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A Sharp Focus on Purpose

Rajendra Pawar, Chairman, Baramati Agro, scrutinises the DNA of the brand's success

ith a humble beginning, dedi-
«cating more than thirty years
ti building an unparallebed

agrarian socicty, Padmashiee Late Dr.
Appazahel Pay a visionary social
revolutionist, ereatedd an arganisation
that has evolved as a brand that we
call today, Baramati Agro.

recognized a:n-m:ﬂomomt@ at par
with global standards. Secdisd in 1088
as a poultry-fecused undertaking. the
company has now successilly spread
its oporations across Varlous sectors
such as broiler parent and brofler in-

tegration, animal and poultry feed,
food processing, sugar and ethanal
manufacturing. soap, green onergy
generation, retailing, and trading
agricultural commodities, frubts, and
vegetables. The compan: alue is
desprooted in collective empower
ment with the vision "to be a value
based company with a leadership
role in domestbe as well as mtentional
markets and continuously strive to
create value for all the stakeholders
by Linking the Basies™ True to its
mission to “scale up with speed to
become India’s largest diversified ag.
ribusiness conglomerate”™, the bramd
"Baramati Agro speaks it all.

What seis the company apart firom
its peers ks its beliel in ereating val-
ues for all stakeholders, Focusing on
building a wealthy community of
ome endd of the continuum
ng unparalleled customer
journey at the other end, Baramoti
Agro ensures creating a lasting im-
pact in the lives of the people. Intre:
ducing the farmers to pouliry and
dairy farming as an alternate source
of income in rain-dependont agricul-
tureof Baramati region, the organisa.
thom took steps to educate the farmers
in sustainable agricultural practices
and trained them to adopt new scien-
tific and innovative technologies in
farming. Focusing from the produc
ers 1o the consumers, Baramatl Agro
provided the farmers with a definite
market by developing processing and
manufacturing units. Further diver-
sification into various sectors created
A senge of ulfilment among the farm
ersand build an ieclusive community

Taking the legacy forward, Rajen.
dra Pawar, the Chairman of the com-
pany and CEO Rohit Pawar devotedly
worked with the farm-to-fork model
With the e principle of ‘Linking
the Basics’, Baramati Agro has been
working to improve the lives of farm-
ers and provide a sense of fulfilment
to bs consumers, The company has

religiously  focused
on the three Cs of
Customer  Satisfac-
tion - Consistency
of Quality, Con:
eney of Serviee,

Consistency of Posi-
tive Customer Ex-
perience. The
“Baram:

brand
§ Agro” has
5 worked with
a ‘sense of purpose’
o create a feeling of
trust and relianee for
its customers.  Fol-
lowing a bottomap
approach, the compa-
ny has been consist-
ent in the “promises
d promises
kept' spirit.
The

brand's
suecess mantra lies
in fts continued
fociis on the purpase
and om the changing
needs the
customers. “We don't
lose sight of what is
most important - our
customers, Thus, the
brand mantra is not
focused on the above
theline  marketing
advertisements, but on the roots to
create an unparalleled customer
experienoe. Over time, Baramati Agro
has successfully  introduced some
robust and trusted bramds such as
Elecious, Freshious, Fresh Chicken,
Chicken Vicken, Baramati Pashu
Ahar, BAL Aqua, and Divine Crystals.
Our food division, under the brand
Eliciouws and PFreshious, provides
our customers with a wide range of
products winder the categorbes of fry
and servie, 1 and servie, heat and
serve, and cold cuts all under one
umbrella. As a brand. we strive to
st the highest standard of quality
i everything we da By constantly
challenging curselves 1o improve and
bring the best quality and service, we
have gathered a community of loyal
consumers. In our strive to exeel, we
have achieved a position among the
1o ten clh.mu'l t.uppl:l'n, in India®

“As Bara *.u Agro makes inroads
into various sectors, we are consclous
of the importance of relationships.
eollaborative learning and inclusive
growth. Though we have a stroeng
legacy and track record of suecess,
we don't rest on our laurels. On the
contrary, our ability 1o constantly
ek ourselves and reach for
the sky with renewed vigour is our
brand strength. We combine new

technology with age-old valuwes of
transparency, timeliness and Grust.
Each hand counts, and every volbee
is heard in our quest for excellence.”
sabd Rajendra Pawar.

the roots to create an
unparalleled customer
experience.”
0 .
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A Total Commitment to Quality

Deepak Garg, MD, Sany India & South Asia, explains how focusing on quality has helped the brand surge ahead

Customer satisfaction s the
foremost aspect we have in
mind while manufacturing a
product. Our products should
beof world-class standards, and meet
the expectations of the customers

nd express your
without inhibi.
s bo hear you.
We started our journey just 3 years
back by eatering to our local market
of Daman. Silvassa, and Diu and sinee
then, we have expanded to 10 countries
like US, UK, UAE, Singapore, Malay-
Australia, ete. and Indian
Tripura, cie,
im o short time and are still counting,
This recognition is a testimony to our
resilience and unstoppable spirit of
Blossem Industries to deliver brands
that form part of the popular culture
and lives of our consumers. We are
cxtremely grateful to our patrons for
trusting us and giving us an opport-
nity to be part of their eclebrations
- big and small. “This recognition is
a testimony to our re- silience and
ple spir- it of Blossom Indus.
tries 1o deliver brands that form part
of the popular culture and lives of our

tions as the world w,

sia, Nerway,
states like Fondicherr

unstapps

consumers.”

without ereating a dent in their pock.
ets, These tenets have always held
us in good stead and helped us surge

i - All products ane de.

signed to stay true o the company’s
vision. We have never compromised
on quality and stood by our belief
“Quality changes the world® cven
in the most trying times. This has
certainly holped us to stay ahead of
other players, expand our
business and also gain
a huge customer base
Begt in class quality has
ot only cnsured brand
lovalty, but has helped us
reach the pinnacle of suc-
cess across the globe, We
have sustained this suc-
cess since inception, and
the formula or mantra for
achieving i not at all com-
plex.  Maintain  quality
be penuinely concerned
about your client’s expee-
tations  and  grievances,
resolve fssues before it
L.ll'\pull‘i inte a crisis,
and prioritize your stake-
holder's requirements at
all times,

lebrating Success %
of Organisations and Brands

Building on core strengths

Siladitya Sarangi, Country Head India.&igam Olive 0il - Deoleo India, pinpoints the brand's

success mantras and future growth pa

igaro is the pioncer in the Olive Odl calcr.‘m ¥ in

India. With the legacy of over 100 years, Fi 5

one of the most trusted and reliable brand
couniry ls iconic acsthetbe look and fee] are s
mous o Olive Ol eategory thus enjo
dominance and our consumer centric 3
e brand continues 1o be the preforred choles foF coi-
SUMCTS,

“India is a key market for us. and we would continue
o invest more to make the best of opportunities ahead
of us, Sinee we started managing our own imports, we
have strengthencd our distribution, manufacturing,
and marketing capabilities 1 the increasing poten:
tial in middle class segment in India and with advent
of health, wellness & dietary preferences, we are focns.
img towards making Olive Oil more accessible to Indian
consimers through diversified portfolio.

57

continue to be more
Olive QOil

consumer centric with a
clear focuson delivering
brand  promise that
aims to give only the
best quality olive oil
based pmdll.c!s_ sabd
Siladitya

“We are excited about the launches planned
this year, we have recently launched Figaro
baby range, which marks our entry into
baby per- sonal care segment. Olive 0il and
its association with skin care are known

and we intend to bring in scientifically
proven superior product into the market
and pass on the Spanish heritage of Olive
0il to India.™

The Aroma of Success

Praveen Jaipuriar, CEO, Continental Coffee, CCL India Products Ltd. highlights consumer

trends and how to tap into them

ne of the most important parameters for brand
Osutmm1lsmmilon\|imihtrlj.hlcon.sumvr
insight backed by a strong product. Tapping onto
the consumer needs and providing them the desired
product at the right time and right place. The brand has
to be mere human in nature and connect with consum-
ers with a ereative and consistent message.
Continental Coffee has a strong R&D and quality
expertise which helps us to deliver different kinds of

blends catering to different consumer palatability Ba.
sis our research in India, consumers in the South and
Morth have different palatability and hence different of-
fering from our end. South consumers prefer their cof-
fire to bea little strenger and Continental Xtra our South
blemd offers the right balance to provide the intense
nutty flavour which lingers on. For consumers from the
Morth who like their colfee smoother, Continental Spe-
clale is one such blend which we have specially chosen
to deliver a great experience.

When it comes to filer coffee, consumers prefer (o -
make it their own way as they believe that preparing
it is an art where the right blend of and chicory
needs to be perfectly roasted and ground to size to have
a porfect coffee decection. Continental Malgudi has
been prepared with alotof care and precision to deliver
what these consumers expect in its dabra (a south In-
dian cup).

India is a tea-drinking nation, cvery officegoing
person always takes a break for tea or smoke and sub-
consciously there is a price bracket of Rs1o in his/her
mind which is ready to spend. “We at Continental Cof-
fee took that insight and thought if we can offer con:
sumers a good cup of coffec al Rel0. With the help of
R&D, we were able bo launch Continental THIS Promix
coffee (3 in 1) which is now available across platforms
and offers a good cup of
coffee at just Rsl0 per sa-
chet. Similarly, we have
flavour offerings
THIS catering to con
sumers who are looking
for an alternative to cafi-
like fMavours anytime,
anywhere,” sald Praveen
Jaipuriar
"Continental Cofes is here 1o
creals more coffes moments:
for consumers and moee
CAPETHEACES 34 I COnsumers.
with differentiasted efferings.”
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A Promise for Power

Naresh Chander Oberoi, CMD, Powerica Limited, outlines his focus to continue shaping the

brand's journey

“A Promise for
~, T ensure this promise is kept, each and
is aetively contributing to the success

ited has stemmed from s motto

T]H‘ successful brand image of the Powerica Lim-
Power

“To delight customers is a common goal for compa
nies rying to build or maintain a healthy brand image,
However. at Powerica. we strive 1o excetd our customer
satisfaction goals even in times of uncertainty. In doing
50, we build relatbons with our elients and vendors based
of confidence and trust. IF times are good, our custom.
ers are confident that we will get the job done, and when
times are bad they trust us to do the same.” sald Naresh
Chander.

“At Powerlea, we are committed to providing prod-
uets and sorvices of the highest standards, We rely on
our workforoe cxpertise to ensure world-class support
for every end-to-end solution to meet specific customer
requirements. With our high service standard we foster
customer loyalty ensuring thelr needs are met at every
stage of our power solution, said Naresh Chander.”

Owver the years, Powerica has always operated based
on the most up-to-date industry technology, norms, and
wrends in the encrgy industry As a carbon-neutral com-
pany. we seck 1o provide the most sustainable products
to our customers, and in doing so, aid with their own
sustainability goals, “Additionally, we prioritize a hun-
dred percent compliance in community outreach,” sabd
h Chander,

The building of our brand over time, could not have
been possible without the support of eur principal Cum-
d of 4 decades and more recently our other

]

1 a8, and Hyundal. Their helping b
||:It'd E‘om'rlc in becaming
= said Naresh Chander

\'||1h these factors, Powerica has maintained healthy
professional relationships both externally and internally,
priovitized quality, and also demoenstrated futuristic in-
sight within the industey “With great respect for our his
tory, we have an onward and upwards mentality to keep

mationally surm,x.ful

propelling our brand image in the right direction. We rely
on our workforee expertise o ensure world-class support
for every endio-end =olution to meet specific customer
requirements. With our high service standard we foster
customer loyalty ensuring their needs are met at every
Mage af our power solution,” shared Naresh Chander.

A PROMISE FOR POWER




