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Emami Agrotech forays into
branded staples market

ISHITA AYAN DUTT
Kolkata, 19 August

Emami Agrotech, the 20,000 crore edible
oil, food and bio-diesel arm of the Emami
Group, has forayed into the branded staples
segment, setting a sales target of
32,000 crore in 3-5 years.

partof daily rituals, family meals, and emo-
tional bonds around food.”

“Food, snacks, ready-to-eat, sauces —we
are looking at different categories,”
headded.

The target of achieving 32,000 crore
would be met by the atta,
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debut in the 80,000 crore MCcKINSEY AND
branded staples market with a gpgCIALIST

EmamiAgrotech is planningto
enter into. At present, the food

Emami Healthy & Tasty fresh pAcenNCY TO CHART — Vertical — comprising spices,
chakki atta, maida and suji. quT A ROAD MAP soya chunks and rice bran oil

Over the next few months, it is FOR FOODS

likely to add more variants and
categories to the foods
portfolio.

Vibhash V Agarwal, Director, Emami
Group, who is driving the food business of
the company, said, “With this launch, we
intend to enter from pantry to the centre of
the Indian kitchen space and be an integral

—isabout 3400 crore.

Emami Agrotech started off
as an edible oil company in
2010 with the “Healthy & Tasty” brand and
then forayed into other categories — spices
(Mantra) and soya chunks (Advans).

The company is working with McKinsey
and a specialist agency Thinking Forks to
chart out the road map for foods.




