
Our ‘Chai on Delivery’ model constitutes 
almost 20 per cent of our business. 
Interestingly, we do an equal number of 
home and office deliveries.

RAGHAV  
VERMA
Co-founder | Chaayos
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PERSONAL
Who is your biggest professional mentor?
One person who has been a mentor to me and my co-
founder Nitin is Ajay Kaul (ex-CEO, Jubilant Foodworks). 
His deep understanding of the Indian consumer has re-
ally helped us.

If not a brand marketer, what would you be?
As a co-founder, one of the roles I play is that of brand 
custodian. I also wear multiple other hats at Chaayos - 
new product development, technology, HR, new business 
development...

Name a brand (other than your own) you admire. Why?
India has, in recent years, seen many home-grown con-
sumer brands which marry the Indian ethos with modern 
sensibilities. Brands I admire include Chumbak, Nykaa, 
4700 BC, Colonel & Co and Bira. These brands have 
created categories where none existed, and also enjoy a 
fan-base each.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
While we are scaling up fast, a challenge we continu-
ously face is maintaining consistency of our product and 
experience 100 per cent of the time. We do this through 
a mix of training and technology. On the training side, 
every individual at Chaayos is trained for a minimum of 
30 days before they start to prepare orders for customers. 
Team members and managers go through regular certi-
fication programs and online training modules to ensure 
their knowledge is up to date. On the technology front, the 
tech team has developed the first IOT-based chai robot 
called Chai Monk, who ensures consistency in every chai 
order, despite the 12,000 permutations possible with our 
chai. Our technology platform ‘Kettle’ helps us serve or-
ders faster, by prioritising items.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back?
Previously, chai was always consumed in homes, but now 
customers are increasingly consuming chai in an out-of-
home setting, and getting chai delivered to their homes 
and offices. Our ‘Chai on Delivery’ model constitutes 
almost 20 per cent of our business. Interestingly, we do an 
equal number of home and office deliveries.
The demand for freshly made, customised chai when peo-
ple step out – be it in malls, high streets, business parks, 
airports, highways or metro stations – has increased. 
Also, chai is now seen as a cool beverage to hang out 
with, conduct a meeting over or go for a date.

Which product segment out there impacts trends in 
your category most? Why?
Rise of digital payments and 24-hour retail acceptability 

are two trends that have positively impacted Chaayos.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
As of now, Chandigarh is the only non-metro city that 
Chaayos is present in. Though we may adopt different 
communication tools across cafes, our marketing strategy 
doesn’t really change across cities.

MARKETING
What’s the toughest part of a being a brand marketer 
today?
With technology taking on every aspect of our lives, peo-
ple are exposed to too many things on digital media. 
Consumers are bombarded with information and adver-
tisements on every platform they visit. With this kind of 
exposure, it becomes difficult for one brand to stand out.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?
When we started out with our chai deliveries, we out-
sourced the delivery work to third party logistics provid-
ers. But these firms were unable to do justice to the nu-
ances of delivering a hot beverage. They treated it as if 
it were the same as delivering a restaurant meal or an e-
commerce shopping product. The results were disastrous, 
with a lot of delays in delivery and incomplete orders. 
So we took a call to take control of all the deliveries and 
manage it in-house. We fixed all the issues.

As a marketer in the digital age, what is your biggest 
nightmare?
Every startup talks about ‘customer acquisition cost’. As 
a marketer and co-founder, I say it’s important to realise 
what the real cost of acquiring a new customer is. We 
should always have the right mix of customer acquisition 
cost and profitability channels.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
The modes of communication we have used the most 
are store marketing and digital outreach. We have also 
used radio for a couple of our campaigns in the past. We 
have not used television and print advertising. We have a 
‘customer repeat rate’ of 42 per cent, so we believe in the 
power of customer evangelism.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
The one must-have quality that any agency must possess 
is the ability to be creative without forgetting to concen-
trate on the business impact.
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