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THODA ZYAADA PYAAR
PAROSNEY KI AADAT

Kuch khaas hota hai purani aadaton mein. Jaise kuch khaas hai
India Gate Basmati Rice mein, jiska har daana hai khila khila.
Toh apni iss purani aadat ko, rakho humesha khaas.

,@indiagatefouds @indiagalefoods n@indiagatefunds
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INGRAINING A

HEALTHY FUTURE

tanding at today's critical times, the basic
thought on everyone’s mind is ‘a healthy and
safe future’. A healthy nation is a happy one. A

healthy nation means sustained economic growth and
more opportunities for people.

We believe that the health of our Company is
intrinsically linked to the health and resilience of the
people we deal with, the society we operate in and the
mother nature. Keeping this in mind, we are geared up
to be one of the brands in India that makes ‘Healthier
Future’ a reality!

We intend to do so by ingraining the health quotient
in the staple diet of more than half of the world’s

population. From being a player in a niche agri-product
category, we are now expanding our reach and
capabilities to touch more consumers with our health
and nutrition rich rice-based product basket.

We aim to be a vital player in the health industry, while
making significant positive difference to the lives and
economy of our country’s backbone — the farming
community! It's often the simple things that leave the
biggest mark. With our intent of delivering nutrition to
our customers, we look forward to transforming the
world as we know it!

We look forward to ingraining a Healthy Future in every
aspect of our business.
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@ We aim to
CREATE A BETTER
FUTURE

We believed and .
By making Wi i
empowered basmati rice e do this

OUR PEOPLE affordable for BY PROVIDING N
Their competence and the masses OPPORTUNITIES

enthusiasm helped us To our farmers,

standout amongst the our people and

crowd and stand strong communities

even in difficult times b

We live by
We play the role OUR VALUES -
THAT BENEFITS TRUST, PASSION,

g EVERYONE AND QUALITY @
Helps businesses grow, How we work is as
I E € people prosper, and important as what LN

communities thrive we do

We transform We delivered
OUR DNA AND STEADY

CULTURE PERFORMANCE
Drive growth by focusing By keeping our debts
on our people and by under control and by
continuously perfecting efficiently managing our
the basmati grain working capital cycle
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We believe that by passionately doing things the right

way, we have emerged as India’s first Rice company with a
comprehensive product chain having a culture that pushes

our people to outperform, every day.
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ABOUT KRBL LIMITED

WHO WE ARE

With a rich industry experience of more than a century, KRBL Limited today has created its place as

the top player in the Indian rice industry and also as India’s first integrated rice company. Operating

primarily in the realm of manufacturing and marketing of rice products, the Company’s success has

been derived by operating responsibly, executing adeptly, manufacturing innovatively and capturing
new opportunities proactively.

Over the years, KRBL has evolved and widened its product offerings that have delighted customers
across geographies. Our presence in an extremely consumer driven market generates a demand for
healthy and balanced dietary products. With a well-established presence in India, we aim to further
enhance our penetration along with expanding our reach to new international markets.

Stewarded by three of the doyens of the Indian agri-product industry, Mr. Anil Kumar Mittal (Chairman
& Managing Director) and Mr. Arun Kumar Gupta and Mr. Anoop Kumar Gupta (both Joint Managing
Directors) and ably assisted by a team of qualified professionals, KRBL has managed to make its
presence felt in every aspect of the entire value chain, from seed development and multiplication, contact
farming, production to marketing. The Company constantly explores ways and means to enhance offtake,
widen reach and deploy technologies that bolster cost-competitiveness.

OUR VISION

To preserve and enrich the legacy of basmati in India by ensuring the genetic integrity of the seed, by
encouraging farmers to adopt scientific agricultural practices and by leveraging world-class rice processing
technologies, so as to emerge as the industry benchmark for product quality and customer service.

OUR MISSION

To emerge as the world’'s number one basmati player, committed to deliver precision — perfect quality

products to our customers; nurture a professional work environment that fosters employee excellence,

growth and job satisfaction; and build a financially strong, growth-oriented company that creates value
for our stakeholders.
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WHAT WE DO

Pioneering the concept of having an integrated rice manufacturing facility, KRBL Limited is a globally
renowned manufacturer and seller of basmati and non-basmati rice products under its flagship
brand India Gate and other celebrated brands such as Unity, Doon, Nur Jahan and Bemisal among
others. Our scale and focus on execution mean that we can provide our clients and consumers with
the best value in terms of quality and cost as well as the most exciting and innovative products.
Further, the Company evolved in a multi-segment rice player with its foray into the health food
segment and introduced a wide range of health food products such as India Gate Basmati Brown
Rice, India Gate Non-Basmati Brown Rice, Chia seeds, Flax seeds and Quinoa.

KRBL Limited, the largest integrated rice miller of the country, is one of the major producers of rice
products (both basmati and non-basmati rice), further the Company is engaged in the production of
milling by-products like bran oil, furfural, rice bran, and de-oiled cakes.

Besides rice and agri products, it is also engaged in the business of power generation. The
Company’s energy division comprises power generation from wind turbines, solar power plants
and rice husk-based (biomass) power plants. This strategy helps the Company meet its power

requirement from captive sources and reduce dependency on external sources while maximising
returns from the non-core operations.

PRODUCTS WE OFFER

KRBL is an innovative consumer-centric Company, offering value and variety to its
customers through superior and wide range product portfolio in India and across key
export geographies.
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OUR PRESENCE

KRBL has its two manufacturing facilities spread across the states of Uttar Pradesh (Gautam Budh Nagar) and
Punjab (Dhuri). The four state-of-the-art grading, sorting, and packaging facilities of KRBL are located at Sonipat,
Gautam Budh Nagar, Dhuri, and Alipur.

With its corporate office in Noida, UP and registered office in Delhi, KRBL has its product presence not only in
India but also across the globe. KRBL exports basmati rice products to 82 countries and leads the basmati rice
consuming market in the branded segment. KRBL is world's largest exporter of branded basmati rice.

KRBLs product presence is in 8 2 countries across the world
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KRBL LIMITED AT A GLANCE

Guided by its experience, KRBL is a market leader in the Indian rice industry and one of the fastest growing FMCG company.

#1 Largest exporter of
branded basmati rice

from India

SR8y

Years of
1 30 rich industry

experience

o
2%

Number of countries
82 where KRBL exports

its products

Million square feet

6 KRBLs warehousing
space spread over
346 acres
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#1 KRBL possesses
world's largest rice
milling plant in Punjab,

India spread across
200 acres

£

0, Premium that
N1 5 /O KRBL's brands
fetch in the
domestic market

Number of rice
1 4 brands sold under
the banner of KRBL

Million MT KRBLS rice
1 and paddy storing
capacity

(o)

#1 India Gate, renowned
and well-established
selling brand in India

=
INDIA
GATE

BASMATI RICE

0O, Contribution of
67 /O India Gate brand
to the branded
basmati portfolio

INDIA
GATE

BASMATI RICE

KRBL's wide
500+ spread domestic
dealer and

distributors
network

(O, Basmatiseeds
35 /O sown in India are
provided by KRBL

/
(X 7%
\o o
\e

KRBL has largest

#1 contact farming
network coverage
for rice

Number of continents
where KRBL has its
product presence

MT/hour KRBL's

1 95 paddy milling
capacity, largest
in the world

Days in which
N3_5 direct payment
made against

procurement to
farmers

®
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HOW WE ENHANCED VALUE

How KRBL profited from sustained business growth* (FY2017-18 versus FY2019-20)

X in crores

EBITDA
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Revenue from

Operations
R crores)
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DEFINITION
Revenue from operations excluding
other income.

WHY WE MEASURE

This measure reflects the result of
our ability to understand market
trends and service customers
with corresponding products
and competent supply chain
management.

PERFORMANCE

KRBLs aggregate revenue from
operations  increased by 9%
from % 4,120 crores in FY19 to
34,499 crores in FY20.

VALUE IMPACT
Helps the
sustainability by

Company grow
reinvesting the

profits in the business.
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DEFINITION
Earnings before deduction of interest,
depreciation and tax.

WHY WE MEASURE

It showcases the Company's ability
to optimise operating costs despite
inflationary pressures.

PERFORMANCE

The Company’s EBITDA grew every
single year over the last three years.
The Company reported increase
in its EBITDA in FY20 despite the
challenging business scenario.

VALUE IMPACT

Provides a basis that can be easily
compared with retrospective
averages and sectoral peers.
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DEFINITION

Profits earned during the year after
deducting all expenses and taxes but
before other comprehensive income.

WHY WE MEASURE
It highlights the strength of the
Company's  business model in

generating value for its shareholders.

PERFORMANCE
The Company reported an
11% increase in the net profit during
the year reflecting the resilience
of the business model despite
external vagaries.

VALUE IMPACT

Adequate cash pool available for
reinvestment, accelerates the growth
engine and allows the Company's
growth momentum to sustain.
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DEFINITION

Return on Capital Employed (RoCE)
is a financial ratio that measures
a company’s profitability and the
efficiency with which its capital is
employed in the business.

WHY WE MEASURE
RoCE is a wuseful indicator for
comparing profitability ~ across

companies based on the amount of
capital they use - especially in capital-
intensive sectors.

PERFORMANCE

It is showcasing the Company's
ability to prudently invest every rupee
in profitable spaces that generate
higher returns for shareholders.

VALUE IMPACT
RoCE can potentially drive valuations
and perception.

Debt Equity Ratio
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DEFINITION
This is derived through the ratio of
debt to equity.

WHY WE MEASURE
[t measures the company’s financial
health, indicating the ability of

the Company to remunerate
shareholders over debt providers.
In turn, it indicates the ability of the
Company to sustain growth in profits,
margins and shareholder value.

PERFORMANCE

The Company's debt equity ratio
improved by 71% from 0.52 to
0.15 indicating the strong financial
position of the Company.

VALUE IMPACT

Enhanced shareholder value by
keeping the equity side constant;
enhanced flexibility in progressively
moderating debt cost.

13.13

11.85
10.50

DEFINITION

This is derived through the division
of profit before tax & interest by
interest outflow.

WHY WE MEASURE

Interest cover indicates  the
Company's comfort in servicing
interest, the higher the ratio the better
itis.

PERFORMANCE

The Company strengthened its
interest cover from 11.85 in FY19 to
13.13in FY20.

VALUE IMPACT
Enhanced cash flows.




ENHANCING FINANCIAL STABILITY

By reducing cash conversion cycle despite growing procurement (in X crores)

\‘O

Inventory

\‘0

Net Debt

Based on standalone financials

What this data indicates?

The above data indicates the growing
financial strength of KRBL as it
continues to reduce its dependency
on external funds for building
its inventory.

Most of the debt for the Company
is owing to the working capital
requirement. With the commencement
of procurement of paddy in H2
every vyear, the requirement for
working capital rises, and becomes
substantially low by end of H1 of the
next financial year.

This is a cyclical phenomenon that
results in near zero debt at the end
of H1 every year. The company is
able to maintain this cycle in spite of
increasing procurements at the back
of the rising demand.

Focus on delivering consistent
free cash flows while enhancing
business pie.




SINCE 1889

The journey of KRBL Limited
130-year-old legacy

A story of evolution.
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20 ’I 3 + Crossed the
2,000 crores
revenue landmark
The Company undergoes
a stock split. Face value * KRBL entered
divided fromX 10 to into solar power
% 1 per share business
> 4 ) ) I
0 \¢
\l + Received the
- KRBL issued 2004 HACCP & SQF

2006

certification

+ Set up KRBLs
processing, grading,
and packaging
facility at Dhuri,

Punjab

‘ depositary receipts
\¢ (DR) worth US$ 12
million
2 O O 9 Crossed the
1,000 crores * KRBL entered
revenue into wind power
landmark business
\ L ¢ L ¢ kK o
V)
Y 1890
'I 88 KRBL started its 10 1 990
journey at Lyallpur,
Pakistan.
> 4 > 4 D

Shifted focus from

oil, wheat and cotton

to rice production.
Also shifted base
from Lyallpur to

Lahori Gate, Delhi.
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2017

+ Received the Halal
201 6 Ceer(iief:\c/;tioneforaa

its manufacturing
facilities

+ KRBL set up its
fourth facility at

Strengthened KRBL's
energy portfolio with
total capacity of
112.25 MW in wind
power, 15 MW in solar
projects and 17.59 MW
in biomass

+ KRBLs rice mill and

processing unit
received certification
for complying with
SOP for export of rice
products to China and
the US

W

2019

to

2020

Crossed the
% 4,000 crores revenue
landmark

Trademark registration
of its flagship brand
‘INDIA GATE' registered
on 12 August 2019
with a user claim since
01 January 1979

+ A moment of pride

for the Company, as
KRBL got featured on
Discovery Channel in
Flagship series “Inside

raryana Out” “God of Grains”
) ) ) 4 o 2D 2 D I
\¢
() () 19008 - Received 1S0-9002
\¢ \¢ certification for the
Alipur, Delhi plant.
i Received ISO-
2 O O 3 ﬁ%?a?'iéﬂfpgrﬁ; to 2 O O 1 9002 certification + KRBL entered N
receive FDI approval for the Gautam the Indian FMCG ' ‘)
in the Indian rice Budh Nagar market with India )
industry Plant, Uttar Gate and Doon as
Pradesh its rice brands. \‘
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. N2 ‘\\ 0
KRBL got ‘l
\¢ 1995 listed at BSE, s;
Established () Delhi Stock r
1 9 9 2 KRBL's first state- LY ) Exchange and & ’
of-the-art basmati Red ] éthorzlfdabad * ‘
processing plant egistered as a
at Gautam Budh 1 9 9 3 Public Limited Exchange § ’
Nagar, Uttar Company
Pradesh
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“We are laying a strong foundation by spearheading initiatives to achieve a
n
prosperous future, inspired by the wisdom of our forefathers.

Dear shareholders,

Fiscal 2019-20 proved to be a watershed year as it truly
tested the robustness of our business model and the
resilience of our organisation to withstand disruptive
headwinds. Given the current macro-economic
scenario and the sentiment in the rice industry, it
was KRBLs enriching industry experience, a deep
understanding of customers’ needs and sentiments
and focus on high standards of quality, which helped
us stay ahead of competition.

Despite the challenges, KRBL Ltd. has exhibited
sustainable growth in FY20 across different business
parameters. This performance has been supported
by our relentless focus on building our capabilities,
disciplined  approach  towards  procurement,
diversifying in selected profitable segments, foraying
into newer geographies, adopting best-in-class

technologies and creating an emotional connect with
our consumers.

Sectoral optimism

India’s agro-allied activities showcased a 2.8% growth
owing to the record production of food grains. As
of January 2020, India’s agricultural exports stood
at USS 28.93 billion. Further, government-initiated
strategic schemes to support our farming community
like the Pradhan Mantri Kisan Samman Nidhi Yojana
(PMKisan), rural credit and crop insurance proved to
be highly beneficial for the sector. Modernising farming
activities and infrastructure, promoting efficient water
usage and facilitating seamless trade is expected
to propel India in the global scene as one of the key
players in the agri-products industry.

Favourable spells of the monsoon rains in major
growing states resulted in an estimated record
production in MY 2019-20. Basmati rice underwent a
boom in the market, owing to an improved year-on-
year (y-o-y) driven by sustained export demand. This,




in turn, has significantly supported farmer returns.
Basmati's aroma and distinctive taste, as opposed to
other kinds of rice, will catalyse its growth, which is
projected at a CAGR of 6% by 2025.

FY20 in retrospect

At no time in our recent past, the effectiveness of our
long-term approach was more visible than in FY20 and
our growth numbers in each measurable parameter
were immensely gratifying. Amidst a challenging
economic environment, we continued to reinforce our
reputation as an outperformer as KRBL reported 9%
growth in revenues and 11% growth in PAT on a y-o-y
basis. Further, we continued to generate sustained cash
flow which enabled us to limit our external borrowings.
As of 31 March 2020, our borrowings stand at ¥ 496
crores, compared to X 1,428 crores as of 31 March in
the previous year.

Inventory costs have reduced significantly in FY20,
owing to the currently reduced prices of the highest-
quality paddy. Moreover, systemic efficiencies have
helped us enhance procurement and achieve stability
in our inventories. We have enjoyed consistent
profitability throughout the year, despite the fluctuating
costs of procurement.

Dividend

Owing to the excellent results, the Board of Directors
of the Company had declared an Interim Dividend
@ 280% i.e. X 2.80/- per equity share of face value of
% 1/- each for the financial year 2019-20, absorbing
the total dividend outgo of ¥ 80 crores (including the
dividend distribution tax).

The story beyond numbers

Going beyond the numbers, | would like to bring
to your notice the progress we made on the
non-financial parameters that helped us sustain the
growth momentum. With a vast range of products, we
continue to serve a range of demand for a diverse set
of consumers coupled with unmatched quality and
seamless availability.

Our flagship brand India Gate, along with several other
brands, continued to command a key presence in both
local and global markets. Further, our fully integrated
operating model ensured end-to-end supervision, from

procurement to packaging. Thereby, helped us boost
quality standards. Our highly automated equipment
backed by latest technologies helped us successfully
produce healthier plant varieties.

It gives me great pride to claim that KRBL is fully
prepared to witness how the inevitable trend of
automation will leverage healthier production in a post-
COVID-19 scenario.

Over the past decade, our strategy to focus on selected
products and markets with sound basis for long-term
growth and profitability has paid off well and our
financial and operational metrics have improved. Our
focus to maintain a disciplined researched approach
for producing the best-quality seeds enables us to
sustain long-term profitable work instead of chasing
revenue growth.

A longstanding collaboration with local farmers and
our experienced in-house experts will assist us in
executing this vision of cultivating the best seasonal
yields. This will be followed by a unique rice ageing
process that ensures KRBL's superior market value.

Another milestone in our success story is our
philosophy - directly procure paddy. The urgency
for organic and pesticide-free resources drives our
company to create awareness among farmers, so
that they incorporate these methods of farming by
maintaining full compliance. However, this must be a
gradual process, focusing on the intended outcome of
obtaining a sustainably higher produce each season.

Our inventories are steadily evolving to meet our
brands’ healthy growth in demand. We finance our
inventory at reasonable costs, which considerably
reduces our dependence on external finances. This has
enabled us to grow in progressive leaps in the context
of a sustained turnover. Our company operates via
environmentally conscious means: we use power from
captive sources, hence remaining fully self-sufficient
in our energy requirements. Such continuous efforts
ensure that we reap the optimal values for every
component of paddy and its allied products.

We utilize an extensive distribution network
that encompasses both traditional and modern
e-commerce channels in order to connect with our
customers. Our popular brands, especially India Gate,
have managed to hugely appeal to the people’s taste,
thanks to our dedicated promotional efforts and
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social media connect. We have extended solidarity
toward social issues by initiating campaigns like Every
Sacrifice Matters and Woman's Day Every Day. Our
vision of efficient production legitimately driving social
change based on goodwill helps us develop a loyal
customer base.

Ingraining a healthy future

We are laying a strong foundation by spearheading
initiatives to achieve a prosperous future, inspired
by the wisdom of our forefathers. Our produce is an
immaculate synthesis of healthy food and diverse,
premium varieties of rice. Public outreach and
consumer engagement are priorities that we achieve
through targeted campaigns, in order to gain a deeper
emotional connect with the customers and understand
their needs. The emphasis of all our efforts is primarily
on facilitating sustainability.

Response to COVID-19

Over the last few months, the COVID-19 pandemic has
engaged various industries in India and across the
globe in combating its effects. KRBL also got impacted.
However, we took the concomitant challenges in our
stride and overcame the hardships.

With automated manufacturing, sorting and packaging
facilities, combined with a dedicated team, we were
able to weather the storm successfully.

In these times, highly efficient operations will be
necessary to enhance our momentum. Making our
products available in online platforms is helping us
evolve in the post-COVID era. We focused on enhancing
our on-line presence, keeping in mind the evolving
supply chain mechanism which is evolving from the
traditional distributor-retailer model to D2C (direct to
consumer) model via online platforms.

Further, we have continuously supported the
communities at large, and we will continue to do so
considering the present circumstances.

Outlook

Our company continues to strongly focus on the
growth of basmatirice business. A growing demand for
exports in key geographies, led by sustained industry

leadership, has established us as a strong contender
that can shape the industry’s future. Furthermore,
broader accessibility with an omni-channel approach
(which include impeccable branding initiatives) will
help us serve our customers in the best possible way.

Our acute focus on customers’ needs ensure the
constant elevation of our performance standards.
Complementary product lines of health and wellness
are currently in the planning stage. In addition, a record
procurement of the best-quality paddy last season
has invariably projected a turnover of ¥ 8,000 crores
in the next 4-5 years. Globally, customers are currently
favouring branded staples. This puts us in a profitable
position owing to our stronghold in the key basmati
markets. Our focus on stabilizing supply chains and
increasing production will ensure continuous demand
in export and domestic sales in FY21. We will also
maintain a robust balance sheet that will define our
ambitions for the present as well as the future.

Heeding the call of our Hon'ble PM, KRBL Ltd. is taking
gigantic strides to steer the Atmanirbharta mission
forward. Our dedicated involvement with farmers in
harvesting and procurement, along with indigenous
seed development and their in-house processing, will
herald holistic growth for our company and our nation
at large.

| would like to thank all valued stakeholders, our
customer community, our vendors, our bankers and
our investors/shareholders for dedicatedly extending
support and putting faith in our goals. | along with the
entire management team and patrons wish to express
gratitude towards our employees for their valuable
contribution towards taking this organization forward.

Here's wishing you the best of health and prosperity for
the year ahead.

Anil Kumar Mittal
Chairman and Managing Director




STRATEGIC RESPONSE TO
THE CHALLENGING TIMES

KRBL and the COVID-19 Impact

e
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PANDEMIC OUTBREAK

In our living memory, the outbreak of the
COVID-19 pandemic is the most defining
global crisis. It has not just impacted us
economically but also emotionally as
millions of people across the world continue
to lose their loved ones. The spread of the
pandemic started in December 2019 and
was declared a global pandemic by the
World Health Organisation in March 2020.
The spread of the virus disrupted the global
economy and consumer sentiment.

GENERAL RESPONSE
As the virus continued to wreak havoc,
most  global  governments  declared

lockdowns in successive phases. Similarly,
the Indian government implemented a
national lockdown in late March 2020,
which covered the comprehensive closure
of offices, factories and public places. All
international, inter-state and intra-state
travels were restricted and borders sealed
to limit pandemic impact. This has resulted
into all the economic activities coming to
a halt.

HOW WAS KRBL IMPACTED?

As a responsible FMCG company, KRBL
moved with proactive speed in taking
the necessary steps to safeguard the
extended KRBL family. KRBL undertook
all the precautionary measures to limit
the spread of COVID-19, in compliance
with  Government directives. However,
being in the essential services category,
KRBL was allowed to run all its plants at
stable utilisation levels post obtaining
requisite permission.
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The Company’s business was affected
as the lockdown was announced in the
last month of the financial year. Here are
a few impacts of the lockdown on the
Company’s operations.

+  Witnessed logistic challenges owing
to the movement restriction

Limited availability of the manpower

+  During the first few weeks of the
national lockdown, the Company
faced challenges in terms of limited
availability of packing raw-materials
related to the jute industry, paper
industry and poly industry

+  Export scenario also saw a limited
movement of goods as most of the
Indian ports were running at limited
manpower which resulted in port

KRBLs response

congestion and also due to the cargo
terminals operating at capacities less
than 30%

+ Institutional channel sales saw
substantial dip during the lockdown
period as owing to lockdown most of
the restaurants (dine-in) & catering
industries remained closed

+ The impact of a decline in offtake
during March 2020 affected the
performance during the fourth quarter
of FY20 and loss of revenues.

On the positive side, amidst this pandemic,
KRBL witnessed strong acceleration of
its different flagship brands in the wake
of good consumer demand for branded
and hygienic products. This sudden
surge is largely owing to the initial wave

How KRBL protected the interest of stakeholders during the Covid-19 pandemic

EMPLOYEE &
CUSTOMER SAFETY

LOGISTICS &

SUPPLY CHAIN

of panic buying and demand coming
in from both Indian markets and key
international geographies.

However, even today, there has been a
positive trend in consumption behaviour
where customers are broadly recognizing
the benefits of branded products. KRBLs
multi-brand presence in Indian as well as
international markets combined with its
integrated nature of business and a market
leadership position further strengthened
its business momentum during this
pandemic situation. Further, at a time
when most companies are worried about
the repayment and servicing of debt, the
Company possesses no such liability
owing to its strong balance sheet position.

Implemented business
continuity program
to ensure a seamless
transition to work
remotely.

Followed stringent
hygiene protocols at all
facilities to ensure people
and product safety.

Ensured that workforce
upholds highest standards
of preparedness and
hygiene.

Ensured requisite
inventory availability, to

meet the consumer needs.

Fully automated plant
helped us on continuing
production operation with
minimum disruption and
limited manpower.

Partnered with Swiggy,
Zomato, and various
other food tech giants
as delivery partners
keeping in mind the retail
consumers.

Created adequate
inventory of paddy and
rice to take care of
increased demand.

Owing to our longterm
relationships with our
raw material partners, the
Company had a steady
supply of raw material.

Donated 95,000 kgs of
Rice to NGO's across the
country.

5 lacs plus migrant
labourers were fed
during #UmeedHainHum
campaign.

20 million plus meals
distributed in feed India
campaign in collaboration
with Chef Vikas Khanna.
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Ingraining a Healthy Future

:) roduct safety and quality are our
topmost priority. The first step
towards ensuring our product quality
is the right procurement process. We have
established well-defined systems to ensure
product quality. Additionally, we have
developed a well-defined procurement
system at each stage in the value chain, to
ensure we receive best-quality paddy.

As an industry leader in its segment,
KRBL pioneered the contact farming
mechanism in rice cultivation in India
more than two decades ago. Under this

BY MAKING HEALTHY AND
-XTRAORDINARY FOOD

system, KRBL provides high-quality seeds
to its farming community, helps with the
technical know-how on best agricultural
practices and facilitates the sourcing
of other high-quality input materials.
Through the contact farming technique,
we have been able to monitor quality at
every stage of production. This mutually
beneficial initiative has enabled us to
ensure uninterrupted supply of high-quality
paddy, while offering security to farmers.
As a result, today KRBL is associated with
a growing farming community, of more
than 25,000 farmers covering around 1.5

V5
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lacs hectares of agricultural land. Further,
KRBLs seed operations are also among
the largest in India. Through this initiative
KRBL collaborates with farmers to grow
basmati seeds in sufficient quantities in
their farmlands, spread across 700 acres.

KRBL is having dedicated Agri-Service
Division that works closely with the
farming community during each crop
life-cycle, from sowing and re-plantation
to harvesting and thrashing. Thereby,
farmers are rewarded with higher yield and
KRBL procures top-quality paddy (uniform




in their characteristics and matching
the international standard). To ensure
that it receives maximum residual level
(MRL) qualified paddy, KRBL has recently
introduced an MRL programme and
collaborated with more than 5,000 farmers
till date. This program helps KRBL ensure
that the paddy is grown in an organic
environment, are pesticide-free and match
the quality standard preferred in the EU
and US markets.

Procurement is a strategic function
that helps us achieve the objective of
sustainable profitable business growth.
Along with quality, another major focus
area for our procurement team is raw-
material cost. To regularly monitor the
paddy cost and related rates as well, KRBL
has implemented a SAP system in all its
central locations and company branches.
This helps us track and analyse the

price trends and act in time to safeguard
ourselves from price fluctuation risks.

Procurement is a vital cog in KRBL's entire
rice production mechanism. We work
closely with our farmers to make our rice
healthier and tastier, ensuring extraordinary
food for our consumers.

R&D is one of the KRBLs key focus areas. We have pioneered several cropping methodologies and harvesting techniques that
help farmers improve their yield. KRBUs core R&D strength is its modern seed farm and product testing centre. Our R&D team
includes experienced rice professionals and farmers, who blend their traditional knowledge with modern technology focusing
on improving pre and post-harvesting techniques.

Collaborating
with agricultural
academic/research
institutions to
develop new basmati

Continuous
upgradation of seed
quality, for which
KRBL coordinates
with the Indian

1127 seed variety,
considered superior

chemistry, quality
and ageing of

Collaboration with

Pioneering the Extensive research _ R
development of on crucial agricultural scientists
the premium Pusa parameters: to create smarter

basmati varieties
(varieties that require

seed varieties.

Agriculture Research
Institute (IARI), New
Delhi.

to any other basmati
seed variants.

basmati rice (to
constantly improve

quality).

less water and can
withstand pests
and diseases). Such
disease-resistant
crops are healthier,
since they require
little or no
pesticides.




Ingraining a Healthy Future

BY DRIVING INNOVATION

RBL continues to be a leader in

the global basmati rice industry.

Our innovative thinking and world-
class manufacturing has enabled us to
develop innovative product range, aligned
with our overall objective of ingraining a
healthy future.

We aspire to provide best-quality basmati
rice to consumers, by procuring best-
quality paddy, in accordance with our
quality criteria and processing in state-of-
the-art and hygienic conditions.

We believe that sustainable success
planning

is achieved by looking,

V5
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and implementing the

immediate needs.

beyond

This is reflected in our ability to make
long-term investments in manufacturing
facilities, build more capacity than
immediately needed and invest in the




ability to scale capacity with speed (invest
in updated technologies).

We have regularly enhanced our
manufacturing capabilities in order to make
manufacturing our competitive advantage.

Today, KRBL is the largest Indian rice
millers, with rice processing capacity
of 176 MT per hour. KRBLs rice milling
capacity today stands at 195 MT per hour,
highest in the world. Further, the Company
has a paddy and rice storing capacity of
more than 1 million tonnes.

These economies-of-scale have enabled

KRBL to manufacture products in
compliance with the highest quality
standards and cost effectively (with

adequate resource consumption and
minimal wastage). Thus, we have stayed
ahead of the curve and distinguished
ourselves from the growing competition
while matching the international standards.

Our extensive investment in forward
integration resulted in the addition
of new revenue streams, significant

cost advantages, consolidated growth
sustainability and reduced dependence on
external vendors. Utilising the by-products
generated in rice production, we ventured
in captive power generation, solvent
extraction plants for rice bran oil production
and furfural/furfuryl alcohol production.
To mitigate such risks, we invested
substantially in  various automation
techniques, reducing human involvement
in processing and packaging.

Today, KRBL is India's first integrated rice
company with unmatched and unparalleled
technological capabilities.

We have also entered in a strategic tie-up
with Buhler-Switzerland to improve our
manufacturing processes and reduce
wastage, while ensuring efficient and
timely product deliveries to markets.

We are the first in the Indian industry
to invest in advanced machinery such
as colour sortex, automatic polishers,
husk separators and destoners. These
technological investments have provided

KRBL with a critical edge over its
competitors while ensuring we possess
the requisite quality and volume to cater to
international and domestic demands.

Consistent service
capability

Owing to a tightening export timeline,
packing large quantum orders in the
shortest possible time became a major
obstacle for KRBL. In response, we installed
two  state-of-the-art  grading/packing
facilities with total 50 MT per hour capacity,
each backed by the latest technology.

Being energy conscious

KRBL has undertaken various energy
conservation measures, e.g. installing
VFDs to save energy costs. In FY20, we
have installed 83 VFDs, saving about
10 lacs units of electricity (worth ¥ 60 lacs
per year).

During FY20, steam turbine operations
were optimized to reduce the extraction/
back pressure, as per process plant
requirements. Running steam turbines at
lower pressure enable us to maximize our
energy efficiency.

The impeccable quality, high hygiene
standards (HACCP system) and on-time
deliveries of KRBL's products have earned
us worldwide trust and respect. Plus, we
have also installed various foreign object
detection systems: metal detectors and
husk aspirators in grading plants, fully
automatic abrasive polisher (DRWC) and
husk separator (DRWN) in the processing
areas. Hence, before the final product
packaging, KRBL produces safe and top-
quality products.

The above mentioned investments have
boosted our manufacturing credibility and
value chain, helping us develop a product
portfolio that delights our consumers.

Our modern manufacturing facilities
ensure that the goodness of our products
remains intact and our robust supply chain
assures their timely delivery to the remotest
corners of the world. Thus, we meet our
customers’ ever-changing requirements in
a sustainable way.




Ingraining a Healthy Future

BY BUILDING ON
STAKEHOLDER'S CONFIDENCE

inancial robustness is the foundation
Ffor any company aiming towards

a healthier tomorrow, helping build
shareholder confidence.

Similarly, KRBL believes that a robust
financial foundation, adequate liquidity, and
profitability across market cycles are core
to business sustainability.

The Company strengthened its
financial management over the vyears
through various initiatives to  build

shareholder confidence.

KRBL selectively manufactured value
added Health products, enhancing overall
profitability. The Company provided a

range of products to maximise cross-sale,
thus strengthening off-take and focus on
improving terms of trade.

These initiatives helped moderate debtor
daysto 19 in FY20 from 35in FY19, in spite
of the sluggish economy. The Company
managed to generate operating cash flows
of ¥ 1,212 crores in FY20 as compared to
% (115) crores in FY 19 by managing and
optimising the use of logistic channels and
lead time.

The Company repaid debts of ¥ 941 crores
during the year, reducing debt to ¥ 496
crores. As a result, KRBLs debt-equity ratio
strengthened from 0.52 in FY19 to 0.15
in FY20.

Our investment propositions

KRB L Limited

Financial efficiency of the company was
reinforced by its margins and profitability.
The Return on Capital Employed (RoCE)
was 23% compared with 19% during the
same period last year.

KRBL will utilise prospective cash flows for
debt reduction, business re-investment and
timely resource purchases, and strengthen
its overall competitiveness.

We strictly adhere to our capital allocation
policy as a part of the Company's core
strategy. From a financial perspective,
constant effort to improve profitability and
strengthen our financial base will promote
the establishment of a healthier future.

SECURE PROFITABLE GROWTH

Focus and enhance presence in those segments where there
is greater realisation and exit the low margin ones.

CAPITAL RECYCLING

SUSTAINABILITY

Commitment to sustainability is at the core of our very strategy.

ENHANCE OFFERINGS

Focus on reallocating capital into higher growth markets.

DIVERSIFY GEOGRAPHICALLY
Enhance product presence internationally, with a target to
increase exports substantially over the next five years.

RESEARCH BASED
To focus and invest on research and development, to develop
improved and quality products.

Committed to enhance product offerings by foraying into other
different growth segments within the rice industry.

ZERO WASTAGE POLICY

The Company is focusing on various initiatives to reduce the
product rejections during manufacturing process. Presently
the Company utilizes all by-products of rice in various
downstream applications.

SHAREHOLDERS AND LENDERS
% 610 crores paid as interests and dividends in the last
five years.
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OUR DRIVERS FOR A &
HEALTHY FUTURE

t KRBL, our business model revolves
Aaround the idea of delighting our
consumer through a complete
portfolio of rice related FMCG products
through  continuous  research  and

development, leading to KRBL emerging as
one stop shop for staple dietary need.

At KRBL we believe that this strategy of
ours would help us report better numbers
each year and also would drive us towards
a healthier future.

Business
activities

Input

FINANCIAL CAPITAL: An appropriate mix
of debt and equity funding.

EQUITY: X 3,119 crores.

EXPERIENCE: 130 years of enriching
industry experience.

MANUFACTURING CAPITAL:

2 manufacturing units, and 4 packing units
equipped with state-of-the-art technology
and equipment.

Key Drivers

Improvement
measures

N

SOCIAL AND RELATIONSHIP CAPITAL:
Strong relationship with our suppliers,
customers, renowned global companies,
investors, distributors, sales agents, sub-
dealers and society at a large.

PEOPLE: Skilled, diverse and motivated
workforce supervised by experienced
leadership team.

INTELLECTUAL CAPITAL: Our capabilities
to innovate and offer new and improved
products backed by our highly qualified
R&D team.

NATURAL CAPITAL: We are directly
dependent on natural resources. Our efforts
have been directed towards enhancing
output from the arable land. In line with this
tenant, KRBLs R&D team developed rice
seeds which are of better quality and can
sustain in climatic aberrations.

ZERO WASTE POLICY: The Company
stringently focuses on minimizing waste at
every business function.

Business activities

SUSTAINABLE PRODUCTS PORTFOLIO:
Unique product development strategy
based on expertise, and consumer
needs, thereby complete solutions
provider in the staple dietary category

Enhanced our portfolio with niche, value-
driven products thereby accelerating
cross-sale and reinforcing our volume-
value positioning



Product stewardship: Ensuring our
products not only meet the dietary and
quality needs of our consumers, but also
the health needs of our consumers

RESPONSIBLE OPERATIONS AND
SUPPLY CHAIN:

By achieving economies-of-scale KRBL
tries to ensure product costs are low

To ensure that the manufacturing
process, our operations and our products
have low environmental impacts

Ensure safety and security at
workplace for all our employees across
the organisation

Sustainability in sourcing raw materials
and supply chain management

Believing that farmers community forms
the backbone of our business, KRBL
has built strong relationship with the
farming community

Ensure wide spread product presence
with a deep-rooted distribution network

PRODUCT AND PROCESS
DEVELOPMENT STRATEGY

Continuous investment in R&D and
technological upgradation across all
manufacturing units to develop new
products and enhance efficiency

BRANDING AND MARKETING

KRBL has developed a well-crafted
media strategy across different channels
and media platforms to enhance brand
presence and recall

Associated with different renowned TV
shows and events keeping in mind the
different customer segments

As a proactive company, KRBL has
always been ahead of the curve in terms
of strategic marketing innovations.
KRBL achieved this through pertinent
digital interventions

IN-HOUSE POWER GENERATION

To meet its high energy requirement,
the Company ventured into power

generation activity utilising wind energy,
solar energy and rice by-products.

RELATIONSHIP MANAGEMENT

Focus on understanding the customers
need accurately and working closely
with them to build a sustainable portfolio

Maintain strong relationship with the
farming community by making timely
and regular payments

Devise promotion programs

keeping in mind the distributors and
channel partners

PEOPLE AND INTEGRITY

Strict compliance to KRBLs Code
of Conduct

Continuous
programmes

employee  engagement

Leadership development

QUALITY CONTROL

Undertakes

stringent  quality  control

measures

TECHNOLOGICAL ENHANCEMENT

Continuous and strategic investment in
technological upgradation across all the
business functions

Highly —automated plants, thereby
reducing dependency on human labour

Output

Preferred rice product supplier status and
market leadership position.

Brand: India Gate; Products: Classic,
Super, Bab-Al-Hind, Brown Basmati,
Sella, Rozana, Long Grain; India Gate
is the #1 Indian basmati rice brand in
different countries such as Australia,
New Zealand, UAE, Bahrain, Lebanon,
Qatar, and Canada among others

Brand: Nur Jahan; Products: Sella
Golden and Sella White; Nur Jahan is
the #71 Indian basmati rice brand in

KRB L Limited

South Africa commanding a total import
share of 44% with KRBL brands and #4
basmati rice brand in Qatar

* Brand: Unity; Product: Raw and Sellg;
one of the premium quality rice offerings
from KRBL

In-house renewable energy

Have been able to sustain market
leadership position in the Branded
basmati rice segment for a considerable
period of time

Launched new product line keeping in
mind the health-conscious consumer
segment

Revenue generated from the sale of
different products sold under the 14
different brands of KRBL ¥ 4,499 crores

SERVICES
Sustained investment in R&D
and technology has helped the

Company in producing efficiently with
greater productivity

Strong process control, stringent quality
checks, and round the clock monitoring

RELATIONSHIP
Enhanced KRBLs alliances with the
farming community over the years and
grew farmer partner count every year
since inception

PEOPLE
Enthusiastic and dynamic workforce
comprising experienced professionals
and associates

2,234  employees spread across
the globe
FARMER

~3-5 days in which direct payment made
against procurement to farmers
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Outcomes

FARMING COMMUNITY

KRBL has built a strong farmer network
with more than 70,000 farmers spread
across more than 2,50,000 hectares
across the states of Uttar Pradesh, Punjab
and Haryana.

SCALE
« Largest exporter of branded basmatirice
from India

+ India Gate, largest well-established
selling basmati rice brand in India

+ Optimum process and energy efficiency

CUSTOMERS

« Trusted product quality, optimum
customer satisfaction, product
yield optimization and minimizing

environmental impacts
+ Strong brand recall

+ One of the few companies in the
industry to have a presence across the
value chain

DISTRIBUTION NETWORK
Strong pan-India distribution network
serving 500+ Exclusive Dealer and

Distributors  network and  robust
presence in modern retail
+  Widespread international presence

across 82 countries

+ Strategic tie-ups with globally and
domestically renowned leading retail
chains and E-=Commerce players

SOCIETY
+ Distributed 95,000 kg of rice to NGOs
across India

+ Under the UmeedHainHum campaign
fed 5 lacs+ migrant labourers

+ Distributed 20 million plus meals in Feed
India campaign

SHAREHOLDERS AND LENDERS
* X 610 crores paid as interests and
dividends in the last five years.

QUALITY

Dedicated quality assurance team
ensures products are tested at each
stage of the process. The inherent
outcome is that, KRBL has gained
widespread respect as a quality-
focused agri-products manufacturer
and marketer and preferred supplier
status amongst its institutional and retail
clients in India and also globally.

PEOPLE
+ Employee cost as a percentage of
revenue remains low, 1.83% in FY20

+  Grew revenue per employee at a CAGR
of 5% over the last 5 years

Improvement measures

FINANCIAL
+ Continuous cost optimisation

+ Strengthening our balance sheet

+  Optimising the capital structure

MANUFACTURING
+  Better capacity utilisation

+  Efficiency enhancement

PEOPLE
+ Continuous implementation of training
and development programmes

+ Continuous focus on gender diversity
and transformation

+ Retention of skilled and talented
employees

NATURAL

+  Continuous mitigation of the negative
impact of our operations on the
environment through responsible waste
management and disposal

«  Compliance with applicable environ-
mental law

+  Continuous investment in initiatives to
minimise the environmental impact of
our businesses

+  Continuous investment in the farming
community to enhance yield per hectare

RELATIONSHIP

+  Continuously enhancing engagement
with customers and distributors, both on
physical and digital platforms

+ Focus on enhancing the brand value of
the company and widen the reach

SOCIAL
+  Continuous stakeholder engagement
and management of their interests

+ Enhance focus on the socio-economic
development of the communities where
we operate
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OUR STRATEGY FOR
A HEALTHIER TOMORROW

Building on a proud past; creating a sustainable future

KRBL started its journey as a small time agri-product company that evolved into a major
basmati rice, food grains, health grains and health seeds manufacturing company.

wheat, cotton and oil as its main business, KRBL shifted
its core focus to rice. Today, it is India’s largest exporter of
basmati rice.

Over the years, from agricultural commodities such as

We continued to perfect the basmati rice grain to further enhance
its product quality and tap new customer segments.

As KRBL positions itself as an innovative and research led agri-
products company, it is imperative that it delivers innovative and
tailored solutions for different consumer segments that help KRBL
meet the evolving consumer needs. In line with this strategy, the
Company ventured into the Healthy Food segment in the last
couple of years.

Therefore, this business extension does not represent an unrelated
diversification; it represents a synergic extension for a good reason.

Why?

When KRBL ventured into the rice business, the Indian branded rice
market in India was virtually non-existent.

Prior to the globalisation of the Indian economy, majority of the
industries in India including rice was extensively dominated by
the unbranded players except a few. However, post globalisation,
things started to change as people of the nation got more and more
exposed to the international lifestyles.

Building on this opportunity, KRBL tried to create aspirational
products and brands. With these brands, the Company not only
influenced the wider consumer segment to upgrade their lifestyles
with quality basmati rice at competitive price, but also elevate the
position of Indian rice industry in the global map.

Rising instances of health issues owing to increasing stress levels
and sedentary lifestyle, have resulted in consumers on a constant
lookout for healthy foods within their staple diet. Consumers are
on the lookout for healthy and nutritionally superior food which
help control their diet and minimize the stress levels yet good to
eat and high on nutrition content. Further, rising consciousness
among urban population to have a check on one’s diet and weight
is redefining the need trends.

KRBL answered this need by venturing into the ‘Health Food’
segment. Thereby, not just addressed an emerging lifestyle
revolution but making it happen as well.

Re-positioning the Company as a manufacturer of ‘healthy’ food
products, the Company launched products such as India Gate
Basmati Brown Rice, India Gate Non-Basmati Brown Rice, and
Quinoa. It helped the Company to tap a new customer segment
while enhancing offtake in the packaged rice segment.

Further, with the customers broadly recognizing the health,
hygiene and safety aspects of branded products, more and more
consumers opted for branded rice from established players. This
helped KRBL stay ahead of the curve and helped beat competition
from the unorganized sector.

The new ‘Health’ product offerings from KRBL not only resonates
the Company’s ‘Ingraining a Health Future’ mindset but also helps
KRBL strengthen its diversified product portfolio.

The different ‘Health’ product offerings of the Company are
strategically positioned to cater to different consumer segments
at different geographical locations and across

different price points to enhance affordability and

offtake, while creating a sustainable product portfolio

for the future.




A great source of
protein and fiber

Rich in antioxidants

Controls spikes in
blood sugar levels

Nine essential amino
acids

A nutrient-rich alternative
to carb-based diets

Great source of minerals
& protein

High dietary fiber

Requires just 15 minutes
to cook

A nutrient-rich

alternative to carb-based
diets, which supports an
active lifestyle

Cholesterol and Gluten
Free

Low Gl levels
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HOW KRBL IS CREATING VALUE FOR
TS DIFFERENT STAKEHOLDERS?

By focusing on what matters

At KRBL, we believe that success of our business depends on strong relationships. This belief fosters an inclusive approach towards all
stakeholders and is aimed at understanding the needs, interests and expectations of all our stakeholders, enabling us to create better
value for them and the business.

Customers

‘ Strengthened product ‘ Competitive pricing ‘ Diversify proactively

We provided our customers
with an array of products to
choose from. Consumers
sought for healthy, and
natural products, we also
addressed the  same
by introducing ‘Health’
food segment.

Shareholder and investor community

portfolio

We  have  consistently
launched innovative
branded products in sync
with evolving scenarios that
addressed the emerging
consumer needs of more
than 2 billion people across
the world.

We provided them with
quality rice products at
effective price governed by
the market dynamics and
not by any other external
factors, thereby popularising
the different varieties of
basmati rice across the
globe. Our customers rely
on us to deliver a wide
choice of products at a fair
price. We have continuously
strived to add value to
our offerings, and thereby
ensuring that we are always
there for them and are easy
to do business with.

The success of a FMCG
company like ours is not
defined by entering a
particular  sector; rather
it is defined by making
one's presence felt in that
segment. KRBL intends
to do precisely that in
the lucrative market by
creating value proposition
for the branded basmati
rice segment and by
modernizing the crop.

We delivered attractive

volume growth over the
last decade, as we grew our
volumes from 3 lacs MT in
FY10to 6 lacs MT in FY20.

‘ Sustained profitable
growth

We grew our bottom-line at
a CAGR of 16% over the last
decade, while our EBITDA
grew at a CAGR of 15%
during the same period.

‘ Enhanced

returns

We garnered a RoCE of
23% in FY20 compared to a
RoCE of 17% in FY10.

‘ Domestic

business review

During the year the
Company reported a 5%
y-0-y volume growth at the
back of our strong focus
on branding, customer
engagement and  wide
distribution network.




Our people

We are committed to empowering
our people who are key in retaining
the competitive edge of the Company.
Therefore, we never hesitate to
invest in them. Aligned to this
philosophy, we have followed the
path of not outsourcing any work.
We continuously grew our employee
strength in line with the requirement.
From 1,397 employees in FY10 we are
today 2,234 member organization.

Community

‘ Growth opportunities

We encouraged our employees to go
for different Company funded training
initiatives which would help them
upskill. We deputed executives to
prominent institutes for technical and
behavioural training, strengthening
their relevance to the company's
competitiveness as well as their own
career growth opportunities.

‘ Going beyond work

We periodically organized different
engagement initiatives like health
check-up camps, sport events and get-
together with the employees and their
family members in order to create a
cohesive and healthy environment.

We place our employees at the center
stage. We strive to provide our people
with the opportunity to develop their
technical skills and entrepreneurship
skills to achieve their full potential.
Each one of them make their own
individual contribution to the spirit
of our diverse, collaborative and
customer-focused organization. It
helped the Company achieve a high
revenue per employee of ¥2.01 crores.

We sincerely undertook different
pertinent measures aimed  at
restoration, protection, conservation
and promotion of different farming
techniques. We encouraged the
use of renewable energy to reduce
environmental impact.

‘ Helping the farming community ‘ Help in the economic
grow empowerment of the society
around us

KRBL periodically conducts workshops
for farmers, updating them about
state-of-the-art farming techniques,
higher yielding seeds, better farming
machinery and equipment. We also
advised the farmers on benefits from
using better equipment, fertilisers,
seeds, pesticides and also provided
best practices to the farmers, so that
they can modernise their cultivation
practices and related activities.

This has enabled the farmers to
procure better crop and garner higher
realisation from the same arable land,
in turn helping the Company get better
quality paddy from farmers.

We played an active role in supporting
different socio-economic development
initiatives undertaken by the different
government approved NGOs across
the nation, aimed at improving the
lives of the less-privileged ones.

I.I
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‘HEALTHY FUTURE' -

WHAT IT MEANS AT KRBL?

A
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An analysis of our value chain would help understand how KRBL is ingraining a ‘healthy future’

Value created

A competitive price structure creates
sustainable growth prospects for our
shareholders. In order to achieve this,
we create value through pro-active price
management, innovation, cost-saving
initiatives, and by achieving economies-
of-scale.

Consumers

Our products and brands cater to the needs
of consumers in more than 82 countries
across the globe, providing them the
opportunity to live a healthy and balanced
lifestyle. Our extensive product portfolio
caters to a broad range of consumer
preferences and needs.

We are expanding our position
with existing clients and adding
new ones by venturing into more
developed markets.

4

Production and logistics

With  four state-of-the-art production
facilities, we strive to achieve an efficient and
streamlined operations. We ensure that our
products, packaging, and manufacturing
facilities conform to world-class food
safety standards. We have also built a
deep-rooted and wide spread network of
distributors and suppliers and have also
done strategic delivery partnerships to
reach our consumers in time.

Innovation

We aim to fulfil the growing demand for
high quality, efficacious and healthy
products by using our expertise in rice
industry. Our rich heritage in the rice

industry and our focus on research and
development and innovative packaging
design has helped us to introduce new and
exciting products in modern-day formats
at periodic intervals. These innovations
build our strong brands and create a
sustainable future.

Sourcing

We procure our inputs from reliable and
sustainable sources and ensure steady
supply of raw-materials which go into
our products. We established a wide
procurement network with strong quality
control across all mandis. The Company
has put in place a dedicated procurement
team, who based on the demand, plans for
the raw material requirement in advance.

We have an established customer
base which can help us introduce
new products in the market.

We achieve significant synergies
across our operations by
automating processes and using
technology to secure competitive
advantage.
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Also, we regularly hand over farmers’ share
of profits generated from the sales of
KRBLs products, responsibly and promptly.
This has helped us build strong relationship
with our farming community.

Quality

Quality of our products has been our
key differentiator. With more and more

KRBLs quality rationale

stringent food safety rules prevalent
across the international markets, KRBL
has consistently ensured that its products
meet these safety standards across its
value chain. We did this by consistently
focusing on quality and testing of the
products. This quality focus has not only
provided KRBL a competitive advantage in
the market but also enabled KRBL to stand
out as a trusted brand within essential

foods segment and help emerge even

stronger as a Company.

r
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Certifications

The Company's quality focus
is validated by certifications
like FSSC 22000, Halal
Product Certification, SQF
Code Edition 8.1, USFDA and
BRC certification.

| —d

Investments

Truly believing that KRBL is
not just another commodity
product manufacturer, the
Company continuously
invested in different quality
improvement measures so
that the Company’s quality-
intensive innovative
product range takes the
brand name of the
Company ahead.

42
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Other highlights

We invested regularly in
our R&D activities which
resulted into industry-leading
innovative products such as
Quinoa and India Gate Brown
Rice. This has helped
KRBL differentiate its brands
and products
in the marketplace.




Ingraining a Healthy Future

BUILDING STRONG EMOTIONAL
CONNECT WITH CONSUMERS

By evoking brand love, driving core brand values and building effective and loyal
consumer engagement

V5
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KRBLs media outreach — Domestic market

n the 1970s and 1980s, companies

addressing the rice market in India were

largely unbranded. The market was also
extremely fragmented dominated by the
unorganized players. This provided an
opportunity for KRBL to create aspirational
products and brands that would influence
the wider consumer segment to upgrade
their lifestyles with quality basmati rice at
competitive price.

The rationale continues to be relevant even
today. Over the past few years, the market
is being re-defined in various ways: growing
urbanization and increased exposure to

global lifestyle trends on social media and
greater home-pride is slowly transforming
the staple dietary need of people.

To address the changing preferences,
KRBL enhanced its basmati rice business
by adding more brands to meet various
price demands. This enabled us to keep
up with the evolving consumer trends (be
it health or convenience) and cater to the
tastes of different geographies. Additionally,
enhancements of its communication and
branding strategies are also aligned with
KRBLUs vision: to address consumers’
changing needs, even by its legacy brands.

In this vein, KRBL has returned to the basics
and redefined its communication strategy
by acutely monitoring changes in consumer
trends and the preferences of its valued
customers. KRBL adopted a communication
strategy that helped its brands reciprocate
the culture and the essence of India yet
tailored to suit local tastes and preferences.

We believe that every consumer company
is built upon a promising brand. KRBL is
collectively resolute in prioritizing mind
share gains over market share gains. From
repositioning India Gate Classic as the
special-occasion rice to initiating campaigns




meant to identify the importance of
festivals in India. KRBL continued to create
brand love and strong customer connect.
Throughout the year, KRBL focused on
evolving its branding strategy from product-

centric campaigns to socially relevant
communication. Therefore, our memorable
commercials have successfully struck an
emotional chord with KRBLs audiences,
driving conversations to inspire positive
thinking and progressive behaviour.

Media initiatives FY20

#YehEidBanaoClassic

Reinventing India Gate Classic by
repositioning Classic as an Occasion
Special Pack for special occasions
such as EID. Evoked strong brand love
amongst the community through a strong
emotional campaign.

Continuing to celebrate the diverse
Indian festivals, KRBL came up with
EID  special  advertising campaign
#YehEidBanaoClassic during the Eid
of 2019.

Eid al-Fitr or Meethi Eid is the second-
largest festival in India and marks the end
of the holy month of Ramadan. Sharing
a meal during Ramadan is considered
auspicious. With this thought of food
touching lives with humility KRBL launched
a massive 360-degree campaign ‘Yeh Eid
Banao Classic’, an initiative on the part of
the company to give back to the society.

This was one-of-a-kind initiative from
KRBl's media team, as it celebrated the
teachings of ‘neki’ - good deeds, generosity
and kindness towards the less privileged.

Launched digitally, across different social
media sites, and across other media
platforms, it enabled KRBL for first time
to capture Eid as vantage occasion to
drive emotional engagement with the
community which is considered be one of
the biggest consumers of basmati rice in
the country.

Giving Back to Society

We requested the people across India to
do a Little Act of Kindness by sharing this

Radio
14 cities
3,500+ Spots

38 Radio
Channels

Digital

7.5 crores people
reached

10 lacs + engagement

TV

46 channels across India
19,600+ Spots
1,940 GRPs

Campaign
Outreach

As customers are increasingly seeking
more social responsibility from their brands,
KRBL continues to emphasise progressive
advertising to connect with them at a
deeper level.

video on their page. For every share, India
Gate Basmati rice promised to give one
meal to an underprivileged child.

OOH
345 sites
23 cities



https://www.youtube.com/watch?v=OyQNXc1ZOyI
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Campaign’'s impact

The campaign helped KRBL build a long-lasting and strong emotional connect with its customers.

The campaign garnered

4.5 crores
views within five days of its launch
Served Biryani to more than
1,50,000 uncer priviteged @
Kids in 20 cities

3.5lacs +
Total Likes, Comments and Shares received
by the campaign

=A 50,000+ KG of rice
=

Donated to NGOs

(Top Trending # for 2 Days in India)

Building Relationships with Indian Families

y #ShareAMeal




#EverySacrificeMatters

A unique digital only campaign,
showcasing the sacrifices made by the
family members of our Defence personnel.

Launched on the Independence Day, under
the banner of India Gate. The campaign
truly reverberated the sacrifice made by
the Indian women whose festivals are
incomplete without the soldier-men of
their families.

It has brought India Gate closer to millions
of Indians as a brand that recognizes
bravery of Indian armed forces and
their sacrifices.

".

o
Click to play P
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The usual... daal-rice.

Campaign’s impact
#EverySacrificeMatters garnered

3.2
crores +

@O

Views on various social
media channels

3.5
lacs+

@O

Likes and Comments

Shares across different
social media platforms



https://www.youtube.com/watch?v=ojWmRXU6WlE

‘India ki Puraani Aadat’
and ‘Iss Tyohaar Sirf

. ’
Classic Banega

Masterfully Blending Old with New
Festival  celebrations and  special
personal occasions are an integral part of

Indian culture.

What makes the celebrations more
special are the delicacies served.

Total spots

Total Promos

Intricately planned meals, special recipes
and elaborate dishes, are what makes
these occasions and festivals a special
event to every Indian and their family
members. Food become delicacies when
prepared with love and with the best
of ingredients.

Keeping this in mind, KRBL added a
local flavour to its’ FY19's successful ‘Iss
Tyohaar Sirf Classic Banega’ campaign.

Sensitive to the language and cultural
diversity across India, KRBL launched

Campaign outreach

4 )

Radio
Total spots

15,000+

A
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special regional campaigns in regional
languages aspiring for a personal
touch! Along with Diwali, it focused on
celebrating the regional festivals like
Pongal in Tamil Nadu, Sankranti in Andhra
Pradesh and Karnataka, Ganesh Chaturthi
in  Maharashtra, and Durga Puja in
West Bengal.

While ‘Iss Tyohaar Sirf Classic Banega’
focused on the festivals, ‘India Ki
Puraani Aadat’ campaign was directed
towards popularising India Gate in the
non-festive regions.

a4 )

Outdoor

Total spots

1,500+

(A AVAZS




Kalyanam - a unique campaign for God's Own Country

Kalyanam, a Kerala Special Campaign

Utilising different mediums, KRBL has been
advertising its India Gate Basmati Rice
brand heavily in the Indian market.

However, from a regional perspective, its
media and advertising initiatives in Kerala
were limited.

During the year, KRBL focused on Kerala
and developed a new TVC campaign during
the last quarter of FY20 whose storyline
showcased Kerala's unique flavours
and dishes.

Launched on the immensely popular
Malayalam show Big Boss, hosted by the
superstar Mohanlal. In addition, the TVC
was also launched on all the top-rated
channels operating in Kerala.

It helped KRBL to change customer consideringtheincumbent wedding season
perceptions about its brand and enhance in the region (February and March).
top-of-the-mind recall, especially

Indingang



https://www.youtube.com/watch?v=GGNXyfKthtk
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Showcasing KRBLs brands on the largest and effective form of mass

communication in India

Television attracts the largest number of
viewers compared to any other media, even
to this day. The average Indian watches
around five hours of TV every day, making
it India's most common leisure activity.

Heeding this fact, KRBL's marketed its India
Gate brand heavily in television campaigns,
associating with some of the most popular
TV serials and films produced in the
country. These collaborations have been

KRBLs key television associations in FY20

very successful owing to the exponentially
enhanced visibility of KRBLs different
brands to connect better with customers.

SIYA RAM KE LUV KUSH

Rendered visibility across
channels like ‘Colors’ and
‘Colors HD'

‘Big Boss' (Kannada)

T .

BIGG BOSS
-

L |

Associated with the reality TV
show ‘Big Boss'(Kannada). It
is the second-highest-rated
show on ‘Colors Kannada’ and
‘Colors Kannada HD'. KRBL
teamed with the ‘Big Boss’
housemates to prepare biriyani
with India Gate Classic rice for
unprivileged children.

‘BIG BOSS' (TAMIL)

T

Captured the attention of more
than 3,30,000 people across Tamil
Nadu and rendered visibility across
channels like ‘Star Vijay’ and ‘Star
Vijay HD'. It was the highest-rated

TV show on these channels.

‘SARAH GRAHAM'S: FOOD SAFARI'

SARAH GRAHAMS

Foob SAFARI
Fil

——

Associated with Sarah Graham’s
hit TV show ‘Food Safari’, thereby
helping KRBL enhance its brand
visibility in the international
market.

‘MAA VAISHNO DEVI'

Associated with the mythological
mega serial ‘Maa Vaishno Devi’

showcased across channels like
‘Star Vijay' and ‘Star Vijay HD'.

‘INDIAN IDOL’' & ‘SUPERSTAR SINGER’

Associated with India's two
most-watched music reality
shows on TV.




‘Zee Tamil Awards’

g E
ZEE CINE
AWARDS
TAMIL
M0

el enraile

One of KRBL's associate
sponsors, it is one of the
highest-rated award shows to
have aired on ‘Zee Kannada’

Filmfare Awards - 2020’ Umang Awards - 2020’

The annual cultural festival

One of the most coveted award dedicated to Mumbai Police,
ceremonies in the Hindi Film attended by many Bollywood

industry. Aired on ‘Colors. celebrities. Aired on ‘Sony
Entertainment’.

Driving customer attention by showcasing KRBL in top women-centric

magazines of India

For KRBL, print is another important media
of advertisement. It targeted its print
media promotional campaigns at select
publications, including regional ones, to

reach target consumers in those regions those select regions. KRBL also invested in
which has a high readership affinity. KRBL inserts on South Indian festivals and other
ensured an advertising presence in all  generic shouts in top Indian magazines.
leading women's magazines and dailies

A
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Matching steps with the digital wave in India
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As customer shopping patterns continue to
evolve across stores and digital platforms,
KRBL has adapted its engagement
according to the changing times and
ensured fluidity across all touchpoints. Its
digital strategy is to consistently deliver

35

LACS+
Engagement

MILLION
Views on

the identity of its brands to customers.
Endorsing KRBLs success, India Gate

continues to be the most followed brand
within its industry space across different
social media platforms, such as Instagram,
Facebook, and Twitter.

100

Digital

5

Massive Digital
Campaigns

KRBLs digital campaigns during festivals
like Durga Puja, Diwali, and Ganeshotsav
or special events such as Women's Day,
Mother's Day, Independence Day, and
Republic Day has also expanded customer
reach and built a more appealing connect.

MOST

TRENDING
videos in the
industry




Digital initiatives in FY20

2019 was a great year for India Gate's digital media initiatives.
After the great success of the two brilliant social campaigns
carried out in FY19, the FY20 festive period gave KRBL the
opportunity to reconnect with digital audiences, using special
and emotionally impactful social media campaigns.

#TyohaarKiTayyari

A social media campaign dedicated towards showcasing the
India Gate Classic Celebration pack and centred around the
theme ‘Iss Tyohaar Sirf Classic Banega'.

Strategically showcased across different OTT and social
media platforms such as YouTube, Hotstar, Voot, Zee5, and
Facebook, among others.

37.4 1.5 16.9 10

MILLION LACS MILLION LACS
Video views across Engagement on Users reached Video views on
different digital Facebook via this digital Facebook

platforms campaign

2,13,000+

Number of
campaign followers
on Facebook, highest

within its industry
space

Making Healthy Food - Brown Rice more Approachable

#JumKeKhao #EatWhatYoulove

#IndiaGateBrownRice 5 CRORES+

A social media campaign showcasing the health benefits of Impressions generated on the web

India Gate Brown Rice and built around the theme of food, health,
and wellness.

The campaign attempted to showcase that with India Gate Brown
Rice one can eat all different rice-based delicacies to their hearts
content without any fear.

4 LAcS

Page visits on Amazon and other online
shopping platforms

10 MmiLLION

Views generated on Facebook,
YouTube, and OTTs

25%

Incremental sales from modern trade and
online platforms



https://youtu.be/r7Nen16S6XE
https://www.youtube.com/watch?v=trRo2j17ZvM
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Bringing Women Empowerment into core focus

#WomensDayEveryDay #HarDinSaath

Women being our core Target Group and Women’'s Day being a global festival now, we made a short film on Women’s Day to build
engagement on our Social media accounts. The perspective was to highlight women empowerment and engage brand love through an
innovative concept of #WomensDayEveryDay.

Women's Day Every Day- India Gate Basmati Rice

' g Click to play > #

r \C o, \C N

11.6 miion | 9.5 Lacs+ 47,000 + 5,000 +

Views on Facebook Social media engagements Reactions generated on Shares on Facebook
Facebook, YouTube, and
Twitter
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https://www.youtube.com/watch?v=9yjCutJKUbw
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MEDIA INITIATIVES IN THE
INTERNATIONAL MARKET

KRBL has successfully expanded its public relations (PR) outreach in the Gulf region by actively engaging with customers

through dedicated PR activities.

Quintessentially, our PR activities in 2019-20 were primarily focused on enhancing brand awareness, brand recall and

establishing ourselves as market leaders.

Collaborated with health

experts to augment brand value.
Associated with reputed clinical dietician,
Dr. Dana Al Hamwi, as India Gate's
local nutritionist. Her tips on adopting
healthy eating habit, utilising India Gate's
products were published in various press
releases, newspaper articles, social
webinars and social media posts. It
helped promote the amazing attributes
of India Gate's products and propel
our popularity. She also participated in
interviews at GulFood 2020, as a part of
the KRBL team.
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GULFOOD 2020:
Behind the scenes of the Middle
llast’s biggest food event

Expanded ouraudience reach Bolstered media relations
to grow our business sustainably. by regularly participating in major
Associated with Dubai Ladies Club to food and beverage trade exhibition
widen our audience base. Organised in the Gulf region such as GulFood
several webinars and talk shows with 2020. KRBL made its 121" appearance
the members of the club on healthy in GulFood in FY20, the largest and
eating habits and helped showcase longest-running food and beverage
KRBLs healthy food segment. show of the world.




Reinforced leadership team'’s

IMmage by actively engaging in industry
stories through comment and opinion
pieces. Arranged interviews with our
Director Ms. Priyanka Mittal in prominent
publications, on radio stations, and TV
channels (such as Dubai Eye Business
Breakfast, Dubai One TV, Authority
Magazine, Entrepreneur ME, CEO ME, and
Pro Chef ME).

Strategic engagement with

bloggers to effectively engage with a
wider consumer demography in the Gulf
region. It helped ennoble India Gate's
product range while delivering strong
and persuasive messages on healthy
eating habits.
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Casino Global Partnerships

Focused on securing key

editorial coverage to engage
closely with consumers and customers.
Embarked on producing creative media
alerts, like sharing tips and recipes,
designed based on occasions and
features relevant to the local media.

KRB L Limited

Drive to bring
Ramadan
essentials to
those in need

R ST Thiss vy 7ML ey I 1 Bty
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Jarnil Kham, Sesior Seporier

Strengthen brand credibility

by reaffirming India Gate's commitment
to support different social causes.
India Gate donated 1,000 Kg of rice
towards UAE’s 10Million meals initiative,
an initiative to help those affected by
COVID-19. Coinciding with the holy
Ramadan month, the donation is likely
to feed more than 13,000 people
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The different health campaigns helped encourage local residents to make informed food choices and adopt responsible eating habits.
While the initiatives helped KRBL garner customer preference for India Gate's wide range of healthy food products such as India Gate
Quinoa, Chia Seeds, Flax Seeds, and Sprouted Brown Rice. It also helped us reach out to our target consumers effectively while continuing
to strengthen our brand's leadership position in the market

(" Brand Speak )

Result of our dedicated PR initiatives in the international market

INTERVIEWS 21 ( H ) RECIPES FEATURES 19
Print 11 | Online 8 |Radio 1| TV 1 Print 3 | Online 16

E MEDIA ALERT & ARTICLE

D rentures 274

Print 13 ] Online 261

Print 3 | Online 17

BLOGGER
COLLABORATIONS* 48
Online 48 Print 6 | Online 13
\_ TOTAL PR VALUE ESTIMATED )

® AED 14,352,104 ¢

(*Above shown results are achieved from April 2019 until May 2020).
(# Collaborating with the bloggers helped KRBL propagate its different brand and brand values to millions of customers).

KRBL growing presence in the international market

Market Share of various rice brands in
UAE Basmati Rice Market
Top Brands (in terms of Value) in %

34%

India Gate's market share in UAE rice
industry, India Gate Basmati
Rice is the largest selling
basmati rice brand in
UAE basmati
rice market

34%

11%

India Gate Basmati UK based
Rice Brand brand

Source: AC Nielsen Middle East - for the period
December 2018 — November 2019
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EVENT PARTICIPATION IN
THE GULF REGION

KRBLs traditional
marketing initiatives in
the MENA region

We continue to aspire towards
international recognition and love from
consumers with diverse cultural and
geographical backgrounds. During the
year, we continued to reinforce our brand's
essence by regularly investing in different
branding initiatives such as ATL and BTL
promotional campaigns and effectively
communicating  with  our consumer
universe across the globe. It is a moment
of pride for KRBL, as our brands continue
to transcend the limitations of language,
ethnicities, cultures, eating habits, and
geographical locations.

Consumer Activation in
GCC

We believe that our Company is sustained
by our strong farming community and
loyal consumer base. Thus, we focused
on rewarding our loyal consumers, who
believe in our brand and our product quality.

Given our focus on furthering our health
portfolio reach, we have enhanced the
availability and visibility of our entire
product range by partnering with retailers.

Wealsoensuredthat/ndia Gate's availability
remained consistent, both in large- and
small-format stores. Furthermore, we
initiated large distribution drives to deepen
our presence.

Deepening consumer
commitment during
COVID-19

Considering the COVID-19 situation, we
encouraged our distributors in the Gulf
region to carry extra stock holdings. Via
close communication, we also ensured that
there were no instances of price gouging or
attempts to profit from the situation. Since
we aim to serve all our customers with our
entire product range, we even ran media
campaigns informing our consumers
in UAE that there is no shortage of
India Gate. It is the #1 rice brand in UAE,
and we wanted to dissuade any panic
amongst our loyal customers.

After the lockdown was announced on 23™
March, our entire International Division
team and our plants worked tirelessly to
ensure our export lifeline kept running. With
ports being surveyed during the COVID-19
lockdown, we undertook an unprecedented
mammoth endeavour to ensure the
ready availability of our products in the
international market.



KRBL at HORECA Kuwait 2020
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Our participation in the HORECA Kuwait
2020 exhibition was a star-studded affair,
bringing together Kuwait's major hospitality,
catering and food sectors. It was the
biggest hospitality event in the country! It
helped KRBL with the required visibility and
in reaching out to more people.

Kuwait's leading B2B Hospitality Exhibition
was held from 20%-22"¢ January 2020. The
finest manufacturers of Food & Beverages
hospitality-related

and companies

showcased their state-of-the-art products,
technologies, and services to the entire
hospitality industry. Strictly for hospitality
visitors, this year the exhibition was
attended by 9,000+ visitors from the Food
& Beverages industry.

Various chefs participated in the culinary
art show organized by Hospitality
Salon  Culinary,  competing  under
different  categories and  displaying
their astonishing culinary skills.  The

concomitant competitions were evaluated
by internationally renowned chefs from
Europe, the Middle East, the Far East, etc.

KRBl's food service team, along with
our local distributor, made a strong
statement at the event. Our stand drew
many visitors and our team briefed them
on our full product and services range,
thereby increasing our brand awareness
and directly engaging with professional
operators in Kuwait's hospitality sector




KRBL at GulFood 2020

The 25" Edition of GulFood, the world's
largest annual Food & Beverages trade
exhibition, was held in Dubai World Trade
Centre from 16%"-20"" February 2020.
KRBL participated in its Global Power
Brands category.

This vyear, the five-day event attracted
92,000+ visitors from across the globe!

Our Hon'ble Chairman & Managing Director
Mr. Anil Kumar Mittal and our Whole Time
Director Ms. Priyanka Mittal inaugurated the
KRBL stand at GulFood 2020. The Hon'ble
CMD put forward KRBLs vision, mission,
and growth strategy. This enhanced brand
outreach to a great extent. We immensely
motivated the exhibition attendees and
presented to them the changes in our

Gulfood 2020 | Key Highlights

(@
98,000+

VISITORS

©

182

PARTICIPATING
COUNTRIES

57 MILLION+

@ @

91%

SHOW FLOOR
ENHANCEMENTS

DIGITAL REACH

India Gate Health portfolio, foreseeing our
increasing global reputation in the healthy
food sector.

@

1 MILLION

SQUARE FEET

@
5,000

EXHIBITORS
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We often lake a new year resolution to quit or take a break fram our
favourite dishes. thinking they are unhealthy. This year. treat yourself with
all the rice dishes you love with India Gate's Health Range of Brown Rice,
ingredients that turn deleclable dishes into healthy delighis.
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Get Healthy Deals
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BUSINESS SEGMENT REVIEW

Agri-business division

The overall business environment
remained challenging during the year due
to the changes in regulatory landscape
both in the domestic and international
markets and also due to pandemic
outbreak. However, owing to KRBLs strong
brand value and wide range of products,
the Company showcased another year of
commendable performance.

KRBL is the leading player in the branded
basmati rice in India. In recent years, the
Company has benefited tremendously from
the rising affluence and evolving culinary
preference among end users across the
country. With its wide distribution network
and diversified product portfolio that caters
to a wide range of customers across
various price points, KRBL has enhanced
its market share significantly.

Owing to dedicated brand promotion
activities coupled with unflinching product
quality and competitive pricing, KRBLSs
flagship basmati rice brand ‘India Gate' is
a market leader within its industry space.

Market share

India Gate’s market share is 35%, the
highest market share for any company in
the sector in combined urban and rural
areas in FY20.

KRBLs key enablers

Deep understanding of the Indian rice
market: As against other multinational
brands, KRBL being an Indian company has
deeper understanding of the Indian taste
and preference.

Strong legacy: KRBL established in 1889,
has been present for more than a century
in the industry.

Renowned brands: The company has 14
brands across different price points and
different package sizes. These brands are
household names and many of them are
preferred brands in their categories. Power
brands such as India Gate and Unity have
been market leader within their segment
for several years now.

Robust distribution network: The
Company, over the years, has built a
strong distribution network both in the
international and domestic market.
Further, the Company has tied up with
different delivery partners and retail chains
both in the international and domestic
market. This has enabled KRBL to make
its products readily available in the
key markets.

Growing preference in the Health food
segment: KRBL is the world’s largest
branded basmati rice seller, with a portfolio
of over 6 products in the healthy food
segment and is best positioned to capture
the opportunities in this segment.

Balanced revenue mix: KRBL's business
operations are well diversified with 46%
of its revenue being attributed from
international business while 54% is derived
from domestic business.

Tangible results: In FY20 our price
realization enhanced with increase in
product penetration which led to KRBL
achieving different performance highs
during the year. FY20 proved to be
another important year in the history of
the Company as several decisive steps
on the part of the Company coupled with
different branding initiatives, led to this
outstanding performance.

Driven by
brand
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Turnover Profits Other highlights
+ Net sales for FY20 stood at + Achieved highest ever EBITDA + Achieved capacity
7 4,499 crores, an increase of ¥ 893 crores, growth of 3% utilisation of 53% and
of 9% - Achieved an EBITDA margin of produced 5.93 lacs tonnes
20% and PAT margin of 12% of rice in FY20

- Domestic sales grew by 6% .
to ¥ 2,414 crores in FY20 + Achieved highest ever PBT of + Grew net worth by 15% to
o stand at ¥ 3,128 crores
o % 758 crores, growth of 3%
+ Export sales grew by 13% . Declared dividend of Z 2.80
to T 2,085 crores in FY20 + Achieved highest ever PAT of eclared dvi eon ° )
¥ 558 crores, growth of 11% per share, 280% of the face
' value

+ EPS stood atX 23.71, growth
of 11%

+ Achieved a debt-equity ratio
of 0.15:1 as of 31 March
2020 compared to 0.52:1
as of 31 March 2019

=
&

" " O/O Revenue share (%)

for FY20

CAGR growth in net sales
over the last decade.

Non-Basmati

Q[ Rice, Power

82 and by-

" 5 % i% products
89
N

CAGR growth in EBITDA over
the last decade. Continuously
enhanced margins driven by
strong brand, stable business
model and focused strategy. Basmati Rice




Market trend analysis

Market Trends How KRBL is positioned to address these trends?

Convenience: This is the defining fundamental trend
of the present generation. The society demands
products and services that deliver quickly, make

life easier, or both. The enormous growth of the
convenient omni channel delivery model in the
recent times is evidence of this, with an increasing
instance where consumers opt for convenience.

In this environment, consumers are constantly
seeking more and more convenience and will switch
products or stores if they are not satisfied.

Understanding the market dynamics: KRBL is a leading
player in many of the branded rice product categories
in which it operates. These positions have been built
through a deep understanding of market trends, an
understanding of consumer and customer needs and
the expertise within our team to convert these insights
into winning products. As a key market leader, and

in many cases the sole supplier of specific product
categories for our customers, KRBL is responsible

for growing the market through product innovation,
availability, and supporting new format and channel
growth strategies for its customers.

Health and Wellness: Health and wellness is a
complex topic, not least because how consumers
express their desire for ‘better for you' choices
changes over time. However, we believe that there
are a proportion of consumers in each category that
we operate in for whom making a healthy choice is
one of their top decision criteria, and a large majority
for which it is at least a factor in the way they shop
and consume.

Food expertise: KRBL has a team of highly skilled

and knowledgeable market experts which help us
understand and shape current and future shopper and
consumer trends, ensuring that the right product and
packaging formats are available at the right place and
right time. KRBL operates to the highest technical and
food safety standards and is subject to rigorous internal
and customer audits to ensure these standards are
consistently met.

Indulgence: The need for indulgence remains a

key consumer trend. At heart, we strongly believe
that whatever the additional benefits we offer to
consumers, our food should always fulfil the basic
expectation of great taste. Enjoying food is a critical
part of life, which may not be necessarily premium
or expensive as some of the cheapest, simplest,
most basic products can be the most pleasurable
to eat.

Long-standing customer relationships: KRBL has
deep, long-term partnerships with its customers,
operating as an extension of our customers’ brands
to meet the needs and expectations of consumers.
KRBL develops and produces bespoke solutions for
each of our customers. Through our insight, product
development and category management functions
KRBL works on behalf of its customers to drive overall
category growth and returns.

Great value: Value for money is top of mind for
both our customers and our consumers, particularly
over recent times. As there is substantial number of
options within the branded rice segment to choose
from, it is essential that a proposition represents
value for money. This comes from doing other
fundamentals extremely well.

Ability to adapt: The very nature of the product
categories in which KRBL operates demands a
substantial degree of operational and commercial
flexibility to fulfil our customers’ needs. Over the
years, KRBL adopted different packing and product
positioning strategy matching the needs of different
client segments such as retail and institutional.
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DOMESTIC BUSINESS REVIEW

Key highlights of the year

X769

CRORES

Recorded highest ever value
in consumer pack segment

100

mition ~ Digital views, highest
consumer engagement in

the category

Unity brand extended its portfolio to
answer new consumer requirements

brands to remain unscathed during great depressions

and extreme market volatility. Having a recurrent trust
and strong customer relationships, they decline less in value and
recover faster. This lesson became clear during the global financial
crisis a decade ago and it will hold even better now. Even with the
current trends, the Indian economy is touted to grow to a $7-trillion
mark by 2030, with 50% of this growth coming credited to the retail
sector. Additionally, this will be majorly boosted by the rising middle
class, of 1.2 billion citizens with sky-high aspirations to improve the
quality of their lives. It is anticipated that the next decade will be
action-packed.

‘ \istory has constantly demonstrated the ability of strong

India Gate, KRBL's flagship brand, is currently India’s largest seller of
packaged rice. With alegacy of more than 130 years, India Gate has
always highlighted its native image, highest-quality products and
the most diverse product portfolio in the rice segment. Currently,
India Gate operates with a total of 164 SKUs that uniquely cater to
various consumer requirements with the promise of unmatched
quality and service.

FY20 was another year of excellent performance for KRBL, despite
the COVID-19 challenges. Subdued consumer demand owing

Highest share of voice
in the category

Highest ever growth in
health segment

Regional speciality of India Gate

to decelerated economic growth and the spread of COVID-19
pandemic were some of the major challenges faced by KRBL and
its larger industry. Nevertheless, the seamless execution of its
strategic plans led to visible and sustainable growth in terms of
revenues, profits as well as volumes.

Today, India Gate offers a wide range of products which are refined
to be more meaningful, right at the point of purchase. The ‘Brown
Rice Weight Watchers Special’, ‘Unity Basmati Biryani Rice’
and 'Occasion Special India Gate Classic’, all of which answer
KRBLs core consumer requirements, are the front-runners of its
future growth and blends well with KRBLs ‘Ingraining a Healthy
Future' strategy. Today, customers’ interests and satisfaction
have become imperative, as they are transacting through various
channels like e commerce, modern trade and traditional channels.
KRBL's concomitant product interventions have helped it remain
ahead of the curve, enabling it to take business conversations
away from price while delivering value and satisfaction to its
consumers. Simultaneously, KRBL is constantly learning, evolving
and introducing new products as per the requirements and the
geographical locations of its customers.




Consumer Packs (Tkg & 5 kg only)

As an industry leader and being the oldest player within this
segment, KRBL has closely witnessed the retail evolution. In a
category predominantly dependent on wholesale commodity
business, today we have become flagbearers of active retailing.

We at KRBL are constantly upgrading our distribution and supply
chain network capabilities and reframing our go-to-market
strategies. A highly integrated distribution network, strategic omni-
channel presence and resonating brand visibility has catalysed the
growth of KRBL's consumer pack segment in FY20.

India Gate's innovative positioning and packaging strategies,
coupled with superior quality (aged rice, longest rice grains and
exotic tastes), ensures its dominance in the Indian market. Indeed,
KRBL's presence across the value chain (from premium to mass)
enables it to serve a diverse range of customers. It has re-imagined
its packaging strategy for key brands such as India Gate Classic
and Unity.

Case-in-point:  KRBL introduced special-occasion celebration
packs to address evolving consumer needs (desire for superior
products on special occasions at one’s home).

One of KRBLs focus areas in FY20 was tapping the loose, retail,
unbranded and price-conscious basmati rice segment). Previously,
Unity Biryani Rice primarily focused catering the institutional clients
and was already positioned as a speciality Biryani Basmati rice.
Hence, KRBL re-positioned Unity Basmati Rice in retail segment

Consumer packaging segment performance FY20

Sales growth
Net sales (X in crores)
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—@— Y-0-y Growth 6%
—@— CAGR 8% over the last 3 years

with the introduction of the new consumer pack range, building a
reliable and affordable brand identity. This enabled KRBL to cater
to a price-conscious consumer base willing to move from loose
rice to a branded rice product and strive for product consistency,
safety and hygiene.

Large Pack Segment ( T0Kg & 25 Kg)

The Mass Favorite - 10 Kg

India is a heavy rice consuming market. Even though basmati rice
is a premium product, a large sect of society has adopted this
wonder grain as a staple food in their daily diet. These consumers
are driving the sales of their favorite product- the 10 Kg Pack.
These packs are mainly contributed from north and west zones
of India where basmati has become a daily consumption staple
product. This mainly consists of the broken basmati range which
attracts price conscious customer from lower strata of the society.
As this segment contributes to almost 65% of overall population
share, opportunity is immense as KRBL continues to provide best
quality products at competitive prices.

Institutional Packs - 25Kg

As unique as their culture, some Indian states like to shop and
store their grains in the primitive style only. A typical example of
this is the “Great Gujarat Bharati Season” where lacs of Gujarati
consumers shop for our large 25 Kg packs catering to huge joint
Families for the entire year during the new crop season. Along with
these certain cultural communities also purchase large size packs
basis their big family size and dependency on Basmati as a staple
diet product giving further stability to our large pack segment.

Large Pack Sales growth

Net sales (X in crores) 1159

1079 7%
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A dedicated and well-strategized segment, KRBLs 25 Kg packs
are majorly aimed at servicing the needs of these special
customers, institutional clients like hotels, restaurants and
caterers. Focused on showcasing the distinct features of its
products, KRBL offers a wide range of product varieties to its
institutional clients. Its ability to consistently deliver top-quality
products across different price points has enabled it to enhance
brand equity. Furthermore, KRBL is committed to consistently
grew its large pack segment and stay ahead of competition.

88%

Contribution of India Gate
and Unity to overall portfolio

Unity Biryani Basmati Rice

One of the largest institutional pack seller in India stands
as proof of KRBLs ability to consistently deliver top-quality
products and command premiums over competition.

Growth of Unity Basmati Rice over years
Net sales (X in crores)
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Undisputed Brand Leader in The Modern Trade

InFY20, KRBLs modern trade distribution channels have maximized
its presence in more than 3,500 stores spread across India.

Today, India Gate is synonymous with the product category of
basmati rice. This holds true especially in modern trade, where the
shelf always has space for a few popular and quick selling brands
(added to existing thousands)!

India Gate Basmati Rice emerged as the numero uno brand
amongst all brands in the modern trade channel value sales across
India, specifically in the packaged basmati rice category. The latest
Nielsen report says that India Gate is dominant across various
channels and retailers like D-Mart, More, Big Bazaar, and Reliance
among others.

India Gate Performance

21%

India Gate's
Growth in FY 20

India Gate’s .
Modern Trade
Value Share

India Gates @
Modern Trade
Volume Share

LEBRATION

BASMATI RICE 3
CLASSIC 3




Speciality Range Premium Products

With the introduction of world cuisine, online availability of zillions
of recipes and evolving taste habits, customers can experiment
with food almost every day. Although KRBL is primarily a food
company and then a basmati rice company, rice has started
becoming a speciality ingredient from a staple diet commodity.
In turn, KRBL is positioning its products in tune with such
personalized requirements on auspicious occasions. For instance,
India Gate Classic is the holy grain of basmati rice, not only in India
but across the world!

Speciality Segment Sales growth
R in crores)
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Moreover, KRBLs various ‘Health' product offerings are strategically
positioned to cater to unigue consumer requirements. Therefore,
they are likely to enhance preference and off-take while creating a
sustainable product portfolio for the future

E-commerce presence

As KRBL adjusts to the ‘new normal’, some trends are emerging
fast. There is a surge in online purchases, a situation beneficial for
top brands who have high recall. In this light, FMCG is going to be
a well-sustained consumer segment and provide a backbone for
customers returning to the market. Groceries in general will remain
key to last-mile shopping, garnering strong positive sentiments
of support.

The COVID-19 pandemic has made safety, hygiene, and
contactless delivery mandatory. Now, when customers shop for
groceries, the same sentiments should apply while buying open
products like rice, pulses, sugar etc.

Thus, KRBL further asserts the necessity of buying from safe, top-
quality and trustworthy brands. It expects more customers to shift
to reliable brands which guarantee quality, safety and consistency.

The proliferation of smartphones, the upcoming launch of
5G networks and increasing consumer wealth have propelled
e-commerce business in India. Such transformations will drive the
Indian e-commerce market's growth to US$ 84 billion by the end
of 2021.

Taking cognizance of such emerging opportunities in e-commerce
segment, KRBL has specially focused on these channels. It has
forged strategic tie-ups with both B2B and B2C ecommerce
players, such as Grofers, BigBasket, Flipkart, Amazon Pantry,
Jiomart, Udaan, and Jumbotail among others.

9%

GROWTH IN E-COMMERCE (YOY)

big amazon
basket ‘ Mart

@ crorers | ||




KRBLS DIGITAL INITIATIVE
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Distributor and Sales Automation — Project Disha

Sales automation holds the potential to reduce the cost of sales
by freeing up time spent on administration and reporting and to
unlock additional revenue by automating outreach to customers
in the sales funnel. The value that sales automation can create
results across a growing range of sales and industry dynamics.

To benefit from numerous customer segments and emerging
opportunities, we are adjusting our ways of working as well

through technology platforms to ensure that our Distributors,
Sales Reps and Automation Solutions work hand in hand. Being
industry leaders and early adopters of sales automation will help
us build consistency in customer-facing time, higher customer
satisfaction, efficiency improvements and finally unlock massive
sales uplift potential.

Enhancing
Customer
Supply Experience
Chain 0—|
Automation Q
KRBLT o

Business

o—

Strategy

Data Driven

Approach o—

Road ahead — Domestic business

)
L2/
DISHA

SHARE | LEARN | GROW

Engagement

Being industry leader and the oldest organization in the Indian
branded basmati rice industry, KRBL has closely witnessed the
retail evolution in India. Beginning as an organization pioneering
basmati rice business, we are today transforming ourselves to
champion active retailing in the country.

As we continue to strengthen our position as the market leader,
we intend to double our retail presence in India in the years ahead
and is likely to grow our revenues substantially. While we continue

focus on enhancing our sales team, and on active retailing, a
great focus is being given to greatly enhancing our omni channel
presence. With omni channel shopping becoming more and
more pervasive, embracing these trends effectively, promptly,
and comfortably can enhance our competitive positions. Further,
we plan to constantly upgrade our distribution and supply chain
network and re-frame our go-to market strategies to ensure ready
availability of our products.




— he Company ventured into the
international market with a modest
order of 1,000 tonnes basmati
from the UAE in 1985. Since, then, KRBL
Limited has developed a strong network
of distributors in 82 countries across
the globe. Over the years, its strong
global outreach as an agri-products
manufacturing company makes it one of
the largest Indian players in the branded
rice business across the world.

KRBL has become a household name in
several international markets especially

the Gulf nations where it maintains a
domineering presence. The Company
continued to widen its global outreach of
exports ensuring another high performing
year in FY20.

The international business contributed
nearly 46% to the overall revenue. In terms
of value, export revenue for FY20 stood at
¥ 2,085 crores compared to ¥ 1,844 crores
in FY19 - an increase of 13%. In terms of
volume, total exports of rice in FY20 stood
at 2,48,232 MT.

Challenges faced in the key

international markets

NTERNATIONAL BUSINESS REVIEW

The Company'’s flagship basmati rice brand
India Gate commanded a market share of
34% (in terms of value) in the UAE, ahead
of its closest competitor's market share of
11%. India Gate is also a well-recognised
brand in the GCC countries, Australia and
South-East Asian markets, among others.

During the year, the Company stepped
up its presence in new quality-oriented
markets such as Japan and Korea, and
scaled up its import market share in these
markets to 30%.

How KRBL was
safeguarded?

Issues owing to pandemic outbreak

*  Restrictions on free movement of
goods owing to logistics issues and
transport restriction in India as well as
in the importing countries

+  Movement of migrant labour back to
their hometowns resulted in acute
labour shortage resulting in lower
production and capacity utilisation.

Travel & tourism industry is one of
the severely impacted industry owing
to the extended period of lockdown
across the globe and due to travel
restrictions.  Worldwide  lockdown
adversely impacted business of hotels,
restaurants and other institutional
clients, which in turn resulted in a
subdued demand speciality rice such
as basmati.

Gloomy global economic scenario

+  Zero or minimal economic activities
during the lockdown period, resulted
into many organisations bring down
their shutters. This resulted in a steep

rise in unemployment across the globe,
which in turn negatively impacted
consumer spending power and lead
to a conscious or budgeted spending
by consumers.

Strict regulatory framework

+ Stringent regulations every year
lead to higher restrictions in terms
of pesticide residues levels allowed
on the rice. It resulted in subdued
Basmati rice export scenario for the
Indian companies in key international
markets such as Europe and US.

US Sanctions on Iran

+ lIran is the largest importer of Indian
Basmati Rice and plays a major role
in shaping the dynamics of the Indian
Basmati rice industry.

+ US sanctions on Iran can adversely
impact the export scenario of the
Indian Basmati rice industry.

+  KRBL maintained adequate inventory
levels, at various levels of the value
chain. It not only ensured steady
supply of goods based on the demand
and also helped to overcome any
logistics and supply chain issues.

«  KRBL, being a customer-oriented
brand, redirected its focus on tapping
the household retail demand to
offset the subdued demand from the
institutional clients.

+  KRBL has a wide range of product
portfolio which enabled it to cater to
different customer segments, thereby
creating value for the end users and
drive sales for the Company.

KRBL has the largest contact rice
farming network coverage, it helped
in procuring adequate quantities of
quality-compliant raw material. This
helped us service highly regulated
markets such as Europe and the US.

+  KRBL conducts business with Iran on
extremely secure financial instruments
only which safeguards it from any
adverse situation in future dealings.
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REALITIES THAT DEFINE KRBLS
EXPORT BUSINESS

#1

Indian basmati
rice brand

India Gate's position in
Canada both in Ethnic and
Modern Trade

Nur Jahan's import share
with KRBL brands in South
Africa

India Gate's market share
in the UAE rice industry

India Gate's import share
in Australia, New Zealand

#2

Indian basmati
rice brand

India Gate and Bab Al
Hind's position in the
Indian basmati white rice
segment in Saudi Arabia

Hel

Indian basmati
rice brand

Nur Jahan's position in

Qatar

KRBLs import market
share in Nepal

#1

Indian rice
brand

Nur Jahan's position in
South Africa

#1

Indian basmati
rice brand

India Gate's position

in Qatar, UAE, Bahrain,
Australia, New Zealand
and Fiji

KRBL's dominant import
market share in Northern
African markets such as

Algeria and Sudan




KRBL Limited. More than just a rice manufacturing
company. An Indian multi-national with a multi-

segment offering basket.

74,309
KRBL is world's largest exporter of branded basmati . Up by \“
rice with an export realization higher than the industry \
average. KRBL is not only the No. 1 National basmati
rice brand, it inspires an international brand recall too

across geographies.
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FY19

Road ahead — International business
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Basmati rice Realization per MT
 KRBL

KRBLS GROWING EXPORT
REALIZATION (INX)

86,465

84,734
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Basmati rice Realization per MT

- Industry " KRBL

FY20

Aswe continue toenhance ourinternational
presence, we continue to undertake a
careful analysis of the geographies of our
presence, product penetration, customer
requirements and purchase behaviour.
Along with this, we plan to use the
different new-age technologies like sales
force automation, big data analytics and
advanced supply chain tools in taking
KRBL to a whole new level.

We also intend to deepen our presence
in Europe and the US markets, which are
challenging markets to enter on account
of strict regulatory frameworks. Guided by
our quality-focused eco-system, we intend
to continue meeting the global standards
and strengthen our presence in the
key markets.

We intend to use all these while striving
to form an organic growth machine which
is constantly navigating through the
challenges and drive towards a healthier
future. As a fundamental component of
KRBLs ongoing strategy, the Company will
continue to look for expanding its product
portfolio and presence across geographies
by leveraging its brand equity, distribution
network and infrastructure.




POWER DIVISION

e at KRBL, have recognized our
Wresponsibilitiesto protect the environment.
With this we are dedicated to expand our
green footprint and thus, we have started our clean

energy journey by entering into renewable energy
projects for captive consumption.

KRBL ventured in the business of captive power
generation to ensure constant power supply for its

operations and has currently total installed capacity
of 14484 MW across different verticals like
biomass, wind and solar power segment. KRBL has
constantly enhanced its captive power generation
capacity over the years and today enjoys one of the
largest renewables and alternate power generation
capacities within India’s agricultural industry.

X 120 CRORES

Total revenue generated from power segment in FY20

112.25 MW

KRBLs total wind power generation capacity

10 MW

KRBLs total solar power generation capacity

17.99 MW

KRBLs total biomass capacity
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GLOBAL ECONOMY

OVERVIEW

[ scalating trade tensions, tightening
== financial conditions, deteriorating risk
b sentiment, a slowdown in domestic
investment, and rising policy uncertainties
resulted in weak global economic growth
in 2019. Global growth in 2019 recorded its
weakest pace since the global financial crisis
a decade ago, reflecting common influences
across countries and country-specific factors.
After growing at around 3.7% in 2018, the global
economy saw a steep fall in global economic
growth in 2019 and expected to have grown at
around 2.3%. Further, average real incomes in
one-third of commodity-dependent developing
countries, which are home to 870 million people,
also hit its lowest level since 2014 which again
had its share of impact on the global economy.

454124
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The slowdown in GDP growth across
developed and developing regions in 2019 was
mainly attributed to weakening trade activity
and more subdued domestic investment. In
tandem with slowing merchandise trade, world
industrial production weakened and the Global
Manufacturing Purchasing Managers' Index
(PMI) fell to its lowest level since 2012. By
contrast, private consumption held up relatively
well for most countries during the vyear,
supported by firm labour markets and modest
inflationary pressures. Further, signs that
household spending has started to moderate
in several large economies, with consumers
becoming less optimistic, also dragged many
economies down.

GLOBAL ECONOMIC GROWTH OVER THE YEARS

v .
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In tandem with slowing industrial
production, world trade growth has
decelerated sharply in 2019. Further, for
most of the developed and developing
regions, trade growth has not only
weakened compared to 2018 but has
also fallen well below the average growth
rate over the last five years. Alongside
recent monetary policy shifts by major
central banks, persistent uncertainty
surrounding trade actions has induced
heightened investor risk aversion and
enhanced financial market volatility. In
many countries, there were signs that the
deterioration in business confidence has
started to dent investment growth. Further,
signs that household spending has started
to moderate in several large economies,
with consumers becoming less optimistic,
also dragged many economies down.

World industrial production weakened
and the Global Manufacturing Purchasing
Managers’ Index (PMI) fell to its lowest
level in 2019 since 2012. By contrast,
private consumption held up relatively
well for most countries during the year,
supported by firm labour markets and
modest inflationary pressures.

Outlook

The first quarter of 2020 saw things
slowly improving with early signs of
stabilization reinforced financial market
sentiment already shored up by central
bank rate cuts and by rising domestic
demand in the emerging nations. But the
global outbreak of the pandemic Covid-19

in late March 2020 and the subsequent
lockdown proved to be a huge roadblock.
The fast-spreading coronavirus, which
has directly affected more than 24 million
people globally, has led authorities to
shut schools and businesses — bringing
much of the world’s economic activity to
a halt.

This is likely to impact the global economic
growth severely across the globe, and
according to International Monetary
Fund the global economy is likely to see
a 3% contraction in GDP in 2020 and a
partial recovery in 2021. The coronavirus
pandemic is set to leave 170 countries
with lower GDP per capita by the end of the
year but with all major economies coming
together to help each other is likely see a
revival in the economic activities.
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INDIAN ECONOMY
OVERVIEW

emerged as one of the fastest-growing economies in early

2018 driven by strong consumption demand and steady
growth across some of the major sectors. But 2019 proved to be
a difficult year for the Indian economy, where domestic demand
slowed down more sharply than expected amid stress in the
non-bank financial sector, subdued consumption, increasing
unemployment, and a decline in credit growth.

e key player in the global economy, the Indian economy
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government’s first
the Indian economy grew
the fiscal year 2019-20
(FY20) compared to 6.1% recorded in 2018-19. After
decelerating for 6 consecutive  quarters, India’s GDP growth in
FY20 sustained a steep fall to estimate an registered a growth of
4.2%, the lowest since FY09 when GDP was 3.1%.

According  to
advanced estimate,
at less than 5% for

Source: https://economictimes.indiatimes.com/news/economy/indicators/indias-gdp-growth-in-q4-fy20-sinks-to-11-year-low/articleshow/76099894.cms

A sub-5% GDP growth was last witnessed in 2013-14. Three of the
four quarters of FY20 witnessed a sub-5% GDP growth rate. Before

2012-13, the last time the GDP growth rate had slipped below the
5-per cent mark was in 1984-85 and continued till 1987-88.
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Source: https://economictimes.indiatimes.com/news/economy/indicators/indias-gdp-growth-in-q4-fy20-sinks-to-11-year-low/articleshow/76099894.cms

Low wages and income inequality resulted
in diminishing domestic demand and
emerged as the biggest roadblock in
India's path for sustainable economic
growth. Further, slow growth in rural
incomes, domestic demand (as reflected
in a sustained fall in sales of automobiles),
fall in private investment, and curtailed
credit financing from the non-banking
financial companies (NBFCs) resulted
into further slowing down of the demand.
Banks shying away from financing large
corporate projects, due to risk aversion

or the lack of new investment demand,
resulted in a steep fall in manufacturing
and construction activities.

The agriculture and allied sector recorded
a growth of just 2.8% in FY20 compared
t0 6.3% in 2016-17, whereas the industrial
sectoris estimated to have grown at 2.5% in
FY20 compared to 6.9% growth in 2018-19
and the manufacturing sector is estimated
to have grown at 2.0% during FY20. One
of the core sectors of the Indian economy,
the services sector also saw degrowth in

FY20 and recorded a growth rate of 6.9%
compared to 7.5% in FY19.

Asthe economy was onits path of recovery
in the last quarter of FY20, the Indian
economy faced its greatest economic jolt
of recent times with the outbreak of the
Coronavirus. Although the true impact
of the pandemic outbreak is likely to be
observed in FY21, it is quite clear that the
economy is likely to go through another
difficult year.
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Outlook

During the year, the government
undertook several decisive measures to
boost the Indian economy across different
sectors. But the breakout of the Covid-19
pandemic in India in mid-March is likely
to have a severe impact on the already
slowing Indian economy. The sheer scale
of disruption from the phased national
lockdown, adopted by the government to
contain the outbreak, is unprecedented in
Indian history. While the lockdown may
have been necessary to limit the spread of

the coronavirus, it resulted in a total stop
in almost all the major economic activities
in the country and therefore resulting into
massive job losses, income loss, and
dramatic curtailment of production and
infrastructural activities among others.
Consumption demand, the bedrock of the
Indian economy, also witnessed a steep
fall due to the collapse of incomes, and
rampant job losses.

Owing to this 2 month long nationwide
lockdown, it is expected that the Indian
economy is likely to grow at mere
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1.8% in FY21 as private consumption
is likely to contract due to large-scale
loss of income in the face of worsening
domestic outbreak of COVID-19. However,
the industry experts expect the Indian
economy to bounce-back and record a
growth rate of 6.6% in FY22, on the back
of the assumption that the economic
activity is likely to see a gradual pick up
in the latter half of FY21 and an uptick in
demand in the second half.
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OVERVIEW OF THE
INDIAN AGRICULTURE

INDUSTRY

corner stone of the Indian economy, India’s
Aagricultural industry along with its allied sectors

represents an important component of the
Indian economy both in terms of its contribution to the
GDP as well as a source of employment to the majority
of the country’s population, more so in the vast rural
areas. More Indians depend directly or indirectly on
agriculture for employment than on any other sector.

Eighty percent of India’s extremely poor people live in
rural areas and most of those are marginal farmers,
farm laborers and their families. With the 10" largest
arable land resource in the world, India’s agriculture
industry is marked by 20 agri-climatic regions,
15 major agriculturally favourable climates, and 46 out
of the 60 favourable soil types in the world.

YEARLY GROWTH OF THE INDIAN AGRICULTURE SECTOR (IN %)
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YEAR-ON-YEAR PRODUCTION GROWTH OF MAJOR CROPS
(AS PER SECOND ADVANCED ESTIMATE FOR 2019-20)
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Source: http://www.uniindia.com/news/india/record-foodgrains-oilseeds-crops-estimated-in-2019-20/1891875.html) [* in million tonnes (MT)
#FY19 figure is last five years average production including FY19]

Supporting livelihood of more than According to the first advance estimates of 28521 million tonnes achieved

50% of the population, India is among  of the Government of India (GOI), growth in  in FY19.

the 15 leading exporters of agricultural  agriculture and allied activities sector in the

products in the world and is the largest  FY20 is expected to remain subdued and .

producer of spices, pulses, milk, tea, grew at just 2.8%. As per the government’s EXpOrt scenario

cashew, and jute; and the second second advance estimates, the total food

largest producer of wheat, rice, fruits  grain production in India in FY20 is expected

& vegetables, sugarcane, cotton, to stand at record 291.95 million tonnes

and oilseeds. which is higher by 6.74 million tonnes

than the production
of food  grain

India is among the 15 leading exporters
of agricultural products in the world. Total
agricultural export from India grew at a
CAGR of 2.27 % during FY16-20 to reach
USS 35.09 billion in FY20. The Agriculture
Export Policy, 2018 aimed to increase
India’'s agricultural export to ¥ 4,19,340
crores (USS 60 billion) by 2022.




FY 16

CAGR 2.27%

FY 18 FY 19

Source: https://www.ibef.org/download/Agriculture-and-Allied-Industries-August-2020.pdf

*Estimated for FY2022
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FY 20

AGRICULTURAL EXPORT FROM INDIA (USS BILLION)

FY 22*

THREE YEAR EXPORT STATEMENT OF APEDA PRODUCTS

] 201718

2018-19

(X in lacs, Volume in Metric Tonnes)

CEREALS

Basmati Rice 40,56,759
Non-Basmati 86,48,489
Rice

Wheat 3,22,790
Maize 7,05,514
Other Cereals 1,57,618

26,87,017 44,14,584 32,80,430 44,564,657 31,02,588
22,96,782 75,99,674 21,18,528 50,40,708 14,36,466
62,437 2,26,225 42,495 2,17,354 43914
1,22,846 10,51,856 1,87,251 3,70,066 1,01,930
37,370 2,25,153 55,424 1,31,417 43,814

138,91169 | 5206452| _1,3517,492| 5684128 | 10214202 4728