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ABSTRACT

Maggi is a name which needs no introduction as it is a world-renowned brand. Maggi noodles were introduced into
the Indian market by its parent company Nestle India in 1983. Maggi, ever since it had entered the Indian market
was one of “The Most Powerful & Influential Brands in India”. This case is a study of ban and revival of the famous
Maggi Noodles in India. The Maggi controversy broke the trust of many consumers because MSG (Monosodium
Glutamate) and Lead were reported to be beyond the prescribed level. It was found in the year 2015 that MSG and
Lead were found beyond prescribed limit in some of the tests conducted on Maggi samples in India. Bombay High
Court directed to take away and destroy all the types of Maggi variants throughout the country. The Brand value
worth Rs. 1300 crore was affected due to recollection of Maggi instant 2 minutes Noodles. Maggi 2-Minute Noodles,
a brand sustained for more than three decades in India and loved by everyone, be it hostellers or housewives, had
crumbled. The case discusses the ban scenario along with the timeline of events that occurred after it was found that
“MSG and Lead levels” were beyond prescribed limit in “2- Minute Maggi”. Further the case deals with the revival
of the brand after the removal of the ban. Several strategies were employed for the revival of the brand like use of

emotional touch, television promotion and exclusive availability at stores.
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I INTRODUCTION

Ready-to-Cook (RTC) food industry includes all
those companies that manufacture foods that can be
eaten & cooked instantly and the foods that do not
require any additional cooking or ingredients upon
opening. It is one of the most dynamic and largest
sectors of the food industry. Ready-to-Eat foods are
packaged in air tight scaled solutions and are
manufactured to last fresh for long time in packed
lunches, frozen food, home meal replacements, ready
meals and more. Frozen food is an alternative to
fresh, canned and cooked foods (Poojara, 2014).

In the 1980s Ready-to-Eat (RTE) food segment was
launched for the first time in the Indian Market but
was not well received by Indian consumers due to
their inclination towards the method of traditional
cooking. Once again in the early 2000s, RTE gained
popularity in the Indian market with the introduction
of new technological advancements in the field of
boosting or improving the shelf life of a product.
There was also a tremendous growth in the number of
storage and distribution centre (warchouses) due to
which once again RTE products gained popularity.
Various segments in the industry were introduced
resulting in an increase in product differentiation.
One of these segments was developed by using retort
technology and came to be known as the Heat and
Eat Food Industry (Singh, 2017).

2029

Almost a decade back or more, the homemakers or
the housewives enjoyed cooking for their family and
took it as a pride while preparing something delicious
for the family despite using cooking aids that cut
down cooking preparation time like using chopped
and peeled veggies or readymade idli-dosa batters.
This made the ready-to-cook (RTC) item market
wide and numerous brands selling such products
entered the market. In today’s scenario young
generation who is busy in earning their livelihood is
rather more interested in Ready-to-Eat (RTE)food
segment than Ready to Cook(RTC). The shift of
consumers from the Ready to Cook items to the
Ready-to-Eat category is because of the changing
lifestyles of consumer, high income of families, home
delivery facilities, disinterest in cooking of the youth,
etc. Various studies in developing countries have
shown that the interest of youth towards cooking and
enhancing their culinary skills is decreasing. It is the
older generation that is keen in serving their families
and showing their culinary skills as a result of love
for family. The heat and eat food industry in India,
valued at INR 2,370 million (USD 39.5 million) in
FY 2016, has been growing at a CAGR 18 per cent
for the last three years. There is an expectation in
regard to industry that it might grow up to 22 per cent
CAGR in the upcoming five years because of
changing lifestyles of consumers, development in the
retail industry, urbanisation, etc (NIIR Project
Consultancy Services, 2018).

Major players in Ready-to-Eat industry are:
(a) Nestle
(b) Kelloggs






