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Convincing the global advertising industry to take

a Brazilian animation house seriously was a tricky

task for Lobo and Vetor Zero, but on the other

side of the world another company has an even

more overwhelming credibility issue to overcome.

When it comes to classic wine regions or even

new world wines, India does not even blip on the

radar. But Karishma Grover, a third generation

wine maker, is working to change that.

Having worked in France, Karishma’s grandfather,

Kanwal Grover, was keen to try winemaking back

home in India. When he retired in the late 1980s,

he began experimenting with growing different

grape varieties in different regions. After taste

tests he chose Bangalore as his base. Starting out

with just 40 acres, he, and his son Kapil, slowly

grew his hobby into a business.

Contrary to popular opinion, Karishma Grover

says India is suitable for wine growing. “There are

a thousand varieties of wine grapes and each has

its own characteristics, so there is a niche that

grows well in India.”

Kapil expanded the business by extending

the vineyard to 400 acres and bringing in world-

renowned wine expert Michel Rolland as a

consultant, helping to develop the quality of the

wine into India’s market leader.

Karishma Grover studied oenology and viticulture

at renowned University of California, Davis, and is

bringing a fresh perspective to Grover Vineyards.

“The minute you step out of France, you cannot

be traditional. What I am trying to do is see how

other people did it before us – 50 years ago the

Californians were in a similar position to us now.”

Of Grover’s annual output of 1.2 million bottles,

80% is sold in India and 20% is exported to high-

end Indian restaurants in the UK, USA and

surprisingly, France. In fact, France accounts for

an astonishing 80% of Grover’s export business -

the ultimate seal of approval. However, closer to

home, the task of convincing Indians to develop a

taste for wine is a difficult prospect.

Karishma explains that, “traditionally, Indian food

is not something which has been looked at as

pairing very easily with wine because of the very

high spice content. The culture in India is to drink

before you eat and then once food is served

everyone stops drinking.”

But that too is slowly changing. As more Indians

travel and drink wine abroad, demand is

increasing for quality wines at home. A complex

and multi-layered tax system makes foreign wines

prohibitively expensive for the majority, allowing

Grover to step up as India’s premium wine label.
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The company is growing 25% year on year, a

similar pace to the Indian wine industry as a

whole. Karishma’s focus in the medium-term is to

improve the quality of Grover’s existing portfolio

rather than introducing new wines. On the export

side of the business, Grover is pushing into Spain, 17,220 km

Belgium, Canada and potentially Singapore, Hong

Kong and Australia.

Karishma attributes the company’s unlikely

success to her grandfather’s passion. “When he

started out, he genuinely wanted to create a wine

drinking culture in India and give Indians the

opportunity to share in something that he loved so

very much. The fact that it has become a

profitable business is a by-product.”



Sometimes, the unlikeliest of businesses end up

succeeding even against geographic odds. That

said, not even the keenest fanatic would

recognise China as a surfer’s paradise. Brendan

Sheridan and Dahai Zhang are trying to change

this perception and put a tropical island called

Hainan, located in the South China Sea, onto the

wave-riding map.

Sheridan, a laid-back surfer with a business-

minded edge, attended school in Hong Kong

while his father worked for the US government.

He then studied Mandarin at college in California

where he discovered surfing.

“I fell in love with surfing,” says Sheridan simply.

He kicked around ideas about building a surfing

company in China and moved to the popular

tourist destination of Hainan. Within a year he met

Zhang, a lifeguard from the landlocked north who

shared his passion for surfing, and together they

built Surfing Hainan. The company offers lessons,

sells boards and clothing from a shop near the

beach in Dadonghai and designs surf packages

for tourists.

China
Surfs to
Success “surfing definitely

has the potential to
grow into something
very big”
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There is no question that these five businesses

are wildly different - from folding bikes in London,

buffalo hot dogs in South Dakota, animators in

São Paulo, vintners in Bangalore to surfers in

Hainan – but they do share a common thread.

While such surprising locations have posed

seemingly unassailable difficulties, their unique

circumstances have also been the key to their

success.

Their curious geographic positioning has forced

these companies to think creatively about what

and how to sell and has allowed them to stand

out from their competitors. A surf shop in Brazil or

a vineyard in North America might be swamped

by competition. A Chinese bike manufacturer or

an Indian dried meat producer might lose their

cachet.

Thanks to a canny combination of inspiration,

preparation, hard work and good fortune, these

five entrepreneurial firms have thrived in

unexpected places. Fuelled by their drive and

passion, they are challenging perceptions and

winning business across the world.

Setting up a business in China is never easy. But

Sheridan persevered. “China notoriously has a lot

of red tape and a lot of bureaucracy to get

through. I knew it would be hard, but there is a

great opportunity here.”

Historically, China does not have much in the way

of a beach or watersport culture, but as Sheridan

explains, “surfing definitely has the potential to

grow into something very big, especially now

there is a new middle class in China that has

expendable income and is looking for exciting

things to do.”

Tony Ho, owner of a surfboard manufacturing

factory near Shenzen, believes surfing in China is

at the same stage as the Japanese surf scene 20

years ago. Ho's company, Dragonfly Sports,

employs 500 staff in five factories. “Surf clothing

shops are starting to open in China, bringing the

culture as well as the apparel which will help

promote the surfing business in general. I would

be surprised if I don’t see 10,000 surfers in China

within the next four years."

The majority of Surfing Hainan’s clients are ex-

pats that live in China, but the Chinese contingent

is growing from about 5% when they first started

in 2007 to nearly a quarter now. About 98% of the

tourists that come to Hainan are Chinese, so

Sheridan anticipates a steady stream of

customers who have never surfed before.

“Even for a beginner, that thrill of just standing

and riding a wave for eight seconds is quite

addictive,” says Sheridan.

While Hainan cannot compete with Indonesia or

Hawaii for the largest waves, it does have an

advantage. “Surfing is so new here the water is

virtually empty. If this were California, there would

be 100 surfers fighting for the waves, and here

there might be one,” Sheridan says. Hainan has a

long stretch of coastline and Sheridan reckons it

will be years before the beaches fill up.

Surfing Hainan has not spent a penny on

marketing, instead relying on word of mouth. The

strategy is working – the business has grown by

100% since last year. In January 2009, the

company hosted Hainan’s first surfing tournament,

which attracted 18 international competitors, and

Sheridan and Zhang hope to expand the event.

Their long term goal is to build a clothing and

equipment line branded Surfing Hainan.

Sheridan is confident of China’s potential when it

comes to surfing. “Globally, this is a multi-billion

dollar industry, but surfing is still in its infancy

here. I really think surfing is going to blow up in

China, and I’m going to ride that wave.”
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Photographer: James Stroud. James’s career started at 15 when he won an international photographic competition. He recently

had a number of portraits chosen to be exhibited at the National Portrait Gallery in London and had his work used to promote the

gallery. His published book Dark Love is based on body modification and subculture. 60 of his images were chosen to be exhibited

in a solo exhibition at St Pancras International. He also featured in the BBC THREE series Find Me The Face and is currently working

on his next book. James’s studio is in Camden and his career takes him on photographic assignments around the world. James’s

clients include: BBC, Cooler, DAKS, GHD, Icons, Noise, Oakley, The Variety Club, The Sunday Times, Style, Star Alliance, Wella, and

various overseas fashion publications. You can view his work at stroud-photo.com

Journalist: Yasmine Chinwala. No two days are alike for Yasmine. One week she’ll be commissioning writers for a feature on

liquidity risk management, writing an article on socially responsible investing and interviewing a former banker who runs a naughty

lingerie boutique, the next week she’ll be road-testing a Ferrari in the Swiss Alps. Yasmine developed a taste for journalism while

writing for her university newspaper. After graduating, she cut her teeth in the busy newsroom of Financial News, a weekly securities

industry newspaper and daily news website. Within a year on the job, Yasmine won the Adveq European Private Equity Writer award

and rapidly worked her way up from cub reporter to editor, both online and in print, including a year in New York editing FN’s US

website. She is now an editor on the special reports desk at Dow Jones, working on features for both Financial News and The Wall

Street Journal Europe, and deputy editor of FN’s executive lifestyle magazine, Brummell.
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