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onsumer oriented production systems have become important in the agribusiness sector. A change regarding the need for

differentiation has occurred in the perception of companies, producers, distribution channels and other players involved in
the production of agribusiness commodities. There is a discussion on how to achieve it. The use of branding which is understood
as the process involved in creating and promoting strong brands is a way to obtain differentiation. The creation and promotion
of strong brands for Indian agribusiness is an important aspect for the strategies of Indian agribusiness companies, farmers and
agri entrepreneurs and exporters for entering as well as create a competitive advantage in the domestic and global market .Build
strong brands could be a useful way to escape standard market prices for commodities, creating value, providing income for all
links involved in the production chain. With the increasing trend towards the use of branded products and in this new environ-
ment of consumers seeking for quality, origin certification, confidence attributes, and for more organic and green production
standards, there are huge possibilities for creation of brands that meet this kind of demand. India’s geographical location, its
natural resources, and expertise in the production of certain agribusiness commodities, allows the country an opportunity for
adding and creating competitive value to many domestic products.This paper quoting Indian and International examples intends
to suggest propositions regarding the use of branding strategies in agribusiness commodities, concepts such as Co-branding,
Branding Ecosystem and Ingredient Branding as well as problems associated with branding.
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