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Cook healthfully
When you need to line a non-stick
cooking pan with a bit of oil, instead of
roughly measuring out /2 a teaspoon of
it, using a cooking spray can be much
more convenient. The next time you are
making eggs, stir-frying or baking try
the Sundrop SlimLite Cooking Spray
(Olive), that claims to deliver just two
calories per spray. Available in all

major cities, Rs 200 for a 141 g can.
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SAY YES TO TASTY HEALTH

Sundrop SlimLite Cooking Spray is a perfect
example of taste and health with a
low calorie way of cooking. It
significantly reduces your calorie
intake with only two calories per
spray instead of the whopping 135
calories in one tablespoon of
clarified butter. What’s more, it
ensures that the food does not
stick to the utensil while cooking
thereby consuming lesser cooking
medium and lesser calories.
NW recommends: Now
you can stay healthy in
spite of being a foodie!

Magazine: New Women — August 2011




POWER MOVES

Ready, steady,

SroW

Preeti Khicha

gro 'Tech Foods has stepped into the

ready-to-eat meal segment with Sun-

drop Yummeals. Sundropisaccom-

panying its meals with uncooked

rice, making ita complete meal of-
fering. The packaged meals, priced between
235 and 245. will be manufactured through
anoutsourced partner in Gujarat, under the
company's supervision.

Toplaysafe, thebrandisinitiallylaunch-
ing only six north Indian flavours, Gradual-
ly, the range will include south Indian dish-
es, whichareslightly difficult tostandardise,

‘To market its meals, Sundrop is drawing
lessons from sister brand ACT I popeorn,
Oneofthe majorgrowth drivers for the ACT
I brand was showing people how to make
popcorn in pressure cookers, “Likewise, we
will havedemonstrations at trade storesand

high trafficzones near colleges,” savs Asheesh |
Kumar Sharma, head, marketing, AgroTech
Foods. Initially, Sundrop Yummeals will be |
availableinthetop 8 cities after which it will
be rolled out in another 32. Printand televi-
sionadvertisingare alsoon the cards, but will
happen once the brand gains critical mass.
Theestimated 2450-crore Sundrop brand

World frozen peas. “Thisisinline with Agro
‘Tech's strategy to become a health aind con-
venience-driven food company,” siys Shar-
ma. Newer products toutingsimilar benefits
areintheoffing, says Sharma.

Analysts say the move makes se:nse giv-
en that margins in ready-to-eat foods are much
higherthan inedible oil, Arch-rival Marico's
Saffolahas alsoextended its Saffola lhrand to
rice (Saffola Arise) and oats (Saffola)) for bet-
termargins. Marico’sentry intoread w-to-eat
foods will not be surprising, says an.analyst
who does not wish tobe named.

Sundrop, which has established an ele-
ment of trust among Indian house'wives,
might haveanedge, butit hastofight big play-
ers with strong marketing and distrilbution
muscle, Among its competitors are: 1'TC's

AGRO TECH FOODS HAS STEPPED INTO THE READY-T0-EAT SEGMENT WITH
SUNDROP YUMMEALS, STARTING WITH SIX NORTH INDIAN FLAVOURS

whose flagship productis a premium edible
oil, has been vigorously extendingits port-
folio to new formats and categories. For ex-

ample.ithasrecently unveiled Sundrop Slim- |

Lite cookingspray: just before that it was the
turn of Sundrop Peanut Butter and Healthy

Aashirvaad and Kitchens of India, Heinz
Kitchen Klassics, MTR Foods and local war-
riors Gits Ready Mealsand Rasoi Magic. which
have their strongholds in certain regions.
While urbanisation and an ine reasing
working population is fuelling growth of

; S

ready-to-eat foods, a big challenge ischang-
ing consumer habits and attitude towards
ready meals. According to industry esti-
mates, in the 210,000-crore packaged food
market, ready-to-eat is still a small segment,
valued at 2300 crore. MR Foods head (mar-
keting) Vikran Sabherwal says, “The seg-
ment is one of promise rather than actual
delivery.” Indian homemakers preferin-
termediary offerings that assist them while
cooking. “Our breakfast mixes which al-
low housewives to customise is growing
much faster than our ready-to-eat foods,”
claims Sabherwal. .

Strategist (Business Standard) July 27, 2011




AgroTech goes health conscious with Sundrop spray

Sravanthl Challapalii
Chennai, June 30

Catering to calorie-
conscious consumers,
AgroTech Foods has
launched Sundrop SlimLite
Cooking Spray, a category of
cooking medium that’s
rather new to India.
Promising only two calories
to a spray, the company says
- it will cater to a “big, rising
. need” for foods low on
calories without
compromising on the taste,

AgroTech’s brands are the

Sundrop range of oils,
peanut gutter and snacks,
Act IT popcorn and Healthy
World dried green peas,

Speaking to Business
Line, Mr Asheesh Kumar
Sharma, Head (Marketing),
says the challenges in
marketing this product
involve recognising the fact
that cooking habits don't
change overnight. Apart
from advertisingon TV, in
print and outdoor, the
company is demonstrating
its use in stores.

The spray, available in
Olive and Original variants,
costs Rs 200 for a 141 ml can.
It is available in modern
trade and high-frequency
stores in New Delhi,
Mumbai, Bangalore,
Kolkata, Hyderabad and
Chennai now but will be in
at least 32 cities in the next
two years, said Mr Sharma,

The priority was to get
people used to this benefit
now, rather than volumes
and penetration. Of late,
some outlets in big cities

have started stocking
imported cooking sprays,
Spraylite is one such brand,

riced above Rs 200 (but

low Rs 300) for three

variants, PAM is a brand of
cooking spray well-known in
the West.

AgroTech aims to get
people buying by showing
them how one can of
SlimLite (which yvields 440
sprays) can be used for as
many as “220 dosas/
cheelas/other pancakes”, Mr
Sharma said. The olive oil

variant will be in focus. The
Original is made of Canola.

The Rs 720-crore
AgroTech Foods claims 43
per cent share of the
premium edible oil market,
according to Mr Sharma.
The edible oil market is
estimated at 9.6 million
tonnes (vanaspati accounts
for about one million
tonnes), and the premium
segment is 7 per cent of that,
The company is an affiliate
of the US-based ConAgra
Foods Inc.

Hindu Business Line - July 1, 2011




“Consumers are looking for options
that are both healthier and tastier”
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