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Introduction

MDH Ltd. The Company is an Indian leading spice manufacturer widely known for
offering large varieties of quality spices. It was founded in the year 1919 by
Mahashay Chunni Lal in Sialkot, British India and later shifted to Delhi after Partition
in 1947. Since then, it has vastly diversified operations under the leadership of its
founder Mahashay Dharampal Gulati’s son. By 1959, Gulati started manufacturing at
an office in Kirti Nagar, Delhi which became a plant of large-scale production. MDH
manufactures over 60 varieties of ground and blended spices catering to a wide
variety of cuisines. The company has a wide distribution channel with more than 1,000
stockists and over 400,000 retail dealers across India. Internationally, MDH has
offices in London and Dubai and exports to nearly 100 countries globally. This focus
on quality and authenticity has made the brand, in its turn, synonymous with the spice
industry, trusted and defined as representing excellence.

Company mission and vision statement

Mission: To take authentic Indian flavors to homes around the world with respect for
quality, purity, and traditional values.

Vision: Be regarded by all as a brand synonymous with Indian spices, thereby
popularizing Indian cuisine all over the globe.

Target of the Company

MDH looks at enhancing its penetration level within the domestic market. The
company wants to make its products available in every nook and corner of both urban
and rural



176 Strategic Insights from Indian Corporates — Management Real-Life Case Studies

India so that the brand gets high visibility with a corresponding availability. With
local distributors and retailers on board, MDH’s products reach out to the more
diffused section of the customer base across the nation.

As such, authentic Indian spices are in high demand internationally, particularly in the
United States, Canada, the Middle East, and the UK, where vast communities of
South Asians reside. The company aims to export a higher volume that reaches more
corners of this global marketplace through its relationship with overseas distributors
and retailers. As a result, MDH considers compliance with local regulations and
standards important in every market in which to win consumer trust with its
international offerings and therefore long-term growth across these regions.

There is an essential diversification of MDH’s range of products to the ever-changing
preferences of the modern consumer. New spice blends and ready-to-use mixes that
can make cooking easy without the loss of flavor are part of this list. Research and
development are significant sources of investments from the company to create
products that would be in concert with contemporary trends in kitchen preparation and
becoming healthier in preference, hence able to resonate with today’s changing
landscape in culinary preferences.

The company sources sustainably in response to the growing environmental
awareness by consumers. MDH sources ethically through fair trade ensuring minimal
negative environmental impact. This implies working together with the farmers
towards sustainable agriculture and investment in a transparent supply chain that
would enable it trace where its customers’ products come from, therefore epitomizing
commitment towards environmental and social responsibility.

Thence MDH recognizes and focuses on these strategic areas of penetration of
domestic markets, global expansion, product innovation, and sustainable sourcing of
the business.

MDH thus maintains its lead in the spice industry by adapting itself to changes

in the market dynamics and living up to the expectations of conscious consumers as
of the present day.

Problems F nd Th lution

MDH has stiff competition from national and international spice brands. Some of the
major competitors are:
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Everest: The largest competing brand in Indian market, with wide range varieties and
consistency in quality.

Catch: Leading Indian brand whose focus is on new packaging idea and high-quality
quotient.

Patanjali: With its health and wellness image, Patanjali has grabbed the spice
segment with a bang through the “natural” product line.

Eastern Spices: A homegrown competitor of South India that specializes in
indigenous flavor and market-related cuisine.

McCormick & Kohinoor: International competition that targets entry into the Indian
market to provide both quality and convenience to the emerging Indian middle class.

With a strong brand identity based on heritage, quality, and authenticity, MDH has
been able to leave a striking mark on the mind of the consumer with late Mahashay
Dharampal Gulati’s presence in advertisements. It has brought to the company an
aura of trust that customers are seeking genuine products, hence it is positioning itself
at undisputed leadership among such competitors. The company has been
differentiating itself since others in the same category have either been selling low-
quality or low-value items or not maintaining a high standard in their products. Such
diversification of the product portfolio and investment in high-end processing units
and quality measures help MDH achieve uniformity, thus competing with high-end
brands like Everest and Catch.

Changes in consumer preferences compel MDH to diversify its product portfolio. The
company presently offers a variety of spice blends region-specific mixes, and ready-
to- use spices for convenience-driven usage by urban consumers. This focus on
innovation has seen MDH remain competitive with Catch, a well-known brand and
market leader in innovative packaging designs, as well as Patanjali, an umbrella
product that appeals to the healthy consumer. MDH has built a fantastic distribution
network catering to both the urban and rural sectors of India. Maintaining fine
relationships with local distributors and retailers, MDH has secured vast coverage and
reached the places thatare not covered by their product lines previously, thus creating
a sound market share against Aggessively growing brands like Patanjali.

On the international scale, MDH has successfully exported its products to
international markets of high prominence in South Asian culture, such as the United
States, Canada,
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Middle East, and the UK. Quality compliance with local standards also allows the
firm to gain the trust of its consumers and compete with such international brands as
McCormick. Apart from global expansion, MDH has also embraced responsible
sourcing and social responsibility through direct sources from farmers to boost
sustainable agriculture and introduce transparency into its supply chain. This
commitment towards sustainability attracts environment-conscious consumers,
making MDH clearly apart from its competition, which perhaps does not focus as
much on such importance.

MDH has also been able to adapt its marketing according to various regional tastes
and preferences, especially within India, with the many local cuisines that exist. The
company creates regional spice blends according to local tastes but brands such as
Eastern Spices primarily stick to South Indian flavors. Indeed, where MDH’s most
prominent presence has been on mainstream advertising sectors, such as memorable
TV commercials with Mahashay Dharampal Gulati, similar to previous years, this has
made for brand loyalty. The company recently adds digital marketing to connect with
more youthful, vibrant, and modern avenues, given the fact that modern brands like
Catch and Patanjali dominate advertising sectors by using smart marketing, so MDH
has to be at par. With the balanced approach of all these strategies, MDH was able to
grow well in a very competitive market.

Competitors of the Company

It operates in a very competitive market for spices, competing with both strong
national and international brands. Its key competitors include Everest Spices,
established in 1967, that has become a leading brand name in the Indian market.
Everest is known for offering more than 50 spice blends and pure spices, besides
having well-established retail networks in both domestic and international markets,
exporting to over 80 countries. Its emphasis on quality and variety has made it
popular among a vast customer base seeking authentic Indian flavors. Another big
player, Catch Spices, which arrived in 1987, is impressive with its innovative
packaging and quality assurance. Catch introduced the shakers for salt and pepper and
enjoyed a great success in India; since then, it has expanded to catering to the needs of
customers with an array of spices and seasonings, just keeping in mind the health-
conscious customer, with freshness and purity, by modern-day packaging.

Patanjali started in the year 2006 and has grown rapidly in various FMCG markets,
including spices. The brand is making use of its image related to health and wellness,
the company manufactures natural as well as organic spicy products, where it reaches
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consumers who have a special interest in Ayurvedic and natural products. The huge
distribution network of the company along with its low price has helped them gain a
significant market share. Another important regional player, Eastern Condiments, is
headquartered in Kerala and specializes purely on the spice blends of South India.
Masalas, pickles, and ready-to-eat foods are part of the vast range of products offered
by Eastern. In fact, its drive for local flavors made it a darling to the local consumers,
making it even stronger in its base southern market. Through its joint venture with
Kohinoor Foods, an international player from America, McCormick & Company gets
a grip of the Indian market.

As an international brand, McCormick enters the Indian market with standards of
international markets and offers local flavors to entrust the idea that it’s at par with
the competition in terms of international standard and quality. Every competitor will
pose a challenge to MDH through offering diversified product lines, innovations in
packaging, competitive pricing, and powerful brand positioning. In order to maintain
its position, it adheres to product quality, brand loyalty, and further distribution of its
products throughout the country and abroad.

Market Strategy of The Company

MDH Ltd. has developed a highly appropriate marketing strategy that integrates
authenticity with modern appeal. The brand image of MDH is heavily grounded in the
heritage of Mahashay Dharampal Gulati, the late owner who became an iconic figure
through his advertisements of MDH. He was often depicted wearing traditional attire
that evoked trust, heritage, and thus created a powerful, authentic brand connection
with consumers. In such a manner, the personal touch promoted loyalty and
familiarity towards MDH in every house. Its slogan, “MDH Masale Sach Sach,” or
“MDH Spices are Truly Genuine,” summarizes its commitment to quality. MDH has
taken great care that the spices it produces do not have artificial colours and
preservatives; thus, it has set rather high standards for purity and authenticity,
winning the customer’s heart and seal of approval based on his sense of caring for
quality and freshness.

While its core values are very traditional, MDH has well incorporated modern
marketing into its sphere of activity. They carry their ads on television, print, and
digital media to a broad spectrum of potential target audience across generations. The
brand heritage appeals to older consumers, and the reliability attached with
authenticity appeals to the younger audience. Next comes the distribution network,
which MDH boasts as very vast with more than 1,000 stockists and 400,000 retail
dealers in India covering spices
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from metro cities to small regions. In fact, the company has strength in Indian
diaspora population bases such as the United States, Canada, the Middle East, and the
UK, reaching nearly 100 countries. Such strategic elements contribute to MDH being
a leading spice brand, hence surviving as a trusted and accessible brand in the
competitive spice industry.

BCG MATRIX
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This modified BCG matrix for MDH Ltd. uses positive and negative values both for
market growth and market share to arrive at a better interpretation of each product
category. At the same time, the fact that the matrix is centered at (0,0) would also
allow highlighting the product lines that encounter a form of market setback, such as
either declining growth or a decline in the market share. This analysis generates
strategic sense-making, which is the knowledge of the management of resources by
MDH in different categories and where growth opportunities and challenges lie.

Stars

In the top-left quadrant of the above graph, MDH’s Blended Spices are categorized as
Stars because they have a high market share coupled with high growth rates. Some of
the popular blends include Garam Masala and Kitchen King that are used widely and
have, therefore, created a broad market position. A high growth rate is saying that
there is a favorable market environment and MDH can continue to enjoy the benefits
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from investing in innovation and marketing for blended spices. In addition,
maintaining these items as Stars ensures stable revenue, giving MDH an excellent
platform for further growth due to increased demand for spices globally.

Cash Cows

Pure Spices by MDH falls in the bottom-left quadrant, characterized by high market
share but low or even negative growth. The reason is that these are those spices, such
as turmeric, chili powder, coriander powder, which are still very much a staple in
kitchens in India, thus generating consistent cash flow. Growth for this category will
be flat or even slightly decline as customers are looking increasingly for convenient
products such as blends or ready-to-use mixes. These are Cash Cows, as they have
low investment requirements to attain profitability goals. MDH can consider areas of
operational efficiencies in cost control and supply chain improvement for maximum
revenue without associated marketing expenses. This category provides money to
other growth markets and is a backbone in MDH’s market provision.

Question Marks

Right side: Ready-to-Use Spice Mixes fall in the Question Marks area, depicting high
growth in the category but currently at a lower MDH market share. This is an area
growing from consumers in the urban spaces who are looking at convenience in
cooking. MDH faces competition from Catch brands with innovative packaging and
Patanjali with its marketing of natural products for health-conscious customers. At
high growth rates, this is an opportunity for MDH, but higher investments in
marketing, product innovation, and distribution may be required to convert Question
Marks into Stars. It will hopefully build a stronger position in space with strategic
focus on consumer research and product development in conjunction with
convenience and health trends.

Dogs

In the lower right quadrant, both low market share and low or negative growth are
MDH’s Specialty and Regional Spice Blends. These products are region-specific and
have some localized value but do not have broader market demand, so their growth
outside the specific region will be limited. Though these products yield some revenue
in their specific region, they are not significant contributors to MDH’s entire revenue
or size of the market. These products, as per the Dogs quadrant, MDH should hold
onto it for niche markets and not invest much. Alternatively, MDH can reposition or
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promote these as being special or exotic to market niches in other regions, although
it is still wise to cap sizeable investments in these products.

Strategic Implications

This modified version of the BCG matrix helps MDH to identify strategic focus areas
within its portfolio:

Invest in Stars: This will enable MDH to continue leading the game in high growth,
high market share category in blended spices. Continued innovation and investment
in marketing will further reinforce MDH’s leadership and expand its domestic and
international market presence.

Cash Cows Pure spices will be cash cows for MDH. Despite slower growth, pure
spices remain a safe source of revenue. Even in this category, through cost
optimisation and operational efficiency, MDH can free resources to high-growth areas
without compromising on quality.

Product Sectors that Have Growth Potential: The ready-to-use mixes category will
be relatively high with MDH’s scope of improving product attractiveness and market
the potential to concentrate here. It could invest in new innovative packaging, new
flavors with targeted advertising to fight against the established brands in the
category.

Manage Dogs: MDH should think carefully before taking a call on the continued
need for regional blends in foreign markets outside its core geographies. Though
these satisfy specific regional demand, very few investments would be warranted
unless they could be sold successfully as speciality items in niche markets.

Conclusion

From a commitment standpoint to quality, authenticity, and strategic market
penetration, MDH Ltd. has carved its niche as a massive player in the Indian spice
market. With having been founded way back in 1919, MDH has preserved a tradition
of trust and heritage and has helped popularize Indian flavors both in India and across
the world. It is very important that the company adapts to changing market dynamics
yet stands firm in its core values. In this regard, MDH has been able to create a loyal
customer base over generations through a well-rounded marketing strategy, including the
impactful presence of its late leader Mahashay Dharampal Gulati in advertising.
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Through the expansion of its domestic and international markets, diversification of
the product line to add ready-to-use spices such as Everest, the company follows the
implementation of source-sustainable sourcing and responsible and consumer-centric
strategies. Such a strategy has made MDH the responsible brand in the market.
Quality, extensive distribution, and brand loyalty have made MDH different from big
brands like Everest, Catch, and Patanjali. This innovation and adaptability keep MDH
relevant in a very competitive environment.

Overall, strategic initiatives of MDH coupled with its strong brand equity have well-
positioned the company as a market leader. Continued focus on consumer demands
and environmental concerns will enable MDH to sustain growth and carry on its
legacy in the global spice market.

References

https://thestorywatch.com/master-of- spices-and-hearts-the-inspiring-story- of-mdh/ -
:~:text=They are driven by greed,beat CEOs with foreign degrees. https://
www.mdhinternationalschool. co.in/

https://mdhspices.com/awards/

https://economictimes.indiatimes.co m/industry/cons-products/food/before- global-
scrutiny-indian-spice-maker- ~ mdh-faced-many-us-  rejections/articleshow/
110067273.cms? from=mdr

https://economictimes.indiatimes.co m/industry/cons-products/food/us- food-regulator-
gathering-information- on-indian-spices-after-alleged- contamination-in-mdh-
and-everest/articleshow/109641753.cms?fro m=mdr

https://www.hl.co.uk/shares/shares- search-results/m/mendell-helium-plc- ord-gbp0.01/
company-information

https://www.mbaskool.com/marketin g-mix/products/17676-mdh.html https://
digitofy.com/blog/mdh- marketing-strategy/

https://www.marketing91.com/marke ting-mix-of-mdh-masala/ https://www.
themarcomavenue.com/blog/mdh-the-king-of-masalas-every- indias-heart-a-
marketing-case-study

https://www.marketingmonk.so/p/m arketing-that-made-mdh-spices-rs-924- crores



184 Strategic Insights from Indian Corporates — Management Real-Life Case Studies

https://www.businessoutreach.in/md h-from-having-a-modest-spice- business-to-
being-the-indian-markets- 2nd-largest-leader-with-12-market- share/ https://
thebrandhopper.com/2021/03/14/mdh-spices-brand-strategies-  classic-rags-to-
riches-tale/



