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YOUR FOOD. OUR PASSION.

Over the last two years, most of us
have faced challenges in ways that
we haven't encountered ever before.
As an organisation, we also faced the
same.

But it also meant a big learning for
us, in terms of understanding and
managing crisis and also navigating
our ways through the challenges.

WE LEARNT THAT
OFTEN THE SIMPLEST
THINGS LEAVE THE
BIGGEST MARK.

We aim at delivering sustainable
growth by staying true to our core
commitment of providing safe and
nutritious food. Because for us at
KRBL, food is not only our business
but our passion and mission.

Further nourishing and nurturing the
different aspects of our business
would help us to stay relevant and
reliable to our customers even
tomorrow.

With the strength and credibility

of a global brand and the trust of
more than a billion customers, we
intend to stride into the future with a
heightened focus on delivering on our
purpose, to enrich lives through the
nutritional wonder of nature.

Be it through product innovation, or
expanding the ecosystem, our aim
is to win hearts by nourishing and
nurturing our customers.

We win with nutrition, through a
continuous supply of quality rice
products that are rich in both

taste and the essential elements
of nourishment. Nourishment is
also passed on through tastier and
healthier food choices, high-quality

and sustainably produced rice foods,
in line with the evolving tastes.

We value the real nourishment of
rice for our consumers. Today, the
demand for more nutritious food and
the desire to live healthier lifestyles
are greater than ever.

Through our deep industry
knowledge, focused research and
development, long-term relation with
the farmer community, passion for
innovation and leading expertise in
basmati rice, we intends to deliver
products that make food on the
plate of our customers healthier,
nutritious, and tastier.

By retaining the essential qualities,
purity, nutritional values of rice and by
procuring it directly from the farmers,
we create quality products which
have adorned the plates of customers
across different income groups

and generations. The rice and agro
products manufactured and supplied
by us are healthy, safe and comes
with a high nutritive value.

We have regularly invested in
research and development to produce
better quality basmati rice seeds

and work closely with our farmers

to ensure product quality and health
quotient. When the farmlands and

the farmers are in perfect health, the
consumers benefit even more.

Finally, emphasising on our core
purpose of ‘Nourishing and Nurturing’
we have placed greater focus on
sustainable farming practices,
thereby reducing our carbon footprint
and safeguarding the planet’s well-
being.

Today, every day, across the world,
millions of people enjoy delicious
and healthier food prepared with our
different product offerings.

NOURISHING AND
NURTURING FOR A
BETTER YOU.

BASMATI RICE
Dubar %

BUILDING FROM STRENGTH

An enviable
legacy of more
than a century

One of world's
largest rice
processing

capacity of 191

MT/hour

One of India’s
largest rice and

paddy storing
capacity, Tmn MT+

India Gate,
World's number

One Basmati
Rice

India’s largest &
only integrated
manufacturer
and exporter of
Basmati rice

2,300+ strong and
dedicated workforce
giving the Company
people edge

World’s largest
rice milling plant
spread across
200 acres

India’s largest
contact farming
network
coverage for rice

We serve the
dietary needs of
millions spread across
90+ countries, with a
wide product range

~
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World's largest
milling capacity
of 195 MT/hour

Two state-of-the-art
manufacturing units
and four technologically
advanced packing units
strategically located
across India




4,211

crores
Turnover

3460

crores
PAT (after
comprehensive income)

28 %

Gross Profit Margin

17 %
EBIDTA Margin

PERFORMANCE HIGHLIGHTS

15 %
PBT Margin

11 %
PAT Margin

(302)

crores Net Debt (lowest ever)

319.52

Earnings per
Share (EPS)

33.50
Dividend per Share

KRBL‘

A LEGACY OF EVOLUTION
LIMITED

UNDERSTANDING KRBL

Living up to the expectations
of its customers, patrons,
employees, communities and all
other stakeholders, while staying
true to the vision and endeavour,
this story is an embodiment of

an Indian company which has
transformed the Indian Basmati
rice industry with a legacy of more
than a century.

Recognised today as one of the
doyens of the Indian basmati

rice industry, our founders were
not just businessmen but also
social reformers who nurtured
and nourished the Indian basmati
rice industry to its current state.
With the passion for innovation
and excellence, KRBL today is the
leader in the global basmati rice
industry with its iconic brand ‘India
Gate'. Thanks to this legacy, KRBL
today provides employment to
thousands of people in India and
abroad, and positively impacts

the lives of millions of people in
India and around the world. KRBL
is India’s oldest and largest fully
integrated rice manufacturing
company, operating predominantly

in manufacturing and marketing of
branded rice products in India and
across the globe. With a vision to
transform the Indian basmati rice
industry, remunerating farmers
with fair prices and providing

fresh and healthy rice products to
consumers across the globe, KRBL
was founded in 1889.

For over 130 years, KRBL has
nurtured a legacy of excellence
and innovation. Thus, today,
KRBL is proud to own an enviable
and wide offering basket in the
agri-FMCG segment, which

has delighted and nourished
customers across geographies.

Underpinning our leadership
position are our solid business
fundamentals, which include
India’s largest state-of-the-art
integrated manufacturing, a
comprehensive product portfolio,
strong brand positioning with
iconic brands, robust distribution
network, and an experienced
management.

Vision

To preserve and enrich the legacy of basmati

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

Mission @&

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

perfect quality products to our customers;
nurture a professional work environment that
fosters employee excellence, growth and job
satisfaction; and build a financially strong,
growth-oriented company that creates value for
our stakeholders.
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WE ARE NOURISHED AND
NURTURED BY OUR CORE VALUES

WE ARE DEFINED BY OUR VALUES

It resonates with our legacy and gives us the strength Whether it's by supporting healthy living, building thriving
to move forward with a purpose. It helps us nourish and communities or caring for our planet, we live our core
nurture our farmers with higher returns and customers with  values, every day and in everything we do.

a better and innovative offering.

GREAT FOOD

We create great food and build brands that our
customers and consumers love and trust.

We aim to create a sustainable future by making
basmati rice affordable and accessible for the masses.

We heIp people make healthier and tastier choices
when millions across the globe consume their staple diet
and lead more balanced lifestyles.

KRBI A

GREATER ASPIRATIONS

We have great We invest in We focus on innovation and excellence, continue
aspirations to go beyond technology, our brands, perfecting the basmati grain and emphasise on
our business today. innovative products and nourishing and nurturing our customers with

new markets. improved offerings to drive growth.

GREATER GOOD

We strive for a greater ‘ We intend to continue
good by combining our Q playing our role for the greater
success with a positive good with more vigour, thereby,
and lasting impact on helping businesses grow,

others. people prosper, and our farmer
community thrive.

i to provide or our
We intend d We care f
{(& nutritious meals to the 2/ planet and help protect
(Saaniny people in need in our local its natural resources

communities. for the benefit of future
generations.

A5 We help build thriving

&_& communities where we
operate, and support people
to achieve their potential.

GREAT PEOPLE

A We ensure our people ,,2_ We give them the o2 We treat our people like
ﬁ will continue to grow with j: responsibility to work our family by caring for their
— the Company. together and achieve well-being and growth.
great outcomes.
Thanks to our values

We're proud to own and manufacture some of the most iconic
basmati rice brands in India and abroad, which have become staples
in households across countries.
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THROUGH OUR
GROWING PRESENCE

With our corporate office in Noida, UP and registered
office in Delhi, we strive to deliver quality products CTY T e g A
to customers across global markets. S e =N

THROUGH OUR PORTFOLIO

We have a diversified product basket that caters to the ever-evolving needs and
preferences of our consumers. Our products are a reflection of our relentless focus
on innovation and quality, enabling us to enjoy superior brand recall and expand our
consumer wallet share.

We serve millions of consumers every day, in R ;
restaurants, homes and outlets in over 90 countries . NN

across 6 continents. ' : r‘ 2 . '. i ‘ . : = : BASMATI

We have product presence across the length and v

breadth of India through our deep rooted network of S Ay
500+ distributors and 3 lacs+ retail outlets operating hNGL TGN
in more the 750 cities. e

BASMATI

HEALTH
FOOD
SEGMENT

a |

MMUND |
,rwrrsi )

PRESENCE IN MORE THAN 90 COUNTRIES




CHAIRMAN'S
MESSAGE

Dear shareholders,

| want to write to you about the deep-rooted
transformation underway at KRBL, and to put a better
context into this, allow me to dwell a little on the past.
As | write this letter, | cannot help but recall how KRBL
Limited was created with a vision to empower our
customers with a bouquet of nutritious and healthy
agro-products. Building our brand over a century,
KRBL has lived up to its vision of strengthening India’s
Basmati rice value chain to emerge as India’s largest
exporter of Basmati rice and a globally renowned
Basmati rice brand synonymous with quality.

KRBL and it's brands, India Gate and Unity have
become synonymous with quality and healthy
Basmati rice because we had a vision when we
started out - a higher calling that guided us to put our
customers and their food at the center of our work.

Built on the foundation of passion and care, as
| look back at the last few years at KRBL, | marvel
at the changes we have undertaken to transform
ourselves to match the changing times. FY22 was
another such year, a year of some critical changes
and achievements. Another demanding year brought
out the best in our people, who played a critical
role in helping KRBL move forwards towards its
transformation path, while also delivering a strong
financial performance. As a business entity, we
have transformed from just another rice product
manufacturer to an agro-product manufacturer with
a keen eye on customer well-being and health. This is
the new ideology at KRBL, that runs deep within our
culture. During the year under review, we continued
to work towards embedding this credo as a practice
across the organisation and reinforce it, and building
deeper engagement for the organisational values
amongst all stakeholders.

FY22 in retrospect

With the advent of the financial year, the nation
witnessed the ravaging impact of the second wave of
Covid-19. India’s economy and health infrastructure
reeled under the severe impact of the virus. It took
a series of inspired and coordinated endeavours
from the Government of India to reboot the nation.
As a responsible corporate entity, we tried to play our
part in this fight at the same time ensuring a steady
supply of rice and rice products across the length and
breadth of the nation.

From the business perspective, it was another
challenging year with the global pandemic, disruption
to global supply chains and rapidly increasing
inflation, all presenting hurdles to progress. We made
big demands from our people again this year and it is
to their huge credit that they not only helped us sail
through the turbulent times but also helped us make
commendable progress towards our transformation
journey while enabling us to deliver commendable
financial performance.

On the performance front, it was kind of mixed year.
On the domestic side, we made commendable
progress and reported strong growth. KRBL recorded
the highest-ever domestic sales in FY22, wherein
revenue increased by 32% to close the year at 32,759
crores. Backed by our three-pronged approach —
enhancement of distribution network, increasing
brand penetration and augmenting the portfolio,
our brands did exceptionally well in FY22. Shifts
in consumer patterns towards more packaged
consumption and rising prices towards the end of the
fiscal gave us some headwind. KRBL continues to
lead the branded basmati rice segment in India with
an annual volume market share of 32.5% in general
trade and 41.9% in the modern trade.

1

Your food is our passion.
This purpose has proved
to be a powerful motivator
for our people and acted
as our guide through these
uncertain times. yy

i \
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On the export front, our overall exports

remained marginally lower in FY22 at 31,451
crores, as compared to 1,897 crores in the
previous year. This was largely on account of

the challenges faced in the international markets,
resulting in lower sales in some of the key markets.
The year was also marked by a sharp increase in
international ocean freight rates, a consequence of
Covid — 19 pandemic and disruptions in international
supply chain.

On a consolidated basis, we reported a total income
of %4,253 crores during the year as against ¥4,015
crores in FY21 — an increase of 5.9%. However, our
margins were impacted marginally due to the raising
material costs, energy and fuel costs. But, despite
the challenges, the company’s liquidity position
continued to be strong. As of 31 March 2022, the
company had a net debt of ¥(302) crores, thanks to
strong internal accruals and prudent working capital
management during the year.

Customer focus

The pandemic also has led to a change in consumer
preferences with more inclination towards safe
and nutrition rich products. This shift was evident
in the growing demand for immune boosters and
nutritional products in the market. To cater to these
evolving demands, we forayed in the health food
segment a few years back. But, during the year,
we reinforced our health food segment with the
introduction of new products that enrich our portfolio
of wholesome value-added rice-based products. Our
robust R&D capabilities backed by the longstanding
relationship with farmers have been driving us
towards developing nutrition rich and easy to pocket
products for our consumers for a complete diet.




We also revved up our marketing strategy to
promulgate the benefits of our newly added
healthy products. Our targeted marketing approach
employing the mix of traditional as well as digital
has helped us create a strong brand value for the
Company. The strategy has been designed in a way
that it perfectly amalgamates best practices of both
agri-product company at the backend and a FMCG
company at the frontend. Our iconic brand ‘India
Gate’ continued to gain traction in the market, while
our other brands ‘Unity’ and ‘Nur Jahan’ continued to
capture the heart of the people among the targeted
group of consumers. Furthermore, we continued
towards the evolution of our portfolio with the
introduction of new value-added and ready-to-eat
products, among others, keeping the consumers and
their evolving needs at the core.

Unlocking opportunities

At strategic levels, we have been evaluating our
systems and process to remove bottlenecks,
strengthen our cost competitiveness and de-risk our
business to realise better value for our consumers
and business. As part of our plan, during the year, we
undertook several process and system improvement
initiatives with a focus on our cost rationalisation to
enhance our sustainability and enhance cost saving.
We also focused on adopting and implementing
new technologies across our business functions,
in line with our long-term growth strategy. We also
worked towards strengthening our distribution
model both in the international and domestic market.
Further, we worked on revamping our supply chain
management systems to suit the current situation
and prepare for the new normal. As the supply chain
emerged to be an area of concern, we focused on
unlocking productivity upgrades and enhance cost
efficiency. Our teams worked relentlessly to explore
opportunities and transform processes to make them
more technologically driven. Interventions in the
supply chain, such as implementation of Hub
and Spoke model in strategic geographies,
is expected to help us reduce our lead times
to market and will greatly enhance our
presence.

We worked on digitising and automation
of our procurement, packing and logistics
management system during the vyear.
Further, we completed the development

of our new Distributor
Management System (DMS)

under Project Disha and successfully tested the new
system. We plan to roll out the same in the domestic
market in FY23. All these initiatives are in line with the
Company'’s vision to emerge as more digitally enabled
and data driven business entity. Currently, a number
of these initiatives are at their integrating stage with
our core systems. Thus, we expect to see the benefits
of these initiatives in the coming years. The pandemic
has continued to pose immense challenges for our
people and the communities where we operate. But
it has also taught us some lessons that we are keen
to retain in the years ahead. As a proactive business
entity, we are planning to operate more nimbly and
flexibly backed by a greater use of technology across
our different business functions.

Our priority is always to invest in our businesses, both
organically and by acquisition, at an appropriate pace
and wherever attractive returns on capital can be
generated. Seeing opportunity in the agro products
business, we ventured in the production value-
added products such as rice bran oil and rice based
ready-to-eat products in the last couple of years. To
further augment our capabilities, we embarked on
the setting up of new brownfield manufacturing and
state-of-the-art warehousing and packaging units at
Kandla, Bhopal, and Karnataka. We are at various
stages of progress for all the three units and plan
to commence the construction work soon. Funded
majorly through internal accruals, we expect these
units to be operation over the next couple of years and
are likely to bolster our presence in the international
and domestic markets in the value-added and non-
basmati rice segment.

Foraying into newer geographies

In the year under review, we emphasised on growing
our international presence, and | am happy to
inform that we forayed into new geographies and
strengthened our non-basmati product proposition
by introducing them in these markets. Countries such
as Bangladesh, China, Sri Lanka and Vietnam have
emerged as new potential markets for the Indian
players. China emerged as one of the largest markets
for Indian non-basmati rice, and KRBL was one of
the few companies with the requisite government
approvals to export products to China. We entered
the Chinese market with a bouquet of basmati and
non-basmati rice products, and, thanks to our globally
renowned brand image, have been able to garner a
commendable market share in the region.

Growth focused

Turning to this year's results, what really stands
out is the continued strong growth of our branded
domestic business, which is the heart of the
new KRBL. This reflects a sustained period of
investment in capabilities and people, and in building
a management team focused on growth. As well
as delivering strong organic growth, I'm pleased
with the steps we are taking to grow by brownfield
expansions. The integration of the data insights into
our day-to-day and critical business decisions is
also likely to emerge as a critical enabler of growth.
Further, focus on the value-added, ready-to-eat and
non-basmati products is important as they expand
our business and presence in the higher growth
international markets, and add new products to our
portfolio to support our customer solutions offering.

Building a purposeful business

Your food is our passion. This purpose has proved
to be a powerful motivator for our people and acted
as our guide through these uncertain times. It has
been inspiring to see how all our people have come
together to live by our purpose over the past year,
whether through projects that support people’s
mental and physical health, working with local
communities to feed people in need, or initiatives that
protect and improve the environment in the areas
where we operate. It was no surprise that, with such
a dedicated and hardworking workforce, we would
continue to ingrain a healthy future for our customers,
stakeholders, and mother nature.

On the environment, energy, and water conservation,
most of our plants have progressed to emerge as
the pioneer and trend setter amongst our Indian
peers and in the coming years we would continue to
emphasise on bolstering our ESG performance just
like we do for our business performance.

Thank you to our employees

At the end of another challenging year, | am proud
of how our people have continued to respond to the
many challenges presented by Covid-19, whilst at the
same time taking action and seizing opportunities for
our future. The strength of our culture shone through,
and our operating model of devolved decision making
to each business and market enabled us to respond
very quickly and appropriately to local challenges.

KRBLLim@l

The responses this year were
again a testament to the
dedication, skills and ingenuity
of our people. | will never be able
to thank all of them enough for their
extraordinary efforts during these difficult times.

Towards a better tomorrow

As we look to the future, we can see the business we
have built is well-placed to respond to our consumers
wishes to understand where their food comes from,
how it is produced, how it is manufactured and
packaged and how it is delivered to them. We are
a company of great heritage and traditional values,
which is exactly what the modern consumer is
looking for.

Our connection with farmers and their production
systems has been in place for generations. Our
manufacturing capabilities help us meet the evolving
needs of our customers. Our products and brands
are known and trusted, and we continue to develop
and deliver products in formats that are convenient
and more accessible for our customers.

The history of our organisation and our integrated
supply chain, from paddy field to plate, means that
we understand the importance of sustainability
from an environmental, economic consumer, and
community perspective. The performance and
priorities of the business in FY22 demonstrate our
capacity to be agile, the ability to change, deal with
challenges, and recognise opportunities. We believe
that this would drive KRBL to a better tomorrow as
we see transformation across the rice industry value
chain and in our capabilities of delivering sustained
value to our customers as well as our stakeholders.

To conclude, | would like to thank our farmers,
distributors and customers for their unwavering
faith in KRBL. | would also like to thank you, our
shareholders, for your continued commitment and
support over the years.

Stay Safe. Stay Healthy.

Anil Kumar Mittal

Chairman and Managing Director
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OUR COMMITMENT TO VALUE CREATION

NUMBERS DEPICTING OUR GROWTH STORY

Driven by our commitment to grow together, we delivered on our promises in FY22 and
recorded another year of commendable growth.

PROFIT AND LOSS INDICATORS BALANCE SHEET INDICATORS

Net sales (% in crores) PAT (% in crores) Net worth (% in crores) Net fixed assets (3 in crores)

4,499 558 559 4,070
4,120 3,992 4211 3,693
3,247 e 3128
' 2,727
‘ ‘ | ‘ ‘ ‘
FY18 FY20 FY21 FY22 FY18 FY19 FY20 FY21 FY22 FY18 FY20 FY21 FY22 FY18 FY19 FY20 FY21 FY22
EBIDTA ( in crores) Earnings Per Share (in %) Debt-equity ratio (times) Return on equity (%)
23.71 23.74
21.37 0.54 0.52
' 20.71%
18.46 19.52 20.06% 19 .07%
16.39%
11.84%
0.18
0.10
0.04
A .
FY20 FY22 FY18 FY19 FY20 FY21 FY22 FY18 FY19 FY20 FY21 FY22 FY19 FY21 FY22
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TRENDS

GROWING POPULATION

~10.4 billion ~1.5billion 9%

World's population India’s population
is expected to is expected to
reach 8 billionon 15  increase from 1.2
November 2022, 8.5  billion to 1.5 billion
billion in 2030, 9.7 during the period
billion in 2050 and 2011 -2036

10.4 billion in 2100

~68%

Accelerated The world will
urbanisation,

the global urban
population is
expected to grow
at 9% in between
2020 - 2030

~43%

Urban population

continue to urbanize in India, which
over the next three
decades - from 56% 2011, is expected
in 2027 to 68% in
2050. This translates 43.2% by 2035
into an increase of 2.2

was 31.3% in

to increase to

billion urban residents,
living mostly in Africa

and Asia

DEMAND FOR RICE

50% plus

Rice is the staple food
of more than half of the
world's population, with
the Asian, Sub-Saharan
African, and South
American regions being
the largest consumers

2.2%

Global rice market is
expected to reach USD
334.24 billion by 2028,
registering a CAGR of
2.2% in between 2022 to
2028

7%

Asia Pacific accounted
for the largest market
share of more than 77%
in 2021 owing to a huge
consumer base in the
region

518.6 million tons

The 2022/23 global
consumption and
residual use forecast
stands at 518.6
million tons

&
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NEW CONSUMER TRENDS
SHAPING THE FOOD INDUSTRY

Health focus

Consumers are planning to focus
even more on a healthy diet in
2022 and to shift their spend

to more sustainable products.

The trend is primarily driven
by high income groups
and younger generations
(for example, Gen Z and
millennials). This trend
has further accelerated in
the post pandemic era.

Sustainability

With climate change looming
over everything, consumers
want to know that their
products are eco-conscious.

Global flavours

The internet has
connected the globe like
never before, meaning
that consumers are
exposed to many more
cultures. The best
way to experience a new
culture is to sample its
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Responsible
sourcing

Looking at a label

i food.
isn't enough, today,
consumers want to

know exactly how their .

food got from the farm to G rowth in
their plate. |Q remium
High-income groups

Transparency are fuelling demand for

higher quality and
This trend goes hand-in-hand fresher products.
with responsible sourcing.
Consumers want companies to
be more transparent about their
supply chain and manufacturing

processes.




HOW WE ARE ADDRESSING
THE CHANGING TRENDS? A

If there ever was a time to create the > 9
future of the rice industry, it is now. =¥

Over the years, we have focused on developing our
business strategy with an aim of providing answers on
how to ensure a healthy and sustainable growth for our
business by integrating our sustainability ambitions right
to the core. Guided by our experienced management, we
reoriented our ways of working and focused on better

utilisation of the available resources keeping in mind
environment sustainability, what we believe will define the
future of agro-food industry. We strive for our vision — to
bring health and ingrain a healthy future, naturally — with
a strategic aspiration to be upheld our leadership position
in value creation and sustainability.

Lead
sustainable
business

Build scale

brands to
build growth
platforms

Collaborate
_for |
efficiencies

Our growth
accelerators

Research and development

People Quality Marketing and branding

Climate change, decreasing proportion of arable lands, and food shortages are amongst the most difficult
challenges of our time. Rice forms a major part of the diet for more than half of the global population.
Providing a healthy, affordable, and environmentally friendly diet for a growing population requires a radical
yet sustainable transformation of the global food system. To lead this transformation towards a more
sustainable future, as a responsible business entity, we must adopt sustainable actions to meet our targets,
and we must secure a strong commercial value to make the journey financially sustainable for our farmers.

How will
we do that?

The first step of our sustainable
farming is led by our farmers. We
would continue to encourage our
farmers to adopt more efficient
practices and new technologies,
there by leading the way towards
reducing our carbon footprint.

We would continue focusing on
blending the knowledge of our
farmers with the technologies
of today, to help them build
sustainable farming practices.

We continue working closely with
our 95,000 farmers community
by helping them with technical
expertise, other on-farm

support and financial security to
encourage sustainability.

We would continue to support
healthier living by offering more
healthy, natural and affordable
products.

We will continue to work towards
creating a sustainable supply
chain by investing in technology,
thereby adopting efficient
logistic practices to reduce our
environmental impact and save
cost.

We continue emphasising on
creating a circular packaging
mechanism by using less

and better plastic and other
recyclable material and also by
ensuring that our packaging is
recyclable.

We will continue to focus on
adopting business practices
across functions which secure a
strong commercial value to make
the journey financially sustainable
for our different stakeholders.

FEEEER

Farm

+ Continue supporting
implementation of new farming
technologies and monetizing
them on-farm progress.

+ Continue helping farmers

+ Continue educating the

+ Entered in a MOU with the

Logistics &

p
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with new and improved seed
varieties, which boost the

yield and are high in pest and
disease resistance capability.

farmers on the reduced
usage of chemicals,
thereby enhancing product
acceptability in the
international markets.

Pusa Institute to help the
farmer with genetically
superior and better quality
of seeds.

rocurement

Implemented supply chain
management system across
our key procurement hubs
to save time, to plan better
logistically, and to reduce our
environmental impact.




+ In the process of implementing
an SAP based real-time
procurement exchange across
our key rice procurement
mandis. This helps us to plan
procurement better, minimise
the impact of price volatility,
helps better manage inventory
and reduce overhead costs.

Would continue engaging with
only efficient suppliers through
an e-bidding mechanism

to secure that the overall
environmental impact owing to
fuel emission is reduced.

Plans to launch a national
logistics center with highly
efficient digital monitoring
mechanism for timely and
efficient dispatch of finished
goods and procurement of raw
materials.

Operations

+ Would continue focusing on
reducing energy consumption
through investments in
technologies and efficiency
enhancement initiatives.

Would continue enhancing
the proportion of green energy
usage in our plants and
ancillary facilities.

Intend to continue using data
analytics on the real-time data
derived from PLC, to enhance
productivity, for efficient
production planning, minimise
unnecessary idle times and
better utilisation of resources
to derive maximum output.

Plan to introduce a remodelled
SAP ERP system across our
plants, which would provide a
real-time data on conversion
cost, and inventory position.
This would help us to plan
better and manage our product
most cost effective.

We also embarked on the
implementation of real-time
energy monitoring process. It
helps us understand how much
renewable energy is used and
monitor the power cost.

We are on the verge of
implementing a new and
innovative process at our
milling plants, which would
allow us to undertake the
steam milling of our paddies at
different seasons. Previously,
we were only able to undertake
steam milling during the
sowing season. It is a more
efficient process, thereby
enhances cost saving while
allowing us to have a better
control on the product quality,
which in turns increases
product off take.

Installed highly efficient ESP
chimneys across all our
manufacturing to reduce our
carbon emissions. It helped us
reduce our carbon footprint to
a large extent.

We are in a water intensive
industry. As part of our
sustainable business practices,
we have built a water reservoir
with the capacity of 1 crore
litres to store canal water and
have stopped using ground
water in our manufacturing
unit located in Dhuri, Punjab.

We have also installed a water
recycling plant at our Gautam
Budh Nagar, Uttar Pradesh
unit, which enables us to
100% recycle and reuse the
water used in our different
manufacturing processes.

BASMATI RICE
Tibar

+ We have also installed a
captive solar power plant at
our Haryana unit, which helped
reduce our power cost at the
facility by nearly 15%.

Packaging

+ Ensuring that our branded
packaging is actually
recyclable.

Focused on replacing plastic

with more recyclable solutions.

Nearly 25% of our packing is

done with recyclable materials.

Introduced new packing line
with the capability to cater to
the small quantity requirement
in the health food segment.

BASMATI R/

Supe
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BUILD SCALE TO GROW

Over the years, we developed
unique strengths and capabilities,
such as manufacturing
capabilities, adopted the

latest technologies, efficient
packaging capabilities, created
strong brands, built category
leadership and expertise in our
supply chain that allowed us to
produce world leading products,
increased our competitiveness
and enabled us to build market
leading positions. Scaling these
strengths and capabilities will
be key for creating more value
for our customers and different
stakeholders.

How will
we do that?

+ We will continue building our
manufacturing capabilities to
help achieve economies-of-
scale and make our products
more affordable to our
customers.

+ We embarked on setting up a
new packing and warehousing
unit at Kandla in Gujarat with
a packing capacity of 30
mt/hr. This would enhance
our competitiveness in the
international market, as it is
dedicated to exports. With
saving in cost in many fronts,
once this unit is operational,
we could emphasise more
on our competitive pricing
strategy across the key
international markets.

+ To enhance our
competitiveness in the regional
non-basmati rice segment, we
initiated the process of setting
up a new plant at Gangavati in
Karnataka. The facility would
have a rice milling unit and a
rice packing unit along with a
warehousing facility.

+ We would continue to
strengthen our global brands
by building brand loyalty
through innovative customer
engagements, by engaging
more frequently with our
distributors, dealers and
channel partners, creating
preference around our brands
by meeting the needs of our
customers and by connecting
with more consumers around
the world.

+ We will continue our focus on

accelerating growth by scaling
our positions across different
channels across the key
markets of our presence.

We will win in our core
markets by strengthening

our understanding of the
various customer needs, by
our strategic partnerships with
different market influencers,
by taking leadership in the
categories of our presence,
by scaling our distribution

and becoming stronger in
both traditional and new sales
channels.

We intend to continue
growing our health food,
non-basmati rice and other
agro product segment to the
next level with cutting-edge
product innovation and strong
partnerships with customers
and suppliers.




CRBL'S LEADERSHIP
N THE DOMESTIC MARKET
UF PACKAGED BASMATI RICE

Sales volume Sales volume
share in packaged hare i k
Basmati rice e pgc.aged
Basmati rice

segment in FY22
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Source: AC Nielsen

KRBL KRBL
‘ B Adani Wilmar B Adani Wilmar
Shree Jaina Rice Kohinoor Speciality Foods India
B LT Foods B LT Foods
B Amritsar Rice Land M Private labels

Other Other

CREATE BRANDS
TO BUILD GROWTH _

PLATFORMS

Our globally renowned brands
are the heart of our business
and they drive the majority of
KRBL's value creation. In FY22,
our brands did excellent, driving
our overall branded volume
growth to 4.76% on top of the
high growth achieved in FY21,
and the branded share of our
revenue to a record high of 69%.
We also gained market shares
in the key markets, thanks to our
innovative brand positioning.

All this while navigating the
constantly evolving situation
around Covid-19, fast-changing
consumer trends and delivery
challenges across the globe.

How will
we do that?

+ We will continue focusing on
building brands that connect
with our customers and help
resonate with their needs.

+ We will continue enhancing
our brand identity by growing

our presence in the product

'segments that are natural

extensions of KRBL's existin'g
product portfolio.

+ We continue emphasise on

building a 360° communication
strategy by connecting

across traditional and modern
communication channel.

+ We will continue nuancing

and fine-tuning our brand
communications to better
address the changing
psychographics, lifestyles,
buying behaviours and evolving
consumer trends (be it health
or convenience).

+ We will focus on the

implementation of growth
strategy by fostering brand
initiatives in the existing
markets and seeding newer
markets.

+ We will continue to focus on

growing our in-store presence,
to gain the mind share of our
target customer group in both
domestic-and international
markets.

India Gate

India Gate is our oldest and
most recognisable brand, with

a history spanning more than a
century. India Gate along with
its popular sub brands such

as India Gate Chef Special,
India Gate Chef Choice, and
India Gate Super Sella, among
others, the top-selling brand of
basmati rice in the world, is now
a symbol of quality. India Gate
is the largest strategic brand
for KRBL in terms of revenue.

It serves as an umbrella brand
for other profitable sub brands
that cater to various rice needs,
including the health food
market. India Gate currently
serves both the domestic and
international markets with more
than a hundred SKUs that are
specifically tailored to meet

a range of consumer needs
while upholding the promise

of unrivalled quality, distinctive
naturalness, taste, and fragrance.
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<508 crores
?2,1 53 crores Unity’s contribution to the overall revenue in FY22

India Gate's contribution to the overall revenue in FY22

Nur Jahan

Nur Jahan is another preferred basmati rice brand in
countries such as South Africa, Qatar, Saudi Arabia
among others. Targeted to cater to the mid-segment,
the brand is focused on bringing mealtime

joy and inspiration to families in the Middle

East and Levant region.

Unity

Unity is second most important brand under the portfolio

of KRBL. It's the leading Basmati rice brand in countries like
Algeria, Singapore and Malaysia and one of the preferred
Basmati rice brands in India and MENA with constantly
strengthening positions across all our key markets. Unity,
today, is a key driver of our competitive advantage against our
local peers. Targeting to cater the price-conscious basmati
rice consumer, Unity is now a ¥500 crores brand, drawing in
customers from the un-branded segment.

Ao Jahans

BASMATI RICE
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COLLABORATE FOR
EFFICIENCIES

The growing population and economic progress, across the globe,

are driving a growing demand for rice and rice-based products.
However, at the same time, the global rice industry is undergoing rapid
changes. Changing lifestyles, technologies and beliefs mean people
are increasingly shifting from traditional rice to new and healthier
products, changing their purchasing patterns and are communicating
through new channels.

How will we do that?

+ Focus on growing our presence in segment across markets by diet experts to co-create recipes,
the health food segment with the collaborating with the Key fusion foods and discover new
introduction of new products. Opinion Leaders (KOLs) such as use of KRBL products. It helped

celebrity chefs, food bloggers/ effectively engage with a wider

+ We would continue to propagate journalists, culinary experts, consumer demography.
the benefits of our health food cookbook authors, and nutrition/

OUR PAST COLLABORATIONS WITH THE KOLS:

SWANT TO EXPERMENT WITH FUSIO

these wil all

UGC Recipes
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Customer engaging
posts

Masterclass
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SS sntt(ljrr]wlegrina%arglsnsgr\g;r(;r? SU r Ep;[s)gr?slesier}](ig egirnotvevrlggt%ur: al Our business model reflects our integrated approach towards value
by collaborating with them markets through regular creation for our stakeholders and most importantly helps us provide our
through different community publications across different customers with good quality food on their plates.
help initiatives. media platforms to raise
customer awareness about We strive to deploy our capitals judiciously to tap the existing and emerging opportunities while
+ Continue to introduce non- our products and the value our managing associated risks effectively. Our focus on sustainability enables us to stand the test of
basmati rice and rice-based products can add. times and continue on our relentless pursuit of providing our customers quality food.
products in both domestic and
international market to gain + Continue building on our
more kitchen share. collaboration strategy, thereby

ensuring we reach effectively
to our target audience.

Resources we deploy

Mediterranean Mezze

Financial capital Natural capital

Net worth — % 4,070 crores 7 Natural capital entails the use

Net Debt — % (302) crores T of natural resources for running

Operating cash flow — % 561 crores / ; our day-to-day business and for
manufacturing our products.

Manufacturing capital g L | We emphasis on sustainable

2 manufacturing units growth with minimal impact to
4 packaging units . the environment

Captive power generation capacity: 1 -
19.59 MW in the form of Biomass ‘ Social and Relationship capital
and Solar Energy Capex in | & b Supplier and distributor base:

FY22:% 42 crores z We distribute our packaged and
branded rice to the domestic and

Intellectual capital N international markets through our

R&D expenditure: ¥ 6 crores AN strong 500+ distributor and dealer

R&D and quality team: 132 Fs LB network
Employees : ‘

- Eggplant - 250 gm.
+ Ofives-1bit

Farmer base: We work with about
s 95,000 farmer families for providing
T the best practices to grow top
Hiring senior talent and specialists LIl el E0EIig ETBLAE 3 L2es

hectares of agricultural land
Increased focus on Employee

Development Y.
P CSR contribution: %16 crores.




Our business process

What we do?

Our dedicated employees work closely with the customers to gauge their requirement.

GLOBALLY SPREAD CUSTOMER BASE

Key enablers of our business process

Research

& development

It helps us develop

new products by taking
input from marketing
team and our business
partners. Further, quality
enhancement of the
existing product line is

Quality

management

It helps us ensure the
desired product quality at
input and output level.

Information
Technology (IT)

It helps us accumulate
and disseminate
information in real-time

across the organisation.

KRBL

Human
Resources

Utilising the expertise
and experience of

our people, we have
collaborated as a team
with a growth mindset
to help us achieve our
mission.

Transportation and distribution network

led by R&D.

Paddy
procurement

Output

Supply chain
and logistics
management

Customer
feedback

Segment ‘ Key products

Basmati rice India Gate Classic, India Gate Super, India Gate Select, India Gate Tibar, India Gate
Dubar, India Gate Feast Rozzana, India Gate Super Rozzana, India Gate Regular
Choice, India Gate Mogra, India Gate Mini Mogra, India Gate Mini Mogra 2, Unity

Biryani, Unity Dubar, Unity Tibar, Unity rozzana, Unity super, Unity premium

Non-basmati rice India Gate Jeera, India Gate Kolam, India Gate Sona Musori, India Gate Ambemor

Delivery sy 1 ¢ e Raw-material Health food segment | Quinoa, Black Rice, Brown Rice Basmati, Brown Rice Non- Basmati, Chia Seeds,

PRODUCT LEADERSHIP
Product portfolio optimisation
Ensuring product quality
PURSUIT OF EXCELLENCE

management quality check Flax Seeds
Happy and
W’ growing J %
oo customer A 0
e L TR utcomes
base ~

Product sorting b2 1 U : . . ; ’ (VX Product Segment ‘ Key products
and packaging : ' 1 management Economic » Revenue:%4,211 crores

» EBIDTA:Z705 crores
e PAT:%459 crores
« EPS:%19.52

Social + Created direct and indirect employment

» Improved employee competence through regular training

» Enhanced customer loyalty and strengthened relationship

» Bolstered trust and reputation amongst our domestic and international clients

Quality control

and chil Manufacturing

Environmental |+ More efficient processes enable us to use fewer natural resources, reduce our carbon
footprint and reuse natural resources such as water

» Greater use of technologies and improved processes enabled the production of
customers’ products with less energy and water, fewer raw materials, and improved
flexibility in fuel source selection to replace fossil fuels with renewable ones

Strong R&D

INTEGRITY & TRANSPARENCY
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Quality our
differentiator

At the core of KRBL's operations
is the “Quality from farm to
plate” mind set, which enables
us to offer products that comply
with all quality and safety
requirements.

Quality, at KRBL, is not a process
but a culture that flows right
from farming with the right

seed to procurement to final
product packaging. This reality
is reflected in long-standing
market leadership position of
KRBLSs iconic brand India Gate
which today is the World's No. 1
selling packaged Basmati rice.
The disciplined adherence to
global food quality standards
has facilitated the company to
mark its product presence in over
90 countries across the globe
and foster healthy engagements
with institutional clients such as
hotels, restaurants, and airline
services, amongst others.

OUR GROWTH
ACCELERATORS

Regular checks are conducted
on the quality of seeds, farming
techniques, and continuous
quality checks on each value-
addition process, preventive
maintenance of equipment,
procedural discipline,
institutionalised in-process
checks and investment in a
quality lab for a detailed check
on the final product are some
of the key aspects that facilitate
superior quality output.

We also have in place a dedicated
team, called the Agri Extension
team, who works closely with

the farmers to ensure that our
raw materials are of the desired
quality. We also work closely

with the different renowned agro

Our three-pronged quality testing approach

Physical :
testing 59

Chemical
. B
testing

chemicals company to supply
our farmers with Integrated

Pest Management (IPM) kits — a
unigue combination of pesticides
and insecticides, to ensure the
quality of our end products.

Also, the farmers are provided
with hand holding support in
managing cultivation aspects
such that there is an effective
management of wide range of
farming systems at different
scales. The R&D team of KRBL
has been working in collaboration
with various premier institutes in
developing several new varieties
of rice with innumerable benefits
such as - improved yields,
disease resistance, ameliorate
cooking attributes etc.

Key safety parameter checks
performed when selecting the

paddy

* Physical Parameters,
Chemical Parameters including
Pesticides, Heavy metals and
other toxins

+ Microbiological Parameters
+ Allergen Levels

Microbiological ~
testing

Being a quality conscious
organisation, we always try to be
at par with the global requirements
to ensure that we meet the food
quality, safety, traceability and
regulatory requirements. We
developed a robust mechanism,
through proper processes, detailed
SOPs, and regular training, to
ensure our products are of top-
notch quality. When it comes

to food and product quality, we

not only meet the international
standards, but set a benchmark

for others to follow. With
the passion for providing the
best quality of rice and rice
products to our customers,
we ensure that each and every
bag of rice that moves out

of KRBL has gone through a
series of stringent quality tests
at every stage of production.
And, only, if it meets all

the quality parameters, we
transport it to our customers.

KRB L Limited

Certifications validating our quality consciousness

Good Manufacturing Practice (GMP)

requirements.

The organization uses effective and safe chemicals
and disinfectants, and its equipment and production
facilities comply with the sanitary and hygienic GMP

materials.

Food Safety System Certification (FSSC)

FSSC certification confirms that the organization's
food safety management system complies with
international requirements for processing or
manufacturing of agri products, perishable products,
products with long shelf life, and food packaging

Safe Quality Food (SQF)

SQF certification assures that

the food products have been
produced, prepared and handled
according to the most recognised
standards. It also benchmarks
food safety standard based on
Hazard Analysis Critical Control
Points (HACCP) and strongly
validates the critical quality points
within the system.

British Retail Consortium (BRC)

BRC certification confirms that
the organization has in place a
highly detailed description of
process and hygiene control
mechanism, which provides
management and employees with
clear expectations of the day-to-
day actions that will contribute to
the overall food safety strategy. It
also strongly oversees the food
safety culture building activities in
the organization.

SEDEX SMETA Pillar 4

SMETA is Sedex’s social auditing
methodology, enabling businesses
to assess their sites and suppliers
to understand working conditions
in their supply chain. SMETA
(Sedex Members Ethical Trade
Audit) assesses a site based on
their organisation’s standards

of labour, health and safety,
environment and business ethics.
These are key areas for assessing
an organisation’s responsible
business practices and meeting
social compliance.




OUR GROWTH
ACCELERATORS

Pursuing growth
opportunities through
research and
development (R&D)

Over the years, we have invested
considerably in enhancing the core

and deepening our capabilities. From
supporting in development of new high
yielding seed varieties to enhancing our
process efficiency to the development of
new ancillary products have been made
possible through our dedicated research
and development initiatives. An innovative
portfolio of products, thanks to the R&D
team, has enabled KRBL to stay relevant
to customers and open up new revenue
streams from the Company. Building on
the sound foundation, we have ensured
that we evolved constantly and building
on our R&D capabilities, we ensured that
we retained our competitive age.

Major achievement of the R&D unit in FY22

Our R&D team, in collaboration with the Pusa Institute, has consistently
supported in development of newer varieties of seeds which are high on
disease and pest resistance. The recently introduced 1886 and 1667 seed
varieties are expected to be a game changer for KRBL. Reason being these
seeds are extremely high on disease and pest resistance and will help KRBL
produce chemical residue free basmati rice. Thus, the rice will qualify for
exports to countries such as Europe, US and many Middle Eastern nations,
which have been imposing non-tariff barriers by putting restrictions on
imports based on the pesticide residue levels.

Backed by the positive results achieved in the R&D testing phase, the seeds
would be handed over to the farmers in the FY23 sowing season.

Further, our R&D team engaged in developing innovative and healthy rice-
based agro products such as India Gate Basmola Rice Bran Qil and India
Gate Amaranth, which have help KRBL gain customer trust and increase its
kitchen share.

Additionally, the R&D team is also engaged in exploring process
improvement opportunities on the existing setup. This technology
absorption starts at the pilot level and is scaled up to the commercial level
with focus on innovation, cost-efficient processes, operational efficiency
mapping and integrated manufacturing setup

Focus areas of our R&D

Farmer Quality
efficiency enhancement

efficiency efficiency

Research and Cost
new product reduction
development

Process Energy

Nourishing and nurturing
nature with the help of R&D

Thanks to R&D initiatives, KRBL has emerged a plastic neutral
company — India's only rice company to achieve this feat.
Owing to the dedicated effort of our R&D team, we have been
able to use rice husk, a by-product, to co-generate power at our
plants. Thereby, helping reduce our cost and also helps to meet
sustainable development goals of the Company. Further, with
the help of R&D team, we have been successful in setting up
water treatment facilities at all our units. Thereby, ensuring that
every drop of water consumed in our manufacturing processes
is re-utilized in various ancillary activities.
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Delivering
nutrition through
product innovation

We are cognizant of the fact that
continued product innovation is the

key to unlocking the potential of the
Company and to tap into the evolving
needs of the market. In sync with

this, we emphasised on extending

our portfolio in the related agri food
segment in line with the Company’s aim
to enhance kitchen and wallet share.
This has been made possible by our
R&D unit, whose dedicated research has
helped us to come out with the health
food segment in 2016 and also helped
us introduce rice based ready-to-cook
and eat products in the markets. In the
last couple of years, we have intensified
our product innovation and today we
are on the verge of introducing many
new products in the ready-to-cook

and ready-to-eat segment. Our vision

is to periodically introduce new and
innovative agri FMCG products in the
market which are high on the nutritional
value and help support the healthy living
of our customers through food.

Our research and development efforts
are supported by a team of highly-
qualified agri experts and scientists,
equipped with cutting-edge equipment
and technology, who work in tandem to
improve existing products and innovate
newer ones. We also collaborate with
other research institutes.




Nurturing people.
Delivering results.

Our people stand at the core of everything we do,
as we strongly believe they are exceptional. They
are not just our pride but also the reason we have
been able to consistently deliver superior value

to our customers, be it in terms of the product
manufactured or be it in terms of services offered.

At KRBL, we are constantly seeking to —

to obtain excellence and nurture the

talent of our people. We strive to foster

a collaborative environment and a culture

of shared ideas, expertise development,

and career advancement. We are guided

by our vision of improving people’s everyday

lives by providing extraordinary and healthy food
products. Because we believe that a company’s
value is determined by the quality of its employees.

Inculcating a culture of safety

Being a people-oriented and people-focused
company, we place emphasis on our employees’
and their families’ health, safety and well-being.
We have an approach to create lasting value by
championing the possibilities offered by a longer
life and help improve quality of life and wellbeing
for our employees. We closely monitor and ensure
the health and well-being of our employees. By
promoting best practices in our workplace, we
also focus on mental and emotional health and
well-being. Our employee safety and well-being
strategy which begins with the leadership team
and is cascaded across workers (own and
contractual). A corporate safety and health

plan with structured enablers are deployed

and monitored through a defined review
mechanism

Employee performance
and engagement

We have put in place a robust organisational system
that helps us identify and hire good talents, rapidly
orient them to our culture and mindset and nurture
them to deliver high performance, set stretched
goals and manage performance to continuously
deliver on promise to all our stakeholders. We do
this while providing regular intervention for learning
and development and enabling and encouraging

workplace culture lead us to deliver excellent results.

build a work culture that is based on ‘ -
integrity, dedication, and a determination k

Learning and Development

We strongly believe that learning is a lifelong
process. As an organisation with a legacy of over
100 years, we are still learning new things every
day from our customers, distributors and other
stakeholders. In sync with this strategy, multiple
training programs have been designed for our
employees across skill levels to enhance their
knowledge, skills and expertise. We undertake
dedicated training and learning initiatives across the
organisation including our farmers, with an aim to
create ‘Subject Matter Experts’.

KRBLMes

What our people have
to say for KRBL?

‘It has been a great learning experience under the great
leadership of our Chairman Shri Anil Kumar Mittal and
Director Ms Priyanka Mittal who helped me to grow as a
professional and human as a whole. The motivation and
confidence they have shown with me is incomparable.
Work ethics, positive work environment, team-work and
humanity are the main four pillars of our organization.

| am very proud to be on the KRBL team.”

Mr. K. Muthu, Export Department, Corporate Office

“Work-Life Balance is very good in KRBL Limited and a
very supportive management”
Mr. Parag Aggarwal, Accounts Department, Corporate Office.

‘I am proud to be associated with KRBL for 17

years now and appreciate its Healthy, Transparent &
Motivating work culture, Business ethics and Inspiring
Management. The Company values its customers,
employees and environment. Indeed a Great Place to
work!!”

Mr. Vipul Goel, Accounts Department, Corporate Office

‘| feel appreciated and motivated on being part of

team that, through their investment and dedication
have helped transform it into a purpose-driven
organization that can stand the test of time. | have
seen it grow and evolve from being a founder-run
organization to a scalable enterprise. it's now far bigger,
far more diverse and encompasses a far broader
geographical and cultural footprint.”

Mr. S K Sharma, IT Department, Corporate Office

“Transparent and positive culture. A great management
that delegates authority along with responsibility.”
Mr. Sagar Sidhu, HR Department, Dhuri Unit

‘| really enjoyed my 12-year journey with KRBL, and
expecting many more healthy and exciting years to
come up with my ongoing journey with such wonderful
organisation. It's a great place to work. Managers Trust
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