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During the hot summer evenings, after the busy 

or snack. Very often we  see people nibbling unhealthy 
junk food items and sipping carbonated drinks. The non 
availability of refreshing as well as healthy item force 
people to depend on these insalubrious eateries. It is in 
this context that coconut products’ kiosk assumes great 

coconut based products like tender coconut water, 
Neera, tender coconut chips, coconut candies, coconut 
chunks, neera cakes, neera ice creams etc. can utilize this 
opportunity by installing small selling outlets/kiosks in 
metro stations, railway stations, bus terminals, airports 
etc.  

Two decades before, only few consumers were 
visiting specialty retail kiosks and these kiosks were 
just starting to make their entry into shopping centers. 
Now a days  it's almost impossible to walk through a 
mall without crossing a kiosk selling cell phone cases, 
sunglasses, ice creams, beverages and many other things. 

Located in common areas of large malls and centers, 
carts and kiosks offer local entrepreneurs and national 
retailers an opportunity to showcase and sell their 

cost of an inline store.
Kiosks are incubators for small businesses with 

minimum basic  infrastructure like  a reasonably strong 
frame work/ standees, table, wending machine, freezer 
/ cooling facility. There is no need to invest in seating 
space. It has relatively lower operational cost with 
limited staff. Consumption of fuel, water and electricity 
are also  lesser than for other formats. 

Realizing the scope of coconut kiosks and the 
demand for coconut products, Nitin Goyal, a Delhi 
based young coconut dealer is setting up coconut kiosk 
and standees in the heart of New Delhi. He is marketing 
many coconut products under the brand name Rabiah. 
He is planning to set around hundred portable sales 
outlets (coconut canopies) in Delhi. According to him 
these coconut canopies are suitable for metro cities like 

Coconut kiosks kick starts  

in Metro cities 
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Delhi as the investment is comparatively less compared 
to the traditional retailing shops. At present he is selling 
packaged tender coconut water, virgin coconut oil, 
premium coconut oil, coconut chips, coconut sugar, hand 
made coconut soap, coconut based cosmetics etc.  

Nitin is planning to set up tender coconut wending 
machines in Delhi along with these canopies. Apart 
from these canopies he is also planning to take the 
shops near to sports complexes on lease to sell tender 
coconut water, Neera etc.  Nitin is engaging youngsters 
who are interested in business and having an enthusiasm 
to become entrepreneur. For selling his products these 
youngsters are not just salaried sales boys, but are getting 
10 per cent of their sales as commission. On an average, 
these youngsters are earning Rs.15,000 to 30,000 per 
month. They are not only just selling the products, but 
also creating awareness among the people about the 

The success story of Cane-o-la, a Bangalore 
based company, is worth mentioning in this regard. It 
transformed the consumption pattern of sugarcane juice 
in just a few months after its launch. The unhygienic 
conditions in which the sugarcane drink was being 
dished out kept away consumers. On seeing the potential 
for the indigenous version of an instant energy drink, 
the promoters of Cane-o-la launched it after a long-term 
of R&D. They created a high-quality ambience, offered 

corporate campuses of Infosys, Wipro, 
Toyota Kirloskar Motors etc. They also 
have kiosks in retail chains such as 
Big Bazaar and Spencer's. In addition, 
the company has tieup with the State 
Government to set up kiosks at public 
places such as bus terminals (www.
Cane-o-la.com). 

Variety is also something kiosk 
owners can experiment with and the 
feedback is almost instantaneous for 
instance the success story of , the 
‘Petawrap' kiosks, which are shaped 
like auto rickshaws which sells  wraps 
in dizzy combinations. The menu can 
be localized to the extent of catering to 

and one near a college campus can 
have different offerings on the basis of 
customer preferences and what sells 
most. If you think this concept works well 
only with the youth, think again, says 
Nithin, as he is getting good response 
from aged people who are concerned 
about their health and are aware about 

the goodness of coconut products. 
Challenges
While these kiosks offer several advantages, there are 

certain challenges too. The major challenge is in getting 
the right supply chain and delivery mechanism. Stock-
outs and spoilage due to improper storage are likely 
as there is not much scope for back-up storage in the 
kiosks. If this critical piece is taken care of, a business 
can break through even in just six months and get a 
return-on-investment in 12 months. Although the kiosks 
are made from good-quality material, one cannot avoid 
the effect of the rains and  winds. Also, footfalls depend 
on the location. So, one must take advantage of high-

academies etc. Competition from local vendors is high 
especially as the latter is normally out of tax reach and 

offerings. Cross-product competition is also building up 
as the consumers today have various on-the-go foods to 
choose from – ice-creams to salads, soups, rolls, wraps, 
candies and even sugarcane juice.

However Nithin is going ahead with  his plan to install 
more kiosks and going to  popularize coconut products in  
New Delhi. Apart from Delhi, he is expanding his sphere 
of activity in other northern cities like, Jaipur, Agra, 
Chandigarh, Amritsar, Haridwar, Manali, Mussorie etc.  


