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Purity of Gujarat: Navigating Supply Chain, Scaling, and Sustainability in a 

Micro-Enterprise 

 
 

If passion had a flavor, for Khushboo Gupta, it would be the rich aroma of pure spices and 

honey. The founder of “Purity of Gujarat” carved her niche in the entrepreneurial world by 

blending the wisdom of tradition with the insights of modern science. Khushboo Gupta’s 

entrepreneurial journey is rooted deeply in her personal aspirations and academic background. A 

Home Science graduate, Khushboo developed a deep interest in food purity during her college 

years. After her first venture failed, she emerged stronger, determined to create a meaningful and 

authentic brand. In 2017, Khushboo launched Purity of Gujarat with a focused product line—

pure handpicked spices from Deesa and raw tribal honey sourced from the forests of Ambaji, 

Gujarat. Equipped with the scientific testing skills she had mastered during her studies, 

Khushboo personally checked every batchto maintain uncompromised purity. To reach potential 

customers, she actively engaged with the Dwarka Moms Facebook community, using product 

videos, demonstrations, and free samples to build trust and create awareness. Despite these 

efforts, the initial phase posed several challenges. Many customers hesitated at first—the strong 

natural taste of pure honey was unfamiliar to them.Seasonal changes, disrupted supply, and ever-

rising transportation costs made the business financially fragile.  Although Khushboo made 

sincere attempts to overcome these constraints, the financial pressure persisted. With spices 

yielding minimal profit and operational expenses steadily rising, she reached a critical decision-

making stage. It became necessary for her to evaluate the sustainability of her product line and 

decide whether to continue the venture as is, modify her offerings, or temporarily pause her 

dream to strategize anew. 

 

Early Life and Academic Foundation 

Khushboo Gupta’s journey into the world of food, nutrition, and eventually entrepreneurship can 

be traced back to her formative years in Deesa, Gujarat. Born into a well-established business 

family, Khushboo grew up observing enterprise, discipline, and independence at close quarters. 
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Her father successfully ran a diamond business, her elder brother rose to the position of General 

Manager in a telecom company, and her younger sister built a career as a homeopathic doctor 

with a venture of her own. Entrepreneurship, therefore, was not merely a professional choice for 

Khushboo; it was a natural part of her environment. 

She often recalls how her father shaped her entrepreneurial spirit. Her grandfather had been a 

respected figure in Deesa, known for opening the town’s first single-screen theatre—a landmark 

achievement at the time. Yet, instead of continuing the family legacy, her father chose to build 

his own path and identity. “My father never wanted to be known just as his father’s son. He 

believed in creating his own recognition,” Khushboo shared. That belief left a lasting imprint on 

her. She, too, carried a strong desire to build something that represented her vision and values. “I 

wanted people to know me as Khushboo Gupta, not just as a daughter of the Gupta family,”she 

said. 

 

This inner drive—rooted in independence, ambition, and a self-made identity—would later 

become the force that guided her through challenges, strengthened her resilience, and shaped her 

journey into a committed, purpose-driven entrepreneur. 

 

At the age of 17, Khushboo began her B.Sc. in Home Science at ASPEE College of Nutrition & 

Community Science, Sardar Krushinagar Dantiwada Agriculture University (SDAU), Gujarat 

(2004–2008). Academically bright and disciplined, she consistently ranked among the top 

students of her class.  

 

As a child, her curiosity naturally leaned toward condiments and spices—ingredients she had 

seen her mother and grandmother use daily. She fondly recalls questioning them as a child:“Why 

do we add so many spices to food?” 

 

Their simple reply—“Beta, they are good for health. Later, when I entered college, everything 

became so clear—the teachers explained food science, nutrition, dietetics, adulteration tests, and 

the scientific value behind every spice.” 
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College not only strengthened Khushboo’s theoretical understanding of food and nutrition but 

also provided her with rich, hands-on exposure that shaped her future entrepreneurial path. The 

curriculum taught her to see food not merely as a cultural tradition but as a scientific system 

influencing health, safety, and well-being. This shift in perspective laid the foundation for the 

purity, authenticity, and transparency that would later define her brand. 

 

Laboratory sessions, food analysis exercises, and diet formulation projects introduced her to the 

principles of quality control, hygiene protocols, nutritional labelling, and adulteration testing. 

These academic experiences helped her understand how even the smallest compromise in quality 

could affect health—a lesson that would later guide her strict product-testing methods. 

 

The college environment also became a platform for experimentation and creativity. Exposure to 

value-added food products encouraged Khushboo to explore innovative ideas involving pure 

spices, honey, and, eventually, culturally inspired products. The supportive faculty and the 

department’s academic culture motivated her to think beyond conventional career options and 

consider entrepreneurship as a viable and meaningful path. Khushboo often acknowledges that 

without the mentorship, resources, and inspiration provided by the Food & Nutrition 

Department, her entrepreneurial aspiration might never have materialized. For her, the 

department was not just a place of study but a launchpad for innovation, resilience, and the 

confidence to build something of her own. 

 

A significant milestone in her academic journey came during her final year, when she completed 

a 3-month internship at a Hospital in Ahmedabad (2007). Working directly with patients, she 

learned nutritional assessment methods, meal planning for clinical conditions, and the practical 

application of therapeutic diets. This experience deepened her awareness of how deeply food 

influences real-life health outcomes. 

 

She further broadened her horizons through a three-month internship at  a well-known hotel in 

Ahmedabad, where she gained valuable insights into large-scale food production, culinary 

operations, hygiene standards, and food-service management. This exposure to the hospitality 
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sector later influenced her insistence on strict hygiene, consistency, and professional packaging 

in her business. 

 

In addition, a rural internship added yet another layer to her learning. Here, Khushboo worked 

with village women, conducting nutrition demonstrations, discussing balanced diets, and 

promoting safe cooking practices. This grassroots exposure helped her understand diverse food 

habits, resource constraints, and the cultural significance of food in rural communities. 

 

Reflecting on these varied experiences, she said, 

“Internship was a turning point. We implemented everything we learned in real-life situations. It 

taught me more than any textbook could.” 

 

After graduating, Khushboo enrolled in a Postgraduate program in Food & Nutrition of the 

SDAU, eager to specialize further. However, life took a different turn. She discontinued her 

studies due to the responsibilities that accompanied marriage and family life. 

 

“I always wanted to do PG because I loved food and nutrition, but responsibilities came first. 

For many years, my world revolved around my home and kids. Yet the desire to do something of 

my own never left me.” 

 

The First Entrepreneurial Attempt – A Lesson in Failure 

In 2011, Khushboo moved with her family to Dwarka, Delhi—an environment very different 

from the familiar surroundings of Deesa, Gujarat. What appeared to be a simple geographic shift 

eventually became the foundation for her entrepreneurial awakening. Her husband, Bharat 

Kumar Gupta, a mechanical engineer, observed her inherent strengths: creativity, discipline, and 

a steady desire to build an identity beyond household responsibilities. Recognizing this spark, he 

encouraged Khushboo to explore opportunities where she could apply her skills and passion. 
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Inspired by his support, Khushboo ventured into entrepreneurship for the first time. Between 

2014 and 2015, she started a small home-based business selling bedsheets sourced from Jaipur 

and Ahmedabad. She handled every aspect independently—selecting designs, coordinating 

procurement, managing stock, communicating with customers, and delivering products. Her goal 

was simple: to create a modest, self-sustaining income stream while working from home. 

 

However, despite her dedication, the business soon revealed its limitations. The procurement 

cost of high-quality bedsheets was considerably high, and customer demand in her locality was 

much lower than expected. Intense price competition in the market further reduced her margins, 

making it difficult to sustain the business. Even with continuous efforts, sales remained 

inconsistent and insufficient. By 2016, Khushboo made the tough decision to shut down the 

venture. 

The closure was emotionally challenging. More than a financial setback, it felt like a personal 

loss.Khushboo had poured her energy, time, and hopes into it, only to face disappointment. The 

experience left her questioning her abilities and wondering whether entrepreneurship was truly 

the right path.During this vulnerable phase, her mother became her strongest pillar of support. 

Khushboo recalled her mother’s reassuring words vividly: 

 

“My mother told me: ‘Trying is better than doing nothing. Failure only means you must try 

something else. Do what truly attracts you.’ Her words stayed with me.” 

 

It was then that Khushboo realized her first love had always been food. The science behind it, 

the purity of ingredients, and the power of nutrition had always fascinated her. The bed sheet 

business may have failed, but it pushed her closer to the field she truly loved. 

 

The Birth of “Purity of Gujarat’’ 

After the disappointment of her first entrepreneurial setback, Khushboo took time to reflect on 

where her true passion lay. It soon became clear that her deepest interest had always been 
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connected to food—its purity, its scientific value, and its potential to nurture health. With her 

strong academic grounding in food science, nutrition, and adulteration testing, she felt a natural 

pull toward creating something meaningful in this domain. She realized that people constantly 

seek unadulterated food products, but earning their trust would require consistent authenticity 

and patience. 

 

Khushboo expressed this reality with honesty: 

 

“You know, once the spices are set in the kitchen, people generally don’t change their preference 

to purchase from someone else.” 

 

Her knowledge of food purity was solid, but she lacked experience in marketing, customer 

engagement, and network building. She acknowledged this gap openly: 

“I knew the science behind spices, but I didn’t know how to develop a network. Publicity and 

promotion are essential for success, and I had no idea where to start.” 

 

Khushboo's Home Science degree, with its rigorous training in food science, nutrition, 

adulteration testing, and food safety protocols, gave her an unshakeable foundation in product 

quality. Lessons learned during Laboratory sessions and internships had equipped her to identify 

even minute impurities and understand the science behind traditional food practices. However, 

this domain expertise came with a critical limitation: she possessed no formal training in 

business strategy, financial management, supply chain optimization, or consumer psychology. 

Unlike an MBA-trained entrepreneur,she did not begin with structured tools such as market 

sizing, segmentation, pricing analysis, or inventory forecasting. Instead, she relied on intuition, 

integrity, and experiential learning. 
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During this phase of uncertainty, destiny intervened through a friend who introduced her to 

Dwarka Moms—a popular Facebook community that encouraged women to showcase and 

promote their homegrown ventures. The platform was primarily known for uplifting women 

entrepreneurs, mothers, and homemakers wanting to build independent identities. Khushboo 

joined the community and gradually started observing how other women marketed their 

products, interacted with customers, and created visibility for their brands. 

 

With gratitude, she recalled: 

 

“Dwarka Moms was a boon for me. That platform gave wings to my idea.” 

 

Encouraged by this supportive ecosystem and the unwavering backing of her husband and 

family, Khushboo formally launched “Purity of Gujarat’’ in 2017, operating from Dwarika, 

Delhi. She began sourcing red chili powder, turmeric, coriander powder, cumin seeds, mustard 

seeds, carom seeds, fenugreek seeds, and cardamom directly from Deesa, Gujarat. Additionally, 

she procured forest honey collected by tribal communities near Ambaji. For Khushboo, purity 

was more than a business strategy—it was her personal ethic and identity. 

 

She emphasized her commitment with conviction: 

 

“Purity is not a word for me—it is a commitment. I personally tested every batch of product for 

adulteration before selling it. Our college laboratory experience helped me identify even minute 

impurities.” 

 

In the early days, she sold small packets of spices, but customer response was slow. Most 

households were hesitant to switch from their long-trusted brands. To overcome this barrier, 

Khushboo took an educational approach—she created short demonstration videos that showed 
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simple adulteration tests and explained how authentic spices differ in color, aroma, and texture. 

She also offered free samples at Dwarka Moms gatherings, allowing women to experience the 

quality firsthand. 

 

Gradually, trust began to build, and orders started flowing in. A significant milestone came when 

a customer publicly praised her products during a Dwarka Moms event. She recalled: 

 

“One member said on stage during aget-together in Dwarika Mom that my spices changed the 

aroma and taste of her cooking. She said even her family appreciated the difference. I was on 

cloud nine. That was the turning point.” 

 

Another memorable interaction still makes her laugh. A curious customer, amazed by the taste 

and fragrance, jokingly asked: 

 

“Khushboo, what are you mixing in your spices? The aroma and taste are magical. Are you 

adding opium to make it addictive?” 

 

Khushboo smiled and replied with pride: 

“It is not the taste of opium—it is the magic of purity. Because purity means a lot to me, and I 

always take care of that.” 

This combination of sincerity, scientific understanding, and unshakeable commitment laid the 

strong foundation for “Purity of Gujarat”, transforming a simple idea into a trusted household 

brand—one that continues to reflect Khushboo’s values, expertise, and unwavering dedication to 

purity. 

 

A Battle for Survival 
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As Purity of Gujarat gradually gained recognition, Khushboo soon realized that 

entrepreneurship demanded far more resilience than she had imagined. While her spices were 

slowly earning customer trust, honey became the toughest product to sustain. What seemed 

like a simple, natural offering turned out to be a complex challenge at every stage of the supply 

chain—taste, cost, availability, and logistics. 

 

1. The Taste Barrier 

Khushboo sourced pure forest honey directly from tribal communities near Ambaji, Gujarat. This 

honey, untouched by filtration or artificial processing, carried a distinctive raw aroma and a 

slightly pungent taste—attributes of genuine, unheated honey. However, customers accustomed 

to the sweet, refined commercial brands were shocked by this natural flavor. 

Khushboo explained the struggle: 

“People thought my honey was strange because it wasn’t artificially sweet like commercial 

brands.” 

 

2. The High Cost of Purity 

Purity came at a price—literally. Procuring honey from remote forest regions meant higher 

transportation costs. Ensuring hygienic handling, using high-quality packaging, and paying fair 

wages to tribal collectors significantly increased overall costs. As a result, her honey was priced 

higher than mass-market alternatives, leading to customer hesitation. 

 

Many buyers compared it with cheaper commercial honey without understanding the effort, 

ethics, and purity behind her product. 

 

3. Seasonal Unavailability 

Another challenge appeared with nature’s rhythm. Honey collection stops during the monsoon 

months—July to December—when bees are less active. To maintain a year-round supply, 
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Khushboo had to purchase bulk quantities during the harvesting period and store them carefully 

for months. It required foresight, financial investment, and meticulous storage management. 

Handling stock for an entire season became a heavy responsibility, especially for a single woman 

managing the business without any formal business training. 

 

4. Logistics and Operational Pressure 

As order volumes increased, logistics emerged as a major constraint. Living in a rented house 

with limited space, Khushboo struggled with the storage of raw materials and finished products. 

Khushboo found herself performing every business function simultaneously—from procurement 

and quality management to packing, marketing, delivery, and customer support—without formal 

training in any of these roles. An entrepreneur with formal business education might have 

delegated early, tracked key performance indicators, or hired a part-time/full-time assistant after 

reaching a critical order threshold. Khushboo, lacking this framework, continued operating as a 

solo founder, learning delegation and prioritization only after burnout became unavoidable. Her 

struggle was not a personal failure but a structural reality: domain expertise and business 

expertise are rarely cultivated together in conventional academic pathways in India, leaving 

talented professionals like Khushboo to reinvent the business wheel while managing a micro-

enterprise with zero margin for error. 

 

Without business experience, Khushboo suddenly found herself running everything: procurement 

head, quality analyst, packer, marketer, and customer support—all at once. The workload was 

physically exhausting and emotionally draining. 

 

Just as things were stabilizing, another major blow arrived. In 2020, Khushboo and her family 

shifted from Dwarka, Delhi to New Gurugram. The move offered certain advantages, including 

access to a larger home that allowed her to allocate dedicated space for business operations. In 

Gurugram, she began engaging with new customers and initially received a positive response, 

particularly for her spice products. However, the relocation simultaneously severed her existing 
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customer base and disrupted established supply and delivery routines. The trust she had built in 

Dwarka had to be rebuilt from scratch in a new city. 

 

5. The strategic crossroads: Sales dropped sharply 

Demand for spices fell, honey orders slowed down, and the already thin margins on spices 

became even tighter. What had started as a promising venture now seemed to be slipping away. 

Just 18 months after relocating to New Gurugram in late 2021, Khushboo's business had 

contracted sharply. Her monthly orders, which had averaged 150–200 units during her peak 

Dwarka phase, had dropped to fewer than 80 units per month. More troublingly, repeat 

customers from Delhi were not transferring their loyalty to her new location; the trust she had 

painstakingly built through Dwarka Moms gatherings and demonstrations had not traveled with 

her. 

 

The financial picture was stark. The spices now brought in a profit margin of only 8 to 12 

percent after covering procurement, packaging, and logistics costs. Honey offered slightly better 

margins of 15 to 18 percent but came with its own hurdles—limited seasonal availability and 

customer hesitation due to its natural taste and higher price. With fixed expenses for rent, 

packaging materials, and minimal staff support, Khushboo’s current revenue struggled even to 

meet basic costs. 

 

For the first time, Khushboo questioned whether passion could sustain her much longer. She 

expressed her fear with brutal honesty:  

"“I thought everything was over. The effort was huge, and the profit was negligible.” 

 

Her husband, despite his unwavering support, was privately concerned. They had no employees, 

no external funding, and no financial buffer. The venture seems to be surviving on family 

subsidy, not on its own merits. 
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Yet walking away felt impossible. After five years of building Purity of Gujarat, giving up the 

brand would mean letting go of not just a business but a piece of her own identity—something 

she had worked tirelessly to shape. Still, difficult questions troubled her mind. Was the problem 

in sourcing or marketing? Had she missed the right target audience or platform to promote her 

products? Or were the issues rooted in business management—or perhaps in the very nature of 

the business itself? 

 

 Several strategic paths lay before her: 

 Continue with the existing product mix 

 Restructure the business model 

 Temporarily pause operations 

 Exit the venture 

 

Each option carried distinct risks and implications—for financial sustainability, personal identity, 

family stability, and long-term career trajectory. The future of “Purity of Gujarat” now depended 

not on Khushboo’s commitment or competence, but on her ability to make a strategic decision 

under conditions of uncertainty, limited resources, and emotional attachment to her venture. The 

question that now stood before her was simple yet profound: 

 

What should Khushboo do next? 

Exhibit:  Business Performance and Competitive Price Comparison (2021–2023) 

Within 18 months of relocating from Dwarka (Delhi) to New Gurugram in late 2021, Khushboo’s home-

based food business experienced a sharp contraction in performance. Monthly order volumes declined 

from an average of 150–200 units during the Dwarka phase to fewer than 80 units per month. Repeat 

purchasing also weakened, as the trust and community-based customer relationships built through 

Dwarka Moms’ gatherings and in-person product demonstrations did not translate to the new location. 
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The financial impact of this decline was compounded by a challenging cost and margin structure. 

Although Khushboo positioned her products as premium, spices priced at ₹250–350 per 500 gram 

generated gross margins of only 8–12% after accounting for procurement, packaging, and logistics. 

Honey, priced at ₹900 per 1,000 ml, offered relatively higher margins of 15–20%, but demand remained 

inconsistent due to seasonal supply constraints and customer hesitation regarding price and taste. Fixed 

monthly expenses—including workspace rent, packaging materials, and minimal staff support—

amounted to approximately ₹25,000, placing additional strain on declining revenues. 

 

To provide pricing context, Table 1 compares Purity of Gujarat’s product prices with comparable listings 

on major e-commerce platforms. 

Table 1: Comparative price Analysis (₹ and % Premium/Discount) 

S. 

N. 

Product Unit Purity of 

Gujarat  

Amazon  Flip Cart  Premium vs 

Amazon (%) 

Premium vs 

Flipkart(%) 

1 Honey 1 

kg.  

950 600 734 + 58 +29 

Seeds   

2 Cumin 

(Jeera ) 

100 

gm.  

55 55 99 0 -45 

3 Black 

mustard 

(Rai) 

100 

gm. 

20 115 167 -83 -88 

4 Carom 

seed 

(Ajwain) 

100 

gm. 

50 190 190 -74 -74 

5 Fenugreek 

( Methi 

Dana) 

100 

gm. 

20 51 100 -61 -80 

6 Fennel 

(Sounf) 

100 

gm. 

40 54 110 -26 -64 
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7 Hing 10 

gm. 

50 100 414 -50 -88 

Spice powders   

8 Kashmiri 

chilli 

500 

gm. 

320 720 350 -56 -9 

9 Kutti 

chilli 

500 

gm. 

200 420 200 -52 0 

10 Coriander 

( 

Dhaniya) 

500 

gm. 

170 370 200 -54 15 

11 Turmeric 

(Haldi) 

500 

gm. 

200 299 370 -33 -46 

Source: Author compilation based on internal business records and publicly available prices on 

Amazon and Flipkart at the time of case preparation. Premium/discount is calculated as [(Purity 

of Gujarat price – competitor price) ÷ competitor price × 100]. 

 


