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What’s trending...
The onset of a new year usually brings forth interesting trends and observations such
as foods and beverages that will top the list, sub-categories that will emerge strong,
health-based foods that will see increasing demand, ﬂavours from across the world, and
so forth. Commitments and resolutions ﬁnd reafﬁrmations with companies promising
fresh efforts to reduce food wastage and take other austerity measures, draw focus on
the origin of food to enable food traceability and recall. All of this is to build consumer
conﬁdence and brand loyalty.
In fact, the forthcoming Food & Grocery Forum on 23 and 24 January in Mumbai, will
be just the place to catch up on the latest trends, new products, and business plans of
domestic and international companies, importers and distributors, who will be present
there in large numbers. So do not miss the opportunity to network with the industry.
Though Food and Grocery retailing in India has seen a lot of evolution over the years,
it hasn’t happened at the cost of the kirana store, as initially feared. Many expected
these small neighbourhood stores to down shutters when modern retail chains began
expanding their footprints across the country. No doubt, customers throng these clean,
air-conditioned, self-service stores, but largely for bulk purchases on a pre-planned
weekly, fortnightly or monthly shopping agenda. But the local kirana is visited almost daily
for topping up their daily needs.
Then there is a different breed of retailers who specialise in niche products from
tea and organic products to gourmet home-made jams, and who have carved a distinct
identity of their own. These specialty retailers draw a steady stream of loyal customers for
their high quality products, and for nurturing an engaging shopping experience, including
customised orders and personal attention to customer preferences and requirements,
which is also their USP. In this issue, we take a look at some of these ‘go getters’ who
have stood their ground, built their business in the vicinity of big supermarkets, and even
withstood competition from the mom and pop stores.

Amitabh Taneja
Editor-in-Chief
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Event

Preview - FGFI ‘14
The Food and Grocery
Forum, which is
being held from
January 23 to 24 at
Bombay Exhibition
Centre, Mumbai, is
considered the most
well-represented
food and grocery
retail industry
platform, along
with the concurrent
Indian Food Service
Forum dedicated to
the food service and
hospitality sector
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FSSAI and FIFI - Partners in Progress

Participation and Support

FSSAI and FIFI have been collaborating
growth of imported food retail in India,
and bringing the best to consumer’s table.
FIFI has played a pivotal role in increasing
awareness on compliance on various Food
Safety norms and regulations. Over the years,
FGFI has emphasised on bridging the gap
between FSSAI and Food and Grocery trade by
conducting various interactions, seminars and
consultations on rationalising the law.
The ever evolving laws in the country
have created various stalemates that
have impacted the entire industry. Several
reliefs from FSSAI and the legal metrology
have simpliﬁed the laws and brought major
compliances in the trade. The overall
scenario has impacted Trade Commissions,
Embassies, Importers and Modern Trade in
a major way. Going ahead, how do all the
affected constituents of trade take a future
course to bring more compliances and get the
law more transparent and simpliﬁed? Industry
experts engaged in retail, manufacture,
import and distribution will discuss and share
their views.

• Over 800 international brands from 50
countries under the FIFI pavilion.
• Leading national brands like Tata Chemicals,
Pepsi, Catch, Dawat, Dalda, Mother Dairy,
India Gate, Sahara Q Shop, Madhu Jayanti,
Suguna, etc.
• 21 Trade Bodies & Associations including
from Mumbai, Navi Mumbai, Pune,
Gujarat, Madhya Pradesh and Delhi,
Bombay Grain Dealers’ Association, Public
Charitable Trust, Retail Grain Dealers
Co-operative Society, Indian Biscuits
Manufactures’ Association; RMCA: Retail
Merchant Chamber Association (Pune);
AIFPA: All Indian Food Processors’ Association;
AIREA: All India Rice Exporters’ Association;
AIWPA: All India Wine Producers Association;
Maharashtra Traders Association; Mumbai
Traders Association;Tulleho Beverages
Education & Training, etc.
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Entry Point to Indian Market
Along with USA, Canada and Spain,
companies in Singapore, Ecuador, and
Dubai are evincing a keen interest in the

www.imagesfood.com

Indian market. FGFI is their chosen
platform to showcase their range of
products, meet potential buyers and
distributors, and network with industry
professionals. International trade
bodies participating include Dubai
Export Promotion Board, Canada
Export Promotion Agency, Singapore
International Trade Agency, USDA,
Equador Trade Promotion Board, Spain
Export Promotion Agency, and more.
These countries will be sending their
trade counselors /delegates to attend
the sessions to understand Indian
consumption trends and ways to enter
the Indian market.

HORECA Represented
HRAWI: The Hotel and Restaurant
Association, Western India (HRAWI):
HOTREMAI: Hotel and Restaurant
Equipment Manufacturers Association
of India; HPMF: Hotel Purchase
Managers’ Forum; India Culinary
Forum: India’s Association of
Professional chefs; WICA: West India
Culinary Association, etc.

spirit of leaders in the dynamic India
Food Industry. It appreciates new food
retailing and food service retailing
concepts, formats and innovations
that have led to a revolution in the
food experience.
Together, the two events - FGFI and
IFSI - make this a most compelling
opportunity for suppliers of products
and services related to the food
service sector, including caterers, food
courts, kitchen and other equipment
suppliers, importers and distributors
of imported food products, etc.
The events are organised by the
Images Group that also publishes
Food Service India (Indian edition
of the reputed Food Service Europe
and Middle East magazine) and
Progressive Grocer (Indian edition of
Progressive Grocer USA).

Coca Cola Golden Spoon Awards
The Awards, which will be held along
with the exhibition, will honour
achievers for excellence in food
retailing and recognise the innovative

www.imagesfood.com
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Support and Participation of MOFPI, Government
of India, New Delhi
J P Meena, Joint
Secretary, Ministry
of Food Processing
Industries, will deliver
the keynote address
at the Forum. He
is currently dealing
with issues relating
to policy and
programme planning
for the development
of food processing
sector, mega food
park projects, cold
J P Meena
chain, preservation
and development of infrastructure projects. He holds
a Masters degree in Sociology from University of
Rajasthan, Rural Social Development from University
of Reading, UK, M.Phil in Social Sciences from Punjab
University, and PG Diploma from the Indian Institute of
Public Administration.
After entering the Indian Administrative Services
in 1983, he has held various important positions in
the Central and State Governments. In the latter, he
has served as Secretary - Industries and Commerce,
Principal Secretary - Agriculture, and as Agriculture
Production Commissioner. Earlier, he has held the
position of Director in the Ministry of Textiles, Joint
Secretary in the Ministry of Agriculture, and as Joint
Secretary in the Ministry of Home Affairs.
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Cover Story

Small
Measures to

Big
Success

By Zainab Morbiwala

The specialty grocer building
his/her business on niche
products, has a special
attraction for consumers
looking for quality products
and an engaging shopping
experience where their
preferences and requirements
will be heeded
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ig Bazaar initiated the concept of shopping at ‘supermarkets’. More
than two decades since we have had big corporate houses such as the
Reliance Group, Tata and Bharti foray into grocery retail by launching their
own brand of supermarket/hypermarket chains.
Despite the popularity and growth of the supermarket and hypermarket
formats across the country, the niche/specialty retailer continues to attract the
consumer. No matter if the store is only 200 sqft, but if it has something special or
different to offer, consumers would not mind driving the extra mile to pick stuff off
its shelves.
Though Food and Grocery retailing in India has seen a lot of evolution over
the years, it hasn’t happened at the cost of the kirana stores. Many expected
these small neighbourhood stores to shut shop when modern retail chains began
expanding their footprints across the country. The lure of a clean and air-conditioned
self-service store no doubt had many abandon their neighbourhood mom and
pop store for a while, only to return to them, sooner than expected. But again, this
wasn’t at the cost of consumers giving up on the supermarkets and hypermarkets.
Rather, shopping patterns and frequency of shopping underwent a change. While
the local kirana store satiated the need for everyday items, visits to supermarkets/
hypermarkets became weekly or monthly, mainly to stock up on major/bulk items.
Amongst the many good inﬂuences that modern retail brought, one was that
it instilled novel ways of doing business, especially in the younger generation of
grocers. From launching specialty tea boutiques to organic stores, they have not
baulked at being different. Rather, their USP is their unique format of specialty
products. These young entrepreneurs are tuned into the changing dynamics of the
Indian consumers, and they keep themselves updated on market trends. They are
not averse to starting their business from the online space if acquiring real estate is
a problem, and they are quick to learn from the big names in the industry by sheer
observation.
As we step into 2014, we take a look at a few such specialty food and grocery
retailers that have stood their ground, built their business around some niche
products, and withstood competition posed by the super-/hypermarkets.

B
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THE GOURMET JAR, DELHI
Store size: 140 sqft Year of start: Oct 2013 Average bill size: Rs 900
Target audience: Women aged 25-50, well-traveled, food connoisseurs
Expansion plans: E-commerce and stores in other cities

hen Apeksha Jain launched a super
specialty store that sells only pure
hand-made jams and jellies, she had
no prior retail experience. But she soon learnt
that customer sampling can work wonders.

W

The launch
“I launched The Gourmet Jar in May 2012, and
was delivering to customers directly from home,
During the ﬁrst year, I took part in several fairs,
where I would encourage customers to sample
the products. The kind of ﬂavours I have are
new to the Indian palate. Even those who
said, “I am not a jam person” would end up
buying after tasting the jams. I realised that a
permanent physical space where people can
experience the products and understand the
brand would be necessary if I had to grow my
business. I also felt that a store like mine, one
that is exclusively for jams and preserves, and
which is very common in Europe, is not present
in India. I launched The Gourmet Jar Conﬁture
Shop in Shahpur Jat in Oct 2013, and it took
me about 3-4 months to execute the idea, right
from scouting for a location, signing the lease,
and getting the store and stock ready.

www.imagesfood.com

I do only seasonal ﬂavours so the range
keeps changing every few months. But typically,
at any given time, I have 6-7 different ﬂavours
available, along with samples for each of them.
I also have a little tasting table on one side
where customers can sit down and sample any
ﬂavour, which makes it very customer-friendly. I
have 6 to 7 skus at any given time. The best
performing ones would be the Banana Rum
Jam, Spicy Onion Balsamic Relish, and the
Orange Apricot Whiskey Marmalade.

Owner Apeksha Jain

Challenges and beneﬁts
Finding the right location at the right price
was the biggest challenge. After looking
at locations in Hauz Khas Village and
Meharchand Market, which proved to be
too expensive, I zeroed in on Shahpur Jat,
which has a niche clientele and lots of small
and interesting boutiques. Finding a space
on the ground floor was another challenge.
Most available spaces were on the 2nd or
3rd floor, and I felt they were not right for
a retail store. People are willing to walk up
3-4 stories to a restaurant/bar but for a
retail outlet, it is always better to be on the
ground floor.
It is very interesting to be operating in
such a niche industry. The advantage is that
it is easier to focus as the number of variants
are not too many. Since my scale of operation
is not too big as of now, I can control the
quality and ensure that every batch is
perfect. I also get to be very creative with the
ﬂavour combinations. There are two major
challenges that I feel I constantly face: the
constant one is having to justify the premium
pricing. Indians are so used to cheap jars of
jam, full of sugar and chemicals, and hardly
any real fruit, that they don’t understand
that the cost of a handmade jar of jam,
using only real fruit and organic sugar and
no preservatives or chemicals is signiﬁcantly
higher. The second major challenge is having
to educate people on how to use jams and
preserves. Jams are so synonymous with
toast in India, that people don’t realise
how versatile they are. You can use them
in smoothies, salad dressings, marinades,
desserts and so much more. But this is one
challenge that I quite enjoy.
It has just been two months since the
launch of the store, so it is hard to make any
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signiﬁcant observation yet. But I do get lots of
people making a special trip to Shahpur Jat
just to come to the store to buy my jams and
preserves, which is very promising. Weekday
footfalls are sometimes as low as 7 to 10,
while weekends mostly see about 30 to 40
footfalls a day.

Why a specialty store?
In a grocery store, a brand can get lost
among several similar products. In a specialty
store, a customer can experience the brand
and its various products, try them and get
answers to their questions from people
who knoe the products. For example, many
customers ask me about ways of using jams
and marmalade, something which they cannot
ask in a grocery store.

Learnings
A beautiful display always attracts people. I
get inspired from places like Foodhall, which
are so neat and well-organised that you feel
tempted to buy there. There may be other
stores that have all the same products, but if
they’re messy and dirty, then it makes grocery
shopping feel like a task to get over with.
Retail spaces need to be more beautiful and
well-organised, so that they give the customer
an experience and not just a product. If they
like your product, they will come searching for
you, no matter what the location.
Nothing works like sampling! Indians will
always be price-sensitive, but they are open to
new and interesting products, as they travel and
eat out much more now. They are inﬂuenced
more by word-of-mouth than advertising.

My message…
Let’s change the way India eats jams!
JANUARY 2014 • PROGRESSIVE GROCER •
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Breakfast

BREAKFAST

Breakfast
Trends
Consumers wake up to the benefits
of protein- and fibre-rich products
By Kathleen Furore
f all the factors driving food
purchases today, the spotlight
perhaps shines brightest on ﬁbre
and high-quality protein, two
trends signiﬁcantly impacting
cereal, meat and eggs — categories vital to
the breakfast daypart.
Consumers can expect to see new whole
grain and dairy blends in convenient product
formats, according to the Packaged Facts
report Food Formulation and Ingredient
Trends: Health & Wellness. “Oatmeal’s appeal,
for example, will keep going and going, both in
packaged goods at retail and in foodservice,”
the report predicts.
The “need for protein” is a top trend Jennifer
S. Johnson, Senior Product Manager-breakfast
meat at Austin, Minnesota-based Hormel
Foods, says the company has identiﬁed.
“Moms feel much better about the day if they
are able to get their children started off right,
with a protein-rich breakfast,” Johnson notes.
“Adults also want to start their day off with
protein, as they feel it’s their best way of having
sustained energy throughout the day.”
The American Egg Board (AEB), based in
Park Ridge, Illinois., has also identiﬁed protein
as a key player in this year’s culinary lineup.
“Protein at all meals, especially breakfast,
will be the power play of 2013,” according to
a list of top trends the AEB and Egg Nutrition
Center (ENC) compiled with the help of the

O

NPD Group, based in Port Washington, New
York., and AEB culinary advisor and research
chef Walter Zuromski. According to Zuromski,
formulators targeting consumers who skip
breakfast or look for convenient nutritional
alternatives can easily incorporate extra
protein in microwaveable, portable breakfast
bowls or hand-held meal solutions. “Eggs
contain the protein that helps satisfy hunger,
and, as a formulary bonus, adapt to almost
any type of quick-heating situation, including
the freeze/thaw cycle,” he says.

Cereals step it up
Although cereal sales have been somewhat
ﬂat over the past decade, category innovation
is invigorating cereal’s reputation as a
healthy breakfast choice. Between 2005 and
2011, ready-to-eat cereal’s nutritional proﬁle
dramatically improved, according to recent
trends in ready-to-eat breakfast cereals in the
US a study conducted by the US Department
of Agriculture’s (USDA) Agricultural Research
Service (ARS) and involving researchers from
the USDA, General Mills and The Kellogg
Co. Data from the study shows that in 2011,
whole grain ingredients were found in at least
two-thirds of cereals from General Mills, based
in Minneapolis, and Battle Creek, Michiganbased Kellogg. The amount of ﬁbre increased
by 32 percent on average, while sugar and
sodium decreased on average by 10 percent
a
and 14 percent, respectively.
General Mills, for example, increased the
w
whole grain content in all of its Big G cereals,
w
which now have 20 grams or more of whole
ggrain per serving.

TThe egg beat
T popularity of eggs is on the upswing as
The
cconsumers recognise the protein they deliver
a
and the health beneﬁts they bring. As AEB notes,
““High-quality protein, found in foods like eggs, is
56 • PROGRESSIVE GROCER • JANUARY 2014
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the secret to staying fuller longer, helping people
trim calories and their waistlines.”
Past worries are also falling by the
wayside.“Egg consumption fell precipitously
from about 375 eggs per person per year in
1950 to about 230 eggs person per year in
1990,” recalls Oklahoma State University
professor Dr. Jayson Lusk, an expert in
predicting and understanding consumer food
purchasing behaviour. “But consumption
has subsequently rebounded and is today
around 250 eggs per person per year. Older
concerns about cholesterol have been
replaced with a recognition of the nutritional
beneﬁts of egg consumption.”
There has also been what Lusk calls “an
explosion in choice at the retail level” where
eggs are concerned. He cites innovations in
packaging, nutritional content (the addition
of omega-3s), egg colour, production method
(cage-free, organic and free-range), and
other claims, including fertile, natural and
vegan-fed, as category trends. “The market
share for organic and cage-free eggs, while
small, continues to rise at a signiﬁcant
pace,” he adds.
Hidden Villa Ranch, Eggland’s Best,
Sparboe Farms and The Happy Egg Co. are
among those companies focussing on cagefree egg production.Fullerton, California-based
Hidden Villa offers all cage-free eggs, including
recently introduced NestFresh Pasture Raised
eggs from hens that are raised by family
farmers and have 25 square feet per hen of
space to roam, and Nature Fed eggs, the ﬁrst
Non-GMO Project Veriﬁed egg brand in the
United States.
Eggland’s Best, in Jeffersonville,
Pennsylvania offers cage-free as well as
white, brown and organic eggs, all with 115
milligrams of omega-3 and produced by
hens fed an all-natural, all-vegetarian diet.
And Sparboe Farms, based in Litchﬁeld,
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Minnesota, offers a broad platform of white
and specialty eggs, including brown eggs
from hens that eat an all-vegetarian diet with
no added hormones or antibiotics; CageFree Brown Plus eggs with 250 milligrams
of omega-3, 300 micrograms of lutein, and
vitamin E; and organic brown eggs certiﬁed
organic by the Global Organic Alliance.
Retail data from major North American
markets, in fact, shows cage-free egg sales
doubled between 2004 and 2008, with a 55
percent increase in market share for organic
eggs in the past year and a half alone. A recent
NPD study conducted on behalf of The World
Society for the Protection of Animals (WSPA),
based in New York, found that US consumers
believe 68 percent of their eggs come from
hens kept in cages; the actual number is closer
to 95 percent. The study also found that 58
percent of Americans believe humane treatment
for hens includes the ability for them to stretch
their wings and move around, and that almost
half of egg buyers would buy a different brand if
they found out the product came from animals
that suffered.
“Even a modest increase in consumer
knowledge — from 10 percent to 25 percent

— would increase market share for cage-free
eggs a further 20 percent,” Lusk says. “And if
three-quarters of consumers understood the
living conditions of hens in cages, market share
of cage-free eggs would jump by 62 percent.”

Meat in the Morning
Protein-rich meats haven’t fallen out of favour
with consumers.“In the ﬁrst quarter of 2013,
total pounds of pork sold at retail were up 9.9
percent over ﬁrst quarter last year, and total
dollars in sales were up 4.7 percent,” says
Chris Novak, CEO of the Des Moines, Iowabased National Pork Board. “Average retail
price was down due to higher supplies, but
the increased volume more than offset the
decrease in average price.”
Bacon — which the board says 53
percent of all households report always
having on hand in the kitchen — remains
a breakfast staple.“Looking at the overall
growth of the bacon category specifically,
it appears that consumers are continuing
to enjoy their favourite breakfast items,”
Hormel’s Johnson says.
To satisfy consumers’ preferences for
convenient, high-quality, ﬂavourful protein,

the company offers Hormel Black Label
bacon and Hormel Cure 81 ham products.
Johnson says shoppers seeking alternative
nutritional proﬁles can turn to Hormel Black
Label lower-sodium bacon, which comes in
a microwave-ready variety as well as a fully
cooked option consumers can eat right out
of the package. And last year, Hormel Cure
81 introduced pre-cooked ham steaks for
single servings, and packages of pre-cooked
cubed or diced ham that can be easily added
to breakfast recipes. 

Yogurt
Demand for healthy, protein-rich products drives sales
Today’s consumers are embracing Greek yogurt
brands — a major catalyst for category growth.
According to the March 2013 Packaged
Facts report, The Yogurt Market and Yogurt
Innovation: Greek Yogurt and Beyond (www.
packagedfacts.com/Yogurt-InnovationGreek-7206794/), retail dollar sales of Greek
yogurt in the US market increased more than
50 percent in 2012 to reach $1.6 billion, with
signiﬁcant gains in the mass-market, natural
and specialty retail channels.
“Greek yogurt surged from being just
a sliver of the yogurt market in 2007 to
becoming the most important trend in the
industry, albeit at the expense of non-Greek
yogurt dollar and unit sales,” according to
the report, which estimates the total US retail
yogurt market at $7.3 billion in 2012, up 6.6
percent over the previous year. Greek yogurt
also increased market sales and share through
the ﬁrst quarter of 2013.
The Sundale Research report Yogurt
and Cottage Cheese in the US (www.
sundaleresearch.com/Yogurt_Cottage_
Cheese.html) echoes those ﬁndings. “From
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2007 to 2012, US shipments of yogurt grew by
an average of 6.2 percent per year, and even
stronger growth is anticipated through 2016,”
the report says, noting that Greek yogurt has
been a strong driver of yogurt sales.

Demand Prompts Innovation
Yogurt — the food Harry Balzer, chief industry
analyst at The NPD Group, in Port Washington,
New York, recently dubbed the “food of the
decade” — ﬁts the proﬁle of the healthy, lean,
protein-rich foods more and more consumers
are seeking.
Now, thanks to myriad yogurt products from
the likes of Chobani, Karoun Dairies, Klondike
Cheese Co. and Muller Quaker Dairy in
response to consumer demand, retailers have
more opportunity than ever to capitalise on the
yogurt craze.

The Future
Retailers wondering how long yogurt’s
performance will shine have only to look at
industry predictions to see that the category
holds promise for the next several years.
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Rockville, Maryland-based
Packaged Facts forecasts that
US retail sales of yogurt will
approach $9.3 billion by 2017,
and predicts Greek yogurt will
continue to post gains and set the direction
for the overall yogurt market, though likely at a
slower pace than it has over the past year.
The relatively low per capita consumption
of yogurt in the United States is one statistic
Packaged Facts cites as a reason for its
optimistic outlook.
“Americans, on average, eat a serving of
yogurt less than once a week. Dannon wants
to change this by educating them about the
beneﬁts of eating yogurt regularly and by
making a diverse range of delicious ways to
enjoy yogurt,” a Dannon representative says.
“Moreover, yogurt is spreading beyond the
breakfast daypart, reﬂecting the ‘breakfast-allday’ culinary and menu trend,” Packaged
Facts adds.
For more about new yogurt products, visit
Progressivegrocer.com/yogurt.
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Product Watch

The budding health foods market in India is poised to register
signiﬁcant growth with major food companies proactively tapping
into the rapidly growing product categories in this segment
By Reteesh Shukla & Akshay Mallick
ood consumption patterns and
preferences are undergoing signiﬁcant
changes all over the world. Due to
an ever-evolving lifestyle, a growing
awareness of quality, and the
increasing incidence of food-heart-related
diseases like diabetics, and obesity consumers
worldwide are showing an interest in a
preventive lifestyle rather than a curative
approach. ‘Eat Healthy, Live Healthy’ is the
widely accepted mantra for living a good life
in today’s times. It is not surprising, therefore,
that the health and wellness movement has
been on the radar of major food companies
who are proactively tapping into the rapidly
growing product categories in this market.
In a huge and diverse country like India,
this trend is relevant in two radically different
ways; while a large part of rural India suffers
from malnutrition and seeks foods that
supplements basic minerals like iodine, and
iron, and other nutrients like Vitamin A, a lot
of people in urban India suffer from lifestylerelated disorders such as obesity, coronary
heart disease, diabetes, and hypertension,
and seek solace in low fat, low sugar, and low
cholesterol products.
The health foods sector is at a budding
stage in India and is poised to register
signiﬁcant growth in the years to come. This
market was worth Rs 9,000 crore in 2010 and
is expected to grow at a CAGR of 20 percent to
Rs 22,500 crore by 2015.

F

Functional: Foods fortiﬁed with such nutritional
and disease-preventing ingredients such as
iodine, iron, lower cholesterol-inducing, and
reduced fat content.
Natural: Food products with natural origins,
without any preservatives and chemicals such
as organic foods, natural colours and ﬂavours,
natural extracts, etc.
The need to be healthy is driving the
initiative towards product innovations for
many F&B players. While the dairy and juice
categories have been leaders in processed
foods, and have seen an inﬂux of probiotic,
mineral-fortiﬁed, zero fat, high-ﬁbre variants,
etc, the restaurant industry has also
started innovating to woo health-conscious
consumers. Oatmeal is a familiar example of a
functional food that has been widely accepted
because it naturally contains soluble ﬁbre that
can help lower cholesterol levels. Similarly,
many restaurants now regularly
offer whole wheat pastas and
pizzas, multi-grain/whole wheat
breads, and low-sugar desserts.
Products such as probiotics

and prebiotics are gaining popularity and
encouraging food service industry operators
to incorporate such functional and nutritional
foods in their product lines.
Some health and functional foods offerings
by major brands:
Nestlé

Strengthening brands like Nestlé
Slim and Real Fruit yoghurts

Dabur

Launched health-based yoghurt
drink brand Real Activ

Kellogg

Positioned different product
offerings to suit the needs of
different demographic segments
(children, all-family segment,
aging adults)

GSK

Launched ‘differently healthy’
product ranges such as Horlicks
Lite, Horlicks Women’s, etc.

Classiﬁcations within Health Foods
The health foods market, globally, is split into
three broad categories:
Better for You: Low cholesterol, edible oils, zero
percent trans-fat, snacks and biscuits, slim
milk/curd/ice-creams, diet colas.
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