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FOREWORD

The Indian Council of Agricultural Research has made
spectacular achievements enabling our nation to move
from shortage to surplus through development of high-
yielding varieties, superior animal breeds, resource
conservation and sustainable production technologies,
and taking them to the farmers’ fields through frontline
demonstrations. In our effort, to reach out to the common
man regarding this stupendous effort and contribution of
ICAR, it is time that we promote the brand ICAR through
effective media management.

These branding attributes give the product disposition and
voice position the attention of stakeholders mind, and give
them the feel-good experience whenever they come in
contact with the brand ICAR. Even with quality offerings of
products and impressive services, a brand is not going to
thrive and grow without its visibility. It is necessary that the
product or service be placed in front of the right people/
customers to make a flip. Eventually, the product should
be visible/ seen at all places and in all situations.

Keeping in view enhancing brand 'ICAR’, efforts have been
made to develop the ICAR Guidelines for Promoting Brand
ICAR" with a view that all the ICAR institutes to uniformly
adhere to these guiding principles. This publication
provides the details and modalities to enhance brand
‘ICAR’ across the globe. It has been ably compiled by the
Committee and | do hope that this document will provide
a clear-cut guideline to enhance the brand values of the

ICAR and its technologies.
Mg

(T. MOHAPATRA)
Secretary, DARE and Director General, ICAR
Ministry of Agriculture & Farmers” Welfare

Krishi Bhawan, New Delhi 110 001







PREFACE

Visibility and credibility are two major factors contributing
to the pride of any organization. Both these factors are
also important to various stakeholders associated with
that organization and contribute to their brand as well. The
Indian Council of Agricultural Research, through different
successful endeavours, has become globally renowned for
agriculturaltechnologiestoenhance agricultural productivity.
Various Institutes/Directorates/NRCs/KVKs/Bureaus etc.
have developed niche in their specific professional areas
benefiting Indian agriculture. However, it was felt that
having one brand ICAR" would help spreading developed
technologies and human resource in a wider geographical
areas and reaching clients with more confidence. It was also
felt that there is a great potential in improving the 'ICAR’
brand visibility if consolidated and well-planned efforts
are put in by its different functionaries. The goal being the
council's technology, protocol, methodology, manpower or a
consumer item, should stand out in its respective market/
ecosystem.

Various types of efforts are put in by different constituent
bodies of the Council to popularize their outputs. Advantage
of the some such successful endeavours could be useful
to the other functionaries of the council and congruent
efforts would help building visibility and credibility on a very
large platform. Also, there have been different guidelines
and formats issued by the council at different times and
different context; which may not be readily available at one
place. Changing technologies have given rise to many more
platforms over which a brand has to be endorsed. Hence,
a need was felt to develop a document that could address
different issues related to organization, its personnel and
their interaction with the world. The present document has




been prepared after taking inputs from directors of various institutes and
pondering over the bottlenecks indicated by them in establishing ‘brand
ICAR'. Interaction with media, effective utilization of spaces, dealing with
stakeholder and public, contracting and outsourcing certain activities are
some of the issues addressed in this document. These guidelines, including
some of the annexures, are mostly in suggestive nature and are expected
to be followed in spirit for effective branding of the ICAR. Over all, the
committee attempted to: Raise the bar for branding the ICAR; Raise the
feel-good factors within the ICAR; Raise the belongingness to the ICAR;
Raise the visibility and marketability of the ICAR; and Raise the impression
of the ICAR. The document was considered for publication and the approval
of the ICAR’S Governing Body held on 29" June, 2020 is annexed in the
document for reference and adoption at appropriate level.

- Drafting Committee
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GUIDELINES FOR PROMOTING BRAND ‘ICAR’

Branding Efforts

The brand of a large organization like ICAR could
be made visible and prominent at four different
levels. These four levels and possible way of
promoting brand ICAR is as shown below:

Individual - ID Cards, Visiting Cards, Letter
Head, Personal Items (caps, necktie, T- shirt,
tie-pins, lapel pins, etc.), e-mail signature,
etc.

Institute - Website, Building Facade,
Boundary Walls, Displays, Hoardings, Media
Activities, Goodies, Products Developed
and Sold, Carry Bags, Packaging Materials,
Stickers, etc.

Organisation (ICAR] - Print and social media
presence, advertisements, participation in
national level programmes

e Third Party - Technology licensees,
Incubates, startups, funding beneficiaries,
SAUs and educational institutes
HID 3110 i
ICAR Individual Level

All ICAR employees should compulsorily
carry Identity card with them during office
time and during all official engagements
(meetings, workshops, seminars, lectures,
etc.)

All ICAR employees should use ICAR email
account for all official communications and
use ICAR logo and institute logo (optional] in
their respective E-mailsignature.

Use of ICAR tie, scarf and/ or lapel pins
are encouraged while representing ICAR/
Institute.

The identity card provided by the institute
should have uniform basic design for all
employees of ICAR. Features of the identity
card must be as per the guidelines given in
Annexure Il. Duplication of |-cards may be
avoided between Ministry of Home Affairs,
Gol issued ones and ICAR |-card.

D |



GUIDELINES FOR PROMOTING BRAND ‘ICAR’

* All officials who are required to carry visiting cards must get their
cards printed as per the specifications given in Annexure lll. The
ICAR server [icar.gov.in) based e-mail address must be provided on
the visiting card .

* The Letter heads used by scientists and officers of the Counciland its
constituent Institutes and KVKs should be as per the specifications
given in Annexure IV (using same colour scheme as well]. The ICAR
server based e-mail address must be provided on the letter head.

Institute Level

* Make adequate provision of funds in the '‘Publicity’ budget during
preparation of EFC/SFC documents.

e Every institute/ICAR-KVK must have Agricultural Technology
Information Center (ATIC) with adequate digital display facility.

Media and Public Interaction

* Institute social media to be active and at least weekly updates to be
done and also send the same to ICAR Social Media Coordinator in
ICAR HQ. Essence of the Framework & Guidelines for Use of Social
Media for Government Organisations issued by the Department of
Electronics and Information Technology, Govt. of India be referred to
while practicing social media interactions.

+ All institutes must declare their verified official social media
on their website and all official letter-heads of the Council/
Institutes/KVKs. All institutes should also nominate one
employee as Nodal Officer for media. This information may be
made available to ICAR and DKMA for posting on ICAR website
and other appropriate platforms.

+ Eligibility and flair to interact with media should be specified
while giving responsibility of Nodal Officer to any official is to
be decided. He/she should not be made spokesperson of the
Institute.

¢ Important tweets may be tagged to ICAR only and not to any other
government agency unless directed by competent authority of
national programmes.

* Engage local and national media (both print and electronic] in all
events

¢ Invite print and electronic media for event of institutional
importance.

¢ Release a press note during all such events both in English,
Hindi and other regional languages, as appropriate.

- N\




‘\‘\ GUIDELINES FOR PROMOTING BRAND ‘ICAR’

¢ Call for press conference upon new technology development/
scientific knowledge generation.

+ Feedarticles/stories on impacts to appropriate media; If needed,
the press and media communication specialists could be hired
for which the indicative terms of reference to be practiced for
Council/Institutes is given in Annexure V.

¢ Any content, going to media, should be approved by the Director.

* In case of programmes on electronic media (interviews, talks,
featured coverage, etc.), the topic should be informed to the
competent authority preferably before recording or at the
earliest after recording. ICAR employees while interacting with
electronic media (especially planned programmes] should be
encouraged to wear ICAR necktie and/ or lapel pin or any such
wearable item (as per availability) during the programme.

¢ Media interaction should be done preferably at such a place
where ICAR logo is clearly visible in the background.

¢ The permitted people should have higher degree of integrity and
bear sensitivity of the issue in mind during media interaction

e Institute information management system should be updated
regularly.

* Allname plates on room doors should have similar format i.e. colour
scheme, size, font, etc. and there should be ICAR logo on them,
institute logo could be optional. Similarly, boards at the entrance of
buildings/ laboratories/ other facilities, if provided should also have
ICAR logo onthem. As far as possible, the colour scheme suggested
in Annexture | for different SMDs may be adopted.

* Keep engagement with industry related to Institute mandate. This
could be done by means of Institute-Industry meets/ business meets
conducted at least twice ayear.

* Try to get as many as projects/consultancies/joint projects with
industry and other national and international funding agencies and
also work according to industry expectation.

* Give trainings and/or conduct workshops for all stakeholders
engaged in the value chain of the institutional mandate area on
regular basis

* Observe open day for all citizens so as to showcase Institute/KVK
efforts (This is besides Krishi Melas). Let the citizen experience
the labs and other advanced science. They may not understand the
science, but would definitely appreciate our Institute/KVK efforts
that has greater scientific social responsbility.

D




GUIDELINES FOR PROMOTING BRAND ‘ICAR’

*  One or two days in a month may be kept for conduct of conducted
tours of school/college students to promote Brand ICAR among
them.

* In case there is any public interest from tourism point of view,
conducted tours of the institute can be arranged whenever possible
(preferably on holidays). Such activity can be used to generate some
revenue as well. However, over-engagement of staff & time, and
exposure to sensitive and/or dangerous areas/ environment must
be avoided.

* All deemed to be universities should annually organise alumni meet
and promote use of ICAR branded items.

Website of the Institute

*  Website of an Institute should be GIGW compliant and should have
appropriate security certification. Detailed GIGW guidelines given at
https://web.guidelines.gov.in may be adhered to.

e |t is recommended to host the website on ICAR data centre. If the
current website is not hosted on ICAR data centre then efforts should
be made to switch it to ICAR server at the earliest.

* Update website frequentry on new achievement, event, and other
Important news as soon as they happen, also send the same to
DKMA for update in ICAR web portal simultaneously.

e At Institute level, the content of website should be audited and
approved by competent authority designated by the Director of the
Institute.

* Allpictures/photographs used in the website should have appropriate
aspect ratio so that they don't look distorted.

* The pictures/photographs used in website should be original
digital pictures (jpeg, tiff, raw format) appropriately edited for
better visibility and clarity. Pictures imported from documents
or presentations should be avoided since there is considerable
loss of resolution in such images, and some do have proprietary
Issues.

e The pictures should look to have been shot in their appropriate
environment and surroundings and should have good contrast
between object of interest and its background.

e The Tablmeta) title in all websites should have institute name in the
format "ICAR- Institute Name”.

e The FAVICON for all websites should be ICAR logo only.
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Pointers for utilizing potential spaces in the institutional area for
brand visibility and advertisements

The following potential spaces have been identified for promotion of
brand ICAR:

* Building facades

* Fences and boundary wall

* Farm/field facing roads, cross roads, public thoroughfare
* Entrance gates

* Official vehicles

Walls, Banners, Display Areas

* Display of ICAR logo at all prominent offices and places of ICAR
institutes. Institute logo, if any, may also be displayed without
compromising prominence of ICARlogo.

Buildings facades - possible usage

e Forprojecting ICAR & Institute’s logo, vision, mission to make people
understand the importance of the institute and ICAR.

e These walls, if big and plain can also have ICARs vision and tagline.
Possible ways:

¢ Paintings, murals
¢ 3-D projections
+  Models

* Dimensions of the material should be such that smallest object of
the message is clearly visible from road

e Provision for appropriate illumination

e Everyinstitute should have an appropriately designed place for group
photographs. The backdrop should be designed to suit institute
theme with ICAR logo prominently displayed.

Fences - Types and possible usage
* Bricks and mortar walls
¢ Paintings, murals on the finished side (public facing)
* Barbed wire fence
*  Provision of Frames/ hooks for flex banner (public facing)
* Bio-fence
* Hoardings inside (public facing]

- N



GUIDELINES FOR PROMOTING BRAND ‘ICAR’

* Natural walls/hill fronts
* Paintings, murals (if permitted by local authorities)

Area near the main gate(s)

* Name of the institute in Hindi, English and Local Language (if any]
must be displayed prominently and this should have appropriate
illumination so that it is visible in night as well.

* There should be an earmarked area near gate for display of flexi
banners. Decent looking frames/ hooks for flexi banners should be
provided and size of flexis should be uniform.

* Walls emerging from the entrance should be used to projects
institute’s most salient achievements in terms of technology
development, farmers’ engagement, success stories, government
Initiatives related to institutions. The information should be depicted
mostly in pictorial format (Institutions may take help from nearby
fine arts colleges for these). Provision for illumination must be
ensured.

Boundary Walls - possibilities
* ICAR/ Institute/ Government advertisements
¢ Engaging local fine-art schools, regional artists
* Commercial advertisements, if sufficient space is available
* Conditions to be imposed for any such advertisements
¢ Information shown is proper and authentic

¢ Disclaimer on business proposals such as pricing, concessions
etc.

¢ The approval of the advertisement contents before any action

¢ Ad paintings should match with the institute’s base paint/ colour
scheme

* Finally, they should repaint with base colour, once the contract
period is over.

¢ (Contract period could be 1-2 years
¢ Preference to licensees, Incubators, supported start-ups

¢ Related entrepreneurs, local industry - commensurate to
institute mandate

+ Engaging advertising agencies for design of advertisements

Boundary - Barbed wire fencing
*  Provision of frames/ hooks for flexi banners
e Sjze of flexis should be uniform

D |
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* Institute may consider sober colour scheme/ format to maintain
aesthetics

* Area near gate should be reserved for institute/ ICAR
* Provision for illumination, if possible/ required

Natural walls/hill fronts

* Showcasing institutional achievements and technologies for
different stakeholders

e [llumination - if possible without danger to traffic, passer-by, nature,
etc.

Hoardings on road side (inside boundary)
* LED/LCD panels of brightness visible in daylight
* Boards for painting or flexi banners; Illumination - preferred

* Showcasing institutional achievements and technologiesfor
different stakeholders - near gate and prominent areas

Other areas
* Roof tops

¢+ LED/ LCD/Glow signage/ illuminated Painted Hoardings in
accordance with local law

¢+ Non-commercial use only
* Road signage
* Near Airport, Railway station, within vicinity (at least 1 km) of the
Institute/KVK with appropriate permission from local authorities
e Official vehicles
¢ All vehicles belonging to ICAR should have ICAR logo
conspicuously displayed
Dos

e Selection of vantage points - through a Committee of appropriate
officials.

* Atleast 50 m on either side of gates should be used to display ICAR/
institute technologies/ Govt. Schemes

* Permissions from/ information to local government bodies -
following local aesthetic guidelines, if any.

* Provision for hiding faces/ names of political leaders and party logos
during election code of conduct

* Do workshop of professional artists/students from fine arts collages
nearby and ask them to make artifacts/artwork etc.

- N




GUIDELINES FOR PROMOTING BRAND ‘ICAR’

Don’ts

* Encourage individual decision in terms of aesthetics

* Encourage non agri-advertisement

e Favour one firm continuously for any work

* Approve advertisement that may be objectionable

* Price the space very high or very low (It should be competitive under
local situations]

* Encourage the re-advertisement by the same company and same
product.

e Talk negative about institutional activities in public

e Making all scientists as spokespersons especially while interacting
with media

e Hamper regular work of the institutions while engaged in branding

Content Management

* The content of banners/hoardings etc. should be according to Official
Language Rules of Government of India (https://rajbhasha.nic.in/
en/official-language-rules-1976). Any such material should never
be exclusively in English, but must be in Hindi (Devnagari fonts)
and local language, if any. If it is not possible to accommodate the
content in one banner then two or three banners (as the case may
be) in Hindi, English and Local language may be displayed.

* The guidelines related to use of ICAR logo as given in Annexure VI
should also be adhered to.

Suggested Font size for banners, hoardings, etc.

Letter Font Size Best Legibility Recommended Maximum
Height, cm Equivalent Distance, m Distance, m

2.5 72 pt. 3 15
3.8 105 pt. 5 19

5 144 pt. 6 23

7.5 216 pt. 9 30

10 288 pt. 12 46
12.5 360 pt. 15 56

15 432 pt. 18 61

20 576 pt. 24 107
22.5 648 pt. 27 122

D |
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Letter Font Size Best Legibility Recommended Maximum
Height, cm Equivalent Distance, m Distance, m
25 720 pt. 30 137
30 864 pt. 37 160
37.5 1080 pt. 46 192
45 1296 pt. 55 229
60 1728 pt. 73 305
75 2160 pt. 91 381
90 2592 pt. 110 457
120 3456 pt. 146 610
150 4320 pt. 183 762

Based on: https.//www.48hourprint.com/banner-font-size.htm!(

Goodies and Products

e All edible products should have appropriate label about content,
weight, date of manufacture/ packaging, ‘best before’, nutritional
value (if applicable), and warnings (if required). Labelling guidelines
of FSSAI should also be followed for such products.

* Non-edible products should also have an ICAR logo embossed/
engraved/ weaved/ printed or by any other means. Statutory
guidelines for labelling of any such product, if any, must be adhered
to. If the concerned institutes have their own logo, the same may
also be used along with ICAR logo following the guidelines given in
AnnexureVI.

e All product labels should also prominently indicate the statement
that “Thisisaresearch productdistributed/sold for limited promotion
and consumer response. Any resale/ redistribution is prohibited”.

* |CAR institutes may also bring out goodies of personal use such
as caps, T-shirts, neck ties, scarves, cups/ mugs, souvenirs, pens,
key chains, etc. All such items must have ICAR logo conspicuously
displayed. As far as possible such items should be made up of
natural or biodegradable materials and sufficient attention should
be given to the quality of material used for making such products.

* Any gift/ souvenir/ goodie given to honour/ acknowledge a dignitary/
guest or to promote certain event should mandatorily have ICAR
logo displayed conspicuously on the item. As far as possible, such
souvenir should not be made of plastic.

- N




GUIDELINES FOR PROMOTING BRAND ‘ICAR’

e |CARinstitutes, individually orjointly, should take partin the republic
day parade held at state capitals through display of a tableau.

e ICAR may also have a ‘registered trademark” which should be used
for all the products developed, commercialized and marketed by all
the ICAR Institutes.

* ICAR institutes should rope-in professional agencies (government
or private] for aesthetic design of souvenirs, goodies and other
products.

Organisation (ICAR) Level

* Information about certified official media account should be
displayed on ICAR website and relevant organisational documents.
Also, there should be a Media Nodal Officer and Spokesperson(s).

* Regular advertisements in magazines (Air India/ Indian Rail/Other
airlines), national newspapers/Doordarshan/AlR/other electronic
media/other print media. All ICAR institutes should regularly
feed contents and give advertisements to local farm magazines,
preferably in local language for wider circulation among appropriate
clientele.

* Printing of diary, pocket diary, slip pads, file covers, calendar, etc.
and personal items like caps, neck-tie, lapel pins, pen, brooches,
scarf, etc. for distribution among important stakeholders. The items
can be taken-up based on extant guidelines of government of India.

* |CAR souvenir outlets in all institute campuses -for sale of non-
perishable items and goodies [(coffee mugs, key chains, caps,
T-shirts, neckties, lapel pins, cufflinks, scarf, brooches, etc., as faras
possible such items should be made up of natural or biodegradable
materials). Agrinnovate India Ltd. (Agln)/outsourced contractors
could be considered to pilot this activity by opening such souvenir
shops at appropriate locations outside the campus, if feasible.

e Promote agri-tourism in some of the institutes, wherever feasible - a
calendar of events and activities (like harvesting, planting, plucking,
fish harvesting, animal rides, farm trailing, etc.) could be made
available on the website. This would have good potential in some of
the place of tourist interests like hill stations, sea shores, etc.

e On important occasions, ICAR should publish an advertisement in
all important national and regional newspaper and magazines.

e A professionally designed coffee table book; depicting prominent
technologies, strengths, infrastructure and success stories; should
be made available to all Indian embassies to get international
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attention. Such publication should be revised/ updated periodically.

* |CAR should make efforts to get at least one laboratory in every
institute accredited by NABL/BIS/FSSAI/MOFPI/DOAC or some other
appropriate national/international agency. Such information should
be given wide circulation through website and advertisements.

* |CAR should make sure that all institutes and headquarters have
ISO certification and the same is renewed at appropriate time.

* |CAR Media bytes should be prepared for regular flashing in
prominent TV channels.

* DD-Kisan platform should be used to fullest extent to promote
ICAR technologies and achievements for mass outreach. Other TV
channels can also be used subject to expenditure as per GFR.

* PD, DKMA shall be designated as the Link Officer for all media
activities at ICAR level.

* The museum/display center/ATIC at ICAR and its institutes should
always be in presentable condition with ICAR logo displayed at
places of importance and a media address point with suitable decent
backdrop.

* ICAR song (latest video available at ICAR website) should be played
before any important meeting. Subscripts of English and regional
languages be considered for the ICAR Song.

e Efforts to be made to promote ICAR internationally.

+ Participation in international exhibitions (Guidelines given in
Annexure VII) - ADG (IR) to be nodal point for this type of activities.

¢ |CAR employees going on official assignment should make a
presentation about ICAR activities at their place of deputation

¢ During international conference, seminars, workshops ICAR
employees should wear ICAR necktie, lapel pins, scarf etc.

¢ Keep some philanthropic brand ambassadors (Pracharak], mentors
from different organizations. Additionally some farmers/agri-
innovators/entrepreneurs/students/ alumni could also be selected
as ICAR brand ambassadors for a period of about two years.

* Drivers of all staff cars (throughout ICAR], while on duty, should be
in uniform bearing ICAR logo on front pocket of shirt.

* Forpaid advertisements on printand electronic media, DKMA should
centrally empanel appropriate agencylies) to provide services to all
the ICAR establishments. Latest list of such agencies should be
available on ICAR website for readyreference.
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Third Party Level

Technology licensees, Incubates, startups, funding beneficiaries, SAUs
and educational institutes who are in receipt of support from ICAR in
the form of finance, intellectual property, accreditation, etc. are covered
under this category.

Such beneficiaries are encouraged to use ICAR logo on their banners,
publications, websites, extension materials, media content, product
labels, etc. following the guidelines as indicated in Annexure VI. The IP
beneficiaries (license and test report holders), trainees, stake holders
by the virtue of MoU of MoA with ICAR and/or it's constituting institutes/
bureau/centers/companies etc. can use ICAR and institute logo (if any)
on banner, publication, websites, extension materials, media content,
product labels, etc. with prior permission from the concerned ICAR body.
However, such usage would be limited to the product/service/reports/
technology/license/event/software etc. which have been availed from
the ICAR orits constituent body. Directors of the ICAR institutes/bureau/
directorates/centers and CEO of Agrinnovate India Ltd. will be competent
to grant appropriate permissions in this regard. All conditions of such
permissions and restrictions in such events and time periods would be
clearly specified in the MoU/Moa/permission letters etc.

Directors of institutes/bureau/directorates/centers and CEO of
Agrinnovate India Ltd. will not however permit such usage to the
stakeholders other than those mentioned above, without permission
from ICAR headquarters. Director General (ICAR) will be the ultimate
competent authority of invoking or revoking of any granted permissions
or any decisions in this regard. Any third party using logos and names of
ICAR for promoting their product, services, institutions shall make sure
that the name of ICAR doesn’t get defamed due to their actions and also
they shall indemnify and keep indemnified the ICAR and its constituting
bodies from any claims, loss or damages that may be caused to anybody
due to actions of the said third party that has been granted permission
to use the name of logo of ICAR
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Annexure - |

k ) INDIAN COUNCIL OF AGRICULTURAL RESEARCH
FN W, 72 Rewlt 110001

AT KRISHI BHAWAN, NEW DELHI 110001

ICAR

File No.310/ADG(IR)/S0C/2018

The Governing Body of the Indian Council of Agricultural Research
(ICAR), in its 250" Meeting held virtually on 29" June, 2020 has approved
the “Guidelines for Promoting Brand ICAR” submitted by the Drafting
Committee led by ADG (IR], ICAR.

Sd/-
Under Secretary (International Relations)
17.08.2020

Distribution:
1. PSO to Secretary, DARE & DG, ICAR for information

2. PPStoSpl. Secy.,, DARE & FA, ICAR
3. PPSto Addl. Secy., DARE & Secy., ICAR
4

AlL DDGs of the ICAR Hgrs. [DDG (CS/HS); DDG (Fy. Sc./AS); DDG (Agri. Engg./
NRM]J; DDG (Agrl. Extn.); DDG (Edn.]]

ADG (IP&TM) / ADG (TC) / ADG (HRM] / ADG (ICT)

6. All Members of the Drafting Committee [Dr. JP Mishra, ADG (PIMJ); Dr. SK
Singh, PD, DKMA; Dr. K. Srinivas, Pr. Sc. NAARM; Dr. Sant Kumar, Pr. Sc.,
NAIP; Dr. AK Mishra, Pr. Sc. (IR, ICAR Hgrs.; Shri Rajesh Sahay, Deputy
Director (F), ICAR Hgrs.; Dr. Nachiket Kotwaliwale, Pr. Sc., CIAE]

Sr. Director, ICAR Hagrs.
Director (Admn.), ICAR Hgrs.
. Shri Anil Kumar Sharma, CP&PRO, ICAR Hgrs.
10.  File

o
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