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ABSTRACT

India is acknowledged as natural abode of spicdshas a long and rich past of trading with ancawitizations
of Rome and China. Nowadays, Indian spices arenthe adored and preferred globally, because of éxgjuisite aroma,
texture and taste. India has the largest domesiiken for spices in the world. India is the worltiisgest producer and
exporter of spices of the 109 varieties listed g International Organization for Standardizatit®Q), as the country
produces and exports about 75 varieties of spitles.US is the major importer followed by China, e, the UAE,
Malaysia, Saudi Arabia, the UK, Germany, Singapane Sri Lanka. Exports to the US stood at US$ 3%iil6on
followed by China at US$ 335.39 million in 2012-13.

The current case study attempts to study the impfagpice market competition with reference to MB$lother
competitors such as ‘Catch’, ‘Everest’, ‘MTR’ etlso a close look at the brand MDH will give instfifi inklings on
leadership issues, strategies of advertizing armhding and placing of the products under Brand M@Hbcally’

(Globally + locally).
KEYWORDS: Indian Spices, Competition, Marketing, Advertisigategy, Succession Planning

INTRODUCTION

Objectives of the Case
* To study Dharampal ji as a transformational leader

* To study the sustainability issue with respect lmbglization and growth in the competition in thenket of

spices
e To understand the need of strategy rework in athiegtand for branding
e To understand the succession issue that will keeptisiness in the better position after Dharainpal
e To study the need of product extension

As one enters the stately office building of MDMghashian Di Hatti'yMasalain New Delhi, the aroma of
traditional Indian spices floating in the air comssrging forward as if in welcome. Outside the aHfiof the
founder- Shree Mahashay Dharampal, is a cardbaaitgtare of the man himself, adorned in a red tarba picture that
resonates so well with every Indian household asMhscot of the 65 year old spice manufacturingmamy. Believing in
Karma, his ways have always been simplistic anditjjuariented. His active participation and hisdtent visits to his
offices in Haryana and his attendance for seves dalis company make him an inspiration and péfgdrard work and

commitment.
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12 Neera Jain & Vidhu Gaur

The Organization
Mahashian Di Hatti'(MDH) has changed the way Indian housewives c8ekeral decades ago, housewives used
to grind their spices manually at home and mak@ then blends for use in their cooking till the cpamy visualized the

concept of ready-to-use ground spices and revaiizéa the Indian kitchen.

The company manufactures ground single spicescliie powder, coriander and blended spices. Thegfady
select the raw material and use highest processargiards. They then soon switched over to automatchines to meet
the fast growing demand spices. Blended spices avergque offering. They are a specially formulataigture of various
spices that imparts the taste to certain Indiaipesc Research has gone into preparing the cgpregortion of blends
according to the customer’s needs. The company Ipasduct depth of 52 different varieties and aldé in 140 different

packages.

The spices and blends are popular not just in Ihdiaalso around the world are exported to the ddnftates of
America, Canada, United Kingdom, Europe, South Besa, Japan, U.A.E. and Saudi Arabia. Outside nofid, the
Company has offices in London (U.K.) and a statarbfnanufacturing unit at Sharjah (U.A.E.)

The Founder
Mahashay Dharampal Gulati, the founder of MDH, iiee @f the most inspiring personalities of the coap®

world.

He has always had a deep secret longing, a siteptilse, and a soaring ambition to do somethingtgrea
spectacularly noble and enduring to take off himpany from decaying levels of mediocrity into heaggbf a business
empire. Therefore he nurtured his dream right frearly stages of his life, after he moved to Delliring the
post-partition era. He had formal schooling onlytapthe ' grade when he dropped out of school and helpefattier

run his shop. Today he has expanded his shop im Bedn empire worth Rs. 500 crores.
Early Childhood

Mahashay Dharmpal Gulati was born in an averag# jdindu family of high ideals of honesty and simojby.

He entered schooling at the age of five but washaeigood at studies nor interested in it and $oitlen class five.
His father understood his inclination and sent tora school of accounts for two years to train terbe useful in the shop
business. He has always been a carefree boy ichiighood and used to take buffaloes of the hoasévers and took
interest inkushti in akharasvith a heavy diet which made him physically stroHg started the business life at his father’s
shop as a sales boy to sell the prodowthandi street to street on dheld to earn 20-25 rupees a day. He used to take
‘malai and milk on the way while selling which made hisdy fit and strong which is so even today. Aftecextaining
sufficient training, his father opened a separatgpgor him and his younger brother but it didntbrk well. He was then
given training on various products of soap, woodiran etc but with little success. Meantime, he tiggrated in
communists activities for freedom of the Nationoalsle was married early at the age of 18 and themobk his life
seriously and concentrated on business at hisrfatekop once again. But soon partition happenet las entire joint

family shifted to India where they struggled attmget success in the business.

Despite being among the millions to have facedttiiema of partition between India and PakistanaGudidn't
allow the fire of enterprise to die away. He, alomigh his family moved to Delhi as a refugee. Tarrea living, he

invested in a tonga (horse carriage). He felt it wayood way to get to know the city while earrénlying. However, he
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soon realized that the profession was not his duga He had no knowledge of riding a tonga, mgkime diet of the
horse or rubbing the horse’s body. He had to sloldt to attract passengers and had to deal witimkein people.
His language and attire were also very differeairfrother tonga drivers. He felt like a fish outvwedter and when he had
saved enough by ferrying passengers for two artidéth of a rupee) per trip, he rented out the &oagd re-established

his spice manufacturing company with Rs. 9700 imdha

He bought a kiosk in Karol Bagh in central Delhiif848. The brand, known for its grounded chilli-mam
(degi mirch had been popular in pre-partition Punjab, so daunched it as MDH in Delhi. From Karol Bagh, the
business moved to Old Delhi’'s Khari Baoli in 19%3.1954, Dharam Pal set up Roopak Stores in KaagB It was the
first modern spice store in Delhi during that dfi@ went to Bombay thrice to get ideas to plan theriors of the store.

Roopak Stores, now a landmark in its congested enanks been handed over to Dharam Pal’s youngénearSat Pal.

His vision was to run a big departmental storegieneral house hold items like rice, dry fruitscegi pulses etc
that could imbibe trust among consumers regardingypand quality of products such that customeosil not attempt to
negotiate prices. He was also one of the firstrtvige the facility of Home delivery. This store sva unique concept in

Delhi in those days and he often travelled to Mundbainderstand the practices used there.

Soon Dharam Pal Ji's younger brother Sat Pal Jateg help look after the store. Every eveningy theuld
both sit together to discuss profitability and depenental activities of the store. The spices waolkl under the name
'Pal di Mirch' (chilli powder) andPal di Haldi' (turmeric powder) and Dharam Pal Ji soon begamake a name for

himself as he earned the sobriquet of Sialkbéggi Mirch wale!
Stories of Deceit

As a person, Gulati ji had great faith in his fdsrand relatives and as a result had many enceunidr deceipt

and betrayal from close quarters. During initialges of business, he would outsource powderinglaifii’.

Here the contractor omistry’ would adulterate the powder with a similar powdehane ki daal’ As purported
quality and purity, he soon ended the practice wibaurcing and developed his own factory for powdgiof spices.
He was shaken by an act of treachery at the harus ohildhood friend whom he had mercily givejoh in the business.
The friend, however, would take a commission omrgwgcoming material from each supplier. His maasted advisor or
‘Munim’ cheated him a great extent but later acceptedahits and begged for forgiveness. Once a felleguested him
that he would do their job of powderingiirch’ on imported machines and later he found that thege interested to know

the formula of spices to develop their own brand.

Similarly, in due course of time disputes aroseveen the families of both the brothers and therass activities
and the property were distributed between thems Ghaive him a great shock as he had built the ebtistness empire
single-handed and had later taken care to incladély members in it. These family members were omposing him and
demanding their share. He eventually agreed toahisgave his younger brother what he demanded s still keeping

good relations with him. He preferred peace in fasithan property dispute.

With so many twists and turns — from partition sorily disputes, Gulati believes that these hardshipre

instrumental in his success.
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Spices Market in India

The spices market in India is largely unorganizidconsists of Rs. 1,500-crore branded market dred t
unbranded spices market is over Rs 5,000 crore.chBltegory is characterized by strong regional peeiges, a huge

unorganized sector which also sells loose spioes] blayers and in-store packaged labels.

BUSINESS MODEL - Marketing, Products, Communication Strategy, Promotion, Pricing, Corporate Social
Responsibility and Other Strategies

As the business prospered, the challenge was &teceeniche in the largely unorganized spices nalkBH’s
first innovation was to introduce packagedhsala This was not an easy task, as it attempted takbtiee traditional
psychological barrier housewives had as they wafreshly ground spices and were suspicious of piak@d spices. In
order to grind the spices and meet the growing aeinfer MDH spices, automatic machines were proctinedl had the
capacity to manufacture about 30 tonnes a day.yFualtomatic manufacturing plants are present in
Delhi, Gurgaon (Haryana), Nagpur (Maharashtra),ziztead (Uttar Pradesh) and Amritsar (Punjab).

Products

Spice packs of different sizes were manufacturegling from 10g to 500g. It started with the laurafiiPal di
Haldi’ in 1948 and they later launcheghtam masala ‘degi mirch’, and ‘kasuri maithi’They also manufacturiecense

sticks, Ayurvedic tooth powder, soya and havan ggima mixture for Hindu ritual sacrifices.

Gulati also began to understand the psyche of inciemsumers and their penchant for decoration.cingboard
box pack of pre-packed spices was attractive amdedaDharam Pal’'s photograph with a brand prommotinessage
“Hygienic, Full of Flavour & Tasty”. The key defing message presented to consumers about the psodastthat of

superior quality, taste, flavour. Their focus oralify & purity is also reflected in their slogan H Masale Sach Sach”

This packaging remains the same till today withanivariations. They launched advertisements angbsie that
said, Pandit Ji ke bina shaadi ho sakti hai par ‘degi ofit sabji me na pade to shaadi nahi ho sakti

(The marriage can take place without the priestiotitvithout MDH spices in the food).

MDH was also one of the first few companies to tHuan aggressive press ad campaign in 1948ratap’,
a popular newspaper among Punjabi refugees. By,188én the company launched its first TV ad, DharBal
confidently stepped in the frame. The ad featureildra Shafi Inamdar and Neena Gupta welcoming Dhdral ji to a
wedding. Dharam Pal ji was the chief guest. Toddyaram Pal features in all MDH advertisements anthé best ever
brand ambassador for his company. In contrastclibeest competitor of MDH, Catch spices is endotsgé beauty of

Bollywood cinema, Juhi Chawla.

There are few critics to this unique style of adiéarg. Some people believed that though the atbiegt
approach worked well with the older audience, MDHuld need to adopt a new approach if they wantechtoh the
attention of the younger audience. Others quedtisrpresence in the advertisements. Unlike mogiazate firms, he
doesn't believe in riding on the success of a movisports star like Shah Rukh Khan or Amitabh Baccto promote his
products. He believes since he has built the comnpais presence will imbibe trust among customeosenthan anyone

else. More importantly, it helps MDH create a sepaidentity for itself. These strategic changeskthis company far
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ahead of competition at a time when most playerew®t aware of marketing promotion strategies imddistry was

merely being developed in India. It has become symmus with the category of spices itself.

But with a recession-proof growth rate, MDH hasreason to rethink any of its strategies. When pricé
commodities and hence the input cost go up, theptiege more when procuring raw materials, squegrefit margins
and still continue to grow. The price elasticityd#gmand is not high since a pack of Masala priceBR is pivotal and

less costly component in an Indian meal in contiashore expensive items like that of oil, vegetabdr meat”.

MDH is still the biggest company in the spice trasen after competitors like Catch and Everest MiidR
entered the arena.

It was not surprising that his company MahashiyanHatti (shop of the magnanimous) launched four new
varieties of blended spices when the most otheinbases were struggling to stay afloat during t@nemic downturn.
Surviving adversities has been Dharam Pal's corepetence. He sold mirrors, soap, cloth and hardwafere he joined
his father's spice business at Sialkot (now PakjstBut after the Partition in 1947, his businessntvdown to zilch.
He re-established the company in Delhi with just 8#300. No economic downturn can be as challengsthe adverse
circumstances were according to Dharam Pal. TatiayRRs. 300 crore (Rs 3 billion)-plus MDH is a netrleader. It sells
45 varieties of blended and whole spices, expottingore than 50 countries. The company has figtf@es across India,
1,500 employees, 1,000 distributors and over 8@0r6Eail dealers.

With a recession-proof growth rate, MDH has no oea® rethink any of its strategies. Prices of cardities

have gone up resulting in high input cost.

The commodity market is fast converting to branbasdiness and even MDH registered a growth of 3Ccest.
MDH remains the biggest company in the spice tfaskys Rajeev Kumar, managing director of Delhidsh®S Group

that sells Catch spices.

The market is so huge that everyone has the saopgrdwth but only those with purity and qualityncsurvive
the test of time. According to Gulati, Only five $ox of MDH'’s products account for 70% of the comypa sale. With so
many twists and turns - from partition to familysplutes, Gulati has always found hardships instrtahém his success.

Indeed, looking at his journey, one can definitdy, 'variety is the spice of life’.
Market & Environment

As we know that the FMCG market is a near to pésfammpetitive market or say oligopolistic marlketwhich

the number of major players in the market is lessagy countable and the market share is almostlggligided.

The spices market in India is an unorganized dreonisists of Rs. 1,500 crore branded market amditfbranded
spices market is over Rs. 5,000 crore. The categocharacterised by strong regional preferencdsjge unorganized

sector which also sells loose spices, local plagacsin-store packaged labels.

For MDH, Everest is the nearest competitor, as ldtihem have nearly 4 lacs retail dealers. MDH Baspice

blends where as Everest has 34 blends of spichser @ty competitors are Catch spices and MTR.

MDH and Catch have been among the bigger brantteihlorth and Everest is a strong player in wediaiia.
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Catch Spices- Compared to MDH, Catch, introduced®0@0, has been a relatively new entrant in theaged

spices market
Supply Chain

MDH Ltd. has a network of over 1000 Stocks and avé&acs retail dealers in India and abroad. Ravenstis
procured directly from the centers of produce tantaén uniform taste and quality. It is first clesth dried and tested with
the help of special machines. It is then cautiogstunded into the finished product passing throseyeral stages. Fully

automatic machines have been installed for thisgs®.

Mahashay Dharam Pal's Son, Rajeev Gulati’s sigaificcontribution to the firm as Director was to phé
company on the global map. The spices and blenelsegported to the United States of America, Canatfated
Kingdom, Europe, South East Asia, Japan, U.A.E.Sauadi Arabia. Outside of India, the Company hdised in London
(U.K.) and a state of art manufacturing unit atr§#ra(U.A.E.)

Corporate Social Responsibilty

The company has been involved in several charitalé social activities through its sister organat
MahashayChuniLal Charitable Trust, which maintdinst amongst its loyal customer base.The trustaipe a 250-bed
hospital, a mobile hospital for slums, and fourasdh in New Delhi. Various social organizations @@t need-based

grants from the trust. It also brings out a monthggazineSandesfocusing on traditional family values of India.
Crisis Faced in the Year 2006: Recall of its Produs Due to Alleged Contamination:

In February 2006, the Food Standards Agency of bikoanced a withdrawal of MDH Sambar Masala from
stores, due to its contamination with Sudan | -ainogenic dye. The withdrawal was only for onedbthe production

and no other product of MDH was affected.

TRS Wholesale Co Ltd undertook product withdrawaMDH Sambar Masala, due to its contamination with
Sudan I. The product recalled was MDH Sambar Masalay (Best Before date - April 2007, Lot No: Olh other MDH
products other than this are affected till dateé®ubis not a permitted color under the Colors aodr Regulations 1995.
It is considered to be a genotoxic carcinogen,itmgdresence at any level is not permitted in foaifis for any purpose.
The affected product was distributed from TRS Cé&sRarry and TRS International Foods. TRS Wholesate Ltd

undertook the product withdrawal of the affectendiris and displayed point-of-sale notices in theestor

OTHER CHALLANGES
Competitive Landscape
As we know that the FMCG market is a near to pdsfespmpetitive market or say oligopolistic markehich

has less number of players in the market and thikehahare is almost equally divided.

MTR spices are a major competitor in South IndigerEst also gives a completion as both Everest\D#
have nearly 4 lacs retail dealers. Catch spicedsis evolving and “shelfing” done to create vistiilin retail stores is
almost equal, if we talk about MDH, Everest, Cdtchorth and MTR in south, so much so that, if @aot available, an
individual may pick up other one, unless and uhgl brand has not transformed itself in a cultc@8&pices- Compared to

MDH, Catch, introduced in 2000, has been a relbtimew entrant in the packaged spices market
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Quality Control and R&D

The powdered spices are tested at the fully eqdipipéality control laboratories, to ensure the bepsality
standards. Further, the well equipped laboratonesk incessantly to develop new spice blends otespi Mahashay

Dharampal Ji leads from the front, taking keenrggein creation of new products.
The Way Forward

Intervention of Government viz-a-viz import & expaof spices is causing upheavals in the market dienc
affecting both demand and price. Constant incréassosts in terms of raw material inputs, servigeswer and fuel

continues to be a point of concern for the Company.

Reworking its advertising strategy and increasisgvisibility especially in South India is the neefithe hour.

Expansion other than limited countries like Canadd US is crucial to sustain in present competigiedal markets.

Extension and diversification in ready-to-eat segimmay add to umbrella brand of spices and may tead
positive extension. Is company not over-relyingasnexclusive brand ambassador who happens to bewter of the

company?
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