TORQUE COMMUNICATIONS PVT. LTD.

| ¢ Delhi

¢ Mumbai

+ Bangalore

¢ Ahmedabad |

Publication:

The Financial Express

Edition:

Mumbai

Date:

03.11.09

Page:

12

INTERVIEW AMIT JATIA, MANAGING DIRECTOR, WEST & SOUTH, MCDONALD'S INDIA

With increasing purchasing power, comes new lifestyle options

Amidst retail revival growth, McDon-
ald’s has outlined vision for

2009, how has McDonnld's Drive-

1710 20 Drive-Thru McDonald’s restau-
rantsin Westand South India and 40na-
tionallyinthenext threeyears. It is also
planning to promote the new breakfast
‘meal concept, which is being currently
tested at select McDonald's restaurants
intoapan-India’spresence. Amit Jatia,

managing director, West & South, Mc-
Donald’s India spoke to FE’s Mona
Mehtaon howthe companyis constant-
Iy working towards value offerings and
meeting the evolving demands of young
adults no kids (YANKS) group of audi-
ences, who have developed a taste for
global palate and contributed 75% of
MeDonalds footfalls in recent months.

Amidst retail revival growth, wﬁat
willbeyournewofferings?

‘The brealkfast menu in India is still
evolving and we see great potential in
leveraging it to expand our customer
‘base. Withthebreakfastmenuweaimto
reachouttoawholenew customer seg-
ment while also offering existing cus-
tomers a wider choice, We are testing
the menu at select McDonald's outlets
which includes new offerings such as
Hash Browns, Cuppa corn, Veggie Me-
Muffin, Egg & Cheese McMuffin,
Spinach & Corn McMuffin, Sausage
McMuffin, Egg McMuffin with Chick-
en Salami, Sausage McMuffin with
Egg, Hot cakes with Maple syrup and
butter, a vegetarian breakfast platter
andanon vegetarian breakfast platter.

'Will the above menu be part of the
Drive-Thru concept as well? Be-
tween September 2008 to March

l ar
Drive-Thru is deﬁnitely unique to
MeDonald'sasitistheonlybrandinthe
enhre quick service restaurant (QSR)
ytooffer i
ence to its consumers. The breakfast
menu will be available through this re-
tailformataswell. During the period of
slowdown the retail format has come
across as a boon as it acts as a conve-
nience factor for the customers. We
have added five new restaurants with
Drive-Thru formats from September
2008toMarch2009.

How different will the “Breakfast
Meal” concept be from the “Extra
ValueMeals"?

Breakfast is a huge success globally
and weintend to initiatea habit of con-
suming breakfast among our con-

umers inIndiaas well. Br

A

McDonald’s will introduce
close to about17-20 Drive-Thru
overnext threeyearsin West &
South Indiaand close to about
40nationally. The company
have observed double-digit
growthin the same store sales
thisyear and the overall footfall
hasincreased by 40-45% over
thelastyear

by the company (West & South) 14 of
themareDrive-Thru. The development
of the Drive-Thyu is a natural response
to the changing lifestyles of the city's
consumers. The purchasing power of
the consumers have been growing
rapidly in th try And with thisin-

will be an altogether new category of-
fered by McDonald’s during specific
timings in morning only. Whereas our
“extra value meal” is a meal combo of-
fered throughout the day to cater to
meal options and is aimed to position
McDonald’sasadiningoutoption.

TellusastohowhavetheDrive-Thru
restaurants taken off by McDon-
ald’sIndia?

Drive-Thruisan integral partof Mc-
Donald's business plan both in India
and internationally and McDonald's is
well positioned to expand on Drive-
Thrulocauansmmmorcmesacmssthe
country Drive-Thru, which

creased affluence also comes a faster
paceof life, wherepeoplearelookingfor
greater convenience and new lifestyle
options. Keeping this in mind McDon-
ald’s will introduce close to 17-20 (ap-
proximately) DriveThrut over next
three years in West & South India and
closetod0(approx)nationally.

faced

when the company decided to launch,
the biggest challenge was o be able to

naisefor thefirsttime in theworldwide
system, Additionally; tosuit the Indian
palette, the McAloo Tikki burger, Veg
Pizza McPuff and Chicken McGrill
burgerwereamongotherofferingsthat
were formulati introduced using
spicesfavored by Indians.

One of the key reasons McDonald's
hastasted success in the country isour
supply chain. It acts as a backbone of
our business, McDonald’s invested Rs
1,000 crore in its backend integration
and supply chain to offer its cusiomer
the best quality products at affordable
price.McDonald'sunique“coldchain”,
on which we have spent more than six

which allows you to choose the ingredi-
ents of your burger and the burger is
preparedonlyafterreceivingtheorder.

Theconstantinnovationatretailfor-
mat and menu level, dedicated supply
chain and marketing efforts have lead
McDonald’s achieving break even at
the store level for a few years now: The
company have observed double-digit
growth inthesamestoresalesthisyear
andtheoverallfootfallhasincreased by
40-45% overthelastyear.

Tell us whether McDonald’sis plan-
ning to enter into strategic market-
ing arrangement with any other

catertothelo
while maintaining its international
USP of Quality, Service, Cleanliness &
Valueandsustaintheimageof a“family
restaurant”. In addition, when McDon-
ald’sentered the country, the QSR mar-
ket was at a nascent stage. Customers
werenot certain of what to expectfrom
QSR playersin terms of priceand were
vary of consistent quality and service
standardsof theearlyplayers. Further-
more, therewaslack of efficientsupply
chain in India at that point in time and
therewerenoproduceof essential com-

Wi

by McDonald’s in achieving profits
and break even in the country in
terms of retail, supply chain, raw
material sourcing, pricing strate-
giesand above all back-end integra-
tion? How is the company planning
totacklett

McDonald’s only contributes 18 to 20%
of the total sales, Out of 82 restaurants

While McDonald’s, g]oba].ly was
renownedfor its Hamburgers, in India,

aMcBurgerlikelettuce.
McDoux.ld's 1dent1ﬁed these chal-

years setting up in india, has brought  food/beverage retailing company?

aboutaveri ion, i Is the to phase

ly benefitingthefar dand outany products from the

enabling customers at retail counters  market? Pleaseexplainin detail.

get the highest quality food products, AtMcDonald’s, it hasalways beena
b hand value: to work towards in-

What are your customer-focused
strategies?

MecDonald's as a partof its business
strategy focuses on providing conve-
nience to consumers. Hence it con-
stantly works on formats that act as a
meanstoreachouttothe consumer. To-
day, from just attracting customers to
the restaurant McDonald's has made
every possible attempt to reach out to
them and make their favourite meal

dthebrandasafa-
miliar, comfortable place which
provides convenienee, quality and val-
ue, With respect to the cultural and tra-
ditional sentiments, McDonald's does
not serve its most popular product the
BIGMAC (a beef burger) in India. We
havealso developed an egg-less mayon-

ilable to them when and where they
need it. From kiosks to petrol pump al-
liances, Drive-Thru to home dehvery

novatingand upgradingproductoffer-
ings to appeal to the local appetite; In
2008 the company introduced whole-
some multi-cereal bread and a salad
mix to make the new wraps lighter
choices for MeDonald's customers.
Early 2009 we introduced the New
Chatpata McAloo Tikki Burger and
Shake Shake Fries that offered a new
experience and a more localised
flavour to customers. Recently, Mc-
Donald’s introduced the globally
renowned and appreciated Chicken
MeNuggets. Product innovation is an
ongoingprocessat McDonald'sand we
will S 7

the retail formats have been desi

for Also, atthe
restaurant level, McDonald's provides
formats like Made for You, which is a
customised form of the restaurant

ing on that front regularly, Currently,
there are no plans to enter into any
strategicarrangement with any other
food company



