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RETAIL MERCHANDISING AND BRAND BUILDING: A CASE STUDY OF BASMATI BRANDS 
 

G SRI LAKSHMI 
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PITTA ISAAC NEWTON 

ASST. PROFESSOR 

 MAHATMA GANDHI LAW COLLEGE 
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ABSTRACT 
Today, with   the boom of organised retailing   in India, the   rice is no longer a   commodity   but is being branded. Earlier it was all about rice being sold in jute 

bags and under two categories like basmati and non basmati. Modern trade on an average contributes 40 to 50 percent of total packaged rice sales in India, 

Branding of   agricultural commodities helps in creating value, across   the supply chain process. Branding symbolizes the differentiation in the agricultural yield 

produced in India and gains an edge over the other   commodities. Basmati rice is no exception  where we find plethora of basmati brands. This paper studies the 

role of merchandising on th different brands of basmati rice and it attempt to explore the various brands of basmati rice which  exist in the market and also to 

look at the retail format  throughwhich it is being sold. 

 

KEYWORDS 
Merchandising,Basmati Rice, Brands, Retail formats, and Instore Promotion. 

 

1. INTRODUCTION 
ice is the staple food product in many parts of   our country. In fact, rice provides more than one fifth of the total calories consumed by humans 

throughout the world. There are several varieties of rice, out of which a few are aromatic rice, known for their wonderful fragrance and they are famous 

as basmati rice. in the market, there is a huge difference basmati itself has become quite diverse in means of varieties and various price points at which 

it is being sold in market and above all the beautiful packaging in which its been retailed in various super and hyper markets.. 

Rice, the second most widely grown cereal crop, is the staple food for more than half of the world’s population. Rice is endowed with amazing genetic diversity 

with more than one hundred thousand landraces and improved cultivars maintained in the germ plasma collections spread world over. A unique varietal group 

that has distinguished itself as a result of natural and human selection, which found wider acceptance all over the world as a speciality rice is called ‘‘Basmati 

rice’’. 

Basmati is now a Geographical Indication (GI) belonging to the geographical area in the Indian subcontinent, India, at present, is the biggest exporter of basmati 

rice in the world. It produces nearly 7.5 million tons and exports approximately 2.5 million tons 

Basmati has attained ‘‘heritage rice’’ status as it is considered as ‘‘farmers cultivar’’ being maintained and grown by farmers of Punjab region of India and 

Pakistan and Haryana and Uttar Pradesh regions of India for more than 250 years. The special quality of Basmati rice is attributed to unique combination of soil, 

water, climate and cultural practices under which it is grown, besides the inherent genetics governing the features. 

India accounts for about 70 percent of the world's basmati production basmati rice, a variety of long grain rice with a fine texture, is the world's best rice that 

one can use for cooking and the leading aromatic fine quality rice in the world trade. Basmati rice is the "queen of fragrance" or the perfumed one. This type of 

rice is grown in the foothills of the Himalayas for thousands of years.basmati is generally preferred by consumers over the other varieties, as it elongates a 100 

percent on cooking with out increasing in girth and has a rich desirable aroma (graham 2002). the cost differential between basmati and other varieties in there 

fore high. 

 

2. MERCHANDISING 
Termed as the planning, buying and selling of merchandise. It is an integral part of retailing and is also one of the most challenging functions. Retailers often say, 

“GOODS WELL BOUGHT ARE HALF SOLD”. 

Tender chicken cooked in hot and spicy served with aromatic basmati rice.                                                                             

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

"This is a savory Indian style rice dish flavored with whole spices and fried onions. Soaking the basmati rice before cooking makes all the difference. 

 

RETAIL MERCHANDISING 
The developing of strategies to ensure that the right product 

• Is bought at the right price 

R
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• Is available at the right place 

• At the right time 

• In the right amount 

• In order to satisfy the needs of the target customer 

 

FUNCTIONS OF MERCHANDISE  
The merchandise manager is responsible for particular lines of merchandise. In a department store there may be separate merchandise Men’s wear, women’s 

wear, children’s wear etc. They would be in charge of a group of buyers and their basic duties could be divided into four areas: planning, directing, coordinating 

and controlling 

ATTRACTIVE PACKAGING 

The packaging of the merchandise goes a long way in improving the brand value of the product. A product kept in a nice box would definitely catch the attention 

of the customers 

UNIQUE PRICING (DISCOUNTS)  

Attractive prices, discounts, rebates also bring customers to the store. 

PROMOTIONAL SCHEMES, GIFTS  

Coupons and attractive gifts make shopping a pleasurable experience for the customers. 

BASMATI RICE GIFTS AND MERCHANDISE 

BASMATI RICE DESIGN GIFTS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

BASMATI RICE DESIGN MUG 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

RETAILING 
Retailing can be defined as a conclusive set of activities or steps used to sell a product or service to consumers for their personal or family use. It is responsible 

for matching individual demands of the consumer with supplies of all manufacturers. The word retail‟ is derived from the French word retailer, meaning „to cut 

a piece off‟ or „to break bulk‟.  

A retailer is a person, agent, agency, company, or organization which is instrumental in making the goods, merchandise, or services to reach the ultimate 

consumer. Retailer performs specific activities such as anticipating customer wants, developing assortments of products, acquiring market information, and 

financing. A common assumption is that retailing involves only the sale of products in stores. However, it also includes the sale of services like those offered at a 

restaurant, or by car rental agencies. The selling need not necessarily take place through store. Retailing encompasses selling through the mail, the internet, 

door-to door visits, any channel that could be used to approach the consumer, When a manufacturer like Dell Computers sells directly to the consumer, they 

also perform the retailing function. 

 

QUALITY OF RETAILING 
1. There is direct end user interaction in retailing. 

2. It is the only point in the value chain to provide a platform for promotions. 

3. Sales at retail level are generally in smaller unit sizes. 

4. Location is a critical factor in retail business. 

5. In most retail business, services are as important as core products. 

6. There are a larger number of retail units compared to other members of the value chain.  
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PLANNING MERCHANDISING 
Merchandise managers formulate the policies for the areas for which they are responsible

This involves the estimating of the consumer demand and the impact of the changes occurring in retail environment

budgets , to help the buyers within  the financial guidelines

Basic Stock = Average stock for the season – average monthly sales for the season where

 

Average monthly sales for the season = Total planned sales for the season 

                                                                        ____________________________   

                                            

                                                                          Number of months in the season

 

Average stock for the season                       =                                     

                                                                                                        

  

                                                                                                      

Beginning of Month (BOM) stock = Planned Monthly Sales + Basic Stock

 

ARMED FORCES RENDERED BY THE RETAILERS
 

 

THE RETAIL   GROWTH IN INDIA 
The Indian economy is likely to continue its steady growth with enhanced share in global trade and steady agricultural output

opportunities, rising urban disposable income and credit card ownerships, changing lifestyles and demographic profiles all are showing a favourable skew 

towards a rising consumerism culture. Consumer spending is clearly set to accelerate its pace.

Demographics continued to show a positive skew to spur retailing growth. Consumers groups aged between 20

consumer group and the mean age of Indians is now pegged at 27, a mean age that reinforces spending across all the retailing 

and non-store. 

 

3. REVIEW OF LITERATURE 
1. “Rice in the Global Economy: strategic research and policy issues of food security (IRRI

systems and enhancing overall performance of the global rice 

and even within countries. They will also necessarily embrace a wide range of technological, policy, and institutional option

emerging the Global problems need global solutions, but they must be flexible enough to meet local needs.

2. “POST HARVEST PROFILE OF PADDY/RICE” in this study identified the In world paddy production, Asia’s share is more than 90 per

foodgrain crop of India and occupies about 37 percent of the area under foodgrains and contributed more than 40 percent of foodgra

country during 2000-01. More than 50 percent of country’s population depends fully or partially on rice as it

diet. During 1999-2000, in the states like Andhra Pradesh, Assam, Kerala, Orissa, Tamil Nadu and West Bengal, rice consumption accounted for mo

80 percent share in total cereal intake. Rice is primarily 

which is about 72-75 percent of the total grain composition. The protein content of rice is around 7 percent. The protein of rice contains glut

also known as oryzenin. The nutritive value of rice protein (biological value = 80) is much higher than that of wheat (biolog

(biological value = 50) or other cereals. Rice contains most of the minerals mainly located in the peri

also contains some enzymes 

3. “Dr.K.K.Tripathi:BIOLOGY OF ORYZA SATIVA L. (RICE)” in this identified the Rice (

(Poaceae). It is one of the three major food crops of the world and forms the staple diet of about half of the world's population. The global product

rice has been estimated to be at the level of 650 million tones and the area under rice cultivation is estimated at 156 mil

Asia is the leader in rice production accounting for about 90% of the world's production. Over 75% of the world supply is con

countries and thus rice is of immense importance to food security of Asia. 

in the population. India has a long history of rice cultivation. Globally, it stands first in rice area and second in rice pr

21.5 percent of global rice production. Within the country, rice occupies onequarter of the total cropped area, contributes about 40 to 43

food grain production and continues to play a vital role in the national food and livelihood security system. In

particularly basmati rice. 
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Merchandise managers formulate the policies for the areas for which they are responsible. Forecasting the sales for the forthcoming budget per

This involves the estimating of the consumer demand and the impact of the changes occurring in retail environment. The sales forecasts are then translated into 

budgets , to help the buyers within  the financial guidelines. 

average monthly sales for the season where 

Average monthly sales for the season = Total planned sales for the season  

____________________________    

Number of months in the season 

                                    Total planed sales for the season   

                                                      ____________________________                                                 

                                                   Estimated Inventory Turnover Rate for the season 

Beginning of Month (BOM) stock = Planned Monthly Sales + Basic Stock 

ERS 

Source: Compiled by Author’s 

The Indian economy is likely to continue its steady growth with enhanced share in global trade and steady agricultural output

income and credit card ownerships, changing lifestyles and demographic profiles all are showing a favourable skew 

towards a rising consumerism culture. Consumer spending is clearly set to accelerate its pace. 

to spur retailing growth. Consumers groups aged between 20-45 years are emerging as the fastest growing 

consumer group and the mean age of Indians is now pegged at 27, a mean age that reinforces spending across all the retailing 

“Rice in the Global Economy: strategic research and policy issues of food security (IRRI-2010)” in this study identified the sustainably improving rice 

systems and enhancing overall performance of the global rice economy to reduce poverty and hunger. Priorities will clearly differ greatly among countries 

and even within countries. They will also necessarily embrace a wide range of technological, policy, and institutional option

ing the Global problems need global solutions, but they must be flexible enough to meet local needs. 

“POST HARVEST PROFILE OF PADDY/RICE” in this study identified the In world paddy production, Asia’s share is more than 90 per

rain crop of India and occupies about 37 percent of the area under foodgrains and contributed more than 40 percent of foodgra

01. More than 50 percent of country’s population depends fully or partially on rice as it constitutes the main cereal food crop of the 

2000, in the states like Andhra Pradesh, Assam, Kerala, Orissa, Tamil Nadu and West Bengal, rice consumption accounted for mo

80 percent share in total cereal intake. Rice is primarily a high energy calorie food. The major part of rice consists of carbohydrate in the form of starch, 

75 percent of the total grain composition. The protein content of rice is around 7 percent. The protein of rice contains glut

also known as oryzenin. The nutritive value of rice protein (biological value = 80) is much higher than that of wheat (biolog

(biological value = 50) or other cereals. Rice contains most of the minerals mainly located in the pericarp and germ and about 4 percent phosphorus. Rice 

“Dr.K.K.Tripathi:BIOLOGY OF ORYZA SATIVA L. (RICE)” in this identified the Rice (Oryza sativa L.) is a plant belonging to the family of grasses, Gramineae 

the three major food crops of the world and forms the staple diet of about half of the world's population. The global product

rice has been estimated to be at the level of 650 million tones and the area under rice cultivation is estimated at 156 mil

Asia is the leader in rice production accounting for about 90% of the world's production. Over 75% of the world supply is con

countries and thus rice is of immense importance to food security of Asia. The demand for rice is expected to increase further in view of expected increase 

in the population. India has a long history of rice cultivation. Globally, it stands first in rice area and second in rice pr

of global rice production. Within the country, rice occupies onequarter of the total cropped area, contributes about 40 to 43

food grain production and continues to play a vital role in the national food and livelihood security system. India is one of the leading exporter of rice, 

Extending services

H
olding stock

Breaking quantity

The Four Major Activities 
voted for away by Retailers

ISSN 2231-1009 

PUTER APPLICATION & MANAGEMENT 
Included in the International Serial Directories 

42

orecasting the sales for the forthcoming budget period is required 

The sales forecasts are then translated into 

____________________________                                                  

 

The Indian economy is likely to continue its steady growth with enhanced share in global trade and steady agricultural outputs. Booming employment 

income and credit card ownerships, changing lifestyles and demographic profiles all are showing a favourable skew 

45 years are emerging as the fastest growing 

consumer group and the mean age of Indians is now pegged at 27, a mean age that reinforces spending across all the retailing channels of grocery, non-grocery 

2010)” in this study identified the sustainably improving rice 

economy to reduce poverty and hunger. Priorities will clearly differ greatly among countries 

and even within countries. They will also necessarily embrace a wide range of technological, policy, and institutional options. Yet, several broad priorities 

“POST HARVEST PROFILE OF PADDY/RICE” in this study identified the In world paddy production, Asia’s share is more than 90 percent. Paddy is a primary 

rain crop of India and occupies about 37 percent of the area under foodgrains and contributed more than 40 percent of foodgrains production in the 

constitutes the main cereal food crop of the 

2000, in the states like Andhra Pradesh, Assam, Kerala, Orissa, Tamil Nadu and West Bengal, rice consumption accounted for more than 

a high energy calorie food. The major part of rice consists of carbohydrate in the form of starch, 

75 percent of the total grain composition. The protein content of rice is around 7 percent. The protein of rice contains glutelin, which is 

also known as oryzenin. The nutritive value of rice protein (biological value = 80) is much higher than that of wheat (biological value = 60) and maize 

carp and germ and about 4 percent phosphorus. Rice 

L.) is a plant belonging to the family of grasses, Gramineae 

the three major food crops of the world and forms the staple diet of about half of the world's population. The global production of 

rice has been estimated to be at the level of 650 million tones and the area under rice cultivation is estimated at 156 million hectares (FAOSTAT, 2008). 

Asia is the leader in rice production accounting for about 90% of the world's production. Over 75% of the world supply is consumed by people in Asian 

The demand for rice is expected to increase further in view of expected increase 

in the population. India has a long history of rice cultivation. Globally, it stands first in rice area and second in rice production, after China. It contributes 

of global rice production. Within the country, rice occupies onequarter of the total cropped area, contributes about 40 to 43 percent of total 

dia is one of the leading exporter of rice, 

A
rranging an assortm

ent of 
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4. “Amira Foods (India) Ltd: SUCCESSFUL MARKETING STRATEGIES AND BUSINESS MODELS” in this study identified the Organic food business in India has 

emerged as one of the largest markets in the world for organic food. The organic foods or products are healthy, contain no chemicals or preservatives, are 

totally natural and are much better than any form of non organic foods in terms of the various benefits that they provide to one and all. Organic foods are 

produced naturally without anything foreign included but traditional foods are constantly sprayed with pesticides, herbicides, hormones and many other 

chemical. Hence these become an obvious choice of health conscious people in India Also referred to as fresh food or natural food, you can now find it in 

common retail storesor food outlets inside malls. •Organic food can easily be found in India since India is a predominantly agricultural country and the food 

production of the country is very high hence there is enough organic food which is available in the country and hence there is no need to import the 

organic foods as well. 

5. “Sangita Ghosh (FEBRUARY 2009): Against the grain” in his study Rice, which has long held the reputation of being the food of the masses, is witnessing a 

silent transformation in India. Things have come a long way from the “touch and feel” approach to purchasing rice by the weight to the modern era in 

which the busy urban Indian consumer is beginning to place his or her trust in branded and packaged rice. 

6. “Dilip Kumar Jha / Mumbai July 6, 2012, 0:08 IST The Hindu: Rice shares up on removal of minimum export price” in his study identified Rice stocks surged 

by up to 16 per cent on Thursday on the back of the government’s decision to allow basmati exports without the barrier of minimum export price (MEP). 

Fixed by the government, MEP is the benchmark price below which an exporter cannot sign a contract with foreign buyers. The Directorate General of 

Foreign Trade (DGFT), through a notification that the removal of MEP, which was received by exporters positively. While the share price of Kohinoor Foods 

Ltd jumped 14.41 per cent to close at Rs 32.15 that of LT Food Ltd shot up 9.64 per cent to Rs 43.80. Also, KRBL Ltd stock price jumped 7.75 per cent to 

close at Rs 22.25 on the BSE. Non-basmati rice exporters saw similar jump in stock prices. 

7. “QRC RICE INSPECTION CELL KARACHI,LAHORE,QUETTA & TCP (BROWN RICE) COUNTRY WISE POSITION OF EXPORT OF BASMATI RICE (JULY, 2011 TO MAY, 

2012)” 

8. “ SBI: Sindh Board of Investment (Govt.of.Sindh)” in this indentified the Rice is the most widely consumed staple food at the global level and is an excellent 

source of compound carbohydrates. Pakistan is the 11th largest producer and 4th largest rice exporter. Pakistan produces 6.22 million tons of rice over an 

area of around 5 million acres. Rice exports remained the second largest foreign exchange earner for the country after cotton. Sindh province produces 

about 1.461 million tons from an area of 0.544 million hectors with an average yield of 2.686 tonnes rice per hector. The main varieties of rice grown in 

sindh are Basmati, irri6 and irri9. The fine type variety has different names in sindh such as Roosi, GM Basmati, Kernel, Supper, Dubai or Basmati-2000. D-

98 Basmati Rice from Sindh is also known to the world as ‘Sindhi Basmati’. Major rice growing areas in Sindh are Larkana, Shikarpur, Dadu, Qambar – 

Shahdadkot, Badin, Thatta and Jacobabad. 

9. “CDFD: Annual Report(April 2009 to March 2010)” in this identified the APEDA-CDFD Centre for Basmati DNA Analysis tested around 350 basmati samples 

for purity. Testing of purity of Basmati samples received from Export Inspection Council (EIC), Ministry of Commerce, Govt. of India, Basmati rice exporters 

from India and other countries. 

10. “ Global Agricultural Information Network: Required Report - public distribution (2/17/2010)GAIN Report Number: IN1011” India’s basmati rice production 

is reportedly growing with the introduction of the PUSA 1121 variety, an evolved high yielding variety of basmati rice, grown mostly in Punjab and Haryana. 

Although no official statistics are available, trade sources peg production of all types of basmati (traditional, Pusa, and Pusa 1121) in MY 2009/10 at around 

3.4 million tons from 1.5 million hectares. 

11. “ Miscellaneous and Processed Products:  Regulating the Importation of Miscellaneous and Processed Products Regulated by Plant Protection and 

Quarantine” in this identified Special Procedures—Inspecting Basmati Rice (Polished), Milled products include basmati rice, husked rice, polished rice, rice 

flour, rice powder, and rice starch. 

 

12. “G. Raghuram & V. N. Asopa (W.P. No. 2008-07-03 , July 2008): INDIAN INSTITUTE OF MANAGEMENT, Issues in Infrastructure for Export of Rice from India”  

in his study identified Rice is exported in two varieties, basmati (arom tic) and non-basmati. The basmati rice exports are in three categories: white, brown 

and parboiled. India earned Rs 18.4 billion in 2001-02 from exports of basmati rice and non-basmati rice contributed Rs 13.3 billion for the same period. 

13. “Ir. Corné van Dooren (November 2005), Rice Value Chain Analysis”: in his study identified the price is € 0.114 for rain-fed rice from Thailand, € 0.095 for 

irrigated farming (because there are two crops per year and higher yields) and € 0.243 per kg for traditional Basmati rice from India. Most traders pay more 

than the minimum price up to 0.25 per kilo. 

 

4. NEED FOR THE STUDY 
The main motive of the study is to look at the  Evolving role of Retail Format merchandising on the different brands of basmati rice and it attempt to explore the 

various brands of basmati rice. 

 

5. BROAD OBJECTIVE OF THE STUDY 
Study of Retail merchandising and brand building of Basmati Brands 

SPECIFIC OBJECTIVES 

1. To study the Role of Merchandising on the different brands of basmati rice. 

2. To study the Various Brands of basmati rice 

3. To study the impact of in store promotion on various brands of basmati rice. 

4. To study the various pack sizes of basmati brands available in different retail formats. 

5. To study the various promotional offers of various basmati brands in retail formats. 

 

6. RESEARCH HYPOTHESIS 
The imbalance between the Retail brands of promotion and Merchandising of its different brands of basmati rice. 

 

7. RESEARCH METHODOLOGY 
7.1 RESEARCH DESIGN 

On the basis of objectives of the study, a descriptive research design will be chosen.  As this involves a compilation of various inputs, this qualifies to be 

Descriptive study. The hypothesis will be tested empirically.   

7.2 DATA SOURCES 

Primary data would be collected from 

1) Retailers with the help of Questionnaires  

2) Agents with direct interviews 

Secondary data from journals, case studies, department of agricultural, Govt of AP as well as Govt of India, ministry of agricultural and directorate of economics 

and statistics..Etc. 

 

8. MAJOR BASMATI BRANDS IN INDIA 

• Amira  

• Neesa  
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• Dunar  

• Himalayan Crown  

• India Salaam  

• Indian Star  

• Saffola Arise  

• Tirupati  

• Jagat  

8.1 POWER OF THE BRAND 

The imprint of a brand is getting bolder in today's consumer world. It is sign of the changing times. Along with increasing consumer awareness and changing 

preferences, the rice industry is witnessing change. No more is the friendly neighbourhood grocer's word all there is to go by. In a country that produces 

thousands of varieties of rice, branding has come to play a role in domestic as well as export markets. The brand is the new mantra for success and basmati, also 

known as the 'king of rice', is in the midst of the action. Rice producers have picked up the market trend towards preference for branded basmati and have 

jumped on to the bandwagon so that there are more than 100 regional brands of rice in India. Some famous brands available in India, are as follows 

The wide range of packaged rice brands is dominated by the Basmati rice but includes many other processed rice variants as well. Here’s what India’s major rice 

manufacturers and marketers are offering at retail: 

8.1.1 Kohinoor Foods Ltd. 

Satnam Overseas’ Kohinoor Foods Ltd. offers a wide range of packet brands of Basmati, non-Basmati, instant and ready-to-eat rice products. The brands are 

found in almost all the major retail and wholesale chains including Metro Cash n Carry, Reliance Fresh, Food Bazaar, Spencer’s, Vishal, Subhiksha, HyperCity, 

More and Nilgiri’s. The most coveted Basmati rice variants are Kohinoor Supreme, Kohinoor Brown & Kohinoor Organic. Kohinoor Supreme is the pure 

traditional Basmati rice present in the organised trade for two years. Kohinoor Brown is the healthier choice for Basmati rice. It is an un-milled rice, a kind of a 

whole grain and carries a mild nutty flavour. Kohinoor Organic is a natural Basmati rice grown under an organic farming pattern. It comes with IMO and Indian 

Organic certifications. 

8.1.2 KRBL Ltd. (India Gate) 

KRBL Ltd.’s rice variants are retailed under the ‘India Gate’ brand. Besides leading the domestic market in India, KRBL is also one of the largest Basmati rice 

exporters and suppliers to the Middle-east, Europe, USA, Canada and Africa. Besides India Gate, the company’s flagship brand, KRBL also offers other rice brands 

such as Doon, Nurjahan, Aarthi, Royal, Zafrani, Sonale, Sostha, Train, Rice King, Joy, Football, Taj Mahal, Indian Farm, Sun Flower, Lion, Unity, People’s Princess, 

Sarina, Queen of Hearts and Bemisal. 

8.1.3 Lal Qilla 

Lal Qilla Basmati rice, a renowned and traditional packet rice brand in India, claims about 28 percent share in the total sales of branded, packaged rice in India. 

Lal Qilla Basmati rice is the flagship brand and is a pure, traditional Basmati retailed in 1 kg poly packs at Rs 130, 2 kg at Rs 255, 5 kg at Rs 640 and 20 kg poly 

packs at Rs 2,600. Other brands are Golden Qilla, a premium quality traditional Basmati, and Qilla Excel – a Pusa 1121 Basmati. This product is available in 1 kg 

poly pack at Rs 125 and 5 kg at Rs 650. Qilla and President are the Dehraduni Pusa Basmati rice variants. The products are sold at Rs 85, Rs 170, Rs 425 and Rs 

1,600 packed in 1 kg, 2 kg and 5 kg poly packs, and 20 kg jute bags, respectively. Shahjahan is a super quality Basmati available at Rs 95, Rs 190, Rs 465 and Rs 

1,800 in 1 kg, 2 kg and 5kg poly packs, and 20 kg fabric bags, respectively. Golden Chhap Aged Basamati is the second-range aged traditional Basmati retailed in 1 

kg and 5 kg poly packs at Rs 90 and Rs 470 respectively and in 20 kg jute bags for Rs 1,700, while Golden Chhap Daily Meal Basmati Rice is the thirdrange aged 

traditional Basmati rice. The products are available in 1 kg and 5 kg poly packs priced at Rs 80 and Rs 400 respectively, and in 20 kg jute bags at Rs 1,500. Lal Qilla 

also offers No 517 Long grain Rice, a long grain non-Basmati Parmal rice variant priced at Rs 700 for 25-kg in a jute bag, and 507 Biryani Rice – a rice variant also 

known as Sharbati. It is available in 1 kg poly packs and 25 kg jute bags priced at Rs 55 and Rs 1,150 respectively. Apart form these, the Lal Qilla portfolio also 

includes Dobar, Tibar and Mungra rice qualities under the brand ‘Golden’. 

8.1.4 Shri Lalmahal 

Shri Lalmahal provides a wide range of fine Basmati and non- Basmati rice. The main brands are Shri LalMahal (the flagship label), Pargol, Heena, Shanker Bhog 

and Mughlai. Shri LalMahal is premium quality Basmati rice sold in consumer packs of 1 kg, 2 kgs, 5 kgs, 10 kgs, 20 kgs and 30 kgs. 

8.1.5 Tilda Riceland 

Tilda Rice comes from the Tilda Riceland Limited. Tilda is currently retailed in all metros and major towns at chain stores including Big Bazaar, Spencer’s, 

HyperCity,  Reliance Fresh and More. The types are found in Basmati, Long Grain and Regional rice portfolio. There are eight sub-brands that Tilda currently 

offers, including Tilda Pure Basmati, a traditional Basmati priced at Rs 165 per kg; Tilda Resham, another pure variants of Basmati priced at Rs 150 per kg; Tilda 

Wandaful Pusa Basmati, whose rice grains are Pusa variety of the milled Basmati rice and are perfect for Biryanis and Pulaos, available at Rs 140 per kg; Tilda 

Chamak Chhota Basmati, a Basmati that lends an ideal texture to creamy milk puddings, desserts and sweet dishes and is sold at Rs 55 per kg; and Tilda Brown 

Basmati, the popular, brown Basmati priced at Rs 150 per kg. In the Long Grain category, the company offers Tilda Khush – long grain rice with very elongated 

and slender grains, an extremely pure non- Basmati variety and priced at Rs 90 per kg; and Tilda Parmal, also a long grain, flavoured non-Basmati milled Parimal 

variety available at Rs 55 per kg. Tilda also offers a unique, regional variant called Tilda Sona Masoori, which is a non-Basmati Sona Masoori Tilda offers 

‘everyday’ variants along with premium Basmati ranges. variety popular in South India and a staple diet for the region. This is the perfect rice for making 

tamarind & tomato rice for the south India pockets and is economically priced at Rs 32 per kg. 

8.1.6 Jagat Agro (Jagat) 

The ‘Jagat’ brand was launched in 1992 by Jagat Agro Commodities Pvt. Ltd. Besides being one of the major Basmati rice manufacturers in India, Jagat is now 

planning to enter the exports market. The manufacturer retails premium Basmati under the flagship brand ‘Jagat’ and offers a wide range of raw Basmati and 

parboiled rice. In non-Basmati, Jagat Pearl Rice is retailed in the packaged form. The Jagat brand can be found on the shelves at Reliance Fresh, Big Bazaar, More, 

Rice World, and Rice Haat (the exclusive company showrooms). 

8.1.7 REI Agro 

REI Agro, one of the leading players in the Basmati rice category, offers a wide range of brands such as Kasturi, Real Magic, Mr. Miller, Hungama, Hansraj and AI-

Tahaan in the segment. The brands are segregated into Premium, Midrange and Economy ranges. Premium range labels include Kasauti and Real Magic; 

Midrange brands are Mr. Miller and Ikon, while the Economy range includes Hansraj and RainDrop. 

8.1.8 Safal Rice 

The Safal brand from Mother Dairy offers a range of Basmati packaged rice that is milled, processed, sorted cleaned and packed. Safal Gold Basmati Rice is the 

finest traditional long grain Indian Basmati rice. Safal Silver Basmati Rice is Indian long grain Basmati Rice, while Safal Premium Parmal Rice is a long grain Indian 

Parimal rice. (Safal is regarded as one of the first retailers to sell parmal rice in packaged format.) 
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9. PROMOTION OF BASMATI BRANDS AT VARIOUS RETAIL OUTLETS 
The various brands of basmati rice being sold through the numerous retail formats are also aggressively promoting   several brands with various promotional 

offers like price discounts, quantity discounts, introductory offers , combo offers etc 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Compiled by Author’s 

 

10. BRAND PRESENCE-FAMILIAL MODERN RETAIL FORMATS 
BRANDS ON HAND AT DIFFERENT RETAIL OUTLETS 

 

 
  

Lal Qilla Lal Haveli Basmati Lal Qilla 

Double Diamond Brand Basmati Rice Adora Basmati Double Diamond Brand Basmati Rice 

Hanuman Brand Basmati Rice Dawat Basmati Hanuman Brand Basmati Rice 

RST Brand Basmati Rice Kohinoor Basmati Kohinoor Basmati 

Resham brand Pari Basmati Rice Pari Basmati Rice 

Kohinoor Basmati Doon Basmati Doon Basmati 

Tilda Basmati rice Blue Label Basmati Blue Label Basmati 

Dawat Basmati Hanuman Brand Basmati Rice Hanuman Brand Basmati Rice 

 

 

INDIA’S BASMATI RICE BRANDS 

Brand  Pack sizes MRP (in Rs) 

 Aeroplane Raw La-Taste 1 kg  5kg 117 585 

AeroplaneRaw Super Basmati  1 kg 5kg 111 555 

Bemisal Basmati 1 kg 5kg 99 495 

Charminar 1 kg 5 kg 93 455 

Daawat Brown Rice ½ kg 48   

Daawat Brown Rice 1 kg. 93   

Daawat Select Basmati 1kg 5kg 152 752 

Daawat Gold Biryani 1 kg 5kg 136 672 

Daawat Super Basmati ½kg 1kg 5kg 67 133 656 

DaawatRozana Basmati 1 kg 5kg  78 384 

DaawatRozana90Super Basmati 1 kg 5kg  62 304 

DaawatDevaaya Basmati  1kg 5kg  101 496 

Golden Chhap Aged Basmati 1 kg 5kg 105 520 

Heritage Basmati 1 kg 5kg 109 536 

India Gate Classic Basmati 1 kg 5kg 142 705 

India Gate Doon Premium 1 kg 5kg 139 690 

Iindia Gate Super Basmati 1 kg 5kg 124 615 

India Gate Basmati Tibar 1 kg 5kg 102 505 

India Gate Basmati Dubar 1 kg 5kg 81 400 

India Gate Mongra 10 kg 416   

Indian Star 1 kg 5kg 155 775 

Noorjahan Basmati 1 kg 5kg 94 465 

Neesa Regular 1 kg 5kg 99 495 

Palm Tree Raw Basmati 1 kg 5kg 90 450 

Qilla Excel 1 kg 5kg 125 620 

Super Kohinoor Organic rice 1kg box 145 

Super Kohinoor Brown Rice 1 kg jute bag 140 

Super Silky Kohinoor 1 kg pack 140 

Super Kohinoor 1 kg 5 kg 138 680 

Trophy Royale 1 kg 5 kg 111 545 

Trophy Gold 1 kg 5 kg 95 465 

Tilda Resham 1 kg 5kg 140 700 

Tilda Wandaful 1 kg 5kg 130 650 

Tilda Khush 1 kg 5kg 80 400 

World Cup Raw Basmati 1 kg 5kg 103 515 
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Lal Qilla Lal Haveli Basmati Lal Qilla 

Double Diamond Brand Basmati Rice Adora Basmati Double Diamond Brand Basmati Rice 

Hanuman Brand Basmati Rice Dawat Basmati Hanuman Brand Basmati Rice 

RST Brand Basmati Rice Kohinoor Basmati Kohinoor Basmati 

Resham brand Pari Basmati Rice Pari Basmati Rice 

Kohinoor Basmati Doon Basmati Doon Basmati 

Tilda Basmati rice Blue Label Basmati Blue Label Basmati 

Dawat Basmati Hanuman Brand Basmati Rice Hanuman Brand Basmati Rice 

 

CONCLUSION 
Branding has made   mark   in the commodity space were a commodity like long grain rice has been distinctly branded. Merchandising is any practice which 

contributes to the sale of products to a retail consumer. The first important step in retail merchandising is establishing working relationships with manufacturers 

who will provide the goods or services that are ultimately sold by the retailer. Basmati rice brands in India are growing by the day and there is intense 

competition among the domestic brands with the ongoing boom in organised retail formats making way for “Touch $ Feel” purchases there is an upsurge in 

various basmati rice brands being sold by the retailers. Each retailer has on an average five different brands of basmati rice in their outlets. Because of which 

access and sale of the same have increased leaps and bounds so also the promotional offers on the same. The Indian Food and retail story has lots of future and 

everything points in its favourable growth 
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