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Abstract
This case study is about Honeycomb, an eating joint, which is expanding very fast in Lucknow. It has 

already started five eateries at various locations in Lucknow. The chain has been started by a young man, 
Vikas Rawat. Vikas had no previous experience in the business of fast food joint as he started his career as an 
insurance agent. His passion towards cooking and a desire to start an entrepreneurial venture motivated him 
to start a business of his own. The case discusses the myriad dilemmas faced by a young entrepreneur having 
no prior experience in the concerned field. The case throws light on the thought process of an entrepreneur 
before making the final plunge. The case also discusses the many obstacles that one has to face on different 
fronts while switching over from a comfortable life of a salaried employee to that of an uncertain and tough 
life of an entrepreneur. The case gives an insight into a new concept of REVERSE FRANCHISING which can 
be a beneficial method for raising capital for entrepreneurs like Vikas who wish to start a capital intensive 
entrepreneurial venture. Normally in a restaurant segment, a brand establishes itself in the market, become a 
renowned name and then start franchising the concept to others. As Vikas was not having the enough funds, 
he discussed his idea with people who were having capital and willingness to start a business but lacking 
a good business idea. Thus it was a win-win situation for both as he was having an idea but no capital; 
investors had capital but no idea. This gave way to a symbiotic relationship and the result was Honeycomb. 
The case study discusses the situation in which Honeycomb came into existence, its expansion and feasibility 
and sustainability of the model in future; therefore the case may be classified as ex post facto case analysis. 
Since the case is about a new business venture, it may be classified under JEL:M13.
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Introduction
The case is based on a young man’s endeavor to start a fast food chain, Honeycomb. Vikas 

started his career as an insurance agent. He started earning at a very young age due to sudden 
demise of his father. He worked in different capacities in various organizations. Although he was 
prospering in his career, he was unable to find job satisfaction. His penchant for cooking was 
inspiring him to open a restaurant. To give up a well paid job and start a business from a scratch is 
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not an easy decision. After going through much dilemma, he finally decided to start a restaurant. 
The case highlights the new concept “REVERSE FRANCHISING” coined by Vikas, which makes 
his endeavor different from others.

The case aims to: 

• Make reader understand the intricacies of starting a new business and the difficulties which one 
faces in starting a business from scratch. 

• Motivate young entrepreneurs and students to dare to convert their dreams into reality.  Make 
them realize that a positive attitude and passion for work can overcome all hurdles.

• Highlight the importance of proper planning and management techniques in running a busi-
ness.

• The Intended Courses/ Subjects where the case has relevance:
• The case is specially suited for the courses of entrepreneurship, start-ups, business strategy and 

marketing. 
• People involved in family businesses can also gather information from it. It can be useful for the 

budding entrepreneurs as well.

A Brief Insight into Indian Fast Food Industry
The last few decades have affected Indian economy in all possible ways. Not only the 

economy witnessed tremendous changes, the consumer behavior too underwent major changes. 
Technological advancements and international exposure has a strong impact on the lifestyle of 
Indian consumers. Eating out which was an occasional affair, is now becoming a day to day habit. 
According to the Economist Intelligence Unit, India’s fast food industry is expected to double in 
size between 2013 and 2016, to 1.12 billion dollars. The fast food industry can be classified into 
organised and unorganised segments. The organised segment is dominated by restaurants, 
both full and quick service. The unorganised segment consists of individuals or families selling 
foods through roadside vending, dhabas, food carts and street stalls, etc.(see exhibit 1 and 2). 
Over the next few years, the organised sector is expected to grow at 8% to 10% annually. There 
are estimated to be 1.5 million eating outlets, of which only around 3,000 outlets are part of the 
organised segment. The key drivers behind the growth are the world’s young population between 
the ages of 10 and 24. The other factors responsible for rising growth of fast food business in 
India are increase in disposable income, a rising female workforce and increased mobility among 
consumers. Although Indian fast food industry is growing with every passing day, it is still 
one tenth the size of that of China. As per Euromonitor International India’s population stands 
at 1.2 billion, but it have only a little over 2700 chain fast food outlets, leaving a major chunk of 
population untouched. Although the market has witnessed robust growth in the last few years, 
it remains largely concentrated in the metropolitan cities. However, there is large room for 
growth in tier-II cities and tier- III cities which are mostly untapped. Major players are focusing 
their attention on such cities. For example Nirula’s is increasing its existence in metro cities along 
with the tier-II and tier-III cities through different formats. Likewise KFC has plans to increase its 
existence from 21 cities to around 75 cities through its objective to operate 500 restaurants in India 
by 2015. the company is eager to spread wings to new cities such as Hubli, Madirai, Salem in the 
south and in the north in Kanpur and Allahabad targeting. Similarly McDonald’s is targeting 1,000 
restaurants by 2020. Thus it is quite undisputed that fast food industry has a bright future in India.
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Competitor analysis of fast food business in Lucknow
Lucknow is a city of nawabs, where cuisine forms an integral part of life and culture. Awadhi 

cuisine is famous for its richness all over the world. Galavati kebabs of Tunday and nahari kulchas 
of Akbari Gate are the centers of attraction of the city. While the city is known for its traditional 
dishes, the new generation is drawn towards the fast food culture prevalent everywhere. Talking 
of fast food culture in the city, one cannot ignore the famous Bajpayee pooriwala which is an old 
shop in Lucknow selling traditional Indian speciality, poori subzi. Similarly Bombay pav bhaji 
is a famous kiosk vending popular Indian fast food, pav bhaji. The city of Lucknow have a rich 
culture of street food, where vendors offer all types of delicacies ranging from simple golgappas 
to sophisticated biryani. The fast food business in Lucknow till late 90’s was dominated by family 
run businesses and unorganized sector. It was year 2000 onwards that multinational brands like 
Domino’s, McDonald’s, Pizza Hut, Subway etc. entered the city of nawabs, Lucknow. With the 
opening of two malls, Waves and Saharaganj in 2005, the lazy life of Lucknow gained some speed 
and public was introduced to burgers and pizzas of multinational brands. The food court concept 
of malls also gave impetus to eating out culture in Lucknow. Today the city of Lucknow is one of 
the major tourist destinations in India offering a plethora of street food and fast food joints.

Background of the case
Honey comb was started by Vikas Rawat in 2001 in Lucknow. It expanded very fast and 

opened five outlets within few years. Vikas Rawat is a vibrant and enthusiastic young man with a 
penchant for cooking. He used to experiment in kitchen since his childhood as both of his parents 
were working .Many a time he would have to prepare a quick lunch for himself or help his mother 
in serving guests. So what started as a necessity transformed into hobby and became profession, 
years later.

Having born in 1982 Vikas belongs to the liberalized era. He grew up in 1990’s which saw 
India emerging as a liberalized economy. India was going through the age of transformation, 
many age old strongly held beliefs were being dismantled, giving way to new thoughts and ideas. 
Vikas belonged to a middle class family. His father was an engineer and was employed with 
government of Uttar Pradesh. The year 1999 brought a turn in his life. He lost his father that year. 
Being eldest amongst three siblings, he shouldered a number of responsibilities. He  continued his 
studies but started earning as well. In the beginning he took up various jobs in various capacities. 
He finally got a good job with profile of financial planning advisor in AVIVA life Insurance, India 
Private limited in January 2004.

Vikas was never a studious child. His academic result used to be average and many a times 
even below. However he was excellent in his public relations skills. He enjoyed interacting 
with people and making friends. It was on the basis of these qualities that  bagged him the job 
of financial advisor with AVIVA. Having once entered the corporate world, Vikas rose from one 
position to another within a very short span of time. From AVIVA he switched over to HDFC 
Standard Life Insurance Company ( HDFCSLIC) as a sales executive. He got the job of territory 
manager with Birla sun-life Insurance Company. This time he got the posting at Surat. He  was at 
the zenith of his career at that time. Motivating sales team was his forte and he was known for it 
among his peers and supervisor. He got many awards and recognition in appreciation of his work.

 Vikas was attaining one success after the other in his profession. However, the routine job of 
the corporate was not giving him enough satisfaction. His desire to do something challenging and 
exciting was still unfulfilled. He wanted to do something on his own, where he could execute all 
his ideas and plans without any intervention from anybody.   The corporate experience has taught 
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him that one should opt for a business for which one is passionate about. Cooking has always been 
a passion for him. He  thought of entering the business of restaurant. Thus he opened a restaurant 
in Surat. He opened the restaurant with a meagre amount of Rs. 48000, which he has saved over 
a period of time. He opened the restaurant in a rented space with a capacity of 15 to 20 tables. 
The monthly rental of the space was Rs. 18000. He hired a staff of 4 people comprising of one 
cook, one cleaner and two helpers. On Saturdays and Sundays, when footfalls used to increase, 
Vikas would hire more workers on daily wages basis. He did not spend much on marketing and 
advertising. He believed in word of mouth publicity. . The restaurant started becoming popular in 
the locality. The earnings from the restaurant ranged between Rs. 40,000 to Rs. 70,000 per month.
(refer to exhibit 3).  The success of his restaurant boosted Vikas’ morale and he thought of opening 
another restaurant as well. This time he had bigger plans. He planned of opening bigger restaurant 
for which he purchased 2500 sq. feet of land and hired a staff of 40 people. The second restaurant 
became operational after six months of opening the first one. Running a business along with his 
corporate job as was becoming difficult for him.  It was difficult for him to continue with both. 
The growing income from the restaurants and continuing difficulty in running business and job 
simultaneously, prompted him to forgo one in favor of the other. After much deliberation he gave 
up his job and decided to run restaurants as his full time business.

The tough road and many hurdles
The establishment of a restaurant is a capital intensive business. A restaurant starts earning 

profit only after the passage of time when foot fall increases. It happens with positive word of 
mouth, which takes time. Due to this running a restaurant during the initial stages requires a high 
working capital. Vikas has exhausted his savings in opening the restaurants. He had resigned from 
his job as well. With no other source of capital, he started finding it difficult to run the restaurants. 
Restaurants by that time had entered into growth stage, people were appreciating the offerings 
of the restaurants and it was being talked about in the town. To keep the restaurants going and 
meeting the growing demand was crucial for the sustainability of the restaurants. Managing the 
running cost was becoming really hard for him. Under such tight conditions he decided to get 
back to job to meet the running expenses of the restaurants. He got a very good opportunity as 
he was offered the position of senior territory manager with Reliance Life Insurance. He got the 
posting at Ahemadabad which meant that he would have to leave Surat. He decided to join the job 
and leave the restaurants under the supervision of a hired manager. He left for Ahmedabad, the 
managers hired by him were not able to handle the operations as meticulously as him. He  too was 
not able to devote sufficient time to his business as the new job would not permit him to do so. 
Due to lack of proper management and control, he was compelled to close down the restaurants. It 
was a very painful decision for him.

Life in Ahemdabad
Vikas joined Reliance Life Insurance in Ahemdabad. He got married to his school days sweet 

heart Tanushree in 2008. Tanushree was a working woman and was employed with State Bank of 
India. He was doing very well in Reliance. He and his wife were enjoying life at Ahemdabad. He  
had befriended a number of people at Ahemdabad. He had cordial relations with his colleagues as 
well. Due to his friendliness and warmth, he was admired by one and all. He was very popular in 
his locality. His neighbor, Dr. Kashyap was particularly fond of him. Vikas had still not forgotten 
his passion for cooking; He would often invite his friends and treat them with his delicacies.
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 Dr. Kashyap would also be invited on such get together. He would often chat with 
Dr. Kashyap and tell him his intent to open a restaurant. He had also told him about his failed 
restaurants at Surat. One fine Sunday after having eaten the sandwiches prepared by Vikas, Dr 
Kashyap, jumped up with an idea. He suggested Vikas to open restaurant in Ahemdabad. Vikas 
told him about his tight pockets Dr, Kashyap, to his surprise offered Rs. 3 lakhs there and then 
without any security or paper work. He told him that if he would give up his corporate job and 
start a restaurant as his full time business nothing could stop him from being successful. The 
confidence entrusted by Dr. Kashyap rekindled the suppressed desire of Vikas. He  thought that 
if a person who barely knows him for 4-5 months is ready to invest Rs. 3 lakhs in his restaurant he 
must have found his preparations really good and unique. Opening a restaurant was his first love 
abegan to nd it began to reckon him with every passing day.      

Coming back to Lucknow
The trust, with which Dr.Kashyap was ready to invest Rs.3 lakhs in Vikas’ business, 

infused tremendous confidence in him. He  had barely spent a year in Gujrat at that time. 
He did not know many people in Gujarat. However back in his home town, Lucknow, he was 
having a good network of friends, relatives and acquaintances. One such person was Mr. S.N. 
Singh Yadav. Vikas respected Mr Yadav a lot and considered him his mentor and attributed his 
success to a large extent to him. Mr.Yadav was a renowned face in Lucknow. He had a number 
of businesses in Lucknow of which one was that of hotel. He owned a hotel in the name of 
Amanda, in the posh locality of  Gomtinagar in Lucknow. Vikas spoke to him about his desire 
to open a food chain in Lucknow. He also told him about the appreciation that he used to get 
for his dishes. He also mentioned the offer of Dr. Kashyap. Mr. S.N. Singh Yadav had always 
admired Vikas and his commitment to work.  As Mr S.N Singh Yadav himself was very successful 
entrepreneur, he had seen the qualities of an entrepreneur in him as well. He was quiet confident 
of his success therefore he decided to invest in his proposal. Thus Vikas got the first investor in his 
entrepreneurial venture.

Start of Business
Once Mr. Yadav gave his consent to Vikas, the next step was to formulate the strategy to 

launch the food chain in Lucknow. He was earning a very good salary in Reliance at that time. To 
give up such a well paid job and start as business from scratch was a tough decision to take. He 
was in dilemma. It took him months to make up his mind. Finally he decided to resign from his 
job. He was able to take this decision particularly because of his wife Tanushree who was working 
as deputy Manager with SBI. She was also earning a good salary. He  thought that since his wife 
is earning, he could take the risk of giving up the job and starting a business. He was having good 
backup and he was at ease that the household expenses would not suffer due to his decision. 

The idea of reverse franchising 
Vikas had a very rich experience in insurance sector. In insurance sector he had gained 

expertise in convincing people to invest money in order to secure themselves from anticipated 
risks or untoward incidents. Salespeople would convince people to buy insurance policies by 
instilling a feeling of fear in them. They showed them a picture of the future where things might 
not be as favorable as they presently were. This created a panic in their hearts. They, in order to 
secure themselves, bought insurance policy. Vikas thought that if people buy policies to avoid 
unfavorable circumstances in future. They are equally likely to buy a proposal which may open 
for them plethora of opportunities in future. A plan which would ensure regular income without 
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much involvement or hassle, would definitely click with people who have entrepreneurial bent 
or who wish to give up job and have easy-going life in later stages. This thought gave rise to a 
new concept which we may call REVERSE FRANCHISING. The fast food industry is a franchisee 
driven industry. All famous fast food joints in India and abroad have been successful following 
the route of franchising. The owner starts a business, establish it as a strong brand and having 
successful in that he start inviting the franchisees to buy the rights to replicate the business 
model in return of the  agreed royalty. This modus operandii makes it a capital intensive business 
because it takes a lot of time and investment to establish a brand in an industry which is highly 
competitive. Vikas thought of a business model where he would not open a restaurant of his own 
but would rather invite franchisees right from the beginning. He would motivate them to invest 
in his idea even without having anything in actual to show them. He would offer people to buy 
his concept without owning a brick and mortar restaurant. He named his concept of quick service 
restaurant, Honeycomb.

Starting Business in Lucknow
Vikas started the market survey of Lucknow. He tried to identify potential candidates who 

might be interested in his concept. As Vikas was not very cash rich at that time he did not spent 
much on marketing. Instead he appointed a sales team to sell the concept. The sales team would, 
at random, call affluent people belonging to various localities of Lucknow. They would randomly 
pick up telephone numbers available in the directory of various posh localities of Lucknow. 
They would tell people in nutshell about the proposal and would invite them for a meeting at 
hotel Amanda on a particular day and time. In such meetings, Vikas would present his concept 
and would try to convince people of the immense opportunity before them. As he was having a 
very rich experience in sales, convincing people had always been his forte. The sales team would 
distribute pamphlets door to door. They also marketed the concept through awareness campaigns 
at various malls and multiplexes. Seminars and meetings were organized in clubs and societies of 
posh localities and apartments of Lucknow. The concept was getting noticed in the city and the 
buzz was built up.

Vikas was making all possible efforts to make his venture a big success. As he was having a 
number of friends in various cities where he resided at various points of time, he communicated 
with them through facebook. He used to upload all his achievements, big or small on facebook. 
His moves were closely being watched by one Mr. Manoj Patel in Ahemdabad. Mr. Patel was also 
working with Reliance, where Vikas used to work. Although, they were in the same organization, 
they never met in Ahemdabad. It was when he left Ahemdabad and started his own venture in 
Lucknow, Manoj befriended him through Facebook. Manoj Patel belonged to a business oriented 
family. Although he opted for a corporate job, his genetic trait always pestered him to start a 
business of his own. Manoj became aware of Vikas’ concept of HoneyComb through facebook and 
showed his interest in it. Manoj came to Lucknow on Vikas’ invitation. Vikas explained him his 
idea and concept. Manoj was impressed by the concept to an extent that he decided to invest in 
the venture. Vikas got one more investor in his business. The sales team was doing their work 
with full zeal. Their hard work and dedication was answered when the first outlet of HoneyComb 
was inaugurated in Riverside Mall. This outlet of Honeycomb was opened as a live kitchen for Big 
Bazaar wherein Big Bazaar would provide the infrastructural support to Honeycomb while staff 
and raw material would be managed by Honeycomb. As far as revenue sharing was concerned 
Honeycomb would pay Big Bazaar Rs. 50,000 per month or 20 percent of the monthly billing, 
whichever is higher.
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The ball got rolling

Formats
Honeycomb operates in three formats viz. Eatery, Express, and Paddle Trolleys. An Eatery 

would be like a restaurant with space sufficient enough to accommodate at least 5 tables and proper 
seating arrangement. An Eatery could be started with an investment of Rs. 9 lacs. The investor would 
have to provide the space for the Eatery and Honeycomb would take care of proper ambience, décor, 
air-conditioning etc. There are 9 Eateries operational in Lucknow. An Express would be like a take-
away counter where people would not be provided with seating arrangement. An Express could be 
started with an investment of Rs. 7 lacs. The investor would have to provide space for the counter. 
The maintenance of the counter would be looked after by the investor only. There are 5 Express 
operational in Lucknow.  The third format, paddled trolley is the one which could be started with an 
investment of 2.5 lacs. The honeycomb would provide a paddled trolley which would carry various 
eatables and sell them across the city. Honeycomb would provide the salesman for the trolley as 
well. This format is yet to start in Lucknow. (see exihibit 4)

Revenue Sharing
Vikas formulated two plans for revenue sharing. He called them Plan A and Plan B. In plan 

A the franchisee would get 10% of the billing per month or 12% of the investment per annum. 
The recurring expenses like electricity bill, rent of the space, salary of the employees etc. would 
be borne by Honeycomb. In Plan B the franchisee would get 25% of the billing but all recurring 
expenses would be borne by the franchisee owner only. All the outlets running in Lucknow are 
under Plan A. The 5 outlets of Honeycomb in the city of Barailley are under Plan B.

Workforce
Vikas has got a team of dedicated sales staff and administrative staff who reports to him. 

The organization structure of Honeycomb is a flat one, where Vikas leads the team as chief sales 
officer, and is assisted by Branch Manager, Managing Partner, Senior Business Development 
Manager, Business Development Manager, Sales Manager, Telesales, Operations Manager, 
Administration Manager and outlet Manager.

The compensation reward system in Honeycomb is performance based wherein the promised 
salary would be given if the desired target is achieved, however if the target achieved fall short of the 
target set, salary would be in calculated accordingly. The salary structure of Honeycomb is as follows:

Title Salary (per month)

Branch Manager 31k - 45k

Managing Partner 25k - 30k

Senior Business Development Manager 19k - 24k

Business Development Manager 13k - 23k

Sales Manager 8k - 12k

Telesales 6k - 12k

Operation Manager 15k Per 7 Outlets

Administration Manager 15k Per 5 Branches

Outlet Manager 7k on Per 5k Billing
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The salary structure is subjected to following terms and conditions:

• Incentives may be given on surpassing the target; the incentive would be in accordance with the 
sales made over and above the target.

• In order to avail full salary one must fulfill the target at least up to 80 percent. No incentive 
would be given in this case.

• If even 80% of the target is not achieved then salary would be proportional to the sales made.
• If a branch manager achieve 100% target for 6 months in a row he qualifies for partnership in the 

company’s profit of the States/ Branches under him apart from the regular incentive and salary.

Operation
Honeycomb prepares all its offerings in a centralized kitchen and dispatch them to the outlets 

located in various parts of the city. As Vikas monitor the preparation himself, quality of food is 
maintained. Moreover computer software manages the operation to a large extent as the recipe of 
various preparations  along with the quantity of various ingredients is fed in computer software 
in form of an algorithm. The computer software manages and monitors it. The operation starts at 
5:00 a.m. in the morning. By 9:00 o’clock the van is loaded to dispatch the eatables to the outlets. 
The eatables dispatched are sufficient enough to take care of the day’s demand. The demand 
forecasting too is done through computer software depending upon the previous demands.  The 
stock of various outlets is monitored and replenished at 12 noon, if required. The eatables are 
supplied to the outlets in semi-finished state and assembled at the outlets on being ordered. For 
example bread, stuffing and the sauces are sent separately to the outlets, where the salesperson 
prepares the sandwich by putting them together and grilling it in electric sandwich maker. The 
chefs and the salespersons are hired and trained by Honeycomb.

Target Customer 
Honeycomb is particularly targeted towards young professionals who are on the move for 

the major part of the day. Teenagers and school going children also forms one of the frequent 
visitors to the restaurant. Multiplex goers and shoppers is another segment which brings in a lot 
of business to Honeycomb.  A substantial chunk of Honeycomb customers belong to the age group 
of 16-35 years and are dependents or in the bachelorhood stage of their life cycle. This group is 
characterized by its propensity to seek value. Therefore pricing becomes one of the major concerns 
for Honeycomb. The group belongs to the educated and well- mannered families, hence hygiene 
and sophistication is sought for. At the same time, the group is exposed to international brands 
like McDonald’s, KFC, Pizza Hut etc., they seek similar experience in Honeycomb as well. They 
tend to compare the two, consciously or unconsciously. The group is very particular about its 
self image, as such; Honeycomb too has to live up to the image of cool and flamboyant youth of 
today. The younger generation tend to experiment with new ideas, therefore, in order to keep the 
customers involved and motivated, Honeycomb have to renovate its offerings from time to time.

Location
Based on the demographic details of the target audience, the most favored location for 

Honeycomb would be places frequented by youngsters. Since quick service restaurant, QSRs, falls 
under the category of high impulse products, availability and affordability are the prime factors. 
Malls, shopping centers and multiplexes are the ideal locations for the QSRs as the high footfalls of 
one ensure the high volume of business of the other. School and college canteens are also the much 
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coveted location for QSR. Young professionals who are constantly on the move prefer to have 
their meals in QSR. As, such, corporate hubs are also profitable location for QSR. Honeycomb has 
successfully located its various outlets across Lucknow, keeping in mind the mentioned factors. 
(see exihibit 5)

Product
Since HoneyComb is a quick service restaurant the menu offered is simple and easy to 

prepare. As the biggest chunk of customer base is that of the youngsters, the food offered is 
more suited to their taste buds.  The most popular item of the restaurant is grilled sandwiches. 
The other most demanded products are frankies, samosas, patties and burgers. In desserts, 
honeycomb offers ice-creams and pastries only. In beverages they have mocktails, shakes and 
coffee. Vikas wanted to establish HoneyComb as a fast food joint offering hygienic and economical 
food. As such special care is taken to ensure cleanliness and hygiene. Most of the items are very 
economically priced. The price ranges from Rs. 10 to Rs. 50. Vikas aims to develop quality with 
affordability as a unique selling preposition for HoneyComb. The menu offered may vary from 
outlet to outlet depending upon the location of the outlet. (see exhibit 6)

Price
As Vikas aims to establish Honeycomb as an affordable brand, comparative pricing is 

followed. The prevailing price of the various offerings in the market is surveyed and the prices 
of similar offerings of Honeycomb are kept lower than that. The profit margins are kept low for 
the items which are easy to prepare and enjoys high supply in the market. However, that item 
which involves expertise and is not readily available in the market enjoys high profit margins. 
Honeycomb also follows bundled pricing wherein different items are bundled together and sold 
at a price lower than the individual prices of the various items summed together. They are sold as 
what is popularly known as combo offers. 

Promotion
Honeycomb does not invest much in marketing. It relies mainly on word of mouth publicity. 

Vikas also emphasizes on opening the outlets on appropriate locations where people do not have 
much options available for affordable and hygienic food. Honeycomb comes up with various 
offers from time to time. For example during the month of August 2013, Honeycomb celebrated 
the 66th year of independence through Rs. 66 offer, wherein a customer was offered Rs. 40 combo 
free if his order was of Rs. 66 or more.  Vikas wish to establish Honeycomb as a brand with 
affordability and hygiene as its core identity.

Opportunities and Challenges 
Things seem to be in favor of Honeycomb as the name is gaining popularity in Lucknow 

especially among office going youngsters and students. Honeycomb seems to have touched the 
right chords of their target customers as its offerings satisfy their taste buds. The youngsters prefer 
Honeycomb not only for its good food but also for its affordable pricing. However as Honeycomb 
is new it would have to fulfill its promise consistently in order to establish itself as a reliable 
brand.  The key issues that continue to pose a challenge include high real estate costs, rising food 
costs and shortage of quality manpower. Lack of infrastructure and high commodity prices are 
hitting the margins.  Infrastructure bottlenecks such as electricity supply and water are also the 
areas of concern.
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Besides it, a very high investment is required to start the business.  Profitability comes only 
after few months or sometimes even few years of start, so a high running cost  is involved. It is 
very difficult to hire skilled staff as there is shortage of skilled manpower. Since the demand for 
quality labour is high, cost of labour is lso very expensive. As such unskilled labour is hired and 
trained. However, once trained the workforce tends to leave the job for better opportunities. Hence 
retention of staff is another huge hurdle. With various big brands like Mc’ Donald’s, Starbucks, 
KFC, etc. coming in, it has become very difficult for small quick service restaurants to match their 
level in terms of offerings and experience. (see exhibit 7 for SWOT of Honeycomb) 

Future Plans
A report by National Restaurant Association of India (NRAI) and Technopak reveals that 

the size of the food services market in India is estimated at $48 billion in 2013. This is projected 
to grow at a CAGR of 11 per cent over the next five years to reach $78 billion by 2018. The food 
services industry is set to grow for many years to come, given the rising disposable incomes, a 
greater population of younger people, the growth of consumers in smaller towns and the 
widening exposure to new cultures and cuisines besides an increased propensity of eating 
outside the home. Honeycomb with affordability as its brand promise definitely has a bright 
future. Besides the present offerings Vikas intends to start Tiffin service as well. In the meantime, 
Honeycomb continues to weave the web in Lucknow and other cities. Though time alone would 
reveal the future of Honeycomb, making calculated moves can definitely work in its favor. In 
order to succeed in the business, the following points may be suggested to Honeycomb:

CONSISTENCY: Honeycomb must deliver its promises consistently in order to establish 
credibility in the market.

POSITIONING: As hygienic and tasty food at affordable price is how Honeycomb has 
positioned itself in the market, it should adhere to it in all respects.

EMPLOYEE RETENTION: Since employee retention is ne of the major concerns of the food 
industry, Honeycomb should strive for employee retention through employee satisfaction.

INVEST IN BUSINESS: Honeycomb should keep on investing in business for better prospects. 
It should keep on updating infrastructure and spend on training and development of employees.

CUSTOMER FEEDBACK: In fast food industry, understanding the pulse of customers holds 
the key. Therefore in order to understand they better, customer feedback should be taken and 
needs and preferences of the customers should be incorporated in the menu. 

CUSTOMER CONNECT: Youngsters for the bulk of Honeycomb’s target customers, they 
should be given utmost importance. No stone should remain unturned in order to connect with 
them. Honeycomb should make its presence felt on various social media sites popular amongst 
youngsters.
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Exihibit 5: Strategic Location of Outlets

Outlet Characteristic of fre-
quent customers

Strategic location

Riverside Mall Young people, small 
families with young 
children

Located in Big Bazaar where 
middle class families often 
shops.

Sardar Patel Dental College Students Situated within the premises 
of a dental college

Sikandar Bagh Crossing Young people, office 
workers

Situated close to idea office 
and  a bank.

Munshipulia Young people Bus stops and college goers 
commute through this route.

Kanpur road Young people Bus stops and college goers 
commute through this route.
many instituitions located on 
this route.

Ashiyana  Crossing Young people, small 
families.

Many residential apartmants 
and colonies in vicinity.

Exihibit 6: Offerings of Honeycomb

MENU

• Jumbo Grill Sandwiches (Aloo , Paneer , Sweetcorn , Mushroom , Chicken)  

• Soda Moctails (Jeera Masala , Cola , Pudina Masala , Green Apple , Mango , Pineapple) 

• Natural Ice cream( Meetha Pan , Butter Scotch , Strawberry , Chocolate)

• Natural Shakes (Meetha Pan , Cheeku , Pineapple , Mango)

• Burgers (Veg Burger , Chicken Burger)  
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• Instant Indian (Chole Bhature , Puri Bhaji , Fancy Dosa  , Idli Sambhar , Wada Sambhar 
Wada Pav , Samosa , Fries) 

• Chinese ( Veg Noodles / Fried Rice (Schzewan),Veg Manchurian , Chicken Manchurian , 
Honey Chili Potato, Honey Chili Chicken)

Exhibit 7: SWOT ANALYSIS

Strength

  Growing popularity 

  Matching the taste buds of youngsters

  Affordable pricing

Weakness

   A new brand

  Lack of experience

  Lack of skilled workforce

  Difficulty in employee retention

Opportunity

  The concept of eating out is gaining   
    momentum

  Rising disposable income

  Increase in nuclear families

  Increase of women in workforce

Threat

  Competition from giants like Pizza  
    Hut, KFC, Mc’Donalds etc

  Competition from local vendors  
    and street food.

  Rising prices due to inflation and  
    increase in service tax.

Teaching Notes
Overview

Honey comb was started by Vikas Rawat in 2001 in Lucknow. It expanded very fast and 
opened five outlets within few years. Having born in 1982 Vikas belongs to the middle income, 
service-based family. Vikas used to experiment in kitchen since his childhood as both of his 
parents were working. So what started as a necessity transformed into hobby and became 
profession, years later.

Vikas got well paid job in the insurance sector in Gujrat. Vikas was attaining one success 
after the other in his profession. However, the routine job of the corporate was not giving him 
enough satisfaction. His desire to do something challenging and exciting was still unfulfilled. 
He wanted to do something on his own, where he could execute all his ideas and plans without 
any intervention from anybody.  Cooking has always been a passion for Vikas. Vikas thought of 
entering the business of restaurant.  Vikas opened a restaurant in Surat with a small amount of 
savings that he had managed to save. The restaurant started becoming popular in the locality. The 
earnings from the restaurant ranged between Rs. 40,000 to Rs. 70,000 per month. The success of his 
restaurant boosted Vikas’ morale and he thought of opening another restaurant as well. Running 
a business and continuing his job as well was becoming difficult for Vikas, day by day.   It was 
difficult for Vikas to continue with both. The growing income from the restaurants and continuing 
difficulty in running business and job simultaneously, prompted Vikas to forgo one in favor of the 
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other. After much deliberation Vikas gave up his job and decided to run restaurants as his full time 
business.

The establishment of a restaurant is a capital intensive business. Vikas has exhausted his 
savings in opening the restaurants. He had resigned from his job as well. With no other source of 
capital, Vikas started finding it difficult to run the restaurants. Vikas decided to get back to job to 
meet the running expenses of the restaurants. He got the job at Ahemadabad which meant that 
he would have to leave Surat. Vikas decided to join the job and leave the restaurants under the 
supervision of a hired manager. This proved to be a wrong decision and Vikas was compelled to 
close down the restaurants.

In Ahemdabad Vikas use to treat his friends with his recipes They liked them a lot. One 
such friend Dr. Kashyap suggested Vikas to open a restaurant. This rekindled in Vikas’ heart the 
suppressed desire of owning a food chain. However this time he thought of opening the restaurant 
in his hometown, Lucknow where he would get more support in all aspects.  Vikas discussed the 
idea with his mentor Mr. S.N.Yadav, who readily accepted to invest in his plans. a new concept 
which we may call REVERSE FRANCHISING. The fast food industry is a franchisee driven 
industry. The owner starts a business, establish it as a strong brand and having successful in that 
he start inviting the franchisee to buy the rights to replicate the business model in return of the  
agreed royalty. This modus operandii makes it a capital intensive business because it takes a lot of 
time and investment to establish a brand in a industry which is highly competitive. Vikas thought 
of a business model where he would not open a restaurant of his own but would rather invite 
franchisee right from the beginning. He would offer people to buy his concept without owning a 
brick and mortar restaurant. He named his concept of quick service restaurant, Honeycomb.

With the right product, positioning, and pricing Honeycomb attracted many investors. In 
Lucknow, Honeycomb opened many outlets under various formats. Honeycomb is expanding its 
business in Barailley as well. With an investor from Gujrat Vikas opened an outlet in Ahemdabad 
as well. Thus Honeycomb continues to weave its web.

Learning Objectives
The case aims to: 

• Make reader understand the intricacies of starting a new business and the difficulties 
which one faces in starting a business from scratch. 

• Motivate young entrepreneurs and students to dare to convert their dreams into reality.  
Make them realize that a positive attitude and passion for work can overcome all hurdles.

• Highlight the importance of proper planning and management techniques in running a 
business.

• Intended Courses/ Subjects:

• The case is specially suited for the courses of entrepreneurship, start-ups, business 
strategy and marketing. 

• People involved in family businesses can also gather information from it. It can be useful 
for the budding entrepreneurs as well.
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Research Methods
The case study was developed after interviewing Mr. Vikas Rawat for a number of times. 

The various people who helped Vikas were also met and interviewed for collecting the relevant 
information. Sometimes, during the course of writing the case study the doubts were cleared 
over telephonic conversation with Mr. Vikas Rawat. The writer visited the eateries of Honeycomb 
located at various places in Lucknow to observe them and get firsthand information about them. 

Teaching Plan:
The case should be distributed a day prior to the class room discussion.

The case should be analyzed individually (30 minutes)

General discussion with the instructor( 30 minutes)

Every student should be encouraged to give his view. He may also share the entrepreneurial 
dream that he might have. (60 minutes)

Student may develop a step by step flowchart to start a entrepreneurial venture(10 minutes)

Literature Overview
The case mainly focuses of transformation of a hobby and passion of a person into a successful 

entrepreneurial venture. One such eminent entrepreneur is the queen of herbal beauty products; 
Ms. Shahnaaz Hussain. Citing such examples students can be motivated to pursue their hobby 
as their profession. The case tells the story of a young entrepreneur, Vikas Rawat, who started 
a business of quick service restaurant. The various hurdles that he faced and the experiences 
that he had during the course of his journey are unfurled as one go through the case. The case 
highlights the traits necessary to be a successful entrepreneur.  As suggested by Robert P. Vecchio 
entrepreneurship needs to be defined with reference to a setting or context (e.g., start-up firms) 
and in terms of actions taken by an individual within such a specific setting. These actions fall 
under two broad headings: attempts at influencing others and exploiting opportunities. Efforts 
to influence others and gain advantage from opportunities can be justifiably aligned with the 
established areas of leadership and interpersonal influence. The case points out the importance of 
leadership skills and interpersonal skills in the success of an entrepreneur. The warm and lively 
personality of Vikas helped him in liaisoning and relationship building.

Vikas was having a well paid job, still he was not getting enough job satisfaction. He yearned 
to pursue a career where he could take decisions on his own without any bottleneck. This dream 
would have remained unfulfilled, if Vikas would have continued with his corporate job. As with 
need for achievement, need for autonomy has often been assumed to be related to entrepreneurial 
motivation. Definable as the desire to be independent and self-directing (Harrell & Alpert, 1979; 
McClelland, 1975), need for autonomy has been offered as (a) an underlying motive for why some 
MBA students may be interested in working for smaller firms (Harrell & Alpert, 1979, p. 260) and 
(b) a predictor of the successful ‘‘fit’’ of an individual with an entrepreneurial position (Harrell 
& Alpert, 1979, p. 264). These arguments are based on the premise that larger firms suppress 
personal freedom and the potential for entrepreneurial initiative. 

In two best-selling books (The Millionaire Next Door, Stanley & Danko, 1996; The

Millionaire Mind, Stanley, 2000), Thomas Stanley reported survey results for individuals who 
were unquestionably wealthy (i.e., with an average household net worth of $9.2 million). High 
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on the list of self-reported success factors were being well-disciplined and having a supportive 
spouse. This fact is reflected in the case as well. Vikas, on being interviewed, told the author that 
it was easier for him to give up his job and on his business idea, because he was assured that his 
better half, Tanushree, who was working as a deputy manager with State Bank of India would 
support the household expenses.

The importance of opportunity recognition and out of the box thinking is highlighted as 
the case discusses the novel concept of Reverse Franchising coined by Vikas.  Vikas understood 
the unfulfilled needs of the customer and provided solution to his requirements. The qualities 
required to be a successful entrepreneur, being passionate and ready to take risk, being the two 
most important traits are quite visible throughout the case. As stressed by many researchers, the 
propensity to take risk is one of the important traits of a successful entrepreneur. Although Palich 
and Bagby did not find evidence that entrepreneurial ‘‘types’’ were more predisposed to take 
risks than non-entrepreneurs, they did report that entrepreneurial types categorized equivocal 
business scenarios more positively than non-entrepreneurial individuals. This finding suggests 
that the entrepreneurially inclined may tend to view some situations as opportunities, when 
others perceive similar circumstances as having low potential. On reflection, this interpretation 
seems somewhat closer to an alternative dimension of optimism or confidence (Cooper, Woo, 
& Dunkelberg, 1988). Also, this result is not particularly surprising, as findings from lab studies 
indicate that individuals who are led to believe they are highly competent at decision-making 
perceive greater opportunities in a risky choice situation and take more risks. Those who believe 
they are less competent see greater threats and take fewer risks (Krueger & Dickson, 1994). While 
reflecting upon the question whether Vikas did the right thing by resigning from a well paid job 
and taking a plunge into uncertain waters, students would be able to analyze their readiness to 
take risk.

While discussing the many hurdles that Vikas faced and how he overcame them, the students 
would understand the fact that establishing a business is not as simple as it seems on paper. At the 
same time students would also realize that chances of success of business would be higher if one 
is well equipped with right set of knowledge and skills. Although training and development has 
a long and relatively well-accepted tradition in the developed nations for imparting supervisory 
and managerial training and development , entrepreneurial training and development is less 
clearly defined notion. David McClelland’s early efforts at raising achievement motivation 
notwithstanding (Durand, 1975; McClelland, 1965), the most prevalent and implicitly popular 
perspective is probably that entrepreneurs are ‘‘born, not made.’’ Due to this preconceived 
notion, the budding entrepreneurs do not seek professional help and guidance. In absence of 
proper mentoring many business ideas which start with a lot of aspirations, collapse on meeting 
unfavorable conditions. Importance of studying practical techniques such as developing a 
business plan and securing venture capital could be explained to young entrepreneurs.

Professional trainers may develop training program and modules for entrepreneurs. 
As suggested by Baron (2000a), a social skills training emphasis for entrepreneurs should 
include giving feedback on current social skills (e.g., by creating videotapes, with critiques, of 
interactions with others) and training in active rehearsal techniques (e.g., on public speaking and 
interviewing). Additionally, the effectiveness of entrepreneurial training may be enhanced by 
incorporating techniques from the domain of assessment centers. For example, techniques such as 
in-depth interviews, decision-making exercises (such as modified in baskets that reveal decision-
making style), test batteries, role-plays (that reveal interpersonal tendencies), and situational 
tests (that can reveal preferred responses to stress), can be employed to assess an individual’s 
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strengths and weaknesses, and to suggest areas where a person needs counseling and greater skill 
development.

One of the major sources of capital for today’s entrepreneurs is Venture Capital. Venture 
capital (VC) is financial capital provided to early-stage, high-potential, high risk, growth startup 
companies. Venture Capitalists also take a role in managing entrepreneurial companies at an 
early stage, thus adding skills as well as capital, thereby differentiating VC from buy-out private 
equity, which typically invest in companies with proven revenue, and thereby potentially realizing 
much higher rates of returns. Inherent in realizing abnormally high rates of returns is the risk 
of losing all of one’s investment in a given startup company. As a consequence, most venture 
capital investments are done in a pool format, where several investors combine their investments 
into one large fund that invests in many different startup companies. By investing in the pool 
format, the investors are spreading out their risk to many different investments versus taking 
the chance of putting all of their money in one start up firm. Venture capitalists are typically 
very selective in deciding what to invest in; as a rule of thumb, a fund may invest in one in four 
hundred opportunities presented to it, looking for the extremely rare, yet sought after, qualities, 
such as innovative technology, potential for rapid growth, a well-developed business model, and 
an impressive management team. Of these qualities, funds are most interested in ventures with 
exceptionally high growth potential, as only such opportunities are likely capable of providing the 
financial returns and successful exit event within the required timeframe (typically 3–7 years) that 
venture capitalists expect.

An entrepreneur prescribes the following points to attract venture capital:

1. Lay out the concept in a couple of sentences.

2. Show that the market opportunity is big: the specific market segment that you will    
address.

3. Show evidence of traction with customers. The biggest risk point in early stage venture is 
whether the dogs will eat the dog food.

4. Explain why revenue will grow fast: What is causing this market to blossom now?

5. Describe the competition and explain why you win. Don’t overlook competitors; that 
damages credibility.

6. Introduce the team. They need to be smart, passionate, and winners, with enough 
experience to be credible. Someone needs to understand the market.

7. Explain the business model: how you make money.

8. Quantify the capital required: to get into the market, and to finance growth. Many 
investors prefer capital-efficient companies.

9. Describe the exit opportunities and potential valuation. Multiple financially-capable and 
motivated potential acquirers is very helpful.

While formulating the answer to the fourth question, students would be able to analyze the 
strength and weaknesses of the entrepreneurial venture and it would help them to present their 
business idea to venture capitalists in a better way.
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Questions
1. What are the traits necessary for a successful entrepreneur?

2. Can we say that Vikas did the right thing by quitting his well paid job and starting                                
a business of his own? Justify your answer.

3. What were the main hurdles that Vikas faced and how he overcame them? 

4. Will the concept of Honeycomb survive or will it loose its sheen in days to come?                     
Substantiate your answer with facts and figures.
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