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Change is the order of the day  
India’s food service space seems to be getting more 
creative, more innovative, and therefore, more 
interesting and enjoyable, as restaurant operators look 
for unique ways to entice and retain customers. The 
Indian market has evolved beyond defi ned boundaries. 
Both established players and new entrants are 
creating niche dining experiences as they encourage 
opportunities for customer engagement, and enhance 
their culinary experience by blending in art, music, 
culture, and fi ne decor, and thereby creating their own 
unique product positioning. 

On their part, consumers are welcoming and exploring 
specialised food experiences; they are looking for 
experimentation and exposure to unique concepts. The 
differentiating factor could be the menu, the ambience, 
style, novelty, or service. For these evolved consumers, 
eating out is an indulgence and an enjoyable experience.

Not surprising then that the country is seeing a fresh 
crop of thematic and specialty restaurants, cafes, lounges 
and bars that are offering new menus with unusual 
dishes, food fusions, and cuisines from across the world. 
Alongside this, music, sports, live entertainment, standup 
comedy, karoke, etc, is bringing in the value proposition 
for them – both in terms of brand-building and business. 

It goes without saying that the ability to ideate, 
innovate, and execute the consumer’s craving has always 
been and will continue to be a game changer – and a key 
success quotient. In this issue we present new trends 
in the food service space viz emerging formats, store 
concepts, and cuisines.
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W
hile India is traditionally noted 
for its rich culture of food, 
incidences of eating out, as an 
experience, have only increased 
in recent years. Particularly in 
the metros and major cities, 

food consumption is more than just a fulfi lling of 
the need to eat out; it is also emerging as a form of 
socialising and entertainment. The rise in incomes, 
the greater number of nuclear families and working 
women, rapid urbanisation and the resultant time 
paucity has not only ensured that a larger number 
of people dine out, but also that they do so for 
a number of different reasons and much more 
frequently at that. This has provided F&B operators 
with an ever-increasing consumer base to tap into, 
not only from a mere ‘food need’ point of view, but 
also for the ‘experience.

Emerging Themes & Formats
Over time, the industry has witnessed the arrival 
and consolidation of newer cuisines, tastes, 
and styles that are aimed at providing greater 
choice and newer experiences to consumers. 
On their part, consumers have displayed an 
enthusiasm in welcoming and exploring more 
specialised food experiences. As is evident in 
India now, the discerning customer’s preference 
is for experimentation and exposure to new 
and unique concepts; the differentiating factors 
can be menu, ambience, style, or service. The 
well-travelled Indian consumer is not only willing 
to try, but is also demanding exotic ingredients 
and bold fl avours, and consequently, restaurants 
are responding with ingredients like truffl es, 
artichokes, asparagus, Australian lamb, Norwegian  
salmon, etc. 

The growth of homegrown brands, combined 
with the rapid infl ux of international brands, has 
created a potpourri of fl avours and cuisines in 
the market. Irrespective of their price positioning 
or segment orientation, restaurants are providing 
a generally broader choice, rapidly changing 
and ever-evolving menus, and focussing more 
on seasonal dishes and aspirational ingredients, 
to create their own unique product positioning. 
In the Casual Dine and Fine Dine segments, for 
instance, multicuisine restaurants with a non-
specialised menu, gradually seem to be ceding 
ground to specialty cuisines and uniquely fused 
fl avours. The entry of established international 
Fine Dine concepts like La Tagliatella, Hakkasan, 
and Yauatcha have proved beyond doubt that 
global chains have recognised this change and 
established the Indian consumer’s credentials as 
an evolved and discerning consumer, one who is 
willing to pay a premium for the taste and quality 
of his/her choice. In effect, the days are long gone 
when food was a necessity as increasingly we are 
eating for experience and pleasure, and not merely 
eating to live. 
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A menu is not just a hand-
out showcasing dishes and 

their price points; it is a 
fi rst hand communication 

medium between consumers 
and the restaurant. 

Planning, re-designing or 
revamping the menu is 

a strategic decision and 
essential for a restaurateur, 
not just to stay in sync with 

the changing times, but 
also to effi ciently manage 

and control the cost of 
food production, especially 

during an economic 
slowdown. Juhi Sharma 

meets several chefs to fi nd 
out the art and science 

behind menu engineering 
and what it entails

Last year, Eggspectation’s menu was 
relaunched with over 120 dishes, 

offering a wide variety of food for Western 
clients and a better range of dishes to 
suit the Indian palate. The menu has a 
lot of infl uence from the US, Canada, 
Mexico and Italy. This change has been 
one of the major revamps for us because 
we have also changed the colour and 
look of the menu. 

Guests’ comments on the new the 
menu card include ‘very stylish’ and 
‘urbane’. They have appreciated our 
range of salads and the newly added 
section of fl at breads. The oven roasted 
fi sh has been termed ‘the best fi sh 
dish have ever had’ by most of them, 
and local dishes such as Poutiness is 
a favourite. We have seen a growth in 
revenue since the menu revamp, even 
though there could be other factors as 
well. But the fact that we have a lot of 
repeat customers suggests the success of 
the new menu. 

Festival-specifi c menus are designed 
such that people can enjoy the 
most traditional dishes related to the 
celebration. These menus should have 
all the important dishes as guests with 
culinary knowledge about the festival will 
actually come to the restaurant just to 
try these dishes. For instance, a menu 

celebrating Onam, cannot miss paysam, 
and gujiya has to be there in the special 
menu for Holi. These menus could easily 
double a restaurant’s sale, but more than 
that, it is an opportunity to advertise the 
restaurant and create a brand recall. 
With so many restaurants opening every 
other day, festivals offer a good reason 
to promote the restaurant. During food 
festivals, chefs get a chance to view 
regional and festival-special cuisines, and  
dishes which get the maximum applause 
are considered by them for their next 
menu plan.

The Indian market is very price 
sensitive and planning the price points 
on a menu is the most crucial. In case of 
a regular menu, factors like target group, 
cost of production, etc, are considered. 
In case of a festival or a limited edition 
promotional menu, pricing depends on 
the objective of the promotion and the 
kind of promotion. Pricing is dependent 
on the cuisine being offered (international 
or Indian), whether local or imported 
ingredients are being used, what kind 
of regional market one is in, and so on. 
Usually, no one does limited edition 
menus for a huge profi t margin; in fact, 
the margin of profi t reduces to almost 
half, but they are  important for the 
marketing of the restaurant.

 Usually, no one does limited 
edition menus for a huge profi t 
margin; in fact, the margin of 
profi t reduces to almost half, 
but they are important for the 
marketing of the restaurant 

RAJAT DIXIT
Senior Sous Chef, Eggspectation, Jaypee Greens Golf and Spa Resort

What’s on the
MENU?

Chef Talk_Relocalising in India.indd   38 5/1/2014   5:44:08 PM



FOODSERVICE INDIA EDITION    MAY-JUNE 2014    39

ANUPAM SOM
Consultant Chef, Panach Group

A menu is revamped to re-energise the brand with a 
combination that offers new recipes and design to 

improve overall guest satisfactions scores. The procedure 
entails, removing non-moving items from the menu. The 
list of items is prepared from customers’ feedback, then  
we analyse the food cost. If customers in the catchment 
think the menu is too expensive, pricier items, such as 
lobster, king prawn, and portion cuts of New Zealand 
lamb can be replaced with more cost effective items such 
as Himalayan salt crusted lamb shank, which will appeal 
to the palate within a budget. The products developed 
should increase guest satisfaction scores by 10 percent.

Menu revamp is planned mainly post fi nancial losses, 
or when a restaurant chain fails to achieve its sales 
target. Established restaurants revamp their menu to 
keep up with the times. With the help of a comprehensive 
operations analysis, aiming to improve unit level 
productivity, increase average bill size, and guest service, 
along with multiple menu innovation assignments, we can 
assess the relaunched menu.

ASHIS ROUT
Executive Chef, Courtyard by Marriott Gurgaon

Menu planning depends on factors such as location of 
the restaurant, type of customers being targeted, type 

of organisation, food trends, and availability of customers. 
It is always important to review your ongoing menu to 
understand which dish is doing well, which is moving slow, 
and which is not doing well, to plan refurbishing of the 
menu. Sometimes, the chef may fi nd it practically diffi cult 
to serve a dish, and at times the waiters are not confi dent 
enough to sell or promote a dish due to various reasons, 
thus calling for a menu revamp. Generally, at the end of 
every month, the performance of each item in the menu 
is analysed. Looking at the present market condition, 
renewing a menu adds not more than 6 to 8 percent 
revenue.

There is another concept called reduced-size restaurant 
with a limited menu, which primarily implies that items 

are priced within a specifi c amount, to emphasise on 
volume sales. A limited-edition or a special menu 
is designed for a special occasion, for instance, 
plum pudding made of alcohol soaked fruits 
during Christmas, or a south Indian vegetarian 
menu during Pongal. In case, a limited edition menu 

gets an overwhelming response from customers, a 
few of the largest selling items are pulled into the 

regular menu.
Since these menus always need a specifi c 

amount of expense, advertisements and 
special ingredients, they generate not 
more than 5 to 7 percent of incremental 
revenue. But these menus attract 
customers, drive volume, and build on the 
reputation of the restaurant.
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 Since limited edition 
or special menus always 
need a specifi c amount of 
expense, advertisements 
and special ingredients, 
they generate not more 
than 5 to 7 percent of 
incremental revenue. But 
these menus attract 
customers, drive 
volume, and build on 
the reputation of the 
restaurant 

 If customers think the menu is too 
expensive, pricier items can be replaced with 
more cost effective items, which will appeal 
to the palate within a budget. The products 
developed should increase guest satisfaction 
scores by 10 percent 
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Bangalore’s dining landscape 
caters to diverse tastebuds and 
price points from street food to 
eclectic dining spaces

T
his fi nancial year, Massive 
Restaurants, stewarded by 
Zorawar Kalra, plans to establish 
its presence in Bangalore with 
two new restaurants: Made in 
Punjab and Farzi Café. Both 

have a distinct fl avour. Made in Punjab 
is a smart casual dining restaurant, while 
Farzi Café is a modern Indian bistro. The 
culinary essence of Amritsar, Patiala, Lahore, 
Peshawar and Baluchistan are the highlights 
of the former, while Farzi Café is Kalra’s take 
on global cuisines with epicurean novice 
offerings like pav bhaji sliders and galauti 
kebab burgers. 

“Made in Punjab is already present in 
Delhi and Mumbai, while Farzi Café will make 
its maiden debut in Delhi in the coming 
months, after which we will open an outlet in 
Bangalore. The two restaurants in Bangalore 
will mark our company’s south India 
presence,” informs Zorawar Kalra, Founder 
and Managing Director, Massive Restaurants 
Pvt Ltd. The company will be investing 
around Rs 6 crore in setting them up, and is 
considering an upmarket location to provide 
the right platform for the brands.

Kalra had already vetted the Bangalore 
market when he launched the multi-award 
winning signature brand Punjab Grill. It was 
his maiden venture, which he eventually 
sold to Lite Bite Foods Pvt Ltd. But the 

Food

takeaway lessons were valuable. “Bangalore has a 
sophisticated palate and a diverse clientele. This 
makes the city commercially viable. It is a gateway 
to the south for most brands,” comments Kalra, 
who has been mentored by his illustrious father, 
Jiggs Kalra. 

The city is an important market for high-end 
brands. “Bangalore has been a foodie destination 
for the better part of two decades. We have 
always had a large number of expats here and 
this has contributed a great deal to the success of 
restaurants serving international food. Also, we’ve 
had a strong club culture, so exposure to Western 
dining habits was widespread,” says Krishna 
Shantakumar, General Manager at Aswati Group 
that owns fi ne dining restaurants Ebony and On 
the Edge.

by Kavitha Srinivasa Safari

Social on Church Street

Copper Chimney’s chicken bharta

Traditional dishes at Higher Taste

Copper Chimney
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Several factors have led to Bangalore’s 
interesting culinary circuit. It is home to a large 
population of techies and foreigners - consumers 
who are aware of food trends and recognise the 
authenticity of a dish. “It’s no longer possible to 
fool or mislead diners with imitation food or pale 
copies of authentic cuisines. You will soon be 
branded a fake,” cautions Shantakumar. In fact, 
many restaurants have had to shut shop as they 
could not meet the expected standards. “We 
are a 20-year-old brand but only a couple of our 
contemporaries in the fi ne dine segment have 
survived,” he reveals. 

From tradition to glitz
Bangalore is also known for its homegrown 
and home nurtured cuisines. “The culture of 
Andhra restaurants is a Bangalore phenomenon. 
One would be hard pressed to fi nd an Andhra 
restaurant doing this kind of food in Andhra 
Pradesh. We have the Udupi restaurants and 
their brand of south Indian ‘tiffi n’ and breakfast 
items, which are distinctive from the Iyengar-
style restaurants, of which there are many,” says 
Shantakumar.

However, several old landmarks like Victoria 
Hotel, Blue Fox, Top Kapi, Three Aces, Princess 
and Brindavan Hotel have closed down. Though 
Casa Piccola exists in a franchise form, its 
fl agship store on Residency Road has downed  
shutters. Many erstwhile iconic restaurants 
have paved the way for glitzy malls or closed 
shop due to escalating rentals and management 
issues. With the city spreading vertically and 
horizontally, basement locations and parking 
issues have also forced many to close. Yet 
another reason was the dearth of chefs who 
could carry forward a traditional style of cooking.

 According to Samir Kuckreja, President, 
NRAI, and Founder/CEO, Tasanaya Hospitality 
Pvt Ltd: “Successful formats that offer value 
for money, along with a good dining experience 
have survived. They have the ability to innovate 

and have a competitive edge over others. While 
many old favourites have disappeared, new 
attractions keep on appearing on the horizon.” 

Food courts have set a trend among family and 
offi ce goers due to their quick service, variety, and 
affordability. The city’s young IT crowd has further 
popularised food courts, which are present in IT 
companies and other large offi ce complexes, and in 
malls. The Forum Mall in Koramangala was one of 
the fi rst to get a food court 10 years ago. The Orion 
Mall and Whitefi eld Forum Mall also offer a good 
mix of brands, and UB City has evolved as a stylish 
food and wine destination. 

Bangalore’s micro markets, which are a mix of 
posh offi ce spaces, residences, and commercial/
retail properties, are also F&B hubs. Restaurant 
search engine Zomato’s website (as of April 2014) 
indicates that Central Bangalore (comprising of 
Church Street, MG Road, Lavelle Road, Infantry 
Road, Residency Road and Brigade Road) has 595 
F&B outlets, Whitefi eld has 329, Koramangala has 
395, and Indiranagar 214. 

Gastronomers’ delight 
Continental fare at Koshy’s, creamy ice creams 
at Corner House, and a fair mix of Far Eastern 
restaurants including Chinese, Japanese and Pan 
Asian fl avours at The Black Pearl, Fat Buddha, 
Shitakke and Beyond China – the choices are 
endless. Mainland China (MLC) in Indiranagar has 
a loyal following. “Seven years ago when we set 
up this restaurant, the location wasn’t considered 
a ‘happening place’, yet I saw its potential, and 
my research indicated that Indiranagar would 
evolve as an upmarket address,” shares Anjan 
Chatterjee, Founder and Managing Director, 
Specialty Restaurants Ltd, which runs 6 MLC 
outlets at Church Street and other locations. MLC 
at Indiranagar is spread across two fl oors and does 
around 250-300 covers a day. It has won over diners 
with its signature creations like crackling spinach, 
and Cantonese and Hunan delicacies.The top fl oor 
houses a contemporary bar called Hoppipola. 

 Bangalore 
has a 
sophisticated 
palate and 
a diverse 
clientele. 
This makes 
the city 
commercially 
viable. It is a 
gateway to the 
south for most 
brands 

– Zorawar Kalra
Founder and MD, 
Massive Restaurants 

Private dining room at Yauatcha ISKCON’S premium restaurant Higher Taste
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