—
(2
O
o
LLJ
oz
=l
<
—
Z
Z
<




I'n this globalised and modern world there
can only be one answer - a strong dynamic
economy. We need resources, we need
national wealth - and this can only come
from the economy.

However, His Majesty said, we must build not just
a strong economy but a strong economy suited to
Bhutan's needs.

~ His Majesty The King
Speech on Convocation 2007 (Kanglung)
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THE LOGO’S SYMBOLISM

The uniquely designed logo of the Food Corporation of Bhutan Limited (FCBL) perfectly resembles
its socially driven mandates and responsibilities aimed at serving the King, Country and People.

At the centre of the logo is the priceless gem (?ﬂfi'ﬂ). It symbolises FCBL as a precious gem of the
country. Similar to the gem, which is believed to possess natural power to fulfill one’s needs and aspi-
rations, it signifies FCBL’s unique strength and ability to fulfill the requirements of food security for the
nation at all time. The dark yellow colour of the logo symbolises the visionary royal foresight of His
Majesty the Fourth Druk Gyalpo that has given birth to this prestigious company. The dark yellow also
represents the value and importance of the company as precious gold.

The nine dots symbolises Dru-Na-Gu (Nine cereals). Since times immemorial, Bhutanese villagers,
especially those residing in favorable temperate zone grew the nine food crops called the Dru-Na-Gu
(Nine Cereals), which are rice (Bja or rey), maize (Gayza), wheat (Ka), barley (Nah), buckwheat (Bjo
or Jarey), millets (Memja or Cham), pulses (Sem), oil seeds (Peka), and amaranths (Zimtse). In olden
days, people who could cultivate nine crops were considered wealthy with all essential food items.

The Dzongkha letters on the top represent the superiority of Bhutan’s national language and unique
cultural identity. The green background broadly symbolises green crops that fill the food basket. It
also indicates FCBL’s hope and fresh ideas aimed at bringing continued growth and development that
can eventually blossom into financially secure economically stable and socially fulfilling company.

Overall, the logo is an expression of FCBL as a precious gem of the country; a leading national
agency that ensures availability, accessibility and affordability of essential food items for people from

all sections of the society.
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I MESSAGEFROM CHAIRPERSON

It is my ©privilege to present FCBLds Annual Repor

achievements. While our mandate to maintain National Food Security Reserve (NFSR) and affordable
essentials remain unchanged, wehave gradually ventured into proces sing and value addition.

In 2022, FCBL imported 18,571.10 metrictonnes (MT) of food grain items and 25,911.10 MT of fast
moving commodity goods (FMCG). The dgnificant volume of food demand and import s indicate
immense opportunities for investment in agriculture production and processing. Remarkably, dairy
products were among the top-selling FMCG items in 2022, presenting an opportunity to enhance the
existing dairy industry.

The auction facilitation process was affected by the pandemic, making many farmers and traders opt
for direct cross-border trading without involving FCBL. However, with the reopening of border gates
on September 23, 2022, the turnover increasedWe anticipate operations to resume as usualin the
upcoming season. In 2022,FCBL exported a total of 17,184.19 MT of agricultural produce to India. Our
auction system encourages growers toengage in commercial-scale farming, thereby enhancing their
livelihoods. In collaboration with RSEBL, we are planning to venture into full -scale online auctioning
in the near future.

Maintaining the National Food Security Reserve isa crucial part of FCBLO s mandaBédut ghden
increased vulnerability to both man -made and natural calamities. As per the mandate, FCBL is

required to maintain 8 ,613 MT of rice, 333MT of pulses and 825 MT of oil. These reserves are projected

to sustain 50% of the population for three months in the event of a disaster. However, considering
concernsover storage and damage, the management hasdecided to procure and maintain 50% of the
mandated reserve quantity. Nevertheless, if the situation deteriorates, instant purchase will be made

to meet the actual requirements and maintain NFSR accordingly.

Striking a balance betweensocial service obligations and commercial performance has always been a
challenge for FCBL. In spite of this challenge, we have successfully delivered most of our social
services to schools and remote areasThrough the school feeding programme, we provided a total of

nine non-perishable items to 500 schoolspenefitting 84,415 students across the country. Howeverthe
operation of farm shops incurred aloss of Nu 18.50 million in 2022, leading to their complete closure

from the end of July 2022

As FCBL strives for acceleiated sales and servicesye express our gratitude for the continued support
of relevant stakeholders which enabled us to deliver effective services to our clients. We extend our
wishes for good health and prosperity to all.

Tashi Delek!

(Kdrma Galay)
Chairman
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I EXECUTIVE SUMMARY

Food Corporation of Bhutan Limited was established on August 16, 1974 under a Royal Charter to
centrally procure and distribute essential food items across the country. It was later incorporated as a
State-owned Enterprise under the Companies Act of the Kingdom of Bhutan on July 8, 1992 with the
following mandate: maintain national food reserves at all times; trade in essential food and fast
moving commodity goods; facilitate the export of agricultu re produce; and support school feeding
programme in all the dzongkhags

Currently , the company operates through one central warehouse,four regional warehouses, 23district
warehouses, and four retail shops. The agricultural marketing services are facilitated by four
strategically located regional auction yards.

In 2022 the company was managed by 342employees comprising 226regular staff, 12 contract staff,
91 under General Service Personnel 12 under contract terms. The number of employees reduced by
30%from the previous year mainly because ofthe closure of farm shops, which led to the retrenchment
of employees under Annual Renewal Contract (ARC).

In 2022, the company handled 19,147.43VT of food grain items, which generated arevenue of Nu 947
million . It is a slight decrease of % and 5% both by volume and value, respectively. On the other
hand, FMCGs increasedby volume and value of 27% and 18% respectively, compared to 2021, which
was 17,909.06MT and generated a revenue of Nu 970million . A total of 17,184.19 MT of agricultural
produce was exported to India through FCBL , down almost three times from the pre-pandemic
season. Potatoes constitutd 81% and vegetables constitutel 11% of the total export. Other
commodities like fruits, ginger and arecanut accounted for the remaining 8%.

Under the school feeding programme, the company delivered non-perishable items while
discontinuing the supply of perishable items like it did in the previous year. Nine non-perishable
items were delivered to 500 schools,which fed 84,415students across the country and generateda
total of Nu 19.21 million as servicechargesfrom the RGoB.

Although rural communities benefitted from the farm shops operated by FCBL, their operation led to
a loss of Nu 18.50 million in 2022. Becauseof continuous loss caused by the operation of farm shops
since itsinception, all farm shops were closed down from the end of July 2022.

Annual Report 2022 3



| coMPANY AT A GLANCE

Agricultural
Marketing
Services

Nu. 391 Million

Food

Grain

Services

Nu. 247 Million

Business
Nu. 270 Million

1
X\ | VISION
() Ensuring Food Security for the Nation at all times.
L)

MISSION

ﬁ Ensuring availability, affordability and accessibility of quality food for all by
CJ providing reliable andsustainable marketing platform and distribution chain for farm
produce and essential commodities acrossthe country.
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| BACKGROUND

Food Corporation of Bhutan Limited was
established on August 16,1974 and later on July
8,1992 it was registered as the first Stateowned
Enterprise under the Companies Act of the
Kingdom of Bhutan.

| CURRENT STATUS

The companyd sCorporate Head Office is in
Phuentsholing. It has four regional offices
located in Thimphu, Phuentsholing, Gelephu,
and Samdrup Jongkhar. It operates through four
regional warehouses, 23 district warehouses,
four retail stores, and 65 operational farm shops
to distribute food and essential items across the
country.

FCBL Outlet Distribution Map

] 25 50 75 100 125 150 km

Figure 1. Map showing Bulk Stores, Depots, Retails &
Auction yards

Location Map of Farm Shop A

Legend

* Operational Farm Shop (65)
Closed Farm Shop (63)
& Franchised Farm Shop (45) S

1 Boundary Rt
(/;/ * . ‘17\“\/"”“?‘=*m_y,//‘~ .
L
4 it
fn

Figure 2. Map showing farm shops
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The primary mandates of the company are:

x Maintain  National = Food Security
Reserve for the nation at all times.

x  Stabilise the price of commodities
through the operation of fair price
wholesale and retail outlets.

x  Provide a reliable platform for farmers
to trade their agricultural produce.

% Facilitate smooth functioning of the
school feeding program me.

The agricultural marketing service business
saw a sharp drop post-pandemic while food

and essential commodities business focused on
revenue generation though 50% of the actual
mandated NFSR was maintained for three
months.  Similarly, school the feeding

programme and other services continued.
However, farm shops were closed by the end of
July 2022.

The company deals in diversified products
while meeting customersddemand. This year, it
dealt with 86 food grain items and 387 fast
moving commodity goods across the country.

The import trend of food grain items for the last
five years shows a decrease in quantity and
value by 6% and 10% respectively, in 2022
compared to 2021 as shown inFigure 3.

35000 1400
= 2 <
T ~30000 £ 12065 S
55 \ o=
g £25000 10003 =
[%)] o
g £20000 7 | gpoe Z
5 515000 4 600 £ &
E §1oooo 400 £ 8
— = C
S 3 5000 2006 3
%‘ ° v 3
% % 0 T T T T 0 % ©
a 2018 2019 2020 2021 2022 > 3
Quantity (MT) —e—Value (Nu. Million)

Figure 3. Import of food grain and essential items in
volume and value (2018-2022).



The volume of imports of FMCG has increased by
16% and the value increased by 10% during the
year as compared to the previous year as shown
in Figure 4. In 2022, 25911.10 MT! of FMCG
worth Nu 862 million was imported.

After a steady increase in the export of potato in

2018and 2019, there was a sharp drop from 2020
onwards with the Covid-19 pandemic hitting the

export business hard. However, in 2022, a total of

11,736MT of potato was exported, generating a

revenue of Nu 194 million, which is a huge

increase of 91% on average byboth value and

volume compared to 2021 (Figure 5).

The export value and volume of vegetables
during the year increased though its trend

fluctuated from year to year with a drop in 2021.
Vegetable export increased in volume and value
by 53% and 139%respectively, in 2022 compared
to 2021 (Figure 6). A total of 1422.03 MT of
vegetables worth Nu 40.07 million was exported.

30000 10002
n €
E 900 &
£ 25000 800 >
(&) c
S 20000 700 ¢ =
g 600 & 2
5 15000 500 ¢ €
= 400 é E
£ 10000 300 £ <
S 5000 200 ¢
£ 100 c>s
S 0 0
o 2018 2019 2020 2021 2022

Quantity (MT)  —e—Value (Nu. Million)

Figure 4. Import of agency items in volume and value
(20182022

! For uniformity, agency items
converted to MT.
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quantity was

35,000 800
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25,000 600
20,000 jgg
< 15,000 300
10,000 200

5,000 100

Quantity of vegetable exports
M
Value of vegetable exports
(Nu. million)

2018 2019 2020 2021 2022

Quantity (MT)  —e—Value (Nu)

Figure 5. Export trend of potato
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Figure 6. Export trend of vegetables

Assorted produce like spices, arecanut, oranges
and other fruits were also exported. In 2022, a
total of 4026.16 MT of assorted produce worth
Nu 156.61 million was exported apart from
potato and other vegetables which show a
decrease in volume by 7% and an increase of
value by 46% compared to the previous year.



FOOD GRAINS AND
ESSENTIAL COMMODITIES
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SALES OF FOOD
GRAIN S AND
ESSENTIAL ITEM S

Following the mandate to reserve NFSR and

simultaneous normal business post-Covid

-19

pandemic, a total of 1,9147.43MT 2 of food and
essential items were sold through various sales
outlets, excluding farm shop s, generating revenue
of Nu 947 million. The overall quantity sold and
revenue generation decreased by 9% and 5%,

respectively, compared to the previous year.
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Figure 7. Monthly sales and revenue trends of fo

and essential commodities

Sales of agency items (Nu.million)

od

December and February months recorded the

highest and the lowest revenue generati

on,

amounting to Nu 102.79 million and Nu 64.36

million , respectively. The revenue generation,

on

average, was Nu 75.88 million . Likewise, the
guantity of goods sold followed a similar trend

with a maximum quantity sold in Decem
(4,911.21 MT) and a minimum in

(1,396.19MT) as shown in Figure 7.

2 Excludes sales of agency items by farm shops

ber

February

Among 86items, the 20-kg Zheychum Chogijur
was sold the most, generating revenue of Nu

109.24million, follow ed by Rice 551 New(Nu

65.45million) and Sugar s 30 50kg (Nu 48.79
million). Unlike the previous year, the saleand
value of Rice 551increased after institutions

like schools and colleges started functioning

post-pandemic, making the item one of the top
two food and essential commodities sold.
Given below are the details of the top ten
items:

Table 1: Top ten food and essential items

Revenue

Item list
(Nu.Million)

Zheychum Chogjur 20kg 109.24
Rice 551 New 65.45
Sugar s 30 5kg 48.79
Dalda Ruchi pch 1 Itr*16 40.04
Zheychum Gongma 25 kg 39.35
Rice K Gold jpc 25 kg 38.60
Zheychum Chogjur 20kg (SJ) 25.03
Rice Tibar Saahi Dinner 25kg 24.97
Rice K Gold jpc 25 kg (SJ) 22.14
Rice 551 New (SJ) 20.44

In 2022, Thimphu Bulk Store earned the highest
revenue of Nu 195.96 million followed by

Phuentsholing Bulk earning Nu 98.66 million

and Paro Depot earning Nu 75.81 million

(Figure 8). The overall revenue from food and
essential commodities decreasel by 5% from the
previous year.



Samdrup Jongkhar Retail
Daifam Depot
Rangjung Depot
Thimphu Retail Changjiji
Gelephu Wholesale
Sarpang Depot
Phuentsholing Wholesale Depot
Dagapela Depot
Nangkhor Depot
Trongsa Retail Shop
Nganglam Depot
Wamrong Depot
Damphu Depot
Dakpai Depot
Paro Retail
Trashiyangtse Depot
Gorgaon Depot
Trashigang Depot
Trongsa Depot
Haa Depot
Khangma Depot
Bumthang Depot
Samtse Depot
Gelephu Bulk
Wangdi Depot
Samdrup Jongkhar Bulk
Mongar Depot
Khuruthang Depot
Paro Depot
Phuentsholing Bulk
Thimphu Bulk

0 50 100 150 200 250

Food & Essential commodities revenue by sales outlets in Nu. million

Figure 8. Location-wise sales revenue of food and essential commodities
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| SALES OF EMCG

FCBL handled 18 different categories of fast-
moving consumer goods comprising 387
standard items in 2022 (Table 2).

Table 2: Product categories of FMCG

Product category Types of items

Baby care 1
Biscuits 51
Beverages 40
Confectionaries 37
Dairy products 28
Detergent 23
Dish wash 17
Disinfectants 11
Edible oil 8
Instant noodles 25
Personal care 9
Repellent incense 12
Salt

Shoepolish

Snacks 15
Soup 2
Tea products 18
Toiletries 87
Total 387

The overall sale of FMCG in terms of volume and
value has increasedby 27% and 18k, respectively,
compared to the previous year with 17,909.06MT3
generating Nu 970 million. The monthly sales
trend indicates the highest revenue generation in
December with Nu 88 million and the lo west in
January with Nu 68 million. The volume of
transactions followed the same trend. The trend of
sales by quantity and values are shown in Figure
9. Dairy product s and instant noodle s categories

fall under top 10 sold FMCGs as shown in Table 3.

3 Excludes sales of agency items by farm shops

£ 2000 1005
< 1800 - - 90 E
)] i
£ 1600 NS — 80 3
2 1400 70 &
> (%]
S 1200 60 E
1000 |- 50 =
g 800 40 8
> 600 30
€ 400 20 <
g 200 10 ¢
0 = 0 =

zZ xr X Z =20 = > O

W = o > woasw

SEggxIm”~290246

Quantity(MT) === \Values(Nu.M)

Figure 9. Monthly sales & revenue trend of
FMCG

Table 3: Top 10FMCG

Item list Revenue
(Nu.Million)
ll?ﬁ\llgnter Double Toned Milk 1 88.27
Amul TaazaToned 1 ltr*12 83.55
Britannia Cheese Block 1kg*12 60.45
Everyday Dairy Whitener 1 kg*12 58.32
gs/gréy::goDalry Whitener Plain 4790
Maggi Noodles Masala 60gm*96 40.04
Britannia Cheese Slice 20@m*30 21.91
Amul Butter CB 500gm*30 21.31
Amul T Special Pouch 1kg*12 19.34
Amul TaazaToned 200mI*30 16.55

Among the 314 sales outlets, Thimphu Bulk
Store generated the highest sales revenue of
Nu 132 million, followed by Paro and
Wangdue Depots earning Nu 74 million and
Nu 66 million , respectively (Figure 10).

4 Excluding farm shops
12



Samdrup Jongkhar Retail
Daifam Depot
Rangjung Depot
Trashiyangtse Depot
Sarpang Depot
Nangkhor Depot
Wamrong Depot
Paro Retail
Thimphu Retail Changjiji
Trongsa Retail Shop
Dakpai Depot
Nganglam Depot
Gelephu Wholesale
Phuentsholing Wholesale Depot
Trashigang Depot
Gorgaon Depot
Khangma Depot
Haa Depot
Dagapela Depot
Damphu Depot
Trongsa Depot
Bumthang Depot
Samtse Depot
Samdrup Jongkhar Bulk
Gelephu Bulk
Phuentsholing Bulk
Mongar Depot
Khuruthang Depot
Wangdi Depot
Paro Depot
Thimphu Bulk

20 40 60 80 100

FCMG revenue by sales outlets in Nu million

120 140

Figure 10. Location-wise sales revenue offast-moving consumer goods
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AUCTION AND
RNR SALES

’E“ 6000 -9 T
In 2022 17,184.19 MT of RNR produce were 3 5000 i 38 z
tradeds, generating revenue of Nu 391 million as é 4000 L 60 2
shown in Table 4 Conversely, only 12,708.95MT 3 L 50 ©
: 3000 @
of RNR produce were auctioned for export, § - 40 £
generating Nu 242.29million , which was less by T 2000 30 o
almost three times compared to the pre-pandemic 2 1000 I ig 2
season. Potatoes comprised 81% and vegetables 2 0 Lo &
11% of the total export through FCBL. Other = > >0 > 555 5 -
.. . . . I S g OE®8S535Y8a0c0 s
commodities like fruits, ginger , and areca nut 3 2 23 =572 ESEE
accounted for the remaining 8% of the export. S @ <503 g
wn 2z
Table 4. Quantity and val ue of RNR produce Qty (MT)  —e—Value (Nu million)
traded in 2022 : .
X Figure 11. Monthly potato auction trend (2022)
Quantity Value (Nu
Iltems -
(MT) millions) —
1000 25 S
Potato 11,736.00 193.99 @ 900 2
Vegetables 1,422.03 40.07 |8~ 500 20 E
Citrus 246.46 6.80 | P= 600 152
Pulses 0.00 0.00 |5 €30 10 2
Spices 3,636.09 143.35 | £ 2300 5
S @ 200 5 o
Areca nut 137.96 6.22 2 100 2
Other fruits 5.65 0.23 0 _ >0 %
S22>25=2£2323353 x
Total Value 17,184.19 391 SS522333E8¢L¢E
g o= 22 0gQ
s o <320 > §
. . LL <) o o
Usually, the operation of the RNR business both n z

online and on the conventional platform , is done
on substantial rate. However, the trade was
disrupted after the pandemic. Although the
auction period starts from the middle of May and
goes on until December, in 2022 the auction
services lasted for only seven months. The major
export of potato and vegetables during that period
was in the month of October and November
(Figures 11 & 12). A total of 10,330.47 MT and
1,422.03 MT of potato and vegetables were
auctioned, respectively.

Qty (MT) —e— Value (Nu million)

Figure 12. Monthly sales trend of vegetables (2022)

Unlike the vegetables and potato business,
which is seasonal the spicess and areca nut
businessis conducted throughout the year. In
2022, the total revenue from spices was Nu 9.21
million with maximum turnover in January.
Areca nut earned revenue of Nu 6.22 million
with maximum earning sin April (Fig ures 13 &
14).

5 Auction & buyback 6 Spices include ginger and garlic
15
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Figure 13. Monthly sales trend of spices (2022)
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Figure 14. Monthly sales trend of areca nuts (2022

The export of fruits and pulses is seasonal.
Among fruits, 98% of export was citrus
(mandarin) , followed by apple , which accounts
for 2%. In 2022,the export of citrus was 246.46
MT, generating Nu 6.8 million while only 5.65
MT of apple worth Nu 0.23 million wa s traded.

Apart from auction service s, other crops like
cardamom, maize, quinoa, and rajma are
directly purchased and sold. In 2022, quinoa
and rajma were sold asshown in Table 5:

Annual Report 2022

Table 5. Direct purchase and sale

Item Quantity (MT) Value (Nu
M)
Rajma 58.83 5.01
Quinoa 8.13 1.18
Total 66.95 6.19

A quinoa processing plant was set up in
December 2021 with a processing capacity of
500 kgs per hour. Processedquinoa comes in
three varieties, namely Sacaca, lvory and

Marangani with the MRP ranging from Nu 220
to Nu 250 per kg. The total sale for 2022 is
detailed in Table 5.

BUY BACK FROM SOURCE
FCBL procured potatoes and ginger this year
through the buyback scheme The initiative
was mainly aimed at facilitating growers to
market their harvest. In the year, the total
volume and value of potato buyback were
1,405.53MT and Nu 14.24million , respectively,
apart from conventional auction services.
Similarly, ginger was categorised on grade-
wise procurement at source and exported. A
total of 3,069.70MT worth Nu 134.14 ginger
was traded in 2022.
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