POWER MOVES

Ready, steady,

grow

Preeti Khicha

gro Tech Foods has stepped into the

ready-to-eal meal segment with Sun-

drop Yommeals. Sundrop is accom-

panying its meals with uncooked

rice, making il a complete meal of-
fering. The packaged meals, priced between
35 and ¥45, will be manufactured through
anoutsourced partner in Gujarat, under the
COmpany's supervision.

Toplay safe, thebrand is initially launch-
ing only six north Indian Mavours. Gradual-
ly, the range will include south Indian dish-
es, whichareslightly difficult tostandardise,

Tomarket its meals, Sundropis drawing
lessons from sister brand ACT I popcorn.
One ol the major growth drivers forthe ACT
Il brand was showing people how to make
popcorn in pressure cookers, “Likewise, we
will have demonstrations at trade stores and

high tratfic zones near colleges,” says Asheesh
Kumar Sharma, head, markeling, Agro Tech
Foods. Initially. Sundrop Yammeals will be
available in the lop 8 cities after which it will
be rolled out in another 32, Print and televi-
sion advertising are also on thecards, but will
happen once the brand gains critical mass.
Theestimaled ¥450-crore Sundrop brand

World frozen peas. “Thisisinline with Agro

Tech's strategy o become a health and con-

venience-driven food company,” savs Shar-
ma. Newer products toutingsimilar-benefits
are in the offing, says Sharma.

Analysts say the move makes sense giv-
en that margins in ready-lo-eat foods aremuch
higherthan in edibleoil. Arch-rival Warico's
Saftolahas alsoextended its Saffolabrand to
rice [Saffola Arise) and vats (Saffola)) for bet-
ter margins. Marico's entry intoreadw-lo-eal
foods will nol be surprising, says an.analyst
whodoes not wish Lo be named.

Sundrop, which has established' an ele-
ment of trust among Indian housewives,
might havean edge, but it hastofight biig play-
ers with strong marketing and distrilbution
muscle. Among its competitors arer I'TC's

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

whoseflagship product is a premium edible
oil, has been vigorously extending its port-
folio to new formats and categories. For ex-
ample, it has recently unveiled Sundrop Slim-
Lite cookingsprav; just before that it was the
turn of Sundrop Peanut Bulter and | lealthy

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 increasing
working population is fuelling growth of

P P P g i wlll

ready-to-eat foods, a big challenge is chang-
ing consumer habits and attitude towards
ready meals. According to industry esti-
males, inthe ¥ IlI.l'I[IEH.'mn‘.-]}a{;kug!z.:| food
market, ready-to-eat is still a small segment,
valued at 2300 crore, MTR Foods head (mar-
keting] Vikran Sabherwal says, “The seg-
ment is one of promise rather than actual
delivery.” Indian homemakers prefer in-
lermediary offerings that assist them while
cooking. “Our breaklast mixes which al-
low housewives to customise is growing
much faster than our ready-lo-eat foods,
claims Sabherwal. I



