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Our prime focus
is to participate in
foreign events and
hold events like
IndusFood in India.
Santosh K. Sarangi

‘Invest in India’s

F&B space’
Addressing a gathering of delegates from 80 countires, Minister of Food
Processing Industries, Mrs. Harsimrat Kaur Badal, said that the world’s fastest growing
economy is rapidly expanding its F&B industry.
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I wish to develop
IndusFood at par
with ANUGA, SIAL
& Gulf Food.
Mohit Singla
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IndusFood
unfolds its second
edition at Noida
Exposition Mart
in the Delhi NCR,
amidst great
presence of buyers
& exhibitors.

“If you are looking to
source out of India,
the time is now” :
Union Minister for
Food Processing Industries

“Indian F&B sector’s growth has matched the
growth of the country’s economy”

Harsimrat Kaur Badal

THE COUNTRY IS NO LONGER JUST A SOURCING HUB BUT ALSO A PRODUCING HUB,
DECLARES UNION MINISTER OF FOOD PROCESSING INDUSTRIES

O

ther than being the world’s
fastest-growing
major
economy, India also has one
of the fastest growing food
processing industries in
the world, Harsimrat Kaur Badal, Union
Minister of Food Processing Industries
has said. “The increase in the world’s
interest in India can be seen in the rise
in FDI over the years. All these indicators
show that not only is India one of the
fastest growing GDPs in the world today,
but is also the fastest growing country
in the food retail and food-processing
sectors,” the minister observed at the
much-awaited inauguration of IndusFoodII at India Exposition Mart in Greater Noida.

One of the first
things that
the central
government
had done was
to harmonise
the Food Safety
Standard
Authority of
India’s (FSSAI)
way of doing
things as per
international
global standards.
HARSIMRAT KAUR BADAL,
Union Minister of Food
Processing Industries

Addressing the gathering of delegates
from around 80 countries, the minister
informed that the country had undertaken
a number of reforms in the last fourand-a-half-years to ensure the growth
and expansion of the food processing
industry. She said that one of the first
things that the central government had
done was to harmonise the Food Safety
Standard Authority of India’s (FSSAI) way
of doing things as per international global
standards. Commencement of mega
food parks was one such major initiative
in this regard. There were approximately
40 Mega Food Parks all over the country
and an incentive of Rs. 500 million was
extended for every mega food park, where
the government and its partners were
working to create common infrastructure.

Other notable initiatives included schemes
such as cold chain, mini food parks and
backward-forward linkage schemes, in
a bid to improve the economic lot of the
farmers.
The minister added that the government
had been focusing on creating the
infrastructure to preserve and process
food as the high-level of wastage also
led to price rise. Reducing food wastage
would not only ensure more food for
the people but also ensure that India,
which has the capacity of becoming the
food factory of the world, would find a
prominent place in the food map of the
world. She further spoke about how the
Pradhan Mantri Sampadha Yojna was
helping to supplement agriculture wealth.
Inviting large-scale foreign participation
in the country’s F&B space, the minister
urged, “If you are looking to source out of
India, this is the time to do it!” Referring to
the increase in the global demand for food
in the last few years, she said that it was
impossible for the world to ignore India.
The aim was to make sure that the foreign
investors not only see India as a sourcing
hub but also as a producing hub.
TIME RIPE FOR GLOBAL INTEGRATION
Santosh Kumar Sarangi, Joint Secretary,
Export Promotion Agriculture, Department
of Commerce told the gathering of
India’s achievement of being among
the top-ten agricultural exporters in the

world. Elaborating on Prime Minister,
Narendra Modi’s mission of doubling
farmers’ income, he said that this could
be achieved by integrating them with the
local market, one of the forums for which
is IndusFood. Talking about the success
of IndusFood, Sarangi said, “The scale on
which IndusFood has grown has given us
a lot of confidence about our potential for
integration with the global marketers.”
In a special pre-recorded video address,
the Union Minister of Commerce and
Industry, Suresh Prabhakar Prabhu,
extended his best wishes to the buyers
and sellers attending IndusFood.
In a vote of thanks, Mohit Singla, Chairman,
Trade Promotion Council of India (TPCI),
which is also organising the event in
association with the Department of
Commerce, Ministry of Commerce &
Industry, said, “IndusFood is a very important
buyer-seller meet. As India’s ability to provide
food is phenomenal, we decided that rather
than Indians going out to sell their products,
we bring in international buyers to India to
buy these products.”
Now in its second year, about 800 preselected global players representing
large retailers, importers and investors
along with government companies are
represented at IndusFood. The event is
India’s official, export-focussed F&B trade
fair showcasing the country’s best line-up
of products to global buyers.

(From left) Mr Santosh Kumar Sarangi, Joint Secretary, Export Promotion (Agriculture) Dept. of Commerce, Mr Manoj K Bharti, Additional Secretary, Ministry of External Affairs, Ms Harsimrat Kaur Badal, Minister
of Food Processing Industries, Mr L N Gupta, Additional Chief Secretary, Orissa Government and Mr Mohit Singla, Chairman, Trade Promotion Council of India.
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India’s Commerce & Industry Minister Calls on Stakeholders to Make

IndusFood a Grand Success

T

erming IndusFood-II as a major event, the Commerce & Industry
minister said at a recent news conference in New Delhi that it would
greatly help both farmers and exporters of F&B products. Announcing
the second edition of IndusFood at a special press conference on
Thursday, Suresh Prabhakar Prabhu, Union Minister of Commerce &
Industry, urged all stakeholders to attend it to ensure its grand success. Prabhu
said, “We’re actually promoting the F&B industry in a big way and that is also
going to help the farmers. Ultimately, what they produce is used to make other
products.”
He added that with more than 700 overseas buyers and 500 domestic exhibitors
of F&B products, IndusFood is going to change the dynamics of foreign trade.
“Through IndusFood, instead of Indian exporters going out to sell their products,
the international buyers are coming to India,” he remarked.
The event is broadly divided into 15 products such as sweets, confectionary,
dairy, dry fruits, fruits and vegetables, Indian ethnic food snacks, meat, poultry,
seafood, non-alcoholic beverages, oil & oil seeds and organic & health food.
In continuation of the theme, Prabhu also shared some details on the recent
meeting of the Council of Trade Development and Promotion (CTDP) where,
along with state governments, industry organisations and industry chambers
are also involved. The council deliberated on how various stakeholders could
work together to promote trade and commerce within the country as well as
outside. Here the minister referred to an earlier meeting with the states where
implementation of policy with regard to agricultural export and appointment of
nodal agents to oversee that initiative was discussed.

Infrastructure is an issue
even for agricultural
export. We have already
discussed that and we will
work together with states
to develop it because we
cannot have agricultural
export without developing
infrastructure for which
clusters have already
been identified for
particular products.

Welcoming the change in mindset, Prabhu observed how from agriculture export
earlier being considered as the sole responsibility of the central government,
various state governments were now working towards the common goal of
trade promotion.
On being quizzed about any major demands made by the states in terms of
improving infrastructure, Prabhu responded: “Infrastructure is an issue even for
agricultural export. We have already discussed that and we will work together
with states to develop it because we cannot have agricultural export without
developing infrastructure for which clusters have already been identified for
particular products.” He reiterated how he had taken the issue to the Union
Cabinet, which had put its seal of approval on the concept of work clusters. “We
have worked out complete details with states that are asking for support and
we’ll be more than glad to support them,” he added.
He also mentioned the government considering to provide some transport
subsidy to states for significant agricultural export. “All the states are very actively
engaged in this and we’re trying to take this forward,” he said. The minister also
informed about his meeting with officials from the Ministry of Finance along with
the export organisations to resolve issues pertaining to export licensing, duty
drawbacks and customs.
IndusFood-II is essentially about emerging brands, value-added and organic
products from India. Supported by the Department of Commerce, Ministry of
Commerce & Industry, IndusFood is the flagship global trade show to maximise
business opportunities for F&B industry. The event has been developed as the
World Supermarket, to enable the rest of the world meet its F&B requirements
from India. While during IndusFood-I, the focus was on creating an interaction
of global buyers with the Indian commodity exporters, IndusFood-II is bringing
international wholesale buyers, big sized food chains and governmental bodies
from about 80 countries, and enabling them to decide which of the over 500
exhibitors they would like to meet. Although commodity buying will still take
place, this time the emphasis is also on identifying emerging brands from among
F&B products that could interest the world market.
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IN AN INTERVIEW WITH FRESH,
SANTOSH KUMAR SARANGI,
JOINT SECRETARY, MINISTRY
OF COMMERCE SAYS THAT
THE TARGET OF $60 BILLION
IN EXPORT OF AGRICULTURAL
GOODS BY 2022 IS A FEASIBLE
IDEA AND THE NEWLY
ANNOUNCED AGRICULTURE
EXPORT POLICY WILL HELP BRING
ABOUT THE CONVERGENCE OF
VARIOUS STAKEHOLDERS. IN
THIS REGARD, EVENTS SUCH AS
INDUSFOOD WILL PLAY A PIVOTAL
ROLE TO HELP THE INDUSTRY
BUILD GLOBAL LINKAGES.

“Events like
IndusFood to
help achieve
$60 billion
agricultural
export target”

he Agriculture Export Policy, 2018 has given a new
thrust to agriculture export and the world has started
looking at India with seriousness. What outcomes
can we expect out of the document in the immediate
present and future?
One of the major features and objectives of
the Agriculture Export Policy is to double the
agricultural export and position India as a
major agricultural exporter in the world. By this
policy, the Prime Minister has already done the groundwork
for doubling farm income. Various steps have already been
taken like linking Indian produce to international market
and towards processing food for global consumption as
a value-added product. The Agriculture Export policy plays
a vital role in various conversion rates for players, state
government, central ministries, exporters and farmerproducer organisations with the aim of providing a major
lift to our exports.
Please elaborate on the salient features of this policy and
how effective do you think it is going to be?
Our prime focus is to participate in foreign events and
hold Indian events. This gives an advantage to small size
exporters who may not have enough funds to enter foreign
markets. Another feature includes holding reverse buyerseller meetings to further complement this policy.
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Is $60 billion agriculture export a farfetched idea? How
are we going to achieve the target?
No not at all, $60 billion is not a farfetched idea, especially
if work is done on processed and value-added products.
Working on these will not only provide us with economic
benefits but also help highlight the name of our country on
the world map in terms of value-added exports.
How do we see WTO compatibility with the Agriculture
Export Policy?
As we know, the Agriculture Export Policy doesn’t talk
about subsidies or incentives. The Agriculture Export
Policy only addresses systemic issues and the steps
involved in improving our pre and post-harvest along
with various clusters for export; the manner in which we
improve the quality of our products and manage more
value-added products. It seeks to provide answers to
questions of marketing and promotion. Hence, as such,
WTO compatibility norms don’t concern us.
You previously mentioned the idea of doubling the
income of farmers. Therefore, how much time will it take
for the benefits of the Agriculture Export Policy to reach
the farmers?
A major difficulty that we are seeing is bringing about
the convergence of various stakeholders in India. For this
purpose, a meeting was held to prepare a road map and
various points were discussed and a helping hand is also
required from the various state governments. No initiative
is ever easy, to begin with, but we believe that most state
governments understand their responsibilities and the
policy’s importance. Export chains earn a lot more than the
non-export chains and, therefore, there is enough anecdotal
evidence of farmers’ income going up in those clusters.
Without proper post-harvest infrastructure support for
smooth logistical movement of agriculture produce, farm
to shipment will not get streamlined. What are the plans
for improving on that front?
The Pradhan Mantri Krishi Sinchai Yojana (PMKSY) is
putting in major efforts to fill the gaps in agriculture like
storage, icing, etc. that arise post-harvest. A separate
logistics framework is being worked out. A separate
committee had recently given its report about filling up of
such logistical gaps and initiatives in the Agriculture Export
Policy will help supplement its recommendations.

We have seen how
countries like
China, Vietnam
and Thailand
are working
on value-added
products along
with organic foods
to bring about an
increase in their
market value and
have been fairly
successful at it.
India needs to do
the same thing.

How do you intend to minimise rejections on quality
issues – sanitary and phytosanitary (SPS), along with the
technical barriers to trade (TBT)?
The Ministry of Commerce is currently trying to create an
institutional mechanism where it will be the nodal agency.
All departments under the ministry are aligned to meet
them. The ministries of agriculture and animal husbandry,
as well as the Indian Council of Agricultural Research (ICAR),
are all working towards achieving this common goal. There
are two ways to overcome these barriers. One is through
mitigation measures, that is, to discuss and sort out with
our partner countries. Second is adaptation measures on
particular pesticides and agricultural issues, and then see
how farmers react to such changeovers.

Our tea exports to Iraq saw a major decline because of
various factors such as stopping exports altogether or
the inability to match quality requirements. How can
such issues be best resolved?
Any deficiency that happens at the level of exporters or
importers, and the news that follows not only affect the
business but is also damaging to the country’s reputation.
Therefore, given the fragile nature of export chains, it is a
must to be mindful of such sensitivities.
How can we diversify export baskets, destinations and
boost high-value and value-added agricultural exports,
with a strong focus on perishables?
More than 50% of our exports comprises of rice, meat
and shrimp. So, to diversify we have to closely watch
over the need for processed products. We have seen how
countries like China, Vietnam and Thailand are working on
value-added products along with organic foods to bring
about an increase in their market value and have been
fairly successful at it. India needs to do the same thing.
What vision do you have regarding ‘Produce in India’
through Geographical Indication (GI)?
We can use GI to appropriately brand our produce so that
export volumes go up.
How do we plan towards branding India?
It has to be a joint exercise between the farmers and
suppliers and under the Department of Industrial Policy
and Promotion (DIPP) we are promoting specific brands
that will further reach out to the globe and act as a
catalyst for branding India.
Farmers are often found to be lacking in confidence
and they might resist giving up their land for cluster
farming. How do we tackle this problem?
If we are looking to develop these clusters where
productivity can be enhanced, we have to first start with
an awareness campaign. In this, each farmer is provided
with a good education and certification of their product
should be done with ease. This will not only enable
them to learn good agricultural practices and change
the method of harvesting to help increase their profit
margins. This ensures quality and plan for pre and postharvest. Also, various plans involved in processing raw
materials and adding them to the branch of value-added
products should become an easy task. Furthermore,
new technological advancements for the benefit of the
farmers are also on the anvil.
How would you relate IndusFood as playing a role in all
this?
IndusFood complements the Agriculture Export Policy.
Our farmers need to be linked to global markets and one
way of linking is to directly involve farmers. IndusFood
has attracted a large number of buyers and so their
interaction with an equal number of exporters of varying
sizes is a big achievement. A beginning was made last
year. This being the second edition, the scale at which the
event has grown, I have no doubts that it will grow on an
exponential scale.
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IndusFood 2020 to be

bigger, grander,
says TPCI Chairman

IndusFood has evolved! And how? Now into its second year, it is already a much sought after
B2B event for leading global buyers of F&B products. This is evident from the list of about 800
distinguished wholesale buyers, big sized food chains and several government-level delegations that
will be converging at Greater Noida seeking F&B commodities and products showcased by more
than 500 exhibitors covering 15 product zones. From here, the event is bound to develop further in
the years to come, asserts a very confident TPCI head.

S
“You will find
a new look
IndusFood-III in
January 2020,
which will be
far bigger and
grander than the
present event.
MOHIT SINGLA,
Chairman of Trade
Promotion Council of
India (TPCI) and the man
behind conceptualising
and implementation of
IndusFood

ingla wants IndusFood
to rival international F&B
shows like SIAL, ANUGA
and
GulfFood,
and
judging by the success of
IndusFood-II, it is very clear that things
are well on the course. When Suresh
Prabhakar Prabhu, Hon’ble Union
Minister for Trade and Commerce,
Govt of India, inaugurated the first
edition of IndusFood in January 2018,
very few would have imagined that
this event aimed at promoting India as
a strong and reliable exporter of F&B
products to the world, would generate
such a splendid response. Focused
on the need to scale up the Reverse
Buyers-Sellers Meet (RBSM) and jointly
organised in association with the
Department of Commerce, Ministry
of Commerce & Industry, IndusFood
has emerged as a global platform for
business interaction of top exporters,
with screened hosted buyers invited
from around the world.
A total $650 million worth of business
was generated in the form of spot

orders at IndusFood-I. Although the
cascading effect of these deals cannot
be measured, according to an estimate
the total business generated for the
nation could easily be around $2 billion.
Avers Singla, “The impact of IndusFood
can be gauged from the fact that the
very first edition saw ten B2B roundtable
dialogues on the sidelines, held between
India and Canada, Commonwealth of
Independent States (CIS), Iraq, Iran,
Oman, Israel, Saudi Arabia, Vietnam,
Qatar and the US.”
COMMODITY DEALS TO CONTINUE
India is uniquely blessed with a huge
variety of commodities including
vegetables, cereals, tea & coffee, &
fruits and spices. The focus of trade
during IndusFood-I was on commodity
business wherein attempt was made to
bring global buyers to India and create
interaction with Indian commodity
exporters. The commodities business
will continue to have a strong presence,
says Singla, as long as the country
produces in excess of consumption
and prices are competitive.

Singla is of the opinion that the Agriculture
Export Policy, 2018, announced by
the Ministry of Commerce & Industry
and ratified by the Union Cabinet will
ensure that large export bases to newer
variants from competing nations do
not happen. To cite an example, India
was exporting $52.46 million worth of
tea to Iraq when the country went into
turmoil in 2002. This constituted 73.35%
of the overall tea import by Iraq. Sri
Lanka, then, was far behind, exporting
a mere $19.06 million worth of tea with
26.64% market share. This means that
only two countries fulfilled Iraq’s entire
requirement of tea. However, in the
past few years, the trade figures of tea
exported from India to Iraq declined to
a measly 2.93% (worth $4.17 million),
while exports from Sri Lanka rose to
97.06% (amounting to $138.02 million).
“To create interest among the world
community towards the quality and
variety of Indian tea and to reinforce
the fact that the Indian tea is the best
in quality and taste, this edition of
IndusFood is seeing an Indian tea room,

Mr. Mohit Singla alongwith Mr. Suresh Prabhu (Hon’ble Minister for Commerce & Industry),
Mr. Santosh K Sarangi (Joint Secretary, Dept of Commerce) and others at the launch of IndusFood I
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“There are many
entrepreneurs
working on food
innovation that is
suitable for export
markets. We have
tried to bring all
the stakeholders
together and
will further
be showcasing
these products
to various export
markets.

Mr. Mohit Singla alongwith Ms. Rita Teotia (former Union Commerce Secretary and presently Chairperson FSSAI) &
Mr. Santosh K Sarangi (Joint Secretary, Dept of Commerce)

wherein for the first time in India, Amy
Dubin, the renowned Indian tea curator
from New York will present the diverse
varieties of Indian tea for both visitors
and global buyers alike,” informs
Singla. He further expresses the
need for similar treatment for various
other Indian commodities to create
international interest.
VALUE-ADDED PRODUCTS ARE THE
NEW NORM
“We are developing IndusFood as a
platform aimed to engage buyers
and exhibitors to the extent that an
ecosystem is created and export of
world-class F&B products from India.
Therefore, you will find an enhanced
focus on value-added health and
organic food products from this edition
of IndusFood onwards,” asserts Singla.
TPCI has endeavoured to find emerging
brands and F&B products that could
interest wholesale food buyers and
representatives
of
supermarket
chains. Beverages made from berries
grown in the Ladakh region, fruit
beverages, organic hummus, natural
brewed bottled ice teas, fresh dips and
fruit-based baby foods, companies
producing chutneys, pickles, pasta and
soup with organic spices and many
more such value-added products will
be the star attractions at IndusFoodII. Start-ups with innovative products
that have a strong potential to fill the
shelves of international supermarkets
have also been allotted space.
Adds Singla, “There are many
entrepreneurs working on food
innovation that is suitable for export
markets. We have tried to bring all the
stakeholders together and will further
be showcasing these products to
various export markets.”
THE NEW MANTRA: ‘PRODUCE IN
INDIA’
Singla is of opinion that the time has
now come for ‘Produce in India’ for the
world. The day we realise the immense
potential that exists in this area, the
target of $100 billion agriculture food
exports will be within reach. “If an
Indian company can sell ready-to-eat
dal makhani, it should also be able to
sell organic pumpkin soup to grab the
global market,” opines Singla. To give
a taste of how Indian delicacies and

cuisine can be recreated for the global
audiences, another star-attraction
at the Buyers Lounge is the food
prepared by master culinary craftsman
Kumar Sambhav. This is an endeavour
to create products for the global palate
with an innate Indianness.
Says Singla, “It is a first of a kind
initiative, in line with the stated goal of
IndusFood to create Indian products
for a global audience. Hopefully, by the
next IndusFood in 2020, many Indian
chefs and culinary experts will take
a cue from this endeavour and come
up with different varieties of packaged
ready-to-eat Indian delicacies finetuned for the global palette.
PROCESSED ORGANIC TO BE THE
GAME CHANGER?
IndusFood takes forward the idea of the
agriculture export policy of the Ministry
of Commerce & Industry which seeks to
promote organic exports by providing a
policy assurance that organic products
will not be brought under the ambit of
any kind of export restriction such as
minimum export price, export duty and
export bans. Total export of organic
food products from India in 2017-18
was worth $515.44 million of which
only $34.3 million was processed
organic food, amounting for just 5.5%
of the total organic exports from India.
This is despite the fact that India ranks
first in terms of the total number of
organic producers and ninth in terms
of the world’s agricultural land under
organic cultivation, according to official
estimates.
IndusFood is now promoting organic
processed food in a big way, as there
is a big market that still remains
untapped. With more companies going
into producing organic processed food,
more farmers are likely to benefit from
moving to organic farming. Thus, the
impact of greater exports will percolate
to farmers. This is in line with the Prime
Minister’s announced goal of doubling
the farmer’s income. “IndusFood is a
platform that is perfectly in sync with
our Agriculture Export Policy,” opines
Singla.
For IndusFood-II, more than 250
international buyers have shown
interest in procuring organic products
from India. It is expected that a fairly

good percentage of new business that
will be generated during this edition of
IndusFood will be related to organic
products.
IndusFood-II prominently features
on the calendar of major global retail
chains from the Middle East, Europe,
Asia, Australia and Africa. This time
they will be involved in business
dialogue with more than 500 Indian
exhibitors led by the likes of Dabur
International Ltd, Adani Wilmar Ltd,
Haldiram Snacks Pvt. Ltd, Parle
Products Pvt. Ltd and Surya Food Agro
Ltd. Three G2Gs, one G2B, 14 B2B
dialogues and two sessions are poised
to be conducted on the sidelines of
IndusFood. This is likely to boost the
country’s image as a major hub of F&B
products for the world.

India needs to evolve into a global hub of F&B products

With value-based products being the flavour of the season, globally, India
needed to evolve from being an agriculture commodities hub to a leading
supplier of F&B products to the world, the head of Trade Promotion
Council (TPCI) has urged.

F

ielding questions at a meeting
with some of the popular food
bloggers just a few days ahead
of IndusFood-II, Mohit Singla,
Chairman, TPCI said, “The moment we
shift to products for the global market,
our market size would also increase.”
Moreover, since the cost of marketing
a new product in India was prohibitive,
small or new players often found it hard
to penetrate the market. “As a solution,
why not try the global market. Globally,
youngsters go for iced tea instead of
tea. Hence we need good innovation to
reach global markets,” he suggested.
Singla went on to explain how through
extensive in-house research, different
ways were explored to increase Indian
food exports. The research data
surprisingly revealed huge gaps in the
figures of export prices. Some food
products, which are in great demand
internationally, are available in our
country at very low prices. To tap this
opportunity, a committee was set up
by the Government and that resulted
in the recently announced Agriculture
Export Policy, 2018. One of the key
areas of the newly formulated policy is
to facilitate platforms like IndusFood,
where international buyers and, Indian
exhibitors could trade effectively.
On being asked about the shortage of
funds faced by new entrants or startups,
Singla informed that the first step would
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be to find a customer who could either
be a buyer or a distributor. This would
be facilitated through IndusFood, which
would play an important role in bridging
the gap between buyers and sellers, with
adequate support from the Government.
He further mentioned that even though
India has more than 70% contribution
in the world food trade it currently has
less than 2% market share in processed
foods. In the previous edition of
IndusFood, the products exhibited were
in the ratio of 70:30, where the former
was for commodities and the latter were
for value-added products. Some of the
bulk deals concluded eventually resulted
in an export trade of about $650 million.
However, as several such big ticket
deals were for commodities such as
oil meal, IndusFood-II is set to have the
ratio of 20:80 with a complete reversal in
the sole concept to its previous edition.
It also aims at creating a global appeal
for Indian products, where even after
adding the global touch the essential
foundation of such a product remains
Indian.
“We need to keep our Indian traditional
flavours and authenticity as the base
and just give a global twist to the
products,” said Singla. He also said that
the main goal of IndusFood is aimed
at the new age initiators to take their
products to a global level so that they
can explore the global market.
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<< INDUSFOOD 2018: THE FIRST EDITION
IndusFood is a one-of-its-kind programme for promoting
India’s food on a global platform. Organised annually,
IndusFood is India’s official export-focused F&B trade fair,
organised by the Trade Promotion Council of India (TPCI) in
association with the Ministry of Commerce & Industry. The
first edition of IndusFood event was held in 2018 at India Expo
Mart, Greater Noida from January 18 to 19. Suresh Prabhu,
Minister of Commerce and Industry, inaugurated the event.
Mr Prabhu expressed confidence that soon the IndusFood
trade fair will stand at par with food fairs around the world like
Anuga (Cologne), SIAL (Paris) and Gulfood (Dubai).
The first edition of IndusFood that was held in 2018 turned
out to be tremendously successful in its objective and
managed to generate $650 million from on-the-spot business.
International buyers from as many as 43 countries from
around the world were a part of this maiden event. A total
of 320 exhibitors showcased their products and 450 global
buyers visited it. The majority of buyers were from the Middle
East and the ASEAN region. There were 12 curated zones
including consumer food, dairy products, spices, oil and oil
seeds, organic and medicinal plants, fruits and vegetables,
ingredients, beverages, etc. Among these varied product
categories, it was the spices and tea section that generated
the highest business. Besides, over 10 bilateral meetings and
conferences were held with countries such as Iraq, Vietnam,
Malaysia, Canada, Oman, Saudi Arabia, CIS, Qatar and Israel.
The event received a widespread media coverage in both
online and print media. A large number of journalists attended
the event, which also managed to garner substantial traction
on social media platforms. Live updates and short videos of
the event got shared in real time.
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Based on reverse BSM concept, IndusFood can
help double farm income: Badal
ROBUST PROCESSING INFRASTRUCTURE CAN ALSO HELP INDIA TO SIGNIFICANTLY CURB
THE PROBLEM OF FWOOD WASTAGE, MINISTER FOR FOOD PROCESSING INDUSTRIES
TELLS PRESSPERSONS IN RESPONSE TO A QUERY FROM FRESH.

B

uyer-seller meets such as
IndusFood have a very critical role
to play in Prime Minister Narendra
Modi’s call for discovering measures
to double farmers’ income, Harsimrat
Kaur Badal, Union Minister of Food
Processing Industries told presspersons
on the sidelines of the event. This also
involved integrating the Indian market
with global buyers.
“Events like IndusFood and World Food
India have helped us make a mark on
the global scale. The FDI in the food
processing industry has increased
substantially. Since last year itself, it has
almost doubled.”
Under the present government, the
Food Processing Ministry has focused
on infrastructure development through
building up of a large number of food
parks across the country.
The minister also expressed confidence
that all 40 food parks would be ready and
functional by 2019- end. “Further we’ve
additional schemes under Operation
Green. Food retailers today are tying
up with farmers directly through which
farmers can apply value-addition and are
moving towards agro-processing which
will help in improving their condition,”
she added.
Underscoring the success of last year’s
IndusFood, she mentioned that it had
helped put India on the global map as
an important manufacturing hub of food

products. “It is mega-events like these
that help overseas retailers, buyers and
leaders come and see the huge market
base and the developing infrastructure.
It helps in creating the necessary
confidence to encourage them to invest

and trade with the country,” she asserted.
In reply to a specific query from Fresh
on the problem of food wastage, the
minister said that the development of a
robust processing infrastructure would

also help in combating the problem
of food wastage. “By focussing on
infrastructure, we can substantially
reduce food wastage. The more we
process, the less food would get the less
food would get wasted,” she said.

Hospitality Purchase Managers Deliberate Synergies

A

panel discussion involving hospitality
purchase managers deliberated on the topic
of synergies in international procurement
and how they can help the Indian F&B industry.
Eminent names from India and abroad engaged
with the hospitality and F&B trade were present on
the occasion.
Questions put up for deliberation included
procedures for purchasing commodities in a hotel
and whether the process was different in India
from that followed in other countries. Panelists
came to a unanimous conclusion that it was
overall a similar procedure but in the Gulf there is a
provision of prompt delivery, as delays could lead
to fines of $1,500 per day if commodities failed to
clear customs in a timely manner.
Bulk procurement from India faced several issues,
with the communication gap being identified as
the main hurdle. There was often a response lag
and lack of interest from the vendors’ end. Some
of the major food products were not available
in the domestic market and, therefore, had to
be procured from other sources. With certain

commodities and brands banned in the Gulf
countries if they failed to meet quality standards,
there was a need to ensure production of quality
Indian products, which adhered to internationally
accepted global standards.
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The panel recommended that Indian manufacturers
should enhance the quality of food products and
packaging standards. The manufacturers could
be educated in this sector through continuous
dialogue with vendors.
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International
Buyers
As a rising economic powerhouse
and nuclear-armed
state, India has
emerged as an
important regional
power. But it is also
tackling huge social, economic and
environmental problems. Overall, it is a
great country with tremendous potential for growth in all sectors.
ALKESH SHARMA, Director,
Vissma Foods Consultant Ltd, New Zealand

I believe that there
is a large untapped
Asian market and
India is a potential
location to import
products from. I hope
that IndusFood will
give us more opportunites.

Outstanding Issues Discussed at India-Vietnam G2G

T

he
India-Vietnam
government-to-government
(G2G) roundtable addressed
the key issues that were affecting
the export of value-added products.
Based on the trade analysis,
diversification of trade basket
was discussed since meat, fish,
and crustacean (basically shrimp)
exports to Vietnam from India add
up to $4.1 billion.
Santosh Sarangi, Joint Secretary,
Department of Commerce brought
to the delegates’ attention how the
recent technological advancements
had helped increase the production
of processed and organic foods,
simultaneously
increasing
the
export values for countries with
high demand such as Vietnam.
Addressing the officials present,

the ambassador of Vietnam to India,
HE Pham Sanh Chau said, “Events
such as IndusFood are important
for both the nations as 60% of our
economy is based on agriculture.
Such G2G discussions shall not only
bring prosperity to our nations but
also help bridge the various gaps
between nations.” Chau also took
up the trade-related issues between
the two countries such as excess
tax duties on certain commodities.
Other issues discussed pertained to
quality and market access faced by
Vietnamese buyers.
Rajneesh,
Joint
Secretary
(ASEAN), Department of Commerce
said that Vietnam was India’s
natural partner for value-added
products and assured the South
East Asian nation’s ambassador

that all outstanding issues would be
resolved at the earliest. He affirmed:
”India believes in collaboration and
not negotiation.”
Mai Hoang, a shrimp importer
from Vietnam told Fresh that
IndusFood provided numerous
buyers like her an efficient platform
to not only cut deals but also
connect with traditional food
products of India.
In conclusion, Bui Trung Thuong,
Head of Trade Office, Embassy of
Vietnam observed that India and
Vietnam should set up business
centres for trade facilitation and
implementation of stringent quality
checks meat and fish products.
Both nations agreed to sign MoUs
between the designated ministries
to expedite solutions.

RAJINDER THIND, President,
Frontier Bakery, Canada

I have been working
between India and
Israel for more
than 10 years, and
I have experienced
the tremendous
development of the
Indian market in various sectors.There
is a growing demand of consumers for
innovative, new products.
OFIR MIZRAHI, Vice President and
Head-Food R&D Project,
Nimrana Consulting Ltd, Israel.

India is a business
challenge both in
terms of the diversity
and uniqueness.
India’s industrial and
agricultural structure is a vast space
of possibilities for development and
applied innovation. My company is interested in creating innovation that can
be produced quickly and efficiently.
YOHANAN ARAVOT, Founder and CEO,
Lesem Ltd, Israel

India will become
the world’s food
feeder soon! In addition, the product
development conforms to the needs,
quality and health
aspects of international standards.
NOUSHAD THACHARAKANDY,
Head of Merchandise- FMCG,
Carrefour Saudi Arabia

I have many expectations from IndusFood.
We procure all kinds
of products like crops
and raw materials like
tea, spices, salt etc.
We are also importing a wide range of value added
products and frozen goods. There
are many products that we can
export to Qatar.

India, Iraq Commit to Stronger Ties at Roundtable

G

overnment delegates of
India and Iraq came together
to discuss issues of food
procurement at the G2G dialogue,
held at IndusFood. Rice, frozen meat,
sesame seeds, dried chickpeas and
groundnuts were India’s top five
exports to Iraq in 2017. Fresh soft
dates, dried shell beans and rice
were top imports of India from Iraq
for the same year.
LN Gupta, Additional Chief
Secretary, Odisha Government laid
emphasis on Odisha as a trading
hub. He said that the state had the
potential to export rice, groundnuts
and maize.
Khaldoon Tareq, the Commercial
Counsellor, Embassy of Iraq was

K K USMAN, Managing Director,
Five Group Trading Company, Qatar

We are happy to
see this gathering
of best suppliers
under one roof in
Indusfood. LuLu
group is exited to
visit this show with
its global team of purchasers.
MR. ASHRAF ALI MA, Director
LuLu Group International (UAE)
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the spokesperson from the Iraq
delegation. Naeem Mohaisen Jebur,
General Director, State Company of
Grain Trading Iraq also presented
his views. He said that Iraq mainly
imported rice from India. However,
the tenders of Indian companies
that float in Iraq quoted their prices
higher than other countries. This
was a major barrier and prevented
Iraq from importing rice and other
items from India.
N Ramesh from the Department
of Commerce, Govt of India came up
with a few solutions. He suggested
that a MoU could be signed between
India and Iraq, where trade would
take place between government
companies of Iraq and India to

address the issue of quality, pricing
and timely supplies. The other
solution that was suggested was
that since India imports crude oil
from Iraq and pays Iraq in dollars,
a barter deal to buy rice from India
could be found against partial crude
oil payment. This would obviate the
prevailing challenges of a direct
banking route between the two
countries.
To this, the Iraqi delegation said
they were not authorised to take this
decision and would consult their
authorities further. The conference
ended with India committing to
fulfill the requirements of the
Iraqi government in the best
way possible.

India-Bangladesh to explore joint investment opportunities

International
Buyers
Today, India is growing and booming in
import and export.
Food business is
incomplete without
having Indian products in your basket.
I expect to meet the top management
of Indian Dairy industry at IndusFood.
DINESH KUMAR, Business Development,
Abu Dhabi Vegetable Oil Company, UAE

T

he
Indo-Bangladesh
government to government
(G2G) round-table dialogues
revolved around different food and
beverage growth potential areas for
boosting trade to create a win-win
situation for both the countries. Mr.
Santosh Sarangi, Joint Secretary,
Department of Commerce initiated
the dialogue by throwing light upon
the ways to explore investment
opportunities for both the countries.
Mr. A.F.M. Fakhrul Islam Munshi,
president of Bangladesh AgroProcessors Association said, “Value
addition to the agro products is very
essential. There are certain barriers
to the trade which need to be
resolved.” He suggested formation
of a committee for surveillance
and coordination between the two
countries.
One of the major points of
discussions was the ways in which

Odisha Government could cater to
the needs of the Bangladesh food
& beverage sector. Odisha has
a long coastline with better port
connectivity and air connectivity via
Kolkata. The Indian state produces
rice, groundnuts, maize, cashew,
fruits, vegetables, spices etc. in
surplus. Also, the state holds great
potential in marine products (for
example – shrimps.)
Additional
Chief
Secretary
Odisha Government Mr LN Gupta, on
a query put forward by Bangladeshi
delegations on increasing exports
to India, informed the panel that
Odisha has increased imports by
an estimate of 24-25 billion USD.
Major imports have been in edible
oil, cashews and almonds. However,
certain food products are overpriced
in the international markets and all
the existing bottlenecks in the trade
must be identified and eliminated.

Mr Santosh Sarangi said:
“There is a great potential for
leveraging each other’s market.
The Pradhan Mantri SAMPADA
Yojana is a comprehensive package
that will provide a major boost to
food processing industry in the
country, which will help in doubling
farmer’s income and create huge
employment opportunities in the
sector.” The Indian delegation
encouraged Bangladesh delegates
to visit the MSME exhibitors in the
IndusFood event to seek setting
up of food processing plants in
Bangladesh.
Mr A.F.M Fakhrul Islam Munshi
proposed collaboration with India by
assisting in the field of technology
so as to produce cheaper goods in
Bangladesh. He further said the two
countries are looking forward to sign a
Business to Business (B2B) MoU and
continue future dialogues with India.

India is home to the
most delicious and
finest cuisines. The
world has now been
introduced to nature’s
finest gifts to India
of Basmati rice and
other herbal food products.
KAMAL NAIN SHARMA,
Founder & CEO, SIFOL LLC,
New York

Our company is
glad to take part
in IndusFood
2019. India is one
of the biggest
exporters of
fresh fruits and
vegetables all over the world. So, it’s
very perspective to develop relations
between our two countries.

Warmth of Historic Ties Felt in India-UAE Dialogue

DARIA ISAKOVA, Import manager,
Eurofruit Ltd, Russia

Indian cuisine is as
diverse as India itself.
Shaped by religion,
cultures, waves of invasion, local climatic
conditions and abundant use of a variety
of spices, no other country has what
India has to offer. Currently we import
various products like khoya, pickles, samosas, bhujjiya, farsan, mithai boxes,
spices, etc. from India.
KAMAL ARORA, CEO,
Arora Hospitality Group, USA

In my industry, i.e.,
tea, India is the
most important.
in terms of origin.
Assam is one of the
birthplaces of tea
(Camellia sinensis
assamica). I’m looking forward to
have better understanding with Indian
tea exporters and how I can enable
improve their business into the U.S.
PETER F. GOGGI, President,
Tea Association of the U.S.A., Inc., USA

A

G2G roundtable dialogue
was held between India and
UAE around the issues faced
by buyers while trading in Indian
food products. The Indian and
UAE delegations included both the
private and public entities whose
aim was to discuss trade as well
as the promotion of their brands.
On the Indian side were the CEOs
of startups and bureaucrats from
the ministries of commerce and
agriculture-based ministries. Also, on
the UAE panel were representatives
from both public and private entities.
The
issues
which
were
highlighted by the UAE delegation
were the need for the collaboration

with Indian F&B Partners in order to
satisfy the demand for food products
in UAE. This was in addition to the
import of fresh food commodities,
which was the major issue raised by
the delegation.
Mr. Santosh Sarangi, Joint
Secretary EP(Agri), Department
of Commerece took the lead to
qualify India’s strong desire for the
enhancement of bilateral trade and
extended best possible support to
the initiative of UAE food security
programme.
“UAE is much closer to India than
with the rest of the Arab countries,”
declared HE Khalifa M Al-Ali, the
Director General, Food Security

Centre in Abu Dhabi. HE Khalifa
acted as the moderator for the UAE
delegation, while Manoj K Bharti,
Additional Secretary, Ministry of
External Affairs was the moderator
from the Indian side.
The UAE delegation accepted
the invitation of LN Gupta, Additional
Chief Secretary, State Govt. of Odisha
to attend the MSME Trade Fair 2019
to be held in Bhubaneshwar. He
expressed his vision for Odisha as
a state of enormous opportunity for
the UAE to invest and procure in the
Food Sector. The UAE delegation,
meanwhile, invited their Indian
counterparts to attend SIAL Middle
East in Abu Dhabi.
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Egypt’s tea imports
stood at 3.71 million kilos in 2016-17
and became 11.02
million kilos in
2017-18, thanks to
IndusFood.
MR. MOHAMMED HEIZA,
Executive Director
Misr Vision (Egypt)

India promises to be
the Food Basket to
the New World. We
have been buying six
varieties of rice from
various regions. We
look forward to procuring ghee, butter, yeast and pulses.
ARIF M SHAIKH, Channel
Development Manager
IKK For Supply and Catering, Jeddah

C h r o n i c l e

2 0 1 9

11

Launch
FRESH - the IndusFood News Chronicle - was brought out on
January 15, 2019 - the second day of IndusFood. This colour
tabloid was launched by a coveted group (see top right) of officials
comprising of Mr. Kapil Gupta (Jt. DG-TPCI), Mr. Shyamal Mishra
(Jt. Secy, Govt of India), Mr. Santosh K. Sarangi (Jt. Secy, Govt of
India), Mr. Sudhanshu Pandey (Addl. Secy, Govt of India), Mr. Paban
Borthakur (Chairman, APEDA), Mr. Anand Swarup (Jt. Secy, Govt of
India), Mr. Pravin Bonigala (Jt. Secy, Govt of India) and Mr. Mohit
Singla (Chairman, TPCI).
Buyers from about 78 countries and nearly 500 Exhibitors present
showed great interest in the Publication and lauded it.

Dignitaries Galore
at IndusFood
A host of dignitaries from India and abroad graced their presence at
IndusFood. Ambassadors and officials of various countries to India,
senior officials from Ministry of Commerce & Industry, Ministry of
Food Processing Industries, Ministry of External Affairs and Ministry
of Agriculture, senior-most officials from Income Tax, leading
journalists and businessmen.
FRESH here highlights only a few of the countless photographs!

12

F r e s h - T h e

I n d u s F o o d

C h r o n i c l e

2 0 1 9

Slowly but steadily growing into a

SPECTACULAR
INTERNATIONAL EVENT
Just in its second year, IndusFood has grown into an
spectacular international-level event on road to rival the
likes of ANUGA, SIAL and GulfFood.
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Media

Coverage

IndusFood-II got remarkable coverage by National and International
Media. Though it is not possible to provide samples of coverage
given by the electronic media, here is just a glimpse of some of the
coverage that IndusFood got in the print.

B2B between
Indian and SAARC
Businessmen
(Bangladesh and
Nepal)

B2B between Indian
and Businessmen
from EU countries
(UK, Germany,
Netherlands, France,
Spain, Poland)

B2B between Indian
and Saudi Arabian
Businessmen

B2B between Indian
and Businessmen
from Gulf Countries
(Kuwait, Oman, Qatar
and UAE)

B2B between Indian
and Canadian
Businessmen

B2B between Indian
and US Businessmen

B2B between Indian
and Businessmen
from CIS countries
(Russia, Belarus,
Kazakhstan)

B2B between Indian
and African countries
(South Africa, Kenya
& Tanzania)

B2B Meetings at

IndusFood

The success of IndusFood-II, held at India Exposition Mart, Greater Noida, on January 14-15, 2019, can be gauged by the fact that it saw 3 G2Gs, 1 G2B,
14 B2Bs, 1 Investor Meet, 1 Multi-lateral Dialogue on Indian Tea and 10 MoUs signed. FRESH presents here photographs of the 14 B2Bs held on January
15, 2019 with representatives from SAARC countries (Bangladesh and Nepal), Saudi Arabia, EU countries (UK, German, Netherlands, France, Spain and
Poland), Gulf Countries (Kuwait, Oman, Qatar and UAE), the United States, Canada, CIS Countries (Russia, Belarus and Kazakhstan), African countries
(South Africa, Kenya and Tanzania), Iraq, Egypt, Vietnam, Latin American countries (Brazil, Chile, Colombia, Mexico and Peru), Israel, and Oceania
countries (Australia and New Zealand).

B2B between
Indian and Iraqi
Businessmen

B2B between
Indian and Egyptian
Businessmen

B2B between Indian
and Latin American
Countries (Brazil,
Chile, Colombia,
Mexico & Peru)

B2B between Indian
and Vietnamese
Businessmen

B2B between
Indian and Israeli
Businessmen

B2B between IndiaOceania countries
(Australia & New
Zealand)
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I n d u s F o o d

C h r o n i c l e

2 0 1 9

15

POTPOURRI
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The much-awaited second edition
of the World Food Supermarket
of Indian F&B industry got
underway at Noida Exposition
Mart on January 14. The two-day
event will witness delegates from
nearly 80 countries comprising
of large retailers, importers and
investors along with government
firms represented at the event.
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Honouring the

Pioneers

THE FLAVOURS AND SMELLS OF INDIA ARE ALSO BLENDED IN THE DIVERSITY OF THIS INCREDIBLE
LAND. FIRMS BASED OVERSEAS PLAYED A VITAL ROLE IN PROMOTING BRAND INDIA, GLOBALLY. TPCI
RECOGNISED AND CELEBRATED THEIR OUTSTANDING CONTRIBUTION TOWARDS MAKING INDIA A
MAJOR F&B EXPORTING HUB AT A GLITTERING FELICITATION CEREMONY AT INDUSFOOD-II.

Mr. Ashraf Ali MA, Director International, Lulu group receiving the
honour from Mr. Mohit Singla, Chairman, TPCI. Lulu has a strong
presence in the Middle East, Asia, US & Europe with Hypermarkets,
Shopping Malls, Trading & Hospitality and Real Estates.

NMC Trading is one of UAE’s leading Marketing and
Distribution companies for prestigious FMCG and Pharma
brands. Nirman Shetty, COO, NMC Trading is seen receiving
the honour.

Established in 1948, Fan Co. Pvt. Ltd. commenced
commodity business with India in the very same year. Ali
Reza Bardai, Managing Director, Fan Co. Pvt. Ltd., leading
Tea importer from Iran is seen receiving the honour.

For over 25 years, Anju Enterprises has introduced the
European market to authentic Indian flavours. Anjila
Malhotra Monge, CEO & Finance Director, Anju Enterprises is
seen receiving the honour.

Sartaj Foods Co. Ltd is an online shopping site offering
Indian grocery products in the Japanese market
maintaining the highest quality standards. In the picture,
Shyam Singh Rajpurohit, President, Sartaj Foods Co. Ltd is
seen receiving the honour.

Sayed Ahmed Al Mahroos & Sons Co. is one of the leading
Buyers of Indian rice in Saudi Arabia with a chain of Hyper
markets, Al Mazaya. Khalid Sayed Ahmed Al Mahroos, Owner
Partner of the company is seen receiving the honour.

Through its Hypermarket chain Mustafa Centre, Mohamed
Mustafa & Samsuddin Co. Pte Ltd. has played an exemplary
role in shifting the taste and culinary culture of Singapore
towards the authentic taste of India. Mohammed Saleem,
Mohamed Mustafa & Samsuddin Co. Pte Ltd. is seen
receiving the honour.

Established in 1982 by the visionary LK Pagarani, Al Maya
Group has evolved into a giant retail chain with over 50 plus
outlets in GCC and Europe. Rakesh Jha, General Manager,
UAE Operations is seen receiving the honour.

Global Choice Foods Ltd, represented by Mr. Jarnail Singh, is
one of the biggest manufacturing, importing and distribution
companies in Canada. The company was honoured for its
phenomenal contribution in promoting and marketing Indian
F&B products to a global audience.

Al Zahem and Malhotra,the largest FMCG Company in
Kuwait, having in its portfolio Indian F&B products and
leading international brands for the last 39 years. Kaid Johar,
COO, Al-Zahem & Malhotra is seen receiving the honour.

KhimjiRamdas is the leading FMCG Company in Oman and
UAE for over 147 years. Sridhar Moosapeta, CEO, Consumer
Products Group Division of Khimji Ramdas Group is seen
receiving the honour.

Jagannath has made swift inroads in popularising authentic
Indian veg food in the CIS market. Rasa Neapolitanskaya of
Jagannath is seen receiving the honour.

Gelda Foods is engaged in
manufacturing, importing and
distributing a comprehensive
range of over 800 high-quality
food items. Kesh Gelda, Owner,
GeldaFoods is seen receiving the
honour.
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Mr. Swetal Patel owner, Raja
Foods, USA, seen receiving the
honour from Mr. Mohit Singla,
Chairman, TPCI. Raja Foods
has a leading distribution and
retail network of ethnic Indian
groceries in USA since 1974.

TPCI
signs

10 MoUs

A total of 10 Memorandum of Understandings (MoU) were signed on the sidelines of IndusFood between
TPCI and representative organisations of various countries. TPCI looks forward to enhance trade between
India and these countries considerably in consequence of these MoUs.

01

02

01. Mr. Suresh Makhijani,
Joint Director General of
Trade Promotion Council
of India with Ms. Biyar Bita,
Second Vice Chairman
of Al Burz Chambers of
Commerce, Iran.
02. Mr. Suresh Makhijani,
Joint Director General with
Mr. Anant Kapadia Hony.
Vice President of IBPC,
Kuwait.
03. Mr. Suresh Makhijani,
Jt. DG, TPCI with Mr. Mir
Gazanfar Ali Zaki Gen.
Secy. Saudi India Business
Network.

03

04

04. Mr. Kapil Gupta, Jt.
DG, TPCI with Mr. Rajesh
Shreshtha, President, Nepal
Chamber of Commerce
05. Mr. Kapil Gupta, Jt.
DG, TPCI with Mr. Jorge
Jose Manuel Lopez Morton,
Chairman, COMCE, Mexico

05

06

06. Mr.Kapil Gupta, Jt. DG,
TPCI with Mr. Mohd Heiza
who signed on behalf of
Mr. Khaled Fathalla Vice
Chairman, Alexandria
Chamber of Commerce,
Egypt
07. Mr.Kapil Gupta, Jt.
DG,TPCI with Mr. Mohd Heiza
Director Misr Vision, Egypt
08. Mr. Kapil Gupta, Jt. DG,
TPCI with Mr. AFM Fakhrul
President, BAPA, Bangladesh

07

08

09. Mr.Mohit Singla,
Chairman, TPCI with Mr.
Salimul Haque Essa,
President, BFFAI
10. Mr. Kapil Gupta, Jt. DG,
TPCI and Mr. Ashok Sethi,
Director, TPCI with
Mr. Aditya Tawatia from
Canada India Global Forum.

09

See you at
IndusFood-III

10
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January, 2020

FRESH

Indian
Sellers

musings

Sresta Natural
Bioproducts Pvt Ltd
We export organic
packaged food
products under our
brand 24mantra
Organic and supply
organic ingredients to the food processing industry across the globe. We
intend to establish connections with
leading importers and distributors of
Indian food products in different countries and food processing industries.

TEAM FRESH SPEAKS TO A CROSS-SECTION OF BUYERS
& SELLERS FOR THEIR OUTLOOK ON THE F&B SPACE

Srilakshmi Yadavalli, Senior Manager –
International Trade

Nature Valley
Farms LLP
We export Bird Eye
Chillies, Finger Chillies, Fresno Chillies,
Habenero Peppers,
Okra, Babycorns,
Pomegranate, and Mangoes to Netherlands, UK, Dubai and Singapore.
Aayush Biyani, President
Business Development

For Multigrain
Food Pvt. Ltd
We are manufacturers and
exporters of khari,
nan-khatai, farmas,
surti sada, cream
roll, cookies, namkeen, khakhra,
soan-papdi, dry-fruit kachori and many
more surti products. At present, we
are exporting to U.S.A., Australia, U.K.,
Canada, New Zealand and UAE.
Atulkumar Vekariya, Director

Gram Tarang Foods
Pvt. Ltd
Gram Tarang Foods
make ginger extract
and turmeric extract
using SCFE (CO2) process. These are used
as ingredients in nutraceutical, food and
flavour industries in USA and Europe.
IndusFood 2019 helped us identify more
buyers for natural ingredients from USA
and Europe, identify potential buyers in
Japan, Korea, South East Asia, South
America and Middle East.
Shashikant Tewary,
Managing Director
Satvam Nutrifoods
Limited
Satvam Nutrifoods
Ltd. is pioneer of
a fully automatic
“Cryogenic grinding
Technology” in the
Indian spice industry. We are manufacturers and exporters of the highest
quality cryogenically ground and blended spices and instant mixes. Through
IndusFood exhibition we could readily
explore vision oriented strategic importers/distributors who will be able to
help us in penetrating into the international market.

AHMED BAGHOZAH
TSN Group,Tanzania
We’re visiting IndusFood for the first time
and it is really amazing
to see so many products at the
same place. We are basically
importing most of the commodities from the UAE, which
itself imports those commodities from India. We are looking
to directly buy those products
from India as that will help us
to substantially reduce the cost
of purchase of those commodities. We are mostly looking for
value-added products.

DR. SAEED SAROEI
Senior Expert of Export
Promotion, Ministry of
Agriculture, Jahad, Iran
At a time of international
sanctions on Iran, our ministry wishes to increase
the input of industry and private
players. This will bring about a
change in the consumer and retailing experience as well. The government of Iran is more than willing to
facilitate relations between the private sectors of both the nations as
we cherish a beautiful relationship
with India and, thus, IndusFood is
very important to us.

Rennie Roger Christian, ManagerInternational Business

Kravour Foods
We are currently exporting wafer biscuits
in various sizes and
flavours to a major
buyer in UAE. We look
forward to have new
buyers in the international market and
IndusFood has been a great platform
for the same.
Nimesh Chaddha, Director
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EBRAHIM ZAINAL,
Chairman Trafco Group,
Kingdom of Bahrain
We are majorly focusing on the
trade of rice, cereals, sugar, spices
and dairy products. This time we
are also looking forward to signing
a few joint ventures. The Indian
F&B industry is going to witness
a major boom, especially due to
demand from the Middle East.
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I think IndusFood is a
great event taking place
since last year. I believe
this is much organised from
both sides, exhibitors as well as
buyers. We, in Oman, want to import several food products from
India and this is a great opportunity for us. As a member of the
Oman Chamber of Commerce &
Industry, I would like to bring the
requirements of the companies
in Oman here and strike deals,
accordingly. Then we can proceed
by having direct contacts between
the sellers of India and the companies in Oman.

ENGR. REDHA JUMA AL
SALEH
Member – Board of
Directors, Oman Chamber
of Commerce & Industry

IndusFood is a major industry event that promotes
the Indian food industry
in a big way nationally and internationally. We think IndusFood is
one of the leading shows to serve
this purpose where these Indian
producers get a chance to exhibit
their products to buyers on an international level. This also serves to
enhance the packaging industry as
well as quality of products. The F&B
industry is going to register continuous growth, especially in the fields
of healthy and organic foods.

I have been to India twice
before, the last time being 20
years ago.India has changed
for the better in every aspect and it
is now growing just like China. India
and Egypt have shared good relations
since the time of Jawaharlal Nehru.
Egypt, in my view, is crucial for India
since it needs direct trade and also
becomes a gateway to other nations
in Africa. Food exhibitions like IndusFood have boosted commodity trade
and a few years down the line we will
see a better future for the Indian F&B
industry when brands and value-added products from the country will become a common sight in international
supermarket chains.
I am a part of the Ontario govt
and our slogan itself says
‘Ontario is open for business’.
We believe as people progress, they
become employer and high paying jobs
come. This enables an entire community to prosper. Institutions such as
Trade Promotion Council of India and
indo-Canada Chamber of Commerce are
helping their level best to achieve this
prosperity. IndusFood is a great opportunity that increases the threshold of the
present trade between the two nations.

ASHRAF ALI MA
(Executive Director, LuLu Group
International, Abu Dhabi, UAE)

HASSAM EL SHAFIE
Egyptian Businessmen’s
Association

DEEPAK ANAND
Legislative Assembly
of Ontario, Canada

SHAISHAV
MITTAL Founder &
CEO, Lovely Bake
Studio

Lovely Bake Studio manufactures handmade and 100% eggless cookies and
sweets. This is our second time here
at IndusFood. I feel that the food and beverages
sector is a sunshine sector and will definitely
grow in 2019.

Indian
Sellers

SANJEEV BHAT
Head of Sales
& Business
Development,
Happa – Nascens
Enterprises Pvt. Ltd

We manufacture 100% natural and organic
baby food. These are ready to eat items that
mothers can give their children, and absolutely healthy and natural. We are already exporting
our products to the Middle East, and hopefully our
business register further expansion this year.

MANOJ K BHARTI
Additional
Secretary (ED and
States), Ministry of
External Affairs

MOHAMMAD
RUSTAM
General Manager,
Satmola

The company has a wide range of products
such as snacks, digestive tablets, mouth
fresheners, etc. We are already exporting to
Asia and West Asia. I feel that the domestic market
is doing great but we need to focus on promoting
exports in the international market. The existing rules
and regulations too need to be made easier.

QASIM
HAMMOOD
MANSOOR
Director General,
State company of
Foodstuff,
Iraq Government

We are here to have a look at all the latest technology as well as the variety of foods available
in the processed category. This is primarily because we have many deals with Indian companies and
we are now looking to renew these deals especially with
the private sector players. IndusFood-II is a very good
opportunity for us to learn about the latest processed
food items that India produces using latest technology.

Himanshu J Vyas, Founder
GPA Capital Foods
We have been exporting raw pulses and
ground grains like
chickpeas, chickpea
flour, semolina (suji),
all-purpose flour
(maida), oats, flattened rice (poha)
and rice. IndusFood has given us more
opportunities.

NIRMAN R.
SHETTY
Chief Operating
Officer, NMC
Trading, UAE

I would like to congratulate the IndusFood and the team behind it for conceptualizing and executing this event.
India is on course to export more and more to
the world as food, particularly the ready-to-eat
food, is in much demand across the world. I
look forward to the day when India achieves
the envisaged vision of exporting US$ 100 bn
of F&B products to the world.

Lunn Brand
We market mineralrich salt harvested
from the deserts
of Rajasthan. We
have created value
added salt and
seasonings. The salt from India has
lot of potential in export market as it is
100% natural, making it a great choice
for health-conscious consumers.
IndusFood has given us a platform for
seeking importers who believe in our
brand and products.

JK Khurana, Head (Exports)

This is our first visit to IndusFood. It’s
strategically important for a country like
the UAE that has been a close ally of India
to take part in this event. India has been one of our
largest trading partners. Apart from food we are
also looking for technology transfers from India.
The UAE wants to be self-sufficient in terms of
food and to achieve this goal events like IndusFood provide a great opportunity.

Asian Spices
We are manufacturers and exporters
of seed spices in
its whole, ground
and blended forms
like cumin, fennel,
coriander, fenugreek, mustard, sesame
etc. We are exporting these items to
Malaysia, U.K, USA, Indonesia, Kenya,
and Saudi Arabia. We are looking for
buyers and IndusFood has given us a
great chance.
Karthik Udayakumar, CEO
Weikfield Foods
Pvt Ltd
We export baking
ingredients (e.g. baking powder, baking
soda), dessert mixes
(e.g. custard, falooda,
jelly, cake mixes and caramel), pasta,
sauces, organic teas and mushrooms
to UK, Canada, Middle East, Africa,
South America and South East Asia.
We expect to meet new buyers
at IndusFood.

VICKY DILODRE
International
Business
Manager, Amul

This is the first time we are attending
Indusfood. Amul mainly aims at selling
dairy based products. Indusfood is a great
platform for relevant buyers and sellers to meetup. The F&B industry will grow very fast in 2019,
especially in terms of dairy based products.

PETER F
GOGGI
President
of Tea
Association of
the USA

I was invited in order to discuss on how India can improve its tea business in the US
market and help India in increasing its tea
export. It is my first visit to IndusFood and till now
it has been a great learning experience, though I
am mostly associated with tea market but I really
find other products interesting as well. A variety
of teas from Assam to Nilgiri are already being
exported to the US in huge quantities and we want
to increase their import further. India has been an
important tea supplier to the US and the export has
only increased in the past ten years.

F r e s h - T h e

Nitin Mohan Shandilya,
General Manager (Exports)
Pristine Organics
Pvt Ltd
Pristine Organics
is a pioneering
company involved
in the manufacturing of organic and
nutritional products. We export organic
products, mainly organic baby foods
and try to create a demand for rare
varieties of nutritious food such as
organic millet, oil seeds, black rice, red
rice, and much more.
GURUSHARAN SAMPYA,
DGM Marketing

Lowkal Healthcare
Pvt. Ltd
We export 100%
natural stevia table
top sweeteners that
help people with a
healthier sugar alternative. We have products that appeal
the retailers, cafes and the hospitality
industry. One product worth special
mention is our patent pending unique
Lowkal beverage Stirrer that has Lowkal
Stevia sweetener incorporated into a
regular drink stirrer “Dipstir”.

I n d u s F o o d

KULIN PATEL, Director
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Indian
Sellers
Gopaljee Dairy
Foods
Our target is to export Ananda Ghee,
paneer, flavoured
milk, dairy whitener,
skimmed milk powder and bakery cookies to USA, Europe,
Sri Lanka, Thailand, China, Middle East
and other Gulf countries. We wanted
to meet at least 25 prospective buyers
from different countries and IndusFood
has given us that opportunity.
RADHEY SHYAM DIXIT,
Chairman, Ananda Dairy

Vegetable Company
The company primarily exports fresh
onions, potatoes and
garlic with customizable packaging.
Target markets are
USA, Europe and Far East.
The primary purpose for participation
in IndusFood has been to build trust
amongst customers. IndusFood being
backed by Government of India is the
best place to develop that trust.

HON’BLE
MR. PHẠM
SANH CHÂU
Ambassador of
Vietnam to India,
Nepal and Bhutan

In general, IndusFood is a very important platform for developing economies like India and
Vietnam. Since both our countries have huge
populations, the food processing is a very important
industry for us. Given the huge potential here, we welcome this event very eagerly. The F&B industry is going
to grow substantially in 2019.

KHALIFA AHMED
AL ALI
General Director,
Food Security
Center – Abu Dhabi

We’ve established the Food Security
Alliance to enhance the food security situation in the UAE. Some of our companies
have their bases in India, for, e.g., Kohinoor for rice.
Today, we are here at IndusFood to enhance our
existing relationships. We are interested in increasing imports of spices and other products.

MOHAMAD
R HEIZA
Eng., Misr
Vision, Egypt

DR. JÜRGEN
GEORG HÜNIKEN
Chairman of
Board and
President, Van
Hees

NAVEEN NATHRANI, CEO

Om Gayatri
Farmer Producer
Company Ltd.
We are looking forward to get into the
global market. As
our chief products
are fruits like grapes, pomegranate,
watermelon, muskmelon, green chilly,
onion & fresh vegetables, we are in
search of global markets for these
products which are cultivated using
modern farming techniques like grafting and residue-free farming, ensuring
higher quality. Looking at the response
of the 1st IndusFood event, we are sure
that this 2nd edition of this expo will
provide us the expected exposure.

This is the second time I’m attending IndusFood. I’ve been cooperating with the Indian Embassy all through and Tea Board of India with
regard to coordination of how to boost the export of tea
from India to Egypt. As an outcome of our cooperation
with IndusFood, our import of tea has gone up!

HEMANT KUMAR
GOYAL
Manager Accounts
& Finance, OMG
(Oh My Ganna)

IndusFood is very well organised. As the
time goes forward, I believe things are
going to get more complicated with more
legal requirements and other related difficulties.
We must, therefore, focus on ‘tomorrow’ rather
than ‘today’ when it comes to this industry.

SANDEEP
D. SAWANT
International
Business
Manager, Parle

PRATIKSHA GANESH KAL,
Head, Exports

Ashok Masale
Ashok Masale is a
company known for
its variety of good
quality masalas. In
IndusFood 2019
we have come up
with the product Ashok Eazy Cook
which includes 20g to 50g consumer
packs, packaging 6 Pcs that act as
a complete spice mix. Ashok Eazy
Cook Hyderabadi Biryani Masala,
Butter Chicken Masala, Tandoori Masala, Chicken Tikka Masala, Mutton
Masala, Fish Curry Masala, Rajma
Masala, Dam Aloo Masala, Mutter
Paneer Masala, Chana, Masala, Palak
Paneer Masala, Pavbhaji Masala, Dal
Makhni masala, Sambhar Masala,
Fried Rice Masala, Schezwan Masala, etc. are our products.
ABHISHEK GUPTA,
Ashok Griha Udyog Kendra Pvt. Ltd.

Varahi
We export Natural
Mineral Water (with
designer bottles) to
the HORECA and retail sector. Currently,
we are exporting to
Saudi Arabia and Oman and soon will
start exporting to the US and Dubai.
Thanks to IndusFood, we expect good
business response and a definite stand
in the market.
SIKHA,
Marketing and Business, Varahi Ltd
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Our company is famous for sugarcane juices
and we have also diversified to juices of other
fruits variants. I think the F&B industry is expected to grow at 5 to 10 percent in 2019 and we look
forward to generating good business at IndusFood.

This is our first time at IndusFood. We
have been in the business for 87 years.
We are already exporting to more than
100 countries. We expect to meet certain Central
American buyers at the event.

KHALID SAEED AL
MAHROOS
Vice President,
Saeed Ahmed AlMahroos & Sons Co

RAJESH KAZI
SHRESTHA
ChairmanNepal
Chamber of
Commerce

It’s a miracle to have all these people on a
common platform. IndusFood is a good communication forum between buyers and sellers
as they get to know each in a better manner. We got to
know of several innovative products here at IndusFood.

BITA BAYAT
2nd Vice Chairman, Alborz
Chamber of Commerce, Iran
C h r o n i c l e
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Our trade has suffered due to the
sanctions and we
are looking towards India
to fulfill our needs. IndusFood has many high-quality
products. We are looking
for herbal and organic
products from India. There
is high demand of medicinal organic food too in Iran.

Although some exhibitors have their
agents in Nepal but some aren’t as yet associated with our country. We’re trying to
start a dialogue with them as well. We are looking
at new products exhibited in IndusFood.

RITA TEAOTIA, former
Commerce Secretary and
Chairperson FSSAI

IndusFood
was culmination of an
idea to do an event in
the food sector, which
was entirely business
based and to do it in
India so that we can
get the maximum
number of buyers and
a high trade value.

LAND OF EXOTIC TASTES,
FLAVOURS AND CULTURES
India produced
around

India produced
record

1.70 million

284.83
million
metric tonnes of

metric tonnes
of certified organic
products in
2017-18

foodgrains in
2017-18

India produced

90.2
million
metric tonnes of
fruits and

169.1
million
metric tonnes

of vegetables in
2016-17

India produced
around

India produced
around

6.3 million

165.4
million
metric tonnes of

metric tonnes of
meat in 2016-17

milk in 2016-17

Most Comprehensive Engagements
IndusFood-II Highlights

10
MoUs

13
B2Bs

3
G2Gs

1

1
G2B

MULTILATERAL
ROUNDTABLE ON
INDIAN TEA

Foreign Investors meet: Odisha Government

P.O. Box: 20202, Manama, Kingdom of Bahrain. Tel: +973 17729000, Fax: +973 17727380, Email: trafco@batelco.com.bh
A major Food and FMCG wholesale Importers / Distributors and Manufactures in the Kingdom of Bahrain
listed on Bahrain Bourse.
Projects and JV’s in this sector to be established in the Kingdom of Bahrain for marketing throughout GCC
are welcome.

Please contact:
Group CEO - Mr. S. Sridhar
Email: sridhar@trafco.com

Fresh Fruits

|
|

Retail Unit

(O) +973 17729000, (M) +973 39624908
Website: www.trafco.com

Water Bottling
Plant

Logistics &
Warehousing
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Amy Dubin’s Indian Tea Room: All About a

“Simply Complicated Beverage”
Owing to strong geographical indications, heavy investments in tea processing units, continuous innovation, augmented
product mix and strategic market expansion, Indian tea is considered to be among the finest in the world. However, these
qualitative advantages are often lost owing to the lack of strong branding and promotion.

“If people could know
what time, effort and skill
go into prepping a simple
cup of tea, it would blow
your mind,” exclaims renowned tea expert Amy
Dubin as she effortlessly
pours you a cup for
sampling.
Each cup of tea has its own unique style and
that is what has always fascinated Dubin
who has been based in New York for the
past several years. Who could imagine that
an Ohioan who had an upbringing not even
close to the culture of tea drinking is today a
world-renowned tea curator who has spent
a good 17 years of her life in tea gardens
and districts of India where tea is not just
a beverage also deeply embedded in the
culture. In contrast, Dubin says that in the US
tea is meant to be consumed only when one
is sick.
Amy feels that exploring Indian tea is quite
akin to a journey of spiritual self-exploration.
She goes great lengths to explain to her
audience that one can’t have the same cup
of tea twice as the taste we experienced is

Kumar Sambhav,
Indian chef
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“With concentrated
efforts, it is desirable
to innovate and
create ready-to-eat
cuisine for the world
market - food that
interests the global
consumer and yet
remain Indian.

I n d u s F o o d

connected to particular
events or “taste memory”
in our life!
“Mannerisms of people
while having tea define
their personality for like
art and music, flavours
also communicate,”
says Dubin. India is the
second largest producer of tea and that’s
why there is a different tea to celebrate every
mood and occasion. Tea changes its flavour
according to the treatment of tea leaves, and
with each harvest, its flavour also undergoes
changes. Amy specialises and serves the
“fall” or autumn tea at her outlet Janam, in
Big Apple.
She strongly feels that tea is kind of like wine
only that it doesn’t intoxicate! Moreover, it’s
mostly an affordable luxury. Through her
efforts, she has helped change the perception around Indian teas to elevate them
into a world-class beverage. By holding live
demonstrations for the benefit of global
buyers at IndusFood-II Amy will ensure that
the goodness of Indian teas is taken to even
more people.

Kumar Sambhav’s Indian Flavours with an
International Twist
India, the land synonymous with healthy and tasty food, will be the powerhouse supplier of
products to the global mainstream market, with consumers beyond the Indian diaspora. To give a
glimpse of how Indian cuisine can be made acceptable to the global audience, IndusFood buyer
lounges will feature the master culinary craftsman, Kumar Sambhav.
With 25 years of experience in the food business, Chef Kumar Sambhav has taken his catering
company to several locations in the US and Europe.
Having served celebrities like the US Presidents George Bush, Jimmy Carter and Bill Clinton, he
has also been the F&B Head for Le Meridien Jaipur and was associated with The Leela Hotels
& Resorts for their Goa, Mumbai and Bangalore properties. He was responsible for re-branding
Crowne Plaza Bangalore and opened their flagship hotel Crowne Plaza Kochi. He was also
associated with IHG in Bangkok, Italy, Abu Dhabi and Sri Lanka, and as Director F&B at The Grand.

C h r o n i c l e
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When Nothing Beats the Delight of

‘Grown in India’ Teas

I

Owing to strong geographical indications, heavy investments in tea processing units, continuous
innovation, augmented product mix and strategic market expansion, Indian tea is considered to be
among the finest in the world. However, these qualitative advantages are often lost owing to the
lack of strong branding and promotion.

ndia is the second largest producer of tea in the world,
producing large quantities of CTC, orthodox, green
and organic teas. The country also offers high-quality
specialty teas, such as Darjeeling, Assam Orthodox and
the high-range Nilgiri, which are known for their unique
aroma, strength, colour and flavour.
India stands fourth in terms of tea exports after Kenya,
China and Sri Lanka, respectively. As of 2016, India was the
second largest producer in the world with a total production
of 1,267 million kilos. Total tea exports stood at $837.33
million in 2017-18, as compared to $731.25 million during
the previous year. Between April-October 2018, tea exports
reached $463.95 million. The major importers of Indian
tea were Russia ($64.14 million), Iran ($57.63 million), US
($34.90 million), UK ($34.31 million) and UAE ($30.15 million). Moreover, India is also one of the largest markets for
the beverage, consuming 70% of its total production. As a
result, very little amount of surplus tea is left for export.

LOSING OUT TO INT’L COMPETITION

However, other than a burgeoning domestic demand, other
factors too have contributed to India losing out on the
export of the commodity to other countries. This is best illustrated by the story of India’s tea exports to Iraq in the last
20 years. India was exporting $52.46 million worth of tea to
Iraq before the Middle Eastern nation slipped into turmoil in
2002. This constituted 73.35% of the overall tea imported
by Iraq from overseas for domestic consumption. At that
time, Sri Lanka was far behind exporting $19.06 million
worth of tea with 26.64% market share.
By the year 2009, Sri Lanka had overtaken India with its
exports of $37.02 million, accounting for 57.88% of the
market share. India, meanwhile, had fallen behind with a
mere $26.93 million worth of export. Although there was a

significant drop in tea imports by Iraq during this period, the
Indian tea exporters chose to avoid the risky territory even as
Sri Lankan exporters continued to send in their consignments.
With Iraq relapsing into turmoil yet again, Indian exporters
retracted from the market to the extent that by the time TPCI
took a BSM delegation comprising of tea and other commodities to Iraq in November 2018, Indian tea accounted for
meagre 2.93% (amounting to $4.17 million) of the commodity
being imported by Iraq and the Sri Lankan exporters accounting for 97.06% (amounting to $138.02 million) of total tea
imports by Iraq.

RESTORING THE INDIA CONNECT

But that’s not the only challenge. Every fourth cup of tea
sipped somewhere in the world has its roots in India and, yet,
the country has no brand that the world knows about. The
best-known tea brands that connoisseurs relish have their
origins in countries like Germany, Singapore, Sri Lanka and
the US although they may actually contain teas sourced from
Darjeeling, Nilgiri, Coorg or Kangra. For instance, the Darjeeling Tea is a Geographical Indication (GI) specific to India but
most of the times packaged Darjeeling Tea bought off-theshelf fails to highlight its strong connection with the country
of its origin.

Every
fourth cup
of tea sipped
somewhere
in the world
has its roots
in India
and, yet,
the country
has no brand
that the
world knows
about.

The majority of international players source tea as a commodity from here to subsequently package and sell it under
their own brand names. As an apex trade and investment
promotion organisation, the Trade Promotion Council of India
(TPCI) is assiduously working to globalise Indian food for
the international palette. It uses IndusFood – India’s official,
export-focussed F&B trade fair showcasing the country’s best
line-up of food and agriculture products to global buyers – to
promote global brands based on commodities that the Country produces.
F r e s h - T h e
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Whetting the Appetite for

$100 Bn Future Growth
THE RECENTLY
ANNOUNCED INDIA’S
AGRICULTURE EXPORT
POLICY SEEKS TO
PROVIDE A LONGTERM FILLIP TO
SUBSTANTIALLY BOOST
THE COUNTRY’S
POTENTIAL FOR THE
EXPORT OF HIGH-VALUE
AND VALUE-ADDED
AGRICULTURE F&B
PRODUCTS TO THE
WORLD.

I

ndia’s agriculture export sector
has tremendous potential for rapid
growth. Although the country
is second in global agricultural
production, its share in world
agriculture exports on a cursory look
is presently at a mere 2%. Agriculture
exports’ contribution to GDP also
stands at only 2%, which is lower than
that for other developing agrarian
countries. Brazil and Indonesia, which
are third and sixth, respectively, in
terms of world agriculture exports
ranking contributed 4% each to their
respective GDPs and Argentina,
seventh in world agriculture export
ranking, as per 2016 figures,
contributed 7% to its GDP.
But why is this so? Is it because India’s
GDP was highest in 2016, totalling
$2.26 trillion, while the GDP of Brazil
and Indonesia was $1.79 trillion and
$932 billion, respectively, and that
of Argentina was $546 billion? Or is
it because there are several more
important contributors to India’s GDP
than just agriculture exports? Or is it
because the foremost priority of the
world’s fastest growing economy is to
feed its humongous population?
However, it is not as simplistic as the
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A look at India’s agricultural trade
performance will provide the answer.
Top exports comprise of sugar,
meat, rice and shrimp. Export of
principal agricultural products
including rice, wheat, sugar, cotton,
fruits and vegetables are “free”, i.e.,
no quantitative restriction is in place,
whereas export of pulses (excluding
chickpea) and edible vegetable oil
in bulk (excluding coconut and rice
bran oils) are “restricted” to meet
the domestic demand. Following the
opening of the Indian economy in
1991, the country’s agricultural trade
surplus reported more than a ten-fold
increase between 1991-92 and 201314. The brisk pace at which exports
increased offset the corresponding
increase in imports. However, in the
last three years, agricultural exports
declined by 22%, while imports
increased by 62% thereby resulting
in a significant reduction in the trade
surplus of 70%.

NEW AGRICULTURE EXPORT
POLICY

25

1991-92

above presumptions seem to suggest
considering the fact that India’s export
value in 2016 was 34 compared to
Indonesia and Argentina’s export value
at 38 and 37, respectively. Although
Brazil’s export value stood at 77, far
higher than the rest, Thailand which
was eighth in world agriculture export
ranking in comparison to India at tenth
place, too had an export value of 37.
So, what’s the actual position?

C h r o n i c l e
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It is in the light of the above data
that we need to analyse the recently
launched Agriculture Export Policy,
2018. The policy is an important move
for it is for the first time since India
gained Independence in 1947 that a
Central Government has given serious
thought to enhancing agriculture
exports. The most commendable
aspect of the policy is that it has

tried to identify towards finding longterm solutions to some of the most
pressing challenges. Therefore, if
implemented successfully, there is
no way that that the country won’t
achieve the agriculture export target of
US$60 billion by 2022.
We will have to look at the
commodities being exported from
India to examine some of the
proposed solutions by taking up
some notable examples. The country
exports sugar to the world and has
huge stocks of wheat with it, but there
is no international Indian brand for
biscuits whose production chiefly
requires sugar and wheat. Likewise,
the country exports shrimp to other
countries which, in turn, by processing
them to international tastes earn
several times more. Therefore, with
the focus solely on commodity
export, stagnation in the sector was
inevitable.
In a welcome step, the Union
Commerce & Industry Minister, Suresh
Prabhu announced that in accordance
with the new Agriculture Export Policy,
2018, export restrictions on most
organic and processed agricultural
products, barring commodities other
than those identified as essential from
the food security perspective such as
onions, will be removed. The idea is
to give an assurance that organic or
processed agriculture products will
not be under any export restrictions
such as duties, bans and quota
restrictions.
The agriculture-related exports from
the country in the 2018-19 fiscal is
expected to be worth around $37
billion, which is $7 billion more than
that in the corresponding period of
the previous year. Considering that
there was a 20% growth in exports
this year, achieving the export target of

$60 billion by 2022 appears to be very
feasible at this stage. And not only
that; the Ministry of Commerce and
Industry has envisaged a sustained
growth to recommend the attainment
of the ambitious target of $100 billion
thereafter.
Meanwhile, among other things, the
Union Cabinet also approved the
proposal for the establishment of a
monitoring framework at the Centre
with the Ministry of Commerce
as the nodal department, with
representation from various other line
ministries, departments, agencies and
representatives of concerned state
governments to ensure effective policy
implementation. According to the
Ministry of Commerce and Industry,
the total outlay for implementation
of the policy is `14 billion, which
already exists under different ongoing
schemes.

To help the Ease
of Doing Business
for international companies
further, the Agri
Export Policy,
2018 aims at
putting in place
adequate policy mechanism
to provide the
necessary infrastructure and
logistical support
to exporters.

FOCUS ON HIGH-VALUE, VALUEADDED AGRI EXPORTS

The policy seeks to diversify
the country’s export basket and
destinations, by boosting high-value
and value-added agricultural exports,
including a focus on perishables. This
will likely change the focus from the
current scenario as per which rice,
meat and marine products account for
more than 50% of Indian agriculture
exports, though these commodities
will continue to be exported. Emphasis
would also be given to promote the
export of novel, indigenous, organic,
ethnic, traditional and non-traditional
agriculture products.
Another salient feature of the
Agriculture Export Policy, 2018 is
the emphasis on following clusterbased models and towards making
efforts to attract private investments
into production and processing.
Why, for instance, India’s shrimps be
processed in another country and then
exported from there at a much higher
profit when the same company can
invest in establishing the necessary
mechanism here. That will be a winwin situation for Indian exporters as
well as international investors.
The branding of Indian products and
marketing and promotion of ‘produce
in India’ through Geographical
Indication (GI) registration and putting
AS ON

in place post-harvest infrastructure
support for smooth logistical movement
of agriculture produce is also on high
priority. To cite an example, despite
Darjeeling Tea being a GI, the world at
large doesn’t know that it is a product
of India. Companies from various
other countries import Darjeeling Tea
and sell it as part of their branding.
Similarly, even famous delicious Indian
mango varieties do not get the kind of
marketing promotion that they deserve.
The Agriculture Export Policy, 2018
seeks to redress such anomalies.
To help the Ease of Doing Business for
international companies further, the
Agri Export Policy, 2018 aims at putting
in place adequate policy mechanism
to provide the necessary infrastructure
and logistical support to exporters.
It also urges the states to remove
market taxes applicable to exportoriented goods. The government would
also identify ports that are handling
agriculture exports.
It is in this regard that IndusFood will
be playing a pivotal role. Promoted as
the “World Food Supermarket” in India,
the event has received an enthusiastic
response from leading importers of F&B
products.

TOTAL Food-grain stock (In lakh MT)
Actual as a % of norms

Actual stock

Stocking norms

1.7.2013

232%

739.05

319

1.10.2013

260%

551.33

212

1.1.2014

171%

427.45

250

1.4.2014

180%

381.12

212

1.7.2014

191%

610.12

319

1.10.2014

225%

476.85

212

1.1.2015

172%

368.56

214.10

1.4.2015

163%

343.15

210.40

1.7.2015

133%

545.75

411.20

1.10.2015

146%

450.28

307.70

1.1.2016

170%

364.77

214.10

1.4.2016

174%

366.99

210.40

1.7.2016

121%

495.95

411.20

1.10.2016

116%

358.02

307.70

1.4.2017

148%

311.40

210.40

1.7.2017

130%

533.19

411.20

Making of the
Agriculture Export Policy, 2018

In December 2018, the Union Cabinet chaired by Prime Minister Narendra
Modi approved the Agriculture Export Policy, 2018. The Cabinet also
approved the proposal for the establishment of a monitoring framework
at Centre with the Ministry of Commerce and Industry as the nodal
department with representation from various line ministries, departments,
agencies and representatives of concerned State Governments, to oversee
the policy’s successful implementation.
Among its main objectives, Agriculture Export Policy, 2018 also seeks
to progressively double farmers’ income by 2022 as part of the Prime
Minister’s vision. Here, agricultural exports would play an important role.
The need for a dedicated policy under Ministry of Commerce and Industry’s
overarching umbrella arose due to the federal and administrative structure
of the Union and State Governments. While the Department of Agriculture,
Cooperation and Farmer Welfare (DAC&FW) and Department of Animal
Husbandry, Dairying and Fisheries (DAHDF) focus on production, postharvest and boosting farmer income, the Ministry of Food Processing
Industries (MoFPI) focuses on value addition, post-harvest losses and
employment generation. The Ministry of Commerce and Industry, on
the other hand, is focused on foreign trade across sectors through the
reinvigoration of the entire value chain from export-oriented farm production
and processing to transportation, infrastructure and market access.
The policy’s vision is officially summed
up in the words: “Harness export
potential of Indian agriculture, through
suitable policy instruments, to make
India global power in agriculture and
raise farmers’ income.”

NEED FOR DYNAMIC AGRI POLICY
FRAMEWORK

India, with its large and diverse
agriculture sector, is among the world’s
leading producer of cereals, milk,
sugar, fruits and vegetables, spices
and seafood products. Agriculture
continues to be the backbone of the
society and it provides livelihood to
nearly 58% of the population. The
country supports 17.84% of the world’s
population with merely 2.4% of world’s
land and 4% water resources. Hence,
continuous innovation and efforts
towards productivity, pre and postharvest management, processing and
value-addition, use of technology and
infrastructure creation is imperative.
Since the early 1990s, the country’s
share in global export of agricultural
products has witnessed a steady
increase. India is currently ranked ninth
amongst the major exporters globally
as per WTO trade data for 2015. Its
share in global exports of agriculture
products has increased from 1% a few
years ago, to 2.2% in 2016.
It has often been suggested that an
essential element of the country’s
flagship ‘Make in India’ programme
has to be ‘Bake in India’, i.e., a renewed
focus on value-addition and on
processed agricultural products.

In Short
POLICY OBJECTIVES

• T
 o double agricultural
exports from present
$30+ billion to $60+ billion
by 2022 and reach $100
billion in the next few years,
thereafter.
• To diversify the Country’s
export basket, destinations
and boost high-value and
value-added agricultural
exports including a focus on
perishables.
• To promote the export of
novel, indigenous, organic,
ethnic, traditional and
non-traditional agriculture
produce.

Key Elements

The recommendations in the
Agriculture Export Policy, 2018
have been organised into two
broad categories, Strategic
and Operational.

Strategic

• Policy measures
• Infrastructure and logistics
support
• A holistic approach to boost
exports
• Greater involvement of State
Governments in agriculture
exports

Food Corp. of India’s (FCI) overstocking of food grains
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KULIN PATEL

Exclusive

Director
Lowkal Healthcare Pvt. Ltd

Lowkal Healthcare exports 100% natural stevia table top
sweeteners that help people with a healthier choice of sugar
alternative. Food connects small scale and new exporters to
key decision makers to various food companies. Being plantbased, it claims to be the world’s safest natural sweetener.
With products that appeal to retailers, cafes and the hospitality
industry amidst the changing lifestyle woes and need for low
calorie intake in the sedentary lifestyle that we now have, Lowkal
is a gift world. It is different from other artificial sweeteners as
it does not break down because of heat while cooking. Its heat
stability makes it well suited to be used in baking and cooking,
or any heating process involved while cooking. It is safe for
diabetics and others. “One product worth special mention is
our beverage Stirrer, on which our patent application is pending.
It has the Lowkal Stevia sweetener incorporated into a regular
drinks stirrer that we call Dipstir”, says Kulin. The company
currently exports to the UK.

Product

DIPSTIR LOWKAL STIRRER SWEETENER

Some exclusive
products specially
shortlisted by the
Fresh editorial team
for you to feast your
eyes on
SIDDHARTHA JAIN
Founder & CEO
Positive Food
Ventures Pvt. Ltd

BREWHOUSE ICE TEA

Positive Food Ventures has come
up with BrewHouse Ice Teas. What
makes it different from regular ice
teas is that BrewHouse is India’s first
real-brewed bottled ice tea. It is made
using high-grown, whole-leaf teas
from the Nilgiris in South India, which
produce some of the finest teas in the
world. The ice tea is produced in small
batches to capture the real flavour and
aroma of the high-quality teas used.
Since this tea tastes great naturally
and because the processing in small
batch manufacturing is minimal, these
don’t need high sugar content like
other bottled teas do. At 6-6.5% sugar
levels, BrewHouse ice teas contain
40-70% less sugar than most other
bottled beverages and juice based
drinks. Packaged in beautiful, customdesigned glass bottles with bright, crisp
and designer labels, these teas elevate
the beverage consumption experience
to something akin to a gourmet cafe
experience. “As a company and as
a brand, we take our responsibility
towards our customers of providing a
safe, healthy product very seriously. Our
teas contain no chemicals.” says Jain.

SV CHAUDHARI

Managing Director
Surat District Co-op Milk
Producers Union Ltd.

SUMUL DAIRY, SURAT
Gir Cow Ghee, made with A2 milk,
has antioxidant and enzyme-boosting
properties which means it has a plethora
of added health benefits for digestion.
With Omega-3 fatty acids and Vitamin
A,D,E and K in their products, the purified
butter has butyric acid, which is even
present in the intestine, making it natural
to digest. So, our body already loves ghee,
before we fall in love with it! Ghee has a
list of health benefits for digestion, hair,
skin and good for body detox. It boosts
good cholesterol levels and cell activity,
hence increasing body immunity by
80%. It doesn’t burn easily while cooking
and can be used in all kinds of dishes.
The ghee is made from the milk of a
genetically pure breed of the Gir cow. The
hump of this breed carries specific veins
known as ‘Surya KetuNadi’.
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RIJU GUPTA

Founder and Director
Fresh Food Concepts
Pvt. Ltd.

IMAGINE COLD PRESSED JUICES

Fresh Food Concepts started in
2014 with a mission to spread
some goodness. Riju says, “We
aspire to create an organisation that
stands for things that matter – our
own health and the health of our
environment. And we are serious
about it!” Imagine is India’s first and
the only premium cold-pressed juice
in glass bottles. It is made without
any additives or preservatives.
The company believes in minimal
processing to ensure purity, taste
and nutrition. With purity ensured,
the product comes with an extended
shelf life. The Company’s other brand,
The Original, is a premium, ethnic
beverages brand. It uses pure spices,
fruit pulps and purees to deliver
great taste. “Our company got the
opportunity to meet potential buyers
for our product through IndusFood.
We believe this will help us in
entering into different continents.
Our sales will increase thanks to this
opportunity and a market presence
will be created and eventually
established. We are venturing into
exports through IndusFood. Our
future expectation is to increase our
business through exports.” says Mr.
Riju Gupta.

YOGIS CERTIFIED ORGANIC ALMOND BUTTER

Yogis Organic seeks to provide an organic lifestyle
accessible to everyone. The organic nut butter
range is a real and healthy breakfast supplement
that promises to deliver a perfect energy hit for
the day! Nut butters have been an international
favourite for years, but the company wanted to
take this product range to an entirely different level
in terms of ingredients, taste and packaging. The
tasteful spread has the goodness of more than
90% almond content. The Organic Almond Butter is
made by roasting organically grown almonds. This
great-tasting blend hosts a remarkable nutritional
profile which is free from any added preservatives
or hydrogenated oils. It can be had with wholegrain
toasts and cookies, French toast or just can
be scooped out and eaten! One can also get
creative by adding a spoonful to milkshakes to
get a fantastic nutty flavour with all the nutritional
benefits.

AMAN SINGAL
Founder
Varindavan Kanha
Natural Pvt. Ltd.

HAPPA BABY FOOD FRUIT & VEG PUREE

DIPIN KAPUR

Director
Nutricane Beverages Pvt. Ltd.

OMG! (Oh My Ganna)

The USP of this brand is its flavoured
sugarcane juices with a twist of
variants available any time of the
year. So, one no longer needs to wait
for summer to enjoy the goodness of
sugarcane juice. OMG’s sugarcane
juice comes in three flavours. OMG!
Sugarcane Juice-Lemon Love has the
taste of the good old lemonade with a
twist. Being all about pure love at the
very first sip like its lively name, it is
loaded with the benefits of real lemon
blended with natural sugarcane
juice for an awesome taste. OMG!
Sugarcane Juice-Ginger Groove is
made by blending ginger with natural
sugarcane juice, making it one of
the healthiest and tastiest drinks to
enjoy any time of the year. A perfect
drink for vibrant health, it replenishes
and re-energizes instantly. OMG!
Sugarcane Juice - Cumin Crush is a
healthy combination of strong and
wholesome cumin., OMG! Also has
a range of fruit juices like mango
and guava made from the juiciest,
freshest and the most delicious
ingredients.

PANKAJ
PRAKASH

Head Nascens Enterprises Pvt. Ltd.

F r e s h - T h e

The company has come out with an interesting
range of baby food purees under the name Happa.
What makes this baby food stand out is that they
are air packed in a BPA free plastic tub which
comes with a spoon, making it spill-proof, hygienic,
easy to carry and most of all, easy to feed. Pankaj
says, “At Happa, we take simple and natural
ingredients that ooze goodness. The packaging
connects with our little customers – with flavours,
colours, textures and even a name that will appeal
to their senses!” Free of preservatives, additive
colours, flavours or salt and sugar, Happa Purees
can be stored at room temperature and fed to
babies anytime, anywhere. The product ensures
goodness of fruits & veggies.
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HYDRON
Hydron is the first premium alkaline ionised water
consumer brand in the country. Having worked in the water
technology industry for over 50 years, the founder identified
the first major problem in the form of absence of nutritious
water that meets the increasing demands of lifestyle and
diseases. Alkaline ionised water has pH value in the range
of 8.5-9.5, with greater concentration of hydrogen and is
micro clustered, which helps in restoring body pH to the
origin (at birth its ~7.5). Hydron has been conceptualised
leveraging the best-known Japanese technology that has
been inventor and pioneer of water ionisation invention
having 50 years of experience and ~400 water patents.
Hydron caters to various health benefits that include much
faster hydration, overcoming acidity and constipation, antiageing, weight loss, increased energy reserves, enhanced
immune system, lubricated muscles and joints, antioxidation, anti-hangover, reduced blood pressure, improved
cholesterol, preserved minerals in bones and teeth.

Promoter/
Head of the company:
SIDHARTH SHARMA
Company:
Amazing Ambrosia
Pvt. Ltd.

Product

Innovation
Need of the Hour

Newly developed
products take favourite
F&B offerings to the
next level

PRISTINE OVENORG
Pristine Organics is involved in the manufacturing and
exporting of organic and nutritional products, mainly
organic baby foods. It tries to create a demand for rare
varieties of nutritious food such as organic millet, oil seeds,
black rice, red rice and much
more. Being the first organic
company to produce organic
millet-based products under
ready to eat category, it has
come up with products such
as Organic Mixed Millet Upma
consisting of exotic millets,
organic ingredients and dietry
fibres as well as Organic Red
Promoter/
Rice Poha consisting of red rice,
Head of the company:
organic ingredients and dietry
K C RAGHU
fibres. “We have been in the
domestic market since 2004; We
Company:
are attending IndusFood for the
Pristine Organics
first time to introduce our organic
Pvt. Ltd.
food products such as organic
millets, organic baby foods, rare variety of rice, spices etc
to international market. Through strict testing process we
ensure they conform to any export regulations. We hope to
interact with more and more international buyers through
IndusFood 2019 platform’, says Raghu.
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Promoter/
Head of the company:
SUSHANT KALRA
Company:
Navrit Marketing
Pvt. Ltd.

M.A.A - MY AUTHENTIC APPETITE
The tea leaves are delicately chosen, rolled, and crafted perfectly
with the finest ingredients, including crisp leaves, herbs and natural
pieces which are put together in varying proportions to get the distinct
flavour and aroma of each kind of tea. With changing time, green tea
has become an inevitable part of our daily routine. Navrit through MAA
brings a twist to this daily routine with flavoured Tea Infuser Sticks.
Absolutely unique and designed for a better infusion, Tea Infuser
Sticks are the perfect companions for mornings. With a unique design,
these sticks are not just 50% more effective than regular tea bags,
but also have 40 amazing flavours. Some of these flavours include
Kashmiri Kahwa, Jasmine tea, Peach tea, Earl Grey tea, Mint tea etc.

Promoter/
Head of the company:
MANISH MADAN
Company:
Regal Kitchen Foods
Ltd.

REGAL KITCHEN
As an organisation, Regal Kitchen
Foods, aspires to be the first choice of
every kitchen by providing tasty, healthy,
convenient and affordable food products.
The company wants to develop a longterm committed food business which
shall enrich life promote health, save time,
money and share growth with employees,
customers, shareholders, vendors and other
stakeholders, which leads to inter-dependent
symbiotic relationship, a complete ecosystem. The company’s expertise lies in
the business of exporting ready-to-eat food
products in retort packaging for the last nine
years. Their products enable their customers
to get established and grow in FMCG
distribution business. Regal Kitchen Foods
is mainly focused upon products which
can create volumes and high profits for our
customers and give a strong recognition
to them in their respective markets. They
ensure exclusivity by catering into long term
contracts and, at the same time, commit ontime shipment against their orders.

VEZLAY

Promoter/
Head of the company:
AMIT BAJAJ
Company:
Vezlay Foods
Pvt. Ltd

Vezlay Foods Pvt. Ltd. provides
nutritious, healthy and delicious
vegetarian foods in hygienic and
cost-effective manner. Being
one of the first soya product
suppliers in India, it manufactures
soya products.The company has
very innovative ready-to-eat food
products made of soya, which have
the same texture as non-vegetarian
food. Although most of its products are
first timers in India, they are getting good
response from customers. And the reason?
The soya innovation. “Soya products’ market in
India is very big and we are one of the first companies to introduce soya
foods with the non-vegetarian texture,” says Bajaj.

WINGREENS FARMS
With its stated objective “to marry the concepts of social good and
environmental sustainability with high profitability in the field of agriculture”
as a vision, the Wingreens Farms hopes to become the perfect model
organization, even while resolving some of the biggest deadlocks that
have paralysed Indian society and industry for centuries. It believes that by
enriching people and the land around, an organisation can grow profitable and
successful within a short span of time. If its three-year journey bears glorious
testimony to this philosophy, it is optimistic that the next three years will be
even more ground breaking. Wingreens Farms has come up with an extremely
innovative product, pure and natural hummus. Coming in a variety of flavours
like rosemary, peri-peri, basil, olive, etc., it is rich in proteins and vegan-friendly.
Being fibre-rich as well, it can be used as dip, spread and salad dressing.
Through demonstration along with education, Wingreens Farms has
succeeded in moving farmers away from traditional, water hungry crops to
far more lucrative and water efficient crops. The ‘WIN’ in Wingreens stands
for “Women’s Initiative Network” and forms another corner stone of the
organisation that abets women empowerment.

Promoter/
Head of the company:
ANJU SRIVASTAVA
Company:
Wingreens Pvt. Ltd.
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LEH BERRY
Leh Berry brand of juices are
based of the recipe developed
by the government’s Defence
Research and Development
Organization (DRDO). Its products
are based on seabuckthorn, a
highly nutritious berry found
only in high altitudes, including
the Ladakh region in the state of
Jammu & Kashmir.
Seabuckthorn fruit is
often described as “the
King of Vitamin ‘C’”
with natural goodness
of over 100 nutrients,
eight vitamins, 24
minerals, 18 amino
acids, primary antioxidants, carotenoids,
flavonoids and
Promoter/
essential bio-active
Head of the company:
substances vital for
RISHAV SAHU
growth and body
functions. Leh Berry
Company:
is the only company
Seabuckthorn
in India producing
Beverages LLP
seabuckthorn-based
juices which have several health
benefits such as boosting the
immune system, are excellent
for skin and hair, improve eye
sight and stabilize diabetes.
Seabuckthorn beverages are
manufactured by Leh Berry
in close association with
their internal and external
stakeholders. This underscores
the company’s unique culture and
conveys the permanent balance
between economic performance
and social responsibility. “We have
been working very closely with the
government research scientists to
develop the juices. Our products
are highly appreciated in modern
trade and reputed institutions
in India,” says promoter and
company head, Rishav Sahu.
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ADANI WILMAR

Power

A joint venture of Adani group and
Wilmar International Ltd, AdaniWilmar has become one of the leading
packaged producers and retailers in
the world. Their success product is established under the category of edible
oils and has created a benchmark
for all other companies by supplying
a high-demand Vivo, which is India’s
first oil for diabetes care. Other products of AdaniWilmar are Basmati rice,
pulses, soya, besan, fortune, chakki
fresh atta, etc. Under the leadership of
TK Kannan, AdaniWilmar has 21 manufacturing plants with 25 toll units laid
across the nation.

Brands
Presented here are some of the
most respected and powerful
homegrown brands from India Inc.
Over the years, these have become a
staple in Indian kitchens

ITC

One of India’s foremost multi-business
enterprises, ITC, is established at great heights
today with its portfolio encompassing a wide
range of businesses like consumer products,
hotels, paperboards and specialty papers,
packaging, agri-business and information
technology. The Kolkata-based company
commenced with a vision to sustain its position
as one of India’s most valuable corporation
through world class performance, creating
growing value for the economy and company’s
shareholders. Even after strong competitions
from huge companies such as PepsiCo, HUL etc.
ITC was able to secure a market capitalisation of
$50 billion and gross sales value of $10 billion.
ITC also has a strong presence in tier 2 and tier
3 cities.

AMUL
Amul, an Indian dairy company based in Gujarat,
spurred India’s white revolution and made the
country world’s largest producer of milk and
milk products. Today Amul has become the
largest food brand in India and has ventured into
markets overseas.

BIKAJI

Amul’s range of product comprises primarily of
three segments depending on the temperature,
viz Ambient, Chill and Frozen. Over the years
Amul has been witnessing tremendous growth
in the UHT segment. Amul sells around 400,000500,000 litres of UHT milk and other value-added
products per day. The UHT products have
enabled Amul to position itself as the market
leader in packaged milk segment without the
need of maintaining cold supply chains.
Amul has been achieving a CAGR of more than
18% for the past eight years because of higher
milk procurement, continuous expansion in
markets, launching of new products and adding
milk processing capacities.
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One of the astonishing facts about Bikaji lies
in its saline water, with half of the population
making bhujia and the other half consuming
it. Agarwal, who hails from the town,
produces more than 125 tons of savories
(bhujia, namkeen, papad among others)
and sweets daily in his several factories. His
brand Bikaji has a turnover of Rs.4 billion
(FY2014), with a presence across 20 states.
The snacks produced by the local halwai that
were known by none are now spread across
the market in a range luring packages that are
consumed in India and abroad. Bikaji is trying
to reach new corners of the world with adding
on to their variety list. The company’s frozen
rabdi, rasmalai and motichur ladoos are very
popular in the US and Canadian markets. The
company is also experimenting with selling
restaurant packs, including samosas and
other pre-cooked Indian savouries, to hotels
in North America.

CAVINKARE
With a modest sum of Rs 15,000, a small partnership
firm called CHIK India was established in 1983 to sell
shampoos in sachets. His partners were none other
than his mother and grandmother. With innovation
in his heart and an extensive focus on R&D, he has
led his company to expand from a pure personal
care player to an FMCG conglomerate. Beginning
with a single project, CHIK shampoo, the company
today has a product range spanning across five
categories–personal care, professional care, dairy,
F&B and beverages. With 2.5% of revenue spending
on R&D, such research based positioning has given the
company a competitive edge. The CavinKare Research
Centre is recognised by the Department of Scientific
and Industrial Research (DSIR), government of India.
It is a standalone, state-of-the-art facility spread over
39,000 sq-ft in a spacious campus in Chennai.

DABUR
The brand built by Dr. SK Burman
has become a company dedicated
towards ensuring socio-economic
development of communities.
Putting forward different
participatory and need- based
initiatives has helped the poor and
deprived sections of the society
to become self-reliant and build a
better tomorrow for themselves.
Started as a health care unit,
Dabur has expanded its branches
to food products, personal care
etc. The journey of supplying the
first branded chyawanprash to
launching Real fruit juice in 1996
has been quite spectacular and
challenging.

HALDIRAM
Haldiram’s evolution as a company serves as a motivational
story for budding entrepreneurs. It is a tale of how a smallscale shop Bikaner reached the apex of the market. By
adding moth dal to the popular bhujia, Shivkisan Agrawal
made the popular Indian snack thinner, crispier and tastier.
Ever since then, it has been an astonishing rise for the
business started with Rs.100 capital to a food and snacks
giant with Rs.50 billion turnover. Today, Haldiram has a
presence in over 20 countries and has successfully foughtoff competition from multiple MNCs to come out on top. It
has over 100 products including frozen foods such as ice
cream and kulfi, sweets, cookies, crackers, sherbet, papad,
savories, chips and other snacks. Haldiram’s also
produces fruit-flavoured beverages and dairy
products The company also produces readyto-eat food since 2010. It provides all type
of traditional Indian food and sweets. In the
1990s, the production of potato-based foods was
enabled by the importation of machinery from the US.

RAMDEV SPICES
Ahmedabad has always been the birth place of culture and tradition-based
businesses. One such story that took birth here is that of Ramdev Spices.
No Gujarati meal, or for that matter any Indian meal, is complete without the
blending in of vast array of spices, and Ramdev Spices is one of the oldest
manufacturers in the field in Ahmedabad.
Late Shree Rambhai Patel in 1959, with Rs. 4,000 ventured out to Ahmedabad
and laid the foundation of India’s leading spice brand in a very modest manner.
His son, Hasmukhbhai Patel, then established Ramdev Food Products Ltd.,
scaling up the business to encompass the entire state of Gujarat. Since early
1990s, the company ventured into the ready-to-eat category with its instantmix packets of traditional Gujarati snacks like khaman dhokla and gota along
with popular South Indian snacks like idli, vada, dahi vada, etc. Products that
were once only made in homes are now available in supermarkets.

PRIYAGOLD
Children and adults have grown up savouring
the taste of PriyaGold biscuits, making the
brand synonymous to sweets, chocolates
and baked goodies. The journey of being
India’s favourite biscuit, bakery and chocolate
brand has been long and quite fruitful.
Entering the business in 1994 and scripting
a success story in the biscuit business, the
Noida-based company has since managed
to spread its network all over parts of the
country diversifying in fruit juice and chocolate
segments. The company has its production
unit in Greater Noida, Lucknow (Uttar Pradesh)
Hardwar (Uttarakhand) and Surat (Gujarat)
and a strong network of about 900 distributors
in UP along with penetration in rural areas as
well. PriyaGold has incorporated the corporate
identity “Haq Se Maango” that blends perfectly
owing to their affordable range of prices.
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UNIQUE FRAGRANCES MEETHI IBADAT INSTANT
MIXES
A journey that started with a single
traditional grinding mill has now
become a company with stateof-the-art machinery, hygienically
cleaning and packing products.
The company lays great emphasis
on buying the best raw materials
and using the latest techniques
along with world class machines
to convert them into finished
products. Unique Fragrances
purchase raw materials from the
most reliable, genuine and reputed
suppliers. This ensures that the raw
materials are fresh. The company
has been in the export business for
the past 22 years.

FARGANIC - TEA & HEALTH
GREEN TEA RANGE
The Idea behind Farganic Agro Life
Science Pvt. Ltd came in the mind
of the company’s founding directors during a trip to the US. After returning to India, the brand Farganic
originated with the vision to serve
the community with only 100% organic products as India lacked such
value-added products at that time.
Farganic Agro Life Science Pvt. Ltd
is a company that holds the vision
of reconnecting people to nature,
providing food from their original
sources and free of any chemicals.
Its mission is to provide customers
with the best value products and
provide them with the right information at the time of purchase.

Trending

Products

An introduction to some of the yummy products to
be unveiled at IndusFood-II
SPICE NEST

Spice Nest, one of the largest
manufacturers of peeled garlic, cooking
pastes and pulses in India, has launched
its wide range of pickles. These include
pickled garlic, pickled onion and honey
garlic.

PARLE - NUTRICRUNCH DIGESTIVE BISCUITS

SHREEJI NUT-BUTTER
Shreeji Nut-Butter has launched a new range of peanut butter, which is full of
desired proteins along with their flavoured and delicious smoothie taste. Shreeji
Nut-Butter peanut butter comes in a variety of mouth-watering flavours like Creamy
Peanut Butter, Crunchy Peanut Butter and Chocolate Peanut Butter. As the company
maintains the highest standards of hygiene during the manufacturing process, its
products are prepared using international branded machinery. Over the years, it has
expanded production capacity with the increase in demand for its products and has
plans to enhance it further as per the future requirements.
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Parle Products started its journey in 1929 with its confectionary brand. It was founded by Mohanlal Dayal. Since then it
has come a long way. The company has launched successful
products like Hide & Seek, Melody Chocolaty Toffee and Parle-G.
Parle proudly houses over 40 brands across five categories:
biscuits, confectionary and chocolates, snacks and rusks. It has
also recently forayed into the pulses category with Fresh Harvest. Parle has come up with a new product ‘Nutricrunch Health
Range’. It comprises of four varieties of biscuits. Nutricrunch
Classic Digestive biscuits are enriched with jowar. Its high dietary fibre content aids in better digestion and a lower GI biscuit
helps manage blood sugar levels. It is rich in antioxidants, which
avoid damage to cells.

DARJEELING ORGANIC TEA

The pack contains organic tea cultivated
in lush green plantations. The product is
additionally packaged in aluminium foil
to best preserve its quality and aroma.
It comes with a convenient zip lock for
protecting the quality post opening of the
packaging. Premium Assam Tea comes
in full bodied brisk and bold flavours. For
many of us, how good or bad our day
goes is often linked with how we start it
over a cup of simmering hot tea. Working
with the vision of sustaining a business
model that is both socially and culturally
responsible, the company has come up
with twin organic based products.

Mystique Darjeeling Fairtrade
White Tea

LEMZA FINE FOOD PVT. LTD.
Lemza Fine Foods has changed the dynamics of India’s favourite snack,
samosa. The simple and humble samosa, whose aroma drives one and
all to the local halwai shops, is now packaged for the international buyers.
It can be opened, fried or air-fried and served as a tea time snack. What is
more, spicy mashed potato is not the only filling you will find in a Lemza
samosa. Therefore, don’t be surprised if you have your mouth filled with
taste of cheese and jalepeno, cheese and corn or pizza filling in your next
bite of the snack! The company is keen to spread the authentic taste of
India regions through its variants by providing its customers with unique,
mouth-watering flavours. Other than samosa, Lemza will also be launching
a variety of flavours in spring rolls, pop-ons, tikki, and much more.

Like the early spring breeze this is a
delightful, sweet and aromatic tea with
silvery greenish liquor and a unique
flavour. Crafted with minimal processing,
the tea is high in polyphenols that
strengthen the body’s immune system.
The product has green silvery leaves
giving light yellow liquor with orange
overtones. Since the tea is marketed as
a health beverage, it is a must have for
health freaks.

PINK CITY MILLS - PCM CHEF SIGNATURE
The people living far from the Indian Subcontinent usually
know Rajasthan for its deserts and palaces. But that isn’t
what it is all about. Rajasthan has a diverse culture and
a variety of cuisines that changes in flavour from one
district to another. The only way people will know about
the extraordinary foods and spices of the state is if they
are produced and sent for consumption outside the state.
Pink City Mills is Rajasthan’s leading food company. Their
quality is appreciated all over the state. The company has
attained continuous success by introducing new highquality products as per consumer demand. For instance,
the company launched a new range of spices very
recently. Pink City Mills keep researching and developing
products for the dining table. It aims to provide consumers
with a perfect blend of spices from not only Rajasthan but
also India. The company doesn’t just make condiments
but also make specific masalas and spice rubs for
particular dishes, so the experienced or budding chefs,
alike, don’t have to go through the trouble of sourcing for
one spice in the supermarket. For instance, Pink City Mills
doesn’t want chefs to stop preparing Rogan Josh just
because of the lack of the right cinnamon powder. The
company even dries tomatoes and mint to make powders.

JAYKAS FOODS PRIVATE LTD
Grami Miloodles is a complete organic
healthy millet food from the house of
Jaykas foods Pvt. Ltd and comprises of a wide
range of healthy and delicious millet noodles.
These millet noodles are available in four different
flavours, viz. ragi millet, foxtail millet, little millet
and multi-millet noodles. These are noodles made
out of different millet varieties along with whole
wheat, which makes them healthy as well as
tasty. Millets are known for their multifold health
benefits. They are known to protect against heart
diseases, prevent type-2 diabetes and much more.
Grami Miloodles are free of artificial colouring,
flavours, preservatives and MSG. These natural
millet noodles are rich in nutrients like proteins,
dietary fibre and carbohydrates, and are also low
in fat content. Filled with all these smart nutrients,
Grami Miloodles will keep you going for hours. It is
an all-natural treat for the entire family.

F r e s h - T h e

SUNSHINE TEA

As a brand, Sunshine Tea has made a
name for itself among the leading suppliers
of tea in India. It has now come up with a
new product offering, “tea sticks”. These
sticks are an innovative and convenient
approach to modern day tea brewing and
constitute an interesting innovation for
the tea enthusiast. The stick works like
an infuser and allows you to control its
intensity. You cannot enjoy the same fine
tuning of your cuppa with the traditional
tea bag. However, the 484 holes on
the aluminium surface guarantee a full
infusion and flavour of the tea leaves. The
ample space in the tea sticks allows the
tea leaves to bloom to their full capacity
without any space constraint when it is
dipped in hot water. Moreover, you do not
need a spoon to stir your cup of tea if you
decide to add sugar as the stick would
come in handy. It is very convenient to use
and makes for a great cup of tea.
Each tea stick contains 2.5 grams of the
finest leaf teas encased in food grade
pure aluminum foil. The tea is of the finest
quality: full leaf, full bodied, mountaingrown, aromatic and 100% pure with no
artificial ingredients.

I n d u s F o o d

C h r o n i c l e

2 0 1 9

35

Insights
AN OVERVIEW OF THE KEY STEPS BEING TAKEN BY THE WORLD’S FASTEST-GROWING MAJOR
ECONOMY TO EXPAND ITS F&B INDUSTRY AND GROW EXPORTS

Organic Food Certification: Validating
Highest Standards of Quality
Gone are the days when
hybridised products and heavy
uses of pesticides for higher
yield were seen as important.
It no longer matters how much
is produced, as it is now the
quality that matters. Today,
the buyers are sensitive to
the quality of the product
they pick-up from the shelf.
They cross-check twice about
everything that goes into the
plant or meat product that they
consume.
In order to meet international
standards, two bodies
were formed to identify
organic products. The first is
Agricultural and Processed
Food Products Export
Development Authority
(APEDA) for implementing
the National Programme on
Organic Production (NPOP),
founded in 2001. Another

Future Flavour: Expanding the Market for Value-Added F&B
The Agriculture Export Policy, 2018 envisages an
increase in India’s export from $30 billion at present
to $60 billion. Value-added F&B products will play a
crucial role in achieving this target. At present India’s
export basket is more concentrated on commodities,
52% of which comprises of marine products
($5.8 billion), meat ($4 billion) and rice ($6 billion).
The share of India’s high-value and value-added
agriculture produce in the total agriculture export
basket is less than 15%, which is significantly lower
than the case of US (25%) and China (49%). Likewise,
out of the entire export of organic products, only
5.5% of organic food export is processed.
To cite an example, less than 4% of cashew exports
are in value-added form though India exports good
quantity of cashew to the world. There is great

scope for cashew apple jams and pastes, flavoured
cashew and many more innovative products.
If we look at another scenario, Europe’s biscuit
import in 2017 was $3.7 billion. India’s export was
a minuscule $1.2 million. In 2017, India’s share in
Europe’s sweet biscuits import is 0.0003%. If we
could take it to 5%, it could bring $183.9 million of
additional revenue by simply processing wheat and
sugar. Likewise, shrimps are exported to Vietnam at
$7.4 per kilo and are processed to be resold to the
ASEAN market, like a pack of 100 grams in smiled
black bean sauce at a much higher price. Enhanced
emphasis on creating processed food for global
mainstream market, as well as creating India as a
potential supplier of competitively private label food
products will open the doors for the global audience.

Food and Agri Export Statistics
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Details

Value

Food & Agri Export (Current)

$30 billion (AEP, 2018)

Food & Agri Export – 2022

Target- $60 billion (AEP, 2018)

CAGR

14.9%

Value-Added F&B Export 2017-18

$6.4 billion (21.3% of $30 billion) (MOCI)

Value-Added F&B Export 2022-23

$12.8 billion (CAGR of 14.9%)
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certification body, known
as the National Centre for
Organic Farming (NCOF), for
implementing the Participatory
Guarantee System in India was
formed in 2016.
NPOP defines the regulatory
mechanism and is regulated
under two different acts
for export and domestic
markets. NPOP notified
under the Foreign Trade
Development and Regulation
Act (FTDR) looks after the
export requirement. It has
been granted equivalence by
EU and Sweden. The US Dept
of Agriculture (USDA) has
also accepted the conformity
assessment system of NPOP.
Due to this, the product
certified by any Indian agency
under NPOP can be exported
to Europe, Sweden and the US
without re-certification.

Taking Ethnic
Foods to the World
Indian ethnic food is extremely
popular with the Indian community
spread all over the globe. It
primarily caters to this population
through RTE and RTC food
products such as gulab jamun,
masala paneer, etc. In 2018, India
exported ethnic food worth $114
million. This is the reason why
the Agriculture Export Policy lays
great emphasis on its promotion,
projecting growth of $200 million.
The policy also identifies potential
markets for the growth of Indian
ethnic foods as the US, Australia,
Canada, UAE and Nepal. In the
recent past, several Indian brands
catering to the gastronomic
requirements of nearly 31 millionstrong Indian diaspora have
emerged. This market has high
growth potential as there are over
4 million Indians living in the US,
over 2 million in Malaysia, over 1
million in Canada, over 2 million in
Saudi Arabia to cater to. Currently,
value-added products from India
find buyers in these countries.

Indian
Sellers

WTO Members Predilected Towards Trade
Restrictive Measures
annual overview.
Increase in trade restrictive steps
will not be ameliorating for India
as it would impact exports growth
of the country. The process to
promote outbound shipments
helps not only in earning foreign
exchange and boost economic
activities but also creates
employment opportunities. Since
2011-12, India’s exports have
been hovering at around USD 300
billion. During 2017-18, shipments
grew by about 10% to $303 billion.

Restrictive trade measures
including tariffs and import
duties rose sharply over the
past year. This could threaten
global economic growth, trade
and jobs, according to the
World Trade Organization. In
the recent past, WTO members
applied 137 new trade-restrictive
measures during the year that
ended in October, up from 108
in the corresponding period the
previous year, reported by the
Geneva-based organisation.

During the same period,
however, WTO members also
implemented 162 measures
aimed at facilitating trade,
including eliminating or
reducing tariffs and simplified
customs procedures for
imports and exports. Close
to 14 trade-facilitating
measures per month were
notified by WTO members, an
increase from an average of
11 measures in the previous

Golden Tips Tea
Our company is
home to the finest
Indian teas from
Darjeeling, Assam,
Nilgiri, Sikkim, etc. in
varied and innovative
packaging and assortments. With a range
of over 300 kinds, we are very active in
online sales, B2C and B2B. Also, we sell
filter paper, nylon teabags and bulk teas,
including private labels. IndusFood is a
good platform to promote our tea.

The developing economies
are now facing a reduced
export demand for their goods
and services for two distinct
reasons. One is the world
capitalist crisis, which entails a
reduced aggregate demand in
the world economy and hence
reduced aggregate exports for
all countries taken together; the
other is the protectionism of the
major developed economies like
the US, which, by garnering for
that country a larger share than
it would have otherwise had
of this reduced world market,
leaves correspondingly less
for others.

the largest in the world.
Bilateral Audiovisual Services
Trade: India-CIS
India’s entertainment sector has
historically enjoyed a special
appeal in CIS countries, especially
Russia, as the Indian cinema
enjoyed access to markets
of the erstwhile Soviet Union.
Specific areas of interest to
India lie primarily in animation,
broadcasting and telecasting
services apart from exporting
motion films. Personal, cultural,
and recreational services export
by India was recorded at $1.46
billion in 2017, out of which
audio-visual services export is

Puressenz
Puressenz is
an integrated
culmination of
Purity and Essence
embodying the
promise of being
closest to the nature and purest to
its form, wholesome in each of the
products. We hope to export of Apple
Cider Vinegar, Lup-Tup Health Drink,
wooden cold pressed edible oils, Toffees
and Appalam. IndusFood is a gateway
to explore export opportunities and
showcase our products to global buyers.
PRINCE, Managing Director

valued at $440.8 million and the
other related recreational nonaudio-visual services were valued
at $1.02 billion. CIS imports of
personal, cultural and recreational
services were valued at $ 1.70
billion in the same year, of which
Russia alone imported $ 1.44
billion. India is a net exporter in the
audio-visual services with a trade
balance of $210.6 million.
TPCI is moving ahead to tap the
immense potential that India
needs to negotiate and push
for audio-visual services export
beyond reciprocal support of the
national film festivals to the CIS
countries, primarily Russia.

Audiovisual services trade data of CIS countries
Country
Commonwealth of
Independent States (CIS)
Aggregation
Georgia

Balance value in 2017 ($
Mn )

Gulabs Products
We haven’t started
exporting yet, but we
have begun receiving
enquiries for khakhras,
syrups, masalas and
lemon pickle. Through
IndusFood we expect to be associated
with the best buyers from across the
world and have a mutually benefiting
long term relationship with them.
RUCHIKA GUPTA, Vice President

Export of Audiovisual Content to CIS Countries
The audiovisual services sector
is among the fastest growing
in the Indian economy. It’s
a well-known fact that India
is the largest film producing
country in the world. As per
CBFC, in 2015 alone the country
produced 1,602 feature films
in several languages. Besides,
on an average, it also produces
more than a thousand short
films annually in 52 different
languages and dialects. Similarly,
India’s music industry is one
of the largest in Asia. It is also
one of the largest producers of
original entertainment software.
Indian radio & terrestrial
broadcasting network is one of

MADHAV SARDA, Founder

Exported to the world
value in 2017 Balance in
value in 2017 ($ Mn )

Imported from the world
value in 2017 Balance in
value in 2017 ($ Mn )

-599.19

242.24

841.43

3.15

7.77

4.62

Azerbaijan

0.07

0.23

0.16

Republic of
Moldova

-0.75

3.31

4.06

Armenia

-2.60

4.28

6.88

Belarus

-8.80

11.00

19.80

Ukraine

-39.00

15.00

54.00

Kazakhistan

-42.53

0.28

42.81

Russian Federation

-508.73

200.38

709.10

Tit-Bit Foods (India)
Pvt. Ltd.
Tit-Bit Foods (India)
Pvt. Ltd. has been
manufacturing and
exporting all kinds of
whole, ground and
blended spices for 34 years. We export
to the US, Europe, Canada and West
Africa. IndusFood will help us to meet
new people/companies who can be
our long term associates.
VIJAY DOSHI, Executive Director

Hayath Foods
We export Alphonso
mango pulp,
Totapuri mango
pulp & concentrates,
white guava pulp
and concentrates,
pink guava pulp, red papaya puree and
concentrates and tomato paste to more
than 25 nations. At IndusFood we are
targeting new buyers from juice companies,
dairy companies, Ice cream manufacturers,
non-alcoholic beverage manufacturers.
MR. SYED TANZIL AGA,
Managing Partner

G S Food Products
At present, G S Food
Products is exporting
pulses, flour products,
rice, flattened rice
and gram flour to a
few nations in Africa.
IndusFood connected us to new buyers
at the show to expand our horizon,
promote our trade and that of India per
se through the event.
ASHISH AGGARWAL,
Business Head

*Source – ITC Trademap
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Inter-State Agricultural Trading Commences with e-Nam

India Looks to Start 1,000 Clusters
for Organic Farming
India is planning to set up around 1,000 organic farming clusters under the centre’s Pramparagat Krishi Vikas Yojana (PKVY). The Government is also planning
to enter into an MoU with an Israeli company to create
a Centre of Excellence (CoE) in organic farming. This
facility will be set up at the Government’s Kodar agricultural farm in Goa and would provide support, training and best practices in organic farming. These CoEs
will be for two distinct facilities, regional council and
service providers. The service providers will be tasked
with organising farmers, providing requisite support
and demonstrating methods of organic cultivation.

At the beginning of 2019, the Prime
Minister’s flagship program, e-NAM
commenced inter-state trade
between wholesale agriculture
markets of two different states.
Earlier, trading used to happen
either within the Agriculture Produce
Market Committee (APMC) or
between two APMCs situated within
the same state. The first inter-state
transaction in tomatoes was carried
out between trader of Bareilly
e-NAM APMC of Uttar Pradesh and
farmer of Haldwani e-NAM APMC of
Uttarakhand. To facilitate inter-state
trade between the e-NAM states, Ministry of Agriculture & Farmers’ Welfare conducted series
of coordination meetings with concerned states and officials of agricultural markets. We look
forward to a good amount of inter-state agricultural trading happening in the near future!

India to Promote
Organic Culture
Among Women
The Government plans to
encourage Indian women
entrepreneurs and
farmers to connect with
more buyers and, thus,
empower them through
financial inclusion, while
promoting organic
culture in India. The
Government also aims
to educate people about
its various initiatives
and schemes relating to
women and children. It
is doing so by organising
events showing over
1,000 varied organic
products, including fabric,
wellness, grains, seeds,
jewellery and bakery
items.

Working Towards a ‘Blue Revolution’
to Enhance Fish Production
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India’s newly approved Agriculture Export Policy, 2018 seeks
to double agricultural exports from the present $30 billion
to $60 billion by 2022 and reach $100 billion in the next few
years, to diversify export basket, destinations and boost
high-value and value-added agricultural exports including
focus on perishables, to promote novel, indigenous, organic,
ethnic and non-traditional agricultural products, institutional
mechanism for pursuing market access, tackling barriers, to
strive to double India’s share in world
agriculture exports by integrating
with GVC and enable farmers
to get benefit of export
opportunities in overseas
markets. The policy
envisions to harness
the export potential
of Indian agriculture,
through suitable policy
instruments and make
India a global power in
agriculture and double
farmers’ income by 2022.

India, Brazil to Collaborate on
Improving Native Cattle Breeds

Keeping in view of potential fisheries resources
in aquaculture, inland fisheries, coastal & marine
fisheries and substantial scope of export
augmentation, the Indian government is implementing
various developmental schemes under the umbrella
of ’Blue Revolution Scheme‘ for overall development of
fisheries sector, including enhancement of production
and productivity, improving the livelihood of the fishers
and welfare of fishermen. A dedicated Fisheries and
Aquaculture Infrastructure Development Fund (FIDF)
worth Rs.75.22 billion is also being set up to fill the
large infrastructural gaps in fisheries sector in the
country through developing infrastructure projects
such as fishing harbours and fish landing centres, fish
seed farms, fish feed mills and plants, setting up of
disease diagnostic and aquatic quarantine facilities,
creation of cold chain infrastructure facilities. India is
on course to become bluer!
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India Seeks to Double Export Target
with New Agri Export Policy

Representatives of India and Brazil recently held
discussions with the objective of promoting
technical cooperation between the two countries
to increase the productivity of indigenous (native)
cattle breeds. It was discussed that by adopting
modern breeding technologies like embryo transfer
technology (ETT), In Vitro Fertilization (IVF), sexsorted semen production, etc., and implementing
scientific breeding programmes, the productivity
of Indian indigenous (native) breeds can be
increased. And for the same, the genomic chips
developed by Brazil would prove effective. Four
Animal Breeding Centres of Excellence (COE) will
be set up for ETT, IVF, sex-sorted semen, genomics
and training of skilled manpower. These centres
will not only serve as training centres but also work
as centers of research and development. India
looks forward to greater yield of milk with a little
Brazilian help!
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International
Buyers

India Takes Steps to
Promote Sustainable
Farming

I promote ‘Make
in India’ products
to the world and I
believe that India
can compete with
other countries at
all levels.

To make agriculture more adaptive and
resilient to climate variability as well as
to reduce carbon emission, initiatives like
crop diversification programme under
Rashtriya Krishi Vikas Yojana (RKVY),
National Food Security Mission (NFSM)
and Bringing Green Revolution to Eastern
India (BGREI) are being implemented by
India. Other supporting programmes, viz.
Soil Health Card (SHC), Paramparagat
Krishi Vikas Yojana (PKVY), Mission
Organic for Value Chain Development
for North East (MOVCD), Rainfed Area
Development (RAD), Sub-Mission on
Agroforestry (SMAF) and National Bamboo
Mission (NBM) are also being implemented
under the National Mission for Sustainable
Agriculture (NMSA), which is one of the
eight missions under the National Action
Plan for Climatic Change (NAPCC).

HERMAN CLAASSENS, Founder/CEO,
Australian Culinary Foods Pvt Ltd

India is a growing
economic power. It
has a rich agricultural
fortune. We have
imported Chai Karak
from Senso Foods.
We hope to get more
business from Indian companies
at IndusFood.
MOHSEN S. A. ZALLOUM,
Owner and Chairman,
MZalloum International Trading Co.

India is a unique
country with many
cultures and traditions and yet she is
ONE. We are looking
forward to import
different Indian food
items because they are of good quality
and available at affordable prices.
MOHINDER MALIK, Director,
Pick Buy N Save,Tema, Ghana

Export of Herbs, Value-Added
Medicinal Extracts Registers Increase

RCEP to Provide Access
for Indian Goods and
Services Exports
The Regional Comprehensive Economic
Partnership (RCEP), which is a proposed Free
Trade Agreement between ten ASEAN member
states and their six Free Trade Agreement (FTA)
partners, viz. India, Australia, China, Japan, New
Zealand and South Korea, is expected to provide
market access for India’s goods and services
exports and encourage greater investments and
technology into India. It would also facilitate India’s
MSMEs to effectively integrate into the regional
value and supply chains. Apparently, the long
standing dispute seems resolved for the moment!

The export of herbs and value-added extracts of
medicinal herbs from India is increasing over the years.
The country exported $330.18 million worth of herbs
during 2017-18 with a growth rate of 14.22% over the
previous year. Also, the export of value-added extracts
of medicinal herbs or herbal products during 2017-18
stood at $456.12 million, recording a growth rate of
12.23% over the previous year. The total world herbal
trade is currently assessed at $120 billion. India’s share
in the global export of herbs is low due to reasons
like inadequate agricultural practices, inadequate
quality control procedure, as well as lack of regulatory
framework in trade of medicinal plants. The land of
Ayurveda is reaching out to the world!

India, Japan Ink MoU for Development of Advanced Model Single Window

The Indian Government has
approved the Memorandum of
Understanding between India
and Japan on Development
of Advanced Model Single

Window. The MoU would
lead to cooperation between
India and Japan on the
development of ‘Advanced
Model Single Window’ and its

operationalisation in Central
and State Governments in
India for taking administrative
procedures necessary for
business operations, and
to develop a structure in
which those procedures are
completed in an expeditious
manner, so as to accelerate
India’s effort to promote easy
trade in India. The ‘Advanced
Model Single Window’ is
based on the best practices
in and outside of India, with
measurable parameters and
identify possible obstacles for
the establishment of the Single
Window in India facilitating
investments. Central and State
Governments are poised for
more streamlined working!
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India is a vibrant
country with huge
investment opportunities. I think 70%
of its potential for
exports is not yet utilized by neighbouring
countries due to lack of awareness.
RAVI KALIMUTHU | Managing Director,
Jamal Trading Company, Kuwait

India is one of the
leading producers
of agri products in
the world for several
important food and
beverage segments.
Jumbo is now
buying tea, basmati rice, gherkins and
spices directly from India.
ROCHÉ ARTS, Buying Manager
Private Label, Veghel, Netherlands

India being the
world’s second
largest market, it is a
land of opportunities.
Logistics Worldwide
Express (LWE) is
keen on exploring
partnership opportunities to promote
‘Made in India’ brands abroad.
NG SHERN YAU | COO, Logistics
Worldwide Express (HK) Ltd

I foresee a lot of
positive action
between IndiaOman food relations
and IndusFood is
playing a pivotal
role.
PANKAJ KHIMJI, Director
Khimaji Ramdas (Oman)

IndusFood will
emerge as a platform
to discuss & establish
strategic long term
relationship between
India & UAE.
HE. KHALIFA AL ALI, Director General
Abu Dhabi Food Security Centre (UAE)
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Agriculture to boost

India’s trade surplus?

India’s agricultural trade surplus recorded a more than ten-fold increase between 1991-92
and 2013-14. But, after three years, between 2013-14 and 2016-17, agricultural exports fell
by 22% while imports increased by 62%. As a result, the trade surplus has fallen by 70%.

H

ow can the tide be
reversed? What steps
need to be taken to boost
India’s trade surplus?
To know the answer, let
us first take a look at the trends in
agri-trade, both exports and imports,
during 2004-05 to 2016-17.
Broadly speaking, both agri-exports
and imports have increased
substantially since 2004-05. India’s
agri-trade increased from US$14
billion to US$59.2 billion between
2004-05 and 2016-17. As a share of
agri-GDP, it increased from 11.1% in
2004-05 to 16.7% in 2016-17, after
peaking at 19.6% in 2012-13, reflecting
the increasing integration of Indian
agriculture with global markets.
Interestingly, between 2004 and 2014,
the agri-trade surplus surged sevenfold, from US$3.6 billion in 2004-05
to US$25.4 billion in 2013-14, but
then fell dramatically by two-third,
touching US$8.2 billion by 2016-17.
This falling agri-trade surplus was
the result of falling exports and rising
imports. Agri-exports, after peaking
at US$42.9 billion in 2013-14 fell to
US$33.7 billion in 2016-17, while
imports kept rising from US$ 17.5
billion in 2013-14 to US$25.5 billion
by 2016-17. This fall in agri-exports
was primarily due to significant fall in
exports of cereals (especially wheat
and maize), cotton, oilseeds complex
and, to some extent, bovine meat.
This, in turn, was largely due to a
steep fall in global prices on one hand
and restrictive export policies on the
other. To cite an example, the global
prices of wheat, maize, soybean, and

cotton fell by 47%, 39%, 25% and 18%,
respectively, during 2013-16. The FAO
food price index fell from 209.8 in
2013 to 161.5 in 2016. Export policies
for pulses, oilseeds/edible oils, several
vegetables, etc. were restrictive.
Nevertheless, exports of fish-seafood,
and fruits-nuts-vegetables (mainly
guavas/mangoes, grapes, cashew
nuts, onions) have been growing
steadily touching US$5.8 billion and
US$ 3 billion, respectively, in 2016-17.
Agricultural imports have been rising

Number facts
$14 Bn-$59.2 Bn
India’s agri-trade grew
between 2004-2017

Agri GDP
Increased from
11.1% to 16.7%
from 2004 to 2017

Agri and
processed food
exports between
Apr-Oct 2018

$21.61 Bn

continuously since 2004-05. Edible
oils (US$11.3 billion), pulses (US$4.3
billion), and fruits, nuts, vegetables
(US$3.1 billion) together touched
US$18.7 billion out of a total agriimport of US$25.4 billion in 2016-17.
Mr. Suresh Prabhu, the Minister
for Industry and Commerce, had
upon taking charge of the ministry,
expressed his resolve to expand
export to reverse this trend.
Thereupon, the Ministry worked on a
strategy to ‘revitalize’ India’s exports
and came up with the Agri-Export
Policy having well-defined sectoral,
commodity and territory specific
export strategy after consultation with
“different ministries and stakeholders”
like TPCI, which was part of several
such meetings and presentations
made to the officials of various
concerned ministries.
Raising agricultural exports to first
narrow down the difference and then
boost trade surplus requires several
steps to be taken, many of which will
come into effect after proper and full
execution of Agri-Export Policy.
The most important step that has
been incorporated in the Agri-Export
Policy is focus on contract farming on
a medium-to long-term basis. Proper
laws need to be framed so that farmers
do not feel threatened in giving their
lands for contract farming. Further, it
is essential to develop efficient global
value chains and liberalize land lease
markets across India.
Raising agricultural exports requires

If the farmers’ income
needs to be doubled, as
envisaged by Prime
Minister Narendra
Modi, the middleman
dependence needs
to be minimized to
the extent possible,
and exporters and
processors must
be encouraged to
buy directly from
farmer-producer
organisations (FPOs).

the government to unburden policy of
consumer bias. A balance should be
struck between meeting the needs of
food-insecure consumers and incomeinsecure farmers.
If the farmers’ income needs
to be doubled, as envisaged by
Prime Minister Narendra Modi, the
middleman dependence needs to
be minimized to the extent possible,
and exporters and processors must
be encouraged to buy directly from
farmer-producer organizations (FPOs).
There is need to create the back-end
infrastructure so as to enthuse foreign
and Indian companies to invest in
processing and packaging in a big
way. Infrastructure also needs to be
put in place for global and domestic
value chains, ranging from produce
aggregation to its sorting and grading,
packaging, storing and linking the
farmlands to ports export markets.
Focus on infrastructure related to
technology build-up, in cold-chains and
storage, warehouses, food processing
set-ups, value addition, and disease
resistance, dehydration is required
besides providing incentives for
mechanization in farming, horticulture
and marine technologies.
Focus on organic farming, on which
the Agri-Export Policy lays great focus,
will be important to increase exports.
There is still great uncertainty about
the rules and certifications related
to organic farming, which needs to
be eased and brought under singlewindow.
Focus on branding on key produce
that is specific to India will be required
if we are to promote Indian branded
produce to the world.
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