(HIIHHIIII GHOSH meets RS Kamat of Natural ice-

T

.creams and finds out that the

best way fo compete with

ultinationals is to be Indian.
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ill January 94, there
was bul one MNatu-
ral Ice-Cream
parlour in Bombay.,
Al Juhu, A land-
mark for laymen. A
paradise for ice-
cream lovers. The
last six months
have witnessed the
sprouting of five
similar Matural [oe-
Cream  parlours in
FParlc, Borivli,
Bandra, Lokhandwala Complex
and Malad. The 38-yvears-old RS
Kamat, owner of Maturdl Ice-

Creams, has definitely found a
niche for himself,

The secret of Kamal’s success
lies in his backyard. A lush, ver-
dant fruit-garden, resplendent
with custard apples, cherries,
cashew nuts, bannanas eic, The
garden reflects Kamails® own
agricultural know-how, the chief
assef he brought with him to
Bombay from his native place
Mangalore, way back in "69.
“Initially I was working for my
elder hrother, the late GS
Kamat's concern, Gokul Ice-
Creams,." reveals the soll-
spoken unassuming RS Kamat,
staled in his plush Lokhandwala
residence." After some years |

thought of hranching oul on my
own andd sel up the first Nataral
Ice-Cream parfoor in "84,

Kamat decided o make his ice-
creams  dhilferent  from existing
brands by poing back (o nature, ©1
saw that we could succeed by offic-
ring natural traditional icc-creams
= pe-creams made owt of milk,
sugar and frut, withoutl the addi-
tion of any colours, cssences, milk-
powder or creams, things conven-
tionally used in iee-creams all over
the world,” Amd Kamal was not
wrong. Today in a market invaded
by forcign brands, Malural can
hold s head high, assured of o
place in people’s heans, 1 don®t
feel threatened by the entry of
these  forcign  brands,”  insists
Eamat. "Firstly, because we are
not making ice-creams on  their
scale. Morcover, if new companics
arc coming up, then the number of
conswmers also s increasing shar-
ply. When | began, my parlour it

Beating the competition naturally

alrscied cusomers -;r|1|:|.' Irormy the
upper class, Mowadays [ilm stars
and  muto-rickshaw  drivers  alike
stop by for ice-creams,”

Today the success of an fces
cream brand depends on factors
like positioning and look of the
parlour, opines Kamat. Il you
Just place two benches bilore an
ice-cream shop, s nod poing to
work. The success of muliinatio-
nals can be atiributed o their
right choice of places for shops.
It’s the presentation that makes
all the dilference, for lce-creams
do not dilfer markedly from
each other. It's largely a competi-
tion in Navours." Against 31 Ma-
vours of Baskin & Robbins,
Natural offers 14 Mavours at the
moment. But Kamat is confident
of countering the competition by
introducing traditional Aavours
inio ice-creams. "Flavours like
that of elaichi, jaiphal and
ginger which are inherent in

Indian coliure. Also we will
introduce new Navours on the
hasis of fruits. 1 intend to wse
fruits like custard apples, but
which people avoid because of
thelr excessive seeds. We've
already introduced the waterme-
lon Navour and coconul water
Navour in our lce-creams and
they have clicked in a big way."

Kamai is not afraid of imitation.
“In this industry, 1is not easy. Like
il another ice-cream  company
thinks of wsing watermelons,
they'd have to invest lakhs (o buy
the appropriate machinery for
making ice-creams using walerme-
lons. You necd a full set-up for it,”
Eamdal obseErves,

As things stand, Kamat is opti-
mistic aboul the five recently ope-
ned parfowrs. And judging by the
response of customers, Matural is
bound o go places. For as Kamal
belicves, what's “natural® finaliy
previails,



