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BRAND PROFILE

WAMA is a leading manufacturer
and exporier of home appliances.
Crnided by their  philosophy  of
delivering perfect tonls  for  the
kitchen, WAMA has developed and
imtroduced several path breaking and
innovative products across countries
and now in India. WAMA staned
with a modest beginning and today s
Largeting Lhe world as its market.

It entered India in the year 288 with
4 mission o create best  guality
appliances wsing cutting-edge
technology. The man behind the
illustrious success story of WAMA s
Mr. Dilip Gurnani, who ook over
the reins of the business in 1994,
Working with a wide range of
appliances over a long period of time
and by regulardy moving  high
volumes, WAMA has achieved a
good reputation in the prodwection
and sourcing field which helps them
miect the competitive tangets of their
discerning customers in the waorld

BRANDS

Chosen by Consumers

— = THE QUEEN OF APPLIANCES

market.

After having =old
mare than 5 million
uniis  across the
globe and still
COunting, in its 1wo
decade old global
trysl with destiny,
WAMA's 1win
walchwords  have
been 'Cuality’ and
the "Ultimate
Customer’ - even
the logo of brand
WAMA &5 of a
"Queen’ as  they
intend io make
brand WAMA the
'queen’ of
appliances.

The endeavar and
ability o combine

e

state of the art'

technology in its products with good old

values of truthfulness

WAMA Fruit Dessert Maker
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trust and reliabiliey
in their conduct
and dealings with
their trade panners
and uliimate end-
wsers 15 WakiAS
real strength.
Introducing
innovaltive
products in  the
Indian market
place and then
giriving o create
bBramd swarenmess
through product
awarenes i the
real idea and intent
behind Waba.

Al WAMA there is
a great emphasis
on guality checks
at every step of the
process and a
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WAMA Multi Juicer

evaluation is conducted

careful
during each step of the operaiion to

ensurg  that excellence prevails
throughow, WAMA believes that
prompl deliveny is essential in woday's
competitive world and thus they
always work towards fulfilling their
delivery commitments.

Backed by an enviable success
record, WAMA has continued s
trend of excellence across varous
imternational markets and in India,
where it has firmly established s
rools in various ¢ities of
Maharashtra, Gujarat and Madhya
Pradesh.

WAMAS product range s designed
to cater to the entire target customer
audience  and wday it boasts of
various sub-brands such as "WAMA -
MNGA', "WAMA Elite’, "WaMA My
Home', "WAMA Care’, "WAMA My
Chell and “Shree WAMA', All these
products match the standards of
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major guality cerifications of the
world suchas CE, GS and ROHS

WAMA i the fist home appliance
company 1o ntroduce a  fully
stamnless steel body muxer-grinder in
India in 2000. Further, to reinforce
its groundbreaking nature il
introduced QR Code as an 1T tool for
its patrons in the Country — again a
first for the appliance indusiny,
|3ix]’!l|;.’|'_-.'i|‘|g the I.|IIiI|i|::IL""-\. of a tree
market lexder alwavs siriving for
SUPMEMECY.

WAMA  introduced a

-
b —
N -
WAMA

Bread Maker

WAMA Air Fryer !

fully automatic
"‘Bread Maker' in ins
product mnge in the
vear 20M2. A well
appreciated
endeavor, il garmensd
an wnmatchable
customer loyalty and
popularity  for the
brand,

WAMA plays it sman
when it comes (o
communicating with
118 potemtial
customers. It uses a
judicious mix of
traditional
advertising combined
with creativity to
promote its products,
cemploys  various
publicity modes such

as BEST buses, local

1|:|i|'|\.._ !|-|1:|.r|.|.i|'|g;\\~ aid
banners 1o reach oul 1w s targel
audiences, It also regularly femures its
products in the print media -
newspapers, magazines and brochures.
Ihe company also actively paricipates
in trade and consumer fairs as well as
local events.

Right from design to production and

from marketing to after-sales service,

WAMA has put in dedicared effons and

|;'|-||,|1'|;\'xi|.r|'|:|| Commitmsent Thiz has

resulted i accelerating ther progress
and maturty in the
idustry and making
them a force to
reckon with.

Presently WAMA is
catering (o & variety
aof international
clients through thelr
offices a1t Madrid
Spain, Ningbho-
China, Hong Kong,
and  Havana-Cuba.
WAMA IS extensively
marketing its
products inm the
European Canbbean
and African markcis.
All  their products
have @ Iligil ||:'.-¢| al
CuUusiaomization
keeping im view Lhe

specific needs and reguircments of
the consumers of these markels

WAMA works for the betterment of
all thewr stakeholders CUSLORErs,
trude pariners and the sociely a
large. They fully comply wiath all
governmential rules and regulations
and follow proper accounting and tax
procedures. With their trade
pariners, their effort is to give them
hest-in-the-industry deals, discounts
and producis, WAMA's 'No
compromize on Quality’ policy vet
competitive end prices makes it a
urigue brand in the market place!

4
Mr. Dilip Gurnani
Director

Wama Electro Appliances (1) P. Ltd.

“It brings us immense satisfction
that Wama 5 has become an
acclaymed brand and has
accomplished whatever it aimed for.
We are proad to have established a
brand, which is well appreciated and
accepted in such a shon span across
our mearkets, It is a testimonial to the
unflinching faith, commitment and
hard work of all our associales = our
trade parners and employees, and
we  would like to thank the
discerning taste, commitment and
lowaliy of our end users,” —
Dilip Gurnani, Director  and the
mioving spirit behind Wama. sms
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WAMA
Is derived from
sanskrit
Language,
Which represents

woman who are

queen of home and E
hence WAMA carries ﬂu

the logo of Queen As |

we Intend to make
WAMA the Queen of
Appliances
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IWAMA

moving ahead...

Fuxury for some, 2 ecessity for most!

‘LCompany rleritags
Guided by the philosophy of delivering the perfect
tools for the kitchen, WAMA has developed and
introduced several path breakjng and innovative
products across countries and now in India. It entered
the Indian land in the year 2009, with a mission to
create best qualit}-' app]iances usiﬂg cutting—edge
technology. The man behind the illustrious success
story of WAMA is Mr. Dilip Gurnani, who took
over the reins of the business in 1994. After haring
sold more than 5 million units across the globe and
still counting, in its two decade old global tryst
with destiny, WAMA's twin watchwords have been
‘Quality” and its "Ultimate Customer’.
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The ability to combine ‘state of the art’ technology
in its products with gnr:-d old values of truth, trust
and reliﬂbﬂit}-' is WAMA's real strength. ]Jltrt::-ducing
innovative products in the Indian market place and
then striving to create brand awareness through
product awareness is the real idea and intent behind
the queen of app]iances,%’ﬂhflﬂ.

" - 1
[ W | | T3
Lt a1 lbat K o
¥ilcll BCL INCdl 1]

Backed b}-’ an enviable success record, WAMA has
continued its trend of excellence across European,
Central American, Caribbean and Chinese markets
to India, where it has firml}-' established its roots in
various cities of Maharashtra, Gujarat and Madhya

Pradesh. The pmduct range of the Company is

designed to cater to the entire target group and mdm;,
it boasts of various sub-brands, such as “WAMA-
NGA’, "WAMA Elite’, "WAMA my home’, to name a

few. All of its Prc:-ducts match the standards of 111:1]'{:11*

quality certifications of the world, such as CE, GS and
ROHS.

As a market leader always striving for supremacy,
WAMA introduced a fuﬂj,-' automatic ‘bread maker’ in
its product range in the year 2012. A well-appreciated
endeavour, it garnered the brand an unmatchable

customer lovalty.

Brand Communication
WAMA’s ‘No compromise on Qualit}-" pc:-lii:}-' yet
competitive end prices makes it a unique Brand in the
market place. WAMA uses the traditional advertising
combined with creativity to promote its Prﬂducts. It
empln}fs various Pub]icit}-' modes, such as BEST buses,
local trains, hﬂardjng and banners to reach out to its
gularly features its products

O

n print media- newspapers, magazines and brochures

besides participating in trade and consumer fairs.

target audiences. It also re
L

WAMA is the first home appliance company that
introduced a fully stainless steel body mixer-grinder in
Indiain 2010. Reinfc:-rcing 1ts grmmdbreakjng nature,
it introduced QR Code as an IT tool- a first for the

appliance industry for its patrons in the country.

PBrand Custodian

It brings us iImmense satisfaction that short span across global markets. It is
WAMA has accomplished whatever a testimonial to the unflinching faith,
it aimed for. We are proud to have commitment and hard work of all our
established a brand, which is well associates — our trade partners and
appreciated and accepted in such a employees.

Dilip Gurnani

Wamaworld
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