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F
oritsupcomingrestaurants
incitiessuchasBengaluru,
MumbaiandNewDelhi,
BurmeserestaurantBurma

Burmaisredesigningits interiorsto
createprominentshelfspacefor its
merchandiseandready-to-eat
gourmetproducts.

Theseincludekhowsueypastes,
chilligarlicoils, ready-to-eat lotus
stemchips, tealeafsaladpaste,
crunchyseedmix,dryBurmese
spices, teablends,andartisanal ice-
creams,alongwitht-shirtsand
brandedchopsticks.

BurmaBurmaisoneofmany
restaurantsthatarediversifyinginto
gourmetretail.

AzureHospitality,whichruns
pan-Indiafoodandbeveragebrands
suchasMamagoto,DhabaEstd1986,
SlyGrannyandFoxtrotventuredinto
foodretail in2021. Inthelasttwo
years,CaféDiva,HunanatHome
(Bengaluru),Mahabelly(NewDelhi),
KitchenGardenbySuzette(Mumbai)
andFig&Maple(NewDelhi)have
joinedthelistofrestaurantsthatare
sellinggourmetpantrystaples.

Amongthefirst toenterthe
gourmetretailsegmentwasITC’s
iconicrestaurant,Bukhara,which
turned45thisyear. It launchedits
brandofready-to-eatgourmet
products, includingitssignaturedal
Bukhara,waybackin2001.

Customeracquisitionandloyalty,
besidesbrandrecall,aresomeofthe
reasonsrestaurantsarestrategically
pivotingtowardsgourmetfoodretail
andmerchandising.

Whenpandemicbit
Formostplayers, thiscategorywasa
constructoftheCovidpandemic,
whentheyreturnedtothedrawing
boardtore-strategiseasrestaurants
remainedshutduringthelockdown.

Post-pandemic, ithasbecomea
marketingstrategytowidenthe
consumerbase.

TakethecaseofBurmaBurma,
whichlauncheditsretailvertical in
2021witheightproducts.Now,ithas
25to30.

Apartfromtherestaurant’s

website, theseproductsareavailable
onplatformssuchasAmazon,
Flipkart,SwiggyandZomato,aswell
as intheretailstoreNature’sBasket.

Withaninitial investmentof
about~8lakh,thepromotersof
BurmaBurmastartedaseparate
factory-cum-laboratoryinMumbai
withchefs,digitalcreatorsandfood
technologistshiredspecificallyfor its
brandedgourmetfoodretailvertical.

The10-year-oldrestaurant’sretail
salesarenowupwardsof ~15lakha
month.AnkitGupta,co-founder,
BurmaBurma, isconfidentof
generatingsalesof~25-30lakhper
monthbytheendof2025.

RahulKhanna,co-founderof
AzureHospitality,saysthecompany
decidedtoventureintofoodretail
backedbycustomerdemand.While
Mamagoto’smerchandise(cushion
covers,artworks,etc)hasbeenon
saleforthelast12-oddyears, the
companylauncheditsrangeofdips,
saucesandpastesduringthe
pandemic.

“Wehavealongthewayrealised
thatretail isanimportantextension
ofourbrand’sstorytelling,”
saysKhanna.

Withinthenextmonth,Azure

Hospitality intendstorollouta
biggerrangeofproducts:handmade
pasta,blackbeanjam,pickles,
flavouredoils,dips,artisanal ice-
creams,blackpepper,momo,and
riceandnoodlemastersauces,
amongothers.

Lastyear,DivaCasaPantryshut
itsoperationsandtiedupwith
Nature’sMiracle,ahydroponicfruit
andvegetablecompany,toco-create
arangeofsauces–salsarossa,
arrabiatta,aglioeolio–forLe
Marche,agourmetretailstore.The
packagingcreditschefRituDalmia.

AvantikaSingh,manager,
marketingandcommunication,Riga
Foods,whichownsDiva,saysthe
shifthappenedsothefocuscould
returntothecorebusinessofrunning
restaurants.

Freshingredients
AccordingtoAnitaSahoo,founder
andCEOofHomeKouzina,atwo-
year-oldfoodaggregatorthatwasin
thebusinessofsupplyinghotmeals,
restaurantsgettingintogourmetfood
retailrequiresfreshinvestments,
clearstrategyandaproperroadmap
forgrowth.Alsoneededareateamof
foodtechnologists,analysts,a
dedicatedfactoryspace,packaging
units, lab-testingfacilities(evenif
outsourced),techdesignersand
websitedevelopers.

ForHomeKouzina,foodretail
hasnowbecomethemaindriver
ofbusiness.

Itcreatespickles,ready-to-eat
snacks,masalas,andpastefrom
variousregionsofSouthIndia,
includingCoimbatore,Chettinadand
partsofKerala,besidesRajasthan,
Odisha,BiharandGoa.

Sahooturnedtobrandedretail
afterherhotmealbusinesswent
kaputduetologisticalissues–riders
notreachingthedestination;food
gettingcoldduetoextratimetaken
onaccountoftraffic jams;homechefs
increasingtheirpricesdueto
inflation,impactingbrandloyalty.

“Weareseeingrepeatordersand
fasterrevenuesinfoodretailsincewe
arecontinuingtoworkwithamong
thebesthomechefstobringproducts
thathavezero-preservatives,no
addedcolours,andfreshand

authentictaste.”TheGoanmasala
rangebychefCrescentia,creatorof
theiconicbutnowshutBernardo’s
GoanRestaurant,forinstance,
continuestobeahit.

Morethanasidedish
Someofthenewerrestaurantsare
integratingretailattheoutset.Aidu,a
SouthIndianrestaurantin
Hyderabad’sJubileeHills,which
openedinFebruary,started
simultaneouslysellingpacketsof
podisandpicklesattheoutlet.

DittoforColocal,abean-to-bar
chocolatefactoryandcafébrand,
whichlaunchedbothitscaféandthe
retailbusinesstogetherin2020.

Thecompany,whichclockeda
turnoverofRs25-30crorelastyear,
says10to15percentofitsoverallsales
comesfromretailingpremium
chocolatebars,spreads,baking
chocolateandhotchocolatepowder.
Bynextyear, itexpectsretailto
accountfor25-30percentofits
revenue,andeventually,70percent.

Thecross-brandingwithitssister
company,Hyderabad-based
RoasteryCoffeeHouse,acaféwith
locationsinDelhi-NationalCapital
Region,LucknowandKolkata,helps.

AnshiSaxena,Colocal’sco-
founder,saysthebiggestbenefitof
restaurantsandcafégettinginto
gourmetretail isthat“suddenly,the
brandcanbepresentinanypartof
theworld”.

Inthenexttwoyears,Colocal
expectstorolloutaslewofchocolate
productsthroughtie-upswithoffline
gourmetretailpartners.

Itsproductionhasalreadyshotup
from160chocolatebarsamonthin
2020toover4,000now.“Retail is
contributingtoourgrowthinabig
way,”saysSaxena.“Wearelookingto
upgradeourfactorysothatbyyear-
endorearlynextyear,wecanlaunch
morevarietiesandlookatsellingwith
gourmetstores.”

Priceytreat
Noteveryone,though,wantstobite
intothissegment,consideringthat
themarginsareslimandcostof
labour,realestateandrawmaterial
remainhigh.

“Theeffortofmanaginginventory
andsaleswouldn’tbeaworthwhile
useofresourcesforahigh-end
restaurantlikeours,”saysRahul
Bhambri,co-founderofMichelin-
recognisedROOH(SanFranciscoand
NewDelhi)andPippal(San
Francisco).“It’sacontrolled
preparationoffoodthathappensat
ourrestaurantsandwemightnot
wantcustomersusingcondiments
thatcouldaltertheintendedtasteof
thedish.”

Thatsaid,theIndiangourmet
foodmarket,currentlyvaluedat
$1.3billion,isexpectedtogrowat20
percenteveryyear.

StepintoFoodStories,agourmet
retailstorethatopenedamonthago
inNewDelhi’sAmbienceMall in
VasantKunj,andyoufindpeople
reachingoutforartisanalcheesefrom
Australia,Arizona-importeddark
chocolates,SouthKorean
strawberries,andfreshlyground
spicesanddryfruit.

SaysAvniBiyani,founder,
Foodstories,“Withincreased
exposuretoglobalfoodtrendsand
greateraccesstoqualityingredients,
Indiahaswidelyacceptedgourmet
food.”Accordingtoher,globally
renownedchefsandF&Bbrands
frequentingIndiaforpop-ups,the
riseofculinaryculturebywayoffood
showsbyhomechefs,andanevolved
Indianpalate“tocravefinerflavours
andrecreatetheexperienceoffine
diningathome”isleadingtoa
growinginterestingourmetcuisine.

It’sonlyamatteroftimebefore
gourmetproductsfromIndian
restaurantsappearontheseshelves.
Theconsumerisalreadyhere.

GooglemayputgenerativeAI-powered
searchcontentbehindpaywall
HARSHSHIVAM
NewDelhi, 4April

Googleisreportedlyplanning
tomaketheSearchGenerative
Experience(SGE),its
generativeAI-poweredsearch
tool,exclusivetopaid-tier.
Accordingtoareportbythe
FinancialTimes,Googleis
consideringchargingfor
generativeAIfeaturesfor
Search,includingthe
experimentalAI-powered
searchservice.

Accordingtothereport,
Google’straditionalsearch
servicewillremainfreetouse,
andthegenerativeAIsearch
experiencewillbeaddedtoits
premiumsubscription
services,whichalreadyoffer
accesstoGeminiAdvanced
andAI-poweredtoolsfor
serviceslikeGmailandDocs.

However,thecompanywill
likelyrunadsinsearchresults,
irrespectiveofthe
subscription.Inastatementto
theFinancialTimes,Google
said,“WithourgenerativeAI
experimentsinSearch,we’ve
alreadyservedbillionsof
queries,andwe’reseeing
positiveSearchquerygrowth

inallofourmajormarkets.
We’recontinuingtorapidly
improvetheproducttoserve
newuserneeds.”However, the
companyaddedthatthereare
currentlynonew
announcementsfromtheir
side.Additionally,the
companystatedthattheyare
“notworkingonor

considering”makingthe
Searchad-freeandthatit
would“continuetobuildnew
premiumcapabilitiesand
servicestoenhanceour
subscriptionofferingsacross
Google”.

GooglelaunchedtheAI-
poweredSGEin
Augustlastyear
andithassince
remainedavailable
tousersasanopt-
inexperimentin
Google’sSearch
Lab.Onceenabled,
SGEprovides
relevant
informationupfrontonthe
searchpage,insteadof
showinglinkstomultiple
websitesthatmayhave
informationrelatedtosearch
queriesandkeywords.It
generatesanAI-powered

overviewofkeyinformation
alongwithrelevantlinksthat
pointtothesourceof
information.’

Thereportstatesthatthis
kindofSearchexperience,
whichincludesanAI-powered
overview,costsmoretoGoogle

asgenerativeAI
consumesalot
morecomputing
resources.
Additionally,
manyonline
publisherswho
dependonGoogle
fortrafficontheir
websiteshave

shownconcernastheyexpect
fewervisitorsdueto
informationbeingpresented
directlyonthesearchresult.
MakingSGEexclusivetothe
paidtiermightsolvebothof
theseissuesforGoogle.

Diningdelights tohome
delicacies, restaurants
get into gourmet retail

GOURMET GAMBLE
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besidesbrandrecall,aresomeofthe
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nFormostplayers, thiscategorywas
aconstructoftheCovidpandemic,
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nNoteveryone,though,wantsto
bite intothissegment,considering
thatthemarginsareslimandcosts
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material remainhigh

Fromdelectablepastestoartisanalblends,savourychipstoice-creams,
culinarytreatscraftedbyin-housechefsarehittingtheshelves
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Google launched
the AI-powered SGE
in August last year
and it has since
remained available
to users as an opt-
in experiment in
Google’s Search Lab


