
 

 

 

 
 

                            

 

 

 

 

 

 

 

 

 

 

 

 

 

This document summarizes a few key points related to the issue and should not be treated as a comprehensive summary. Investors are requested to refer the Red Herring Prospectus for further details 
regarding the issue, the issuer company and the risk factors before taking any investment decision. Please note that investment in securities is subject to risks including loss of principal amount and past 
performance is not indicative of future performance. Nothing herein constitutes an offer of securities for sale in any jurisdiction where it is unlawful to do so. This document is not intended to be an 
advertisement and does not constitute an invitation or form any part of any issue for sale or solicitation of an offer to subscribe for or purchase any securities and neither this document nor anything 

contained herein shall form the basis for any contract or commitment whatsoever. 

IPO Note 

*Source: RHP 

Company Overview:  
Adani Wilmar Limited is a joint venture incorporated in 1999 between the Adani Group and the Wilmar 
Group. As a joint venture, it benefits from its strong parentage. The company benefit from the Adani 
Group’s in-depth understanding of local markets, extensive experience in domestic trading and 
advanced logistics network in India, and leverage on the Wilmar Group’s global sourcing capabilities and 
technical know-how. It is one of the few large FMCG food companies in India to offer most of the primary 
kitchen commodities for Indian consumers, including edible oil, wheat flour, rice, pulses and sugar. 
Commodities, such as edible oils, wheat flour, rice, pulses and sugar, account for approximately 66% of 
the spend on primary kitchen commodities in India. It offers a range of staples such as wheat flour, rice, 
pulses and sugar. Its products are offered under a diverse range of brands across a broad price 
spectrum and cater to different customer groups. Its portfolio of products spans across three categories: 
(i) edible oil, (ii) packaged food and FMCG, and (iii) industry essentials. 
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All you need to know about 

Adani Wilmar Limited IPO  

 

Face Value:  
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Objects of the Offer 

 

 
 

Consistent Track Record of Financial Performance 

The offer comprises of a fresh issue of ₹36000 Million out of which ₹19,000 Million would be utilized for 
capital expenditure, ₹10,589 million would be utilized for repayment/prepayment of the borrowings, 
₹4,500 million for funding strategic acquisitions and investments and the balance would be used for 
general corporate purpose.   

The company has seen significant growth in its revenue from operations from ₹287,974.59 million in 
FY19 to ₹370,904.22 million in FY21 at a CAGR of 13.5%. The companies EBITDA increased from 
₹12,534.57 million in FY19 to ₹14,305.59 million in FY 21 at a CAGR of 6.83%. The company’s profit 
significantly increased from ₹ 3755.21 million in FY19 to ₹ 7276.49 million in FY21 at a CAGR of 39.2%. 

 

(₹ in Millions) FY19 FY20 FY21 

Revenue from Operations 287,974.59 296,570.36 370,904.22 

EBITDA 12,534.57 14,194.75 14,305.59 

EBITDA Margin (%) 4.33% 4.77% 3.85% 

PAT 3,755.21 4,608.72 7,276.49 

EPS (₹) 3.29 4.03 6.37 

ROE 17.79% 17.93% 22.06% 

Debt Equity 0.50 0.50 0.39 

 

 



 

 

 

 

Competitive Strengths 

Differentiated and diversified product portfolio with market leading brands 
 
Comprehensive B2C packaged consumer products portfolio catering to most daily essentials of 
an Indian kitchen: Adani Wilmar Limited focus on offering a wide portfolio of packaged consumer 
staples, including edible oil, wheat flour, rice, pulses, besan, soya chunks and sugar, to consumers. It is 
one of the few large FMCG food companies in India to offer most of the primary kitchen commodities for 
Indian consumers, including edible oil, wheat flour, rice, pulses and sugar. Commodities, such as edible 
oils, wheat flour, rice, pulses and sugar, account for approximately 66% of the spend on primary kitchen 
commodities in India. It offers a range of staples such as wheat flour, rice, pulses and sugar. It also 
offers ready-to-cook soya chunks and khichdi. The edible oil products that the company offers include 
soyabean oil, palm oil, sunflower oil, rice bran oil, mustard oil, groundnut oil, cottonseed oil, blended oil, 
vanaspati, specialty fats and a series of functional edible oil products with distinctive health benefits, 
each catering to various price points. the company has Included several value-added products, 
including ready-to-cook products and functional edible oil products, to its product portfolio in order to 
increase its market share. In particular, it places a significant emphasis on providing foods with intended 
health benefits, such as functional edible oil products and fortified foods. In addition to a wide variety of 
edible oil products and packaged foods, the company has recently launched FMCG, including soaps, 
hand wash and sanitizers. Its diversified product portfolio has enabled it to reduce reliance on a single 
category of products. 
 
Broad customer reach: Adani Wilmar Limited was present in one out of three households in India with 
a household reach of 90.51 million through its Fortune brand. The company has long standing 
relationship with its customers, including its prominent institutional customers, such as Britannia. It has 
an omni-channel presence. Its products are available across major e-commerce platforms and its own 
e-commerce channels.  
 
Strong brand recall across a diverse range of price points: “Fortune”, Adani Wilmar Limited’s 
flagship brand, is the largest selling edible oil brand in India. As a renowned brand in India, it has been 
associated with the quality of its edible oil and food products and the health benefits they feature. The 
company believes that its strong brand recall has enabled it to market its products at a premium price. It 
is present in most of the packaged food categories through its “Fortune” brand. The brand structure 
using a single brand identity for multi-categories optimizes its marketing costs and enhances its brand 
equity. It has brands catering to various price points. “Fortune” with premium pricing and “Bullet” with 
value pricing – so as to optimize its customer reach, to have products for a diverse range of consumers 
and achieve better brand recognition. It has a number of masstige brands, including “Bullet”, “King’s”, 
“Aadhar”, “Raag”, “Alpha”, “Jubilee”, “Avsar”, “Golden Chef” and “Fryola”. 
 

 
Leading consumer product company in India with leadership in branded edible oil 
and packaged food business 
The ROCP market share of Adani Wilmar Limited branded edible oil was 18.30%, putting it as the 
dominant No. 1 edible oil brand in India. “Fortune”, its well-known flagship brand, is the largest selling 
edible oil brand in India. Over the past two decades, the company has established its leadership across 
different product offerings in the edible oil market in India. It forayed into food products in the fiscal year 
2013 and currently offer an extensive array of food products. It is among the top 5 fastest growing 
packaged food companies in India, based on the growth in revenues during the last five years. The 
following chart sets forth the market share and ranking in India of its key packaged food products. The 
company’s FMCG portfolio covers soaps, handwash and sanitizers. The revenue it generated from 
sales of soap increased by 175.60% from ₹159.69 million for the fiscal year 2020 to ₹440.11 million for 
the fiscal year 2021. Its personal hygiene products, such as soaps, have presence in rural areas as it 
offers them at affordable prices in order to cater to the rural markets. 
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Market leading position in industry essentials 
Adani Wilmar Limited is among the five largest basic oleochemical manufacturers in India in terms of 
revenue as of 31st March 2020, and the largest manufacturer of stearic acid and glycerine in India with 
a market share of 32% and 23%, respectively. 
 

Strong raw material sourcing capabilities 
Adani Wilmar Limited’s raw material sourcing capabilities are supported by its market standing and 
extensive business networks. The company imports a significant portion of raw materials, and its 
market leadership has facilitated it to source raw materials from top global suppliers from the 
international markets. The company was India’s largest importer of crude edible oil, which provided it 
with bargaining power to source better quality raw materials on favourable commercial terms. Wilmar 
International, the company’s promoter group company is the largest palm oil supplier in the world, and 
provides it with additional competitive edge as it need not depend on third party suppliers for sourcing 
of palm oil. In the financial year 2021, approximately 30% of its imported raw materials by value were 
sourced from Wilmar Group. The company also benefits from the market intelligence on price 
movements in the international market from Wilmar Group to manage its price risk associated with 
imports of raw materials. In India, it has established a broad procurement network of its channel 
partners that include agents acting on behalf of farmers, traders, aadatiyas (middlemen), market yard 
players, commission agents and brokers across the key raw material producing belts. 
 

Integrated business model with well-established operational infrastructure and 
strong manufacturing capabilities 
Adani Wilmar Limited operates an integrated manufacturing infrastructure to derive cost efficiency 
across its different business lines. Its integrated infrastructure includes:  
 

 Backward and forward integration. Most of the company’s crushing units are fully integrated with 
refineries to refine crude oil it produces in-house. It further derives de-oiled cakes from crushing 
and use palm stearin derived from palm oil refining to manufacture oleochemical products, such 
as soap noodles, stearic acid and glycerin, and FMCG, such as soaps and handwash.  

 Integration of manufacturing capacities of edible oils and packaged foods at the same locations. 
Such integrated manufacturing infrastructure has enabled the company to share supply chain, 
storage facilities, distribution network and experienced manpower among different products and 
reduce the overall costs for processing and logistics.  

 
Adani Wilmar Limited has 22 plants in India which are strategically located across 10 states, 
comprising 10 crushing units and 19 refineries with an aggregate designed capacity of 8,525 MT per 
day and 16,285 MT per day, respectively. Out of the 19 refineries, ten are port-based to facilitate use of 
imported crude edible oil and reduce transportation costs, while the remaining are typically located in 
the hinterland in proximity to raw material production bases to reduce storage costs. Its refinery in 
Mundra is the largest single location refinery in India with a designed capacity of 5,000 MT per. In 
addition, the company had 36 tolling units across India to cater to the excess demand and ensure its 
presence across different parts of the country, which produce mustard oil, rice bran oil, wheat flour, 
rice, pulses, sugar, soya chunks and khichdi with raw materials it provides. 
 

Extensive pan-India distribution network 
From the financial year 2019 to the financial year 2021, the number of Adani Wilmar Limited 
distributors in India experienced a 33% growth. The company has 5,590 distributors in India located in 
28 states and eight union territories, catering to over 1.6 million retail outlets, representing 
approximately 35% of the retail outlets in India. Its pan-India presence is supported by a robust 
distribution infrastructure to ensure the availability of its products. The company had 88 depots in India, 
with an aggregate storage space of approximately 1.8 million square feet across the country to ensure 
availability of its products Apart from its presence in general trade outlets and modern trade 



 

 

 

Strategies Going Forward 

 

Become the leading packaged food and FMCG company in India 
Driven by increasing per capita income, urbanization and the large working age population and concern 
of the general public over hygiene of foods in loose form, food traceability and sustainability, the demand 
for packaged foods in India is experiencing a rapid growth. Certain food categories, which used to be 
predominantly sold in loose form, are being increasingly sold in packages. However, the penetration rate 
of packaged foods in India remains low, which provides significant potential for growth for packaged 
edible oil and food products. The packaged food market is growing at a CAGR of approximately 11% 
from the fiscal year 2020 to the fiscal year 2025, which is at almost double the pace of the overall food 
category. Adani Wilmar Limited is expected that the packaged food market will gain a market share of 
20% by the fiscal year 2025 from a market share of 14% in the fiscal year 2015. It leverages its 
established brands and expertise and these industry trends to further strengthen the portfolio of its core 
“in the kitchen” products. It also intends to enhance its packaged food portfolio by introducing new value-
added products, including functional foods and healthy foods, to target the young demographic. 

outlets, the company has been utilizing Fortune Foods, its exclusive website to showcasing the entire 
basket of products available under the Fortune brand, and Fortune Online, which is a one-stop-online 
shop for all the products under the Fortune brand. Currently, customers in 25 cities can place orders 
through Fortune Online. Furthermore, it has recently launched Fortune Mart, which are franchised 
physical stores to showcase its Fortune-branded products and which also serve as fulfilment centres for 
home delivery of products ordered through Fortune Online. In addition, the company partnered with 
certain e-commerce platforms, such as Grofers, and its products are available across major e-
commerce platforms. Its online sales in India through e-commerce platforms increased by 53.30% from 
the financial year 2020 to 2021. 
 

Focus on environmental and social sustainability 
Adani Wilmar Limited is committed to maintaining environmental and social sustainability. Its efforts 
towards environmental and social sustainability include:  

 Sourcing sustainable palm oil. Its operating entities in India procured approximately 95.6% of 
crude palm oil which is traceable up to mills in the calendar year 2020. Its nine palm oil refineries in India 
are all certified by the Roundtable on Sustainable Palm Oil (“RSPO”).  
 

 Promoting green energy. It has implemented solar power at five of its plants in India with an 
aggregate installed capacity of 3,040 kilowatts.  
 

 Conserving water. It has installed zero liquid discharge systems at eight of its plants in India, 
which allow it to recover and reuse wastewater from its manufacturing process. It is in the process of 
establishing zero liquid discharge system at another plant in India.  

 Using recyclable packaging. Approximately 96% of the packing materials used by its operating 
entities in India in the six months ended September 30, 2021 can be recycled by customers after use.  

 Community upliftment. It has been implementing the SuPoshan project as part of its corporate 
social responsibility initiatives towards eradication of malnutrition and anemia in India with a focus on 
children from 0-5 years’ age group, adolescent girls and women in reproductive age at various locations.  
 
A number of the company manufacturing facilities have received ISO 14001 certifications for 
environmental management systems and/or ISO 45001 certifications for occupational health and safety 
management systems. It has adopted a sustainability policy approved by the Board, which is available 
on its website. 
 
 



 
 

  

It will also continue to strengthen its leading position in the edible oil market by introducing additional 
premium products. To target health-conscious consumers, the company aims to focus on health 
benefits in its development of new edible oil products. 
 

Further expand its distribution network with an omni-channel approach 
Adani Wilmar Limited strives to expand its distribution network in order to further penetrate both urban 
and rural areas and increase its sales. It will continue to increase the coverage of its retail outlets. In 
the meantime, it will continue to adopt its omni-channel strategy and endeavour to extend its customer 
reach through e-commerce platforms, including its Fortune Online portal, and Fortune Mart stores 
which serve as fulfilment centers for home delivery of products ordered through Fortune Online. It aims 
to expand its online reach in India from current 25 cities to 100 cities in the next few years. It also aims 
to have more than 40 Fortune Mart stores opened across India in the next few years. Approximately 
65.5% of India’s population reside in rural areas and are catered to by kiranas and small retailers. 
Therefore, it considers that it is important to bring kiranas and small retailers into its e-commerce 
ecosystem. The company empowers kiranas and small retailers with “Fortune Business”, which is a 
mobile application it recently launched to provide business owners with one-stop access to a wide 
selection of its products. The Fortune Business mobile application serves department stores, hotels, 
restaurants and bakeries as well. It is launched in Ahmedabad and will be scaled up in a phased 
manner. Currently, it is available in 16 cities in India. Additionally, the company intends to build 
separate distribution channels for its masstige brands to compete with regional brands and further 
penetrate regional markets.  
 

Focus on increasing brand awareness 
Adani Wilmar Limited will continue to invest in strengthening its brands in India. In the financial year 
2021, its advertising expenses were ₹1,563.76 million or 0.42% of its revenue from operations, 
respectively. The company will employ celebrity endorsement, digital advertising and other brand 
building initiatives in its marketing campaigns to increase its brand awareness. To market its brands, it 
uses:  

 Product brand advertising: As part of the product brand strategy, The company will strive to 
maintain its market share in the leadership categories and at the same time also grow its challenger 
categories across edible oil and packaged food and FMCG segments. The company strategically 
prices its challenger categories in order to compete with regional brands and capture market share. For 
challenger categories, it endeavours to focus on driving strong cultural connect and ensure share of 
voice (SOV) and share of brand experience (SOE) to be in line with share of market (SOM).  

 Range advertising: Range advertising will be conceptualized with a focus on highlighting The 
company’s entire range of kitchen essentials across edible oil and food and FMCG categories.  

 Digital connect: The company will also focus on increasing its digital connect and reach by tying 
up with influencers and bloggers and drive on e-commerce sales to communicate with the young 
demographic.  
 

Continue to launch new products and enhance its customer base 
Adani Wilmar Limited plans to launch new products to capture consumer trends. It has been evaluating 
new products in adjacent categories, based on a set of criteria, including its ability to create a 
differentiated offering, competitive intensity, go-to-market capability, back-end product fitment, 
category, scale and profitability of the new products. Its potential new products may include additional 
functional edible oils, cold pressed or infused oils, noodles and pasta, poha, biryani rice kit, masala 
oats and dalia, honey, instant dry mixes for idly, dosa, poha and khaman, Chinese, Mexican and 
Schezwan flavored rice, traditional savory snacks, biscuits, cookies, khari/rusks, low calorie sugar, 
vermicelli, cake mix, dishwash bars and floor cleaner. It expects new products to increase its market 
share and further expand its customer base. In addition, the company is exploring to leverage the 
Adani Group’s access to a wide retail customer base from its gas, electricity and airport businesses for 
cross-selling of its products. 

 



 

 

 
  

Pursue strategic acquisitions 
Adani Wilmar Limited pursue strategic acquisitions when opportunities rise. Through acquisitions, it 
seeks to:  

 Expand its geographic presence: The company may pursue acquisitions in the edible oil and 
food industry to strengthen its presence in the southern regions where regional companies are strong. 
It intends to consolidate market share through acquisitions of regional players. For example, it has 
recently acquired Bangladesh Edible Oil Limited, an edible oil manufacturer with market leadership in 
some edible oil categories in Bangladesh, which will help the company expand into the Bangladesh 
market and further increase its edible oil manufacturing capacity. For further details, see “History and 
Certain Corporate Matters - Details regarding material acquisitions or divestments of 
business/undertakings, mergers, amalgamations or any revaluation of assets, in the last 10 years”  

 Include additional products in its portfolio: The company is seeking to acquire brands and 
businesses from food and FMCG companies, which will to expand its product and brand portfolios 
increase its food and FMCG manufacturing capacities and distribution access. It also hopes to improve 
its overall business performance in terms of top line and margins through such acquisitions. For 
example, it intends to grow its food business through strategic acquisitions of and partnerships with 
third party staple food manufacturers. The company may also seek growth in ready-to-cook and ready-
to-eat food product offerings through strategic acquisitions and partnerships. The company’s strategy 
to acquire brands and businesses will be guided by the principle to enhance not only the product 
portfolio but also to derisk its business from dependency on any single product or category.  
 

Focus on multiple drivers for margin expansion 
Adani Wilmar Limited intends to focus on the following to drive its margin expansion:  
 

 Market share consolidation. The company is seeking continuous improvement in its 
market share which will enable it to have better realization and premium pricing.  

 Integrated manufacturing facilities. The location of the company’s manufacturing facilities 
near manufacturing hubs helps reduce cost and achieve operational efficiency. It plans to 
continue to make progress on improving the integration of its existing and upcoming 
manufacturing facilities.  

 Optimize overheads. The company strives to achieve further economies of scale through 
manufacturing hubs producing multiple products, which will help it further optimize its 
overheads.  

 Leverage scale to improve sourcing and ramp-up sales. The company’s scale will help in 
the procurement of raw materials from reliable sources at competitive prices and also 
optimize sales by leveraging existing distribution channels.  

 



 
 

 

Management 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
  

 
Recommendation & Valuation 

 
At higher price band of Rs 230, the company is demanding a Price to Earnings 

ratio 36.10X on FY21 earnings, which is lower compared to its industry average of 
66.31X. Considering the established brand presence, wide product portfolio, 

Integrated business model with well-established operational infrastructure, strong 
manufacturing capabilities, Revenue and PAT growth of 13.5% and 39.2% CAGR 

through 2019-2021, we recommend subscribe to the issue with a long-term 
perspective. 

 

Kuok Khoon Hong (Non-Executive Chairman):  
He holds a bachelor’s degree in business administration from the University of Singapore. He has over 
40 years of experience in the agribusiness industry. He is the co-founder of Wilmar International Limited 
and currently, he is the Chairman and Chief Executive Officer of Wilmar International Limited. 
 

Angshu Mallick (CEO And Managing Director):  
He holds a bachelor’s degree in dairy technology from Dairy Science College, National Dairy Research 
Institute, Karnal and a post graduate diploma in rural management from Institute of Rural Management, 
Anand. He has over 35 years of experience in marketing and sales in the food industry. 
 

Shrikant Khare (Chief Financial Officer):  
He passed the examination for the bachelor’s degree in commerce from Vikram University, Ujjain. He is 
a fellow member of Institute of Chartered Accountants of India. 



 

 

 
  

RISKS 

 

 Adani Wilmar Limited’s operations are dependent on the supply of large amounts of raw materials, 
such as unrefined palm oil, soyabean oil and sunflower oil, wheat, paddy and oilseeds. 
Unfavourable local and global weather patterns may have an adverse effect on the availability of 
raw materials  
 

 Adani Wilmar Limited doesn’t have long term agreements with suppliers for its raw materials. Any 
increase in the cost of, or a shortfall in the availability of, such raw materials could have an 
adverse effect on its business and results of operations, and seasonable variations could also 
result in fluctuations in its results of operations. 

  

 Adani Wilmar Limited depends significantly on imports of raw materials/finished goods in addition 
to domestic supplies, and various factors may result in an inadequate supply of raw 
materials/finished goods or result in an increase in its cost in order to secure sufficient raw 
materials/finished goods to meet its operational requirements.  

 

 Adani Wilmar Limited has a diverse range of products primarily in three business categories and 
its inability to manage its diversified operations may have an adverse effect on its business, results 
of operations and financial condition.  

 
 

 Adani Wilmar Limited derives a significant portion of its revenue from its edible oil business 
segment and any reduction in demand or in the production of such products could have an 
adverse effect on its business, results of operations and financial condition.  
 

 Adani Wilmar Limited’s products are in the nature of commodities and their prices are subject to 

fluctuations that may affect its profitability. Import restrictions by other countries on Adani Wilmar 

Limited’s products may have a material adverse impact on its business, financial condition and 

result of operations.  

 The improper handling, processing or storage of raw materials or products, or spoilage of and 

damage to such raw materials and products, or any real or perceived contamination in Adani 

Wilmar Limited’s products, could subject it to regulatory and legal action, damage its reputation 

and have an adverse effect on its business, results of operations and financial condition.  

 * For complete list of risk factors kindly refer to the Red Herring Prospectus. 
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For Research related queries, write at research@iifl.com 
  
For Sales and Account related information, write to customer care: cs@iifl.com or call on 91-22 4007 1000 
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