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t’s that time of year again when the festive season comes marching 
upon us. The period has traditionally enjoyed a very strong and 
deep connection with the culture of gifting. For retailers and 
brands, the season is marked by a huge surge in demand for food 
products that offer a mark of exclusivity and uniqueness when it 
comes to gifting.

In fact, the gifting theme has now permeated across all food categories. 
Read our Festive Gifting story (pages 38-43) on how retailers and brands 
come out with unique and innovative gift packs and gift hampers and value-
for-money products that are beautifully packaged to meet diverse choices for 
family and corporate gifting.

Our cover story in this issue (pages 24-34) shines the spotlight on north-
Maharashtra’s oldest and most emblematic food and grocery retailer. 
Jalgaon-based Navjeevan chain of stores has been in the business for over 
75 years now, starting off as a modest 25 sq.ft. store in 1946. It transitioned 
to being a modern supermarket in 1993 at a time when the modern trade 
concept was a novelty even in the bigger cities like Mumbai and Pune. Today, 
the chain has nine stores under the Navjeevan banner, with 26,000 sq.ft. of 
retailing area and Rs. 110 crore of annual revenue.

In our story on retail location (pages 36-37), we take a dive into the 
business psychology in play that influences this location strategy. Are 
retailers subconsciously following the Nash Equilibrium theory propounded 
by American mathematician John Nash, which states that for retailers, being 
near their competitors means more potential customers around, and moving 
away could mean missing out on these customers. Or are retailers just 
following their gut sense borne out of years of experience and observation?

Amitabh Taneja
Editor-in-Chief

I
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ANIL KANKARIYA
Managing Director, Navjeevan Plus

JALGAON’S 
MOST 
EMBLEMATIC 
GROCERY 
CHAIN

With over 30 years of operations as With over 30 years of operations as 

a supermarket chain, Navjeevan’s a supermarket chain, Navjeevan’s 

nine stores have become a central nine stores have become a central 

facet of Jalgaon’s identity. Registering  facet of Jalgaon’s identity. Registering  

annual revenue of Rs. 110 crore, the annual revenue of Rs. 110 crore, the 

Kankariya family-owned business Kankariya family-owned business 

scores high on all the accepted scores high on all the accepted 

markers of a successful retail markers of a successful retail 

enterprise. enterprise. 

A new generation is now rising to take A new generation is now rising to take 

the business ahead and carry forward the business ahead and carry forward 

the retailer’s well-worn reputation the retailer’s well-worn reputation 

for exporting innovation and its for exporting innovation and its 

commitment to quality and customer commitment to quality and customer 

service.service.

BY SANJAY KUMAR
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 Even since, the Kankariya family has been 
carrying forward the family grocery business which, 
in the past 75 years, has grown and transformed into 
a successful food and grocery supermarket retail 
enterprise. Today, the Kankariya family operates 
nine stores in different parts of Jalgaon and nearby 
locations, which today rake in consolidated annual 
revenue of Rs. 110 crore. 

Navjeevan, meaning new life, got its name in the 
year 1964 when Zumbarlalji acquired a provision 
store of the same name. As the Jalgaon township 
grew, the sales and goodwill of Navjeevan increased, 
and by the 1980s it was the top-selling kirana store 
in Jalgaon. Renovation of the store in the year 1980 
and the introduction of free home delivery service, 
apart from the quality of goods, were the keys to its 
success in the town.

In 1993, the family opened its first self-service 
superstore in Jalgaon. “The inspiration for opening 
our first supermarket store came during one of my 
visits to Chennai, in the late 1980s, where I came 
across a self-service store that offered me a glimpse 
of the future of Retail. Later, I visited similar stores 
in Maharashtra at Kolhapur and Mumbai and got 
to observe this new phenomenon of modern retail,” 
says Anil Kankariya, the younger son of Zumbarlalji 
Kankariya. 

Early training in the retailing business 
The Kankariya family’s second generation started 
participating in the business in the late 1970s. As 
Anil Kankariya recalls: “From the age of 12 years, 
I used to sit in our provisional store with my elder 
brother Kantilalji Kankariya, after our school hours. 
Our father was our first mentor, and from that time 

just doesn’t get any better 
than what Navjeevan has 
achieved in their 30 years 
of journey as a self-service 
modern trade grocery player. 
The brand stands out among 
the august galaxy of retailers 

who have carved out a rich legacy. Theirs is 
a story that can be told and retold endlessly in 
Rashomon variation: characterized by quality 
products, excellent customer-centricity and a slew 
of retailing innovations.

The story of this Jalgaon-based, North 
Maharashtra located, Kankariya family-
owned Navjeevan Super Shop and Navjeevan 
Plus branded grocery chain stores goes back 
to the time when the Kankariya paterfamilias 
Zumbarlalji Kankariya, at age 15 years, set out in 
search of employment and migrated from a small 
Rajasthan village to Jalgaon in the year 1946. 
What started as a 25 sq.ft. roadside shop is today 
a chain of supermarkets known as Navjeevan 
Super Shop and Navjeevan Plus.

It
The story of 
this Jalgaon-
based, North 
Maharashtra 
located, 
Kankariya 
family-owned 
Navjeevan 
Super Shop and 
Navjeevan Plus 
branded grocery 
chain stores 
goes back to 
the time when 
the Kankariya 
paterfamilias 
Zumbarlalji 
Kankariya, at 
age 15 years, set 
out in search of 
employment and 
migrated from a             
small Rajasthan 
village to Jalgaon 
in the year 1946.
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ave you ever 

wondered 

why two 

cafes or 

grocery 

supermarkets 

are often right 

next to each 

other, but then there’s none for miles? 

At fi rst, this might seem odd. Wouldn’t a 

shop get more customers if it’s far from 

its competitor? The answer to this puzzle 

can be found in something called Game 

Theory, particularly a concept known as 

the Nash Equilibrium.

H To explain this idea, let’s imagine a situation. There are two 

ice cream sellers, Seller A and Seller B, on a one-kilometer 

long beach. They both want to sell as much ice cream as 

possible. On day one, they set up their stalls halfway down 

the beach, with Seller A on one side and Seller B on the other. 

This way, each of them gets about half the beach-goers. It’s 

a fair split.

However, Seller B wants more. So, on the second day, he 

moves his stall to the middle of the beach. Now, he gets more 

customers - about 62.5%, leaving Seller A with only 37.5%.

Seeing this, Seller A also moves to the middle of the beach 

on the third day. Now, they’re both back to splitting the 

customers 50/50. Neither can move without losing customers 

to the other. This situation is called a Nash Equilibrium in 

Game Theory, named after the mathematician John Nash.

Why retailers place their 
stores next to each other?
Are retailers sub-consciously following the Nash Equilibrium theory propounded Are retailers sub-consciously following the Nash Equilibrium theory propounded 

by American mathematician John Nash, which states that for retailers, being by American mathematician John Nash, which states that for retailers, being 

near their competitors means more potential customers around, and moving near their competitors means more potential customers around, and moving 

away could mean missing out on these customers. Or are retailers just following away could mean missing out on these customers. Or are retailers just following 

their gut sense borne out of years of experience and observation?their gut sense borne out of years of experience and observation?

BY PROGRESSIVE GROCER BUREAU
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FMCG companies and retailers have a big opportunity to use festivals as a medium to FMCG companies and retailers have a big opportunity to use festivals as a medium to 

come up with new products and ideas, revamp their collection and presentation style come up with new products and ideas, revamp their collection and presentation style 

and introduce new SKUs and packs to appeal to more numbers of consumers. Through and introduce new SKUs and packs to appeal to more numbers of consumers. Through 

collaborations, brands and retailers can hope to bag signifi cantly higher volumes and collaborations, brands and retailers can hope to bag signifi cantly higher volumes and 

sales during the festive season and roll their inventories fast.sales during the festive season and roll their inventories fast.

BY PROGRESSIVE GROCER BUREAU
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Brands and Retailers Tee up Brands and Retailers Tee up 
for the Busy Season Aheadfor the Busy Season Ahead
Brands and Retailers Tee up 
for the Busy Season Ahead
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Which consumer trends 
and products will drive 
food sales?
The ready-to-eat and ready-to-cook segments The ready-to-eat and ready-to-cook segments 

will see higher consumer offtake with products will see higher consumer offtake with products 

like premixes, dry soup, idli-and-dosa batter, like premixes, dry soup, idli-and-dosa batter, 

curry powders, pastes, dips and sauces, curry powders, pastes, dips and sauces, 

functional beverages, and ready meal solutions functional beverages, and ready meal solutions 

holding signifi cant growth potential during the holding signifi cant growth potential during the 

festive season. festive season. 

BY ANAMIKA BANERJI
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he plant-based 

food industry in 

India is undergoing 

a remarkable 

transformation, 

changing the 

country’s culinary 

industry and 

heralding a shift towards healthier 

and more sustainable food choices. 

Consumers, business owners, investors, 

and governments all concerned with 

public health have taken note of this 

growing trend and have supported 

international initiatives to combat climate 

change and improve public health. 

Plant-based foods are now sweeping 

the mainstream market, bringing 

plant-based products to stores and 

restaurants across the country as 

consumers place more emphasis on 

boosting their immune systems. This has 

gained momentum with healthy foods 

previously only available in limited stores. 

Indian market research shows that Indian 

consumers have been exposed to a wide 

range of plant-based options in the past 

one to two years. 

T

Plant-based food industry 
poised for rapid growth
Beyond the fl ourishing Beyond the fl ourishing 

population of vegans and population of vegans and 

vegetarians, a signifi cant vegetarians, a signifi cant 

wave of non-vegetarian wave of non-vegetarian 

consumers is now actively consumers is now actively 

seeking alternatives to seeking alternatives to 

traditional animal proteins. traditional animal proteins. 

This shift represents a This shift represents a 

seismic change in the FMCG seismic change in the FMCG 

sector, with major players sector, with major players 

pivoting towards innovation pivoting towards innovation 

in plant-based and in plant-based and 

alternative protein products. alternative protein products. 

BY SWATHI GOPALAKRISHNAN
AND SRIMITA S 

Lemon 
Juice Pumpkin 

Seeds

Brocoli

Tofu

Red Bean

Grated Carrot

The plant-based food category offers a variety of products such 

as cheese and milk with coconut and other fruit sources. There are 

also plant-based products that mimic the properties of traditional 

meat products such as burger patties, kebabs, and much more. 

This trend cuts across social and economic lines, as these vegan 

protein options are environmentally sustainable and are gaining 

popularity among people all over the world. 

Consumer preferences and industry growth 
In recent years, a remarkable shift in consumer preferences has 

begun to reshape the global food industry. Beyond the fl ourishing 

population of vegans and vegetarians, a signifi cant wave of 

non-vegetarian consumers is now actively seeking alternatives to 

traditional animal proteins. This shift represents a seismic change 

in the Fast-Moving Consumer Goods (FMCG) sector, with major 
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