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INGRAINING e
A HEALTHY
FUTURE

FY21 was a year that most of us haven't
witnessed in our lifetime. From extreme health
related challenges to complex economic
challenges, the novel coronavirus has impacted
human lives and businesses alike.

We were affected too. But, with our rich

business experience, we stood resilient against
this storm and emerged stronger.

HOW DID WE DO SQ?

BY REMAINING
COMMITTED

BY BEING
RESILIENT

BY BEING
AGILE

We have built our values
around understanding and
anticipating changes in
consumer trends. It has
emerged to be our core
value and central to our
growth strategy. What
also added to our agility
is our unique portfolio,
deep industry expertise,
distinctive capabilities
and footprint, sustainable
supply chains and
operational excellence.

We demonstrated our
resilience by anchoring
our approach and
philosophy around the
core purpose and the
strong foundations of our
business. And it helped us
draw strength in difficult
times and emerge strong
when the storm subsided.

Over the years, we have
worked towards creating
true human connections
by consistently delivering

on our promises. We've
been working to improve
people's lives for over
a century, growing our
business, helping our
farmers grow, nurturing
our people to be our
strength and making a
positive impact on society.
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RESPECTING
OUR PLANET

We believe that our existence is quintessentially related to our
land and our planet. We strongly feel that if our natural ecosystem
is well, the people would thrive and we would grow sustainably.

Keeping this in mind, we are working together to achieve a
healthy and sustainable environment.

It is the land and our farmers that protect and sustain us. The
land and our farmers help us make our rice healthier and tastier,
ensuring extraordinary food for our consumers, that we share
with people around the world.

By looking after the land and our growing farmer community
and by using resources wisely and by effectively blending our
farmer's traditional knowledge with the technologies of today,
we are trying to find a path to regenerate the environment and
help our farmer community grow.

It's all part of our transition to a more sustainable way of farming.
We care for our planet, our farmer community and help protect
its natural resources for the benefit of future generations.

KRBL is closely working with the
“Indian Agricultural Research
Institute” for developing varieties
which are more resilient.

/
7/




MAKING FOOD
HABITS HEALTHY

We believe that the health of people and the health of our planet are
interconnected and that healthy and sustainable diets can nourish the one
without sacrificing the other.

We are working to accelerate the transition toward these healthy diets by
encouraging better eating habits, adapting our product portfolio and expanding
our presence in the healthy food segment.

Over the years, we introduced different innovative healthy rice products in the
‘Health Food’ segment. We will keep adding value to rice and use nature’s gifts
to create value-added rice in order to enrich people’s lives by making them
healthier.

Over the years, we
introduced different
innovative healthy
rice products in

the ‘Health Food’
segment.

[ L ST e L S T




CARING FOR OUR
COMMUNITIES

Our communities and our people where we operate are at the
heart of our success.

Our communities have the power to deliver our goals today
and shape what these goals should entail in the future so
that together we can be at the forefront of a resilient and
responsible KRBL for tomorrow.

We have decided to empower our employees to play a pivotal
role in accelerating innovation and fulfilling our vision for

tomorrow. We ensured to create the best environment for our
employees by looking after their safety and wellbeing and by
providing them motivating work opportunities.

We exist because of the communities where we operate. We
ensured our sustainability by doing business in the right way
and by taking care of these communities during the difficult
times, sharing what we do best and playing our part to build
resilient and sustainable communities.

302 CRORES invested in FY21 for different employee benefit initiatives

55 MILLION

Number of meals
distributed by us during
the difficult pandemic
times

ZERO HUNGER
QUALITY EDUCATION

In association with the Akshaya Patra
Foundation, KRBL initiated the world’s
largest mid-day meal program serving
nearly million school children across
Government schools and
Government-aided schools. KRBL initiated
this in FY21 and through this program we
aim to achieve two of the most critical UN
Sustainable Development Goals for India
i.e. Zero Hunger and Quality Education.

o
KRBI e

40+ CITIES

Number of cities across
India where these
meals were distributed




DELIVERING ON
OUR COMMITMENT

Being the market leader in the Basmati Rice space, we have
realized that the long-term sustainability of our business is more
than just numbers.

Since 1889, we have worked towards sustainable outcomes for
our different stakeholders is what helps us grow consistently.

We believe that taking a long-term view creates long-term value
and helps us achieve sustainable growth over the long term.

By regularly expanding our product portfolio, through science
and innovation, we delivered on our commitment to meeting the
changing preferences of our customers.

By working closely with our farmers, helping them with technical
expertise, other on-farm support and financial security, we
continue to deliver on our commitment.

We take a long-term approach to investment and are committed
to increase shareholders’ value through sound commercial and
responsible business decisions that deliver steady growth in
earnings and dividends.

VALUE LED SUSTAINABLE GROWTH

145%

KRBL's business has
shown a robust 145%
increase in its topline
over the last decade
from 1,640 crores to
34,015 crores

KRBL's business
has shown a robust
673% increase in its
bottom-line over the

last decade form %73
crores to ¥565 crores

673%




GROWING RELATIONSHIPS

KRBL is built on the spirit of partnership with our different
stakeholders by going that extra mile.

Through co-operation and the living promise of a shared future,
we co-create and optimize the abilities of our stakeholders -
farmers, suppliers, dealers, distributors and our employees.
At each point of the value chain, with each stakeholder, we
consistently build KRBL. We respect, support, encourage and
engage them to build strong relationships, stay relevant and
grow sustainably.

We build and maintain relationships with our stakeholders by
consistently meeting their expectations with better results. This
relationship is also central to our business growth and strategy.

We have entrusted our farmer communities to shape a more
sustainable future for us and create mutual long-term value.
Because our farmers are not just our business partners, but
members of our family. We work with about 95,000 farmer
families for providing the best practices to grow top quality
crops covering around 3 Lacs hectares of agricultural land.

14

Together,
let’s spread hope.

#umee
hain
humg

For a lot of families,

strong farmer
community

this fight is not only against

Coronavirus but also against hunger. %

India Gate has stepped forward to

bring them hope and has

fed over 55 Million people in need,

since the lockdown.

You can too, by joining the gif i

#UmeedHainHum Movement.

SIS
ity Scan the code,
Eﬁr =78 to help spread hope

Visit indiagatefoods.com/umeed



 http://www.indiagatefoods.com/umeed/


CORPORATE SNAPSHOT

LEGACY

Over
of heritage

PRODUCTION
CAPACITY

World's largest
milling capacity
of

TECHNOLOGY

State-of-the-art
manufacturing
units

REPUTATION

is India's
numero uno retail
Basmati Rice brand

16

SIZE SCALE
India's Possess world's
exporter of rice milling
Basmati Rice plant spread
across 200 acres
PROCESSING POWER
CAPACITY CAPACITY
One of largest rice Power generation
prc())cf:essing capacity capacity of
FOOD SAFETY GLOBAL
FOOTPRINT

State-of-the-art

packing units Exporting rice

to more than

across 6
continents
VARIETY BRAND
> EXTENSION
rice brands sold renowned
underfthe banner healthy food
of KRBL variants

PARTNERSHIP

Possess India's
contact

farming network

coverage for rice

STORAGE
CAPACITY

storage capacity of
rice and paddy

DISTRIBUTION

dealer and
Distributors
network across
India

HUMAN
CAPITAL

Team
strength

Turnover
33,992
CRORES

EBITDA Margin

AT 21%

Improved by 130bps

Net Debt

3145 CRORES

Lowest ever

PAT
(After Comprehensive
income)

X565 CRORES

Highest ever

PBT Margin

AT 19%

Improved by191bps

Earnings per share

X23.74

Highest ever

Gross Profit Margin

AT 31%

Improved by 257bps

PAT Margin

AT 14%

Improved by 188bps

Dividend per share

X3.50

Highest ever

17



ABOUT KRBL

We are India’s first integrated rice manufacturing company,
operating predominantly in the area of manufacturing and
marketing branded rice products in India and across the globe.

Continuing on the Company's 130+ years of
heritage, KRBL Limited is India’s leading provider
of branded Basmati Rice products to markets
across the globe.

Every day, KRBL helps millions of people across the globe fulfill
and enjoy their dietary requirements by bringing finest Basmati
Rice in the world to their homes.

Our Vision

To preserve and enrich the legacy
of Basmati in India by ensuring F )
the genetic integrity of the seed,

by encouraging farmers to adopt

scientific, sustainable agricultural ,;'
practices and by leveraging world- '
class rice processing technologies, to

emerge as the industry benchmark for
product quality and customer service.

{4 ..
~ Our Mission

To emerge as the world's number one
Basmati player, committed to delivering
precision-perfect quality products to
our customers; nurture the best work
environment that fosters employee
excellence, growth and job satisfaction;
and build a financially strong, growth- y

KRBL authored and has led the Indian Basmati Rice industry by
popularizing Basmati Rice products across the globe. We raised
the salience of Basmati Rice and modernized the crop in India.

KRBL Limited, the largest integrated rice company in the world,
is one of the major producers of rice products (both Basmati
and Non-Basmati Rice). We are also engaged in the production
of milling by-products like bran oil, furfural, de-oiled cakes etc.

o

GROW TOGETHER

We operate as one
diverse team, with an
open mind and positive
intent, to set each other
up for success and
achieve common goals
across the matrix.

VALUES THAT DRIVE US

COMMIT TO DELIVER

We are all-in, fully committing
to our business strategies,
decisions, results and
empowering our people while
acting with integrity and
stepping up to challenges
without waiting
to be asked.

WHERE WE OPERATE

GOOD GOVERNANCE

We are disciplined in
sharing information
and knowledge, raising
issues early and creating
the space for respectful
debate where everyone is
heard.

Segments

Operating in the food consumer segment, we focus on

the highly regulated food markets in some of the major
economies across the globe — providing one of the key
ingredients of their dietary requirements.

India Middle East (ME)

B Rest

of World (RoW)

Share in total revenue*

*As of 31st March 2021.

BE AGILE

We find a way to deliver
on our commitments by
moving quickly to address

opportunities and are
resilient to storms and
setbacks.

<
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COMMITTO
EXCELLENCE
We have the highest
standards, value learning

and are committed to be
the best at what we do.




OUR BUSINESS

We partner with over rice growers across
three states in India.

We process nearly 7.30 LAC metric tonnes
of rice annually at our two state-of-the-art
manufacturing facilities

We grade the rice according to their type, then sort and package them

at our four technologically advanced and automated packaging facilities

located at Sonipat (Haryana), Gautam Budh Nagar (Uttar Pradesh), Dhuri
(Punjab) and Alipur (Delhi).

We serve millions of consumers every day, in restaurants,
homes and outlets in over 90 COUNTRIES :
ACROSS 6 CONTINENTS. e

o

We procure nearly 6.46 LAC metric tonnes of rice
annually from the local mandis
\
(]

We store, on an average, metric tonnes of
processed rice at our own ultra-modern warehousing facility
spread across 346 acres

We distribute our packaged and branded rice to the
domestic and international markets through our strong

500+ distributor and dealer network.

People and families everywhere share our
delicious food during mealtimes.
RICE TRUCK

We utilize the rice by-products and rice waste to produce products such as bran oil, furfural, rice bran and
de-oiled cakes. We utilize the rice wastes such as the rice husks to cogenerate power at our processing plant. We

utilize metric tonnes of rice husk to generate of power.

OUR OFFERINGS

We have leading brands that
innovate to meet consumers’
needs and make a meaningful
difference. We launch new
products based on consumer
trends, with a major focus on
growing health and nutritional
needs of our customers.
We support our brands with
distinctive, high recall marketing
campaigns and helping create
strong customer partnerships.

KEY BRAND BASKET

Al ;“1
i

UNITY

The Rice

NUR JAHAN

The leading Indian

Basmati Rice brand
in terms of market
share in South
Africa.

connoisseur's choice
for Biryani.

<
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OUR PRESENCE

KRBL has its product presence across

THE LENGTH AND BREADTH OF
INDIA THROUGH ITS DEEP ROUTED
NETWORK OF 500+ DISTRIBUTORS
AND 3 LACS + RETAIL QUTLETS
OPERATING IN MORE THE

750 CITIES.

»

rresence N More THAN 90 COUNTRIES




OUR RESPONSE TO
COVID-19 CRISIS

The impact of COVID-19 has been felt in  Despite the challenges, our diverse farmers have relied on us to pick up and
every region and market we operate inand  stakeholders and employees have come process the rice and our customers have
as a result the domestic and global rice  together as one team to keep our business  counted on us to deliver.

market has been volatile and the outlook running and supply chains operating. Our

continues to be uncertain.

SUPPORTING OUR FRONT-LINE EMPLOYEES

Masks and other Temperature Enhanced hand Physical barriers and Training protocols
safety equipment screenings at all washing protocol & social distancing implemented to

: o o : ensure employees’
provided to all facilities hand sanitizer made protocols in place health & food safety.

employees, readily available Enhanced sanitation
contractors and protocols & COVID

visitors across all supply process
facilities established

o0

S, ' I

SUPPORTING OUR OFFICE EMPLOYEES

Avoided physical
contact and
maintained social cenel e
IT resources made distance.
24x7 available to
support work from

‘ home.
Maintained COVID

Established work from Protocol across all

home guidance for locations to ensure
all corporate office

employees; controlled employees’ safety
access to offices, \%ﬁ:ﬁl

limiting capacity to 50%

strategic
business
continuity plan.

<
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SUPPORTING OUR CUSTOMERS

o)

1Y

—
2y

Dedicated Streamlined Strong customer Proactive, Dedicated

to providing production partnership and transparent marketing strategy
essential food to schedules collaboration to and clear and campaigns
our customers and enhanced meet heightened communication to connect

and consumers distribution customer need with our dealers emotionally with

capacity and distributors our customers

SUPPORTING OUR COMMUNITIES

Distributed Distributed 55 India Gate donated
sweet boxes more than 50K meals

amongst he el million free meals per day to the Feed
privileged India campaign

Launched “Umeed Hain
Served more than 5 Hum” an initiative to feed

lacs needy people the needy during the
difficult times

KEY TRENDS RE-SHAPING OUR
BUSINESS IN THE POST-COVID WORLD

Hygiene Growing Online & Increased Growing Rising
consciousness preference for MT grocery retail focus demand for
driving trusted brands shopping consumption towards omni-channel
preference increased with rising health and product
for packaged across regions home wellness food availability
grocery grocery cooked food products

consumption




A DECADE OF FISCAL )
PRUDENCE

REVENUE GROWTH (X IN CRORES)

¢

Total Revenue from Operations N7 Revenue — Domestic Market \.‘ Revenue — International Market

10% CAGR GROWTH IN TOTAL REVENUE OVER THE LAST DECADE

PROFITABILITY GROWTH

o
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EBITDA (X in crores)

508
-y
-l
e
210 \:I

A\ 4

\ll 74 e

FY12 FY16 FY21

BUSINESS GROWTH

PAT ( in crores) PAT Margin (in %)

FY16 FY21

Net Current Assets (X in crores)

2,677

Net Worth (X in crores)
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STRONG FISCAL POSITION

With more than 130 years of existence, our sustained efforts in prudent financial management have ensured that our balance sheet

ENHANCING FINANCIAL STABILITY

By reducing cash conversion cycle despite growing procurement

remained strong and resilient throughout our existence. Even during the recent turmoil, we maintained a significant level of liquidity and
continued to repay our contained debt. Our gearing position remains strong as we expect to emerge as a debt free company in the near
term and Strong cash flows provide headroom for driving exponential growth and expansion.

Debt / Equity Net Debt / Equity ~ Long Term Debt / Equity

Ratio Ratio Ratio
0.15

Cash & Bank Balance
(% in crores)

i

1
¢

=
~
(o)}

0.08 0.04 0 17 2.9
|\

FY12 FY16 FY21

0.
\
N
=
¢ \
N
N
N
N
\
\)

Y.L LLdLLLYS
atutaaaa
AV N VAN N AN AN Y

Mw\\!\/‘\/‘\/‘w N T TN T T TN T T T T T N
FY12 FY16 FY21 FY12 FY16 FY21 FY12 FY16 FY21

VALUE ENDURING SHAREHOLDERS

We have created a robust business model and adopted a strategy that focuses on long-term value creation withstanding any short-term
hiccups. This has ensured sustained returns and capital appreciation for our shareholders over the last decade. Despite the volatility and
uncertainty in our end markets and the need to invest in new product lines, updated technologies and manufacturing capacities, we have
ensured distribution of wealth creation in the form of regular and growing dividend to the shareholders.

DIVIDEND PAYMENT ()

J_L

FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019 FY2020 FY2021*

*Recommended, yet to be paid

MARKET CAPITALIZATION (XCRORES)

425 526 1179

FY2012 FY2013 FY2014 FY2015

FY2016 FY2017 FY2018

FY2019 FY2020 FY2021

Based on Standalone Financials

s INVENTORY o NET DEBT

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

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.

(T 1n crore)

¥
W

2964

is owing to the working -capital Focus on delivering consistent free b iy ; *
requirement. With the commencement cash flows while enhancing business i~ 4B ¥ e
of procurement of paddy in H2 pie. - g e
. e T
every year, the requirement for Hif-"'r [ .
working capital rises and becomes e 3% §

substantially low by end of H1 of the
next financial year.




CHAIRMAN'S

MESSAGE

Dear Shareholders,

s | sit down to write this year's
‘ s message, the only thing that crosses
my mind is that how challenging the
year has been for most of us. At the outset,
we trust you and your family are keeping
well in the unprecedented COVID-19
pandemic. FY21 will be remembered
as one of the most challenging years in
recent times, as COVID continues to affect
our lives and livelihoods. Maintaining food
supply has been a critical requirement of
the government and as a supplier of an
essential commodity, we have much to be
proud of in the way we have risen to the
challenges presented by this devastating
pandemic.

Staying true to our corporate ethos, | find
myself reassured with regards to the trust
and confidence | had put in my colleagues
over the years, but especially over the past
year when we were put to yet another
test of resilience as the raging pandemic
continued to wreak havoc in people’s
lives across countries and economies. It's
been a year like no other and the way our
people have responded and what they
have achieved, has been nothing short of
inspirational. | was confident we would
manage to stay on top of the crisis, being
aresilient organization. The confidence was
not misplaced as all our colleagues across
our facilities came together in the most
inspiring ways to ensure that we continue
to serve our customers and grow our

It’s been a year like no other
and the way our people have
responded and what they have
achieved, has been nothing
short of inspirational.

business. Our results this year show how we
have built a committed, resilient and agile
business, with a purpose that permeates
across the organization and a strategy that
is delivering consistent growth.

SECTORAL OPTIMISM

The Indian economy witnessed a
contraction of more than 8% in FY21 due
to the prolonged lockdown imposed across
the country, to contain the spread of the
coronavirus. But the Indian agricultural
industry has shown immense resilience
all through these tough times and proved
to be the shining star. When most other
industries remained tepid or might have
even retreated into negative territory, the
agri and allied sector recorded a strong
3.4% growth at constant prices in FY21.

Support from policymakers and favourable
government policies such as Pradhan
Mantri Gram Sinchai Yojana (PMGSY),
Pradhan Mantri Krishi Sinchai Yojana
(PMKSY) and Pradhan Mantri Kisan
Samman Nidhi Yojana (PMKSNY) further
contributed to the sector's health during
FY21. Also, the favourable weather
condition during the two-cropping season
in FY21 played a major role in supporting
the growth of the Indian agriculture
industry. Backed by these factors, the
overall Indian agriculture exports registered

a strong 17.34% growth in FY21 to stand at
the US $41.25 billion.

DELIVERING A
COMMITTED AND
RESILIENT PERFORMANCE

We entered FY21 with positive sales
momentum underpinned by the strength of
our brands and wide portfolio. But onset of
the COVID-19 and the resultant lockdown
impacted our business also. Being in the
food industry, we classify as an essential
business and during the pandemic, all our
manufacturing facilities have remained
operational. Further, support to the
business was provided by our strong farmer
community, who worked relentlessly even
during the lockdown period to ensure that
we had a steady supply of raw materials.
However, the major constraint faced by
us during this period was related to the
transportation of goods. Despite the
government allowing the free transport of
essential commodities across the country

and also internationally, limited availability
of labours, vehicles, shipping cargos and
rising logistical costs proved to be a hurdle.

But, being KRBL, we managed to not just
overcome these challenges, but thrive. We
steered the tough environment by further
fortifying our strengths and leveraging
newer opportunities. Besides protecting
our current market position, we geared up
to make the organization more efficient
to take on the short-term challenges. We
focused on upgrading our supply chain
to an integrated one, while leveraging the
e-commerce channel, during the year to
ensure that our products in timely manner
available to our customers be it retail or
institutional. Further, we emphasized on
enhancing our omni-channel presence
with increased coverage of modern retail
and e-commerce platforms with deep
engagement with our customers through
responsive and emotional communications

and social media connect.




Even though KRBL has been affected
by the harsh impact of COVID-19
during the first couple of quarters, our
growing retail business and strong brand
portfolio, together with our organization-
wide transformation strategy helped us
deliver a financial performance above our
expectations. Our performance can be
ascribed to the agility of our organization,
the versatility and the quality of our
restructuring strategy and agile business
model. The quality of our brands and
our ability to move more products into
the soaring retail sector meant that we
achieved exceptionally strong growth in
our branded product segment. Despite
the challenges, we recorded our highest
ever PAT of %565 crores and repaid net
bank debt worth ¥321 crores during the
year. This strongly demonstrates the cash
generation capability of our business
model and our strong desire to drive an
operational expansion without being
reliant on external borrowings. Finally, we
are moving closer to our commitment of
emerging as a debt-free company. As of 30
June 2021, we have total bank debt worth
%16 crores in our books compared to a
total equity of 3,833 crores and expect to
become debt free in FY22. Talking about
our performance highlights for the year,
we sold 6.24 lacs tonnes rice during the
FY21, compared to 6.20 lacs tonnes in the
previous financial year. Our total income
stood at¥4,015 crores compared to 4,522
crores in FY20, while our net worth stood at

%3,693 crores compared to 3,128 crores.
EBITDA stood at 845 crores, compared to
%893 crores, while PBT was %749 crores,
compared to ¥758 crores in the preceding
year.

As part of the core business strategy, we
focused on expanding our inventory levels
during the year to taking advantage of
the favourable paddy prices. We grew our
inventory by %112 crores and stocked up
incremental quantities in order to meet
our raw material requirement for the next
couple of years. This strategy not only
gives us a unique base to grow volumes
at a pace that we are comfortable within
the coming year but also provides us
with a pricing advantage. Also, with the
announced increase in MSP for the Non-
Basmati price, the industry dynamics
will support firmness in the pricing of
the Basmati which could enhance our
inventory position further.

We also expanded our product portfolioand
geographic footprint utilizing our existing
delivery model. We strategically diversified
into product segments that augment our
existing portfolio. We forayed into the
premium Non-Basmati Rice variant along
with extending our proposition in the health
food segment with the launch of two new
nutritionally superior products, India Gate
Chia Seeds and India Gate Flax Seeds.
Backed by our effective communication

strategy, our health food segment
showcased double-digit growth in FY21
with strong traction in the international
and domestic markets. Further, we
took some strategic strides to grow our
presence in the Indian unbranded Basmati
Rice market. As a category captaincy
effort to grow the penetration of packaged
Basmati Rice in the broader Basmati Rice
segment, we tried to positioned our ‘Unity’
brand as a brand of choice for the price
conscious customer while ensuring the
product quality and consistency that KRBL
is known for. We also diversified into the
branded rice oil segment, during the year,
with the introduction of India Gate Basmola
rice bran oil in 500 ml and 1 litre packs —
positioned as India’s premium edible health
oil globally. These are important strategic
developments in a number of ways. They
diversify our presence across the FMCG
value chain, expand our presence in the
higher growth segments and broaden our
product portfolio for customers globally.

What these results show is the continuing
strength of our strategy and the
importance of our focus on emerging
as a resilient organisation in the face of
challenges. This involves several aspects
including our logistics team finding ways
to accommodate rapidly fluctuating
demand for products by rethinking
delivery systems and schedules. Further,
by having an absolute focus on serving
our customers in their time of need, by
introducing new and innovative ways of
working and by thinking creatively, we have
strengthened our relationships with our
customers this year. These initiatives will
further encourage a higher share of our
branded products in the household basket
and our leadership in premium rice will get
further augmented.

SUPPORTING OUR LOCAL
COMMUNITIES

We are active members of the communities
where we live and where we work. Many
of these communities suffered real
hardship during the pandemic and so we

did everything we could to support them
in their time of need. Just like our focus
on achieving business goals, during the
pandemic, our focus was centered around
the idea of providing basic food to the
people in need in the communities where
we operate. As a part of this strategy, we
helped provide 55 million nutritious meals
for people in need in our local communities.
We donated different COVID related safety
kits to the people in need and found new
ways to support our communities, such
as associating with celebrity Chef Vikas
Khanna to support Mumbai's Dabbawallas
who were literally without any earnings
owing to lockdown.

KEEPING THE
COMMUNICATION GOING

Our focus on serving our customers was a
thread that ran through everything we did
during this year. We took pride in knowing
that we kept the all-important basic food
diet supply chain going, whether that
was for our retail customers or, for our
institutional clients, meeting the increased
demand for packaged products as people
shopped online.

| think we surprised even ourselves with
just how ambitious and agile we could be
and nowhere was this more evident than
the creative ways we kept connected with
our customers, distributors and retailers.
These included the giant strides we had
taken in FY21 to create a complete end-to-
end digital communication strategy for our
different channel partners and by directly
communicating with our customers, utilising
different digital and social media platforms
along with the traditional one. Project Disha
is a big step towards achieving this goal
wherein we create an open culture to share,
learn and grow together with our different
stakeholders. Through Project Disha we
emphasised on creating a digital interface
between KRBL and its distributors. This is
likely to completely transform the way our
channel partners and sales team have been
interacting till now and will strengthen the
organization’s ability for decision making in
today’s fiercely competitive market.

BELIEVING IN OUR PEOPLE

Resilient organizations are those that
rebound and prosper even when faced
by business disruption because they are
resistant to the impacts of disruption, as
well as adaptive, agile and sustainable in
the face of disruption. At KRBL, we strongly
believe that it is the spirit of our people and
their willingness that makes us resilient.
Since the beginning of the pandemic,
employees across the entire Company
have worked hard to uphold a steady flow
of products to consumers across the
globe. It took a massive effort to maintain
production to meet the spike in products
for the growing domestic consumption
while ensuring product quality in packaging
and logistics did a tremendous job in
delivering the products at the convenience
of our customers with changed time
schedules and delivery procedures. | would
like to take this opportunity to thank each
and every member of KRBL for going that
extra mile to ensure that KRBL stands on
its commitment.

INGRAINING A
HEALTHY FUTURE

As a business entity, we are keen to drive
growth that is sustainable while executing
our plans to expand the portfolio and
add exciting SKUs that will help meet
the changing tastes of our customers. A
combination of augmented brand line-up,
healthy volume along across geographies
and superior capital efficiency is expected
to aid in the achievement of profitable
growth with consistent performance in the
foreseeable future of the Company.

ROAD AHEAD IN AN
UNCERTAIN WORLD

As we continue to wage our war against
COVID, our focus going forward would
remain on taking things as and when
they come. Yes, we had a strong year,
weathering the pandemic and finishing
the year in a more robust financial position
than when we started.

But with the recent COVID waves raging
havoc, we enter into the current financial
year being cognizant of the risks that
surround us from the possibility of a new
wave of infection. Despite the concerns, we
are confident that the way we overcame
challenges in the past year with well-
established business strategy, defined
processes and risk mitigating measures,
coupled with agile thinking and swift
action, we remain cautiously optimistic
about handling such situations in the future
with confidence and resolving them in the
best possible manner. The strategies we
undertook during the year to grow our retail
business are likely to guide us in FY22 also
and our focus on the value-added segment
and growing our export business is likely to
drive business growth in the years ahead.

As we continue to embrace ourselves in
the new normal, our focus in the years
ahead would be to align ourselves with
the changing trends in the market to keep
ourselves relevant. Also, we would continue
to focus on growing our export presence
in newer geographies while continuing to
strengthen our presence in the existing
ones. Before closing, | would like to extend
my gratitude to our employees for their
persistent hard work and support for their.
| also wish to thank our farmer community,
distributors, suppliers, partners, bankers,
customers, consumers and all our
shareholders for their unwavering trust and
confidence in us.

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

Anil Kumar Mittal

Chairman and Managing Director




A PURPOSEFUL TOMORROW
HOW KRBL IS WORKING

TOWARDS THAT?

RBL's core values are visible
Kthroughout the business, at all levels.
These values embody the essence of
our organisation and culture and drive us
towards success. Even though we have to

continuously adapt strategies, these basic
tenets of business stay constant.

They are an indispensable asset to us and
have on multiple instances proved to be
fundamental to consistent growth over
the long-term. Our purpose led business
strategy has been successful in helping us
emerge resilient in the face of the storm.
It encodes what we will strive to protect
while as we aim to metamorphose into an
evolving reality.

PURPOSE DRIVES US

Our purpose powers every business
decision we make, from choosing our
markets to the introduction of new products
to devising market-specific campaigns
to finding the right talent for marketing.
The Company positioned its new ‘healthy’
food offerings as a brand extension of its
flagship and premium brand India Gate,
thus expecting to get a head start for these
products in the international market, thanks
to the strong brand image of India Gate.

AGILITY IS
EVERYTHING TO US

While KRBL had a strong foundation, we
knew that we have the ability and the
responsibility — to do even more. From
India Gate Basmati Rice to the Healthy
rice segment, we have ensured that we
have evolved constantly. Realising the
importance of being agile and being open
to change, we imbibed change into the core
of our business strategy. We are constantly

reinventing ourselves, from adopting an
integrated supply chain model to end-to-end
digitization of our channel partners to broad
basing our portfolio, to respond rapidly
when market dynamics change.

BUILDING ON OUR
TECHNOLOGICAL
CAPABILITIES

The COVID-19 has accelerated the channel
shift towards e-commerce at a rapid pace.
The online consumers bases have increased
substantially in food and household
categories across markets. In addition to
the e-commerce trend, digitalisation and
technological dependencies are swiftly
penetrating all other business areas.
Being in sync with these industry trends,
we have also embarked on a journey to
build on our technological capabilities with
the introduction of Project Disha in 2020
to transform KRBL. We plan to embrace
technology even more and drive on with
the role of technology especially in the
field of data, particularly in manufacturing,
distribution and consumer trends.

WE INVEST FOR
THE FUTURE

Our diverse portfolio allows us to take a
long-term view and means we can continue
to innovate for the future regardless of
short-term market conditions. The food
landscape has changed dramatically due
to the COVID-19 pandemic and continues
to evolve. However, the structural trends of
health, convenience and value for money
wouldcontinuetoendureandtheseunderpin,
the changing behaviours and preferences
of the consumer. Keeping these trends in
mind, we are planning to introduce new
product lines especially in the Non-Basmati
segment and in the 'health’ food segment
that matches the need of our customers
and helps us grow. We intend to grow our
‘health’ food segment from just ~%25 crores
in FY21 to nearly 500 crores over the next
five years by aggressively marketing our
‘health’ food products in the key markets,
by regularly introducing innovative healthy
rice-based products and by enhancing our
‘healthy’ food manufacturing capabilities.

WE ARE
RESTRUCTURING
FOR GROWTH

Backed by our strong foundation, we
have realised that the time has come to
restructure ourselves internally keeping
the core of our business the same to take
the Company to its next leg of growth
and to remain relevant for the next 100
years. We have undertaken a number of
restructuring initiatives, over the year, such
as building on an integrated supply chain
network to further enhance our supply
chain capabilities in the regional markets to
foraying into the ‘healthy food' segment to
enhancing the proportion of Non-Basmati
Rice segment. This restructuring is a key
step towards moving into an open culture
where we share, learn and grow together
with our growth partners. It would also help
us accelerate organic growth, which in turn
allows us to tap new capabilities.




INCREMENTAL INTRINSIC VALUE,
SUSTAINED RETURNS

e have a track record of
creating enduring value for
our stakeholders. By focusing

on our strategic priorities and leveraging
our core strengths of market leadership,
management efficiencies, good governance,
fiscal discipline and economies of scale,
we consistently build upon our success.

OUR INVESTMENT
PROPOSITION

We seek to create sustainable value for
our stakeholders, by delivering consistently
strong growth and returns and a positive

impact. We set ourselves challenging
targets and aspire to cross the 1,000 crores
profit mark by 2025, while maintaining a
conservative capital structure, delivering
high returns and emerging a debt-free
company.

HIGH GROWTH AND RETURNS: We deliver
stable and consistent growth. Over the
past five years, organic revenue growth has
averaged 4%, Growth in earnings per share
has averaged 14% and Growth in Return on
capital employed (RoCE) has averaged 3%.

UNIQUE AND DIVERSIFIED BUSINESS
MODEL: Our business is uniguely positioned

in the key segments of our presence:
branded Basmati and Non-Basmati Rice.
We have a broad and diversified growing
portfolio of new regional specific products,
catering all categories of consumers. For
each product and brand, we have diverse
channel partners and multiple platforms for
distribution.

STRONG MARKET POSITION: We are the
largest exporter of branded Basmati Rice
from India and India’s largest rice producer
with a 132-year-old heritage. KRBL's brands
command ~15% premium over other
brands in the domestic market.

COMMITMENT TO QUALITY: For well over a
century, we have created the world's finest,
most admired branded Basmati Rice with
an obsession for quality. This passion is
a deeply practiced belief as well as habit.
Across the value chain, from seed to fork,
our varieties of rice have only one objective:
Consumer Delight. Everything else comes
later. In pursuit to attain, preserve and
enhance this exceptional aspect, we live the
TQM value each moment, each day.

STRONG CASH GENERATION AND
LEVERAGE: Our business is not only cash
positive, it consistently generates growing
earnings. Cash profit has grown by a CAGR
of 13% over the past five years. We have
constantly repaid our borrowing and have
been successful in maintaining very low
levels of leverage, to allow us flexibility for

48%
International
sales

52%
Domestic
sales

organic investment, with gearing (net debt
to EBITDA) has improved substantially by a
CAGR of 40% over the past five years from
2.24 to 0.17. We expect to become a debt-
free company in FY22.

RESILIENCE THROUGH

EXCELLENCE

ur diversified business model allows us to
Orespond to many opportunities and risks we
face, while delivering consistent value for our
stakeholders. Consumer Delight is realized through our

exceptional quality, best practices and a constant quest
for the best technique, processes, staff and partners.

As a legacy business in the staple food category,
we are acutely aware of our responsibility which
goes beyond business. We have been taking -
innovative steps and installing high-end systems in
order to ensure a sustainable process along with
zero wastage, zero loss and complete safety of the

resources.

o
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AGILE PORTFOLIO MANAGEMENT: We
manage our product offerings in the
Basmati and Non-Basmati segment to
ensure we can sustain strong growth and
returns over the long term, aligned with
our purpose. We foray into new product
segments to accelerate the penetration of
more attractive market niches, we merge
segments when market characteristics
change and we exit segments that offer
less attractive long-term growth and returns
through carefully devised strategies.

At the core of all and everything we do, lies
our simple objective: Consumer Delight.
This is our purpose to exist, this is the
mantra we abide by and simple yet most
precise objective.
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OUR RESOURCES WHAT WE DO THE VALUE WE CREATE

RESEARCH AND INNOVATE SHAREHOLDER RETURNS

KRBL is driven by knowledge gained through research, We have a long history of creating value for our
innovation, application and scale. We have been constantly shareholders.

investing in research activities to build a new product pipeline

for meeting the evolving needs of our health-conscious %273 crores cumulative dividend provided to
customers. Further through investments in internal R&D and shareholders in the last five years

partnerships we are developing new Basmati Rice

varieties which are more robust and helps us reduce

the use of pesticides.

HELPING LOCAL COMMUNITIES

Nothing has been more important to us this year than
supporting the communities where we operate. In our
endeavour to help the local communities we donated
more than 55 million

free meals and sweet boxes to the people in need in

‘ India and in the international markets.
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KRBL'S WINNINGWITH =

GROWTH STRATEGY

ur growth strategy incorporates
existing and emerging areas with
regards to rice in particular and food

in general : yield, sustainability, quality,
climate change and food security.

ON E explore the existing customer
base with new and innovative offerings to
enhance the share of the wallet. Focus on
ancient/native grains such as Amaranth
(Rajgira), Millets and Pseudo cereals as
new segments for growth.

TWO create more engaging campaigns
which illustrate the superiority of the
products while helping brand penetration,
thereby enabling more products per
household.

THREE focus on building brand

trust and loyalty according to the specific
markets, to enable a bigger basket size for
the same brand in the market.

FOUR engage with consumers and

channel partners with greater vigour to
understand their needs and build a more
personalised product segment to integrate
the product offerings seamlessly into
their lifestyles based on their aspirations,
needs and socio-economic, socio-cultural
sensitivities.

FIVE continue to introduce new
products and sustainable packaging, that
will enable us to a foray into new high
penetrated product categories such as
health food segment and Non-Basmati
premium rice segment. The Company has
forayed into the oil market with the launch
of India Gate Basmola Rice Bran Oil in 500
ml and 1 litre packs — to be positioned as
India’'s premium edible health oil globally.

SIX focus on product innovation and
brand renovation, from new product range
to innovative packaging solutions to
emotionally connecting campaigns, to tap
on new customer base and build on the
existing one.

S EVEN follow a datadriven approach.

Optimally using data for maximum
accuracy, predictability, impact and
efficiency across the business including
backward and forward linkages.

EIGHT strategic business commu-

nications to inform, integrate and impact
business.

QUALITY

s a business and brand built around
z x the consumer, we are obsessed
with everything the consumer cares
about : safety, quality, consistency, variety,
nutrition, taste and versatility. We take
great care in assuring food quality, from the
nutritional value, aroma and texture, to the
packaging it reaches consumers.

We place greatest focus on strict quality
control and management across the
different stages of production. Constant
review and careful monitoring of the quality
thresholds and metrics ensures that our
quality meets and/or exceeds the best
international parameters.

ENSURING
FOOD SAFETY

Trust is at the core of the food
we offer. Trust acquired from
the highest nutrition and
globally recognised

food safety standards.
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We implemented various initiatives to
improve the quality of incoming supplies
and streamlined the selection and
assessment of raw materials, packaging
and services.

Across the value chain, from seed to grain
to procurement to process, from packaging
to storage to handling, we ensure the
highest quality, consistency and safety
benchmarks.

Over the years we developed a centralized

food safety and quality management
system with all major standards developed

INDIA
GATE

The world's finest
Basmati Rice Brand

and approved over the years to ensure
product quality across the value chain, from
growing to delivery.

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

Legacy, integrity, governance,
best practices create
reputation, resilience,

resource optimization

and security.

GREAT FOOD

From sourcing, processing,
selling to consumption, we
ensure the purest, finest rice
grounded in sustainable
business practices, responsible
management and a deeply
embedded consumer centric
focus.
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HOW WE PLAN
TO BUILD
AN ORGANIC
GROWTH
MACHINE

RESPONSIBLE COMMUNICATION
ENGAGING EFFECTIVELY
WITH OUR STAKEHOLDERS

Effective stakeholder engagement is critical to our operations and strategy. It helps
us to better understand the needs and expectations of our key stakeholders and
appropriately respond to them. We are building our relations with the stakeholders
based on open dialogue, transparency and mutual trust.

Expand the
Portfolio

Stakeholders and their needs and expectations

Enter into new
categories

Develop new
capabilities

Engagement methods

Customers

We forge lasting relationships by meeting their needs for
quality rice products, which meet their dietary requirement. We
are constantly interacting with them to work on healthier rice
products that will ensure a healthy eating habit at an affordable
cost.

Formal and informal feedback both
proactive and reactive.

Market activation, trade and roadshows
Special events

Shareholders

We are delivering value creation and building shareholder trust
through ensuring sustainable growth, having a long-term strategy
and approach and maintaining an open dialogue with them.

Investor meets and results conference calls
Annual General Meeting

Continuous dialog with investors and
analysts

Virtual engagement platforms

Increase width | Increase retail Enhancing Highly - W o y <als and » — t
- : . ; mployees e ensure fair remuneration, appraisals and commit to mployees mee
\ and depth of | penetration as a margins customized, and other enhancing their capabilities for career growth. We aim to provide Personal reviews
, . assortment | category leader | through product consumer workers them safe, engaging and rewarding workplace with industry best Employees survey
| W in untapped innovation and led practices.
2y | - .
-‘.L;" 1 markets value aadition marketing Distributors We aim to develop long-term and constructive partnerships with Suppliers meet

Re-energized
retail base

communications
delivered

ATL, BTL, TTL
for greatest

share of voice,

share of mind
and share of

heart.

New outlet Margin Going
expansion expansion regional

and business
partners

our business partners, dealers and distributors. This is ensured
through ethical practices and timely fulfillment of contractual
obligations.

Farmers meet

Conferences and exhibitions

Dialogue over phone and digital medium
Media publications

Schemes and promotions, rewards.

Local
communities

We are engaged in community development through need-based
social programs, employment generation, business dealings
with local institutions and small and medium enterprises and
environmental protection efforts.

Social projects

Education programmes
Meals for the underprivileged
Fiscal assistance

Regulators
and
governments

We operate on a best business practices model which means
that compliance and governance are salient. We keep abreast

of new regulations or revisions to regulations. We are also
facilitating the government’s climate change roadmap and the
need for infrastructure development, job creation and sustainable
development.

Committees and conferences

Corporate reporting

Advocacy meetings

Membership in local enterprise partnership
and industry bodies




CONNECTING EMOTIONALLY.

CONNECTING EFFECTIVELY.

KRBL’'s communications initiatives

DOMESTIC MARKET

Extraordinary circumstances call for
extraordinary solutions. FY21 has been
a year like never before, we showcased
our resilience and have shown the true
purpose of the Company when it comes to
connecting with our customers.

KRBL has played a pioneering role in
revolutionizing the Indian rice industry. From
being dominated largely by the unorganised
sector and unbranded products, we
have been successful in creating brands
that have stood out as distinctive while
resonating with the essence of India. Thus,
enabling the Indian rice industry to mark its
presence in the domestic and international
circuit. We have consistently added and
popularized brands to meet the changing
tastes of our customers while ensuring that
we cater to different price points.

Over the years, we have nuanced and
fine-tuned our brand communications to
better address changing psychographics,
lifestyles,  buying  behaviours  and
evolving consumer trends (be it health
or convenience) in order to cater the
tastes of different geographies. The
over-arching objective is to create a
sense of commonality in the brand
communications so that they reflect
a unified design language and tonality
while engaging diverse audiences and
delivering different messages. Through
these brands and backed by our omni-
channel communication strategy, we not
only showcased the persona and appeal of
KRBL but also ensured that our brands and
our communications truly resonate culture
and essence of the target audience.

We have regularly refreshed branding
and communication strategy keeping in
mind the local tastes and festivals, which
enhanced the visibility of our brands and
helped gain market share. Repositioning
India Gate Classic as the special-occasion
rice to initiating campaigns meant to
identify the importance of festivals in
India; our communication strategy is
carefully calibrated for relevance, recall
and impact. Further, we have evolved our
marketing strategy to foster a sense of
community through emotionally engaging
content, virtual social gatherings and
other creative initiatives that involve
customers. Today, ‘India Gate’ as a brand
reflects the Company's identity, core
values and belief system.

DuringFY21,wetookourtimetounderstand
what's changing around us and why, as

times and trends continue to evolve and
reoriented our brand communication to
earn relevance and thrive in this new world.
By consciously providing empathy and care
during this crisis, we have built a foundation
of goodwill and long-lasting emotional
connection with our customers and the
communities we serve. With a 360-degree
integrated marketing communications
approach, along with the traditional
branding activities, we strategically
focused on increasing our presence in the
social and digital media platforms. We
focused on evolving our branding strategy
from product-centric campaigns to socially
relevant communications. Therefore, our
memorable commercials have successfully
struck an emotional chord with KRBLs
audience, driving conversations to inspire
positive thinking and progressive behavior.

HOW WE COMMUNICATED IN FY21?

o
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Percentage of
total spending

TELEVISION 80 0/0

Advertisement spending (in %)

INDIA KI
PURAANI
AADATEIN LAUT
AAYI HAIN- THE
LOCKDOWN
CAMPAIGN

Through this advertisement, we
demonstrated how, during the lockdown,
we all reverted to old habits. Habits like
sharing thoughts with neighbours or family
members over coffee or dinner, watching
a movie or serial with the entire family
and reconnecting with a childhood friend,
which most of us had long forgotten in the
rat race of life.

Through this media campaign, we tried to
pay homage to the old yet beautiful habits
of the nation’s people while bringing out the
positives of staying at home. The campaign
truly resonated with the brand message of
India Gate — India ki Puraani Aadat.

Launched digitally along with traditional
media, across different social and digital
media platforms, it enabled KRBL to build a
long-lasting and strong emotional connect
with its retail customer base.

Reinventing India Gate advertisement
with an emotionally connecting message
keeping in mind the lockdown restrictions
and majority of the population had to stay
indoors.



https://www.youtube.com/watch?v=UUCshNg56no
https://www.youtube.com/watch?v=H3JonlYx_mM
https://www.youtube.com/watch?v=H3JonlYx_mM
https://www.youtube.com/watch?v=H3JonlYx_mM
https://www.youtube.com/watch?v=H3JonlYx_mM

CAMPAIGN OUTREACH

5 CRORES+

Digital Views

85% 12 WEEKS

are of Voice on television of dominating screen presence

CAMPAIGN’S IMPACT
#INDIAFIGHTSCORONA #STAYHOMESTAYSAFE

8 MILLION +

Views on Facebook

7 MILLION +

Views on YouTube

The campaign achieved the status of most seen Multimedia Campaign
during the lockdown period within its category.
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INDIA GATE

#INDIAKIPURANIAADAT
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At KRBL, we identified two broad themes
arising out of the recent lockdowns and
work from home environment - our
consumers are getting more time to spend
with the family and that they are willing to
experiment with their cooking, especially
the male members. In response, our India
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Gate brand decided to bring the cooking
habit back into the lives of our consumers,
at a time when it was needed most.

We associated with celebrity chefs and

other social media influencers and took
up the challenge of cooking different
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D Comment %> Share [&; Like D Comment

regional dishes with India Gate Basmati
Rice Classic. These cooking shows were
broadcast across different social media
channels and helped KRBL gain market
share across its different target segments.

STAGES OF
DIETING

2,00,000+
VIEWS

Aired on the Living
Foodz channel and
food's other social media
platforms the
video gained more
than two lacs views.

2 MILLION+
VIEWS

#JashnEBiryani Aired on
the Facebook the recipe
gained more than two
million views.

5,00,000+
VIEWS

Associated with the TV
shows 'The Missing
Appron' hosted by the
renowned VJ Cyrus
Sahukar. The show tries
to teach some easy-peasy
recipes to whip up at
home, under the virtual
guidance of renowned
Chef Ananya Banerjee.

17
MILLION-+
REACH AND

10 MILLION+

VIEWS

Associated with
ScoopWhoop Media,



https://www.facebook.com/watch/?v=380761976217358
https://www.youtube.com/watch?v=yWPIjh7LCwM
https://www.facebook.com/watch/?v=265222871290045
https://www.youtube.com/watch?v=Jl2tO9z8Swc&list=PLNOPGNn1hFCJgRNF3-Rvk8D9Q1nZMuhOJ&index=21

INDIA GATE'S DOMINATING
TELEVISION MEDIA PRESENCE

87,789 39,849 15,62,321 5,272 9,382 79% 80%
TOTAL NUMBER SECONDS TOTAL TOTAL TV TV
TELEVISION OF SPOTS TOTAL GRPs NGRPs SHARE OF SHARE OF
SPOTS (45%) FoT EXPENSES VOICE
IN THE
PREMIUM
POSITION

SOCIALISING
WITH PURPOSE

Reaching out to more consumers
in a digitally inclusive world.

8

LOW IN SUGAR FIBER-RICH BOOSTS IMMUNITY CHECHS WEIGHT

With India Gate Brown Basmati Rice #EatWhatYOULove
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#UMEEDHAIHUM

A unique digital only campaign, showcasing
the responsibility undertaken by KRBL to
provide basic meal to the needy and under
privileged population of country that were hit
the hardest by the Covid-19 and pandemic.

India Gate is one of the oldest and leading

rice brands in India and a true custodian of
hope started the initiative — “Umeed Hain
! 'Ib Hum”. Under this initiative, the Company
it tried to extend a ray of hope to families in
..' e need by feeding them and donated more

than 20,000 meals every day across India.
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#UMEEDHAIHUM
#DABBAWALLA

Another unique Facebook campaign. The campaign

showcased how India Gate Foods and the celebrity

Chef Vikas Khanna came together to help Mumbai's

Dabbawallas, the legendary Six Sigma certified work
force of Mumbai.

With the lockdown and work from home, Mumbai’s

5,000 Dabbawallas were without any work overnight.

No tiffin service meant no earnings for them and no
food on their plates.

Together with Chef Vikas Khanna, we ensured that
none of the Dabbawallas — who have been feeding
the working population of Mumbai since 1980 and
their family members stayed hungry with no food on
their plates. Thus, ensuring that during the difficult
times hunger is no longer one of their worries.

2 MILLION +

The campaign garnered more than 2 million
views across different social media platforms

vt ol Wahacgn  Exd Botar oo 100

#UMEEDHAIHUM
#UMEIDMUBARAK

In 2020, the festival celebrations were also
quite different with Covid-19 as the diabolical
nemesis. With social distancing and other covid
related restrictions, most of the major festivals
in India people celebrated from their home
without meeting and greeting their near and
dear ones.

Continuing to celebrate the diverse Indian
festivals, KRBL came up with EID special
advertising campaign #UmEidMubarak
during the Eid of 2020. One-of-a-kind
media initiative from KRBL, the
campaign focused spreading the
goodness of Eid

2 MILLION +

The campaign garnered more than 2 million
views across different social media platforms

#MENATWORK
#THENEWNORMAL

A unique digital campaign showcasing the new
normal of a home, where the daily chores of a
household are shared by both the male and female
members of the family.

Resonating the old thought, ‘Milke Karenge Kaam,
Toh Hoga Woh Assan'’. Just like India Gate brings to
the table, ‘India ki purani aadat’.

2.7 MILLION + VIEWS



https://www.youtube.com/watch?v=aScVAbc20Dw
https://www.youtube.com/watch?v=YQTq-U2Oc0s

https://www.facebook.com/watch/?v=658135138251312
https://www.facebook.com/indiagatefoods/videos/647096162554364
https://www.facebook.com/watch/?v=658135138251312
https://www.facebook.com/indiagatefoods/videos/647096162554364
https://www.youtube.com/watch?v=aScVAbc20Dw
https://www.youtube.com/watch?v=YQTq-U2Oc0s

‘INDIA GATE - INDIA KI PURAANI AADAT’ \

AND ‘TYOHAAR KI TAIYYARI’

The Wisdom of Experience; The Dynamism of Newness
#TyohaarKiTaiyyari #Diwali2020 #IndiaGateFoods #IndiaKiPuraaniAadat

Festival celebrations and special occasions
are an integral part of Indian culture.
Intricately planned meals, special recipes
and elaborate dishes are what make these
occasions and festivals a special event for
every Indian and their family members.
Food becomes a delicacy when prepared
with love and with the best of ingredients.

Keeping this in mind, KRBL launched a
special mass media campaign during the
2020 festive season.

Festivals across India were different this
time. Going out with friends or going out
to meet and greet loved ones, was not
on the cards this year. This year festival
celebrations were more confined to the
core members of the family.

Keeping this in mind, the campaign
tried to celebrate the effort it takes
to make the festivals a special one
that otherwise gets unnoticed. Thus,

CAMPAIGN’S IMPACT

celebrating the preparation itself rather
than the celebration, because we believe
preparations make a festival classic.

The campaign was launched across
different social and digital media platforms
along with the traditional platforms.

This was category's best performing Multimedia
Campaign during the festival period within its category.

12

MILLION +

VIEWS ON
YOUTUBE

1/ s

MILLION +

VIEWS ON
FACEBOOK

19
MILLION +

VIEWS ON

14,000 +

oTT More than 14,000
Spots on TV

42 MILLION+

The Campaign
garnered more than 42
million views across
different digital media
platforms

The campaign helped KRBL reach out to more than
90% target audience across TV and Digital platform.

<
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‘TYOHAAR KI TAIYYARI’

Influencer Campaigns

KRBL launched #TyohaarKiTaiyyari digital
campaign to encourage consumers to
celebrate the preparation of festivals. For
this, the Company roped in renowned TV
celebrities and influencers, the brand ran
the campaign on Facebook and Instagram,
garnering a whopping 26.5 million plus
views on celebrity handles and reposts.

Views '‘Shweta Tiwari’

3,50,000+

Views 'Farah Khan'

15,00,000+

Views ‘Divyanka Tripathi'

3,35,000+

4,50,000+

Views 'Divya Khosla'

‘TYOHAAR KI TAIYYARI

Giving back to society -
KRBL cares

The communities in which we operate
are a part of our ecosystem. We measure
our business success by the impact we
create on the ground for people beyond
our immediate operations. Through this
campaign, we tried to encourage our wide
range of customers to help society fight
back against COVID-19.

5 LACS+

Distributed sweet boxes to under privileged

5 LACS+

Served more than five lacs
needy people through different
campaigns

400+

With our social feeding initiative,
we created job for more than 400
caterers who became jobless
owing to COVID.


https://www.facebook.com/watch/?v=3305252129603811

https://www.facebook.com/watch/?v=3478799772206601
https://www.facebook.com/watch/?v=3305252129603811

https://www.facebook.com/watch/?v=2724983274389326
https://www.facebook.com/watch/?v=2349675051843409

GOING DIGITAL KRBL'S KEY TELEVISION ASSOCIATIONS IN FY21

Leveraging technology to redefine our Endorsing KRBLs success, India Gate
communication strategy for enhanced continues to be the most followed brand
reach and continued engagement with our  within its industry space across different
consumers, even in the absence of regular  social media platforms, such as Instagram,
channels, we focused on strengthening our  Facebook and Twitter.

presence in the digital domain. Our digital

outreach strategy is to consistently deliver

the identity of its brands to customers.

‘Laxmii’
(Hindi Movie)

‘Big Boss'

‘Big Boss'
(Kannada)

(Malayalam)

AN EXPANDING DIGITAL PRESENCE
6| evacewen

We collaborated with celebrity

We are trying to create awareness and social media influencers to Devised conversion led
about our products by amplifying make Brown Rice and Biryani campaigns for Classic, Brown .

our reach on the digital platform cooking videos. This helped us to Rice and Daily Range e e

through targeted advertising engage effectively with our target : -
audience.
Developed a dedicated website Joined hands with content Most of the campaigns were U el A |® i
for Brown Rice platform ScoopWhoop for focused on making India Gate BIiLGIEREING L
Flax and Chia Seeds different cooking recipe videos No.1 brand across all the L g JlagiT 1T
involving brown rice e-commerce platforms o ) 1
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BROWN RICE
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India Gate's Healthy Rice The videos all together garnered Generated 17 lacs plus shop : l L fl dt# ,'

. IR
segment garnered more than 66 a total of 10.2 million views links ,'t AP |
million views through its different VRN R

digital media initiatives



http://www.indiagatefoods.com/brownrice/
https://www.youtube.com/watch?v=BRu1R9_V-68
https://www.facebook.com/indiagatefoods/videos/135422661897401
https://www.facebook.com/watch/?v=307227664023080
https://www.youtube.com/watch?v=BRu1R9_V-68
http://www.indiagatefoods.com/brownrice/
https://www.facebook.com/watch/?v=2279304472368069
https://www.facebook.com/indiagatefoods/videos/135422661897401

A GROWING

INTERNATIONAL PRESENCE

The COVID-19 pandemic suspended conventional
brand communications besides impeding sales and
marketing. All market activation was impacted as
widespread Covid restrictions forced lockdowns. We
responded to the challenge through a strategy which
ensured product availability and accessibility on the
one hand and as continued consumer connect on the
other. Digital communications formed the fulcrum
of this approach KRBL collaborated with key online
integrators, social media influencers, celebrity chefs
and opinion leaders on nutrition/diet.

Integrating KRBL product offerings in diet from varied
aspects — staple meals, special cuisine, snacks, food
supplements — the India Gate brand was used to
link diet, nutrition, celebration, lifestyle together. The
digital medium is uniquely engaging and interactive;
incorporation of key influencers who enjoyed consumer
trust and reflected consumer, aspiration made the

outreach compelling. The digital media campaigns
gained greater traction through engaged and in-depth
articles which detailed several aspects of the product
offerings in mainstream, national print media. The
media and PR effort was supplemented by brand
marketing on sharp-focused television events like
the vastly popular series Bigg Boss. This multi-media
and multi engagement strategy ensured continued
consumer engagement in a new, refreshing and
compelling manner. The fact that all these efforts
(with the possible exception of brand marketing in Bigg
Boss) lay in convinced space and not merely bought
space, strengthened brand advocacy as well as sales
and marketing. Through the new and refreshed brand
strategy, we will retain a very significant digital play and
will fine-tune stakeholder engagement based on new
metrics of outcome.

OUR STRATEGY FOR DEVISING MEDIA INITIATIVES FOR THE INTERNATIONAL MARKET

width and

Imaginative, lateral
strategies, high
impact plans, clear
ROI led impacts

o
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OUR SHARE OF VOICE IN
INTERNATIONAL MARKETS

Focused on all relevant demographic/

age groups, lifestyles, socio-cultural
sensibilities. Adopted an engaging .
narrative which sought to inform, ‘

suggest creative options of usage and :

highlighted benefits. Aspects of trust

and safety were a

common denominator.

.
.
.‘

Focused on growing our
in-shop displays, to gain
mind share of our target
Collaborated with celebrity . ... customer group.
chefs, bloggers and
nutrition/diet experts to
co-create recipes, fusion

foods and discover new - . Regularly collaborated with
use of KRBL products as . well-known recipe chefs in their
essential lifestyle. " recipe videos, thereby ensuring

., we reach effectively to our
. target audience.

Ensured strategic engagement with

opinion influencers and opinion
leaders to effectively engage with a
wider consumer demography in the

............... ® Gulf region.

Focused on a sharp, message led
campaign through key
multi-media publications to raise
product awareness, product range
and versatility, product safety and
nutrition quotient. Some of the
most read articles are 6 reasons 6 2

to include Quinoa in your meals in ]

Ramadan, Food for health in the time

of COVID-19, 4 Child friendly ways MILLION AED
to cook quinoa, 6 reasons to make
Quinoa part of your diet, Gluten free )
Superfood Quinoa, Benefits of Quinoa Total estimated PR value

to diabetics, Quinoa, a good fuel for created by the different media

work out, Six foods that can reduce initiatives undertaken by the
your risk of developing cancer, Post

work out proteins for vegans and Company in the Gulf region
vegetarians

P

Focused on engaging with our
customers through different
community help initiatives such as

10 million Meals Initiative.

Reinforced the leadership team's image in reiteration of
KRBL's values and intrinsic strength. They were presented
as highly credible domain leaders who were not only best-
in-class business professionals, but also those committed
to ideas and appeal beyond business.

"“
.
.

We focused on webinars that are related to the
food industry and are backed by renowned food
bloggers, chefs and restaurateurs.

+  Organised webinars with Dubai Ladies Club
in collaboration with the renowned dietician
and India Gate's local nutritionist Dr. Dana Al
Hamwi

ce . +  Conducted live sessions with her on healthy

o eating habits, even while fasting, during the
holy period of Ramadan.

Dr. Dana's tips on adopting healthy eating

habit and utilisation of 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.




58

TESTIMONIAL OF CHEF NISHANT
CHOUBEY ON SHOWCASING

HEALTHY EATING HABITS

eing a culinary expert | would like to
Bcompliment KRBL and India Gate

for taking this initiative towards
propagating a healthier food habit and
cooking both traditional and progressive food
delicacies. The Health Food segment is really
pioneering introduction in the rice industry
as it not only retains the traditional value of
rice but also puts health quotient to it. Thus,
allowing a growing population to enjoy the
traditional and progressive delicacies while
not worrying much about their health.

Thanks to KRBL and team for providing
me the opportunity to cook 12 different
progressive recipes during the Holy month
of Ramadan. For many of the recipes | used
South East Asian staple Nasi Goreng along
with India Gate - brown rice, the texture of
the rice was outstanding and it mingled like
harmony with South East Asian flavours. |
also used India Gate Classic Basmati Rice to
cook a few South American dishes such as
Jamabalaya and it perfectly amalgamated
with other meals and aromatic vegetables
just like any other local rice of the region.
India Gate not only retained its bright texture
and crunch but at the same time emitted the
true essence and taste of the dish. I also used
a number of other rice items of KRBLs Health

food segment to prepare different dishes
from different regions, and astonishingly
every time it retained the taste and flavour of
the dish while ensuring that it wasn't too hard
on health as these dishes were traditionally
considered.

Finally, | would like to take the opportunity to
thank and compliment KRBL for offering me
such an innovative show which

allowed the experimentation with

Basmati Rice and extending its

reach to other recipes,
traditionally not made with
Basmati Rice, so that
larger people can try

this wonderful grain. , ,

Chef
Nishant Choubey




DIFFERENT MARKET.
DIFFERENT STRATEGY.

DOMINANT/

PREFERRED

MARKETING
MEDIUM

KRBL'S STRATEGY

Television Focus on growing our television media presence by actively
associating with big television shows like Bigg Boss for raising

the product awareness

Worked with content integrators and social media influencers
to build frequent and engaging social and digital media content.
Leveraged through various OTT platforms to reach a wider
audience

Focus on growing the mid segment brands such as Nur Jahan

Television Focus on enhancing the annual festive ATL drives

Attract and engage with retailers through different
promotional activities

Associate with bulk suppliers such as large cash and carry
outlets

Introduce India’s regional rice varieties under KRBLs
branding to gain mind share

The different health campaigns helped  on our range of health foods: Quinoa, To grow our presence in the

encourage residents to make informed
food choices and adopt responsible
eating habits.

The underlying message of health
through healthy eating influenced
consumers and the public-at-large to
adopt responsible habits. The uptick

Chia Seeds, Flax Seeds and Sprouted
Brown Rice was a direct outcome of
this approach. As indicated earlier, we
will extensively adopt sharp-focused,
influencer led and direct-to-consumer
methods on digital platforms as a key
aspect of our brand and sales agenda.

International Markets, we intend to
focus on building our digital media
outreach to customers, regularly
associate  with  digital  media
influencers across different platforms
and grow our brand visibility in key
international events.




BECOMING THE WORLD’S MOST LOVED BASMATI RICE BRAND

@ Drive brand
leadership through
a combination

of ATL, BTL and
TTL initiatives

and position our
products in the
premium segment

Working on
developing a best-
in-class omni-
channel distribution
network for quick
delivery of products

Strategically grow
our presence across
the different trade
channels such as
Modern Trade, GT and
focus on e-commerce
particularly in the
West countries

Improve brand
availability by
focusing on
Modern Trade and
corner groceries
referred to as
traditional trade

Strengthen the brand connect
and trust with our existing
and target customers by
strategically curating both
the traditional and modern
communication channels

By acquiring
strategic market
depth and growing
our presence in
key markets such
as Middle East,
Australia and Canada

Increase our
penetration in the
mid segment to grow
our market share

Focus on attracting @)

new customers
within and outside
Indian diaspora in the
International Markets
by introducing

new products

in the Regional

Rice segment and
‘healthy’ food
segment

In the regions such
as Middle-East and
GCC countries focus
on increasing our
Indian client base
by marketing our
product in the right
medium and at the
right time

CONNECTING WITH
OUR CUSTOMERS IN

PANDEMIC

The COVID-19 pandemic is a watershed
event. It has been unprecedented and
unpredictable, and has impacted human
lives in ways that most of us couldnt
even imagine. The vyears, 2020 and
2021, witnessed a virtual dismantling of
established structures, businesses and
socio-economic systems. From an acute
shortage of medicines and vaccines to
mass unemployment, the global economy
has been in relentless decline with many
countries plunging into economic crises
and recessions. COVID-19 triggered one
of the deepest health and fiscal crises in
nearly a century. The 2008 financial crisis
had demonstrated effects of reduced
income and uncertainty which compelled
people to spend less which led to shrinking
demand. Sales declined and so was the
goods’ production.

Despite pandemic challenges, the short-
term outlook of the Indian Basmati
Rice industry remained stable. In the
medium term, demand prospects from
key destinations are expected to play

a significant role and determine trade
prospects. Food demand is generally
considered to be inelastic and its effects
on overall consumption are most likely
to be limited, although dietary patterns
may alter in a narrow range. Against this
backdrop, we always believed that once the
crisis is over, we will see a recovery like no
other parallel. In the case of this pandemic,
there has been a significant increase in
the demand for packaged rice, as more
and more people were concerned with
the hygiene and safety of editable items.
Despite the different positive measures
undertaken by the governments, high
uncertainty remains with both upside and
downside risks. On the upside, better news
on vaccines and treatments, and additional
policy support can lead to a quicker
resumption of economic activity. On the
downside, further waves of infections can
reduce mobility and spending.

Under the current situation, product
marketing and branding activities are
expected to predominantly highlight

<
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hygiene, safety standards and trust. With
the overall positive sentiment amongst
consumers and channel partners as
well as legacy credentials, our product
sales remained robust. We changed our
approach during the pandemic, and it
helped us to connect with the customers.
Our approach also helped us find greater
resilience and adaptability.

As the conventional sales and marketing
channels were impacted and consumer
buying/eating behaviour shifted, trends
such as home-cooked meals worked well.
This also promoted family togetherness.
Social media saw the new home chefs and
YouTube Chefs promoting KRBL items.

The lockdown ensured that more members
of a family taking interest in cooking
activities. Bucking this trend, professional
chefs witnessed a steady rise in their
followers and viewers across different
media platforms. Good quality and highly
talented freelance chefs were available
at much cheaper price points. Many pop-




up kitchens also got the opportunity to
make small quantities fresh and healthy
at their homes and supply foods to
nearby homes and offices in clean, safe
and hygienic packaging. It is not that it
never happened before, but many of such
pop-ups are likely to spring up. Online
feedbacks, ratings, Instagram posts, and
food bloggers are very important in the
new milieu. This translated into a wider
canvas for cooking, fusion cuisine and for
finest ingredients including rice which is
center-stage. Alongside all this, branding
will convey quality. More than ever before,
accumulated brand equity will enhance
customer re-assurance and reinforce
loyalty. Direct consumer connect and
robust as well as adaptable distribution
are necessary. The one trend which saw
acceleration during the pandemic was the
trend of increasing health awareness and a
renewed focus on healthy foods.

From a strategic perspective, we moulded
ourselves to the new buying/eating

behaviors and drove greater, more direct
and personalized consumer connection.

We created the extended share of mind
and heart, drawing from our established
credentials of brand familiarity best-in-
class quality and unparalleled trust. Our
marketing communications demonstrated
innovative ATL, BTL, and TTL mediums.
Our distribution channels underpinned
this with bespoke solutions of consumer
access to the product. This approach
rested on refreshed consumer insight
and buying behaviors with a heightened
focus on safety, health and quality. In the
new paradigm, we embraced technology
platforms, leveraged social media and
tweaked our brand tonality to personalized
nuance. Besides safety, health and
wellness have come center-stage with the
pandemic. We collaborated with the well-
known Dr. Dana Al-Hamwi, a distinguished
and very popular dietician in the UAE and
the GCC states. Her knowledge and art led
cooking ideas and recipe suggestions that

comprehensively addressed nutrition, taste
and versatility of cuisines and they were
very well received. To expand the flagship
India Gate brand, we introduced a new
product range — Health Foods: Rice Bran
Qil, Amaranth. Within the rice segment, we
diversified further and customized to Idli
Rice and Jeerakasala.

Above and beyond the pandemic,
transcending the new trends in consumer
behavior, our response to the challenge
has been not only effective and durable
but is also added intrinsic value. The brand
as well as the business are stronger, safer
and more sustainable than before. This
reinforcement aided by a product and
marketing refresh has created ground to
build on and deliver incrementally greater
stakeholder value.

o
KRBI e

NUMBERS AMPLIFYING INDIA GATE’S
DOMINATING PRESENCE IN THE KEY

GCC MARKETS

Since inception, KRBL has incrementally created a highly
differentiated and distinct persona for its brands. This has been
achieved through a multiplicity of factors, prominent among
which has been a conscious practice of creating brands with the
consumer as central and with adapting to the consumer to such a
degree of detail that each brand appears highly personalized and

intrinsically integrated. Proof point of this lies in the fact that India
Gate and Nur Jahan are considered local, home-grown brands by
consumers (which to an extent they actually are). The common
denominator to all its brands is KRBLs overarching reputation built
on consistent excellence for all stakeholders through reliability,
quality, fiscal strength and integrity.

Market Share (%) in Premium Basmati Rice Segment in Middle-East Countries

India Gate Other
Basmati Brand
Rice Brand

In value terms, India Gate Basmati Rice is the only dominant
premium segment brand in Qatar Basmati Rice market with 82%
market share.

India Gate Other
Basmati Brand
Rice Brand

In value terms, India Gate Basmati Rice is the only
dominant premium segment brand in the UAE Basmati Rice
market with 74% market share.

(Source: AC Nielsen Middle East - Period ending January 2020 - December 2020)

India Gate Other
Basmati Brand
Rice Brand

In value terms, India Gate Basmati Rice is the only
dominant premium segment brand in Kuwait Basmati Rice
market with 86% market share.

Saudi Arabia

KRBL Limited Other
Brand Brand

KRBL Limited Brand fetches the highest premium in Saudi
Market and has the 2" biggest share in value terms of in
the Premium White Rice market.




KRBL'S INTERNATIONAL HEALTH
BRANDS PORTFOLIO

Leveraging the brand strength of India Gate, the Company introduced its ‘Health Food' segment across its international markets in 2076
and since then has been regularly introducing new products in this segment keeping in mind the changing tastes and preferences of its
customers. In FY21, KRBL introduced 2 new products in its ‘Health Food' segment.

HOW DOES THIS FORAY INTO THE
‘HEALTH FOOD’ SEGMENT BENEFIT
THE COMPANY?

From being a renowned branded Basmati
and Non-Basmati Rice manufacturer
and exporter to expanding our presence
in the health food segment is in line

with the Company’'s dedicated effort to
map and match the evolving consumer
needs and preferences. With rising health
consciousness amongst the different
consumer groups, the demand for healthy
dietary staples is on arise.

This is helping us in further developing
our portfolio, which in turn is expected to

increase our reach and market penetration.
Further extension in this segment helps
us strengthen our margins by growing
our wallet share and kitchen share
within the existing customer base while
attracting new health-focused customers.
It also helps improve the brand image and
strengthen KRBL's premium position in the
market.

INDIA GATE BASMOLA RICE BRAN OIL

‘= KRBL has forayed in healthy cooking oil segment with its high-
A quality rice bran oil. Known as ‘heart oil’ in Japan, Rice Bran
) oil is a ‘healthy’ edible oil extracted from the oily brown layer

Health benefits of India Gate
Basmola Rice Bran Oil:

INDIA GATE AMARANTH

of brown rice known as Rice Bran. Free from trans-fats, the
oil contains vitamins, antioxidants and nutrients along with a
balanced fatty acid composition and is considered a ‘healthy
lifestyle choice’ in many of our key international markets.

This golden yellow, odorless and mild flavored natural cooking
oil can make food tasty and healthy enough for each age
group. Also, the smokey flavor and non-sticky attribute of this
oil can enhance the delicious taste of the fried edibles. The
poly and mono-unsaturated fats available in this bran oil do
not increase blood cholesterol, so consumers get a health-
friendly option to make it an essential part of their kitchens.

Introduced across our international markets in 2020, the
product aptly complements of ‘Healthy Food' segment.

Cholesterol lowering oil to
improve HDL/LDL ratio
Balanced PUFA/MUFA ratio
Balanced Fatty Acids
Tocotrienols & Phytosterols have
anti-cancer properties

Squalene is available to improve
skin tone and delay wrinkle
formation

Vitamin E to improve nervous
system

Natural antioxidant properties
Ferulic acid to stimulate
hormonal secretion

In the health supplement segment, KRBL
launched Amaranth for the larger age
groups who are looking for healthy and
tasty foods and that can be cooked in short
time. One of the best protein sources for the
Vegans, Amaranth is an ancient grain and
has been harvested for more than 8,000
years. Although the grain gained recent
popularity owing to its health benefits, this
ancient grain has been a dietary staple in
certain parts of the world for millennia.

The high nutritional properties in this edible
product are kept intact from procurement
to packaging process. One can use puffed
Amaranth in yogurts and salads or use it to
make Rajgira Laddu.

Launched in the international markets in
2020, Amaranth not only complements
KRBl's growing “Healthy Food” portfolio

but also helps cater to the changing
preference of our customers.

Health benefits of India Gate
Amaranth:

An excellent source of Copper,
Magnesium and Manganese to
maintain connective tissues
Increases metabolism and
improves muscle function

It also has Zinc, Calcium and
Dietary Fibers to improve overall
health

Available iron helps build red
blood cells

It has phosphorus that helps in
the formation and maintenance
of bones and teeth and energy
metabolism




INDIA GATE JEERAKASALA RICE

KRBL introduced a premium range of
Jeerakasala rice under the brand India
Gate. It is an exquisite variety also known
as ‘'Kaima rice’ or ‘Jeera rice’ short grain
that possesses a peculiar aroma imparting
a distinctive taste.

India Gate Jeerakasala rice is aged
like Basmati and its the most popular
aromatic rice, after Basmati, amongst
Southern Indian consumers. Every pack of
Jeerakasala rice is precisely tested before
delivering to end users.

Known for its diverse identities in different
parts of the country — Ambemor in

Maharashtra, Gobindobhog in Bengal,
Jeera Samba in Tamil Nadu & Kaimarrice in
Kerala, the rice variety is highly popular in
their respective regions. Selected from the
best harvest of the region after stringent
quality tests, India Gate Jeerakasala rice
truly resonates with the quality standards
of India Gate and ensures the customers
of its authentic taste.

Introduced in the international markets in
FY21, it adds value to KRBLs Non-Basmati
Regional Rice segment and helps build
KRBL's presence in the Non-Basmati Rice
segment in some of its key international
markets.

INDIA GATE IDLI RICE

Made from the finest grain from the selected region, for authentic taste
and mesmerizing aroma, India Gate's Idli rice is a short and thick rice grain
used for the preparation of some traditional South Indian delicacies such
as idli, dosa, puttu, appam, idiyappam, and pathiri.

Introduced in KRBLs international markets such as the Middle-East and
the GCC countries in FY21, India Gate's Idli Rice helps the Company cater
to the growing South Indian population in the aforementioned regions.
Further, it helps the Company garner a higher wallet share from the
existing Indian diaspora in the region.




INDIA GATE SPROUTED BROWN RICE

Sprouted Brown Basmati Rice
has potential nutrients:

India Gate's germinated brown
rice (GBR) is naturally produced
by germinating grains that
containkey nutrients to improve
your health. The rice embryo
is sprouted under suitable
environmental conditions to

keep its nutritional value intact.
The  germination  process
precisely involves  soaking,
germination and drying of grain.

Benefits of Sprouted Brown
Basmati Rice:

Key nutrients available in
sprouted brown rice can

INDIA GATE QUINOA

improve  metabolism  for
digestion and absorption. It
has enhanced GABA (gamma
amino butyric acid) content
(~ approx. 12mg/100g). The
better palpability of this rice
makes grain easy to chew and
digest, and grain hydration
provides additional benefit of
quick cooking.

SFROUTED
B N

BASMATI MICE
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An excellent source of Dietary
Fiber, Thiamine, Manganese,
and Selenium

+  Thiamine releases energy
from carbohydrate and aids
normal body growth

+ Manganese contributes
to the formation and
maintenance of bones and
is an energy booster

+  Selenium has antioxidant

properties, and it protects

from oxidative stress

A good source of minerals like
Magnesium, Zinc, Iron and
Phosphorus

+ Magnesium is helpful
in energy metabolism,
tissue formation and
bone development and
it contributes to normal
muscle functioning

+ Iron helps build red blood
cells

A source of Riboflavin, Niacin,
Vitamin B6, Pantothenic acid,
and Vitamin E

Riboflavin is a factor in
energy metabolism and
tissue formation

+ Niacin works well for
energy metabolism and
tissue formation

+ Vitamin E is a dietary

antioxidant that protects
fatin body tissues from
oxidation

Vitamin B6 is a factor in
energy metabolism and
tissue formation
Pantothenic acid (vitamin
B5) is concentrated in the
outer bran layer of rice, and
it is an essential nutrient
and works as a dietary
supplement

INDIA GATE FLAX SEED
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An excellent source of Dietary Fiber, Copper
and Thiamine

+  Copper contributes to the maintenance of
normal connective tissue

+ Thiamine releases energy from
carbohydrate and aids normal body growth

A good source of Magnesium, Selenium and
Manganese

+Magnesium boosts metabolism, tissue
formation, bone development and improves
normal muscle function

+ Manganese can enhance the formation and
maintenance of bones and is a factor in
energy metabolism

A source of Omega-3 Fatty acids, Iron, Zinc,
Vitamin B6 and Niacin

Selenium has antioxidant properties that
can protect against oxidative stress

Iron helps in building red blood cells and is a
factor in red blood cell formation

Vitamin B6 works as an energy metabolism
and helps in tissue formation

Niacin helps in releasing energy from
carbohydrate

INDIA GATE CHIA SEED

An excellent source of Copper and Dietary
Fiber

Copper contributes to the maintenance of
normal connective tissue

A source of Omega-3 Fatty acids, Calcium,
Magnesium, Zinc, Selenium, Iron, Thiamine

Calcium aids in the formation and
maintenance of bones and teeth

Iron helps build red blood cells
Magnesium boosts energy metabolism,
tissue formation and bone development
Zinc helps in maintaining normal skin,
contributes to the normal function of the
immune system

Selenium a dietary antioxidant involved in
the formation of a protein that protects
against oxidative stress

Thiamine releases energy from
carbohydrate and aids normal body growth
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Amidst an unprecedented, unpredictable, evolving pandemic  refreshed approach to marketing communications in international
all traditional channels of marketing communications like trade  markets. Even as we gradually return to calibrated conventional
shows, special events, promotions wer