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Order from Mumbai's favourite restaurants

OyeKiddan opens their
25th kitchen in city

PUNJAB EXPRESS BUREAU
Chandigarh, September 3

OpyeKiddan is all set to spice
you up with their mouth-
watering and scrumptious
paratha meals as they
launch their 25thkitchen
in Chandigarh at plot 102,
Phase -II, Chandigarh In-
dustrial Area.. Within a span
of four years in the culinary
industry, they have man-
aged to take their signature
parathas across 16 kitch-
ens in the cities of Mumbai,
Navi Mumbai, Thane, Delhi,
Pune, Hyderabad, Banga-
lore, Chennai, Hyderabad,
Noida, Gurgaon, and now

OyeKiddan offers an ar-
ray of choices for all paratha
lovers where vegetarians
can choose from the clas-
sic and forever favourites
like Alookaparatha, Corn
and Capsicum Paratha,
Mushroom Masala Paratha,
Paneer Do PyazaParatha.
The non-vegetarian lov-
ers can choose from Butter
Chicken Paratha, Barbeque
Chicken Paratha, Chicken
SczhewanParatha and
KheemaParatha, which is
served with your favourite
dip. All the parathas are
accompanied along with
Amul Butter, Mast Dahi
and a dollop of Punjabi
pickle.

Oye Kiddan
enters Hyd

Hyderabad: Oye Kiddan, desi
paratha meals joint on Monday
announced the launch of their
30th kitchen in Hyderabad. The
kitchen offers Aloo ka paratha,
Cheese Corn Capsicum
Paratha, Mushroom Masala
Paratha, Paneer Do Pyaza
Paratha in the vegetarian cate-
gory and Butter Chicken
Paratha, Barbeque Chicken
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Growing Cloud Kitchen Investments and Developing Alternate Revenue Streams in the
Wake of Pandemic Driving Online Food Delivery Market: Ken Research
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Factors that
Influence
customers
ordering food
online:

meets all.

© R

Clean, mobile packaging Easy to
(Pizza Boxes, smoothest Eat
to deliver) (Parathas are easy to
eat non cumbersome)

INFLUENCING
FACTORS

O

Economical Healthy
(AOV: 230-240 (Parathas made in
Very Pocket Friendly) Olive Oil)




Our mission is to make Oye Kiddan
the DOMINO's of Parathas!

‘ GURMEET KOCHHAR
OYE KIDDAN GROUP CEO



Chicken kheema

served with chutney

Generously stuffed authentic indian kheema
made juicer with hints of our very own spices.

"""""""""""""""""" BBQ chicken

served with BBQ sauce
Marinated with roasted spices &
: { our very own BEQ sauce overnight
Butter chicken & then slow cooked over charcoal
A dense smoky BEQ flavour awaits
your tastebuds.

v Widest Menu: 25 different parathas (10 more

served with butter chicken dip

Marinated for 24 hours & then ‘
roasted on tandoor. Shredded . .
meat is then stuffed into amazing |
incoming!

Chicken sczhewan B
served with schzewan sauce

Chinese meet punjabi in our take of

the schzewan paratha. Just as you'd

expect a flavourful paratha rich in <

spices with a generous serving of J

----¥120/- each -~

«

Uniform Taste: Standardised pan-India

puiled chicken.

Low Wastage: 2% only (lowest in the

Any 2 O Teri Parathas served with Amul

Any 2 Mast Parathas served with Amul Butter, Mast Dahi and Punjabi Pickle. I n d u St ry!)
Butter, Mast Dahi and Punjabi Pickle.

Every 4 Non-Veg P >
cheese corn J Healthy Parathas :
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Market Size
and
Growth
Projections

Online Food Ordering
Industry

*Sources: Statista.com

USD 3.1 Billion

Size of India online food ordering market in Mar 2021

USD 7 Billion

Projected size of online food ordering market in 2023

85% of online orders

Come from metros of Bengaluru, Delhi, Mumbai, Pune, Kolkata,

Hyderabad & Chennai

15% growth QoQ

In terms of daily food orders



Demand Drivers

L
dit

65% of the urban population is
under the age of 35, tech-savvy.
Propensity to order food 3x a
week and eat out at least once a
week.

350 million. The size of India’s
middle class population a majority
of which lives in Urban India.

Trend towards smaller, satellite
families with all members
working. Less time and inclination
to cook at home.

70% of Indian millennials prefer to
order things online

smartphones and
rising. Increases convenience of
ordering food online and tracking
deliveries.

Cloud-based

help streamline backend systemes,
order data, customer feedback,
reduce wastage/pilferage, etc.

raised by
Swiggy, UberEats, Zomato in India
in 2018 alone -enabling logistics
and new sales channel.

- Urban India with an
estimated population of
already has
using the internet.

*Sources: Mint & Economic Times



11

the number of cities we are
present in.

36

the number of Branches across
11 cities

4+

Highest Rating across all
Branches for ANY QSR Brand
in India

20

Number of variations in
Parathas

A snapshot of our
pre pandemic glory!

Average revenue per Branch
per month

Orders per month

Happy Customers Served

Annual run rate as of Mar 2020



Where were we
Pre Pandemic?

Product Sales Mix Pre Pandemic

Desserts and Beverag...
9.0%

Biryanis Veg Classic Parathas

Meal For One

Veg Special Parathas

Non Veg Parathas

oIS
72,948

Orders served in the month of

Feb 2020

INR 1.4 Cr.

Sales in the month of Feb 2020.

$2.7 Million

ARR For Financial Year Ending March
2020 10






Where are we right now?

Desserts and
4.2%

Breads

3.8%

Biryanis
3.9%

Main Course

All Day Breakfast and

Meal For One

March 2022

Product Sales Mix: Post Pandemic

Veg Classic Parathas

Veg Special Parathas

Non Veg Parathas

00
/77,112

Orders served in Mar 2022

INR 1.4 Cr

Sales in the month of Mar 2022.

INR 17 Cr

Current ARR

12



Who are our
customers?

Sales break-up as per Gender Sales break-up as per Age
®mMale mFemale m15-24 =25-35 @ [35-55 55+

5

20%

45%
75% of our customers are millennials and

Zen Zee. Highly tech savvy.
Who order 4-5 times a week.



Competitive
Landscape

None are
National or
even Multi-

City Players.

- Parathewala
@ - Paratha World
DiREeT - Chai Pe Charcha

- Oye Kake

INDIRECT - North Indian/ Punjabi restaurants
- Dhabas

- Dominos

PERCEIVED - Box8

- Faasos







What Is
unique
about
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Standardized Processes

Lean Operating Model

Hub & Spoke

Taste and Quality
Consistency

Quantity/Output can be
scaled easily

Minimal branch Team (5)

300 square feet kitchens.
Minimal rent.

Minimal
infrastructure/equipment
required for Parathas.

Centralized Kitchen + Dark
kitchen network

Minimized Wastage.
Economies of scale.




Multi-City Presence

Growing sales across 8
cities, with 34
sustainable branches and
Zomato kitchens.

Technology

POS based inventory
management & vendor
payments system.
Centralised payment
structure.

2 & 0

Scalability

Can open a new outlet in
24 days.

Hub & Spoke

All ingredients are sent
to branches from the
central kitchen. Zero
pilferage, minimal
wastage.

Customers Love

The only Cloud Kitchen
chain to have a 4+ rating
on Zomato across all
branches.

Standardization

Every process and recipe
has specified
benchmarks so taste is
standardized across
locations.



When we
say we are
Food Tech,
we mean..

WE
ACTUALLY

FOOD-TECH

INVENTORY MANAGEMENT

Every single SKU trackable in the system, TALLIED WITH SALES

PURCHASES
100% of our purchases are online and in sync with our POS.

REVIEWS & TRAINING

Daily monitoring of every single review for every single branch and conducting One On One
training with the staff for the same

ACCOUNTS & AUDIT

Complete tally of Purchases with every SKU sold, Tallying with POS if sales disbursements
from Swiggy and Zomato are in line with the Discount Sharing agreed upon

100% - END TO END DIGITAL OPS



EBITDA

Per
Paratha

33% Food Costing

Food: 27%; Wastage: 2%; Packaging: 4%

25% Aggregators

Includes Logistics & GST on commission (no input credit)

19% Management, Labour & Infra

Management: 6%, Labour: 8%; Infra: 5%,

10% Marketing

Channels of marketing are Zomato, Swiggy, Social Media

13% EBITDA

Per Paratha



Break

Even
Analysis:

Branch
Level.

INR 6,00,000

Working Capiatl Required to Run the Branch till operational brak even (6
months)

INR 6,00,000

Capex Per Branch (Already done)

INR 6,00,000

Marketing Cost per branch for 6 months (20k per month per brand)

9 Months

Time taken for the Operational Break Even of the Branch.
No more Working Capital Infusion.

20 Months

Time taken for a Branch to Completely Break Even






HARDEEP CHADHA

Founder of Khane Khaas
Menu Consultant & Food Mentor

GURVINDER KOCHHAR

Head Of Training & Quality Control

ARVIND DIXIT

Head of Business Zomato / Ex COO McDonalds

AASHAY SAMANT

Official Investment Banker

BHAVNA PANCHAL

Head Of Digital Marketing

THE A TEAM

GAGANDEEP KALSI

CMO ASIAN PAINTS;
Marketing Strategy Consultant

ROHINI REGO

AVP MARKETING DBS
Digital Marketing Consultant

NABEEL MERCHANT

CO-FOUNDER HOWL DIGITAL;
Digital Marketing Partner

FRANK PINTO

Head Of Audit and Finance

GURMEET KOCHHAR

Group - CEO



_______

5 years: 36 Branches



Branches,
Pre -
Pandemic

- Lower - Oshiwara

Parel - Powai
MUMBAI - Bandra - Malad
- Santacruz - Chembur

Andheri E Borivali

Baner
- Viman Nagar
- Kothrud
Hinjewadi

PUNE

DLF Phase 4
Sona Road

GURGAON

Kalkaji
DELHI GK 2

Industrial Area - Sector 10

CHANDIGARH

Waghale Estate
Majiwada



Nerul (DY Patil)

MUMBAI

Sector 16
SECTOR 76
1T

Ameerpet
Dilsukhnagar

Branches, - Tamaka

Gachibowli

Pre - - Kukatpally
Pandemic

NEWETGE!
Annapurna
Vijay Nagar




Post
Pandemic.

The current
situation.



Branches,
Post -
Pandemic

These are all
live as of
today.

MUMBAI
W)

Lower Parel > Andheri E
Bandra

Santacruz
Malad

Oshiwara
- Powai

MUMBAI
(CENTRAL)

NAVI
MUMBAI

Chembur
Matunga
CST

Waghle Estate

D. Y. Patil Nerul
Vashi Sector 17 (onboarding)

Baner
Viman Nagar
Kothrud
Hinjewadi




Pre Series A

Round
Deployment.

18 Branches

Due to Covid-19, 18 of our well performing branches are on hold

Working Capital Needed

We need Working Capital to revive the non functional Branches (18 Branches)

INR 6 Lakhs Per Branch

The working capital requirement per branch (salaries, utilities & raw material
for 6 months)

INR 6 Lakhs Per Branch

Marketing capital requirement per branch, for all 5 brands (36 Branches)

INR 3.24 Crores

Total Pre Series A Requirement

Round Objective: REVIVAL

These are all existing branches where entire capex is done.
Fund Raise is just to revive paused branches and launch 4 new brands from the same Infra






We are repeating
what we were
already
successful at!! )

Hand picking
GEOGRAPHIES
which are 100%
sure of
GROWTH from
DEVANR




Revival of the
Branches on
hold. (ONLY
THE BEST
MARKETS!)

18 Branches
will go live
Immediately
with the fund
Infusion.

Kalkaji
¢] @

Sector 16
SECTOR 76
1T

Ameerpet
Dilsukhnagar
LEIGELE]
Gachibowli
Kukatpally

DLF Phase 4
Sona Road
DLF Phase 1







Launch New
Brands from
the same
Kitchens.

In 2021.

SUPER BOWLS

Delicious Indian Rice Bowls. Already launched in Bandra.

MOMO FOMO

The fastest scaling fast food in Indian Markets

ROLL - A - COSTA

The most sorted out complete on the go meal

C




These brands
are being
created on the
basis of data
collected from

Swiggy and
Zomato.

Upside Potential

Create 5 new brands serviced by the same kitchens: Cover ALL of the

highest-ordered categories in India! These categories are 90% of all orders.

ST ) @
&S )

Biryani Momos & Chinese Salads & Smoothies
An average of 1.6 The next highest Rising health-

biryanis every second are ordered cuisine after consciousness seen
ordered in India* North Indian food amongst young India.

Oye Kiddan already Emerging category in food

serves some biryanis

5

Rolls Pizzas & Burgers

Simple, easy to consume, require Ordered primarily by the
minimal effort to prepare; Can young / millennial population
be prepared within current (which also has the highest
kitchen setup as well propensity to order online)

* Swiggy - "StatEATistics report: 2019" and "StatEATistics report: The Quarantine Edition"

| 34



To Be Launched by
Oown December 2022

Website & App
for Online Advantages
Ol’d ering 1. Lower dependence on 3P

Better Customer Profiling

Higher Customer Engagement

Driving Repeat Purchases

Data Driven Marketing Efforts

Higher EBITDA - Reduces 25% cost to 3Ps /

o o~ W N

Aggregators

| 35



Packaged Food

Enter 3 categories and bring the warmth of Punjabi Cuisine into Indian kitchens

Parathas (Frozen / Stuffed) Pickles (Innovative) Rotis
Vegetarian Parathas: Mango Pickle Beetroot Rotis
- Aloo Paratha Mixed Punjabi Aachar Palak Rotis
- Gobi Parath
obrFaratha Nimboo Ka Aachar Protein Rotis
- Cheese Corn Capsicum Paratha
Missi Rotis

- Cheese Corn Spinach Paratha
- Multi-grain Protein Paratha

- Gluten-free Paratha
Non-Vegetarian Parathas:

- Butter Chicken Paratha

- Kheema Paratha

We will be the ID Fresh of North Indian food and own this category!




_______

What we plan to achieve with
the Pre Series A Round in 12
months...



Meet the
working capital

needs and
restart existing
branches with 4
New Brands.

18 Branches
(Mar 2022)

ARR: 17 Cr
($2.5 Million)

36 Branches
(Mar 2023)

ARR: 36 Cr
($5 Million)

36 Branches
Running 5
brands
(Dec 2023)

ARR: 75 Cr
($10 Million)




WHAT’s

NEXT???




July 2022

2 Year
Plan.

125
36 Branches (gran;ggz ) Branches
Dec 2023) =€ (Dec 2025)

ARR: 75 Cr ARR: 120 Cr :
($10 Million) ($16 Million) ARR: 240 Cr
($32 Million)

Only 0.23% of India orders online*

Oye Kiddan can penetrate across India, before 5% of India starts ordering online!
We are still way ahead of the “Me Too” brands

There are multiple pizza brands but Domino’s is still #1 - We will be the same
The market is far from maturity - THE STORY HAS JUST BEGUN!

* Assumes one year period for revival (maximum required in our estimate). Actual revival would most likely be much faster
Note — Annual Revenue does NOT include revenues from the Retail plan or from Own Website & App; that would be incremental.
# Percentage of Indians ordering online is calculated as (No. of Daily Orders / Total Indian Population)






