


India Brand Equity Foundation (IBEF) is a Trust established by the Department of 

Commerce, Ministry of Commerce and Industry, Government of India. IBEF's 

primary objective is to promote and create awareness of the Brand India label in 

markets overseas and to facilitate dissemination of knowledge of Indian products 

and services. Towards this objective, IBEF works closely with stakeholders across 

government and industry.

 

India, today, is well established as a credible business partner, preferred 

investment destination, rapidly growing market, provider of quality services and 

manufactured products; and, stands on the threshold years of unprecedented 

growth. India's Talent, Markets, Growth and Opportunity drive Brand India. IBEF 

consistently tracks and disseminates updated information on Indian economy, 

states, sectors, exports, etc. Besides, the foundation is involved in targeted sectoral 

branding campaigns as mandated by the Department of Commerce.

India Brand Equity Foundation is governed by a Board of Trustees led by Secretary, 

Department of Commerce, Government of India who functions as the 

Chairperson. The Board comprises eminent personalities from government, 

academia and industry. 

About IBEF



I
ndia has tremendous export potential, which needs to be 
exploited in order to achieve economic growth and 
create more jobs. In order to achieve sustained long term 

growth in exports and to ensure that India takes a leading 
role in global trade, it is necessary for all stakeholders to 
come together and synergise their efforts. A sustained brand 
campaign is a vital tool to inform markets across the globe of 
the competitive edge that Indian businesses have acquired 
across a range of sectors.

Towards this end, India Brand Equity Foundation significantly 
enhanced the scale and scope of its branding initiatives 
during 2016-17 under its broad mandate to promote the 
Brand India label in overseas markets. Among other events, 
a major campaign was successfully executed for lnnoprom 
2017 at Ekaterinburg, Russia, where India was Partner Country. Apart from promoting the 
Indian engineering sector at the launch event and through online and offline media, IBEF 
also organised an Experience India visit for Russian media, which ensured coverage in 
prominent Russian publications. IBEF's pharma campaign continued to make its impact at 
CPhl Barcelona. Notably, IBEF also executed a brand campaign for the Indian medical 
devices sector at Arab Health, Dubai.

The Brand India Plantations campaign at SIAL Paris was another highlight of the year, 
where IBEF ensured high visibility at the venue and also through the online medium. IBEF 
also managed a 6-month high-impact digital campaign for tea, coffee and spices in 
collaboration with the Boards, which brought tremendous visibility for the sectors and 
also disseminated a wealth of information on these key products from India among 
target audiences.

During the year, IBEF expanded the ambit of its branding activities to two new sectors-
services and leather. An exclusive press conference on India Heals - Discussion on Indian 
Medical Value Travel Industry on the sidelines of IMTEC Dubai garnered high visibility for 
the sector in the Gulf market.

In terms of the way forward I expect IBEF to expand its sectoral coverage and also to 
engage with stakeholders to ensure uniform branding across MAI/MDI approved events. 
Moreover, IBEF can also play a role in branding for Reverse BSMs within India apart from its 
brand promotion activities at overseas trade fairs. 

Warm Regards

Rita A Teaotia, IAS

Secretary

Department of Commerce and Chairperson, IBEF

C
ontinuing its efforts to promote and create more 
awareness about Indian products and services, the 
India Brand Equity Foundation (IBEF) took several 

important initiatives in 2016-17 towards its mandate.

IBEF continued to support key institutions under the 
Department of Commerce, Indian missions abroad and 
foreign missions in India with branding collaterals, best 
practices and market intelligence. Services and leather 
were added to the key sectors being promoted under the 
export promotion initiatives of IBEF. Existing export 
promotion campaigns for pharmaceuticals, engineering 
and plantations set new benchmarks during this fiscal. IBEF 
undertook branding and publicity of India’s participation as 
Partner Country at INNOPROM 2016, Russia’s main industrial trade fair, under the Brand 
India Engineering campaign. A social media campaign promoting the tea, coffee and 
spices of India that was managed by IBEF in partnership with the respective commodity 
boards resulted in huge followership and interest on the popular social media platforms. 
The joint participation of Pharmexcil and EEPC India at Arab Health 2017 marked the 
presence of two different export promotion councils following the same messaging 
strategy at the global event. This entire exercise was conceptualised and executed by 
IBEF. IBEF plans to add a few more sectors for export promotion in the next fiscal while 
sustaining the momentum achieved in each of the sectoral brand campaigns so far. IBEF 
is also working on designing a uniform fascia for India’s participation at international 
events to present a consistent identity of the nation brand in the global market.

The Knowledge Centre, an equally important pillar of IBEF, made a strong impact during 
the last fiscal. The frequency of update for sector and state reports has been changed to 
monthly from quarterly and half-yearly respectively. The reports provide an overview of 
various sectors and states of India and are very popular across all target groups. IBEF also 
launched the updated version of the factbook titled ’50 Reasons to Partner with India’ 
featuring interesting facts on India across a range of sectors. Regular projects like the daily 
India News Alert, bi-monthly India Now Business and Economy magazine continue to 
attract positive feedback from various stakeholders.

The expanding focus across the areas of export promotion and knowledge centre is 
expected to empower IBEF to continue to promote India’s intrinsic strengths as an 
economy and an attractive destination for business.

 

Warm Regards

Anu P Mathai

CEO

India Brand Equity Foundation

MESSAGE FROM
THE CHAIRPERSON

FROM THE CEO’S DESK
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Research and Perspectives

IBEF continued to keep its audience abreast with its regularly updated knowledge 

works comprising business information reports on the leading sectors and dynamic 

states of India and Best of India (Products, Services and Pharmaceuticals) coffee 

table books. IBEF fortnightly e-newsletter India Now with insightful perspectives on 

new business trends and thought leadership continued to be popular amongst 

audiences abroad and domestically.

India has a strong competitive advantage when it comes to exports in a number           

of sectors, and continues to take necessary steps to further strengthen its stature in 

global trade. IBEF released a fact book titled ‘50 Reasons to Partner with India’ for the 

benefit  of global businesses looking to partner with their Indian counterparts. The book 

features interesting facts on India across a range of sectors including engineering, 

space technology, food products, plantations, textiles, pharmaceuticals, automobiles, 

e-commerce, healthcare and IT. 

KNOWLEDGE
CENTRE

Brand India Study

With India emerging as a force to reckon with due to the size and potential of its economy 
as well as a strong reform-driven approach by the Government, global economists, 
investment banks and business analysts are on overdrive, making their assessments on the 
future road map of the economy and its potential for business growth. 

Indeed, businesses can benefit from a deeper understanding of the transformative 
changes shaping the present and future of India's dynamic economy, which is expected 
to be a key driver of global growth in the coming decades. In this context, IBEF 
commenced the preparation of an exclusive Brand India Study, highlighting 15 game 
changers that are expected to define the Indian economy in the coming decade. The 
study is in progress and will be completed by the next financial year.
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India Now Business and Economy

India Now Business and Economy, a bimonthly publication from IBEF, provides an 

eclectic coverage of contemporary trends and perspectives on India for its target 

audiences. The magazine has a rich repertoire of content on India that spans policy, 

business and lifestyle, with regular sections covering policy and business trends, 

entrepreneurship, innovation, MNCs, export sectors and even softer aspects like 

design, culture and tourism.

IBEF changed the look and feel of the publication in 2016-17 with more business-

oriented content and new sections like CEO Column and What’s new at IBEF. The 

publication continued to provide refreshing insights into the business trends and 

policy initiatives in India in 2016-17, with particular focus on exports. During the year, 

the editorial team featured the progress and achievements of some of India’s key 

sectors that have made their mark internationally. Stories in India Now Business    

and Economy in 2016-17 prominently featured topics like Digital India, Financial 

Inclusion, Achievements in Space Technology and Tourism. The June-July issue did a 

special coverage of India’s engineering sector in tandem with India’s participation 

at Innoprom Russia as a partner country.

Sector and state reports

India Brand Equity Foundation continued to provide updated information on 30 states 

and 36 sectors of India under its state and sector reports.

Apart from the regular coverage of key state advantages, infrastructure status, 

exports, policy initiatives, business environment, etc, new sections like startup 

environment and smart cities were added in the reports in accordance with new and 

evolving paradigms on the ground. IBEF also started monthly updation of reports as 

opposed to half-yearly reports that were done earlier.

I would like to congratulate IBEF’s team for coming out with an excellent bimonthly magazine ‘India 
Now Business & Economy’ and thank you for sending it regularly to this embassy. I thoroughly enjoy and 
benefit from reading the well contextualised articles on economic and commercial developments in 
India. Moreover I would like to convey a special appreciation for giving coverage to the often unsung 
artisans of India who have tirelessly worked to keep alive old age and exquisite handicrafts and art 
forms of India (Articles on Pichwai painting, Colours of Rann in December 2015-January 2016 issue).

Ms Swadha Rizvi, 
Charge d’ Affaires, a.i. Embassy of India, Buenos Aires, Argentina

“

”
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BRAND INDIA PHARMA CAMPAIGN

Brand India Pharma is a significant initiative led by Pharmexcil (Pharmaceutical 

Export Promotion Council) and IBEF (India Brand Equity Foundation) under the aegis 

of the Department of Commerce, Government of India, to highlight the value 

proposition of Indian pharma globally. IBEF has been participating in international 

events with Pharmexcil to promote the Indian pharma sector by providing branding 

support in terms of venue branding, media, PR and digital campaigns.

CPHI Worldwide, Barcelona, October 4-6, 2016

IBEF planned, conceptualised and executed an impacting Brand India Pharma 

campaign at CPhI Worldwide during October 4-6, 2016 at Barcelona. IBEF positioned 

Brand India Pharma to ensure a strong impact for the Indian pharma community 

across the event through a combination of onsite branding, with special focus on 

prime receptions - all vantage points that were visible and widely acknowledged by 

the exhibitors and media, both Indian and foreign. The shortlisted branding elements 

in consultation with Department of Commerce and Pharmexcil included South 

Entrance Elements: Quadrangular Tower (South Entrance) Option 1, MA - Flagpoles 

South Entrance (2 sets): Between Hall 1 and 2, Forex board at the entrance to Hall 2, 

Hall 1: Luminous at main entrance Hall 1, Vinyl stickers over glass in walkway (between 

Halls 2 and 3) and Double sided drop banners (for Halls 4, 5, 6 & 7).

Digital Campaign for CPhI Worldwide, 2016

For three weeks of online campaign for CPhI Barcelona, 2016, online ads of Brand India 
Pharma displayed to more than 2 crore web visitors.

More than 1.2 lakh visits (actual clicks on www.BrandIndiaPharma.in).

Facebook page of Brand India Pharma has received more than 60,000 likes.

More than 4,400 followers have been added to Twitter profile.

• 

• 

• 

• 

CPHI WORLDWIDE BARCELONA, 

OCT 04-06, 2016

Brand Visibility at The Event

Arab Health, Dubai, January 30-February 2, 2017

Arab Health is the largest healthcare exhibition and 

medical congress in the Middle East and second 

largest in the world. Over 4,000 exhibitors 

participated at Arab Health 2017. EEPC (350 sq mt) 

and Pharmexcil (504 sq mt) participated at          

Arab Health with 100+ Indian companies as part of 

the exhibition. The branding plan was finalised in 

discussion with Department of Commerce,         

EEPC India and Pharmexcil. The branding     

elements included Double Sided Hanging Banners; 

Digital Hanging Banners - Zabeel Concourse; 

Entrance Banners - Convention Gate; Outdoor 

Hoarding - Metro; Vertical graphics - Outside Zabeel 

Hall 5; Square Graphics - Hall 6; Flag Poles - 15 nos; 

two half page ads and two-page supplement in 
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IPHEX, Africa, 2017, 

February 15-25, 2017

Pharmexcil organised the  

2nd edition of IPHEX Africa at 

Ethiopia, followed by business 

meetings at Tanzania and 

Zambia during February     

15-25,  2017. The exhibition 

included Indian pharma 

exporters and prominent 

importers/distributors from 

neighbouring countries were 

inv i ted.  Loca l  pharma 

importers/distributors were 

invited with the help of High 

Commission, local pharma 

associations etc. Officials 

from Ethiopia Investment 

Commission, FDA, Africa 

Union Commission were also 

inv i ted  fo r  i n te ract i ve  

meetings. In Tanzania and 

Zambia, apart from B2B 

meetings, presentations  on 

local pharma markets/Drug 

Regulations were arranged. 

The branding opportunities 

were finalised for the venue 

and around airport and   

main roadways by IBEF and 

Pharmexcil. As Africa is a 

major destination for Indian 

m e d i c a l  s e r v i c e s  a n d  

m e d i c i n e s ,  t h e  b r a n d  

positioning used for Arab 

Health 2017 with the India 

Heals tagline pertaining to 

I n d i a ’ s  e x p e r t i s e  i n  

medicines, services and 

technology was retained.

Khaleej Times; SMS advertising targeting healthcare professionals in Dubai and press 

release issued to domestic media.

As it was the first combined event for the two sectors a common fascia design was 

introduced as part of branding with the tagline: India Heals. The same design was 

incorporated across all the branding elements. The messaging pertained to strengths of 

India’s medical devices, pharma and healthcare services.

ARAB HEALTH DUBAI, 
30 JAN-2 FEB, 2017

EXPORT PROMOTIONEXPORT PROMOTION



BRAND INDIA ENGINEERING

The Brand India Engineering campaign gathered strong momentum during 2016-17.      
The campaign, after its formal launch in 2015, was highlighted at major international and 
domestic platforms outlined below. The projection of the Indian Engineering brand at 
these platforms included a 360-degree marketing campaign aimed at increasing 
awareness and improving perception about Indian engineering products and services.

The Big 5 Show, Dubai

The Big 5 in Dubai has been home to the largest gathering of construction professionals in 
the Middle East for the last 35 years. Exhibitors showcase thousands of products from across 
the globe and the event includes free Certified Professional Development workshops as 
well as live demonstrations of a host of products.

India at The Big 5

EEPC India booked over 500 sq m for the India Pavilion spread across the various product 
halls at The Big 5 and around 50 Indian companies participated in the event. In addition to 
the companies participating as part of the India pavilion, over 50 Indian companies 
participated standalone at The Big 5. The Brand India Engineering campaign was 
prominently highlighted with Pumps & Valves being the focus product for the Show. The 
Brand India Engineering campaign was first highlighted by IBEF at the Big 5 by way of 
venue branding in 2015. For the 2016 edition, the branding plan included newspaper and 
SMS advertising apart from venue branding.

The Big 5, 2016

Innoprom 2017

JIMEX 2016

Indian Engineering branding collaterals

Engineering Coffee Table Book Engineering Factbook

INNOPROM

India was Partner Country at INNOPROM, the largest annual international industrial 

trade fair of Russia during July 11-14, 2016. Ms Nirmala Sitharaman, Minister of State 

(Independent Charge) for Commerce & Industry, led a delegation of over 110 Indian 

companies. IBEF’s branding campaign included advertising by way of billboards, 

LEDs, shuttles and buses, in the airport, city, opening ceremony, expo and train stations 

covering all the entry and exit points from Yekaterinburg. It also included advertising in 

newspapers, exclusive giveaways, Experience India visits of Russian journalists to India 

before the event and generating press coverage in India and Russia.

JIMEX

Brand India Engineering was showcased at JIMEX 2016, held from May 16-19, 2016, at the 
Halls of Amman International Motors Show in Amman, Jordan. JIMEX 2016 is the biggest 
industrial exhibition in Jordan which also caters to the industrial and engineering needs of 
nearby countries. IBEF took strategic branding positions including billboards in the city 
and placed advertisements in Jordan Times, the leading English newspaper in Jordan.

EXPORT PROMOTIONEXPORT PROMOTION



BRAND INDIA PLANTATIONS

India Brand Equity Foundation played the role of branding partner for Tea Board, 

Coffee Board and Spices Board at three international events. In addition, IBEF also 

partnered with the three Boards for an online campaign for the three sectors.

SIAL Paris, October 16-20, 2016

SIAL is positioned as the world’s largest food innovation exhibition, with 7,000 exhibitors 

from 105 countries and 155,000 visitors from 194 countries, 120 official delegations and 20 

exhibition sectors.

IBEF launched an extensive promotional campaign for tea, coffee and spices at SIAL 

Paris, 2016. Prominent branding spaces were taken up outside Hall 3, where participants 

from the three sectors were located. The campaign incorporated onsite branding, 

knowledge kits and digital marketing. With the core brand message – ‘Tea. Coffee. 

Spices. The flavours that are deeply rooted in India’, the campaign successfully 

highlighted India’s legacy strengths and unique value proposition in these three sectors. 

The digital campaign led to 171,000 actual clicks on the website 

www.teacoffeespiceofindia.com and received more than 67,000 Facebook likes. Online 

ads reached more than 6.5 crore web visitors.

SIAL Paris, 

October 16-20, 2016

Summer Fancy, New York, June 26-28, 2016

Summer Fancy Food Show is a prominent specialty 

food industry trade event in North America, and an 

important showcase for latest trends and innovations 

in the industry. Specialty food is a fast emerging 

segment within the US food industry, which grew by 

15% during 2014-2016 to reach US$ 127 billion (as 

compared to 2.3% growth in all food retail sales; 

Source: “State of the Specialty Food Industry”, an 

annual report published by Specialty Food 

Association and Mintel). Consumers in US are 

becoming more and more discerning with food 

choices driving demand for specialty foods. The 

fastest growing categories in this segment are those 

promising health & wellness and freshness. IBEF 

published advertisements in USA Today for promotion 

of Indian tea and spices sectors, which were 

participating at the event.

We congratulate you (IBEF) for doing a brilliant branding exercise for the event (SIAL Paris).

Sarvjeet Soodan,
Second Secretary (Economic and Commercial), Embassy of India, Paris, France

“ ”
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The outcomes of the digital campaign are as follows:

Biofach, Nuremberg, February 14-17, 2017

Biofach, the world’s leading fair for organic food, has come a long way since it was first set 
up at Ludwigshafen Stadthalle in 1990 with 197 exhibitors and 2,500 visitors. The fair in 2017 
saw 2,793 exhibitors and 51,453 trade visitors from 129 countries. IBEF took up onsite 
branding for Biofach Nuremberg, which saw participation of organic players from the 
Indian tea and spices sectors.

Online campaign for Tea, Coffee and Spices

IBEF partnered with Tea Board, Coffee Board and Spices Board to execute a social 
media campaign for tea, coffee and spices sectors. The campaign was started in 
December with tea & spices and initially planned for a duration of six months. The 
campaign for Indian coffee was launched on February 7, 2017. The roadmap involved 
regular postings of creative content on the three sectors for online engagement on 
Twitter, Facebook and Instagram along with digital marketing campaign to maximise 
reach. The campaign has led to a huge followership for the three Boards on social 
media channels.

 

Reach Engagement 

Total reach 15,04,13,362 Engagement total 50,19,650 

Twitter 160,80,800 Twitter 7,40,948 

Google 11,36,46,287 Google 1,47,079 

Facebook 1,93,28,622 Facebook 36,15,893 

Instagram 13,57,653 Instagram 5,15,730 

Twitter followers: 50,900 | Average engagement per post: 3,855

Facebook likes: 4,43,057 | Average engagement per post: 13,662

Twitter followers: 22,200 | Average engagement per post: 2,207

Facebook likes: 2,53,896 |Average engagement per post: 13,385

 

Reach Engagement 

Total reach 9,75,54,583 Engagement total 58,70,933 

Twitter 1,91,92,700 Twitter 9,10,746 

Google 5,90,96,150 Google 1,43,112 

Facebook 1,82,26,681 Facebook 43,59,287 

Instagram 10,39,052 Instagram 4,57,788 

Twitter followers: 49,400 | Average engagement per post: 8,939

Facebook likes: 4,24,653 | Average engagement per post: 7,234

Coffee
Paid: 1,01,60,779

Organic:
18,10,421

TWITTER REACH

Tea

CAMPAIGN OUTCOMES AS ON APRIL 30, 2017

Paid: 1,32,89,042
Organic:
27,91,758

TWITTER REACH

Spices
Paid: 1,54,89,760

Organic:
37,02,940

TWITTER REACH
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Reach Engagement 

Total reach 5,91,20,516 Engagement total 34,59,062 

Twitter 1,19,71,200 Twitter 6,35,488 

Google 3,67,81,395 Google 1,41,462 

Facebook 99,77,269 Facebook 25,12,032 

Instagram 3,90,652 Instagram 1,70,080 
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For M/s Vishudha Rasayanee Private Limited (VRPL)

IBEF continued to pursue the case for recovery of loan outstanding from M/s Vishudha 

Rasaynee Private Limited through its lawyer Mr Ravi Kamat at Thane court. The 

warrant against the judgements debtors was issued and due attempt was made to 

serve upon judgement debtors through IBEF representatives on June 19, 2017, and 

the matter was postponed to April 20, 2018.
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43,24,264.
9,116,036
3609047
2968485

43,24,264

9,116,036
43,24,264
9,116,036

3,609,047

2,968,485
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