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Disclaimer

This presentation may contain forward-looking statements, which may be identified by their use of 
×ÏÒÄÓ ÌÉËÅ ȬÐÌÁÎÓȭȟ ȬÅØÐÅÃÔÓȭȟ  Ȭ×ÉÌÌȭȟ  ȬÁÎÔÉÃÉÐÁÔÅÓȭȟ ȬÂÅÌÉÅÖÅÓȭȟ ȬÉÎÔÅÎÄÓȭȟ ȬÐÒÏÊÅÃÔÓȭȟ ȬÅÓÔÉÍÁÔÅÓȭ ÏÒ ÏÔÈÅÒ 
words of similar meaning. All statements that address expectations or projections about the future, 
ÉÎÃÌÕÄÉÎÇ ÂÕÔ ÎÏÔ ÌÉÍÉÔÅÄ ÔÏ ÓÔÁÔÅÍÅÎÔÓ ÁÂÏÕÔ ÔÈÅ #ÏÍÐÁÎÙȭÓ ÓÔÒÁÔÅÇÙ ÆÏÒ ÇÒÏ×ÔÈȟ ÐÒÏÄÕÃÔ 
development, market position, expenditures, and financial results, are forward-looking statements. 
Forward-looking statements are based on certain assumptions and expectations of future events. 
The Company cannot guarantee that these assumptions and expectations are accurate or will be 
ÒÅÁÌÉÚÅÄȢ 4ÈÅ #ÏÍÐÁÎÙȭÓ ÁÃÔÕÁÌ ÒÅÓÕÌÔÓȟ ÐÅÒÆÏÒÍÁÎÃÅ ÏÒ ÁÃÈÉÅÖÅÍÅÎÔÓ ÃÏÕÌÄ ÔÈÕÓ ÄÉÆÆÅÒ ÍÁÔÅÒÉÁÌÌÙ 
from those projected in any such forward-looking statements. The Company assumes no 
responsibility to publicly amend, modify or revise any forward looking statements, on the basis of 
any subsequent developments, information or events.



In India, FOOD is culture



We live to eat and not just eat to live



For Indians, FOOD is a collective experience
It is about sharing and bonding



Right from the farms where neighbors, kith & 
kin join hands in tilling, sowing and harvesting 

of crops



¢ƻ ƘƻƳŜǎΧǿƘŜǊŜ ƛǘ ƛǎ ŀ ƭŀōƻǳǊ ƻŦ ƭƻǾŜ



¢ƻ ǘŜƳǇƭŜǎΧŀǎ ƻŦŦŜǊƛƴƎǎ ǘƻ ǘƘŜ DƻŘ



Food is nostalgia and also an aspiration



It is a need for sustenance but also 
becoming a status symbol



As Indians, 
a lot of 

importance is 
given to food 

as 
we are, 

what we eat



We believe we are best placed to 
create a food and FMCG 
ŎƻƳǇŀƴȅΧ 

Because only an Indian company 
can understand the Indian thali 
the best!





Serving India not just to 
win market share and 

mind share but also heart 
shareΧ



Food Consumption in India was $135 billionin 2000
By 2010it became $328 billion

By2020 it will become $895 billion



A new generation is coming of age
Over 60%of the population is under the age of 29

These millennialsare developing new habitsand 

consumption behavior



And we at FCEL are ready to serve them



Vision:
To grow into a 

Rs 20,000 Cr. organization by 2021

Aided by Future GroupΩs ambition to operate 360 hypermarkets and 
4000 small format stores by 2021



Today, we are present in multiple brands

across multiple categories 

Å Juices & Beverages

ÅWafers

Å Frozen snacks

Å Ready to eat snacks

Å Ready to cook mixes

Å Sauces, condiments

and dips

Å Frozen fresh

Å Pulses 

Å Rice

Å Edible oils

Å Oils

Å Dry fruits

Å Flour 

Å Spices

Å Dairy 

Å Bakery & 

confectionery



Today we have 

27brands in 

64categories  



Center of the plate brands



Value added oils, dry fruits


