Project Profile: Specialty Himalayan Spices Retail Chain in
Uttarakhand

1. INTRODUCTION

Uttarakhand, with its diverse agro-climatic zones ranging from sub-tropical valleys to
temperate highlands, is home to a wide variety of unique spices such as Timur (Szechuan
pepper), Jakhya (wild mustard), Gandrayani, Bhangeera seeds (hemp), Himalayan turmeric,
wild oregano, and locally grown ginger and garlic. These spices not only form an intrinsic part
of traditional hill cuisine but are also known for their medicinal and therapeutic properties.
However, despite their culinary richness and health value, most of these spices remain
underutilized in commercial markets, either due to lack of organized retail platforms or poor

branding.

Setting up a dedicated Specialty Himalayan Spices Retail Chain aims to bring these indigenous
and underrepresented spices into mainstream retail circuits, both within and beyond the state.
These retail units will stock cleaned, packaged, and branded versions of locally harvested
spices sourced from SHGs, farmer cooperatives, and forest-dependent communities. The chain
will not only serve as a market access platform for local producers but also cater to urban
customers, tourists, and health-conscious consumers seeking authentic, chemical-free, and

traceable spice varieties.

The retail chain will focus on creating a regional identity around “Himalayan Spices,”
highlighting their purity, wild origin, artisanal harvesting, and health connotations. By
incorporating storytelling, geographical indication (GI) branding, and attractive packaging, the
spices can move from being raw agricultural products to premium culinary and wellness
offerings. The chain will bridge the gap between grassroots spice cultivation and modern

consumer preferences, while promoting sustainable mountain agriculture.




2. INDUSTRY OVERVIEW

The Indian spice industry is one of the largest in the world, contributing nearly 50% of global
spice exports. While common spices like cumin, turmeric, and chilli dominate the mainstream
market, there is a rising demand for niche, region-specific, and health-oriented spice products.
Specialty spice retail is growing, driven by consumer awareness around farm-to-table sourcing,
ethnic cuisine revival, immunity boosters, and natural ingredients. Spices with therapeutic
value and traceable origin are increasingly finding space in gourmet food stores, wellness

chains, and e-commerce platforms.

Uttarakhand's spice production is largely unorganized, with a majority of produce grown by
smallholder farmers or gathered from forest margins. Despite its rich diversity, the state does
not currently feature prominently on the Indian spice map, largely due to lack of aggregation,
standardization, and market visibility. However, with increasing emphasis on ODOP (One
District One Product), GI tagging, and rural entrepreneurship under DUY, the time is ripe to

reposition Himalayan spices through structured retail ventures.

Globally, the spice market is moving toward premiumization. Consumers are ready to pay
higher prices for organically grown, ethically sourced, and culturally significant spices.
Products like wild turmeric, Timur pepper, and Jakhya are attracting chefs and wellness
enthusiasts looking for new flavors and health benefits. With Uttarakhand's strong tourism
sector, urban migration trends, and expanding wellness economy, a well-curated retail chain

for local spices can meet domestic demand and gradually build export potential.

3. PRODUCTS AND APPLICATION

The retail chain will offer a curated range of Himalayan spices sourced from traditional farming
belts and wild collection zones across Uttarakhand. Key products include Jakhya (used in
tempering Garhwali dishes), Timur (used in pickles and as a medicinal mouth freshener),
Himalayan turmeric (with high curcumin content), wild oregano (used in herbal teas and
pizzas), Bhangeera seeds (rich in Omega 3), Bichhu Booti powder, and sun-dried ginger and
garlic from higher altitudes. These will be offered in whole, powdered, and blend formats,

depending on demand.




In addition to pure spices, the unit can develop spice blends and infusion packs tailored to
specific uses such as "Pahadi Garam Masala," "Detox Herbal Mix," or "Spice Trail Gift Box."
Each product will carry a label indicating origin, story, and suggested culinary or wellness
applications. Packaging will focus on minimal plastic use and premium aesthetics to appeal to
both urban and tourist segments. Recipes, pairing suggestions, and health benefits can be

included on product labels or QR code-linked pages.

Applications for these products are diverse. While primarily used for culinary seasoning,
several of the spices have therapeutic applications in Ayurvedic preparations, teas, and
immunity boosters. For example, Timur and Bhangeera are known for their anti-inflammatory
properties, while turmeric is a known antioxidant. Hotels, restaurants, and cafes are
increasingly looking to add regional flavors to their menu, and curated spice supply from this
chain can meet this need. The products also suit gifting, wellness hampers, and organic food

platforms.

4. DESIRED QUALIFICATION

The ideal promoter for a specialty Himalayan spice retail chain should have a background in
agribusiness, food processing, herbal product marketing, or retail management. While formal
degrees are not mandatory, familiarity with spice varieties, supply chain management, and rural
procurement models is essential. A basic understanding of food safety standards, packaging
requirements, and inventory management will also be beneficial in maintaining product quality

and regulatory compliance.

Entrepreneurs with grassroots exposure, particularly those already working with SHGs, farmer-
producer organizations (FPOs), or NGOs in agri-value chains, are well-positioned to lead this
venture. Prior experience in retail or e-commerce operations would enhance the scalability and
sustainability of the business. The ability to negotiate, maintain relationships with suppliers,

and ensure timely logistics and restocking across retail outlets is key to success in this model.

In addition, digital literacy, branding acumen, and basic accounting knowledge will help
manage store performance, customer feedback, and financial tracking. Women entrepreneurs
and youth from spice-producing villages can also be encouraged under schemes like DUY and

PMFME, especially if supported with training in retail operations, herbal product curation, or




GI certification protocols. Local champions can be mentored into regional franchise managers

as the chain expands.

5. BUSINESS OUTLOOK AND TREND

The outlook for a specialty Himalayan spice retail chain is highly positive, supported by
multiple socio-economic and consumer trends. There is a marked shift among urban and tourist
consumers toward local, artisanal, and wellness-linked food products. Specialty spices not only
fulfill this demand but also connect buyers with origin-based stories, culinary diversity, and
ecological values. As farm-to-fork narratives strengthen, traceable, low-mileage spices sourced

from Himalayan farms can command premium prices.

The growth of wellness tourism in Uttarakhand provides an immediate and high-value
customer base. Visitors increasingly seek authentic, locally made products—spices being
among the most giftable and transportable. The convergence of Ayurveda, eco-tourism, and
culinary exploration further strengthens the market potential for such stores. Additionally,
institutional buyers such as boutique hotels, wellness resorts, yoga schools, and organic cafés

are open to sourcing regional spice packs as part of their identity.

Nationally, retail chains focusing on regional foods are gaining momentum. Startups and
cooperatives selling native millet, forest honey, or tribal coffee have successfully captured
niche markets. The proposed Himalayan spice retail chain can ride this trend by positioning
itself as a clean-label, eco-conscious, and socially rooted venture. With proper standardization
and design, it can expand into online channels, gift hampers, and even institutional co-branding

with government-run ODOP stores.

6. MARKET POTENTIAL AND MARKET ISSUES

The market potential for Himalayan spices spans across local retail, tourism-based outlets,
urban organic stores, institutional buyers, and e-commerce platforms. In Uttarakhand itself,
there are over 50 tourist towns, pilgrimage sites, and seasonal fairgrounds that can serve as
anchor locations for pop-up stores or permanent kiosks. Urban centers like Dehradun,
Haldwani, and Rishikesh offer the opportunity to establish flagship outlets targeting wellness

shoppers, students, and professionals.




However, there are several market challenges to be addressed. Firstly, many wild spices have
highly variable supply depending on harvest season and climate conditions. This can lead to
inconsistent availability or fluctuating prices. Secondly, most farmers or SHGs engaged in
spice collection are not equipped with cleaning, drying, or grading infrastructure, which affects
product standardization. Shelf-life management, aroma retention, and contamination control

must be ensured through appropriate post-harvest practices.

Consumer education is another challenge. Many buyers may be unfamiliar with products like
Jakhya or Timur unless provided with recipes or usage guidance. Additionally, due to the
premium pricing of specialty spices, retail conversion may be slow without strong visual
merchandising and storytelling. These challenges can be mitigated through sampling
campaigns, collaborative packaging with hotels, and visibility in state-run tourism and ODOP

exhibitions.

7. RAW MATERIALS AND INFRASTRUCTURE

The primary raw materials for the spice retail chain are dried or semi-processed Himalayan
spices, sourced either directly from farmers, SHGs, or FPOs. These include but are not limited
to Jakhya, Timur, Bhangeera, Bichhu Booti, Himalayan turmeric, garlic, ginger, wild oregano,
and coriander seeds. Sourcing must be seasonally planned, as many of these spices are
harvested only during specific months. For standardization, raw spices must be cleaned, sorted,

sun- or machine-dried, and stored in moisture-free environments.

Infrastructure includes central processing and packing units, retail outlets, storage facilities,
and basic transportation logistics. A small spice cleaning and grading setup can be located near
the major sourcing hub (e.g., Almora, Chamoli, Pauri). The unit will include sieves, grinders,
sealers, dryers, and moisture-checking equipment. The main retail outlets will need modular
wooden shelves, glass jars, display tables, electronic billing counters, and temperature-stable

interiors to protect the aroma and quality of the products.

Back-end warehousing and supply chain must include dry storage spaces, reusable containers,
barcode/QR code tagging units, and basic cold storage for items like ginger or garlic paste (if

added later). Eco-friendly packaging materials, including recycled kraft paper pouches, glass




jars, and cloth spice bags, will be used. A centrally located inventory control system—using

basic ERP or Tally—can ensure timely restocking across stores.

Table 1: Raw Material and Infrastructure Requirements

Component

Specification / Quantity

Remarks

Himalayan spices

300-500 kg/month

Wild & cultivated varieties, sourced

locally

Cleaning & drying

setup

Manual sieves, solar dryer, UV

cabinet

Needed at central procurement point

Grinders (for

2-3 units (5-10 kg/hr)

For turmeric, ginger, coriander, etc.

powdered)
‘ ‘ Foot-sealers, weighing scale, ‘ _
Packaging Unit ) Small-scale vacuum or ziplock sealing
jars
Display Fixtures | Racks, sample trays, price tags For retail outlets and tourist stores

Retail Store Setup

300-500 sq. ft. outlet space

Clean, aesthetic setup, locally designed

interiors

Logistics Support

1 utility van, insulated

containers

For movement between procurement and

retail points

8. OPERATIONAL FLOW

The operation begins with sourcing spices from rural clusters across Uttarakhand. A network

of FPOs, SHGs, or direct farm linkages is built to aggregate seasonal spices in raw or semi-

processed form. These are brought to the central collection and processing center where the

spices are cleaned, dried, graded, and packed in retail-friendly units. Grinding is done in small

batches to preserve aroma. Each batch is tagged for traceability, and moisture and quality

checks are performed before dispatch.




From the central unit, the products are distributed to various retail outlets in urban centers and
tourist destinations. Each store follows visual merchandising principles, displays spice recipes,
and encourages sampling. Tourists and local customers can also buy curated gift packs or bulk
orders for hotels/restaurants. Inventory is digitally tracked and replenished weekly from the

main hub. An e-commerce page and WhatsApp order line is also maintained for online orders.

On the customer service side, trained retail staff advise on spice uses, promote seasonal
products, and record customer feedback. Products are also displayed at seasonal fairs, wellness
exhibitions, and ODOP festivals to expand reach. Feedback and trends inform sourcing
volumes and new product development. Waste or expired spices are composted or repurposed,

and glass jars are reused with proper sanitization.

1. Raw Spice Procurement

2. Cleaning, Drying, Grading

3. Packaging & Labelling

4. Distribution to Retail Stores

5. In-store Retail, Sampling, Gift Packs

6. Inventory Management & Customer Feedback

7. Reordering, Waste Management, Product Updates




9. TARGET BENEFICIARIES

The venture benefits multiple groups across the value chain. First are smallholder farmers,
especially women and tribal families who grow or collect Himalayan spices. By creating
assured markets, fixed pricing models, and seasonal procurement cycles, the chain strengthens
their income stability and reduces dependence on middlemen. These groups can also be trained

in primary sorting and drying, adding value at the village level.

Second, SHGs and local FPOs benefit through bulk procurement contracts and optional
franchise store ownership in their areas. SHG-managed stores in tourist hubs can serve as both
income-generating units and local branding hubs. Youth from spice-growing regions can be
trained in marketing, customer service, or retail finance, increasing employment in their home

districts.

Third, the urban and tourist consumers benefit from access to clean, traceable, culturally rich
spice products that support local economies. Boutique hotels, wellness resorts, and organic
restaurants can access curated spice packs directly. Overall, the venture builds resilient market
linkages between remote producers and quality-conscious buyers through inclusive

entrepreneurship.

10. SUITABLE LOCATIONS

The most appropriate locations for setting up specialty spice retail stores are urban centers with
strong tourism, transit, or local purchasing power. Cities like Dehradun, Rishikesh, Nainital,
Almora, and Haldwani are ideal for flagship outlets due to their population size, tourist footfall,
and ease of logistics. These areas also have better access to electricity, communication

networks, and suppliers of retail infrastructure and packaging materials.

Secondary outlets can be established in high-tourism towns and pilgrimage destinations such
as Kedarnath, Badrinath (during Yatra months), Mukteshwar, Ranikhet, Joshimath, and
Munsiyari. In these locations, smaller pop-up stores or SHG-run kiosks can be operated
seasonally or during festivals. Proximity to local hotels, cafés, and heritage sites ensures

spontaneous purchases by tourists and travelers.




The back-end processing and procurement hubs should be located close to spice-producing
belts such as Pauri (for Jakhya), Chamoli (for wild turmeric and Bhangeera), Almora (for
Timur and wild oregano), and Rudraprayag. These hubs reduce logistics costs and allow faster
aggregation. Partnering with Krishi Vigyan Kendras (KVKs), local forest departments, and

Gram Panchayats can strengthen sourcing linkages in these locations.
11. MANPOWER REQUIREMENTS

The operation will require a combination of skilled, semi-skilled, and sales personnel across
procurement, processing, logistics, and retail. At the central unit, a Procurement Manager
(%20,000/month) will oversee farmer relationships, quality checks, and procurement planning.
A Processing Assistant (X12,000/month) will handle sorting, drying, and batch mixing. A
Packing Assistant (10,000/month) will manage packaging and labeling, assisted by part-time

workers during harvest seasons.

Retail outlets will require Store Managers (215,000/month) with basic sales and inventory
handling experience. Each outlet will also employ 1-2 Sales Associates (38,000—
%10,000/month) who will manage customer interaction, billing, and stock display. A Logistics
Assistant (X12,000/month) will handle product dispatches, inter-outlet stock movement, and

vehicle maintenance.

Staff will be trained in traceability, hygiene, customer service, and POS operations. Over time,
local youth from SHGs and spice-growing villages can be absorbed into various roles, reducing

migration and building community ownership.

Table 2: Manpower Requirements and Costs

No. of | Monthly Annual Cost
Position Duration Key Responsibilities
Staff | Salary ) ®
Procurement 12 Farmer coordination,
1 220,000 32,40,000 '
Manager months sourcing, batch QC
Processing 12
1 %12,000 %1,44,000 | Cleaning, drying, grinding
Assistant months




No. of | Monthly Annual Cost
Position Duration Key Responsibilities
Staff | Salary (%) ®
Packaging 12
. 1 %10,000 %1,20,000 Packing and labeling
Assistant months
12 Retail supervision and
Store Managers 3 %15,000 %5,40,000
months customer handling
12 Billing, customer care,
Sales Associates 6 %9,000 %6,48,000 )
months product display
Logistics 12 Inter-store delivery and
. 1 %12,000 %1,44,000
Assistant months stock control
Total Estimated Across stores and central
— — — %12,36,000 )
Cost processing

12. IMPLEMENTATION SCHEDULE

The implementation of the spice retail chain can be achieved in 10—-12 months from planning
to launch. In Months 1-2, business planning, vendor identification, and location scouting will
begin. Registration, brand name finalization, and permissions from FSSAI and GST will be
obtained. Simultaneously, the first round of procurement partnerships with SHGs and FPOs

will be initiated in key spice belts.

Months 3-5 will focus on setting up the processing and packaging unit, installing drying and
grinding equipment, and trial running quality protocols. Store interiors and shelf installations
will be done in parallel. Recruitment and training of staff, including store teams and processors,
will also be completed by this stage. Brand design, packaging mockups, and recipe cards will

be finalized in this phase.

From Month 6 onward, pilot store launches will begin in one or two urban hubs. Customer
feedback, inventory tracking, and initial promotion will help improve systems. By Month 9—
10, three to five outlets will be fully operational, along with a central stock hub. Expansion to

e-commerce, institutional supply, and tourism expos can begin from Month 11 onward.




Table 3: Implementation Schedule

Timeline
Key Activities
(Months)
Business planning, brand setup, location scouting, licenses, vendor tie-
Months 1-2
ups
Months 3-5 Unit setup, equipment installation, staff recruitment and training
Month 6 Trial batch processing, pilot store launch, sample distribution
Months 7-9 Full-scale retail launch in 3—5 locations, promotional activities
Months 10-12 Inventory scaling, institutional tie-ups, digital launch, festival bundles

13. ESTIMATED PROJECT COST

The total estimated cost for establishing a specialty Himalayan spices retail chain in
Uttarakhand ranges from 216 to %20 lakhs, depending on the scale and number of initial outlets.
A significant portion of this investment—around ¥6—7 lakhs—is allocated for setting up the
central processing unit with basic equipment such as dryers, grinders, packaging tools, and
quality testing kits. An additional I5-36 lakhs will be required for establishing three to five

retail outlets, including interior design, furniture, branding materials, and display units.

Initial working capital for the first four months—covering salaries, spice procurement,
logistics, packaging materials, and promotional activities—is estimated at I4-35 lakhs.
Expenditure on branding, digital catalog design, and website/social media marketing will
require another X1.5-X2 lakhs. The cost may vary depending on whether store spaces are rented
or community-managed (in case of SHG-run stores). Capital expenditure can be optimized by

using locally available display materials and shared storage spaces.

Support under schemes like DUY, PMFME, and AIF may provide capital subsidies or interest-
free loans for the processing unit and retail infrastructure. Women-led ventures or SHG
federations may also receive preferential financing under NRLM or CSR-linked incubation

funds.




Table 4: Estimated Project Cost

Component Estimated Cost (%) Remarks
Processing & Packaging 26,00,000 — Eou drvi ovine. labelli
ulpment, Ing, sieving, labelling setu
Unit X7,00,000 4P e © s P
. %5,00,000 — Furniture, branding, billing counters,
Retail Outlet Setup (3-5) )
%6,00,000 signage
. _ %1,50,000 — Logo, packaging design, brochures, social
Branding & Promotion
%2,00,000 media
o ] ] %4,00,000 — Salaries, spice purchase, transport,
Initial Working Capital
%5,00,000 packaging
%16,50,000 — Inclusive of processing, retail, and
Total Project Cost
%20,00,000 marketing setup
14. MEANS OF FINANCE

The proposed retail chain can be financed through a mix of promoter equity, institutional credit,

and government scheme-based grants. The entrepreneur should contribute at least 20-30% of

the total project cost (X3-X6 lakhs) through own funds, assets, or land. The remaining

requirement can be covered through a term loan or working capital loan from banks under

MSME lending schemes. Interest subvention is available under MUDRA (for micro-units) and

PMEGP (for manufacturing + retail).

The DUY and PMFME schemes offer 35% capital subsidy (up to X10 lakhs) for eligible food

processing and value addition ventures. SHG federations may also receive revolving fund

support for retail expansion and franchise-based spice outlets. NGOs or CSR partners can

support with training, marketing support, or packaging design, especially if the venture benefits

forest-dependent communities.




Linkages with government-run ODOP stores, khadi outlets, or AYUSH pharmacies can offer
free or subsidized shelf space. Crowdfunding and social commerce platforms can be used in

future to raise working capital or pre-sell gift hampers during festive seasons.

15. REVENUE STREAMS

The spice retail chain will earn revenue from multiple channels. The primary source is the sale
of packaged spices—whole or ground—at retail outlets. Pricing will vary between 330 and
%250 depending on the product, size, and value addition. The stores are expected to sell 600—
1,200 units monthly on average, generating regular retail income. Festival sales, bulk purchases

by tourists, and institutional orders from restaurants and hotels can further boost this volume.

Secondary income will come from curated gift boxes, combo packs (e.g., “Pahadi Starter
Pack,” “Wellness Kitchen Kit”), and customized orders during fairs, weddings, or tourism
events. These can be priced at I500—1,500 each with 25-35% margins. A third revenue stream
will emerge from online sales via the brand’s website, WhatsApp business catalogue, and

listing on platforms like Amazon Karigar, Flipkart Samarth, or ONDC.

Over time, institutional partnerships with Ayurvedic centers, hostels, and corporate cafeterias
can be developed to ensure bulk sales. Limited-edition product lines, spice-infused tea blends,

and pickling spices may also be introduced as new SKUs.

Table 5: Revenue Streams

Monthly Volume Estimated Monthly

Revenue Source Unit Price %)

Estimate Revenue ()
Packaged Spices 340 - 3250 1,200 — 2,000 units %60,000 - %3,00,000
Gift Boxes / Hampers 3500 - 1,500 80 — 150 boxes %50,000 —X1,50,000
o 22,000 —

Institutional Supply 10 — 20 orders 320,000 —%1,00,000

Z10,000/order

E-commerce & Online
ord %100 —X500/order 100 — 300 orders 220,000 — 260,000
rders




Monthly Volume Estimated Monthly

Unit Price (%) Revenue (?)

Revenue Source
Estimate

Total Revenue

(Monthly)

%1,50,000 —%6,10,000

16. PROFITABILITY ESTIMATE

In Year 1, assuming 50-60% capacity utilization and initial promotional costs, the unit may
generate monthly revenue of X1.5-2.5 lakhs and a modest profit of X15,000-330,000/month
after covering salaries, rent, inventory, and logistics. As the brand builds trust and tourist stores
stabilize, Year 2 revenue may reach I4-5 lakhs/month with net profits of ¥80,000-1.2
lakh/month due to bulk orders and repeat buyers.

In Year 3, with expansion to 8—10 locations and active e-commerce sales, monthly turnover
may exceed %6 lakhs, with profit margins between 25%—-30%. Higher margins are achievable
on curated blends, branded kits, and institutional orders. Operating costs will stabilize while

packaging economies and bulk procurement reduce per-unit costs.

Table 6: Profitability Estimate

Monthly Monthly Annual Profit
Year Net Profit %) Remarks
Revenue () || Expenses (%) Margin (%)

Year| %1,50,000— || %1,20,000 — 30,000 — L0-15% Awareness phase,
1 %2,50,000 %2,20,000 50,000 ’ outlet setup costs
Year| %3,50,000- | %2,50,000- | Z%1,00,000— 20,25 Expanded network,

—. 0
2 %5,00,000 %3,80,000 Z1,20,000 seasonal orders
Year| %5,50,000—- | %3,80,000- | %1,50,000— 55 30 E-commerce, gift kits,
— 0
3 %6,50,000 34,80,000 Z1,80,000 wholesale scaling




17. BREAK-EVEN ANALYSIS

Given the initial investment of approximately 1820 lakhs, the break-even point for the spice
retail chain is estimated to be reached within 20 to 24 months of operations. This estimate is
based on the assumption of a gradual build-up in customer base, brand visibility, and
streamlined logistics. The fixed annual costs—comprising salaries, rentals, basic utilities, and
promotional overhead—are expected to be around X9-10 lakhs. To break even, the chain must

consistently generate a monthly net profit of ¥70,000-%85,000.

In Year 1, breakeven may be delayed due to upfront investments in branding, packaging, and
infrastructure. However, strategic location selection and strong festival-season sales can help
offset some costs early. By Year 2, with retail optimization, product bundling, and expansion
into digital channels, the break-even volume becomes achievable, particularly if the average

sales per outlet reach X1.25-1.5 lakhs monthly.

Government support in the form of subsidies, promotional tie-ups, or ODOP visibility may
shorten the break-even window. Similarly, early entry into institutional supply channels or the

launch of high-margin SKUs like gift hampers can bring forward revenue realization.

Table 7: Break-even Analysis

Parameter Value/Estimate Remarks

Total Fixed Annual
c %9,00,000 —%10,00,000 Salaries, rent, logistics, depreciation
osts

Average Margin per

25-30% Varies with SKU type
Product
Minimum Monthly ‘ o
%3,00,000 —%3,50,000 For break-even with stable pricing
Revenue
Break-even Timeframe 20 — 24 months Assuming steady outlet ramp-up
Revenue Needed to %42,00,000 —%45,00,000 Achievable by Year 2-end with

Break Even annually institutional support




18. MARKETING STRATEGIES

Marketing for the spice retail chain will leverage a mixed approach of local presence,
storytelling, digital promotion, and institutional tie-ups. At the grassroots, stores will use local
influencers, chefs, and SHGs to drive initial awareness. Demonstration booths at weekly
markets, tourism festivals, and local haats will enable spice sampling, recipe demos, and brand
education. Packaging will prominently mention origin, recipe suggestions, and eco-sourcing to

appeal to both local and tourist consumers.

For visual branding, the stores will use minimalist, earthy aesthetics with QR codes linking to
farm videos or recipe blogs. Tourist touchpoints such as hotels, yoga ashrams, and guide
networks can be used to distribute spice samplers or flyers. Cross-promotion with local cafés
or eateries using these spices will further enhance brand experience. Co-branded events with

Forest Department, GI boards, or district-level ODOP stalls can amplify visibility.

Digital presence will include a basic e-commerce page, Instagram and WhatsApp catalogs, and
occasional influencer collaborations. Press releases around Himalayan spice launches, seasonal
hampers (Diwali, Holi, Char Dham), and farmer success stories will add to brand authority.
Online customer engagement through recipe contests or wellness campaigns will also be

explored.
19. MACHINERY REQUIRED AND VENDOR LIST

The spice retail chain requires small-scale food processing and packaging equipment suitable
for cottage-level value addition. Since spices are sensitive to heat, light, and moisture, machines
must maintain integrity of aroma and shelf-life. Key equipment includes mechanical grinders,
hand/foot sealers, moisture analyzers, weighing scales, and manual labeling units. Solar dryers

or tray dryers may be used during monsoon or in bulk processing periods.

Below is the machinery list and suggested local vendors:




Table 8: Machinery Requirements

Equipment Specification Approx. Cost ) Purpose
Spice Grinder (2 340,000 — Grinding dried turmeric,
. 5-10 kg/hr, SS304 .
units) 60,000 ginger, etc.
Tray Dryer %80,000 — Controlled drying during
) 12-24 trays
(electric) %1,20,000 monsoon

Foot Sealer

12—18 inch sealing

%8,000 —%12,000

Packaging for spice pouches

Machine capacity
o Digital, 1 gm — 10 kg ‘
Weighing Scale 32,000 — 4,000 Accurate packaging
range
‘ Portable, spices- Z10,000 — ) )
Moisture Meter _ Shelf-life quality control
compatible %15,000
. %15,000 — _ ‘
Label Printer Thermal, manual feed Labeling and barcode tagging
220,000
Local Vendors in Uttarakhand and Nearby
Vendor Name Location Contact/Website Products Supplied
Vishwakarma Agro Spice dryers, grinders, local
Dehradun +91-9412056680
Industries service support
' Tray dryers, sealers, moisture
HNB Agro Machines || Roorkee www.hnbagro.com
meters
Uttarakhand Agritech Manual spice cleaning,
Haldwani +91-9759011983 o ' ‘
Tools weighing & sorting kits
Labelling machines, semi-
Greenex Exim Haridwar |[www.greenexmachines.com
automatic fillers




20. ENVIRONMENTAL BENEFITS

This venture promotes ecologically sustainable farming and responsible harvesting practices.
Most of the spices are either wild-harvested or cultivated using traditional methods that rely on
minimal inputs and promote soil health. By procuring directly from local farmers and SHGs,
the supply chain avoids middlemen-driven wastage and carbon-heavy logistics. Localized

procurement and distributed retail also reduce transport emissions.

Packaging is designed to use reusable jars, cloth pouches, and compostable kraft paper
wherever possible. Herbal waste and unsold stock can be composted. The use of solar dryers
or low-energy equipment further reduces the environmental footprint. By offering consumers
an alternative to mass-produced, pesticide-heavy spices, the retail chain encourages healthier

kitchens and supports biodiversity conservation.

Awareness campaigns run by the chain can also promote regenerative farming, native seed
preservation, and forest-friendly collection practices. Women collectors and smallholders will
be trained in eco-certification and minimal processing techniques, enabling them to become

long-term stewards of the mountain spice ecosystem.

21. FUTURE OPPORTUNITIES

As the chain matures, multiple growth pathways emerge. The most immediate is expansion
into online marketplaces and B2B export via spice traders and wellness food chains. With GI
certification and institutional support, select spices like Jakhya or wild turmeric can be branded
as "exclusive to Uttarakhand" and sold to national gourmet stores or international organic food

chains.

A parallel opportunity is spice-based tourism: the retail stores can offer tasting corners, spice
tours, or cooking classes in partnership with local cafés and homestays. SHGs can be trained
to run kiosks at Char Dham sites or seasonal fairs. Ready-to-use masala blends, spice teas, and

essential oils may be added to diversify revenue streams.

In the long term, the chain can evolve into a regional brand representing Himalayan wellness

ingredients—not just spices but also herbal salts, oils, teas, and forest-based edibles. Export




potential to Ayurveda markets in the EU, USA, and Southeast Asia can be explored through
organic certification and trade shows. The brand may also attract impact investors or CSR

partners interested in sustainable mountain livelihoods.

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.




