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Trading of Organic Malta Juice in Uttarakhand 

 

 

1. Introduction 

The proposed venture aims to establish a trading unit focused on procuring, aggregating, 

marketing, and distributing organic malta juice from farmers and local processors in 

Uttarakhand to retail, institutional, and export markets. Malta, a citrus fruit widely cultivated 

in mid-hill regions of the state, has gained recognition for its superior taste, aroma, and 

nutritional value. Despite this, farmers often face distress sales due to lack of marketing 

linkages and cold-chain facilities. This venture seeks to bridge that gap by creating a structured 

market channel exclusively for organic malta juice produced by small farmers. 

Uttarakhand’s agro-climatic conditions are highly suitable for organic malta cultivation, and a 

growing number of farmers have adopted natural and organic methods. However, these farmers 

have limited capacity for branding, bottling, or distribution of processed juice. The proposed 

unit will source ready-to-sell organic malta juice from FPOs, SHGs, and rural processing units, 

and sell it under a unified brand through modern retail, online platforms, and institutional tie-

ups. It will ensure farmers receive fair prices while consumers get authentic organic products. 

The trading model will operate as a lean enterprise with low fixed investment and high turnover 

potential. It will focus on building robust procurement networks, quality assurance systems, 

and logistics support. Over time, it can evolve into a dedicated organic citrus value chain 

platform, uplifting farmer incomes and promoting healthy beverage consumption across India. 

2. Industry Overview 

India’s fruit juice industry has grown rapidly over the last decade, driven by rising health 

awareness and changing consumer lifestyles. The domestic fruit juice market was valued at 

over INR 15,000 crore and is growing at a CAGR of 10–12%. Within this, demand for natural 

and organic juices is witnessing even faster growth, as consumers are shifting away from 

synthetic soft drinks and sugary beverages. Malta juice, known for its high vitamin C content 

and refreshing taste, is well positioned to benefit from these trends. 

Uttarakhand has emerged as a significant citrus-growing state, with malta being a leading fruit 

in districts like Tehri, Pauri, Chamoli, Almora, and Nainital. Government agencies like 

Horticulture Department and Organic Commodity Board are promoting organic certification 

and post-harvest infrastructure. However, most malta produce is sold as raw fruit, and only a 

small fraction is processed into juice. This gap creates a large opportunity for organized trading 

of packaged organic malta juice sourced from rural producers. 
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E-commerce and modern retail chains have created an enabling environment for organic juice 

products, offering shelf space and visibility. Additionally, the hospitality and tourism sectors in 

Uttarakhand present local high-value markets for organic beverages. With supportive state 

policies, the industry is poised for further growth, creating a conducive landscape for this 

venture. 

3. Products and Application 

The primary product will be bottled organic malta juice, sourced from certified organic farmers 

and processing units in Uttarakhand. The juice will be cold-pressed or minimally processed to 

retain nutrients and flavour, packaged in glass or food-grade recyclable PET bottles, and 

labelled with organic certification marks. It will be offered in multiple SKUs such as 200 ml, 

500 ml, and 1-litre bottles to cater to different consumer segments. 

This juice can be marketed as a premium health beverage rich in vitamin C, antioxidants, and 

natural electrolytes. It appeals to health-conscious urban consumers, school and college 

canteens, cafes, hotels, and wellness resorts. It can also be positioned as a traditional Himalayan 

product for tourists and as a natural immunity booster in wellness markets. 

Apart from direct retail sales, the juice can be sold in bulk to institutional buyers like airlines, 

railways, and corporate cafeterias. It can also be supplied to online grocery platforms and 

organic food subscription services. Over time, value-added variants like sparkling malta juice, 

malta nectar blends, and sugar-free versions can be added to the product line to enhance 

revenue potential. 

4. Desired Qualification 

This trading venture is suitable for entrepreneurs with backgrounds in agribusiness, food 

commerce, or supply chain management. However, it can also be taken up by local youth or 

SHG collectives with basic business training. Strong networking, negotiation, and vendor 

management skills are crucial for building procurement networks and marketing tie-ups. 

Training support can be availed from government agencies like Horticulture Department, 

APEDA, and MSME Development Institutes to learn about organic certification, cold chain 

logistics, and food safety standards. Exposure visits to existing fruit trading hubs can also help 

build operational understanding. Entrepreneurs should have knowledge of digital tools for 

inventory and order management to handle high-volume trading efficiently. 

Understanding of food labelling, FSSAI regulations, and GST compliance is also essential. 

Awareness about consumer trends, pricing dynamics, and branding will help the entrepreneur 

position the product effectively in competitive markets. A combination of grassroots linkages 

and market orientation will be key to success. 
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5. Business Outlook and Trend 

The business outlook for organic juice trading is highly positive given the strong consumer 

shift toward natural and functional beverages. Increasing disposable incomes, urbanisation, and 

health awareness are fuelling demand for chemical-free, nutrient-rich drinks. Organic juices 

are also preferred as immunity boosters post-pandemic. Retail chains are expanding their 

organic product sections, offering ready shelf space for such products. 

Uttarakhand’s organic brand image and proximity to NCR markets provide a strong 

competitive advantage. The rise of farm-to-fork and direct-from-origin trends is further 

boosting demand for traceable and region-branded products. The proposed unit can build on 

this sentiment by positioning its malta juice as a premium Himalayan superfruit beverage. 

Digital commerce is reshaping the juice market, enabling small brands to reach national 

customers without heavy distribution infrastructure. By combining e-commerce, modern trade, 

and tourism outlets, the venture can achieve high market penetration and revenue growth in a 

short span. 

6. Market Potential and Market Issues 

The market potential for organic malta juice is vast. With over 15,000 MT of malta produced 

annually in Uttarakhand and rising consumer demand, even converting 10% of this into juice 

offers a large supply base. The Indian packaged juice market is expanding, and niche organic 

products can command 30–50% price premiums. Export opportunities also exist in Gulf, 

Europe, and South-East Asia where Indian citrus products are popular. 

Institutional demand from hotels, resorts, cafes, schools, and wellness centres within 

Uttarakhand offers a ready local market. Tourists visiting hill stations can also be targeted 

through souvenir packaging. Seasonal festivals and fairs present opportunities for high-volume 

sales through kiosks and pop-up counters. 

Market challenges include ensuring year-round supply despite seasonal production, 

maintaining cold chain to prevent spoilage, and ensuring consistent taste and quality. Consumer 

education on the value of organic certification is needed to justify premium pricing. Intense 

competition from synthetic beverages and low-cost juice brands requires strong differentiation 

and branding efforts. 

7. Raw Material and Infrastructure 

The core raw material will be ready-to-sell organic malta juice procured from certified farmer 

groups, SHG processing units, and FPOs. The unit will not manufacture juice but focus on 

aggregation, quality testing, bottling, labelling, and distribution. Packaging materials like glass 

bottles, PET bottles, caps, labels, and cartons will also be sourced from local vendors. 
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Infrastructure requirements include a trading-cum-storage warehouse of about 2000 sq. ft. with 

temperature-controlled storage space, loading area, and office section. A small bottling and 

labelling section will be included for repacking bulk juice into consumer SKUs. Cold rooms or 

chillers will be needed to preserve juice quality. 

Basic logistics vehicles like insulated vans or tie-ups with cold chain transporters will be 

needed for distribution. An office setup with computers, ERP software, and connectivity will 

handle procurement, inventory, and order processing. Quality control counters will be installed 

for batch testing. 

8. Operational Flow and Flow Chart 

The operational flow will begin with procurement planning and order aggregation from farmers 

and FPOs. The juice will be received in bulk containers, tested for quality, and stored in cold 

rooms. It will then be filled into consumer-size bottles, sealed, labelled, and packed into cartons 

for dispatch. 

Simultaneously, marketing and order processing teams will receive orders from retail and 

institutional buyers. Finished stock will be picked, loaded, and shipped through own or third-

party logistics. Inventory and sales will be tracked through ERP software to maintain real-time 

data. 

This trading model will follow a just-in-time inventory approach to reduce spoilage and 

working capital blockage. The process ensures efficiency, quality assurance, and timely 

delivery. 

Flow Chart: 

 

Procurement from FPOs/SHGs 

↓ 

Quality Testing and Cold Storage 

↓ 

Bottling and Labelling 

↓ 

Packaging into Cartons 

↓ 

Order Processing 

↓ 

Dispatch through Logistics 

↓ 

Retail/Institutional Sale 
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9. Target Beneficiaries 

The primary beneficiaries will be small and marginal malta farmers, SHG processing units, and 

FPOs in the hill districts. They will receive better and assured prices for their produce and 

processed juice. The model will reduce post-harvest losses and increase farmers’ income 

through value addition and market linkage. 

Secondary beneficiaries include local youth and women employed in bottling, packaging, 

warehousing, and marketing operations. Cold chain transporters, bottle manufacturers, label 

printers, and logistics service providers will also benefit from increased business. 

Consumers will benefit by getting authentic, healthy, and traceable organic beverages, 

contributing to public health. The regional economy will benefit through tax revenues, 

entrepreneurship promotion, and brand building of Uttarakhand as a natural products hub. 

10. Suitable Locations 

Suitable locations include Haldwani, Dehradun, Rudrapur, and Rishikesh as they have strong 

logistics connectivity, access to both hill production clusters and plain markets, and availability 

of warehousing infrastructure. These cities also offer proximity to major tourist centres and 

urban consumer markets. 

Districts like Tehri, Pauri, and Almora can host procurement hubs or collection centres to 

aggregate juice from hill farmers. These centres can be linked to the main trading unit in a hub-

and-spoke model. Industrial estates in Pantnagar and Selaqui provide ready-built sheds with 

utilities for fast setup. 

Being close to the NCR market reduces transport costs and enhances freshness in delivery. 

Availability of support services like labs, banks, and MSME consultancies further strengthens 

these locations’ suitability. 

11. Manpower Requirement 

A team of about 15–20 people will be required initially. This includes procurement officers, 

quality inspectors, warehouse staff, bottling and packaging workers, sales executives, and 

logistics coordinators. Support staff will include storekeepers, office assistants, and 

accountants. 

Recruitment will prioritise local youth and women, supported by skill training on food safety, 

cold chain handling, and ERP systems. Regular refresher training will be conducted to maintain 

quality standards. Performance incentives and career growth opportunities will improve 

retention. 

As volumes grow, additional staff will be hired for regional procurement, export 

documentation, and e-commerce management. Digital tools will be used for attendance, 

payroll, and inventory tracking. 
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12. Implementation Schedule 

Activity Timeline (Months) 

DPR, business planning, registration 0–2 

Site selection, warehouse setup 2–4 

Cold chain and bottling equipment procurement 3–5 

Staff recruitment and training 3–6 

Vendor tie-ups and quality certification 4–6 

Branding, marketing, e-commerce setup 5–7 

Commercial trading launch 6–8 

Market expansion and institutional tie-ups 9–12 

 

13. Estimated Project Cost 

Cost Head Amount (INR) 

Warehouse and Cold Storage Setup 10,00,000 

Bottling and Packaging Equipment 6,00,000 

Initial Stock Procurement 8,00,000 

Branding and Marketing 3,00,000 

Training and Capacity Building 1,50,000 

Salaries and Wages (1 year) 7,00,000 
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Cost Head Amount (INR) 

Logistics Vehicles/Contracts 4,00,000 

Utilities and Overheads 2,00,000 

Contingency and Miscellaneous 2,50,000 

Total Estimated Cost 44,50,000 

 

14. Means of Finance 

The project can be financed through a combination of promoter equity (25%), term loans 

(60%), and government subsidies (15%) under MSME and horticulture schemes. PMEGP and 

state organic promotion policies offer capital subsidies and interest subvention. Working capital 

can be availed through cash credit or invoice discounting facilities. 

CSR grants and impact investors focused on organic agriculture and farmer livelihoods can 

also be approached. Digital lending NBFCs can support invoice-based financing. A blended 

finance model will reduce risks and improve bankability. 

Over time, internal accruals and equity investments can fund scaling, branding, and export 

market entry. Transparent accounting will build credibility for raising further capital. 

15. Revenue Streams 

Revenues will primarily come from wholesale and retail sales of bottled organic malta juice. 

Institutional contracts with hotels, resorts, canteens, and wellness centres will provide steady 

bulk orders. E-commerce sales will offer high-margin direct-to-consumer revenue. 

Secondary revenue can come from supplying bulk juice to other bottlers, white-labelling for 

organic brands, and seasonal pop-up counters in fairs. Branded souvenir packs for tourists can 

command premium prices. 

Value-added variants like sparkling juice, juice blends, and sugar-free versions can be 

introduced over time to diversify revenue. By-products like peels can be sold to essential oil 

makers as a minor income source. 
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16. Profitability Streams 

Profitability will improve with scale as procurement costs reduce through long-term farmer 

contracts. Direct e-commerce sales will yield higher margins than wholesale. Institutional bulk 

orders will provide stable revenues and reduce marketing costs. 

Premium positioning as organic Himalayan juice will allow 30–40% price markups. Brand 

building will improve repeat sales and customer loyalty. Lean operations and outsourcing 

logistics will control overheads. 

Over time, backward integration into own processing or branding can further enhance 

profitability. Cross-selling other organic hill products through the same distribution network 

can also add margins. 

17. Break-even Analysis 

Parameters Estimate 

Initial Investment INR 44,50,000 

Average Price per Bottle INR 120 

Average Monthly Sales Target 25,000 bottles 

Monthly Revenue INR 30,00,000 

Break-even Period 20–24 months 

 

18. Marketing Strategies 

Marketing will focus on building a premium organic brand identity. Packaging will highlight 

Himalayan origin, farmer stories, and organic certification. Online campaigns through social 

media, food influencers, and health bloggers will build awareness. 

Listing on e-commerce platforms like Amazon, BigBasket, and organic food stores will provide 

nationwide reach. Offline channels will include tie-ups with cafes, resorts, wellness centres, 

and tourism outlets. Participation in organic food fairs and MSME expos will create B2B 

linkages. 
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In-store tastings, loyalty programs, and seasonal limited editions will engage consumers. 

Collaborations with travel operators and hotels to offer malta juice as welcome drinks can 

enhance brand visibility. 

19. Machinery Required and Vendors 

Equipment Quantity Purpose Suggested Vendors/Location 

Cold Storage Room 1 
Preserve juice 

stock 

Rudrapur, Selaqui industrial 

area 

Bottle Filling and Capping 

Machine 
1 

Bottling and 

sealing 

Dehradun machinery 

suppliers 

Labelling Machine 1 Labelling bottles Haridwar industrial vendors 

Water Bath Pasteurizer (if 

needed) 
1 

Quality 

stabilization 
Haldwani, Delhi 

Crate Washer and Dryer 1 Cleaning crates Kashipur industrial suppliers 

Pallet Trucks and Trolleys 3 Material handling Local MSME vendors 

20. Environmental Benefits 

This venture promotes organic farming and reduces chemical use in horticulture, protecting 

soil health and biodiversity. By reducing post-harvest losses and wastage, it enhances resource 

efficiency. Recyclable packaging will lower plastic pollution compared to synthetic beverage 

packaging. 

Encouraging local sourcing and short supply chains reduces carbon emissions from transport. 

Cold chain efficiency will minimize energy losses. Promoting reusable glass bottles can reduce 

single-use packaging waste. 

By building consumer demand for organic products, the venture will incentivize more farmers 

to adopt sustainable farming practices. This will contribute to climate resilience and 

environmental conservation in the fragile Himalayan ecosystem. 
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21. Future Opportunities 

Future opportunities include forward integration into own organic juice processing and 

branding. The company can expand into other hill fruit juices like rhododendron, plum, and 

peach, creating a full organic beverage portfolio. Exporting branded Himalayan juices can fetch 

premium prices in global markets. 

Setting up exclusive brand outlets or juice bars in tourist hubs and metro cities can build 

visibility. Collaborations with airlines, railways, and wellness chains can secure large 

institutional contracts. A farm-to-bottle traceability platform can build consumer trust and 

differentiate the brand. 

In the long run, this venture can evolve into a Himalayan organic F&B brand, sourcing from 

thousands of farmers and promoting rural entrepreneurship. It can position Uttarakhand as a 

hub for premium organic beverages. 

 

 

 

 

 

Disclaimer 

Only a few machine manufacturers are mentioned in the profile, although many 

machine manufacturers are available in the market. The addresses given for 

machinery manufacturers have been taken from reliable sources, to the best of 

knowledge and contacts. However, no responsibility is admitted, in case any 

inadvertent error or incorrectness is noticed therein. Further the same have been 

given by way of information only and do not imply any recommendation. 

 


