu, keeping an 
ear on the ground to listen to what people 
want, what is the market tending towards 
and of course, some research studies to 
support our stand.” 

The Casual Dining Wave
The restaurant scene in India today has 
taken a drastic turn, with invitations to 
new launches crowding mailboxes almost 
every week. But, gone are the days when 
fine dining was the norm. As Singh points 
out, the country is tending towards a 
casual, affordable dining space and that 
is where he wants to be. While Olive 
Bar & Kitchen, born in 2000, catered 
to a fine dining model, with the average 
price for two ranging from Rs. 1, 500 
to Rs. 2,000, he now wants to further 
capitalise on restaurants, such as Olive 
Bar, Sodabottleopenerwala and Monkey 
Bar, which will serve for two (including 
alcohol) at Rs. 600 to Rs. 1,000. “The 
Indian market is growing at a rapid 
pace, and there is particularly a huge 
opportunity in the casual dining space. We 
believe our strength lies in creating good 
quality restaurants and bars which are 
approachable and affordable, especially 
for the youth,” he states. 

Clichéd 
yet Critical 
Lessons for 
Foodpreneuers 

•	 Customer is king. They are 
the ones who keep you in 
business. 

•	 Success comes from hard 
work. 

•	 Always focus on profitability
•	 Build good teams around you 

and empower them 
•	 Be fair to everybody in your 

marketplace. 

But this opportunity comes with its fair 
share of challenges. Key among them 
being, having its best Chefs being taken 
away by others. In fact, the origin of Fatty 
Bao and Monkey Bar could be traced 
to one such incident. As Singh narrates, 
“Some of my chefs, Manu Chandra 
and Chetan Rampal, were getting blank 
cheques from others. So, we had to arrive 
at a model where they would be given an 
opportunity to create their own brand, as 
subsidiary companies, within the group.” 
A second strategy it adopts to retain 
talent is offer ESOPs, typically like in 
the IT industry. Singh adds that this has 
also helped attract new talent into the 
company. “And lastly, we always lookout 
for our team and help them grow, so that 
in turn they help the business grow. We 
believe we can create a career path for 
them for life,” he notes and adds that there 
are employees who have been with the 
company for 10 to 15 years now. 

Taking the Organic Approach to 
Growth
With Aditya Birla PE, which had invested 
US $10 million in the business in 2012, 
seeking an exit from the venture, Singh 
reveals that the company plans to rely on 
accruals for the time period, to expand its 
presence. “We want to grow our existing 
brands through the organic route. In the 
coming years, we may either consolidate 

with other companies or look at public 
markets to help us grow. We will plan 
this with our future investors,” adds he. 
With 30 restaurants setup across seven 
cities, the goal now for Singh is to take 
this number to 100 in 10 cities in the next 
five years, and continue to dabble in the 
affordable dining space, before a new 
wave of eating out hits the market. 



38  • The Smart CEO  |  March 2017

When Ovenfresh made a foray into the 
Indian bakery segment, its founder, Rajiv 
Subramaniam was clear that the brand 
would focus on two aspects; delivering 
quality food, customer experience and 
ambience at affordable prices, and 
building a national presence for the brand. 
While the former has and continues to 
bring in the bucks for the business, the 
latter took a pivot when Subramaniam 
learnt some key lessons on choosing 
profitability and sustainability over rapid 
expansion. “While our earlier goal was 

While Ubiquitous Foods was founded in 2008 with an initial focus on 
Ovenfresh, its offline bakery chain, it eventually tapped the online 

space in 2015, with bulk ordering platform, Eatfresh. Today, the brand 
follows an omni-channel approach to growth and wants to completely 

saturate Bengaluru and Chennai market before expanding further.  

Madhumita Prabhakar 
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In 2014, while Ubiquitous 
Foods had plans of 

setting up 150 Ovenfresh 
outlets across the metros, 

it pivoted its strategy to 
instead set up as many 

outlets in its existing 
markets, Bengaluru and 
Chennai. The belief was; 
taking the slow approach 

to expansion is a more 
optimal route, especially 
with profitability as a key 

metric.

to go pan-India, we realised that there is 
a great deal more to tap in our existing 
markets; Bengaluru and Chennai, and 
taking the slow approach to expansion 
is a more optimal route, especially with 
profitability as a key metric,” he opines. 

A lot has changed in the Ubiquitous Foods 
subsidiary brand since it was founded 
in 2008. Initially, to carve a niche for 
itself in the unorganised bakery segment, 
it setup outlets in IT parks and office 
complexes. Once it reached the 30 mark in 
Bengaluru and Chennai, it began foraying 
into the residential retail space, where it 
setup two outlet formats; a 100 sq.ft to 
200 sq.ft kiosk, and a 600 sq.ft to 1,000 
sq.ft café format. “Our investors, Kalaari 
Capital, played a key role in steering our 
expansion into this space. Having earlier 
invested in retail businesses like MedPlus, 
they had a better idea about how we 
can capitalise on this strategy,” recalls 
Subramaniam. While the parent brand first 

Why the Ovenfresh founder 
favours profitability & 

sustainability over rapid 
growth 

W
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RAJIV SUBRAMANIAM, FOUNDER, 
OVENFRESH 

raised an undisclosed amount of external 
capital from Kalaari in 2013, it received 
a Series B again, to the tune of US $10 
million, from its existing investor and 
Sequoia Capital in 2014. 

The second round was channelized 
towards its Internet-first restaurant brand, 
EatFresh. 

Scalability Factor in Foodtech
Eatfresh was initially modelled around 
offering a daily changing menu to 
consumers, with chefs making beverages, 
salads and meals from the brand-owned 
commercial kitchens, while the entire 
process from procurement to last mile 
delivery would also be managed by the 
team. “However, our learning from this 
was, while we could achieve fixed scale 
at its peak, the fundamental economics 
of this business was not yet robust in the 
Indian context,” he explains. Meaning, 
within six months, while the business was 
delivering up to 3,000 meals a day, the 
cost of distribution and marketing worked 
out quite high. 

As a result, by end of 2016, the company 
rejigged its model to focus on its offline 
brand, Ovenfresh, with the online brand, 
Eatfresh, catering only to bulk orders 
such as corporate events and parties. 
“We realised that there is still a huge 
opportunity for offline retail businesses 

FOUNDER
Rajiv Subramaniam

YEAR
 2008

IMPACT
65 Ovenfresh outlets in 
Bengaluru and Chennai 

INVESTORS
Kalaari Capital and 

Sequoia Capital

Snapshot - Ubiquitous Foods 

to grow. Ovenfresh itself, right from its 
first outlet to the current, 65th outlet, 
has been able to maintain the same level 
of output and profitability,” he states. 
While currently 95 per cent of its current 
profits come from the offline business, 
Subramaniam is pursuing an omni-
channel model, with the long term in 
mind.

Growing In Existing Markets 
Even today, the brand spends a meagre 
portion of its money on marketing. 
The belief is that; while marketing can 
generate higher footfalls into the business, 
recording repeat business and recurring 
customers is possible only through quality 
of food and service. “Eventually, the 
product needs to speak for the brand,” he 
adds. 

Setting aside his earlier plans of seeking 
rapid growth, Subramaniam now calmly 
states that the brand will look to further 
penetrate into Bengaluru and Chennai 
before exploring other markets. “I’m 
not saying that we won’t enter into the 
traditional big cities. But, with the focus 
now on profitability and a steady growth, 
we want to completely saturate a market 
before expanding further. Instead of 
looking at 100 to 150 outlets pan India, 
we want to create the same amount of 
presence in these two cities in the coming 
years,” he says on a concluding note. 

Insights from 
Ovenfresh  

The Market Entry Approach: 
While the bakery segment was 
unorganised when we came in, 
we carved a niche by setting up 
centres in corporate offices and 
IT Parks, and later expanded 
into residential areas, central to 
both our target customers and 
corporate offices. 

Marketing Approach: 
The product should speak for the 
brand. While marketing spends 
can generate higher footfalls into 
your outlets, customers come 
back only for quality of food and 
service.

Scaling Approach:
 If profitability and sustainability 
is your key metric, take a slow 
approach to growth. Saturate a 
market before you expand into 
newer ones. 
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Anuj Rakyan, who has experience in 
investment banking and branding, is 
also an avid sportsperson, having played 
tennis for his university in the U.S. After 
his return to India, when he injured his 
back while playing football for his club, 
surgery was recommended but he decided 
not to take that route, instead preferring 
Yoga and diet. “Though I was always diet 
conscious, having been active in sports 
right since I was 5, I started realizing 
that food was not just for nourishing but 
repairing the body too,” explains Rakyan. 
Making his own juice, fixing his own 
meals, watching what he ate and how it 
healed his body was a journey in itself.

13

We use what is called 
HPP or high pressure 
pascalisation where 
pressure instead of 

heat is used to remove 
bacteria, and then it is 

sterile packed in vacuum 
environment to ensure 

shelf life

Once, compelled to pick up a packaged 
juice in the airport, he realized they were 
not what they claimed to be. It took him 
but a day to decide that instead of working 
in an industry that did not excite him, he 
would rather do something that made a 
difference. He sold everything but the 
shirt on his back, moved back to his 
parents’ house, and began the journey to 

The Cold Press Forward 

Raw Pressery, a company that reaches fresh, healthy cold-pressed 
juice to customers, has grown by over 100 percent in the last two 
years. Over the next three years, it aims to touch Rs. 300 crore 
in revenue by continuing its focus on the domestic and Middle 
Eastern markets. The company’s underlying vision: products that 
are ‘all good, no bad’. S Meera

A
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ANUJ RAKYAN, MANAGING DIRECTOR, 
RAW PRESSERY

Snapshot - Raw Presseryreach fresh, healthy juice to customers in 
2013.

Glass by Glass
In the initial days, Rakyan went to 
the vegetable market in Mumbai to 
understand seasonal fruits, how to select 
the best and their nutritional benefits. 
He sold the juice to the health-conscious 
crowd walking on Marine Drive, went 
with the dabbawallahs for door delivery 
and then started getting orders through 
friends and relatives.

In three years, the company now has 160 
employees, and is present in 12 cities at 
1000 points of sale. In April this year, it 
will also be releasing in the Middle East 
– in UAE, to be followed by Saudi Arabia 
and Bahrain within the next six months. 
Going forward, the company will be 
focusing on strengthening its presence in 
the existing markets rather than spreading 
wide.

Raw Pressery, based in Mumbai, uses 
cold press technology to make juice and 
variants such as smoothies, soups and 
recently added nut milk (almond milk), 
assuring customers of sterilized and at 
the same time nutritious products without 
added additives and preservatives. “We 
use what is called HPP or high pressure 
pascalisation where pressure instead 
of heat is used to remove bacteria, 
and then it is sterile packed in vacuum 
environment to ensure shelf life,” explains 
he.  ‘All good, no bad’ is the underlying 
philosophy of the company that defines 
the quality of the product as well as of the 
culture at the organization that stresses on 
quality at every level.

A Growing Market
Raw Pressery, which raised Rs 30.8 
crore in Series B funding from Saama 
Capital, DSG Consumer Partners and 
existing investor Sequoia Capital, 
believes that cold pressed juice is the 
future and expects competition to pick 
up. “Currently, most fresh juice vendors 
are focused on local markets. Larger 
companies are more rigid because of their 
very size and driven more by their supply 
chain requirements,” points out Rakyan. 

Being small, Raw Pressery is driven more 
by customer needs, he adds. He welcomes 
competition as it will help grow the 
market.

Pricing too is a strategic decision that 
factors in the traditional Indian wariness 
to high cost and the current willingness to 
pay for quality and health. “We started by 
identifying and selling to influencers and 
the high end of the market, and now are 
moving to the middle of the pyramid,” he 
adds.

The company grew at 120 per cent in the 
first year, 130 per cent in the second year, 
and is projecting a growth of 100 per cent 
this year. In the next three years, it expects 
to touch Rs 300 crores in annual revenues. 

FOUNDED BY

Anuj Rakyan

FOUNDED IN

2013

FOCUS

Cold pressed fruit juices 
and related products

FUNDED BY

Saama Capital, DSG 
Consumer Partners and 

Sequoia Capital

Insights from Raw Pressery  
Product Development: To deliver what is promised – health and safe juices 

without additives and preservatives. Using the pascalization method, the 
company uses cold press technology to apply pressure and sterilize its 

products without destroying the nutrients.

Market Development: Currently cold pressed products are available only 
locally. Raw Pressery has innovated on packaging to increase shelf life, and 

SCM to ensure timely delivery of its products for optimum shelf life.

Reach: The company will develop the markets it is present in currently but 
is also looking to expand in the Middle East shortly.
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For Yash Bhanage and Sameer Seth, 
founding partners at The Bombay 
Canteen (Hunger Inc.), the idea of setting 
up a business in the Indian food and 
beverage space lingered on, despite the 
two working elsewhere, in the U.S. and 
Singapore, respectively. In the period 
between 2012 and 2015, the idea went 
from germination to careful execution 
as the duo roped in Top Chef Masters’ 
winner Floyd Cardoz to establish The 
Bombay Canteen (TBC) in Lower Parel, 
Mumbai. The restaurant has several stand 
out features; an India-inspired menu 
which puts a twist on the traditional, 

With its twist on what’s traditional and its emphasis on sourcing and 
eating local, The Bombay Canteen has earned a loyal patronage that 

has helped the restaurant turn profitable in under two years  

Divya M. Chandramouli

14

We encourage our staff 
to understand the stories 

behind the food being 
created and tastings are 
a part of the line up. This 
helps them translate the 
same to our guests and 

the passion for what we do 
comes through

seasonal changes to the menu based on 
sourcing the freshest local produce, 4,000 
sq. ft of space that is designed to meet 
varying dining needs, all at a reasonable 
price point. Little wonder then that its 
reception has been nothing short of 
fantastic and in a span of two years, the 
restaurant which was set up on a capital of 
a little over Rs. 3 crore, is profitable.

Coming home for more
At TBC, the food is unpretentious and 
as Seth puts it, “We are constantly in the 
process of reimagining Indian comfort 
food.” So, there’s a playful take on 
some old favourites from the nooks and 
crannies of India and in bringing these to 
the table, the founders are very conscious 
of working with local produce that is 
fresh. “When we started, all we had access 
to was cheese from Amul and that’s 
what we used. Recently, we have begun 
sourcing locally made cheese from Sikkim 
and Kashmir,” reveals Seth. The trick 
with local sourcing is that the produce 
is seasonal and in keeping with that, 
TBC’s menu has seen over eight seasonal 
changes, a first in Indian fine dining. 

When you think fine dining, you certainly 
aren’t expecting hors d’oeuvres at a price 
point of Rs. 60, but that’s just what the 
‘chintus’ or the restaurant’s spin on bar 
snacks, are priced at. Even the fancy 
cocktails are attractively priced and that’s 

Food is an emotion at The 
Bombay Canteen 

F
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SAMEER SETH, PARTNER-CEO, THE 
BOMBAY CANTEEN (HUNGER INC.)

FOUNDERS
Sameer Seth, Yash 

Bhanage, Floyd 
Cardoz

YEAR
 2015

FOCUS
A modern twist on 

traditional Indian fare

CITY
Mumbai

Snapshot - The Bombay Canteen (Hunger Inc.) 

as refreshing as it gets. Seth insists it’s the 
food that keeps people coming back for 
much more, but the pricing does help the 
restaurant maintain a repeat percentage of 
over 45 per cent. 

In the finer details
When TBC first opened doors, it struggled 
with capturing data and processing the 
same to its benefit. “When we opened, 
we took down reservations on Microsoft 
Excel and the lack of data continuity was 
one of our biggest pain points. We’ve 
spent the last two years partnering with 
technology providers and ironing out 
our systems and processes to ensure a 
much better capture of data,” explains 
Seth. The restaurant was one of the first 
in Mumbai to adopt Zomato Book (table 
and reservation model), nine months into 
operation. It has also recently launched a 
gifting solution by way of a card called 
The Canteen Card (with a minimum 
top up of Rs. 500) that allows guests 
to redeem their gift card at any meal, 
any day of the week. Seth shares that 
as the restaurant grows in patronage, it 
will make substantial efforts to better its 
technology but will mostly look to work 
with partners in this regard. 

An area where TBC’s management spends 
considerable time and effort is in training 
its staff. In the restaurant business, there 
exists a line up and typically, in India, 

Insights from 
The Bombay 
Canteen  
Local Approach: At TBC, 
sourcing fresh local produce is 
a top priority. The company has 
recently hired a partner to better 
its supply chain and ensure that 
seasonal produce is highlighted 
in its menus that change as the 
seasons do.

Marketing Approach: TBC is very 
aggressive about its social media 
driving patronage. Its marketing 
initiatives are centred around 
generating interesting content 
based on the stories behind the 
food that is created in its kitchen.

Retention Approach: The 
company takes pride in the 
fact that since it commenced 
operations in 2015, its 
management has stayed on board. 
It is constantly working on finding 
newer ways to reward employees 
and spends a considerable 
amount of time and effort on 
training its staff.

the line up is where staff go through a 
grooming check and are briefed about 
service for the day. What the founders 
brought to the line up at TBC is what they 
had experienced in markets such as New 
York and Singapore. “We encourage our 
staff to understand the stories behind the 
food being created and tastings are a part 
of the line up. This helps them translate 
the same to our guests and the passion for 
what we do comes through. We also get 
them to use technology to look up guest 
preferences so our service is seamless,” 
explains Seth. 

At present, TBC is just at one location 
and the founders believe in a slow yet 
steady approach to growth. “India is not a 
homogenous nation and being successful 
in one geography is no guarantee that the 
same format will succeed in another,” says 
Seth. The founding restaurateurs believe 
that their young company is yet to build 
the operational and cultural bandwidth to 
scale to newer geographies. The challenge 
of building a stable supply chain is work 
in progress at TBC and the company has 
hired a partner to better this aspect of its 
business. “Franchising is not an option 
for us as we’re not looking to build a 
template business,” concludes Seth while 
pressing upon the fact that at The Bombay 
Canteen, the emotion you feel when it 
comes to your food is everything. 



44  • The Smart CEO  |  March 2017

In 2012, Kaushal Dugar cracked the code 
to bringing fine Indian tea to India and 
the rest of the world. His formula was to 
compress the process of sourcing, quality 
control and cold storage in less than 48 
hours which protects the freshness of 
the finest tea against factors like heat, 
moisture and oxidation. By getting rid of 
intermediaries, Dugar was also looking to 
introduce the stodgy Indian tea industry to 
a new way of doing business.

Even as Dugar knew he was onto 
something, he experimented with business 
formats before finally establishing brand 
Teabox (operated by parent company 

Teabox, founded by Kaushal Dugar, is as much a supply chain company as it is a tea 
leaf brand. The company has built a robust sourcing process, by partnering with 
150 tea growers in India and Nepal. On the consumer side, the company ships 
premium tea leaves to over 110 countries. Its India business is picking up too, and 
currently contributes to 10 per cent of total revenues. 

Divya M. Chandramouli

15

To be recognised by a big 
player like Tata is a real 
achievement for us. His 

backing will inspire the tea 
industry to be accepting 
of newer ideas to revive 

business

Asian Teaxpress). The company runs an 
online platform that sells fine tea priced 
anywhere between Rs. 5,000 to over 
a lakh for a kilogramme. Three years 
hence, the company has shipped tea (to 
serve close to 40 million cups) to over 
110 countries world over. What’s more, 
Ratan Tata has recognised the company’s 
promise and invested an undisclosed sum 
in 2016. “To be recognised by a veteran 
like Mr. Tata is a real achievement for us. 
His backing will inspire the tea industry 
to be accepting of newer ideas to revive 
business,” says Dugar. In 2015, Teabox 

Teabox brings 
a systemic change to the tea industry with a deep 
focus on quality and supply chain efficiency 

I
KAUSHAL DUGAR, FOUNDER-CEO, 

TEABOX (ASIAN TEAXPRESS)
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received its Series-A of over US$ 6 
million in a round led by JAFCO Asia.

Locking in freshness
Teabox holds the freshness of tea closest 
to its heart and essentially, the company 
plans its growth in such a manner that 
the tea’s freshness is never adversely 
impacted. “One of our most recent 
additions has been the nitrogen flush 
vacuum tea bag which preserves the 
freshness and quality of the tea,” says 
Dugar while adding that this process is 
patent pending.  

For Dugar and his team, communicating 
the benefits, both in terms of taste and 
health, of fresh tea is an area of immense 
focus. “Tea is a commodity that must 
be treated like fresh produce, and when 
it is unacceptable to consume fruits and 
vegetables that are as old as nine months, 
how is tea any different?” questions 
Dugar. One of the ways of reaching out 
and allowing its target audience to sample 
the difference is by conducting tasting 
sessions, which the company conducts 
frequently. 

That apart, Teabox has also ventured 
into offline collaborations at two of 
Hilton’s properties and opened a retail 
location called Cinnamon in Bengaluru. 
“We are exploring an option to feature 
at Singapore’s Changi airport in the very 
near future,” shares Dugar. In line with its 
more aggressive approach to visibility, the 

FOUNDER
Kaushal Dugar

YEAR
 2012

REACH
Ships to over 110 
countries globally

CITY
Siliguri, Bengaluru

VOLUME
IIn over three years, has shipped 

tea leaf worth 40 million cups 

Snapshot - Teabox (parent company Asian Teaxpress)

brand has revamped its look and feel and 
commissioned New York-based design 
studio, Pentagram, to helm this change. 
 
Brewing India’s cuppa
Dugar notes that one of the most 
surprising things in the recent times has 
been an upswing in Teabox’s sales within 
India. For a company that faces stiff 
pricing challenges in a market that is used 
to drinking cheaper varieties of tea, nearly 
10 per cent of Teabox’s revenue comes 
from here and in a year, Dugar sees that 
figure moving closer to 20 per cent. “With 
a growing disposable income and greater 

Insights from Teabox   

Supply Chain Approach: At Teabox, freshness is everything as the 
company has created a backend that is capable of preserving the 

quality of fine tea in a process that compresses sourcing, quality control 
and storage in under 48 hours. 

Distribution Approach: Teabox has been an online-first company that 
has grown its digital presence in an impressive manner to create a reach 

and distribution in 110 countries world over.

Design & Brand Approach: The company has commissioned a New 
York-based agency to deliver a global design feel to the brand. The 

company is also exploring a few retail locations to expand brand 
visibility 

exposure through travel, Indians are 
willing to pay for a finer tea experience 
and that is a pleasant surprise,” remarks 
Dugar. 

As the company continues to grow 
at nearly 3x, Dugar is happy with the 
progress it is making, especially when it 
comes to reforming some of the age old 
methods used by the tea industry that are 
detrimental to business. “We enjoy better 
margins and hopefully, other players will 
see how our technology helps us create 
better value addition for both the source 
and the customer,” concludes Dugar. 
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In the ready-to-eat 
segment, packaging is a 
critical factor; Triguni is 
currently working on a 

travel pack with a single 
tub and four pouches, 
which will reduce the 

volume and weight in the 
bag
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The 75-year-old dynamic entrepreneur, 
Radha Daga, always wanted to be her 
own boss. And, she achieved it by starting 
an export garment business which, as 
luck would have it, eventually led her to 
become a food entrepreneur. She entered 
the food business in 2012 with Triguni 
Foods, which owns and markets ready-
to-eat meals under the brand, Eze Eats. 
In fact, if you are a frequent traveller on 
Indigo Airlines, the company’s Magic 
Upma is something you would have 
surely come across, if not tasted. 

When we spoke to Daga in 2015, the 
company closed FY15 with a revenue of 

Rs. 8 crore. It is now a ISO 2200 certified 
company with proper systems and quality 
documentation done on a day to day basis 
and its Halal certification is under process.

Creating A Stronger Presence 
The company has made strong strides 
over the last couple of years. It started its 
journey with food items like lemon rice, 
poha and rava kichdi and went on to offer 

T

16

Spearheaded by 75-year old entrepreneur, Radha Daga, Chennai-based Triguni 
Foods, is popular for its Magic Upma and Magic Biryani in Indigo Airlines. The 
company’s next step is to grow its export business and extend its product mix to 
serve the retail segment. 

Poornima Kavlekar

Why Triguni Foods’ 
expansion plans include retail 
and exports  
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RADHA DAGA, FOUNDER, TRIGUNI 
FOODS

two categories of dehydrated foods; rice 
and sweets.  All the recipes are from Daga 
herself and according to her, the challenge 
is to get it right without losing the aroma.
 
The company currently offers dishes like 
biriyani, bisibelabhath, pongal, tamarind 
rice, cheese rice, rava kesari, rice kheer, 
moong dal halwa and carrot halwa. And, 
Daga plans to increase this list further. 
The company is also looking at coming 
out with diabetic-friendly food series 
shortly, and introducing WOW Vadas 
that can be used with Curd or Sambar, 
primarily targeting the homemaker 
segment. 

Triguni currently has a capacity to 
produce 10,000 tubs a day in three 
shifts and aims to increase this number 
to 14,000 tubs a day. With a higher 
production capacity, it even plans to 
expand further across India. In fact, it 
has already started building a presence 
in shops in Delhi, Kolkata and Mumbai 
and has a presence in all the prominent 

FOUNDER

Radha Daga

YEAR

2012

CONCEPT

Manufactures 
dehydrated, ready-to-

eat food

CITY

Chennai

Snapshot - Triguni Foods

A1 stores like Waitrose and Nilgiris in 
Chennai. It has also started exporting to 
UAE, Singapore and Netherlands.

Tapping Newer Market 
Opportunities  
The company plans to come out with 
travel packs which will reduce the volume 
and weight in bags. This essentially means 
that there will be one tub with lid and 
four pouches which can be used with that 
single tub. With a keen eye on quality, the 
company aims to become the top ready-
to-eat brand in the Indian market and 
have a strong presence in all the metros 
and in the overseas markets. “We also 
plan to reach out to the outdoor adventure 
segment, as our ready-to-eat products 
are ideally suited for this category,” says 
Daga, on a concluding note. 

Insights from Triguni 
Market Development Approach: It has already started making its 

presence in shops in Delhi, Kolkata and Mumbai and has a presence in all 
the prominent A1 stores like Waitrose and Nilgiris in Chennai. It has also 

started exporting to UAE, Singapore and Netherlands.

Production Approach: It currently has a capacity to produce 10,000 tubs a 
day in three shifts and aims to increase this number to 14,000 tubs a day.

Product Development Approach: It is looking at coming out with diabetic-
friendly food series shortly and WOW Vada, a food item that can be used 

with Dahi or sambar.
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With two decades of experience in 
marketing, I.S.A.K. Nazar turned 
entrepreneur in 2000, with health foods 
company, Southern Health Foods Pvt. 
Ltd., the maker of Manna Foods. The past 
two years saw the company take strong 
strides towards its growth. “The equity 
participation from Fulcrum Ventures 
in April 2015 gave us a fresh start and 
allowed us to pursue opportunities 
aggressively,” admits Nazar. While the 
Manna Health Mix continues to do well, 
the company spent a fair amount of time 

I.S.A.K. Nazar, its founder, was focused on consolidating the company’s 
activities in FY17 by creating proper systems and addressing 
distribution challenges. This year, the company aims to hit revenues of 
Rs. 140 crore, on the back of a strong product mix (pickles, dry fruits, 
smart kitchen range and baby foods) and renewed brand positioning. 

Poornima Kavlekar

17

The fact that we 
ironed out distribution 

challenges, roped in 
Ashwin, introduced 
new products and 

strengthened our export 
presence will attribute to 
the expected jump in the 
revenue; to Rs. 140 crore 

in FY18

consolidating its activities in FY17. 
 
To accelerate its growth further (through 
brand exposure), in the first quarter 
of FY17, the team roped in cricketer, 

How Manna Foods 
Is Working towards a ‘Harvest’ 
Period In FY18

W
I.S.A.K. NAZAR, FOUNDER, MANNA 

FOODS

Ashwin Ravichandran, as its brand 
ambassador.  Commenting about this 
move, Nazar says, “Manna is a natural 
health products company and not just 
any FMCG company. Similarly, Ashwin 
is a special cricketer, a top-notch spinner 
and an emerging all-rounder. So, we felt 
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Snapshot - Manna Foodsthis partnership will augur well for the 
organisation.” So far, Manna has involved 
the cricketer in several ATL and BTL 
activities. 

In terms of turnover, the company has 
grown from Rs. 36 crore in 2014-15, to 
Rs. 47 crore in 2015-16. It is completing 
FY17 with Rs. 70 crore in turnover. 

An Eye On Repositioning 
The company had a lot of floor products 
with regional appeal, but it withdrew 
these from the market to bring in a 
positioning of Manna being a specialised 
food products company, rather than being 
perceived as a commodity. 

Furthermore, in a move to strengthen 
its base in health and nature, in FY17, 
it introduced a series of multi-category 
products with health tag – starting with 
olive oil pickles, unpolished ethnic 
millets in proper packaging and dry 
fruits like apricots, figs and special black 
dates. It also introduced a sub-category 
called Manna Smart Kitchen range, with 
products like natural coconut milk, tomato 
puree, ginger garlic paste, sautéed onion 
paste and tamarind concentrate. “As 
these are healthy, home-based products, 
this gave us an entry into the kitchen, as 
majority of these products are marketed 
by MNCs,” says Nazar. 

Foraying Into Newer Markets 
While the company was predominantly a 
South-based brand, it decided to expand 
its horizons by entering Mumbai, NCR 
region in New Delhi and the entire 
Eastern region starting from Orissa, 
Chattisgarh and Jharkhand to West 
Bengal, Bihar and UP. This apart, the 
company also entered the global markets 
in a big way by exporting to the U.S, 
Middle Eastern countries, Australia, 
Singapore and Malaysia. Currently, export 
contributes to almost 10 per cent of the 
total sales and the company is working 
towards increasing this number. 

Working Towards A Harvest Period 
Apart from launching a range of new 
products in FY17, the company has also 
created proper systems and addressed its 

Entrepreneurial Know-How 
Marketing Approach: The company has roped in cricketer Ashwin 

Ravichandran, as its brand ambassador. It has implemented many ATL and 
BTL activities with Ashwin, which has augured well for the brand. 

Product Development Approach: It Introduced a series of multi category 
products with health tag in FY17 – starting with olive oil pickles, unpolished 

ethnic millets in proper packaging and dry fruits like apricots, figs and 
special black dates. It also introduced a sub-category called Manna Smart 

Kitchen range, with products like natural coconut milk, tomato puree, 
ginger garlic paste, sautéed onion paste and tamarind concentrate. 

Market Development Approach: Earlier, while the company has 
predominantly remained a South-based brand, it has now entered newer 
markets like Mumbai, NCR region in New Delhi and Eastern regions such 
as Orissa, Chattisgarh, Jharkhand, West Bengal, Bihar and UP. It has also 

entered the global market in a big way by exporting to the U.S, Middle East, 
Australia, Singapore and Malaysia.

FOUNDER

I.S.A.K. Nazar

YEAR OF 
INCORPORATION

2000

BUSINESS PROFILE

Manufacturer of 
health food

FUNDING

Equity participation 
from Fulcrum Ventures

distribution-related challenges. Moreover, 
Manna continues to work on its baby 
food range which has grown by almost 
200 per cent despite the international 
ban on advertisements. “We are working 
on some strategies to directly reach 
gynaecologists and paediatricians,” states 
Nazar. And, it also plans to launch new 
products in women’s health food category 
and children’s snacks category this year. 
“This apart, we are likely to raise second 

round of funds too this year,” adds Nazar. 
All these, the founder hopes, will help the 
company touch revenues of Rs. 140 crore 
by FY18.  “The fact that we ironed out 
distribution challenges, roped in Ashwin, 
introduced new products and strengthened 
our export presence will attribute to the 
jump in revenue,” he states. With all the 
strategies in place, the founder believes 
that it is harvest time in FY18.   
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With the microbrewery scene in Mumbai 
scaling new heights, the timing couldn’t 
have been better for White Owl Brewery, 
the rather new entrant, to make a foray 
into this space. Founded in October 
2014 by Javed Murad and Kunjan 
Chikhlikar, the brewery currently sells 
eight beer varieties, all in Kegs. While 
its sale initially began with big tanks, 
it eventually glided to 20-litre and now 
five litre Kegs, with the idea being that 
the smaller the Kegs, the larger the 
reach. In fact, when asked about having 
to compete with, say, a Independence 

Launched in October 2014 in Mumbai, White Owl Brewery has nipped 
the idea of a tap room model and instead, it’s focussing on selling its 
beer only in keggers. In terms of demand, its microbrewery in Lower 
Parel is already churning 15,000 litres a month, as against its stated 

capacity of 10,000 litres. 

Madhumita Prabhakar 

18

To investors who 
understand beer, 

consume and experience 
the product first hand, 
it’s an easy sell. In our 

case, when an investor 
happens to taste our 
brew, they approach 

us and tell us that they 
want to be a part of our 
next fund raise. These 

coincidences are unusual 
but good

Why White Owl Has Taken 
To Kegs, Not Taps  

W
JAVED MURAD, CO-FOUNDER, 

WHITE OWL BREWERY 
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FOUNDER
Javed Murad and 
Kunjan Chikhlikar

YEAR
 2014

CAPACITY
Brewing 15,000 litres 
a month 

CITY
Mumbai

Brewing and Gateway Brewing, or the 
city’s first microbrewery, The Barking 
Deer Brewpub, its founder, Javed Murad 
candidly admits that brewers have a 
collaborative approach towards life. 
“What sets us apart is the quality of our 
products. We source the best of raw 
materials and also keep our brewing team 
trained, engaged and give them ample 
opportunities to experiment with new 
tastes,” he notes. 

The Founding Journey 
The idea to found a brewery came to 
Murad when he was still in New York. 
“It was a time when the microbrewery 
scene was picking up there, and a lot 
more varieties of beer were available at 
affordable prices,” he recalls. When he 
moved to India in 2011, he was keen on 
replicating this model in the country, and 
hence, spent the initial years gauging 
the space through conversations with 
experts in the industry. “The options 
were not just about whether to setup a 
larger brewery or a microbrewery but 
also to determine where to set it up; in 
Goa, Bengaluru, Mumbai or Hyderabad,” 
he adds. Of course, the founder chose 
Mumbai despite its high taxations 
and price of alcohol because the State 
laws allow microbreweries to sell beer 
beyond restaurants and bars to other 
establishments as well. For example, 
if a brand wants to test the quality and 
acceptability of beer among its customers, 
it can do so across the State, by selling 
across various establishments, instead 
of selling from a single restaurant or tap 
room. 

In terms of demand, Murad states that its 
small microbrewery in South Bombay is 
also brewing beyond its stated capacity. 
“It’s a 10,000 litre microbrewery and 
we’re already brewing 15,000 litres a 
month now. And, my brewers are working 
three shifts,” he states. While marketing 
is a huge challenge for alcohol brands, the 
founder explains that White Owl works 
around it by finding its way into events 
where the team can personally meet and 
interact with potential customers, giving 
them a chance to taste its brew. “Even 
retail for that matter is ruled out, because 

it’s still functional. Instead, we participate 
in events which have an element of music, 
shopping and lifestyle. We want to be in 
people’s face at these events, allow them 
to sample our beer, and have them come 
back if they like it,” he explains. 

It’s No Easy Path 
Close to three years into the venture, 
Murad recalls that setting up a business 
in this space was no cake walk. In his 
words, navigating through the regulatory 
hurdles is not an intuitive learning but 
one that comes with experience. “There 
are a lot of laws in play when you’re 
setting up a factory. And not to forget the 
taxes,” he says. A second challenge the 
company faced was in finding real estate 
for the brewery. “The balance is in finding 
a space with good infrastructure (power, 
water and such). There was a point when 
our beer was being received so well 
that we started asking ourselves; what 
are the ways in which we can expand 
our presence?” he recalls. But, the team 
quickly nipped the idea of doing a tap 
room model even though that was more 
profitable and reasonably scalable, and 
instead decided to take the keggers route. 
“We chose this because we realized there 
would be a point when we would tap out 
on real estate and we didn’t want to deal 
with that,” he admits. 

Exploring Further Expansions 
In October 2015, while White Owl raised 
Rs. 10 crore in initial funding from Amit 
Patni’s Family Office, RAAY, and Arihant 
Patni, to fund its supply of craft beer into 
third-party restaurants, Murad reveals 
that the company raised another round of 
undisclosed investments from a series of 
undisclosed investors to introduce bottled 
beers, set to launch in April 2017. 

Talking about specific plans for the 
company in the coming years, Murad 
states candidly that he will explore 
opening breweries in six to seven markets 
such as New Delhi, Gurugram, Goa, 
Bengaluru and Hyderabad. “We also 
hope, by then, other markets evolve to 
become as effective as these, so that we 
can further expand our business,” he 
concludes. 

Snapshot - White Owl 
Brewery 
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While restaurants 
business is a slow 

business, packaged 
foods is a fast growing 

business. The company 
expects to balance the 
two and has recruited 
former entrepreneurs 
to manage its different 

lines independently, with 
centralized management 
in the hands of six core 

team members

Sattviko’s ‘Go Fast, 
Go Slow’ strategy 

Prasoon Gupta, co-founder Saatviko, leads two businesses – one 
a chain of restaurants and another a packaged foods business – 
under the theme of Ayurveda; His strategy is to go slow on the 
former and explore rapid growth in the latter. 

Sattviko, which started in 2014 with 
its restaurants providing satvik food 
based on Ayurvedic principles, has also 
introduced packaged foods to revive some 
of the Indian snacks that are healthy but 
forgotten. The company, which grew by 
90 per cent last year, distributes these 
packaged products through institutional 
sales as well retail outlets in 1000 touch 
points along the Delhi and NCR region. 

It has also become part of the Amazon 
Launchpad initiative, aimed at giving 
interesting startups a level playing field to 
reach their products to a larger audience. 

S
S Meera
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PRASOON GUPTA, FOUNDER, 
SATTVIKO

With this, the company is also planning 
to expand its reach to UK and Middle 
East markets where Indian food is already 
popular. It is also speaking to local 
distributors there to be able to sell through 
traditional channels. 

The IIT Route
Meanwhile, Sattviko runs three 
restaurants – one in Gandhinagar Gujarat, 
a fine dining restaurant in Jaipur and 
an Idea Café in IIT Roorkee. Working 
with the IIT Council, the Idea Cafes will 
come up in other IITs too, the next one 
being New Delhi, providing the students 
with space to innovate and ideate. 
“Restaurant business is a slow business, 
with each one needing complete focus 
to make it a success,” explains Prasoon 
Gupta, Founder and Director of Sattviko. 
Packaged foods, on the contrary, is a fast 
growing business. And so, the company 
expects to balance the two and has 
recruited former entrepreneurs to manage 
its different lines independently, with 
centralized management in the hands of 
six core team members. The company has 
an employee strength of 100.

FOUNDERS

Prasoon Gupta, 
Ankush Sharma

YEAR

2014

FOCUS

Ayurveda based food 
(restaurants and 

packaged snacks)

FUNDING

Individual 
investors

Snapshot - Sattviko

Some of the products in the packaged food 
category include the traditional makhana, 
a lotus seed based product rich in calcium, 
in multiple flavours; paan raisins, khakra 
chips to replace the not very healthy 
potato chips; and gurchana, an iron-rich 
snack.

The company has received pre-Series A 
funding (undisclosed amount) in a round 
led by founder of Qatrro, Raman Roy, 
and included G Ravishankar (Ex CEO, 
Jet Airways), Rajat Jain (Director, Bennet 
Coleman), Yogesh Andlay (Co-Founder, 
Nucleus Software Exports Ltd. ) and 
Sumit Jain (CoFounder, CommonFloor). 
The company will look for more funds 
soon to fuel its aggressive growth plans, to 
achieve its goal of being counted amongst 
the top three food brands in the country.

Entrepreneurial Approach

Product Development: A focus on traditional foods in the restaurant as 
well as packaged snacks with modern flavours to appeal to the young.

Marketing Approach: Go slow with the restaurant business, opening one 
outlet at a time; go fast with the packaged snacks, reaching out to new 

markets to expand reach.

Corporate Approach: To remain an aggressive brand and be considered 
among the top 3 in food brands shortly
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A silver jubilee in business merits a 
celebration and when a company has 
been through a tumultuous journey, it 
makes the celebration that much more 
worthy. Grover Zampa Vineyards (back 
then it was just Grover Vineyards) 
released its first magnum in 1992 and 
since, India’s oldest winery has battled 
regulatory norms, loss of market share 
and an abortive partnership with wine 
importer, Brindco.  In 2013, the company 
merged with Mumbai-based Vallee de Vin 

In its comeback avatar, Grover Zampa has managed to capture a 
market share of nearly 40 per cent in the reserve wine segment. Its 

latest offering, Insignia, is priced at Rs. 5,000 and with this, the company 
aims to cultivate select patronage

Divya M. Chandramouli
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Going by Mandla’s 
estimate, the Indian 

wine market stands at 
about Rs. 1,000 crore, 

growing at an average of 
15 per cent.  

to create Grover Zampa Vineyards and 
mark a superb comeback as it now owns 
a market share of nearly 40 per cent in the 
Indian reserve wine segment. 

Sumedh Singh Mandla, CEO, Grover 
Zampa, attributes the company’s 
recent success to its consistency and 
commitment to produce quality wines, 
even when the going was tough. “In 

India’s oldest surviving 
winery turns 25 

A
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CEO
Sumedh Singh Mandla 

YEAR 
 2013 (merged entity)

SALES VOLUMES

2,00,000 cases sold in 
fiscal 2016

CITY

Nashik and Bengaluru

Snapshot - Grover Zampa 
Vineyards
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SUMEDH SINGH MANDLA, CEO, 
GROVER ZAMPA VINEYARDS

the last three years, we have won 74 
awards, nearly thrice as many won by 
our competition and this is recognition of 
the quality we offer,” he states. In the last 
fiscal, the company sold over 2,00,000 
cases of wine and while this is much 
lower than the market leader, Grover 
Zampa has continued to persevere with its 
resolve on producing fine wines that can 
compete in the international market. 

Of the 2,00,000 cases it sold, nearly 
1,20,000 cases were reserve wines and 
this augurs well for the company that 
has recently launched its most expensive 
magnum, Insignia 2014, priced at Rs. 
5,000.  “We handcrafted a small batch 
of about 300 cases of Insignia and we 
sold out in less than two months,” says 
Mandla. There is the argument that selling 
a high-end wine in a market where the 
maximum consumption happens in a 
price bracket of Rs. 600 to Rs. 700 is 
unwise, but Grover Zampa is judiciously 
cultivating finer wines for an exclusive, 
discerning audience. 

Increasing its sheen
Today, Grover Zampa has grown its 
international distribution to over 30 
countries while its reach in the domestic 
market, where it sees nearly 85 per cent 
of total sales, extends to over 35 cities. 
“In the last three years, we have increased 
our distribution strength in our primary 
markets of Karnataka and Maharashtra 
and gone into new geographies and this 
has greatly increased consumer access to 
our wines,” says Mandla. 

With increased access, the company has 
also been conscious to increase visibility 
through its celebrity associations (it 
produces a Vijay Amritraj Reserve 
collection) and marketing initiatives. 
“There was a perceived stiffness about 
wines as a category and to break this, 
we introduced the Great Grover Stomp 
which is a fun-filled way to get to know 
your wine,” he says. Each year, Grover 
Zampa ensures that it finds new ways to 
engage its consumers and this year, the 
content will throw the spotlight on its 
silver jubilee. The company relies heavily 

Insights from 
Grover 
Premium Approach: 
In a wine market where maximum 
consumption happens in the 
price bracket of Rs. 600 to Rs. 
700, Grover Zampa is consciously 
growing its reserve wine segment 
and cultivating a select patronage. 
Its latest offering, Insignia, is 
priced at Rs. 5,000, making it one 
of India’s most expensive wines.

Distribution Approach: 
Grover Zampa has struggled with 
distribution and access in the 
past and in the last three years, 
it has made significant strides by 
increasing its domestic reach to 
35 cities in India. It also distributes 
to 30 countries globally.

Marketing Approach: 
The company looks for new ways 
to up consumer engagement and 
one of its most fun-filled initiatives 
in the recent times was The Great 
Grover Stomp. This year, it will 
shine the spotlight on turning 25. 

on digital, especially social media, and 
spends close to 10 per cent of its topline 
on a mix of ATL and BTL activities.  

Battling the odds
Going by Mandla’s estimate, the Indian 
wine market stands at about Rs. 1,000 
crore, growing at an average of 15 per 
cent.  This figure could be much higher 
if not for the constant battle the industry 
faces from the spirits industry. The annual 
statistics are telling; for three million 
cases of wine sold in India, there are 320 
million cases of spirits sold, including 
unbranded spirits. “The cost of entry is the 
same for wine makers and spirit makers 
and that is unfair,” rues Mandla. Adding 
to a lack of regulatory support and a ban 
on advertising, each state in India has 
its own policy and several times, Grover 
Zampa decides to stay in a region based 
on viability with regards to functioning 
under set policy. 

In the recent times, demonetisation and at 
present, the ban of liquor on all state and 
national highways starting this April are 
likely to have an adverse impact on the 
industry. Mandla is hopeful that despite 
this turn of events, Grover Zampa will 
maintain an annual growth rate of over 20 
per cent. 

The company is looking for newer 
avenues to grow and it has recently 
introduced a sparkling wine, Zampa 
Soiree Brut. In the near future, it aims to 
make two more additions to this segment. 
The company’s next vintage of Insignia is 
likely to be released this October and this 
will comprise nearly 600 cases. Mandla 
is optimistic about his sales outlook on 
Insignia and he reiterates that the quality 
justifies the pricing.

Grover Zampa is also intent on exploring 
wine tourism with the aim of establishing 
a hotel at its Nashik vineyard in the next 
two to three years. “At the moment, this 
vertical brings in less than 5 per cent 
of revenue but we are confident that by 
investing in the right infrastructure, we 
can grow this to double digits shortly,” 
concludes Mandla. 


