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ABSTRACT

Critics often say that food shops and restauramgsnoand close in the blink of an eye — howevegnailiar
traditional Bangladeshi food brand, Haji Biryaniak been able to hold its appeal to the connoissétinis country for a
prolonged period since 1939. Haji Biryani is in m@y the most monetarily profitable one and it dédly lost a large
portion of its market share due to cut-throat cotitfpm and lack of organized expansion. Despites thit is the first
restaurant to introduce biryani to the consumerdhaf then East Bengal. In a way it seems to haweya existed to the
population of Bangladesh, thus, instilling itseifa Bangladeshi culture and its tradition. This pagxplores and presents
the case of Haji Biryani as a brand. It is based tbe findings of an empirical marketing researchisTstudy uses
descriptive research as it attempts to expand thentaries of knowledge on consumers’ attitude aefepences towards
Haji Biryani. This paper is a case study on HajiBini as a local cuisine with ethnic label; and atiempt to trace its

success path, as well as explains what motivateglpdo prefer it.
KEYWORDS: Haiji Biryani, Traditional Local Cuisine Brand, Balaglesh
1. INTRODUCTION

This paper is concerned with the marketing petsgeof the local cuisine brand Haji Biryani. This brand, in
general, has received attention from academicegelti@and leisure writers, and wider stakeholder gpso(Mydans, 1987;
Sakhawat, 2013; Siddiqua, 2014; Lonely Planet, 2@h8l Trip Advisor, 2016)Biryani is a rice-based cuisine usually
cooked with high quality rice, a wide range of sgicand meat or fish or vegetables. The methoaaiing Biryani has
changed over time and simplified. It has existeduncuisine for a long time; however, its prefemhas not faded out. It
is still given the highest priority while deciditge menu for a special occasion or ordering a rimreBlangladesh. It is
known as a popular cuisine in other Asian countaesvell - India, Pakistan, Sri Lanka and the MédHkst in particular.

Asian immigrants have gradually popularized thisicie even amongst many Europeans and Americans.

Comepetition in our country in all sectors is gagtimore severe each day and the food sector iamekception,
thus all who are in the food business are now tacirt-throat competition, as consumers have masyratives to choose
from. To successfully sustain a profitable busingéhes marketers need to brand their products andcssrthrough an

appropriate marketing strategy.
Food products, which are perceived to originatenftbe own region are preferred to products witluaknown

Origin. Brands and labels indicating the regionagio of the product have a positive part worth.wéwer:

The regional origin of a product may be a decisingerion in the buying process, only if the diffaces between
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the product alternatives are low. Especially, & ttompeting products are strong brands, the prefesefor

products of the own region are expected to bedemsounced (Alvensleben, and Schrader, 1998:2).

The paper makes several contributions. The ingtdin section contains discussions on origin, bemkgd,
purpose, and scope of the study. The second ardl gkctions present objectives and methodologyersly. The
fourth section contains the historical backgroufdioyani and mostly concentrates on tHaji Biryani brand. The fifth
section contains competition analysis. The sixtttigr discusses consumers’ attitude and buyingsaetiofHaji Biryani.
The seventh section includes a brief conclusiom@laith a few suggested marketing strategies areh®phe way to

further research.
2. OBJECTIVES
The objectives of this paper are:
» To trace the history diiryani and identify the major types bfryani,

* To explore the characteristics Hfji Biryani for understanding the reasons wHgji Biryani has been able to

hold consumer preference consistesthyce 1939 to date,

 To analyze the competition, assess the brand’swgusituation, its future prospects, and suggesketiag

strategies.
3.METHODOLOGY

This paper is written based on the findings ofualigative research. To understand consumersuedtitowards
Haiji Biryani, descriptive research was used to assess consuvaeeness, knowledge, likings, and behavior towtrids
particular brand. Data was collected using the esummethod. The research involved the collection amalysis of both
primary and secondary data. In this study, prin@ata were collected from the respondents via facce personal
interview and the target population of this studgswihe consumers biryani shops. The respondents were the consumers
of Haji Biryani and otheibiryani shops. Data was mainly collected for the purpdsenderstanding consumer behavior
towards abiryani shop. Data was also collected to be familiar wittmsumer’s demographic and psychographic
characteristics to correlate with their purchaska®r. To conduct a sample survey a questionnaie developed and
used, which included mainly closed-ended questanrts a few open-ended ones. Simple random samplethat was
used. The sample survey was conducted on 100 camsuof the differenbiryani shops in Dhaka and respondents
included businessmen, service holders, studentiffefent colleges and universities as they areréguilar consumer of
biryani. Secondary data were also explored, collectedramgwed to prepare the research design and tewexhhe

research objectives.
4. HISTORICAL BACKGROUND OF BIRYANI
This section presents a brief descriptiorbofani, its history, popular types dfiryani and then introduces the
Haji Biryani.
4.1. Description of Biryani

Biryani is an exotic rice-based food item made with spica®, meat and/or vegetables. The spices and
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condiments used ibiryani may include but are not limited to ghee, onionsagy beans, cumin, cloves, cardamom,
cinnamon, bay leaves, coriander, mint leaves, onipaprika, ginger, and garlic. Premium varietésiryani use saffron
and other specialty spices. In non-vegetatiigani, main ingredient that accompanies rice, potato spides is meat
(mutton, beef, pork, chicken, lamb) or shrimp. @fieis served wittborhani dahi chutney alobukharachutneyor raita;

chicken or beef curry; a sour dish of eggplant bo#ed egg.
4.2. History of Biryani

The namebiryani is derived from the Persian word ‘Béfg)’ or ‘Birian’ that means ‘fried’ or ‘roasted’. dcal
variants of this dish are not only popular in Sodittia but also in the Middle Ea®iryani might have originated in Persia
and/or Arabia and probably has taken couple o€ckfft routes to arrive in India. It was broughBangladesh by Muslim
travelers and merchants. People came to this csindwabout the origin dbiryani mainly based on its name and the
cooking style Dum). Its history became clearer during thé"t@ntury. During the Mughal Empire, Lucknow was mo
asAwadh giving rise toAwadhiBiryani. CalcuttaBiryani originated in Calcutta during the period of Naviatajid Ali
Shah in 1856. Aurangzeb installed Nizam-ul-mulkitas Asfa Jahi ruler of Hyderabad, as well as a NawfgArcot to
overseeAaru Kaadu region in south of Hyderabad. These moves gawe tdsdyderabadiBiryani and Arcot Biryani.
Biryani was introduced in Mysore by Tipu Sultan of Carmabriginally it was a royal dish for Nawabs and&ins. They
hired vegetarian Hindus who eventually develofedhiri Biryani, which became one of the most famous as well as
delicious types obiryani in India. One legend abobtryani is that Timur, the founder of the Timurid Empibepught it
from Kazakhstan via Afghanistan to Northern Indiacording to another legend, Mumtaz Mahal of TajHdlaconcocted
this cuisine as a ‘complete meal’ to feed the arHgwever, it is also claimed that it actually ongied in West Asia. One
interesting myth is that the Nomads used to burganthen pot full of meat, rice and spices in gaihole in the ground)

and eventually that particular pot was dug up ahdtever composition was found inside was catliegani.
4.3. Popular Types oBiryani

There are many types biryani like chickenbiryani, beefbiryani, vegetableiryani, minced meabiryani, even
fish and prawrbiryani. It is normally rice cooked with spices and amg @f the above mentioned ingredients. At first the
onions are fried till they are golden brown. Theites are added, which are these days amalganmitedrie single spice
called thebiryani masala which is normally available in shops. The othpices that are added along with thieyani
masalaare crushed ginger, crushed garlic and a bit aofyquowder. Once the spices are cooked and aresdyomixed
together to form a paste, potatoes are added, velné&lsooked on low temperature. After that the riseatided along with

yogurt to make it tender.

4.3.1. Lucknow (Awadhi) Biryani: Lucknowand biryani have an almost symbiotic relationship. Tlhéecknow
(Awadh) Biryani is the footprint that the Muslims of the Mughal gine left on the eastern part of India. TAwadhi

Biryani is also known aBukkaBiryani where the rice and meat are cooked separatelyhandayered.

4.3.2.Hyderabadi Biryani: Non-vegetariarHyderabadiBiryani is savored in all parts of India and forms an
integral part of Indian cuisine. The Nizam's Kitohaffers 49 kinds, which includdsryani made from fish, shrimp, deer
and hare. ThédyderabadiBiryani is called theKacchaBiryani where both the marinated meat and the rice arketbo

together.
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4.3.3. Calcutta (Kolkata) Biryani: When Wajid Ali Shah, the last Nawab of Awadh wadeel in 1856 to
Kolkata, the Calcutta (Kolkat&iryani evolved from thé_ucknowstyle. When thdiryani was cooked in poorer homes in
the city that could not afford meat, at least aegular basis, the meat was replaced by potatoms.tNe use of potatoes

has become a distinct feature of the CalcBitgani as an additional ingredient along with meat.

4.3.4. Iranian Biryani: In Iran, this dish is made in Isfahan with bakedtton that is stewed, then minced

separately and then grilled in special small rosinallow pans in the oven or over the fire.

4.3.5. SindhiBiryani: SindhiBiryani is very popular in Pakistan. It usually includésécken and potatoes. There
is also another meat free version prepared in tigal® and northern parts of Pakistan. The dish useal local vegetables

and offers a sour yogurt with it to cool off themstach from the spices.

4.3.6.Kachchi Biryani: KachchiBiryani, which is also known asachchi gosht Kbiryani, is a special preparation
of biryani which is usually cooked with mutton and potatoes sometimes added in. It has an elaborate prawfess
cooking involving selection of fine spices and ciomeints, grinding some while keeping others intat &esh. The term
kachchican be literally translated to raw as the disprispared from raw meat - as opposed to other farirvidryani
where the meat is cooked separately. The meatimatad with spices in yoghurt and put at the brottf a cooking pot
with a thick layer of fragrant long-grained basmate above and the ingredients covered with adidled tightly with a
layer of dough: a process of pressure-cooking knasaium (steaming over coals). The rice and the meat dodkeir
own steam and gradually absorb all the flavors. fideand meat are mixed before serving. The wafildr poses a great
challenge as it requires meticulous attention rieetand temperature to avoid over or under-cookiegnieat. Only the
most seasoned cooks master this art of cookéipchi Often a boiled egg, mixed salad dmthaniare served with this
variety of biryani. In traditional kachchi preparation, saffron is an essential ingredient dften forsaken in most
commercial preparations due to the exorbitant cblis takes away much of the characteristic flapmvided by the

saffron, but the coloring is often substituted gsidlible colors.
4.4.Haji Biryani

Haji Biryani can be categorized as a family owned businesginally initiated by Haji Mohammed Hossain, then
continued by his son Haji Golam Hossain, and now oy his grandson Haji Mohammed Shahed (Mydansy 188l
Siddiqua, 2014). The restaurant serves only orig thebiryani, which is served with a yogurt drink. They usualhter to
weddings and on other special occasions, but greiuct is also purchased in singular units byamsts on a regular

basis.
The popular Lonely Planet (2018) familiarizedHaji Biryani as follows:

An Old Dhaka institutionHaji only does one dish — muttdairyani — but does it exceedingly well. This place is
tiny, so you'll almost certainly have to share bl¢a squeeze in, sit down and just wait for ybiryani to arrive.
Do as the locals do and drip some lime juice ovbefore you tuck in, then chomp on a fresh chitljpetween

mouthfuls.

Reviews of consumers aboddaji Biryani are available in website of the widely accessedAvisor. Martin

from Malaysia, who visitetHaji Biryani in October 2015, gave the following review:

Exquisitebiryani that melts in your mouth. I've never tashbéyani as fragrant and tender as this. If you are a fan
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of biryani, this is certainly one that you must try.

To answer a frequently asked question “What Beis Biriyani apart from all othebiriyanis?” Siddiqua (2014)

describeHaji Biryani as follows:

While we have figured out that the taste, the ownérclination to stick to the traditional recipadathe
preparation, altogether make it different from aiier biryanis the owner and the manager say that it's the
mercy of the Almighty that makes their food so delis. Thebiriyani is cooked slowly with small grains of
kataribhoghrice mixed with small cubes of mutton; fist predseustard oil and their secret spices do the rest o
the magic. While you wait for your food to arrithe aroma coming from the large cooking pot witlrease your
appetite to the fullest. The way they serve it amatural self-invented plate made of dried jackfteaves with
some fresh green chilies adds an earthly essertbe dish. If you feel uncomfortable about hawogr meal on

a leaf, ask for a plate and you will get one. Thenetwo perquisites to having this heavenly disheeds to be
eaten steaming hot. And you need to munch on tiieaftier every two bites to spice it up a littleone. Let us tell
you the secret behind the amazing flavour - thelevhooking process takes place in a steaming pogred with

gamchhathat allows the flavor to be trapped inside.

Despite all the upsides one customer descrliigdni as "the favorite of the rich and the dream of poer
(Mydans, 1987)." Therefore, the price can be ardide ofbiryani, althoughHaji Biryani enjoys a competitive advantage

on the issue of price as they offer their prodtie @ery competitive price.
5. RESULTS AND DISCUSSIONS

In the following two subsections, a discussiontlo® competition in the market with regardHaji Biryani and

consumers’ respective attitude and buying decistmagpresented.
5.1. Competition Analysis

In Bangladesh, the business environment and méskéncal cuisine are dynamic; the pace of chamge never
been faster than this. The number of competitoirdseasing at an alarming rate. Due to intensepatdition as well as
constant change in consumers’ tastes and preferetiwbiryani industry is having a hard time surviving. Amontst
clutter there are somkiryani shops who have successfully established theirdbrarage in the minds of the target
customers. Major market shares are now capturamimpetitors of the brand. In Old Dhaka, the maimpetitors ofHaji
Biryani areHaji Nanna Mig MamunBiryani House, RoyaBiryani, AmaniaBiryani, Molla Biryani, Baba Sayed Biryani
and DhakaBiryani. One major competitor dflaji Biryani is Nanna Miaat Becharum Deuri of Old Dhak&achchi
Biryani andmorog polacare their popular items. Their food is delicionsl grices are also low. As both of them target the
same market, they face both the direct brand amd &mmpetition. From the very beginning of its Imesis operation till
now Haji Biryani is offering MuttonKachchito its customers. As it is concentrating on oneéetg, to take the advantage,
most of its competitors are offering numerous \@like, beefkachchj chickenbiryani, beefbiryani, beef curry etc.
Now Haji Biryani is facing challenges in terms of verities, numbeshops, and brand image in the mind of its target

customers.

There are varieties diiryani shops in Bangladesh, ranging from open-air rodd-semporary shops to well

furnished large established restaurants. Some stapbe classified as road-side shops and corstround 65% of the
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biryani sector. These small road-sidigayni shops are visible throughout the country. Floacspof these shops ranges
between 30 to 100 sq. feet; but mostly these agdl sAdditional food items such dmrhani lassi soft drinks, etc. are not
usually available in these shops except mineraémdthese shops target and serve mainly the laweeme working class
segment; but sometimes they even serve the middi@rie segment, while they travel for official, mess, or other
purposes. There are sorbiyani restaurants that are mostly located in urban amedsusually target well-to-do upper
class and middle class segments. There are piivatels which are already renowned due to the tidi®od items that

they offer; as well as through their selling andeatising activitiesHaji Biryani and its competitors fall into this category.

Two other competitors oflaji Biryani are Fakruddin and Subrat Akakruddin Biryani is one of the most
renownedbiryani shops in Dhaka city. It has expanded its busimgssation beyond the geographical boundaries of
Bangladesh. In addition toiryani it has a variety of other products. Their produét includesKachchiBiryani, chicken
tandori, borhani andalobokharachutney Apart from wider product mix, they also maintaigh quality of their products;
charge reasonably; place conveniently with theimerous outlets; and invests in promotional acteitiDue to these
strengths in their marketing mix, in tbe@yani industry Fakruddin is the market leaddaji Biryani also faces competition
from Subrat Ali as personified orders of selectedhs can be placed to him, but such customizasiomi possible ataji
Biryani. Subrat Ali has no outlets; but caters to evemtdusively. He receives order to cook and sétaehchiBiryani

and other items.

Haji Biryani also faces competition from Hotel Al-Razzaque, tkds Hotel Mustakim, Dhaka Roti House, and
Star Hotel and Kebab. The popular items of Hotektdkim includemogoj bhajakhiri kebab boti kebab, and¢haapwith
luchi and these fresh cooked reasonably priced tastisface very hard to compete with. Kosturi has h@emiding high
quality food for more than 30 years and followingtgle we are used to at home. They have creatstdgae positioning
and exemplify Bangladeshi local cuisine. Their dagenu is put out depending on what is availabteiarseason. Menu
usually includeshada bhaatchingri bhortg ilish bhorta mishano shobjiruhi maach dopiajeechingri malaikari bhetki
fish, andpaturi. Hotel Al-Razzaque is famous for ®ina khichurj morog polag some varieties odbiryani, firni, and

borhani
5.2. Consumers’ Attitude and the Buying Decision

Haji Biryani is somewhat widely sparked feeding passion in Rheiky. Those who experienced still can
remember that familiar smell and the well-positidrggeat taste. In the following Box 1, some commesftconsumers

aboutHaji Biryani are given which indicates the factors that infeeenustomer buying behavior fdaji Biryani.
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“The most exciting thing which vou discover when vou turn around a dead leaf, is Haji Bivani!!™

“Hayi Birvani, may be the second best birvani of our country. The way they servewith jack fruit leaf is incredible. Their

tastes are good. But for last thing to add the best birvani is made in my home by my mother™.

e T think Haji Birvani is cheap aristocratic dinner or lunch for poor people. It is one kind of ready to eat heavy meal for
evervone .

e "l ate Hgii Birvani several imes. Its taste was great. Now-a-days the taste degraded The most interesting part is their
packet. The packet is made of dried jackfruit leaves™.

e T ate Hagji Birvani several times; but | am confused which one was the real one! Because [ got different taste different
time. So, Hayi Birvemi is nothing special for me™
“Hayi Birvari is one of the popular birvani in Dhaka™.
“It was really good many years ago. But with the changes of time, it has reduced its quality. Moreover, it has many
outlets where the cook doesn’t follow the correct recipe™.

¢ T have always heard about Hagii Birvari as one of the best birvani in Dhaka but when I tried it recently felt that it is just
like any other birvani in town™.

e “Tthink it is popular for its name rather than the taste of birvard and the quality of their services. I think it is over-rated
and it should improve their product quality and service™.

e  Haji Birvani is good but as we love to eat spicy food and we seek for diff erent taste my opinion is that Haji Birvani has
a good scope to add some ingredient to add a diff erent taste and make it spicier”™.

®  “Hygji Birvari has atraditional brand name in the field of birvani. [ and my family consumed it for several years. But
now-a-days we do not get the taste and quality as before. There are some fake shops which sell biryani using the name
Haji Birvani. And we get confused about it. We want the older taste back™.

e Onceit was a great dish. But over the time it became over-rated compared to other biryani houses in Dhaka. However,
the trend of consuming Hei Birvari still continues and considered as one great dish™.

e “Ttisfamous for its taste. Mainly I like it because it gives sufficient quantity of beaf with rice and it uses less spice. Its
taste is familiar with birvani prepared at home™.

¢ “Though I have never tasted it, but my friends from old Dhaka always push me to go to their place and enjoy Hegi

Birvani. From the tone of their voice it is clear to me that they enjoy it andbuy repeatedy™.

“I have heard about the brand Haqji Birvani, but never had it”.

“I am always satisfied with the taste of Haji Biryemi™.

“It is the most elegant traditional and popular birvari of our country which is now getting international recognition too™.

“Hayi Birvarmi is very renowned in Dhaka as well as in whole Bangladesh_ It tastes awesome™.

“Their service and taste give me satisfaction”.

“The quantity of meat can be increased And though the tasteis good, it can be better™.

“I have not tasted it. But heard about it from my friends. They describe it as a tasty one. So, [ want to taste it soon™.

“Hayi Birvari lost its charm due to excessive dealership or branches (some of these even might be fake). Different shops

mention the same name but sell diff erent product”™.

“Tt is difficult to forget it's amazing taste, if anyone taste this™

“Haji Biryani is wonderful, full of meat, cooked propetly, and use less spices™.

* "I consumed Haji Birvani when I was a student and a bachelor. They have only one type of birvani, that is beaf birvani.
Itis very delicious. It is comparativel v nicely priced”.

e “It's specialty is jaclkfruit leaf packaging It is a historical shop. However, their quality is degrading, rice is often not

properly cooked and priceis also high™.

“It is a popular dish. It is good but excessive spices often makes it heavy to digest™.

Figure 1. Consumers’ Views about Haji Biryani (Confnuation)

A comprehensive study using the Trycomponent édgt Model (Schiffman and Kanuk, 2015) shows thateso
segments of consumers still possess a favoraliedatttowarddHaji Biryani; and therefore they prefer to experience this
brand whenever they want to enjtyryani. Major parts of their attitude are formed basedtb@ knowledge and
perceptions that are acquired by them through aamation of direct experience and information tigey through word of
mouth communication. Consumer’s emotions or fesliapoutHaji Biryani constitute the affective component of an
attitude and all these affective, cognitive, andatmn aspects together explains why the consunhbenghg behavior is
consistent over time since 1939. It successfulldfithe consumer’s interest as well as its digtiedbusiness image in the

mind of the target consumers. The main reasont$asurvival is the fact that consumers have unfgseination towards
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this brand and there prevails a certain notiondlatyone has to try their product at least once.

However, over time, although the market size espdntremendously, bidaji Biryani has failed to hold their
proportionate market share as some segments otiwenms started to prefer the competinigyani brands. Moreover,
along with brand competition, winds of changes dwueglobalization, food habit changes, health canssmess, the

popularity of fast foods, and overall changes iogle’s lifestyle also changed consumer’s attitualed preferences.
7. CONCLUSIONS

The contemporary Bangladeshi food system is chaiiaed by both an unprecedented focus on home-made
cuisines as well as a remarkable emerging trermibthroat competition among different traditiotatal cuisines along
with the modern local and global food chain brantiserefore, these two opposing trends are equallyihnt in
Bangladeshi food system. Althougftaji Biryani is recognized and accepted as one of the heritg#fgeld Dhaka but until
now no research has been conducted on it. Thiandséased paper tries to shade some light ongherets of success in

business operations and to offer guidance for @mgarbetter future through facing competition @étly.

Basically the main reason for their downfall iithcompetitors’ organized expansion and their aggjve
product diversification. They have simply failedadapt to the market changes. Therefore, to efftty cope with the
cutthroat competitionHaji Biryani needs to expand its business operations beyondkaDhad also beyond the
geographical boundary of the country. As this bradow at the maturity stage of the product lifele, it needs to
effectively use marketing strategies. It is a gaeh forHaji Biryani to maintain their original traditional menu ane th
leaf packaging to uphold their authenticity andyorality. Thus, as a marketing stratelggji Biryani should maintain the
product and keep the packaging unchanged as th@gormnique selling proposition (USP). Major chamghould be
undertaken in the promotional activities throughoimporating and implementing integrated marketioghmunication
(IMC). There should be significant emphasis on atisiag, personal selling, direct marketing, sglesmotion, publicity,
and public relations activities with increased istveent. They should redesign their website, makeoite user friendly
and interactive, and maintain it on a regular bdsisaddition to this they may start online servaored home delivery
service. Considering the popularity of social nekimg activities amongst a significant section bé tpopulation they
should open and maintain a Facebook page. Thete afoweb presence will provide them with the scop¢he wider
range of word of mouth communicatioRlaji Biryani maintain liaison with hotels, airlines, and/or ieas other
institutions and come under agreements so thatgbese it as their menu. They can exploit the evmati value that they

have in people’s minds and utilize it as a positigrstrategy.

Haji Biryani has been a cherished delicacy for a significaptbtonged period, indicating that it must possess
certain strengths as a brand. Branding Bangladéght e possible through imaging Bangladesh asuatep that can be
branded through its brands and the concept of Ggbgral Indication (Gl) can profoundly facilitatbig process.
(Khondkar, 2014). Along with Muslin®, “Jamdani, “Nakshi Kantha”,Haji Biryani can be branded properly through
acquiring and reaping the benefits of Gl. Furthesearch avenues can be to assess the appropiatéries suggested
marketing strategies and to identify possibilitefsnstilling the Gl concept in promotingaji Biryani as a local cuisine
brand both locally and globallydaji Biryani needs to create a space for consumers’ passi@rdewheir brand through

innovative marketing strategies.
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They have to push farther their already existingraf, recognizable brand name with advertising ather promotional

tools; and with distinct taste alternatives.

REFERENCES

1.

Alvensleben, R. V. and Schrader, S. K. (1998) “Gorex Attitudes towards Regional Food Products -ase:
Study for Northern Germany”, AIR-CAT Workshop onofSumer Attitudes towards Typical Foods", Dijon,

France.

Khondkar, M. (2014) “Geographical Indication (GIA Way to Promote Our Brands in the Global Market”,
Social Science Review, Vol. 31, No. 2, 1-12, Deee®l4, University of Dhaka, Bangladesh.

Lonely Planet (2018) Haji Biryani, [Online] Availéda http://www.lonelyplanet.com/bangladesh /dhaka

/restaurants /asian/haji-biryani

Martinez, S., Hand, M., Da Pra, M., Pollack, S.]d&an, K., Smith, T., Vogel, S., Clark, S., Lohr,low, S and
Newman, C. (2010) “Local Food Systems- Conceptpatts, and Issues”, Economic Research Report, Mp. 9
May 2010, United States Department of AgricultiWSA.

Mydans, S. (1987) “For a Secret Stew Recipe, Tim&unning Out”, The New York Times, July 8,1987,
Retrieved on May 24, 2016, USA.

Sakhawat, A. (2013) “Haji Biriyani: The Scintillay Taste from Old Dhaka”, Daily Sun, March 8, 2013.
Retrieved on April 30, 2015.

Schiffman, L. G. and Kanuk, L. L. (2015) Consuneaha¥ior, Pearson Prentice Hall.

TripAdvisor (2016) Hazir Biriani, [online] Availalet https://www.tripadvisor.com/ShowUserReviews-g293936
d3498934-372844 800 -Hazir_Biriani- Dhaka_City Dhakivision.htmli#REVIEWS

Impact Factor(JCC): 3.2176 - This article can be downloaded from www.impactjournals.us







