


India is an ancient food culture with deeply 
entrenched habits and preferences

West

India



India interacts with food in an unstructured, multi-
sensory, multi-textured way. We are circular eaters

vs.



Indian homes and personal care regimes are heavily 
influenced by cultures and beliefs that go back 

thousands of years



Palates, foods, and eating habits are hard to 
understand, and even harder to shape. 

We encompass over 3000 castes, 6 major religions, 21 spoken 
languages and 6 climatic zones. With 189 fasting days in a year on an 

average, India needs to be understood on its own terms
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Our deep understanding of evolving Indian consumers, 
The Consumer Shastra, informs our thinking



A customer and culture led organization, we study India 
obsessively - its consumers and changing landscape



We believe it takes an Indian company to best understand 
and serve Indian kitchens, homes, and aspirations



A new India has emerged within a generation: From an 
era of scarcity to one of opportunity and abundance



More than 670 million Indians today have been born in 
the post-liberalisation era (1990 onwards) 



India is still an under-branded economy - with 1.3 
billion peoplewho are only just beginning to consume



Patanjali, Epigamia, Paper Boat ς
Are new age FMCG brands 



The Indian kitchen has changed significantly. New 
technologies, gadgets, diets, fads, have had an impact. 
The kitchen is a space not only for chores but also for display.



New influencers, food bloggers, gourmet chefs, 
YouTube celebrities, avant-grade restaurants

speak a new languageΧ



Across all sections of society, roles and responsibilities 
are evolving, negative labour is being eliminated. 

Women are no longer chained entirely to domesticity



Other FMCG  companies were created in a different 
era for a different India.

We understand the NEW India, and the NEW
Fast Moving Consumer Generation - FMCG 2.0



We believe that a new benchmark can be created to 
succeed in a new India, with FMCG 2.0

We need to rewrite rules but retain valuesto win



Importantly, modern retail is the fastest growing 
distribution channel, catering to a new generation of 

consumers



Presenting

FMCG 2.0
For the Fast Moving Consumer Generation





Future Consumer Limited (FCL):
A new age Food and FMCG company for a new era



We are building brands to acquire the lifetime value 
ƻŦ ǘƻŘŀȅΩǎ Cŀǎǘ aƻǾƛƴƎ /ƻƴǎǳƳŜǊ DŜƴŜǊŀǘƛƻƴ



For Non-dairy lovers!

Celebrating the undying love & 
unabashed pleasure pursuits of tasty 

food

The belief in doing and proactive 
choice-making that leads to positive 

approach to living

Nurturing the foundations with love 
that is infused in every home cooked 

meal

Welcome to the Sunkist Life of fresh 
fruits & flavors from nature!

Bringing the goodness of oats to you & 
introducing oats as LƴŘƛŀΩǎ оǊŘ ƎǊŀƛƴ

A brand with wholesome approach to 
nutrition and life with its range of 

organic staples 

A flour and convenience brand that 
celebrates the diversity of Indian 

communities

Bringing deliciousness from all over 
India to your plate



The latest, lightest, flakiest, airiest 
snack known to mankind

Wholesome daily essentials with 
untouched goodness of nature

Happy endings for a sumptuous meal

Savour the goodness of Dairy & Bakery 
products that are made not 

manufactured

You've never experienced vegetables 
like this

Discover the master chef in you with 
these magic mixes!

Healthy & great-tasting baked snacks 
from around the world

A premium gourmet gifting chocolate 
brand that celebrates & welcomes new 

moments

Bounty of season's freshest vegetables 
made available through out the year



Stay beautiful on the go with Kara's 
refreshing, skin care & beauty wipes

Beauty brand with unique fusion of 
exotic Swiss ingredients & Indian 

botanical extracts

Grooming gear to glam yourself up 
everyday

Soap's Time Is Up. Don't think soap, 
ThinkSkin

Cleaning is not about waging a war 
against dirt, it is an act of purification

Infuse specialness in the everyday

Smart solutions for a well-managed 
home

Products that provide motherly care in 
the early years for a brighter and 

happier baby

A lifestyle brand of home fragrance & 
spiritual needs products



Desi Atta 
Company

A core ingredient in Indian cooking

With over 50 types of authentic ŀǘǘŀΩǎ 
and ready mixes, made from various 
regional millets, pulses and grains, the 
brand makes ancient grain wisdom and 
its health ōŜƴŜŦƛǘǎΣ ǊŜƭŜǾŀƴǘ ǘƻ ǘƻŘŀȅΩǎ 
lifestyle.

From single grain flours, to ready mixes-
Desi Atta company has seasonal, fasting 
and festive offering ŦƻǊ LƴŘƛŀΩǎ diverse 
food palate.

Our studies show that if a customer has 
bought, Desi Atta once, there is a 55 % 
chance of repeat

Also introducing Beetroot flour, Sprouted ripe grain flour



Tasty Treat

For mindless snacking, 
munching and sipping. 

From biscuits to namkeens, from juices to 
sherbetsΣ ŦǊƻƳ ŎǳǘǘƛƴƎ ŜŘƎŜ ōƘǳƧƛȅŀΩǎ ǘƻ ƴŜǿ 

age snacking. Tasty Treat has innovative 
solutions for all

Wafer biscuits are distributed in general trade, 
using the Indo-Nissin network

Digestive biscuits have a market share of 20%*. 
FCL has innovated the Digestive Chocolate 

Cream Biscuit which brings pleasures of crispy 

wheat biscuits and tender chocolate filling

*Represents share in FRL Stores



Karmiq

A health and wellness brand for 
new IndiaΦ LƴŘƛŀΩǎ first national dry 

fruit brand

Dry fruits today are being purchased at 
an impulse, for healthy snacking and 

munching.

A range of dry-fruits, from   Cashews, 
ǿŀƭƴǳǘǎΣ tƛǎǘŀŎƘƛƻΩǎ ǘƻ ōŜǊǊƛŜǎ ŀƴŘ ŀƭǎƻ 
LƴŘƛŀΩǎ Ƴƻǎǘ ŦŀǾƻǊƛǘŜ aŀƳǊŀ !ƭƳƻƴŘǎ

India has a 3 billion dollar
market for dry fruits 



{ŀƴƎƛΩǎ YƛǘŎƘŜƴ

For new gen customers who 
needs more than just ketchup 

! ōǊŀƴŘ ƻŦ ŎƘǳǘƴŜȅΩǎΣ ŘƛǇǎΣ ǎŀǳŎŜǎΣ 
condiments and spices



Kosh

Flavoured Oats and Oats Atta

Building Oats as the third grain of India, by 
bringing it into the center of plate with a 
multigrain flour.

Building a health snacking option through 
sweet and savoury options of flavoured oats. 



Fresh and Pure Tea

CǊŜǎƘ ϧ tǳǊŜΩǎ YŀŘŀƪ ŎƘŀƛ Ƙŀǎ ōŜŜƴ ƛƴǎǇƛǊŜŘ 
by the chai consumption patterns of the 

mass ςa strong blend made with premium 
quality leaves- with minimal processing

In a competitive tea category, CǊŜǎƘ ϧ tǳǊŜΩǎ 
Kadak chai has a market share of 15%* 

*Represents share in FRL Stores



bƛƭƎƛǊƛΩǎ

Flavoured Milk and Cold Coffee

bƛƭƎƛǊƛΩǎ ƛǎ ŀ heritage brand that renews itself 
to connect with a new generation of 
customers. With flavoured milk and cold 
coffee, this South Indian brand is ready to 
conquer the nation



Shubhra

Sona Masoori- the healthier rice

Branding Sona-masoori, the most 
consumed rice variant in India.

Shubhra Sona Masoori is 99.5% fat free 
and easy to digest, making it ideal for 

regular, everyday consumption.



Kara

From Refreshing Wipes & 
Skincare Wipes to 
Sheet Face Masks 

And Nail polish removers
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A brand acquired in 2015 and scaled through 
the insights of evolving woman and there 
need for on-the go solutions.

Retail Expansion:
ÅFrom 10,000 GT outlets in FY16 to 30,000 

GT outlets in FY18
ÅFrom 86 towns in FY16 to 164 towns in 

FY18 Upgraded to lids for 
bigger pack. Long 

lasting. 

Launched Nail Polish
Remover Wipes

New Category Expansion

New Contemporary Packaging

The KARA story

*Represents share in FRL Stores



Extensive single sachet sales at across industries

ÅEntertainment: Carnival Cinema, Insignia
Å Travel & Hospitality APSRTC, TSRTC, Air Asia, Vistara, Taj Leela, Lalit
ÅBeauty Services: Tony &  Guy Spalon, Enrich, Naturals etc.

Launch TVC for Summer 2017

GT Execution

Digital Expansion 
Available at all leading ecommerce and beauty portals

MT Execution

We believe Kara is a 200 cr opportunity

The KARA story


