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Learning from the masters  
Competition amongst Western and Indian QSRs has become almost 
palpable as home-grown brands, taking a cue from the successes 
of their Western counterparts, are streamlining and standardising 
their food processing processes, and replicating (to the best of 
their ability) their supply chain models, so much so, some are even 
challenging the might of global giants like McDonald’s, KFC, and 
Pizza Hut. 

Currently, global brands constitute 63% of the total QSR market, 
but homegrown brands are mushrooming, with most domestic 
QSR players (organised) nursing ambitious expansion plans. Not 
surprisingly, there is also an infl ux of new, regional players. Indian 
QSRs are appealing to a cross-section of the Indian audience for 
offering menus that cater to varying cultural and taste preferences, 
and for their value proposition in terms of pricing and quality. 

Domestic player Café Coffee Day (CCD) plans to raise its store 
count from 600 to 950, and is running neck to neck with several 
international brands. Mast Kalandar aims to add 40 to 50 stores 
by 2015 end. Regional brand Upsouth in Bangalore, is readying 
to enter multiple cities and tier towns to build a scalable and 
successful 250+ chain pan India in 8 to 9 years. The latest to join 
the fray is Reliance Industries Ltd (RIL), which has tied up with UK-
based 2 Sisters Food Group (2SFG) to set up a QSR chain called 
‘Chicken Came First’.

A report by Crisil states that India’s QSR market will more than 
double to around Rs 7,000 crore by 2015-16 from Rs 3,400 in 
2012-13. Smaller cities account for about 25% of the QSRs and 
are set to see increase of nearly 40-45% additions in the next three 
years. McDonald’s, Sagar Ratna and CCD are also capitalising 
on untapped locations such as highways and airports to grow 
scale. There is huge potential in the food service industry with 
opportunities for both international and domestic players.
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Indian QSR players are widening 
their share of the organised 
segment with deeper spreads, 
while replicating learnings from 
McDonald‘s and Domino‘s models, 
and driving growth with regional 
offerings and affordable pricing 
By Manisha Bapna 

Are
Ready?

Indian QSRs
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W
ho ever thought that biryani 
could be made and delivered 
faster than a pizza or a burger, 
and raise stakes in the $1-billion 
organised QSR industry? A meal 
in a small restaurant in Surat 

lasts only 13 minutes from the time one walks in 
and walks out. A wholesome vegetarian thali at 6 
Ballygunge Place can be eaten for Rs 175 with 
most items up for a repeat, and it tastes the same 
always. Nutritive momos for breakfast, lunch, and 
dinner, followed by a chocolate momo for dessert 
at WOW! Momo are available within 10 minutes of 
placing the order. 

Indian QSRs upping the ante
Indian QSR chains, which were once characterised 
by lack of scalability, inconsistency in food 
preparation and delivery, lack of hygiene, and 
constrained by regional boundaries, are now 
challenging the might of global giants such 
as McDonald’s, KFC, and Pizza Hut. Their 
fundamental success lies in offering a menu 
which appeals to a cross-section of the Indian 
audience, accounting for varying cultural and taste 
preferences, while international chains are mostly 
dishing out western/continental dishes. Competition 
is becoming palpable as home-grown QSRs begin 

to streamline and standardise their food processing 
processes, and replicate the effi cient supply chain 
models of their  Western counterparts. But India is 
a less competitive market for pizzas and burgers as 
close to 84 percent of the market is dominated by 
unorganised players who are only now entering the 
organised segment. 

According to Technopak Advisors, “Once 
an introverted, home-driven consumer, the 
indulgent Indian is today waking up to a nascent 
yet formidable ‘Eating Out’ culture, making food 
services one of the most promising business sectors 
in India.” 

“The mother market is for Indian savouries. Every 
Western QSR concept enters the market and eats 
into this. In the overall Indian context, the Western 
QSR is a niche that promises to expand over the 
decade into a huge market opportunity. QSR chains 
are, therefore, letting no effort go by to hasten this 
process,” feels Harish Bijoor- Brand-expert and CEO, 
Harish Bijoor Consults. 

“The Indian consumer has forced international 
QSR chains to adapt to Indian culture and bring to 
their menu Indianised items like paneer tikka pizza 
or an aloo tikki burger. Here, an inherently Indian 
QSR like the dosa diner or a thali at 6 Ballygunge 
Place has a greater appeal as it cooks and serves 
Indian dishes, the indian way,” says Aninda Palit, 
Founder Director, Savourites Hospitality the mother 
brand of 6 Ballygunge Place. 

“While the Indian cuisine was not considered 
amenable to the assembly line production as their 
foreign counterpart, it was a challenge to maintain 
multiple kitchens to provide a standardised taste 
of the food across all counters. However, through a 
dedicated and trained workforce, and by customising 
the cooking process and the ingredients, it is easier 
now to replicate the same taste and quality. This gives 
confi dence to the customers towards the brand,” 
says Ishtiaque Ahmed, Director of Shiraz Restaurants 
Pvt Ltd. “We have not created any magic or anything 
special to bring the Indian consumer to the counter, 
we have just ensured that consumers get the taste of 
the food they are looking for, for which we maintain a 
strict quality check at all our  counters,” he adds.  

According to Technopak, established 
international brands offer specialties such as 
burgers, pizzas, wraps, and sandwiches. Taco Bell, 
for instacne, has introduced nachos and falafel to 
the Indian platter. Another cluster of entrants that 
are mostly confi ned to specifi c regions (Jumbo 

Indiscriminate 
slashing of 
prices without 
a strategic 
long-term 
vision and 
consideration 
of its impact 
on the brand 
can dilute 
brand value

Managing 
growth for the 
QSR formats 
is not an 
easy task, 
most players 
struggle to 
comprehend 
complexities
of scale

– Santhosh Unni, 
CEO, Costa Coffee 

India

– K.Ramakrishnan 
President Maktg, 

CCD
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 CHEF TALK  

Tools That Rule 

E
quipment manufacturers are offering 
machines that not only save time but 
also enable optimum effi ciency with 
minimum dependence on human 
labour, minimum wastage of resources 
(material and energy), and ensure 

hygiene and safety. So much so, kitchen planners 
and consultants take into account the dishes and 
their associated cooking equipment while planning 
a commercial kitchen. In most cases, kitchen space 
is decided depending on the size and number of 
equipments needed.

The need for simplifi cation, refi nement and consistency 
has led to the evolution of technology-driven, modern 
professional kitchens. Innovative technical solutions 
offered by kitchen equipment suppliers have automated 
the onerous and time consuming tasks such as cutting, 
chopping, grilling, and roasting. They have made both 
space and time available for chefs to create interesting 
food fusions, experiment with world cuisines, and 
introduce new cooking techniques
By Juhi Sharma

The Indian kitchen equipment market is 
fragmented and comprises of foreign, Indian and 
unorganised players. It is held that innovations 
in cooking equipment are being driven largely 
by foreign companies such as ITW (USA), 
Rational (Germany), Manitowoc (USA), Electrolux 
(Sweden), Grant (England) and Sous vide 
Supreme (USA).

Not surprising then that most chefs prefer 
international equipments, though the price 
difference between them and their Indian 
counterparts is a huge deterrent. According to 
Rakesh Tara, Country Manager (India) at Angelo 
Po (an Italian professional kitchen equipment 
manufacturer), “Indian manufacturers are 
unable to cater to the growing need for quality 
kitchen equipments; as a result, there is a huge 
dependency on high-quality imported products.”

“Equipment is divided into imported and 
custom fabricated, depending on the budget of 
the client. There can, and will be, a judicious mix 
of both. For bulk cooking equipment – typically 
for Indian menu – locally made stock pot stoves 
are suitable, but for specialty cooking, imported 
equipment is the only option,” explains TV 
Narasimhan, Deputy GM, Wotek, a US-based 
hospitality servicing company with offi ces in the 
US, Qatar and India.

“I personally like to use overseas equipment 
in my kitchen. Probably, it’s because I have 
been exposed to them in my younger days and 
have grown up using them. However, there are 
several Indian brands such as Continental and 
Astor that make quality equipment and are worth 
recommending,” says Rajiv Malhotra, Executive 
Chef at Habitat World, and member of Indian 
Culinary Forum. 

But there are some who prefer locally fabricated 
machines. “I always prefer Indian equipments as 
long as they meet quality and safety standards,” 
shares Virender S Datta, Chairman, International 
Institute of Culinary Arts.

“People opt for Indian cooking equipments 
due to their low price but they don’t realise that 
Indian equipments consume a lot of electricity 
and maintenance charges are high too,” counters 
Abhinav Sharma, Chef at Amsterdam Kitchen & 
Bar in New Delhi.

Rakesh Tara predicts, “In the coming 15 years, 
we are going to witness an upward growth in the 
usage of modern cooking equipments as nothing 
can stop the market from expanding. Also, the 
Indian clients then would be second- or third-time 
buyers. Right now, they are using products for the 
fi rst time.”

In the following pages, leading chefs of well-
established restaurants share their favourite 
cooking equipments and brands.  
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Abhinav Sharma, Head Chef, Amsterdam Kitchen & Bar

With Robot Coupe France Blixer, which is a combination 
food processor/blender, one can chop, make smooth, 
velvety mixtures, and do a lot many things. The second 
best equipment for me is the combination oven that 
provides options for steaming and drying. It has life-long 
durability, is easy to maintain, and since it is computer 
operated, it can adapt to more ways than we can even 
think of. It is HACAP and ISO certifi ed for its safety 
features, auto cut programme and sensors on board.

Favourite brands: Robot Coupe and Rational

Price: Rs 75,000 (Robot Coupe), Rs 4,50,000 (Rational)

Usage: These equipments reduce my cooking time by 
more than half, yet the consistency of food remains the 
same, even if the chef is not watching the food being 
cooked. Rational’s best features are dry frying and storing 
recipes. What makes it remarkable is that it takes the 
collective time and labour spent by 20 men! 

Training: In 36 hours, one can be fully trained to work on 
it. I learned to use these equipments when I was working  
as a trainee chef in London. Since then I have enjoyed 
working on them. 

Trends: Equipment suppliers and users are emphasising 
on modern machines that are cost-effective, enable 
better cooking, and help restaurateurs gain more profi t.
More than anything else, they give us the best quality and 
consistent product.

The Combi Oven is time effi cient and one can cook 
everything with it from baking, grilling, and roasting 
to, steaming.

Favourite brand: Hobart 

Price: Starting price is Rs 6-7 lakh

Usage: I have been using this machine for the last 
fi ve years and it has exceeded my requirements 
beyond expectations. Its best trait is its simplicity 
and ease of use. It has a built-in automatic timer (a 
very useful feature) that ensures that food is cooked 
to perfection. It’s a machine with multi-purpose 
usage; it is very time 
effi cient and delivers 
an end product 
cooked to the same 
consistency each 
time. However, proper 
training is required to 
operate the machine, 
but once you learn 
hands on, it’s very 
user friendly. 

Training: During my 
stint with The Oberoi’s, 
I got a chance to 
work with overseas 
chefs and gained 
hands-on experience 
using various kitchen 
equipments. It was 
about 10 years ago 
that I fi rst used the machine and understood its 
usage and functionality. 
A week to 10 days is required to understand the 
nuances of this machine. Like any other machine, 
the more you use it, the better you know it. 

Trends: Flames are out and fl ameless is in. Induction 
cooking is taking the restaurants by storm. Not 
only is it more energy effi cient and cheaper than a 
conventional gas cylinder, but it has a high safety 
quotient. Since in kitchens accidents happen, this 
equipment mitigates it. 

MY FAVOURITE: ROBOT COUPE BLIXER, COMBI OVEN MY FAVOURITE: COMBI OVEN  

I prefer foreign brands of cooking 
equipments because of their advanced 
technology. Indian ovens have lesser 
safety features and are still using old 
technologies. People opt for them only 
because of their low price, but they 
don’t realise that these equipments 
consume a lot more electricity and their 
maintenance charges are high too

I like to use international brands in 
my kitchen probably because I have been 
exposed to them in my younger days 
and have been using them over so many 
years. However, there are several Indian 
brands such as Continental and Astor 
that make quality products and are worth 
recommending 

Rajiv Malhotra, Executive Chef, 
Habitat World, and member of 
Indian Culinary Forum (ICF)
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T
his pan-Asian restaurant with Western 
infl uences, has a vegetarian live kitchen 
on the fi rst fl oor, a lounge on the ground 
fl oor, and a 30-seater open café. The cafe is 
designed with robust silver triangular metal 
louvers that form an open-to-sky roof, and 

present a beautiful blend of back-lit onyx and elegant 
cane furniture. The lounge itself – accommodating 250 
people on the ground level – is a stroke of sculptural 
genius, with silver triangular metal louvers that are back-
lit with colour-changing lamps to invoke an ultramodern 
and interactive experience.

Guests are presented  with a contrasting experience 
as they traverse through the angular planes at the lower 
level led by a single fl ight of stairways that sweeps 
through the steel panels to the upper level arriving 
within a completely contrasted space layered fl uidly in 
thin strips of wood, each offering a different ambience. 
For night revellers, the mood is further enhanced by DJ 
Shiva’s house music. A fl ight of stairs sweep up in steel-

With dramatic architecture and a menu that bridges 
the gap between Asia and the West, Mumbai’s newest 
lounge-restaurant Auriga is a shining star in the city’s 
lifestyle skyscape. Auriga is a constellation, with both 
Greek and Chinese references, and is the mythological 
Latin word for charioteer

Bright 

By Zainab Morbiwala

Sparkling 
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encased splendour to Auriga’s pièce de résistance 
– a wood-panelled 60-seater restaurant with 
smooth lines and a verdant view.

Another fi rst is the separate kitchen for 
vegetarians, where no MSG, colourants and 
preservatives are used in the food. The other is the 
Meal in a Bowl (for time-crunched professionals).
featuring Mung Bean Murtabak with Malaysian 
Vegetable Curry, Khao Suey and Yellow Noodle 
with Tomatoes and Crispy Okra, amongst other 
delights. The meals are crafted by Chef Nilesh 
Limaye to ensure that consumers get their fair 
share of vitamins, proteins and nutrients. Desserts 
include Chocolate and Mint Samosas, Banana 
Strawberry Melt,  Passionfruit Cheesecake, etc. 

The menu fl its seamlessly between Thai, 
Cambodian, Vietnamese, Singaporean and 
Malaysian infl uences with modish European 
infl uences. Whether it’s the Cigarillos fi lled with 
Asian Spiced Broccoli and Water Chestnut or 
Edamame and Exotic Vegetables in Orange Ponzu 
Sauce, every dish is characterised by a fresh burst 
of fl avour, and zero artifi cial additives. Gourmands 
can indulge in exciting house cocktails and 
shooters, little bites at the lounge, and full courses 
at the restaurant and café. For weight watchers, 
there are steamed Baby Corn and Mushroom 
Siu Mai, Green Leafy Rolls and Mushroom and 
Bamboo Shoot Tapioca Dumplings, amongst other 
healthy options. ••

AURIGA
Location
Plot no 1B, Famous Studio Lane, Mahalaxmi, Mumbai

Owner
Kritika Nagpal

Area
4,000 sqft

Opened
September 2013

Seating capacity
70 - restaurant, 30 - cafe, 250 - lounge

Cuisine
Pan Asian

Daily footfalls
30-40 in restaurant

Design
Architect Sanjay Puri

RESTAURANT CUM LOUNGE

These days, most standalone restaurants are moving into a minimalistic 
decor and clichéd menu engineering; we decided to go all out and do 
things differently, as we want to ensure we ‘wow’ our guests through various 
‘touches’. So, Auriga is all about a dramatic experience and a personal touch
– Kritika Nagpal

Auriga has a very futuristic look with very detailed workmanship; the 
interiors create contrasting experiences and spaces within its volume with 
minimal and bold design statements. The iconic structure and its exterior 
create a desire to explore its interiors
– Sanjay Puri
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