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T
ea chains around the
country are looking to
break free of the legacy

of the product and that of
their older and more estab-
lished counterparts: coffee
retail chains such as Café
Coffee Day and Starbucks. By
focusing on the tea drinking
experience, labelling tea as a
wellness brew and creating
novelty around a familiar
product, Chaayos, Chai Point
and local shops supported by
the Tea Board are wooing stu-
dents and young office goers.  

Founding partner of
Chaayos, a start-up brand that
was set up in 2012 and is pres-
ent in Delhi, Mumbai, Noida
and Gurgaon, Nitin Saluja says
that tea has huge potential
because consumption of tea
to coffee is 30:1. Unlike a cof-
fee shop, customers are likely
to walk into a tea shop more
than once a day and several
times a week. But that is not
the only reason for the enor-
mous potential this space
presents; desire for conven-
ient and comfortable hangout
places and tea being a health-
ier drink are opening the mar-
ket wider.

Romancing the familiar

The tea drinkers’ market is esti-
mated at around ~33,000 crore,
according to Chaayos and Chai
Point. However, it is largely
unorganised and fragmented;
small roadside stalls account
for 85 per cent of the tea con-
sumption today. On the bright
side, although these stores are
not always the cleanest, the
market has grown at around 15
per cent year-on-year for the
past several years. 

The tea retailers say that tea
is a familiar product and in that
sense, there is little to do to
increase awareness about its
use and benefits. However
enhancing the tea drinking
experience can reap big
rewards. Backing their expec-
tations is a Nielsen study on
consumer behaviour (Moving
on up, December 2016). It 
says: “The most successful 
premium products are those
that perform an important job 

for which previously
available solutions were unsat-
isfactory or nonexistent.” 

The price of a cup of tea at
many of the newly opened
retail chains is double that on
offer at the roadside tea stalls,
but that is no barrier if the cus-
tomer can be given a brew and
a space that she wants to come
back to, say the store owners.
Tea chains, however, are quick
to say that they do not com-
pete with roadside stalls, but
are merely meeting a need
that was hitherto unmet. 

“We did not enter into this
space for creating a luxury or
an indulgence brand. One of
the strongest and daily rituals
here is consuming tea and sev-
eral times a day,” says Amuleek
Singh, founder of Chai Point
explaining his brand’s ration-
ale. “Today customers are not
looking at spending only on a
product. They are looking at
the cost of ownership of prod-
uct and experience. That does-
n’t mean we are a super pre-
mium brand, we are priced as
a mass luxury brand,” Saluja
says. He believes that pricing is
no deterrent to the tea drinker.

Not the coffee
way

Tea chains in India were
expected to follow in the foot-
steps of coffee chains when it
came to branding their retail
experience. But that did not
turn out to be the best way to
grow, says Saluja. He believes
that coffee drinking was pro-
moted as a sophisticated social
ritual. But tea drinking is more
casual and hence the experi-
ence has to be packaged dif-
ferently. While some tea stores
started out by trying to recre-
ate the look and feel of a
Starbucks, they soon aban-
doned the me-too approach
and opted for a distinct look,
say industry experts.

Saluja believes that the fun-
damental difference between
coffee and tea is that coffee is
all about indulgence and expe-
rience. Customers look to visit a
coffee shop once a week or
month. Tea, on the other hand,
draws customers in three to four
times a day. But that also means
that the chain has to be cautious
about its price-value offering. 

Chaayos says it has a repeat

customer rate of around 42
per cent, month on month.
Internationally coffee is con-
sumed more often and by
more people, but not in India.
Also the cheapest cup of cof-
fee at any of the retail stores
costs around ~180-200, which
limits consumption. The oth-
er thing that tea chains believe
turn the tide in their favour is
that the drink is easily accept-
ed as a healthier option, espe-
cially green tea varieties and
the new infusions that new
stores offer. 

Personal and convenient

Tea shops want to appeal to
millennial customers, in the
23-35 years age group who,
according to the Nielsen sur-
vey, say that emotional rea-
sons (status, feel-good) res-
onate more sharply with them
(especially in emerging mar-
kets). They constitute nearly
58 per cent of Chaayos’ cus-
tomer base and “Affordablity is
not a challenge, meeting their
demand and being relevant is
the challenge and big oppor-
tunity also,” says Saluja. 

Relevance calls for con-
venience. Chai Point says that
around 20-30 per cent of its

revenues come from
door deliveries. It
supplies to a large
number of offices
and has customers
in their early 20s 
to mid-30s. Chaayos
has 37 cafes and 
by the end of this 
fiscal, it says it will 
be in 70 stores. It 
sells close to 500,000
cups a month it says
and wants to go 
wider and deeper into
Indian cities.

Relevance also breeds loy-
alty. Many customers come to
a tea café at least twice a day,
offering the brand several
points of engagement with the
target group and this is some-
thing the tea chains can use to
build loyalty according to
industry analysts. 

Loyalty hinges, to a large
extent, on personalisation 
and choice. Chaayos offers 
a plethora of personalised
options, says Saluja. Plus, he
adds, in the past, tea chains
got it wrong by focusing on
dip tea, which is not the
Indian way at all. Tea chain
owners say that the young
who flock their spaces 
today are all ‘modern desis’,
extremely traditional in their
habits, way more patriotic and
at the same time agents of
globalisation. Thus, a tea store
is pitched as an Indian way of
doing things instead of bring-
ing a global practice home (as
many coffee chains did when
they first set up shop). That
should keep them coming for
more, the stores hope.

Chaayos, Chai Point and a host of tea retail brands are
personalising the brew and the experience; hoping to
carve a distinct identity for their labels

Branding tea for
the millennial

(Top) At Chaayos,

millennials constitute

over half the customer

base; (Bottom) Chai

Point has a special

product for office

goers, among its

biggest consumers  

ACROSS

8 Only a churl would express
contempt for HM (4)

9 Conceivable I'm able to hold
a gin! (10)

10 Slips into a slight indiscretion (6)

11 Calm sentry that is agitated
(8)

12 Broken oval jugs of foreign
derivation (8)

14 Sign of status ? (6)
16 Not this much, certainly ! (4)
17 They appeal to lively children

or rising politicians (5)
18 Pet in “Breakfast at Tiffany's”

(4)
19 They love an intricate

symphony without you,
without love (6)

21 Out of town - and out of the
country (8)

23 Keep striking about a
container held up by floods
maybe (8)

26 Indent, perhaps  - but
canned surely (6)

27 Do the twist together (10)
28 None could make this

matchless (4)

DOWN

1 Dictionary with which we
could offer Lucy a bravo (10)

2 Rebuff the suggestion,of
cutting the fox's tail (5,3)

3 Married one girl, rejecting
church book (6)

4 Intervals quietly employed in
empty talk (4)

5 Notes the date is raised
surprisingly (8)

6 Two-quart bottle
accommodating one sort of

antelope during 2,000 (6)

7 A story and bed (4)

13 Plays hard doesn't bother
about the score (5)

15 Not caring for debauchery in
wine-merchant's (3-7)

17 Blindly enter football religion
(4,4)

18 Sailors, outside, sent up for
sharp characteristics (8)

20 Depart in confusion, having
talked feverishly (6)

22 Once this shy and shy,
perhaps (6)

24 Light connection (4)

25 Enter with love and spirit ? (2,2)
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NATIONAL

Ahmedabad  . . . . . . . . .Partly cloudy 34/27

Aizawl  . . . . . . . . . . . . . . . . . . . .Thundery 23/19

Bengaluru  . . . . . . . . . . . . . . .Thundery 28/20

Bhopal  . . . . . . . . . . . . . . .Partly cloudy 31/23

Bhubaneswar . . . . . . . . Thundery 33/27

Chandigarh  . . . . . . . . . . . . . .Thundery 33/25

Chennai  . . . . . . . . . . . . . . . . . .Thundery 35/27

Delhi . . . . . . . . . . . . . . . . . .Partly cloudy 35/27

Guwahati  . . . . . . . . . . . . . . . .Thundery 27/24

Hyderabad  . . . . . . . . . . .Partly cloudy 32/24

Imphal  . . . . . . . . . . . . . . . . . . . . . . . . .Rain 24/21

Indore  . . . . . . . . . . . . . . . .Partly cloudy 31/23

Kochi  . . . . . . . . . . . . . . . . . . . . .Thundery 28/24

Kolkata  . . . . . . . . . . . . . . . . . . .Thundery 32/27

Lucknow  . . . . . . . . . . . . . . . . .Thundery 29/25

Mangalore  . . . . . . . . . . . . . . .Thundery 28/23

Mumbai  . . . . . . . . . . . . . . . . . . . . . . . .Rain 30/27

Pune  . . . . . . . . . . . . . . . . . .Partly cloudy 29/23

Srinagar  . . . . . . . . . . . . . . . . . .Thundery 28/18

Surat . . . . . . . . . . . . . . . . . . . . . .Thundery 31/27

Thiru’puram  . . . . . . . . . . . . . . . .Thundery 29/25
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Place: Bengaluru
Date : 11.07.2017

NOTICE is hereby given that the 69th Annual General Meeting of the 
Members of the Company will be held at 9.00 am on Wednesday, 
2nd August 2017, at “Swathi Hall” Hotel Ajantha, 22-A, M.G Road, 
Bengaluru - 560 001 to transact the business as set forth in the Notice dated 
1st July, 2017 convening AGM.

The physical copy of the Annual Report including notice convening the 
AGM has been posted to all the shareholders whose e-mail address are not 
registered with company / Depository Participant (s). The same have been 
sent by electronic mode to all the Members whose e-mail addresses are 
registered with the Company / Depository Participant (s) for communication 
purpose.

Pursuant to section 91 of the Companies Act, 2013 and Reg. 42 of SEBI 
(Listing Obligations and Disclosure Requirements) Regulations, 2015, the 
Register of Members and Share Transfer Books of the Company shall remain 
closed from 27th July, 2017 to 2nd August 2017 [both days inclusive] for the 
purpose of AGM. 

The members are hereby informed that pursuant to Reg. 44 of SEBI 
(Listing Obligations and Disclosure Requirements) Regulations, 2015 and 
Section 108 of the Companies Act, 2013, read with Rule 20 of the Companies 
(Management and Administration) Rules, 2014, the Company is pleased to 
provide its Members, the facility to cast their vote by electronic means 
(“remote e-voting”) on all the Resolutions set forth in the said Notice. 
The details pursuant to the provisions of the Companies Act, 2013 and the 
Rules are given hereunder:

1. The business may be transacted through voting by electronic means.

2. Date and time of commencement of remote e-voting: 30thJuly, 2017
at 9.00 a.m.

3. Date and time of end of remote e-voting: 1st August, 2017 at 5.00 p.m.

4. Cut Off Date: 26th July, 2017.

5. Any person, who acquires shares of the Company and becomes member 
of the Company after dispatch of the Notice of AGM and holding shares as of 
the cut-off date i.e. 26th July, 2017may obtain the login ID and password by 
sending a request at evoting@nsdl.co.in or ravi@ccsl.co.in. The detailed
procedure of generating the Login ID and Password is provided in 
the Notice of AGM which is available on Company's website
h t t p : / / a d o r m u l t i p r o d u c t s . c o m a n d o n N S D L w e b s i t e
www.evoting.nsdl.com, if the member is already registered with NSDL for 
e-voting, existing User ID and Password can be used for casting vote.

6. The members may note –

a) Remote e-voting shall not be allowed beyond 1st August, 2017 at 
5.00 P.M.

b) The facility for voting through Polling Paper shall be made available at the 
AGM and the members attending the meeting who have not cast their 
vote by remote e-voting shall be able to exercise their right at the meeting 
through polling paper;

c) A member may participate in the general meeting even after exercising 
his right to vote through remote e-voting but shall not be allowed to vote again 
in the meeting; and

d) A person whose name is recorded in the Register of Members or in the 
Register of Beneficial Owners maintained by the Depositories as on the 
cut-off date only shall be entitled to avail the facility of remote e-voting 
as well as voting in the Annual General Meeting;

7. T h e n o t i c e o f A G M i s a v a i l a b l e o n t h e C o m p a n y ' s
website http://adormultiproducts.com and also on NSDL website
www.evoting.nsdl.com

8. In case of any queries or issue regarding e-voting please contact NSDL
at the following toll freeno.:1800-222-990 or email to evoting@nsdl.co.in

ADOR MULTIPRODUCTS LIMITED
Regd. Off. & Plant: A 13 & 14, III Stage,  Peenya Industrial 
Estate, Bengaluru - 58    CIN L85110KA1948PLC000545

Tel. No. (91) 080-2836 0271, Fax No. (91) 080-2836 1631,
E-mail: cs.adormultiproducts@gmail.com

Website:www.adormultiproducts.com

By order of the board
Namrata Jain

Company Secretary
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