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Makati (Ayala Avenue)
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l. INTROUDCTION
Prince of Jaipur (POJ)

Indian Food has to be one of the fastest
growing cuisines possible. India as a country is in
the news everywhere; Indians are reaching in every
corner of the world thanks to its fast growth rate.
Hence the Indian culture is spreading everywhere
and there is increased acceptance of the Indian food
worldwide. In the United Kingdom alone the Indian
food is perceived to be of high quality in terms of
taste and is considered high end eating. The Indian
growth story is epic and there are many countries
especially in this region trying to copy the same
model, and hence the culture of India flows in these
countries and the increased liking for the Indian
Food.

Prince of Jaipur is the perfect place to
experience the culture of India. Bright colors,
treated with royalty, red carpets, Indian Décor hung
on the walls attract the who’s who of the Philippines
society. Prince of Jaipur is perceived as absolutely
fine dining Indian restaurant in the Philippines.
Hence all Expats, Foreign investors, events and
other visitors coming to manila find it hard to avoid
visiting Prince of Jaipur. The restaurant is so heavily
recommended that the Indian embassy also
recommends a visit to the restaurant. Contacts of the
Owner — My proponent Mr. Max Talreja and his
relations with the Indian Expat workers just helps
bringing in additional business. Most of the
company entertainment, wherever an Indian is at the

helm happens at Prince of Jaipur. This in fact brings
the Filipinos to the restaurant making them used to
the taste of the Indian Food, hence an overall
increase in the market potential of Indian food in
Philippines.

BACKGROUND

Food and non-alcoholic beverages for
consumption in Philippine are still the major
purchases of consumers. These items comprised the
largest bulk of consumer expenditure, at almost 40%
during the first half of the review period, and are
expected to remain so until 2015. Spending for food
and non-alcoholic beverages will reach almost Ps1.6
trillion by 2015 from less than Ps1 trillion in 2000.

KEY FINDINGS:

Growth in spending for hotels and catering
will nearly double during the same period. As the
population gets busier with work, they will have less
time to prepare food inside the home. Filipinos in
general like to celebrate special occasions with food.
Catering services will allow them to hold a feast but
without the hassles of preparing, will be patronized.
— Source Euromonitor 2005. (Hotels in this research
was only considered for money spent on food at the
restaurants and the outside restaurants) From the
year 1900-2015 the % of expenditure increases from
4% to 5.5%. In absolute terms it will touch 231 M
Pesos.
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Eating out growth rates in % (1999-2005)

Growth

63.07

75,78

Category
Café Bars
Full serving restaurant
Fast Food

106.7

100% home delivery

97.93

Street Stalls

110.59

* Source: Euromonitor International from trade sources

With fast paced lives and dual income
household, people usually prefer for fast food, take
outs or home delivery in order to save time and
because of convenience. Hence the growth of such
restaurants is faster than the usual high end full
serving restaurant. But in absolute numbers due to
an increase of 8% (CAGR) disposable income year
after year and people becoming socially conscious
the industry has huge potential. The proponent
focuses in on the full serving restaurant despite

lesser growth rate as compared to the other
categories due to higher margin, less volume. Prince
of Jaipur major competencies lie in service expertise
in a full serving restaurant and brand name of Prince
of Jaipur. The embassy and tourism department of
Philippines have both rated Prince of Jaipur as the
best Indian cuisine restaurant in the Philippines.
These organizations also go to the extent of
suggesting tourists to visit this particular restaurant.

Economic Growth - Investment, Not Trade

Real GDP Growth Contributions*
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This graph shows that the economic growth
has been very positive and along with the same
consumption for residents has been increasing. With
globalization and the importance received by the
service sector off late, Philippines is perfectly
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positioned for exporting service needs and hence at
a faster rate than before. This will in turn increase
the disposable income hence the final spent on
consumption.
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From the above model when we see if the
economy grows, the income increases, expenditure
on goods and services increase, businesses make
more money, to retain employees compensation is
increased, leading to higher disposable income,
thereby the cycle starts all over again. Therefore if
the Philippines economy grows with increase in
expenditure, the full serving restaurants industry has
greater potential.

Also with increase in trade expats from
other countries will also be visiting Philippines more
often, hence due to the above mentioned factors
there seems to be a huge potential for a fine dining
restaurant; especially in the main business district of
Philippines.

Full serving restaurants are considered as a
luxury segment of the eating out market. In contrast,
eating out at fast food is adjunct either to shopping
or employment and not really recreational.

Weekly Seasonality

DAY Percent share
Sunday 35%
Monday 11%
Tuesday 8%

Wednesday 8%
Thursday 8%
Friday 11%
Saturday 19%

Source: Synfast, 1996

The on-premise food and beverage industry
in Asian countries has been on the rise and growth
of the same is much higher in these countries as
compared to Europe and America. The primary
reason for the same is increase in tourism and high
growth rates leading to increased disposable income.
The information for the relative pricing for different
modes of eating are provided both by the
management of POJ and through personal
interviews of the restaurant managers.

Relative pricing

Options Cost to Consumer | Relative prices (Kebab King
prices/ Alternatives)
Home 40-60 6.67 — 8.5
Fast Food 80-120 3.33-3.75
Full serving restaurants 200 and above 1.5
Street kiosks 20-60 6.67 - 15
Employee canteens 40-80 5-75

The relative prices tend to move together as the
costs for both the inputs will increase with inflation
only, hence at the respective price points the
proponent does not need to change much.

Il. RESULT:

The proponent, Mr. Max Talreja, the
General Manager of Istana Philippines, is looking to
maximize the market share in Manila. Currently he
is losing market share as customers find it
inconvenient to visit fort Bonifacio on the
weekdays, hence even the loyal customers are
frequenting restaurants offering similar cuisine in
Makati. Therefore he wants to check the feasibility
of opening a full serving Kebab Specialty restaurant
in Ayala Avenue, Makati.

In Philippines the Indian/Middle Eastern
cuisine is approximately 8% of the full serving

restaurants, but this portion is increasing with the
increase of Indians coming to Philippines due to
strengthening trade ties and also the BPO boom. The
Philippines is positioned to have a strong growth in
the future hence promising trend for all full serving
restaurants, as the disposable income of the
population in Philippines is on the rise.

Prince of Jaipur has outstanding brand
equity in the market and will be leveraging on that
Equity to promote its proposed restaurant ‘Kebab
King’ in Makati. The potential market size for this
cuisine is approximately PHP 20 M per month and a
minimum of 10% market share will be achieved
given the marketing strategy undertaken, which
include direct marketing to existing customers of
POJ and distribution of pamphlets along with a
launch party.
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The restaurant will be differentiated by the
competitors on the basis of the concept of offering
(kebabs) with a limited menu and the outstanding
service provided. This service will be ensured by
improved Human resource strategies for Istana. New
employee rewards, Employee empowerment and
motivation will be created so that employees put in
their 100% to provide the service. To operationalize
the experience the employees will be trained
according to the expected consumer behavior and
there will be written training manuals for the
employee. The metrics on which the employees will
be evaluated are also mentioned. Also to attain the
Vision of the organization Istana will have to hire
senior management and delegate responsibilities
soon.

To ensure the success of the restaurant |
have proposed, corporate tie-ups and international
tie-ups for the management other than the marketing
strategy of the restaurant. The restaurant will
capitalize on the existing database of POJ and will
send reminder messages and emails to the existing
customer base. | have proposed the use of pamphlets
to spread an initial offer in and around offices in
Ayala Avenue. A home delivery service is also
proposed along with launch parties for the
restaurant.

In the end the expected financial forecasts
have an average return of 38% with a payback in
4.96 years. This is on an average whereas an
aggressive situation drives home a return of 45%
with a payback within 3.9 years.

I1l. CONCLUSION:

There is a growing market for full serving
restaurants in Philippines and also for Indian/Middle
Eastern food as more and more people are coming in
contact with people from such ethnicity and also
people from these countries are moving to
Philippines, particularly for the booming BPO
industry and for Tourism. This market size is PHP
20M and growing at faster pace than the average full
serving restaurants in the Makati business district
and is less prone to economic slowdowns. Therefore
with the projected increase in general business
opportunities, buying power of people will likewise
increase and hence are willing to spend more for
specialty restaurants. Expanding to Makati to plug
the movement of loyal customers to competition in
the city, POJ management has decided to open a
restaurant in the said location. This will not only
increase top line growth but also increase brand
awareness of POJ even further. Loyal customers
who are frequenting other joints other than POJ due
to distance will now have an option to visit in

Makati itself. From chapter IV the restaurant in 10
years will make a profit of PHP 16 Billion valued
today based on an average of the three scenarios.

In the future with further expansion and
new chains, POJ can setup up a central office which
will source everything centrally, derive economies
of scale and finally will train the employees
centrally. Hence when more restaurants are opened
the chefs can be trained locally and will not have to
be sourced from India. This will be a major cost
savings in the future.
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