
IJPHARMDART  e-ISSN: 3139-1117  

  Volume 2 (6); June-2026 

International Journal of Progressive Human Advancement, Research, and Multidisciplinary Development in Applied Research & Technology 
1 
 

 

Case Study: MDH- A Century of Spice, Trust,  

and Strategic Resilience 
1Dr. Sapna Sharma, Professor, SSIPMT, Raipur 

2Dr. Dipti Baghel, Assistant Professor, Dr. K.C. Baghel Govt PG College, Bhilai 

3Ms. Malvika Tiwari, Research Scholar (Management), SSIPMT, Raipur 

4Ms. Shilpa Kumari Rajak, Research Scholar (Management), SSIPMT, Raipur 

………………………………………………………………………………………………………………………… 

------------------------------------------------------------------------------------------------------------------------------------------ 
 

ABSTRACT:  

The purpose of this case study is to serve as an educational tool for students and 

professionals to learn from MDH's successful business model, its unique approach to brand 

management, and the complexities of balancing heritage with innovation in a dynamic 

consumer market. 

The objective of this case is to analyze the key factors contributing to MDH's century-long 

success, including its brand building, marketing strategies, supply chain management, and 

philanthropic initiatives, while also identifying the challenges it faces in adapting to 

modern market dynamics. The case study follows a narrative and analytical framework, 

detailing MDH's historical journey, highlighting its core strengths (global reach, 

infrastructure, values, popular products, marketing, and philanthropy), and outlining 

current challenges related to innovation and market expansion. Readers should gain a 

comprehensive understanding of how a traditional Indian FMCG brand built and sustained 

its market leadership, the strategic elements that define its brand identity, and the 

considerations for its future growth and adaptation. 

 

KEYWORDS:  

MDH, Spice Industry, Brand Building, Traditional Marketing, Philanthropy, FMCG. 

   
 

  



IJPHARMDART  e-ISSN: 3139-1117  

  Volume 2 (6); June-2026 

International Journal of Progressive Human Advancement, Research, and Multidisciplinary Development in Applied Research & Technology 
2 
 

INTRODUCTION AND BACKGROUND 

The narrative of Mahashian Di Hatti (MDH) Masala is a benchmark study in entrepreneurial 

resilience, consumer trust, and traditional brand building. Mahashian Di Hatti (MDH) 

Masala, founded in 1919 by Shri Chunni Lal Gulati, represents a compelling "rags-to-riches" 

narrative in India's Fast-Moving Consumer Goods (FMCG) sector. Formally established in 

1959 by Dharampal Gulati, MDH rapidly evolved from a local spice shop into a globally 

recognized brand, exporting to approximately 100 countries (Case Study Text, n.d.). Its 

iconic jingle, "Asli Masale Sach M-D-H," cemented its identity and influenced consumer 

behavior, distinguishing it in a competitive market. Dharampal Gulati, affectionately known 

as 'MDH Uncle,' was not only a business stalwart—ranking among India's highest-paid 

FMCG CEOs in 2017—but also a notable philanthropist, establishing hospitals and schools, 

earning him the Padma Bhushan in 2019 (Case Study Text, n.d.). This case study explores 

MDH's enduring success, rooted in its commitment to quality, strategic marketing, and 

significant social contributions. 

FROM RAGS TO RICHES: THE JOURNEY OF A SPICE KING 

Founded originally in 1919 by Shri Chunni Lal Gulati in Sialkot (now Pakistan), the 

company began as a modest retail shop known locally as "Deggi Mirch Wale. he brutal 1947 

Partition forced the family to leave their established roots behind. Though Shri Chunni Lal 

Gulati laid the foundation for MDH, but it was his son, Dharampal Gulati, who formally 

established the manufacturing unit in New Delhi's Kirti Nagar in 1959, propelling the brand 

to national and then international prominence. What began as a small venture grew into a 

household name, driven by the memorable jingle "Asli Masale Sach Sach M-D-H... MDH," 

a jingle that became synonymous with authentic taste and influenced countless other brands 

to adopt similar sonic branding strategies. 

Dharampal Gulati, even at an advanced age, remained actively involved in the company's 

operations, a testament to his passion and hands-on approach. His dedication was reflected 

in MDH's success, making him one of India's most generously compensated FMCG firm 

CEOs in 2017. Beyond his business acumen, Gulati was a profound philanthropist, 

establishing eye hospitals and numerous schools across India. His contributions to society 

were formally recognized in 2019 with the Padma Bhushan, India's third-highest civilian 

award. Even amidst the challenges of the pandemic, his generosity shone through, as he 

donated 7500 PPE units to the Delhi CM Relief Fund. 
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THE PILLARS OF A STRONG BRAND: QUALITY, REACH, AND LEGACY 

MDH has grown to command a strong footprint in the Indian branded spice market, 

capturing a 12% market share as India’s second-largest spice manufacturer behind Everest 

Spices. The brand’s enduring competitive edge relies on fundamental pillars. MDH's 

enduring strength lies in several key ingredients: 

• Global Footprint and Product Diversification: With offices in Dubai and London, MDH 

exports to approximately 100 countries, offering a diverse portfolio of 62 unique products 

available in over 150 packages. This extensive reach caters to the varied culinary needs of 

consumers worldwide. The brand continuously innovates, introducing new spice blends to 

meet evolving tastes. ales are anchored heavily by three flagship blended variants—Deggi 

Mirch, Chat Masala, and Chana Masala—which collectively move roughly 3 crore (30 

million) packets every month. 

• State-of-the-Art Infrastructure: To meet the growing demand, MDH operates five 

advanced processing plants. Their commitment to quality extends to their supply chain, 

involving contract farming and sourcing spices from diverse regions like Karnataka, 

Rajasthan, Afghanistan, and Iran. Beyond spices, MDH's robust infrastructure also includes 

one of Asia's largest Wheat Flour Manufacturing Plants, demonstrating their operational 

capabilities. Grinding is handled by high-volume automated plants processing up to 30 

tonnes of packaged spice daily.  

• Unwavering Focus on Core Values: Dharampal Gulati attributed the company's success to 

three fundamental principles: sincere work, quality products, and affordable prices. This 

ethos, coupled with his routine visits to factories and markets, ensured that operations ran 

smoothly and product quality remained paramount. 

• Popular Product Portfolio: While offering a wide range of spices, MDH's sales are 

significantly driven by three flagship variants. Other popular products include Sambar 

Masala, Kitchen King, Chunky Chaat Masala, Garam Masala, and Chicken Masala. The 

brand has also diversified into incense sticks, Ayurvedic tooth powder, and havan samagri. 

• Strategic Marketing and Brand Recall: MDH has cultivated immense brand recall, largely 

due to its consistent marketing efforts. Their "Pull Strategy" emphasizes TV advertisements, 

a cornerstone of their communication since 1984. The brand consciously maintains a 

"traditional" vibe in its communication, reinforcing its authenticity. While primarily known 
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for its TV commercials, MDH has also embraced digital platforms, utilizing social media 

(Facebook, Instagram, and YouTube) to engage with a wider audience and launch new 

campaigns. The ubiquitous presence of Dharampal Gulati himself in advertisements has 

further cemented the brand's image in the public consciousness. 

• Philanthropic Integration: MDH's consistent involvement in charitable and social causes, 

notably through the Mahashay Chuni Lal Trust, has fostered a strong sense of community 

and trust among consumers. Their efforts in establishing hospitals and schools resonate 

deeply with their brand mission of contributing to culture and society. 

CHALLENGES AND THE PATH FORWARD 

Despite its immense success and established brand identity, MDH faces the ongoing 

challenge of balancing its cherished traditional values with the need for innovation, 

particularly in packaging. The challenge involves: 

• Maintaining Positioning: Redesigning packaging while not impeding its 

established positioning statement. 

• Sustaining Existing Aesthetics: Redesigning packaging elements while retaining 

the familiar feel and aesthetics. 

• Expanding Target Audience: Focusing on targeting consumers in Tier 2 cities in 

addition to metro areas. 

• Communicating Heritage: Ensuring the brand continues to convey its heritage-

oriented values effectively. 

Despite decades of uninhibited market dominance, contemporary market dynamics present 

critical friction points for MDH: 

• Global Food Safety & Regulatory Turbulence: In early 2024, international food 

watchdogs in Hong Kong, Singapore, and the United States raised alarms over 

suspected elevated residues of ethylene oxide (a pesticide and carcinogen) in select 

spice shipments. This has triggered enhanced domestic scrutiny from Indian regulatory 

authorities, stressing the critical need to institute rigid Good Manufacturing Practices 

(GMP) and Hazard Analysis Critical Control Point (HACCP) monitoring across their 

agricultural channels 

• The Packaging Redesign Dilemma: Modern consumer segments demand modern 

visual aesthetics and functional features, such as sprinkler tops or eco-friendly zip-
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locks. MDH faces the complex task of altering its historical box visuals without losing 

the immense equity tied to its classic, heritage-oriented aesthetic.  

• Demographic and Regional Penetration Shifts: While commanding massive brand 

loyalty among older, traditional demographics in Northern and Central India, MDH 

exhibits historically low market penetration in South India. To remain sustainable, it 

must intentionally pivot its marketing and product development to appeal to younger, 

convenience-seeking millennial and Gen-Z cohorts who favor ready-to-cook meal kits 

and organic spice variations.  

As MDH navigates the future, its strong foundation of quality, trust, and a century-long 

legacy of authentic flavors position it to overcome these challenges. The brand's continued 

commitment to its core values, combined with a strategic approach to adapting to evolving 

consumer preferences and market dynamics, will ensure its continued success in the global 

spice market. In other words, we can say that by combining its robust foundational legacy 

of product purity and community trust with modern regulatory frameworks and digitized 

outreach strategies, the brand remains exceptionally well-positioned to maintain its 

leadership and continue defining the global palate for authentic Indian flavors. 

 

DISCUSSION QUESTIONS: 

1. How has MDH's commitment to quality and affordable pricing contributed to its 

long-standing success in a competitive market? 

2. In what ways does MDH's marketing strategy, particularly the use of its iconic 

jingle and the founder's presence in advertisements, exemplify effective brand recall 

and consumer engagement? 

3. Given the stated challenges of packaging redesign and expanding into Tier 2 cities, 

what specific strategies could MDH adopt to innovate while still preserving its 

traditional brand essence and reaching new consumer segments?  

4. Conduct a detailed SWOT analysis for MDH Masala based on the text. Focus 

specifically on how international regulatory constraints act as a threat to its domestic 

and export longevity. 
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TEACHING NOTES FOR EDUCATORS 

Case Study Objectives: 

• To analyze the key factors contributing to the longevity and success of a traditional 

Indian FMCG brand like MDH. 

• To understand the interplay between brand building, marketing strategies, supply 

chain management, and philanthropic initiatives in creating a strong brand identity. 

• To critically evaluate the challenges faced by established brands in adapting to 

changing market dynamics and consumer preferences. 

• To encourage students to think strategically about brand innovation while 

preserving core brand values. 

Target Audience: 

This case study is suitable for undergraduate and postgraduate students in: 

• Marketing Management 

• Brand Management 

• Strategic Management 

• Entrepreneurship 

• FMCG Marketing 

DISCUSSION GUIDANCE: 

• Question 1 (Quality and Pricing):  

o Prompt students to consider: How does MDH's focus on "Asli Masale" (authentic 

spices) tie into consumer trust? What is the significance of "affordable prices" in the 

Indian market context, especially for a mass-market product? Discuss the concept of 

value proposition. 

o Possible discussion points: Customer loyalty, repeat purchases, competitive 

advantage, accessibility, impact on market share. 

• Question 2 (Marketing Strategy):  

o Prompt students to consider: Why was the jingle so effective? What is the impact 

of a founder being the face of the brand (e.g., trust, authenticity, personal connection)? 
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How does this differ from celebrity endorsements? Discuss the "Pull Strategy" 

mentioned in the text. 

o Possible discussion points: Brand personality, emotional connection, memorability, 

differentiation, long-term brand recall versus short-term campaigns. 

• Question 3 (Challenges and Innovation):  

o Prompt students to consider: What are the risks of radically changing established 

packaging? How can MDH maintain its "traditional vibe" while appealing to a modern 

audience? What are the unique characteristics of Tier 2 city markets that MDH should 

consider in its strategy? 

o Possible discussion points: Brand extension, co-branding, digital marketing 

strategies for different segments, sustainable packaging, localized marketing, product 

line expansion beyond spices to leverage brand trust. 

o Encourage brainstorming: Students can propose specific packaging designs, digital 

campaign ideas, or distribution strategies for Tier 2 cities. 

Activities: 

• Group Discussion: Divide students into small groups to discuss the questions, 

followed by a class-wide debrief. 

• Role Play: Assign roles (e.g., MDH marketing team, packaging design agency) and 

have students present their recommendations for addressing the challenges. 

• SWOT Analysis: Ask students to perform a SWOT analysis for MDH based on the 

provided case study. 

• Competitive Analysis: Encourage students to research other spice brands in India 

and compare their strategies with MDH's.  
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