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Grocery shopping today is in the midst of an evolution. 
Retailers are adopting a number of technology solutions to 
face the challenges of tomorrow and ensure a brighter future. 
In the modern grocery enterprise, adoption of technology and 
digital transformation involves embracing advanced digital 
tools that optimize decision-making, learns as it goes, 
recommends next-best actions, and moves at a faster speed 
than ever before.

Unlike the prior years, when technology was viewed as a 
necessary evil, grocers are embracing tech investment today 
as a hedge against fast moving competitors and a catalyst 
for growing revenue and earning the loyalty of omni-channel 
shoppers.

A big reason for the embrace of technology today is the 
growing maturity of off-the-shelf solutions, especially in such 
areas as merchandise management, the supply chain and 
labor management. Another reason is that cloud options offer 
grocers a new delivery model that can be less expensive and 
less burdensome to deploy for the IT department.

The embrace of digital transformation by grocers is a major 
theme playing out today and it spawns a large multi-phase, multi-
year process. Although much work is being done to make grocery 
stores digitally ready and reliant, much more work lies ahead 
as grocers seek to grow their businesses in a highly competitive 
environment and meet the rising expectations of their customers.
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Insight

How to create extraordinary — 
or wow — retail experience for shoppers

The topic of Retail experience has 
gained the most traction in the 
wake of digital era. Th is is not to 
say that the topic did not hold 
much credence in yesteryear market. 

However, a “wow” retail experience is the milestone 
that all the retailers are striving continuously 
to achieve as these form the formative steps in 
actualising repeat purchases in the short term and 
building brand equity in the long run.

A wow retail experience comprises fi ve key 
elements:
• Engagement: It encompasses being polite, 

showing interest in helping, acknowledging and 
listening.

• Executional Merits: It includes explaining and 
advising, checking stock, assisting in fi nding 
products, having product knowledge and 
providing unexpected product quality.

• Brand Experience: Appealing store design 
and atmosphere, great product quality, making 
customers feels that they are always get a deal.

• Expediting: Being proactive in helping speed up 
the shopping process.

• Problem Recovery: Ability to resolve problems, 
upgrading quality and ensuring complete 
satisfaction.

Th e advent of internet has surpassed territorial 
borders, at least virtually! It has heralded a global 
marketplace where all sellers and buyers are online. 
It has also pushed technology innovation like chat 
bots, virtual reality, extended reality, gamifi cation, 
etc, empowering both buyers and sellers for touch 
and feel experience and customer services. Th e 
Infl uencer community has been playing an eff ective 
role in building brand equity and pushing business. 
Deliberations on providing personalized & customized 
consumer experience has become signifi cant in 
business meetings. A big chunk of marketing spends is 
diverted towards realizing this goal.

Technology has indeed reinvented the 
conventional visual merchandising realm – bringing 
about contrary changes in product launches, 
presentation and packaging. It has indeed broken 
the monotony of retail sales process. Statistics show 
that by 2020, global retail sales are anticipated to 
hit USD 27.73 trillion; so there’s clearly scope for 
brands to maximise profi ts and get a share of this 
growth in the next few years.

Visual merchandising is nothing but strategizing 
on how to make your product appear visually 
appealing. Capturing a buyers’ attention was never 
given so much importance till the time window 
shopping became popular and consumerism started 
making lethal business impact.

Retailer have 
started focussing 
a lot on creating 
wow experiences 
for shoppers; yet, 
somehow, a mere 
35%, or a third 
of shoppers, 
have had “an 
extraordinary” 
or “wow” retail 
experience, 
says a study 
by Wharton 
research.

By Sunil Munshi
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Cover StoryCover Story

“From 54 stores 
currently, we plan 
to grow to 100 
stores by 2022”

Jagan Mohan Rao
Chairman and MD

Krishnaveni
Director, 

Vijetha Supermarkets

Vijetha Supermarkets is among the biggest 
Food & Grocery retailers in Hyderabad 
and the State of Andhra Pradesh with 54 
fruitful stores spanning 2.5 lakh square feet 
in retail area. With 20 years of excellence 
in understanding customer needs and 
delivering fresh and quality groceries, 
the retailer has earned a reputation for 
offering fresh and high quality products at a 
reasonable price to the customers.

“Our retail philosophy is to provide 
freshness, choice, value and service to our 
customers by making available at our fruitful 
stores everything that is essential for daily 
home needs and offering our customers the 
best deals and bargains,” says Jagan Mohan 
Rao, Chairman and Managing Director, 
Vijetha Supermarkets, who along with his 
wife and better half Krishnaveni laid the 
groundwork of the Vijetha retailing empire, 
which is now on path to adding newer and 
more spacious outlets under its banner. 
“Going forward, we will open new super 
stores and hypermarkets and aim to grow 
our store count to 100 by 2022, adds Rao. 

Walk us through the inception and progression of Vijetha 
Supermarkets over the years.
Our fi rst fl agship outlet came into existence on 7th March 1999 
at Chandanagar, Hyderabad, and thus started the corporate 
journey of Vijetha Supermarkets Pvt. Ltd as one of the pioneer 
retail companies in Hyderabad and the State of Andhra Pradesh.

Modern Trade stores were beginning to come up around 
the time and I felt it was the need of the hour to provide better 
customer service with a holistic approach to food and grocery trade. 
In all these years of our existence, we have been careful to drive our 
organization forward with a proper vision, dedication and mature 
thought process for meeting futuristic goals and objectives.

We have grown step by step, and our progress and 
achievements have been marked by our dedication and 
customer-centric attitude. At Vijetha Supermarkets, the 
management’s goal is to give the best quality products and 
services to our esteemed customers.

We believe in simplicity as our core business philosophy and 
it is this ethos that drives the culture and the way of working 
at Vijetha Supermarkets. We literally keep everything at 
Vijetha simple and systematic with the help and support of our 
employees who are all imparted proper training to this eff ect. But 
for their sincerity, hard work and integrity, our company would 
not have risen to this level and that’s why we at Vijetha dedicate 
the major chunk of our success to our employees.

From one store in 1999, the company has expanded to 54 
fruitful stores spanning 2.5 lakh sq.ft. of retailing area, in 20 
years. Th e major listed categories in our store are: Groceries, 
FMCG, Apparels, Fruits & Vegetables, Gifts & Novelties. 
Today, we are acknowledged as a successful retailer with a large 
footprint in the market place.       

By Sanjay Kumar

Cover Story
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Supply Chain Solutions

By Jenny McTaggart

Next-Generation 
Considerations
Retailers need to focus on data 
visibility, tech-savvy labor and new 
store configurations to accommodate 
their future grocery shoppers.

The art of grocery shopping is in the 
midst of an evolution, and retailers 
that recognize that they must update 
their supply chains accordingly will 
help ensure a brighter future.

 While there are a number of challenges to 
consider, supply chain experts cite three specifi c 
areas that retailers can home in on now to make 
way for tomorrow: data visibility, as it relates to 
both retailers and consumers; the need for a new 
kind of labor force; and revamped store layouts that 
off er more inspiration while also allowing for more 
space to fulfi ll online orders.

“Th e challenge for retailers today is to recognize 
that the people who are in their 20s now grocery 
shopping are more diff erent than ever before, and 

we need to adapt to that,” says Mike Griswold, 
research VP for the consumer value chain team at 
Gartner Inc., a global research and advisory fi rm 
based in Stamford, Conn. “If you rewind the clock 
30 years ago, there was no online, and kids would 
go into the store with their parents. Th at’s how they 
learned to shop. Fast-forward to today, and the 
demographic group that’s growing up now, in many 
instances, has never been in a supermarket.”

Moving forward, some shoppers will prefer to 
order groceries online, while others will continue to 
seek out a store experience – so grocers are in a place 
where they must consider how to provide both options, 
Griswold notes. Supply chains must be nimble and 
accurate, which is quite diff erent from how people have 
traditionally thought of the grocery business.
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Category Watch Honey

A natural elixir 
for a healthy 
lifestyle
With its nutritive and medicinal 
values now being increasingly 
highlighted by nutritionists, the 
importance of using honey as a 
food item has been growing and 
leading to its regular consumption 
in myriad forms by people who 
aspire to a healthier lifestyle.

By Sanjay Kumar

Healthy eating is the big buzz word 
today and the health food category 
is growing at an exponential speed. 
For consumers, healthy eating is 
more than a habit – it’s a lifestyle 

– and honey makes it easy for consumers to make 
healthy eating an integral part of their lifestyle. Th e 
importance of using honey as a food item by all 
sections of consumers is now being highlighted by 
nutritionists. As many nutritionists vouch, regular 
consumption of honey strengthens the white blood 
corpuscles to fi ght bacteria and viral diseases and 
improves immunity.  Honey’s function as an instant 
energiser is a dominant health and wellness pitch as 
it contains sugars that are quickly absorbed by the 
digestive system and converted into energy. 

Honey is also a rich source of carbohydrates, 
natural minerals, vitamins and enzymes. It is a 
perfect natural taste enhancer for food. Th e right 

combination of fructose and glucose in honey 
actually helps the body regulate blood sugar levels 
in a diabetic patient. Honey has been used for 
centuries to treat a wide range of ailments owing to 
the presence of antioxidants in it. With its in-built 
anti-bacterial, antiviral, anti-fungal, anti-cancer 
properties, it is akin to a medicinal product. Also, 
as it is hygroscopic, it speeds up healing, cures 
wounds, and boosts tissue repair. Honey’s anti-
bacterial properties are owing to its acidic nature and 
enzymically-produced hydrogenperoxide.

In view of the nutritive and medicinal values of 
honey, health and fi tness conscious people today 
who aspire to a healthier lifestyle have taken to 
regular honey consumption in myriad forms. “Th ere 
is a tremendous pull demand from health-conscious 
consumers for healthier products like honey, which 
take them away from regular processed sugar,” says 
Prakash Kejriwal, Owner and Chairman, Kejriwal 
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Event

Indian Culinary Forum honours best culinary 
artists of India at 16th Annual Chef Awards

The Indian Culinary Forum recently 
organised the 16th Annual Chef 
Awards at Hotel Le Meridien, Delhi. 
Th e event is held to commemorate 
the International Chefs Day, which 

falls on 20th October every year. Amitabh Kant, 
CEO NITI Aayog, was the chief guest of the 
evening at the ICF ceremony this year. Also present 
on the occasion was Padma Shri Sanjeev Kapoor, 
apart from around 400 industry professionals, 
including young chefs and students.

Th e Indian Culinary Forum is an association 
of professional chefs of India. It was formed in 
New Delhi in 1987 as an exclusive non-profi t 
organization, dedicated solely to the advancement 
of the culinary art of India. Th e Forum’s objective 
is to act as a link, a platform and an instrument 
for the enhancement and overall development 
of the national community of chefs. As part of 
its culinary focus and agenda, the ICF organizes 
various competitions, seminars, and events with 
the aim of enhancing the culinary prestige to India 
internationally; to promote Indian cuisine globally; 
encourage Indian nationals to consider a career in 
the hospitality industry; and help young chefs to 
hone culinary skills through training, workshops, 
and competitions.

Addressing the attendees at the Annual Chef 
Awards, Amitabh Kant, said: “Indian chefs are one of 
the best in the world. Indian chefs are the best brand 
ambassadors of the country and will play a pivotal 
role in achieving Prime Minister Narendra Modi’s 
dream of becoming a 5 trillion economy by 2024.”

As a build-up to the awards, culinary 
competitions across four days were held at the RIG 
Institute of Hospitality & Management, Greater 
Noida and Academy of Pastry Arts, Gurugram in 

which young and promising chefs from ten diff erent 
categories participated. Over a 100 of culinary 
artistes showcased their creativity and skills during 
these competitions. Noted Malaysian chef Peter 
Chan was the chairperson of the jury in this year’s 
competitions along with renowned national and 
international chefs, with chef Sireesh Saxena acting 
as the organizing secretary. Th e Chef Awards also 
honoured industry veterans in six other coveted 
categories. Th e winners were selected by a panel of 
an esteemed jury.

Speaking on the occasion, Anil Bhandari, a 
hospitality industry veteran and Chairman of 
the Organising Committee ICF, said: “Our idea 
behind the inception of the Chef Awards was 
to provide both veteran and upcoming chefs a 
professional platform where they can exhibit and 
hone their culinary skills. We want Indian culinary 
art to gain more international recognition and 
acclaim. We are thrilled to see how the valuable 
experience gained by all the chefs here have helped 
them maximise their potential and growth in the 
last many years. We hope the Chef Awards continue 
to inspire and encourage more chefs.”

Chef Davinder Kumar, President Indian 
Culinary Forum, added, “Th e Chef Awards 
aims to not only honour the contributions of our 
fraternity members but also motivate thousands of 
youngsters to take up this profession. Hosting the 
Chef Awards wouldn’t have been an immensely 
successful aff air without the constant support 
and encouragement of the industry experts, jury 
members, associates, sponsors, and participants. 
We have all made earnest endeavours to bring our 
fraternity closer year after year and will continue 
to do everything possible for the betterment of the 
culinary profession. ” PG
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Evolution and shifts in
coffee consumption patterns

One big trend is the shift in preference 
of Indian consumers from Robusta to 
Arabica coffee beans, which leave a 
relishing aftertaste with their sweeter, 
softer taste.

By Bharat Sethi

Beverage Trends

The second wave of coff ee was pretty 
much non-existent in India and 
Indian consumers are fast tracking 
to the third wave of coff ee that 
focuses on experience, convenience 

and origin. Th e young social media savvy coff ee 
drinkers are a lot more open to newer fl avors, 
brewing methods and innovative blends. For most 
millennials, drinking coff ee has become a lifestyle 
choice rather than just another beverage on the 
menu. Th ey fancy drinking a cup of coff ee in social 
gatherings with friends and also enjoy their coff ee 
alone on-the-go. Due to their ubiquitous and 
active way of life, young consumers also value the 
experience more than the price of their coff ee.

One big trend is the shift in preference of Indian 
consumers from Robusta to Arabica coff ee beans. 
While Robusta blends have been dominant till a 
few years back, blends with Arabica and even more, 

Coffee drinkers 
are not only 

experimenting 
with newer 
brands and 
the type of 

roasts but also 
with brewing 

methodology, 
brewing 

equipment 
and delivery 
techniques.

pure Arabica, are now fast gaining acceptance as 
premium and gourmet products all over India. 
Robusta beans contain more caff eine as compared 
to Arabica and is inferior to the former variety. 
Arabica coff ee beans have a sweeter, softer taste and 
there are tons of berries that are quite prominent 
which leave a relishing aftertaste; Robusta coff ee 
beans on the other hand have a stronger, harsher 
taste, which is not enjoyed in all parts of India and 
are appealing mostly to drinkers of coff ee with 
chicory.

Coff ee consumption patterns will constantly 
evolve in next few years with the introduction of 
innovative cafes, products and styles of serving 
coff ee. Coff ee drinkers are not only experimenting 
with newer brands and the type of roasts but also 
with brewing methodology, brewing equipment and 
delivery techniques.

Th e cafe culture is here to stay and will continue 
to see a meteoric rise on the back of growth in 
Tier 2 cities. Just as Indian chai has become wildly 
popular in cafés in the West under various names 
like “chai latte” etc., western style cafés are now 
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Column

Small business owners 
have a constant fear 

about competing against 
e-commerce giants. 

However, the situation is 
slowly changing and physical 

stores are adapting to the 
evolving trends with the help 
of a few techniques designed 

to take on the challenges 
caused by big e-commerce 

players in the market.

By Yashraj Bhatia

How brick & mortar stores can 
tackle the market challenges 
from big e-commerce players

Do you remember going to a neighbourhood shop with your parents and 
grandparents? A few decades ago, this experience was an exciting and 
fun task. People visited multiple stores to search, bargain and purchase a 
single product. It was tiring and yet satisfying activity. It allowed people to 
familiarise themselves with the neighbourhood and grow as a community. 

Th e visit to the garment and confectionary stores made the festivals memorable. Th e bright 
streets and loud music uplifted the spirits of the consumers and the business owners.

In recent years, the technological developments and industry progression have paved the 
way for newer techniques to connect with the audience. Online shopping and e-commerce 
has changed the outlook of shopping on a global level. Th ey have become a one-stop-shop 
or portal, catering to a wide range of consumer needs.

Th ere is always a discussion regarding the status of brick & mortar stores after the 
advent of e-commerce. Th e online shopping platform is said to have a negative impact 
on physical stores. Th e attractive deals, product variety, secure delivery and replacement 
options allure consumers to choose the portals in favour of the stores.

All this has created a constant fear among small business owners about competing 
against the e-commerce giants. However, the situation is slowly changing and physical stores 
are adapting to cope up with the evolving trends. Here are a few techniques utilized by brick 
& mortar stores to tackle the challenges caused by big e-commerce players in the market.
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