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301 million: The number of users expected to be in India’s e-commerce food market by 2029.
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n India’s growing retail market, traditional stores, known for 
personalized services and credit sales, have been able to build 
strong loyalty among low-income customers. In contrast, modern 
trade outlets, located in urban areas, serve middle-to-upper income 
groups with less frequent, larger purchases and a wider range of 

premium products
However, this ecosystem is currently undergoing significant transformations 

due to various factors. For a deeper dive into this evolving landscape, read 
the story (pages 24-27) detailing how modern trade, cash-and-carry formats, 
e-commerce, and new-age B2B providers are transforming India’s grocery 
retail market.

Talking of E-commerce, the quick commerce model in particular is 
expanding as rapidly as UPI payments. In the rapidly expanding Indian 
quick commerce sector, projected to reach $3.35 billion by the year-end and 
$9.95 billion by 2029, players face significant challenges. Competing with 
established services like Domino’s, which delivers pizzas within 30 minutes, 
requires more than just financial backing. Read the story (pages 80-83) on 
hows success hinges on mastering technology, developing efficient supply 
chains, and achieving profitability.

This issue also features a compelling cover story (pages 34-43) on 
Chennai-based entrepreneur Dinesh Kumar. After dropping out of school 
to pursue business, Kumar founded the successful health food retail chain 
Brown Tree. With 19 stores generating Rs. 30 crore annually in Chennai, 
Kumar is now embarking on an ambitious expansion plan to extend his 
brand across India. His journey underscores how pursuing one’s passion can 
lead to extraordinary success and innovation in unexpected places.

Amitabh Taneja
Editor-in-Chief

I
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From school dropout 
to retail mogul and 
health food pioneer

Dinesh Kumar’s 

journey from a teenage 

entrepreneur to a leader 

in Chennai’s health food 

and organic food market 

highlights the impact of 

passion and perseverance. 

Leaving school at 16, he 

founded Brown Tree in 

2009, revolutionizing the 

city’s grocery scene with 

premium organic options. 

His success underscores 

the power of following one’s 

true calling. 
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hen India entered its 

fi rst Covid-19-triggered 

national lockdown in 

March 2020, 54-year-

old housewife Lata 

Chellappan didn’t 

reach out to her 

relatives in other cities but instead called Family Stores, 

her local grocer. She urgently requested essentials 

ranging from salt to soap, and within two hours, her 

supplies were delivered to her doorstep.  

By the second week of the lockdown, regular 

patrons of Welcome Stores in South Mumbai began 

receiving daily WhatsApp updates with lists and photos 

of available products. These updates were based on 

customers’ previous purchases and current needs, all 

without the aid of any automated algorithm.

In emerging markets, particularly like India, 
where the retail industry will be worth $30 
billion by 2030, modern retail stores can 
thrive with a dual-channel strategy.

W

The Dual-Channel Strategy:
CPG Firms and the Importance 
of Kirana Stores in India
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Family Stores, Welcome Stores, Prabhu Stores, 

Bansal Store, Apna Store, and over 12 million other small 

retail outlets known as ‘kiranas’— mom-and-pop general 

and grocery stores — are ubiquitous across every Indian 

city. Grocery purchases constitute half of India’s total 

retail consumption, with kiranas commanding 90% of 

this market, or more than 12 million outlets.

Emerging markets are projected to surpass the GDP 

of developed economies, sparking an interest in the 

structure of various industries within these regions. The 

consumer packaged goods (CPG) industry in emerging 

markets presents a stark contrast to its counterpart in 

developed Western economies. In these developed 

areas, retail is predominantly controlled by large 

multinational chains. In contrast, emerging markets 

still depend signifi cantly on small family-owned stores, 

despite the presence of organized chain stores.

The USD 110-billion organized retail sector, 

representing 12-15% of total retail, grew 25-30% in 

FY23 and is projected to reach USD 230 billion by 

2030, with signifi cant expansion in rural areas. Despite 

this, large retailers like Reliance Retail and Aditya Birla 

Retail have not overshadowed regional stores, which 

remain dominant in their local markets across various 

categories.
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n the summer of 2005, IIT Bombay student Rahul 

Khandelwal stumbled upon a book titled “The Great 

Indian Middle Class” in a friend’s room. The book’s 

deep dive into India’s emerging middle class and 

their unmet desire for high-quality goods despite 

economic limitations profoundly impacted him. “The 

author refl ects on a consumer segment whose 

aspirations far surpass their current purchasing 

power,” recalls Khandelwal. This insight, resonating 

with his own experiences while growing up in Jaipur, 

highlighted the potential for brands that bridge the 

gap between aspiration and affordability. 

Years later, as Country Manager for India at Nabati 

Food PTE Ltd, Khandelwal has applied these 

lessons to drive the company’s growth by offering 

products that align with this vision.

FMCG major Nabati is successfully 
bridging the gap between aspiration 
and affordability with innovative 
products and a strategic approach 
to pricing and distribution. In a short 
span of time, the company has 
become a market leader in premium, 
accessible food products. Its journey 
exemplifi es how understanding and 
addressing consumer needs can drive 
extraordinary success.

BY SANJAY KUMAR

Democratize the Premium: How Nabati 
is Turning Aspiration into Affordable 
Indulgence

I
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COVER STORY

Retailer

FROM SCHOOL DROPOUT TO RETAIL 
MOGUL AND HEALTH FOOD PIONEER

From a teenage entrepreneur to a trailblazer in Chennai’s 

organic food scene, Dinesh Kumar’s journey exemplifi es the 

transformative power of passion and perseverance. At just 16, 

Dinesh left behind the familiar comfort of school to carve out his 

own path, eventually redefi ning what it means to shop for healthy, 

premium food in his hometown.premium food in his hometown.

By founding Brown Tree in 2009, Dinesh not only embraced a 

personal passion for organic food but also reshaped the grocery 

landscape in Chennai. His story is a testament to the idea that 

following one’s true calling can lead to remarkable success and 

innovation in unexpected places.innovation in unexpected places.

BY SANJAY KUMAR
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DINESH KUMAR

Founder, Brown Tree
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CATEGORY WATCH

ORGANIC & PLANT-BASED FOODS

In the quest for optimal health, a holistic approach to wellness is gaining 

traction, merging organic farming, natural foods, herbal remedies, and 

plant-based nutrition into a unifi ed model of well-being. By integrating 

these elements, individuals are discovering a balanced lifestyle that not only 

promotes personal health but also supports environmental sustainability.

As India’s organic and plant-based food sector expands and evolves, 

challenges such as product authenticity and market growth are met with 

innovative solutions and increased consumer awareness. The sector’s future 

lies in harmonizing these diverse elements to foster a healthier lifestyle for 

both people and the planet.

BY SANJAY KUMAR

THE GREEN FOOD 
FUSION WITH A NUTRITION PUNCH
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CATEGORY WATCH

ORGANIC & PLANT-BASED FOODS

PLANT-BASED SECTOR: OVERVIEW
In today’s world, people are increasingly 

aware of their dietary choices, which are 

driving a surge in plant-based products. In 

India, known for its vegetarian traditions, 

the plant-based sector is growing rapidly 

and is expected to expand signifi cantly by 

2030. The global market for plant-based ingredients is 

projected to nearly double from $60.71 billion in 2022 

to $120.74 billion by 2029, refl ecting a 10.32% annual 

growth rate. 

As more consumers focus on health and 

sustainability, the plant-based industry is set for 

continued success. Plant-based versatile ingredients 

are now used in various food categories, from snacks 

to desserts. These products, including various 

ingredients and their derivatives, are making their way 

into an array of food categories, such as ready-to-eat 

and ready-to-cook meals, frozen foods, packaged 

snacks, spreads, sauces, baked goods, desserts, ice 

creams, and confectionery. Plant-based ingredients 

are remarkably versatile, serving numerous functions: 

from sweeteners and thickening agents to stabilizers, 

emulsifi ers, bodying agents, additives, anti-caking 

agents, and fl avor carriers, as well as contributing to 

texture.

While plant-based eating is not a new concept in 

India, the business surrounding these products has 

only fl ourished in recent years. However, industry 

projection points to a much bigger market in the next 

few years. India offers potential for expansion, owing to 

the presence of a diverse crop yield, an advanced food 

and beverage industry, research institutions, notable 

R&D achievements and growing private equity sector.

With about 30% of India’s population identifying as 

vegetarians, and a growing awareness of the benefi ts 

associated with plant-based diets, the future of this 

sector looks promising. As more consumers seek 

healthier and environmentally friendly options, the 

plant-based industry is well-positioned for continued 

success and growth.

According to a report from The Plant Based Foods 

Industry Association and EY, global dietary habits are 

shifting signifi cantly towards plant-based foods as 

people become more conscious of environmental and 

I
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QUICK COMMERCE

MARKET DYNAMICS
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``

Gone are the days of last-minute panicking. Quick Commerce has surged across 

India as rapidly as UPI payments, with the market projected to hit $3.35 billion by 

year-end and $9.95 billion by 2029. However, behind this seamless convenience lies 

a challenging business model. Deep pockets and big brand names don’t guarantee 

success in this fi ercely competitive sector. What strategies underpin the success of 

India’s leading QC players? Let’s explore.

Can India Become 
a Quick Commerce 
Success Story?

At the height of the pandemic, more than 
10 players, along with countless local ones, were 
competing  ercely. However, as life began returning 
to normal, the market hit a major roadblock: VC 
funding started to dry up.

80_83_Quick Commerce_Tata Fiontech_4 pgs.indd   80 8/3/2024   9:16:11 PM 80_83_Quick Commerce_Tata Fiontech_4 pgs.indd   81 8/3/2024   9:16:11 PM



Name     Mr.       Ms. _______________________________________________

Designa  on _______________________________________________________

Business  Ac  vity  ____________________________________________________

Company _________________________________________________________

Delivery Address ____________________________________________________

City __________________ Pin Code ______________ State ___________________

Phone ___________________________ Fax ______________________________

E-Mail ____________________________________________________________

PAYMENT OPTION  1 

Please charge my card  

Amount _________________________ Card Expiry Date _____________________

Card No. __________________________________________________________

Card Member’s Signature ____________________________________________

PAYMENT OPTION  2 

I am enclosing Cheque/ DD No. ________________________________________

drawn on (specify bank) _____________________________________________

favouring Images Mul  media Pvt. Ltd., payable at New Delhi

PRINT
Term 1 year 2 years 3 years
No. of issues 12 24 36
Cover Price `1200 `2400 `3600
SAVING 10% 15% 20%
Discount `120 `360 `720
Courier 
Charges

`600 `1200 `1800

You pay `1680 `3240 `4680
Please Tick

PDF
Term 1 year 2 years 3 years
No. of issues 12 24 36
Cover Price `1200 `2400 `3600
SAVING 35% 40% 45%
Discount `420 `960 `1620
GST 18% `140 `259 `356
You pay `920 `1699 `2336
Please Tick

INSIGHTS to EMPOWER your Business
INDIA’S LEADING & � RGEST READ FOOD & GROCERY RETAIL MAGAZINE

For online subscrip  on, please visit   shop.indiaretailing.com

Please  ll up the subscrip  on form & mail with your remi  ance to: Subscrip  on Department, 
Images Mul  media Pvt. Ltd. 
S-61 A, Okhla Industrial Area Phase 2, New Delhi 110 020, India. 
Ph: +91 11 40525000, Fax: +91 11 405 25001, E-Mail: subscrip  on@imagesgroup.in
Mumbai: E 517, Floral Deck Plaza, Central MIDC Road, Opp SEEPZ, Andheri East, 
Mumbai 400 093, Ph: 022-28398000

Terms & Condi  ons: • Rates & o  er valid in India only • Please allow 4-6 
weeks for processing of your subscrip  on • In case of non receipt of the 
publica  on, please inform the Subscrip  on Department within 30 days 
• IMAGES reserves the right to terminate this o  er or any part there of at 
any  me or to accept or reject any request at their absolute discre  on 
• No request for cancella  on of subscrip  on will be entertained a  er 
three months of subscrip  on • Disputes if any are subject to the exclusive 
jurisdic  on of competent courts and forums in Delhi only.

BECOME A THOUGHT LEADER 
Progressive Grocer welcomes contribu  ons 
from industry professionals, experts, and 
analysts for wri  ng insigh  ul and informa  ve 
ar  cles on the food & grocery industry. 
You can share your observa  ons on India’s 
evolving food & grocery retail landscape or on 
any of the topics below.
Consump  on trends in F&G / FMCG market; 
Innova  ons by brands and retailers; Success 
Stories/ Case studies on interes  ng concepts 
in F&G/ FMCG; The scope of ‘Make in India’ 
in the food sector; Modern Cash & Carry 
business vs. Tradi  onal general trade and 
wholesale markets in India; Investments 
Opportuni  es in Food backend opera  ons; 
Successful brand-retailer collabora  ons 
and partnerships; Private Labels; Successful 
marke  ng/ branding or sales campaigns by 
brands and retailers

Contact Sanjay Kumar
(sanjaykumar@imagesgroup.in); 
or call on 9818507730 for editorial 
enquiries and contribu  ons.

E-Mail ____________________________________________________________

SUBSCRIBE
NOW!

84_Subs Form_Aug-24 (PDF n PRINT).indd   84 8/3/2024   6:53:20 PM


