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It seems that Spring has made its entry officially. Although most events and/or traditional
holidays are taking place on their later dates this
year, India’s economy continues to boost, keeping
businesses occupied.
With the World Cup having taken off with
India and England both playing some surprising games, board examinations for students, to
the upcoming tax season around the corner, and
of course rising prices in all sectors, India has its
own cup of tea to sip from.
With the weather actually remaining closer
to normal temperatures, international headlines
regarding Libya and its soon to recover government has been keeping investors and the stock
market on its toes as U.S. President Obama steps
in to “keep things under control”. Closer to
home, the topping on this cake was the Union
Budget 2011-12 in which Finance Minister
Pranab Mukherjee didn’t quite hit all the right
notes, as nothing “official” was announced on the
National Food Security Bill just yet.
Cold storage projects were the main attention grabber for the FMCG industry as, 24 new
cold storage projects with a capacity of 1.4 lakh
metric tonnes have been sanctioned under the
National Horticulture Mission. In addition, 107
cold storage projects with a capacity of over five
lakh metric tonnes have been approved by the
National Horticulture Board.
What didn’t make the cut of the Budget was
the much anticipated FDI in the multi-brand
retail segment allowing foreign mass retailers to
open shop without having to partner with Indian

companies and provide competition, to ultimately benefit customers through higher savings.
Global retail giants such as Wal Mart, Carrefour
and Tesco have been pitching for opening FDI in
multi-brand retail to tap the immense potential
India offers; they were left disappointed once
again.
Meanwhile, the increase in service tax at air
conditioned restaurants serving liquor didn’t
gain much positive feedback from industrialists,
as summer is around the corner. Although, the
overall budget wasn’t quite a ‘sixer’, it seems the
industries are willing to wait and let it speak for
itself as its put into place.
Once again the food industry and especially
rise in food inflation is making headlines across
the globe. From Dubai, Australia, to Europe,
rising costs of food has been making headlines
and keeping governments occupied in preparing for similar situations in the future. As even
mentioned in this month’s Cover Story, food
prices continue to rise and consumer behaviour
and shopping patterns change accordingly for
which retailers are also adapting and catering
accordingly.
Just as this issue hits the stands, a reminder to
check your calendars and affirm that you make it
to this year’s Food Forum taking place in Mumbai on March 28-29 with the industry’s leading
gurus showcasing the next stage for India’s growing food industry. The event hosts the largest
congregation of key, global and Indian, food
retailers, manufacturers, organisations and minds
in the food business in India. Don’t miss it!
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Drink
tohealth
With carbonates fast
losing their fizz to
healthier alternatives,
the Indian soft drinks
market is certainly one
space to look out for.
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By Rahul Ashok

C

ome March, and it’s a typical story
across India – welcome, the Great
Indian Summer season. The mercury levels spiral upwards in most
parts of the country, so does everyone’s thirst. What is slowly becoming non-typical,
though, is how Indians choose to quench this
thirst.
With the rising inclination
among Indians to ‘take health into
their own hands’, there is a parallel
increase in the willingness to spend
on packaged beverages, which have
an assurance of quality and nutrition. Given these macro-behavioural
changes, categories such as juices
and bottled water are becoming significant contenders for a share of the
Indian soft drinks market, which was
worth ` BN AS OF 
Even as recent as 2000, carbonATES ACCOUNTED FOR CLOSE TO  PERCENT
of the total market share, but over
the last decade, it has diminished to
just a little over 50 percent. Companies such as Coca-Cola and Pepsi
p
have continuously attempted
de by
to arrest this downslide
rms of
launching variants (in terms
flavours, SKU sizes and packease/
aging formats) to increase/
on
change the consumption
occasions favourably, butt
it has not been able to
supersede the rising
negative
consumer
perception regarding
the health impacts of
excessive consumption
of carbonates.

Losing Fizz?
With the growth of
modern trade outlets
over the last few years,
and the changing meal
patterns of Indians,
much has changed in
the way consumers
spend on their food
and beverages. Given
that
lifestyle-related
diseases are increasingly
becoming
commonplace, there is a tendency
WWW.PROGRESSIVEGROCER.COM

among consumers to preempt and
proactively enter into a disease-management mode when they choose
their dietary intake. The fact that
packaging literature and marketing
communication is becoming more
health-oriented is aiding this behaviour. And, unfortunately, carbonates as a category play solely on fun,
pleasure and indulgence, rather than
health.
As a result, although the per capita spend of Indians on carbonates
is the highest among all soft drinks,
it is heading downhill, with the biggest gainer from this changing market landscape being bottled water.
Having said that, diet colas (which
claim to be sugar-free and contain no calories) and mixers are
the on
only two segments within
the car
carbonates category which
are eexpected to sustain the
gro
growth
they have shown
o the last five years.
over
Water, Water
Everywhere
The growth of the
packaged water market in India is a rather
recent phenomenon,
where people have begun to seek clean and
safe drinking water,
both inside and outside the home. Even
for at-home consumption, apart from water
purification systems,
the market for bubble-top cans and the
regular plastic water
bottles has grown tremendously over the last
five years. Outside the
home, the affordability,

and, more recently, the accessibilsibility of packaged drinking water
ition
has made it a direct competition
reoto any other soft drink. Moreos,
ver, among all soft drinks,
bottled water is the only category with SKU sizes ranging from 100-ml bottles to
20-litre cans, thus, making
it easily adaptable to a widee
erange of consumption requirements and occasions.
Given this scenario, it
would not come as a surprise
that bottled water, as of
2010, accounted for close
to 50 percent of Indians’
per capita consumption of
soft drinks. With improvements in supply chain and
distribution, bottled water
is certainly expected to further eat into the ‘share of
throat’ that carbonates currently command.
Although ‘still unflavoured water’ is the largest segment in the bottled
water category, others such
as ‘Sparkling’ and ‘Flavoured’
water are also expected to bring a
lot of opportunities over the next
few years, owing to the fact that
they can be positioned with certain
health benefits, at a price point that
is potentially competitive to where
juices are currently placed. What
would pose a challenge, though, are
the taste and the willingness of consumers to perceive bottled water as
sources of considerable nutrition.
Brands such as Bisleri Vedica and
Himalayan are already positioning

their products on the platforms of
enhancing immunity levels, instead
of purity – which, in reality, is a category pre-requisite. Another noteworthy mention here is Qua, which
is one of the first Indian brands to
have launched a range of fortified
water, ‘Phat Burn’, ‘Ninja Kick’, etc,
which have ingredient modifications
to provide health benefits on the
platforms of energy, immunity and
weight loss, among others. Going
forward, such fortified and flavoured

Over the next five years, the contribution of bottled
water as a ‘share of throat’, is poised to increase
more sharply then even juices

55%

2014

34%

48%

2010

39%

39%

2006

Bottled water

46%

Carbonates

6% 5%

6% 7%

6% 9%

Juices

Others

BASED ON PER CAPITA CONSUMPTION OF SOFT DRINKS IN INDIA. ‘OTHERS’ CONSTITUTES FUNCTIONAL DRINKS, RTD TEA AND COFFEE,
CONCENTRATES AND SMOOTHIES
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The Sixth

Wonder
Spar’s sixth hypermarket in India has raised the bar for retailers, especially in Delhi.
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By Nishi Roy

I

magine a retail store offering over 50,000
products in various categories – apparel,
electronics, fresh produce and a lot more –
and that too on a single floor! While this
might not sound too appealing to customers with international exposure, it sure was for
people of Delhi when Spar arrived in the national
capital.
Spar, which operates in India
under a licence agreement between
Dubai-based Landmark Group’s
Max Hypermarkets and international food retail chain Spar International, recently opened its sixth
Indian hypermarket in Delhi. Located at Pacific Mall, Tagore Garden,
the 74,000-sq.ft large-format store
is spread over a single floor, offering easy navigation and convenient
shopping across various categories
segregated in different ‘worlds’ or
sections.
These ‘worlds’ at Spar include
‘Children’, ‘Living’, ‘Kitchen’, ‘Apparel’, ‘Gifting’, ‘Electronics’, ‘Fresh
Produce’ (including fruits, vegetables, meat, fish, delicatessen and instore bakery), ‘Speciality Food Concepts’, ‘Staples’, ‘Health and Beauty’,
‘FMCG Food’ and ‘Foodies’, the
eatery.
With a few high tables to place
and eat one’s food, ‘Foodies’ offers a
welcome break to shoppers looking
for a quick re-fuel. It serves snacks,
including puffs, samosas, savoury

items, a large variety of Delhi chaats
and street food, rajma-chawal, kadhichawal, channa bhatura, apart from
a variety of cakes, desserts, pastries,
mousses and gateaux, and beverages
such as juices, soft drinks, tea and
coffee.
At the launch, Viney Singh,
managing director, Max Hypermarket India Pvt Ltd, said he hoped Spar
Delhi, with its sharp pricing, promotions, loyalty programme, the largest
fresh produce section and customercentric service, would be able to take
the shopping experience in the capital city to a new level.
An Obvious Choice
On why Spar decided to open the
store in Delhi at the current location,
Singh said, “Spar is quickly scaling
up its business and is looking at a
pan-India footprint. The Pacific mall
at Tagore Garden was an obvious
choice for Spar India as it is one of
the best designed malls in India and
has very high potential catchment.”

The 74,000-sq.ft large-format store in Delhi offers easy navigation and
convenient shopping across categories.

Set up at a total investment of
around `13 crore, the average bill
value expected at the store is in the
range of `800 to `1,000 per customer.
With over 50,000 products on
offer, along with marketing deals
and offers, including the popular
‘Every Day Low Price’ policy and
‘Best Deal’ promotions, the outlet
promises to cater to the needs of
quality- and value-conscious Delhi
shoppers.

Though unwilling to comment
on the expected break-even period,
Singh expects per square feet sales are
about `1,000 to `1,200 per month.
It’s Private
Like all its other stores, the Delhi Spar will have a wide offering of
private labels in various categories.
“In this financial year, we will have
500 food SKUs, including dry groceries, staples, spices, dry fruits and

At a Glance
Location:. . . . . . . . . . . . . . . . . . . . Paciﬁc mall, Tagore Garden, Delhi
Area of the store: . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .74,000 sq.ft
Store Designer/Architect: . . . . . . . . . . . . . . . . . . . . . . . . . . . . In-house
Lighting (Supplier/Brand): . . . . . . . . . . . . . . . . . . . . . . . . . . Asian RLT
Flooring (Supplier/Brand): . . . . . . . . . . . . . . . . . . .Restile, Hyderabad
Fixtures (Supplier/Brand): . . . . . . . . . . Suzhou Jiacheng Commercial
Equipment Ltd, China
Upholstery (Supplier/Brand): . . . . . . . Ashitesh Enterprises Bangalore
Display Systems (Supplier/Brand): . . . . . . . . . . . .3M and HL Display
Security (Technology/System):. . . . . . . . .Adtech Systems, Bangalore
Technology at front-end (Supplier/Brand):. . . . . . .Forbes IBM/Zensar
SmartShop
Technology at back-end (Supplier/Brand): . . . . . Accel Frontline/Sun
Solaris/ Zensar ZRMS
Merchandise mix: . . . . . . . . . . . . . . . . . . . . . . . . . .Food and non-food
Spar’s total number of outlets in India:. . . . . . . . . . . . . . . . . . . . . . .Six
Retail presence: . . . . . . . . . Bangalore, Mangalore, Hyderabad, Delhi
Future expansion plans: . . . . . . . . . . . . . . . . . . . . . .30 stores by 2013

Spar maintains strict international standards in sourcing nonvegetarian food products.
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Targeted turnover for FY’11:. . . . . . . . . . . . . . . . . . . . . . . . `300 crore
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The pathetic state of
the cold supply chain
in India calls for major
reforms, especially
as wastage of agri
produce is estimated
at `500 bn annually.

By Rhea Vazirani

W

ell, it had to happen. Sooner
or later the government had
to put its hands up in despair
in failing to control vegetable
prices. And once again, the focus is back on the cold supply chain in India.
 s PROGRESSIVE GROCER s MARCH 2011

Almost like shutting the door after the horses have bolted, from the
finance ministry to the commerce
ministry to the agriculture ministry,
they have suddenly woken up to the
fact that India’s cold chain supply
leaves a lot to be desired. It’s not a
new topic either. For the last several years, seminars, workshops and
committees have been talking about
beefing up the cold chain supply. In

AHEAD OF WHAT’S NEXT

fact, in December 2010, at a seminar oragnised by Confederation
of Indian Industry (CII), the government had announced that “the
National Centre for Cold Chain
Development (NCCD) will be in
operation soon”.
Contrary to the popular belief, a
cold chain is not merely refrigeration
of perishable commodities. It is, instead, a logistics system that provides
WWW.PROGRESSIVEGROCER.COM

a series of facilities to maintain ideal
storage conditions for perishables
from the point of origin to the point
of consumption in the food supply
chain. The chain needs to start at the
farm level – post harvest and precooling – and reach the consumer
or at least the retail outlets. A well
organised and efficient cold chain
reduces spoilage, retains the quality
of harvested products and guarantees a cost-efficient delivery to the
consumer. A significant aspect of the
system is that if any of the links is
missing or weak, the whole system
might fail.
The cold chain logistics infrastructure generally consists of the
following:
s Pre-cooling facilities
s Cold storages
s Refrigerated carriers
s Packaging
s Warehousing
s Information management systems (traceability and tracking)
India’s cold storage story dates as
far back as 1938, when one was set
up in Meerut for storing potatoes.
Potatoes still dominate the country’s
cold storage scenario, accounting for
as much as 92 percent.
There has hardly been any sigNIFICANT CHANGE IN THE LAST  YEARS
Overall, our cold storages can store
around 22 mn metric tonnes. Of
this, Uttar Pradesh and West Bengal have 65 percent of the installed
capacity. While we have one case
of McDonald’s in India which uses
smart temperature-controlled supply
and distribution, we also have many
companies whose food stock is met
with rejection in Europe.

The estimated annual production of fruits and vegetables in the
country is around 130 mn tonnes
– 18 percent of our agricultural output. But, the lack of cold storage and
cold chain facilities is becoming a
major bottleneck in tapping the vast
potential. The cold storage facilities
now available are mostly for a single
commodity, such as potato, orange,
apple, grape, pomegranate, flower,
etc, which results in poor capacity
utilisation.
Of the 3,443 cold storage units,
  ARE IN THE PRIVATE SECTOR 
in the cooperative sector and the remaining in the public sector. This,
though, is not adequate, as India’s
vast produce rot due to lack of cold
storage and, thus, result in increased
cost of the produce.
Except for a few examples, India
has a totally unintegrated cold supply chain. In some pockets, individual entrepreneurs have ventured
into the cold storage business. Most
of these are of poor technical design
and don’t adhere to international
standards of storing and stacking.
The technology used continues to be
archaic. Many cold warehouses are
nothing but a large shack cooled by
some equipment. Temperature zoning, air curtains, air locks, are not being used effectively or at all.
The cold chain industry is currently worth around `15,000 crore
and is expected to touch `40,000
crore by 2015. Though the government allows 100 percent FDI in

The cold storage
facilities now
available are
mostly for a single
commodity, which
results in poor
capacity utilisation.

cold storage infrastructure, which
comprises coolers, warehouses, reefer
trucks, retail locations and chillers,
among others, very little FDI or local investments have come in.
Among many other infrastructure bottlenecks that inhibit FDI,
there is lack of understanding of an
integrated cold supply chain management in our country. The refrigeration expert or refrigeration supplier is mistakenly identified as the
cold chain expert! This has been a
common error when identifying
expertise to establish a viable and
optimal cold chain. One should be
aware that refrigeration is only one
– albeit an important one – component of the complete cold chain.
Expertise in cold chain management

means applying refrigeration as a
technology to facilitate preservation
and care of perishables in the closed
cold chain loop. It calls for a deep
understanding of efficient energy
use, optimal choice of the care to be
applied, efficient mode of transfer
of products from farm to consumer,
appropriate and selective choice of
equipment and application; primarily, the complete process that is the
back bone of the entire cold chain.
Moisture loss is one of the main
causes of deterioration that reduces
the quality of fruits and vegetables.
Refrigeration inherently dries the
air. Special techniques must be employed to maintain humidity levels
in a store – both vegetables and meat/
fish. Very little or no consideration is

Commodity wise
distribution of cold
storage capacity
Commodity

Capacity
(lakh tonnes)

Potato

92.82

Multi-purpose

7.63

Fruits and Vegetables

1.07

Meat

0.09

Fish

0.73

Meat & Fish

0.15

Milk & Dairy Products

0.68

Others

0.36
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Sweet
Sensation!
The 2011 edition of ISM once again enthralls the global confectionery industry.
By Susanne Weller

F

or four days, the international confectionery sector was in the spotlight at the annual trade
show – ISM, The Future of Sweets. Thirty-two thousand and three hundred visitors travelled to Cologne from nearly 150 countries. This year 1,494 suppliers from 64 countries
took part in ISM, presenting a comprehensive and international overview of confectionery
and snack items.
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One seminar member created confectionery for pregnancy, ‘Happy
Nine Months’, as a fitting occasion for sweet treats.
Some big brands, like Bahlsen, were present only with smaller export
booths.

Foreign companies accounted for
82 percent of exhibitors. The share
of foreign visitors (non-German) was
up once again, at 64 percent. There
was an increase in the number of
visitors from regions such as North
America, Central America and South
America. And the turnout of visitors
from Eastern Europe, particularly
from Russia, also increased. The
number of visitors from the Middle East remained stable, while there
were slightly fewer visitors from Asia
and Africa.
The size and international structure of the event, though, did not
change notably when compared to
ISM 2010. Also, the hot topics of
the industry remained the same –
skyrocketing prices of important raw
materials such as cocoa, wheat and
sugar.
The cocoa price reached a 30year high of more than 3,000 per
ton in June 2010, and is still well
above the previous year’s level. The
prices of wheat, vegetable oils and
fat have more than doubled within
a year, and the cost of sugar has also
risen sharply. Hence, price increases
dominated the negotiations between
suppliers and retailers, whereas
sweets producers’ hot topic was the
increasing volatility of raw material
procurement. For them, a professional observation of the raw materials market becomes indispensable.
Another result of this development
WWW.PROGRESSIVEGROCER.COM

is an increasing concentration – in
Germany, only one cocoa processor is left (after the company Oetker
had sold its processing company to
Cargill as announced in the beginning of this year). The shortage of
resources is particularly due to the
crisis in the main supplier country, Ivory Coast, but is also driven
by speculators and competition for
acreages, the process being accelerated by producers’ ambitions for fair
trade products.
The show did not reveal any
spectacular new product trends,
but was a confirmation of numerous trends such as small convenience, packaging, premium offers,
clean labels, health and wellness
products. The sector showed more
and more products for special target
groups such as vegetarians or allergic persons.
Facing the absence and erosion of
big brands in the show, such as Kraft,
Ferrero, Mars, Nestlé, Storck, Ritter,
it was again discussed whether a participation as exhibitor makes sense.
Some big brands, like Bahlsen, were
present only with smaller export
booths. But, as long as important
German buyers visit the trade show,
there is still enough justification for
participation.
For the first time, ISM presented
a partner country, Turkey, which
succeeded in generating lots of interest, thanks to its strong presence at

the fair. ISM was officially opened
by Germany’s Federal Minister of
Economics, Rainer Brüderle, and
the Turkish Minister of Industry and
Trade, M Zafer Ça÷layan.
In his remarks at the opening
ceremony, Brüderle emphasised the
confectionery industry’s importance
as an employer and generator of
ideas. With a turnover of 12.3 bn
in 2010, the German confectionery
industry is the third largest sector in
the country’s food industry, and its
export share of over 40 percent of

total sales is far above the average of
the overall food industry.
On behalf of the Sweets Global
Network, the Nielsen market research company has compiled an
exclusive European Confectionery
Price Barometer across 19 European
countries. The investigation revealed
surprising and fascinating results
about price development and consumer prices in Europe.
“Germany remains a paradise for
confectionery lovers,” says Dr Uwe
Lebens, deputy chairman of Sweets

Live demonstrations were given in the new ISM special show – “ISM
Chocolate Master: The Art of Sweet Temptation”.
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What’s next
Editors’ picks for innovative products

Fruitful indulgence

Bean lite

Manufacturer and marketer of processed
foods Del Monte has recently launched
its Fruit Fillings range in India. It contains
whole fruits and can be used in cream
cakes, pastries, cold/baked cheesecakes,
mousse and soufflés, fruit-filled muffins,
fruit cookies, fruit breads, breakfast rolls,
Danish pastries and croissants, among
others. Available in dark cherry, pineapple,
raspberry, strawberry and wild blueberry
flavours, the product comes in a 2.7-kg
tin pack priced at `325-400 at all leading
food and grocery stores in metros and tier
I cities.

Hindustan Unilever
Ltd (HUL) has recently
expanded its coffee
portfolio with the launch
of a new variant of Bru,
Bru Lite, with the classic
mocha flavour. Made from
a fine blend of choicest
coffee beans, Bru Lite will
be available in 9 gm, 25
gm and 50 gm packs for
Rs10, Rs 28 and Rs 55,
respectively, at all leading traditional and modern
grocery stores.

Breathing life into skin

Ultra-clear solution

Dabur’s premium bleach brand
Oxy has launched OxyLife
Professional Facial Kit, with
unique OxySphere Technology
developed in Germany. This
kit is created exclusively for
professional use and works
in a five-step process – face
cleanser, face scrub, face cream,
face gel and face pack – to
give a visibly radiant face. This launch marks Dabur’s entry into the
professional skin care market. The Oxylife professional facial kit is
available at leading grocery outlets and pharmacies for `995.

FMCG major Marico Ltd
has relaunched its almond
oil under the ‘Nihar’
brand in a revamped
packaging. The company
chose polypropylene
(PP), clarified with Millad
NX8000 agent from Milliken
& Company, to create
ultra-clear bottles for its
Nihar Naturals almondscented hair oil. Clarified
polypropylene bottles
not only enhances the
product’s appearance on
the shelf and helps drive
sales, but also enables the
company to use its existing
processing infrastructure
to keep costs down. Nihar almond oil in transparent and clear bottle
is priced at `14 for a 50-ml bottle and `26 for a 100-ml bottle. It is
available in leading grocery stores across the country.

The power of fizz
Food and beverage
company Parle Agro has
forayed into the soda
category by launching
Bailley Soda. The soda
is available in 500-ml
and 300-ml PET bottles,
priced at `14 and `9,
respectively. Strategically
designed to carry forward
the brand communication
of being a strong soda,
the bottle is shaped like
a grenade and connotes
the ‘explosive’ qualities of
the brand. The company
has launched Bailley
Soda in Western India
and plans to roll out
the brand across India
over the next six to eight
months.
WWW.PROGRESSIVEGROCER.COM

Wholesome start to the day
Kellogg has relaunched its chocolate-flavoured
Kellogg’s Chocos. Made with whole grain, the
new product comes with the goodness of 11
essential nutrients and promises to provide a
healthy breakfast option for children. Kellogg’s
Chocos in its new avatar is available in pack
sizes of 125 gm, 250 gm, 375 gm and 700 gm,
priced at `45, `85, `125 and `210, respectively.
It is available in leading modern grocery outlets
and general stores across the country.
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