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Haldiwala was established in 2010 in the form of a small retail sweet and snacks shop in Dharmatala, a very busy area of Kolkata. Shri Apurva Haldiwala, the founder always cherished the dream of building an empire, manufacturing innovative sweets and snacks. To become successful, he worked hard and supplied quality products. In short span of time the shop became very famous and was doing very good business. In 2013, Mr Apurva Haldiwala appointed five dealers one each in North, South, East, West and Central Kolkata and supplied the products. He also introduced many new varieties to cater to different segments of the market.

In 2014, Anil Haldiwala, eldest son of Mr. Apurva Haldiwala completed his graduation in Mechanical Engineering from one of the premier Enginnering College in West Bengal, and wanted to expand their market in other parts of Kolkata. He took loan and set up a manufacturing unit in the name of Haldiwala Pvt. Limited in Barasat situated at a distance of 32 km from Kolkata in 2015 with higher capacity. Most of the manufacturing functions were carried out by automation. He was looking after the production to maintain high standard of quality. The company then in 2016, launched the products throughout Kolkata and appointed 21 dealers in Kolkata. The company was growing every year and in 2017 the Co. had 52 dealers and was doing a business of Rupees 5 crores per annum. They were very busy to maintain the high standard of quality of the products. The dealers also grew and instead of managing by the owners, most of the shops were managed by employees. In the market there were new entrants and the competition increased.

And in 2018, when Vimal Haldiwala, the youngest son of Mr. Apurva Haldiwala, joined the business found that the sales was going down. The Co. was worried and asked Vimal to find out the causes. Vimal initially wanted to see how the products were sold, how customers behaved before and after buying. Hence, he one day approached as a customer in one of the shop situated in VIP road. As he entered the shop, he was looking around and found that many products were nicely arranged on Shelves. But the counter was not directly visible. He had to find a way to approach the front desk where two persons Vijay and Ajay, were talking to each other. Mr Vimal asked Vijay for a sweet dish. Vijay told him to take the coupon from the cash counter, which was on the other side. Vimal went to the cash counter and asked how much to pay. The accounts person asked him the name of the item, and made the bill. Vimal took the bill and handed over it to Vijay. There was no other customer at that time. Vijay told Vimal to wait. But there was no place to sit. Instead of standing there, Vimal was looking around the shop, and finally after 5 minutes he came to Vijay and asked for the item. Vijay said it was not ready and he was sitting on a chair speaking to someone over phone. Vimal decided to stand in front of the front desk. He kept on waiting without any response from Vijay. After half an hour Vimal, the customer was very upset and started raising his voice and asking for delivery of his order. Then Vijay asked the other person Ajay, who was sitting at the other corner of the front desk and reading a newspaper. Then Ajay looked on the packet that was kept in front him, checked it and said it was lying there in front of him. Vimal was astonished to see that the packet was lying there for long, but neither of the two front desk persons bothered to find out about the orders. Mr. Vimal approached a marketing consultant for the solution.

Discussion Topics:
As a marketing consultant:
1. Identify the service quality problems using Integrated Gap Model by Bitner and provide the solution to improve the service quality.
2. Design a blueprint to improve the service delivery process.
3. Design a servicescape using servicescape model to convey the right message as expected from blueprint design.
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