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Rebuilding Trust in India’s £90,000 Cr Spice Market

India’s spice market runs on a broken promise—widespread
adulteration, inconsistent quality, and limited transparency for
CONSUMETs.

Sampanna is built to solve this trust deficit.

We deliver 100% pure, clean-label spices through verified sourcing
and rigorous quality control, ensuring consistency and authenticity in
every batch.

Targeting the fast-growing segment of urban, health-conscious
consumers, we are aligned with a clear shift toward traceable, high-
guality food products.

With retail-ready SKUs and supply infrastructure in place, Sampanna
is positioned to scale in a high-frequency, high-loyalty category.

Our ambition: Build a trust-first consumer brand where repeat
consumption—not discounting—drives long-term value.



SAMPANNA"

VISION

"To become India’'s mosi trusted spice
brand where every Indian family
cooks with complete confidence mn
what is on thewr plate.”

G& "To lead a purity revolution in I'mc I-'.-;-!h
{ ’ kttchens — -'n"'-’l ."-!nr; Erery household
fo choose J.tn:x-:f.".. Irfi'lfh'gh. and

honesty in their everyday cooking
experience.”
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Rampant Adulteration
in Spices

Crwar 25% of Indisn zpices
gdulterated with harmful
fibare, rizsking consurmar
haalth and salety.

Low Consumer Trust
in Loose Spices

Crwar 70% of comaumears
diztrust loose spices due 1o
lack of guality chacks and
zafery conceamsz.

PROBLEMS

=
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Rising Health Issues
from Spices

Adulterated spices cause
garious haslth problems ke
Iiwer toudicity and digestive
fzeuas in houmahobde.

Inconsistent Spice
Quality

Lk of stamdardizatson
oauseE variatione in apice
quality, affecting cooking

end conaumar loyaly,

Disappearance of
Authentic Taste

Chamicsal adulteration and
mass profsssing reducs
treditional spice Tavor and
groma for consumara.
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SOLUTION
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100% Pure, Lab-Tested Spices
lab-tested batchses snsurs purs, 2sfe and healthy
Epices.

Certified Packaging and Transparency

Tamper=proof peckaging with certificationas incresses
fransparency, restoring conaumer confidence and trust

Hygienic, Controlled Processing

Stete-of-the—art facilives follow food safaty norma,
SnEUring Zero contamination and safer apices.

Retalns Matural Aroma and Flavor

Low-teamparsturs grinding presscves sssentisl oils,
Frissntaining suthentic sroma and flevoar in avery

Epice pack.
Maintains Uniform Quality
Strict guality checks and batch tracking ensurs

consigtent color, tsxhurs, end potency for reliable
CODing.
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Customer Persona & Behavioral Insights

Urban Homemaker (Anjali, 34)
Channel: Instagram Reels,
Whatsipp Communities
Health-Coas cioiis Millemmial
(Rohan, 28)

Chanmgl; Instagram, health
Hi:lgk, micro-infuencers

Young DINK Couple (Priya &
Vivek, 32)

Channel: Instagram, Saogle
Seanch, DC website

Rezds ingrediant labels bafore
barying nEver cOmpromisEs. on
family h=alth

Orrda s rupplemartis oning;
felows cdearn-aating influencers

am |rrr|;q'1rl1

Enant T8, 000 an Dswad food
gifs las year; shogs pramium
B3 brands

Purity for famiby,
traditional values

Clean-lapel, agditrve-

freg, premium

hesTneTe, reganal
BUTRENTCITY

Aduferation fear,
lanel confusion

DiFTWELS masE
brangs, unclegr
glends

Boved of gemeric
brands

Guaranteed |purity,
Trust, Beritags

rones spurding, small-
banch guality

Modern ook,
amizanal fesd



e MBS Market Opportunity
for Sampanna

Focus on Metro Cities & Uttar Pradesh (2026 and Beyond)
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SAMPANNA REVENUE MODEL

©

m m Mm I Inztitutional &

Seles Quick Commerce HoReCa Sales
Direct apice salen via Selling pure. single-orign
webalte with combos, REfRCEE vig premium reto

and dots—driven channs targating
upeeling health-conscious wban
COMSLTTHETE
Target MASL Péven e babwean w4 200 Cr quick commerce WEO0-"1, 500 per hamper, w41 000 Cr @xpart markst, 8% S.gar hotels pay T180-
Fanth B-E grocery markes targst 40%= Prisrgin CAER "220,%g pramium far
anbaarding by Manth 9 pao- traceahls spices; targer &
leunch anchor Ho BECOAMVES [
ez 2
+ L ] L] L ] L ] ] ¥
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SAMPANNA" WHY NOW

Rizing Demand for Purity

. ﬁ J0% spices adulterated; health-conscious
buyers demand clean, traceabla
Ingredients (FS5SAI, 2023)
Premiumiszsation in FMCG

Premium FMCG growing 2x faster than E -0
mass market: consumers upgrading - g E-commerce & D2C Growth

kitchen essentials (BCG, 2023). Food D2C sales growing at 37%
CAGR tll 2027 niche spice brands

gaining popularity (Statizta),

Export Oppertunity Rizing
TIO0O00 Cr spice exports in FY23; E
shift to packaged, traceable spice

products (Spices Board), @ Govt Support for Clean Food

FSSAl & PLI promaote clean-labeal
brands; Sampanna benafits from
MSME incentives and policy push

X

=
=
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Health-Conscious Consumer
Shift
8L wban e prale clean-iaoel foooz

Sampenna meste demand for purity (Mslzen

i b
-.J.n d

Rise of Premium Food Gifting

F5.000 Cr gifting maricat favors epice Do
igaal for feethae, wedding, Corporals Bk

GROWTH DRIVER

Boom in Orgenized Spice
Retailing

Pacikaged spics ratsil to grow 2.8x by 2027
Sampanns fitz the trandad, recestls rrano

Digital-First Brand
Potential
A0 discover food branda onfing Samoarms

sversgsd D20 and socsl madis for loyery

[Daloittal

Export Demand for Indian Spices

ndisn splcs sxports growing L CAGR
siaspore prefors peckagsd treceslis products
Spices Board)



.
LY

SAMPANNA VALUE PROPOSITION

SAMPANNA PROPOSITION

Celebrating Indian

Culinary Heritage
Reviving India’s traditional spice blends, Sampanna
delnsers authantic ancestral flavers to avery ltchen.

A Healthier Tomorrow Starts Today

Elminating harmful adulterants,
Sampanra promotes healthier sating
habits for families” better futunes.

Purity Certified, Every Time
Ewery batch is lab-tested for purity
and safety, ensuring trust ina
market full of adulteration

Ethical, Local,
Purity You Can Trust Empowering
SEmMpanna fUarantess purs, Sourcing from trusted
honest spices without partne’s , supporting fair
trade, empowering rural

adulteration, nourishing
Farmilisd with cars and trust.

COMMunTies Sustainably.
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SAMPANNA" BUILDING A DEFENSIBLE TRUST MOAT

The Sampanna Competitive Flywheel

05
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Select farmer & Source-verified Additive-free, Reliable everyday High-frequency Loval customers
processor network lab-tested batchés consistent poten consumption turns retention engine become brand
ENSUTES 3w _ create auditable builds a measurable first-time buyers drives predictable, advocates — rerp-
material integrity party FE'!.'IJ-I'IZIE EVEry standard of nto genuine Coampo '.iFll:|-||'I%_| Cost acquasiton at
from the ground up time excellence belevers FEVENLUE FTowTt ccale

Trust compound's into acguisition — making Sampanna’s growth increasingly self-funded over time.



SAMPANNA

Spice Story

Masala Tokri

Zoff Foods

Drganic Tattvas

Regional Local
Brands (State-Levell

DETAILED COMPETITORS ANALYSIS

D20 starfup, FAN Imdia [amal-

Dalzh leutEl b AgicEs)

harty-slage preciumm
arend. melros

Aid-sized orgenic foods

Byramc

Local ofTine Brancs -

Matiaraphir e, Gujarsl ol

B, cirhan Branoene s

EEDEMMENTLEDS M

Arlsan Ffand-
pound=d blerds

Diglock fregfmexs

salomealior: pelch

Clean-igel grd
CTRaNIc Prome

Comimuenily rual

aMerdafilicy

Weakness

Lemiled focus on purily

SF DRrEsn [FSRdDealy

Premiumn priong

TeCNE SpE-Ca

Teeh-Fesuded, l§cks

gmoionsl brand oy

i

o lecky feen

isinary infegralion

i

o]
guakty, bere s labdty

Y JF | g g
sdampanna s £

Sammanns 8Ters 8 euitussly

fESlEl putily atge

Sompanna delers smiler guality bat
4 mered gnd peaiboesed fas 5 Bragies
S ELE

Sarmpanne brngs weermith. suthenioly,
ant [rusl Forough sloryleleng and crgpn
oo

Sampanne can own e “everytey deen

pir=" spare for redifionsl ndan cooicng

SEmpante can groflaeonelizes his iSecE walh

SSFEElEnt ulily, pacapag. and digtal reach
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GTM Stage

DETAILED GTM STRATEGY

Action Plan

Objective

Froduct
Vahidaton

Local Brand
AWANenNesss

infiuencer & Trust
EL.idi"-a

D2C Scale Up

sScale & Expand

Sarxd Bl smmple pacis o gt
customars via persanal matwork and
Irstagram Diils. Gather feadback o=

tactn, packaging. and pricing

Partnsd with 15=20 rmicro faod
bicgpaca/chala to highiight purity
thirSLgE® recEDad 8nd rnvi s

Ues dats o sepand |mto Puna &
Lucknow. Paralisl online sxpansion

wig Ammazon & D2C sits

Gather meel-world feadbeck end
rgfirg Teste/peckeging

Bufd recognithon and tust n
imitial nnariost.

LEVEraES aMmoona INUET and
WIDEN SETy" B0DTET DEEa.

Emure product viesibdty end
wvRitabiity for tiel,

B=olicars validarsd mode
optirmizs spand par new City

Month -2

Month 2-4

Month 3-6

Month 8-12

Uze OF codes for teedhaci glso
inchads lirmitad aditon purity
reporE for credipility

Focus on high-incoms loceltios
e Sowch Dafhi & Gurgeon,

Focus on influencers with »5%
SNZRESTENT NEtE CrEstE
“Sempanne Test Challengs”

Focus on Instagram Aeels +
Whataldop searder nudges: targpet
CALC Salzw T150 snd resrddr fate
msve FO0 withis G0 Says

Diafhil lpmrninge should guice GT
paybock fior aech next City
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Seed Round Fund Utilization - 1.25 Cr

Category ~ Allocation (%)/ Amoant (%)

v Wigh-guality cedagimg, stonteling

T Btlﬂﬂll‘!ﬂ & T PN La— wipEE el rebending S esrnaie
Packeging with prermeum DIt clyers
. Worki Cacital « Sy matenal procunrement spioe
b P Fial T Lakehes ErooETng. Eackageng SuEEhes for
& Inventory firsz 3 production cyciss

* WEEETE. E-CRETHTHENOE DETinEnGl,
= Tech & D2C Setup 155 TIETS Lakhs micbla—frimndly sore COM R
fig-=—. = -y

- Marketing & Customer * Derformance marketing [Mezz, TI.25 Labdha

TILIS Lk gk, infimnomr cm pEigns,
SNl TEErE & T | DEAZETE

Acguisition =N

! o s Hinmg it lesn ToE DES
= Team & Operations o mEnEgEr, mErHEng Soss
OpEres ot imrees

- : » Earmpany SErucTuring, (B pronscman,
= Legal, Compliance, Misc, s TE25 Lakha BEEC lisERSing. SoPLATE RSy
SERESE

730 5chs
i

IE25 La4dns
=24 ]

5L25 Lakhs

126 Lo dhi
LA



I Post-Seed Cap Table
(Assuming T1.25 Cr Raise)

Shareholders Holding (%)

« Founders [Pre-raise) 100% Before investment

« Investors (Seed Round) 8% F1.25 Cr for 8% equily

+ Founders [Post-raise) 2% Paost dilution




Rajesh Bhatia
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BUlQINE a8 Dremium, ;_:IJ':,',.-'-*'l';,I_

spice brand for modern India

Rajesh Bhatia brings over 25 years of experiise in sales
Operations., e -er-t'ap'e"l-euria. SRCErSp. He
successiully scaled a start-up from 2ero to INR S0
millicn revenue in just 2.5 years and managed major
sccounts exceeding INR 500 milion annually. Known for
building high-performing teems and driving consistent
revenue growth, Rajesh’s strategic vision and
commitment to quality and athical sourcing have been
pivotal in cresting trusted brands focused on purity

suthenticity, end customer satisfaction



