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emcure, founded and still led by Satish mehta, has over the years, quietly 
and very privately, became a star. It is only now that it has decided to have 
a public issue and come out into the public domain. 
 
Like many of India’s leading pharma companies, it is a first generation-
run company, like Wockhardt, biocon, Glenmark and the mighty Sun, 
amongst others.  And as in the case of Dr reddy’s, Lupin, Alkem, where 
the second generation are now in the saddle, in emcure too, the second 
generation comprising of Satish’s daughter namita, son Samit, and son-
in-law vikas Thapar, is ready to take charge. It is these companies, most 
of which are less than 50 years old, that have been responsible for India 
emerging as a superpower in the generic pharma field. 
 
of course, compared to the biggest global companies, our companies 
are minnows. The Western companies are the ones that have been 
responsible for the big drug discoveries, and dominate global markets in 
patented medicines. but patents have long expired in the case of most of 
the commonly used life-saving medicines, therefore the generics market, 
by volume, and not by price, is many times bigger than the market for 
patented drugs. 
 
In any case, even in the West, much of the cutting research is done by 
small companies, using newer techniques and newer scientific knowledge, 
and the trend is for the bigger companies to buy them or ally with them, 
when they need to scale up. The breakthroughs for the Corona vaccine 
were by a start-up biontech, which Pfizer partnered with, and oxford 
University which tied up with AstraZeneca. 
 
And while in total market cap, our pharma companies are still small by 
comparison to the biggest Western companies, the reality is that many of 
our companies are in the R30,000-100,000 crore range. At this size, our 
companies also have the money and more important, the minds not only 
to export globally and even have plants overseas, to start collaborating 
globally. They are big enough to tap innovators and also compete in 
strong emerging areas like biosimilars. The other interesting point to 
note is, having reached a certain minimum size, most of these companies 
also have strong professional managers, including Ceos, even if family 
members continue to play a very active role in the company.  
 
It is therefore particularly interesting to learn about the story of a 
company like emcure. It has followed a clear path like several other Indian 
companies. but having built a strong base in generics, it is also now 
venturing into newer fields, in a measured manner – sooner than some of 
its peers have. 
 
Business India has long been a votary of going public. Apart from the 
money, it also leads to better governance, transparency and accountability, 
even in the best run companies. emcure will soon, like several of our 
pharma companies, become a household name and a star in the  
stock markets.  
 
It is companies like these that make India the pharmacy to the world.
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A larger than life Xi
Another term for Chinese leader

Civilian leaders given to wearing mili-
tary uniform have one quality in com-
mon: all of them are keen on projecting 

an image of a strong leader who can defend 
a nation against security threats. Apart from 
Narendra Modi, Russia’s Vladimir Putin, Recep 
Tayyip Erdogan in Turkey and, last but not 
the least, Xi Jinping in China are given to this 
sartorial fad. Modi in particular has donned 
military colours every Diwali since the India-
China confrontation at Doklam in 2017. This 
year too, he dressed up in an Army camouflage 
jacket and a red-banded hat to spend some 
time with the troops near the Line of Control. 
Unlike Modi, Xi along with Putin and Erdogan 
are all heads of States. Xi is also the unques-
tioned ruler of Communist Party of China 
(CPC), the all-powerful apparatus to which his 
country’s armed forces owe their loyalty. He is 
the constitutional ruler as well as the ideologi-
cal monarch. And now, as an astute observer of 
China, put it, he has cast himself as “the hero 
in the epic of China’s national journey.” It will 
take more than a change of clothing for Modi 
to put the more powerful Xi in his place.

The CPC, at its latest plenary session, passed 
a “historical resolution” cementing Xi’s place 
in China’s political history. The document, 
a summary of the party’s 100-year history, 
addresses its key achievements and future 
directions. It is only the third of its kind since 
the founding of the party – the first was passed 
by Mao Zedong in 1945 and the second by 
Deng Xiaoping in 1981.As only the third Chi-
nese leader to have issued such a resolution, the 
move aims to establish  Xi as an equal to party 
founder Mao and his successor Deng. The reso-
lution sets the stage for his third five-year term 
as party general secretary beginning next year. 
Where will India figure in Xi’s third term?

Globally, Xi is seen as a leader with a mixed 
record. True, he has overseen China’s emer-
gence as the world’s second-biggest economy. 
China was also the first major economy to 
rebound from the Corona virus pandemic. But 
the ruling party under Xi has pursued a some-
times contradictory strategy of promising to 
give market forces a dominant role while tight-
ening state control over industry. Tech compa-
nies and their owners like Jack Ma are under 
pressure. Under Xi’s “Common Prosperity” 
initiative that calls for narrowing income and 
wealth gaps between China’s billionaire elite 

and the poor majority, companies are asked to 
share their wealth with workers and the public 
by raising wages and paying for rural job cre-
ation. In the longer term, China faces steadily 
declining growth and a shrinking workforce. 

Xi has led an assertive foreign policy and 
expansion of the party’s military wing, the 
People’s Liberation Army. It has the world’s 
second-largest military budget after the United 
States and is developing submarines, stealth 
aircraft and ballistic missiles that can carry 
nuclear warheads to extend China’s power 
beyond its shores. He has glossed over growing 
complaints about human rights abuses. What 
can one expect from him now? Like Mao, who 
brought Tibet under Beijing’s control, and 
Deng, who targeted Hong Kong and Macau, 
Xi may go for Taiwan.  He may also get more 
aggressive with India. 

In any case, China has been the primary 
military threat to India since 1962. Yet we for-
got this. In his dealings with Modi, Xi first gave 
the impression of being cordial with Modi. The 
duo held two informal summits, where both 
supposedly agreed to put aside their differ-
ences on the border and move other aspects 
of the international relationship forward. It 
is entirely possible that Modi took his coun-
terpart at face value. The subsequent clash at 
Galwan where 20 Indian soldiers and four Chi-
nese soldiers were killed, proved that may have 
been the case. If nothing else, the Galwan epi-
sode has led to a sea change in India’s think-
ing.  India has deployed over 50,000 additional 
troops to face off against the Chinese all along 
the 3,448-km long frontier, along with exten-
sive military hardware. India is also actively 
engaging with the US, Japan and Australia – 
like-minded democracies – in the Quadrilateral 
Security Dialogue. The Chinese threat is now 
guiding New Delhi’s thinking and planning.

With a larger than life and more embold-
ened Xi at the helm, India will now have to 
be doubly wary. While beefing up our mili-
tary preparedness is one way of dealing with 
the problem, India will have to work hard to 
end the economic asymmetry between the two 
countries. It needs to move faster towards the 
$5-trillion economy goal. On the diplomatic 
front, we need to reinvent the Neighbours  
First policy, talking with our estranged 
neighbours with whom we have so much in  
common than China.         u
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India’s participation at the COP26 began 
with a bang with Prime Minister Narendra 
Modi eliciting applause from the over 100 

world leaders gathered in Glasgow, UK, when he 
declared that his country will achieve net-zero 
carbon emissions by 2070. By further promising 
that India would expand its renewable, hydro 
and nuclear power capacity to 500GW by 2030, 
meet half its energy requirement from renew-
able energy sources, reduce by 1 billion tonnes 
its carbon emissions this decade and by 45 per 
cent the carbon intensity of its economy, Modi 
ensured  that he  will not be an outlier in cli-
mate talks. That the pledged net-zero timeframe 
was half a century away was possibly not lost 
on those in the audience who must have been 
mindful that they would not be around then – at 
least not in power – to seek accountability if the 
goal was missed. At the end of the day, India’s 
COP26 pledges will be regarded as both ambi-
tious and ambiguous.

To begin with, India has said that it needs a 
trillion dollars by 2030 from developed countries 
to meet its goals. But developed countries were 
collectively promising $100 billion a year for cli-
mate mitigation nearly a decade ago. Only a frac-
tion of that had come in. Also, the net-zero target 
year 2070 is 20 years more than 2050, by when 
emissions must decline to zero for earth to have 
a fighting chance to keep temperatures at man-
ageable levels. The 50-year and 40-year deadlines  
given by India and China respectively will not 
help prevent the temperatures from rising above 
the danger mark. 

Indeed, the Glasgow Climate Pact, reached 
after two weeks of intense negotiations,  
acknowledges that commitments made by coun-
tries so far to cut emissions of planet-heating 
greenhouse gases, though the cuts  are nowhere 
near enough to prevent planetary warming from 
exceeding 1.5 degrees Celsius above pre-indus-
trial temperatures. To attempt to solve this, it 
asks governments to strengthen those targets by 
the end of next year, rather than every five years, 
as previously required. For the first time, coun-
tries have been asked to reduce their reliance 
on coal and roll back fossil fuel subsidies, moves 
that would target the energy sources that scien-
tists say are the primary drivers of man-made cli-
mate change.

The tough part begins at home now. Con-
sidering past performance, India’s energy sector 
will have to really race against time to attain the 

targets articulated by Modi. Fossil fuels, partic-
ularly coal, account for 60.1 per cent of India’s 
present installed capacities of 388.85GW, while 
wind, solar and other RE sources like small 
hydro-power and bio-power total 101.53GW, 
a 26.11 per cent share. With 6.78GW, nuclear 
energy accounts for a mere 1.74 per cent more. 
The country will hence need to increase almost 
fivefold the present capacities of 108.31GW 
of renewable energy and nuclear power to 
500GW over the next nine years, and simulta-
neously raise the combined installed capacities 
by over two and a half times, from 388.85GW 
to 1,000GW, within that period. Besides, our fos-
sil fuel and diesel-dependent economy will really 
need a makeover in the coming years.

India refrained from signing up for two major 
initiatives that were ratified by over a hundred 
countries, namely, the Global Methane Pledge 
and the Glasgow Leaders Declaration on Forest 
and Land Use, an initiative to stop deforestation. 
Methane is a touchy issue for largely agrarian 
India, as this greenhouse gas (GHG) that contrib-
utes to raising global temperatures is a byproduct 
of agriculture, livestock and biomass. India also 
managed to get its concerns registered on phase-
out of coal and fossil fuel subsidies. The change 
from ‘phase-out’ to ‘phase-down’ was agreed 
upon during the last-minute  to build the con-
sensus on the use of coal and fossil fuel subsidies.

India committing to “net-zero” at COP26 
was unavoidable from a geo-political perspec-
tive and also in view of the pressure building 
up. Ideally, India’s pledges should have been 
hedged with the condition that other large pol-
luters achieve net zero before 2050 and make 
the necessary funds available to India. But the 
offer of far more pledges with no “quid pro quo” 
is puzzling. What happened to climate finance? 
Though the Glasgow deal sets rules for carbon 
markets, potentially unlocking billions of dollars 
for protecting forests, building renewable energy 
facilities and other projects to combat climate 
change, credits issued before 2013 cannot be car-
ried forward.

It is in India’s interest to protect itself 
against the impact of climate change by limit-
ing carbon emissions deeply and quickly. Cli-
mate change is a global problem and unless 
all large polluting nations implement radical 
pledges to limit carbon emissions, the climate 
will change for the worse. From that viewpoint, 
the COP26 has fallen short of expectations. u

A deal that falls short
India’s declaration has been ambitious but ambiguous
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Embracing change
Compressing settlement cycles is the way forward

On 7 September, SEBI, through its circu-
lar, mandated exchanges to move settle-
ment of trades on a T+1 basis. This would 

be on an optional basis for the exchanges. The 
date mandated for exchanges to upgrade to this 
system was 1 January, 2022.  The exchanges had 
to specify which shares/group of shares would be 
shifted for settlement on a T+1 basis. Once the 
decision was taken, the exchanges had to imple-
ment the system for a minimum period of six 
months and in case they wanted to revert back 
to the existing system, adequate notice had be 
given ahead of shifting. At least one month.  
In essence, the intention of the circular was 
to introduce more liquidity for investors. The 
date of the transaction (T) and one more day 
was the time taken to get the cash for the sale 
of the shares or vice-versa, get the shares in the 
investor’s account within 24 hours after the sale 
was effected.

As was expected, the circular drew a mixed 
response. Indian investors loved the idea of get-
ting cash for sale of shares virtually overnight. 
Market risk was also mitigated to the particular 
exchange involved. Liquidity was enhanced. For-
eign investors protested, saying it would be diffi-
cult to comply and pleaded for more time. They 
argued that global investors, particularly inves-
tors who invest across various markets, do not 
keep money in Indian banks. In the current sce-
nario where settlement is done on a T+2 basis 
the foreign investor (who has an option to buy 
in any markets), has an obligation to make pay-
ment within two days if he chooses to transact 
on the Indian market. He could well be sitting 
in the US where the time zone difference could 
be as much as 12 hours. Against the collaterals 
with the banks, he would instruct them to buy 
the amount of security. By the time the trade was 
executed, the bank, in turn, would pay the rupee 
equivalent by converting the dollars as per the 
rate on that day. Though everything would be 
done digitally, by the time shares were bought, 
and instructions given to the banks (who in turn 
would take the settlement forward) another day 
would have dawned. In the case of T+1 this would 
have to be instantaneous. On the day the trade is 
struck, he has to instruct his bank or custodian 
to make payment of cash in the case of purchase 
or depositary to give shares on the very same day. 
This is normally done after the digital contract 
is received.  Post the transaction, action is initi-
ated by the investor. The other entities involved 

at present are banks, custodians and clearing cor-
porations, as well as  brokers. The other alterna-
tive for the FII is to keep money in rupees a day 
earlier. In which case he has to bear the risk of 
the conversion cost for a day. 

Various representation made by large FII/for-
eign banks and institutions citing their diffi-
culties saw SEBI making some concessions. It 
asked exchanges to introduce the T+1 system in 
a graded manner with effect from 1 February, 
2022. And begin with the bottom 100 shares and 
move upwards. Post the first 100 shares, the next 
500 shares would be notified under the new set-
tlement system. Ultimately, all stocks listed on 
the exchanges will get covered. A few FIIs wel-
comed this move.

Many markets including NYSE, Hongkong 
and Singapore, all follow T+2. T+1 is followed 
only in China. NYSE plans to do it gradually. 
There is some substance in the FIIs’ arguments 
and though SEBI should take the views of all par-
ticipants into account, the fact of the matter is 
that SEBI had mooted this idea even earlier. Any 
new changes are bound to draw howls of protest 
from one segment or other. SEBI cannot please 
all investors all the time. The evolution to T+2 
was also done from T+7 (which was in place for 
decades) and with rapid digitisation embracing 
all settlement systems, the move to quicker set-
tlement of trades is a natural evolution and has 
to be accepted. The benefit to all participants in 
general has to be considered.

Till the 90s, settlements at the exchanges 
were on a fortnightly basis. When shares were 
traded on a physical basis there was no cer-
tainty on which date the investors would ulti-
mately get the payment. Shifting of settlement 
days, delays in payment or getting stuck with 
bad deliveries were common. Investors had to 
take several unwarranted risks besides the risk 
on their investments. Digitisation has enabled 
rapid evolution to quicker and quicker settle-
ment, and the change to the current mode of 
settlement has cut down several risks. The move 
to a new settlement is a move in the right direc-
tion and once it is adopted all investors will take 
it in their stride. 

The next step which SEBI should be looking 
at (and there are reports that it is) introducing 
T+0. The day the shares are sold, money gets 
credited in the account. This will be the ultimate 
triumph of digitisation and pave the way for 
widening the investor base across the country. u
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Improving energy 
efficiency
BP, a global integrated energy com-
pany, and  Infosys, a global leader in 
next-generation digital services and 
consulting, have agreed to develop 
and pilot an energy as a service (EaaS) 
solution, which will aim to help busi-
nesses improve the energy efficiency 
of infrastructure, and help meet their 
decarbonisation goals. Infosys and BP 
intend to co-develop a digital platform 
that can collect data from multiple 
energy assets and use artificial intel-
ligence to optimise the energy supply 
and demand for power, heat, cooling 
and EV charging. The companies will 
pilot the digital platform at the Infosys 
Pune Development Centre – in an envi-
ronment that replicates a small city, 
where energy is generated, stored, and 
consumed at multiple points. Once the 
pilot is successful, they aim to roll this 
model out across other  Infosys cam-
puses in India, and with some clients, 
to help manage energy and help reduce 
emissions. In addition, the companies 
have agreed to collaborate on integrat-
ing solar energy production into the 
campus’ energy system. Energy that 
is generated through this integration, 
will be monitored and optimised by 
the digital platform and can be stored 
or redirected to the building power sup-
ply, heating and cooling systems, and 
also to an EV charging infrastructure.

Digital career
solutions
Monster.com, the world’s first online 
recruiting platform and India’s  lead-
ing  digital  career  solutions provider, 
continues its legacy of bringing para-
digm shifts to the world of recruitment, 
with the launch of  Aspire  – a multi-
faceted recruiting solutions platform. 
This platform allows candidates to 
take assessment tests for a host of 
industry functions that proves their job 
readiness. The Aspire platform is also 
be the gateway to register for all Mon-
ster organised Virtual Career Fairs. To 
kick-off the same, Monster is hosting 
Aspire VCF, India’s biggest career drive 
for young professionals.  Through the 
Aspire platform and VCF, Monster aims 

to form an effective campus connection 
and provide placement support to entry-
level talent. Monster.com – having led 
digital talent acquisition for over two 
decades – through  the ‘Monster First 
Job Program’,  intends to cater to  the 
growing demand for freshers in the 
industry. Aspire will provide the partic-
ipating candidates  lucrative  job oppor-
tunities  while also offering recruiters 
access to a pool of pre-assessed quality 
young professionals with a high propen-
sity of joining and a low attrition rate.

Supporting 
start-ups
OPPO India has announced its collab-
oration with Invest India, the National 
Investment Promotion and Facilita-
tion Agency of the Government of 
India, to support tech start-ups in the 
country. As a part of this collabora-
tion, the OPPO Elevate Program will 
work closely with Accelerating Growth 
of New India’s Innovations (AGNIi 
Mission), a program of the Office of 
the Principal Scientific Adviser to the 
Government of India.  Through this 
partnership, OPPO welcomes partici-
pation from innovators, tech experts 
and young start-ups to showcase inno-
vative technologies. The platform will 
focus on inviting entries from innova-
tors in leading emerging technology 
industries including AI, AR/VR, home 
automation, IoT, Healthcare, 5G, and 
Data Protection. Through this part-
nership, the OPPO Elevate program 
will help young start-ups enter a fast-
growing innovation ecosystem. The 
shortlisted start-ups will gain access to 
a plethora of benefits, including access 
to 5G and camera innovation labs 

at their India R&D centre, and will 
be permitted to use the latest OPPO 
devices and solutions for product 
development and ideation purposes. 
These start-ups will also get person-
alised technical sessions. Moreover, 
they will be able to leverage OPPO’s 
distribution channels and the part-
ner ecosystem to develop and execute 
their go-to-market strategies.

Efficient hiring
Quess Corp Ltd, India’s largest business 
services company has announced that 
QJobs, its proprietary platform to help 
blue and grey collar job seekers find 
jobs, has within the short span of 10 
months, touched the  one-million user 
mark, highlighting the demand poten-
tial of the blue collar and grey collar job 
market. Data from Qjobs further reveals 
that there has been a remarkable 320 per 
cent growth in the overall new job open-
ings added during Q2 FY22 compared 
to Q1 FY22. The platform, launched in 
November 2020, focuses on meeting the 
recruiter and candidate hiring gap effi-
ciently by offering verified jobs to job 
seekers and pre-screened candidates to 
recruiters. In line with the increased hir-
ing demand across sectors, India’s blue 
collar labour market has also seen an 
uptick, with candidate sign-ups growing 
month-on-month on the QJobs plat-
form across categories. QJobs, started 
with the vision of enabling the most 
efficient recruitment process for both 
recruiters and candidates, has devel-
oped an AI-driven Recruiter Assistant 
which can source and verify candidates, 
conduct video interviews, and release 
offers to skilled and verified workforce, 
enabling companies to hire at scale with 
reduced cost of hiring.        u

http://www.infosys.com/
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Sri Lanka Ports Author-
ity (SLPA) has signed an 

agreement with the Gautam 
Adani-led Adani Group 
and John Keells Holdings to 
develop the Western Con-
tainer Terminal of the Port 
of Colombo (POC). Valued 
at more than $700 million, 
this build-operate-transfer 
(BOT) agreement is said to be 
the ‘largest’ foreign invest-
ment ever in Sri Lanka’s port 
sector. The agreement will 
remain valid for 35 years. 
Adani Group will become the 
first Indian port operator in Sri 
Lanka and have a 51 per cent 
stake in the West Container 
International Terminal joint 

venture (JV). John Keells and 
SLPA will respectively own 
34 per cent and 15 per cent 
interests in the JV. Through 
this investment, SLPA aims to 

bolster cooperation between 
regional economies and fur-
ther improve POC’s global 
reputation as an international 
hub port. In March 2021,  Sri 
Lanka’s Cabinet granted 
approval  for the development 
of the terminal through a 
public-private partnership 
(PPP) in collaboration with 
SLPA and investors nominated 
by the Indian and Japanese 
governments. As revealed by 
Adani Ports and Special Eco-
nomic Zone (APSEZ) this 
August, the company plans 
to invest over $675.68m 
(R50bn) in what is said to 
be its second international 
project after Myanmar. u

Apollo Tyres launched 
the premium European 

brand, Vredestein in India. The 

Vredestein brand of tyres will 
be manufactured at the state-
of-the-art facilities in India, 
and will cater to the premium 
and luxury segment in passen-
ger cars, while the two-wheeler 
tyres from the brand would 
cater to the growing superbik-
ing segment in India. Speak-
ing at the launch, Satish 
Sharma, President, Asia 
Pacific, Middle East and 
Africa (APMEA), Apollo Tyres 
Ltd said, “The introduction 
of Vredestein brand will 

definitely strengthen our offer-
ings in the passenger vehicle 
and two-wheeler segments in 
India and also European coun-
tries. The import restrictions 
on tyres imposed by the Indian 
government recently had made 
a strong business case for us to 
bring in Vredestein brand of 
tyres into India for the high-
end cars and motorcycles. Our 
R&D Teams have customised 
these tyres to provide the best 
safety and driving experience 
for the Indian condition.” u

William Grant & Sons, 
the global premium spir-

its company is run by the fifth 
generation of the family that 
started it and distils some of 
the world’s leading brands 
of Scotch whisky, including 
Grant’s Blended Scotch, the 
third largest selling Scotch 
whisky globally. The Balve-
nie distillery is built on stories 
that are told from each genera-
tion of craftsmen to the next. 
“They are our lifeblood. It is 

how we pass on what we know, 
how we process experiences, 
and how we create ideas”, says 
Gemma Patterson, global 
brand ambassador, The Bal-
venie. Being the only distill-
ery in the Scottish Highlands 
that maintains the Five Rare 
Crafts of whisky making, “The 
commitment of our fathers to 
pour their heart into nurtur-
ing the craft in you by virtue 
of life experiences. In a world 
of automation, The Balvenie 

maintains its distinctive char-
acter, and its heart. By reason 
of natural alchemy and cen-
turies-old craftsmanship, our 
whisky-making process is ded-
icated to maintaining the Five 
Rare Crafts and we are the only 
distillery in Scotland that still 
grows its own barley, uses tradi-
tional floor maltings and keeps 
both a coppersmith and a 
team of coopers on site. And of 
course, our Malt Master David 
C. Stewart MBE presides over 
the all-important maturation 
process making The Balvenie 
the most hand-crafted of sin-
gle malts,” adds Patterson.  In 
India, The Balvenie core range 
of expressions comprises The 
Balvenie DoubleWood aged 12 
years sold at R9,345 in Mumbai 
for 700ml, besides The Balvenie 
Caribbean Cask aged 14 years 
and The Balvenie DoubleWood 
aged 17 years sold at R11,500 
and R26,750 respectively. u

Hyundai Motor India 
Limited (HMIL) intro-

duced its new brand campaign 
‘Beyond Mobility’ that encap-
sulates the company’s commit-
ment and aspirations for the 
India of tomorrow. Drawing 
its inspiration from Hyundai’s 
Global Vision of ‘Progress for 
Humanity’, the ‘Beyond Mobil-
ity’ campaign has been pegged 
on three pillars of Intelligent 
Technology, Sustainability and 
Innovation. Commenting on 
the campaign introduction, S S 
Kim, MD & CEO, HMIL, said, 
“Hyundai has embarked on a 
journey to further strengthen 
its brand image as technologi-
cally advanced, sustainable and 
innovative. As a customer cen-
tric organisation, we aim to ele-
vate customer interactions with 
our brand, not just in the realms 
of mobility but create experi-
ences that are beyond what is 
conventional. We understand 
that time is our most precious 
possession and we want to 
empower our customers with 
quality time. So we are rede-
fining our services and expe-
riences that create memories 
and surpass expectations of our 
customer thereby delivering 
quality time. Under the aegis 
of Hyundai’s global vision of 
‘Progress for Humanity’, HMI’s 
new brand campaign ‘Beyond 
Mobility’ reinforces its commit-
ment of future mobility which 
is intelligent and thrives with 
“sustainability.”    Launched 
nationwide, the campaign rein-
states Hyundai’s global vision 
of ‘Progress for Humanity’- to 
help people understand and 
believe that tomorrow’s hyper 
connected automobiles will 
not only have advanced tech-
nology power their core, but 
also have intuitive features 
greatly enrich their lives. u

https://www.ship-technology.com/news/sri-lanka-terminal/
https://www.ship-technology.com/news/sri-lanka-terminal/
https://www.ship-technology.com/news/sri-lanka-terminal/
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Founded in 2018, Euler 
Motors is an automotive 

OEM focused on electric com-
mercial vehicles. The company 
launched its first cargo three-
wheeler, HiLoad EV. Boasting 
the highest payload capacity 
across the 3W cargo segment 
in India (including ICE), it also 
has a powerful combination of 
the highest battery power (12.4 
kWh) and certified range (151 
KM) in a single charge.  “I am 
very proud, not just because we 
have launched the first product 
from the Euler Motors stable, 
but also because this product is 
set to redefine intra-city logis-
tics in India. HiLoad, is designed 
for India, boasting several 

category-first features. A transi-
tion to EVs in the direction that 
India is already taking, but swift 
adoption depends on OEMs’ 
ability to deliver performance 
and TCO parity, or improve-
ments on these parameters – 
compared to ICE vehicles. Euler 
Motors is committed to a full-
stack ecosystem of e-mobility 
as a service with our new offer-
ings in charging, and mainte-
nance support, in addition to 
the product itself”, said Saurav 
Kumar, Founder & CEO, Euler 
Motors.  It  aims to put 5,000 
units on road by FY23 and plans 
to expand to new markets such 
as Mumbai, Bengaluru, Chen-
nai, Hyderabad and Pune. The 

new EV is available at a price of 
R3.49 lakh. Since inception, the 

company has raised $11.3 mil-
lion from several investors. u

Volvo Car India 
announced the launch 

of its flagship luxury SUV – 
The New Volvo XC90, with 
completely new petrol mild-
hybrid engine. Coming close 
on the heels of the October 
launch of the petrol mild-
hybrids Volvo S90 and Volvo 
XC60, this launch completes 
the company’s commitment 
of transition from diesel to 
petrol cars and in the direc-
tion of reducing the brand’s 
carbon footprint globally. 
The New XC90 is priced at 
R89.90 lakh. The XC90 is a 
seven-seater SUV. It was the 
first car to be launched on the 
Scalable Product Architecture 
(SPA), Volvo’s advanced mod-
ular and state-of-the-art prod-
uct platform that features 
all Volvo cars in the 90 and 
60 Series. “With the launch 
of the New XC90, we have 

launched three new petrol 
mild-hybrid models this quar-
ter. The confidence reposed 
by the customer in our brand 
has given us the conviction to 
offer them technology loaded 
new models. This launch 
completes our commitment 
to transit from diesel to petrol 
and underlines our unfettered 
strategy to grow the Indian 
market.” said Jyoti Mal-
hotra, MD, Volvo Car India. u

Consolidating its leader-
ship position in the fla-

voured whiskey segment, 
Jack Daniel’s announced 

the introduction of Tennes-
see Apple in India. It will be 
the third flavoured whiskey 
to be introduced in India after 
Jack Daniel’s Tennessee Honey 
and Jack Daniel’s Tennessee 
Fire. “Jack Daniel’s Tennessee 
Apple is crafted from the iconic 
Jack Daniel’s Tennessee Whis-
key, charcoal mellowed and 
matured in new American oak 
barrels, and apple liqueur made 
from the highest quality ingre-
dients to deliver a delicious Jack 
Daniel’s experience. Jack Apple 
is a deliciously smooth and 

refreshing apple-flavored whis-
key that’s uniquely Jack,” dis-
closes Chris Fletcher, Jack 
Daniel’s Master Distiller. The 
initial launch has taken place in 
Mumbai, Goa, Pune and Guru-
gram and will soon be rolled 
out in other parts of the coun-
try. “Mr. Jack was known for 
being an innovator and always 
exploring how to do things 
differently, including adding 
different flavours and ingredi-
ents,” adds Fletcher. “Tennes-
see Apple is a perfect blend of 
crisp, green apples enhanced 

by the sweet bold notes of Jack. 
After a great response to our 
other flavoured whiskey brands, 
we are excited about our latest 
offering to our consumers in 
India. With in-home consump-
tion on the rise and consum-
ers looking for varied options, 
Jack Daniel’s Tennessee Apple 
will surely connect with not 
only existing friends of Jack 
but also enable us to make new 
friends,” sums up Siddharth 
Wadia, GM – India, Middle 
East and North Africa, Brown-
Forman Worldwide LLC. u

Bookbanquetroom.com 
announces its much-awaited 

online booking solution for 
booking events. The offering 
by the booking engine will 
make the process of booking a 
venue quicker and easier. This 
online booking solution offers 
clients’ convenience to book 
an event 24/7 from the con-
fines of their homes or offices 
or on the go. One of the high-
lights of this booking engine 

is that it automates the entire 
booking process and provides 
customizable and reliable solu-
tions. The offering comes with 
various options which include 
real-time bookings, customiza-
tion, multi-lingual, analytics, 
and reports as well as scalabil-
ity options. Speaking about 
Book Banquet Room, Sarosh 
Khatib, founder & CEO said, 
“BBR comes with customiza-
tion and branding options that 
are unlimited. It is a unique 
booking solution that caters to 
the needs of banquet businesses 
and end consumers as well. 
We are dedicated to providing 
the best solutions for e-com-
merce in hospitality which 
has thus far largely focused on 
rooms and restaurants, spas. 
Our new offering is focused 
on making lives easier for ban-
quet business owners and 
for end consumers as well.” u
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The recently concluded tyre indus-
try’s flagship event, ATMA Part-
ners Summit 2021 (Second Series) 

emphasised meeting futuristic mobil-
ity challenges through a sharper focus 
on sustainability in the entire tyre 
industry value chain. Organised by the 
Automotive Tyre Manufacturers Asso-
ciation (ATMA), the Partners Summit 
offers a platform for the tyre industry 
and its raw material partners to inter-
act, ideate, discuss and jointly work 
towards developing a less carbon-inten-
sive ecosystem. 

Held virtually, Partners Summit 
2021 was focused on reinforcement 
materials used in the tyres including 
nylon tyre cord fabric, polyester fab-
ric, steel tyre cord and bead wire. Rein-
forcement materials provide stability 
and flexibility to a tyre.

“The concept of a circular econ-
omy is gaining traction worldwide. In 
the case of the tyre industry, the cir-
cular economy begins with raw mate-
rials themselves. To fulfil new norms 
of low rolling resistance, etc, the tyre 

industry needs close cooperation from 
its raw material partners,” said Gagan-
jot Singh, vice chairman ATMA.

“Much like the auto sector, the tyre 
industry is also beset with futuristic 
mobility challenges and the need to 
ensure that the carbon footprint is 
lower with every passing year. And 
that calls for intense research both on 
the part of the tyre industry and raw 
material manufacturers with a scope 
for joint research as well,” Singh 
added.

Technological influx is going to 
intensify in the auto sector in the years 
to come. The tyre industry needs to 
keep pace with all new technological 
advancements. Collaboration between 
the tyre industry and raw mate-
rial partners, therefore, has become 
increasingly important especially in 
the backdrop of the concept of sustain-
able mobility, he added.

The event witnessed two high pro-
file presentations, one each on Steel 
Tyre Cord by Srikanth Chakravar-
thy, VP Global Strategy – RR and MD, 

Bekaert and another on Bead Wire by 
Anurag Pandey, Executive-In-Charge, 
Tata Steel Global Wires. 

Srinivasu Allaphan, Convener, 
ATMA IPEA Group presented an Over-
view of the Indian Tyre Industry: Cur-
rent Outlook and Future Challenges. 
Ravin Kurian, Chairman ITTAC & Con-
vener ATMA TESS Group presented an 
expert talk on the subject of Changing 
Requirements of Reinforcement Mate-
rials by the Tyre Industry: Focus on 
New Vehicle Types.  

A panel discussion on Nylon and 
Polyester Fabric had top-level represen-
tation from leading Indian and inter-
national companies including Century 
Enka, Hyosung, Junma, Madura Indus-
trial and Performance Fibers.

According to Pravin Tripathi, Con-
vener ATMA Supply Chain & Resources 
(SCR) Group, the Indian economy is 
picking up pace and gradually com-
ing out of the shadow of the pandemic. 
There is a revival in manufacturing, 
and consumer demand is also improv-
ing. That augurs well for the tyre indus-
try as well as its raw material partners. u

S  M  B O O T H E M

feedback@businessindiagroup.com

Future mobility challenges

Closer collaboration between tyre & raw material partners
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Just two days after the Union finance 
ministry unveiled key norms to pro-
tect public sector bankers whose 

bona fide decisions could go wrong and 
lead to non-performing assets (NPAs), 
inviting scrutiny by government agen-
cies, the Rajasthan police arrested Pratip 
Chaudhuri, a former chairman of the 
State Bank of India (SBI), the country’s 
largest bank. The arrest has rattled the 
banking and finance community. While 
former SBI chairman Rajnish Kumar 
called the arrest “highly motivated”, for-
mer SBI deputy managing director Sunil 
Srivastava asked how the police arrested 
Chaudhuri without any summons or 
notice. “Frankly, without notice and 
without summons, how can police from 
another state arrest someone in Delhi – 
where is the due process of law?” Srivas-
tava asked.

The finance ministry has issued a 
uniform staff accountability frame-
work for NPA accounts up to R50 crore. 
These guidelines will be implemented 
with effect from 1 April, 2022. 

Chaudhari was arrested on charges of 
alleged complicity in undervaluing and 
aiding the sale of two hotels belonging 
to a business group whose loan from the 
bank in 2008 had turned into an NPA. 

The development flew in the face of the 
finance ministry’s order meant to help 
public sector bankers take faster deci-
sions on loans, to shake off the impact 
of the pandemic.

Chaudhuri’s arrest took place with-
out an inquiry or a notice. The new 
norms clearly say that a senior police 
officer has to verify whether a prima 
facie offence is made out before seek-
ing a formal probe. The standard oper-
ating procedures call for prior approval 
of a relevant authority before initiating 
a corruption investigation.

The charge
The case relates to a  R24 crore loan 
granted by SBI to Hotel Gaudavan, the 
company at the heart of Chaudhuri’s 
arrest, in tranches, beginning January 
2008. The loan was restructured in Janu-
ary 2009, and repayments were resched-
uled. The loan was sold to Alchemist 
Asset Reconstruction Company (ARC) in 
March 2014. It was then referred to the 
National Company Law Tribunal (NCLT) 
for resolution and was taken over by JFC 
Finance (India) Ltd in December 2017.

Chaudhuri was arrested on 1 Novem-
ber by the Rajasthan state police after a 
Jaisalmer court issued an arrest warrant 

on a petition by the borrower. Accord-
ing to reports, the complaint that led to 
his arrest claimed Chaudhuri sold the 
property below market price to an asset 
reconstruction company whose board he 
later joined. The specific charge is that 
SBI allegedly sold a R200 crore collateral 
for a mere R25 crore to Alchemist ARC, 
a company in which Chaudhuri later 
became director. He was released on bail 
on 9 November. Interestingly, Chaud-
huri retired as SBI chairman in Septem-
ber 2013, six months before the soured 
loans were sold to ARC for recovery.

Commenting on the case, Arvind 
Datar, lawyer, said that the law is 
very clear on when you can and can-
not arrest a person. “The sad thing is 
nobody is following them. So, the time 
has come to amend the law and to bar 
arrest completely. What has happened 
to Pratip Chaudhuri is not an isolated 
case. It very often happens. We have 
seen the law being misused again and 
again,” he said.

Experts add that the arrest is high-
handed, and in violation of the new rules 
under the Prevention of Corruption Act 
(PCA) 2018 that seek to give more pro-
tection against arbitrary criminalisation 
of decisions by public servants, includ-
ing by bankers. The arrest incriminates 
an act done in good faith. All lending 
decisions involve a judgment of risk, and 
punishing a banker or a former banker 
for a call taken in good faith is unfair. 
Arbitrary arrests will reignite the fear 
among bankers about being hounded 
by enforcement agencies for making 
loans or accepting haircuts to clean their 
books, which is essential to resolve the 
banking crisis, they add. Further, it will 
have a deterrent effect on the future res-
olution of loans. NPAs could spiral out of 
control, choking lending and growth.

According to an official the erstwhile 
promoters of Hotel Gaudavan handed 
over the property in a pitiful state 
post resolution under the Insolvency 
and Bankruptcy Code. In 2017, other 
than the structure of the hotel, every-
thing had to be changed or replaced. An 
amount of R20 crore has been spent on 
the hotel and an additional investment 
is being made just to bring the hotel 
into a habitable state. After four years of 
repairs, 20 rooms of the 100-room hotel 
are operational.         u 

R A K E S H  J O S H I
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Shocking arrest
Ex-SBI chief’s arrest rattles bankers

Chaudhuri: arrested without an enquiry or a notice
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On 14 October, China and Bhu-
tan entered into an MOU on the 
resolution of the boundary dis-

pute between the two countries. China 
and Bhutan do not have diplomatic rela-
tions but maintain contacts through 
periodic visits by officials. India reacted 
cautiously, saying it had noted the devel-
opment and was aware of it, implying 
that it had been kept in the loop by Bhu-
tan. China hoped that the MoU  titled 
‘Three-Step Roadmap for Expediting the 
Bhutan-China Boundary Negotiations’ 
will make a ‘meaningful contribution’ 
to speed up the border talks and estab-
lishment of diplomatic ties with Thim-
phu. The Chinese state media was not so 
diplomatic though, calling it ‘a snub’ to 
India and a ‘blow to Modi’s attempts’ to 
contain China.

This could turn out to be a major geo-
political development, depending on 
how China plays its cards. Bhutan has 
been a close ally of India and the largest 
beneficiary of its foreign aid. India has 
influence over Bhutan’s foreign policy, 
defence and commerce. However, in the 
coming months, as Bhutan and China 
move towards a new modus vivendi in the 
conduct of their bilateral engagement, 
the ‘unique’ relationship which India 
has with Bhutan will be come under 
sharp focus.

At one stage, there was a feeling in 
New Delhi that Bhutan is now a multi-
party democracy well on its way to 
becoming a middle-income country. It 

aims to be a high-income country by 
2030. India was once the only source of 
development assistance to Bhutan. But 
now Bhutan has 52 foreign development 
partners. It would be futile to try and 
prevent Bhutan from accepting China as 
its 53rd development partner.

‘Protected state’
However, China’s aggression in Doklam, 
then in eastern Ladakh, and its refusal 
to come to terms at the negotiating table 
has jolted India into rethinking this 
sort of approach. While Bhutan’s iden-
tity and unique measure of GNH (gross 
national happiness) has for long avoided 
massive economic investments and 
environmentally unsustainable projects 
for which China is famous, India will 
have to recalibrate its approach towards 
a country our foreign office had patron-
ised as a mere ‘protected state’ till now.

Like the Sino-Indian border, the 
entire 477 km Bhutan-China border is 
also disputed. China has been displaying 
its expansionist designs in the region. 
Significant Chinese claims range from 
three areas in western Bhutan, includ-
ing Doklam, three regions in the north, 
and a June 2020 reassertion of its claim 
to a large chunk of eastern Bhutan. Bor-
der talks between the two sides began 
in 1984, and from the seventh round in 
1990, China continued to push a ‘pack-
age proposal’. There have been 24 rounds 
of boundary talks and ten rounds of 
meetings at the expert group level.

In 1997, China offered to give up 
claims on areas in central Bhutan in 
exchange for territory on its western 
flank, including Doklam. Bhutan refused 
the deal, reportedly under pressure from 
India, which was concerned over Chi-
nese encroachment near its narrow Sil-
iguri Corridor. China’s Chumbi Valley, 
north of the Doklam plateau, and India’s 
Siliguri Corridor, south of Doklam, are 
strategic mountain chokepoints critical 
to both China and India.

In 2017, the India-China standoff in 
the Doklam plateau drew attention to 
the Bhutan-China border dispute. Bhu-
tan maintained the area belonged to 
it and India supported the Bhutanese 
claim. New Delhi also opposed con-
struction of a road by Beijing at the 
Doklam tri-junction on national secu-
rity grounds. Indian and Chinese troops 
withdrew from Doklam following a 
73-day stalemate, but satellite images 
subsequently showed the buildup of 
Chinese military infrastructure in the 
region. Last June, China staked a claim 
on the Sakteng wildlife sanctuary, mark-
ing the first time the Chinese had sin-
gled out any territory in eastern Bhutan.

Bhutan was the first country to 
receive Covid-19 vaccine supplies from 
India, which helped the kingdom to 
vaccinate its entire population. Bhutan 
is 100 per cent free of the pandemic. 
The coming months could see New 
Delhi further reaching out to Thimpu. 
India has plans lined up to help Bhutan 
open up in a big way to global engage-
ment – but the big ones remain on 
paper. One such proposal is to enable 
Bhutan to have rail connectivity with 
the outside world. An agreement has 
been signed between the ISRO and the 
Department of Information Technol-
ogy and Telecom in Thimpu to develop 
and launch the kingdom’s own satellite 
on an ISRO launch vehicle. More posts 
for border trade with India, which will 
increase prosperity in villages on both 
sides, have figured in bilateral talks 
These moves would have marked a huge 
change from the Manmohan Singh gov-
ernment’s withdrawal of cooking gas 
and kerosene subsidies to arm-twist 
Bhutan into distancing itself from 
China. Clearly, these proposals need 
to be implemented fast before China 
offers better terms of engagement.     u 
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Dragon’s move
Bhutan, China in diplomatic parleys

A snub to India?
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Kicking off the Bharatiya Janata 
Party’s preparations for the 
Uttar Pradesh assembly polls in 

Lucknow, Union home minister Amit 
Shah said that even if the Samajwadi 
Party, the Congress and Bahujan Samaj 
Party come together, they will not be 
able to defeat the BJP. In 2017, the BJP 
and its allies had won 325 Assembly 
seats. At the meeting, Shah asked the 
state party unit to work towards a big-
ger victory.

Shah, more than anyone else  in the 
BJP, knows that that the results of the 
2022 UP elections would be crucial for 
the 2024 Lok Sabha elections. As such, 
all eyes are on UP, as the route to vic-
tory in Delhi passes through this state.

As of now, an alliance between the 
SP, the BSP and the Congress appears 
unlikely. But with three months to 
go, the makings of another opposi-
tion alliance are becoming clearer 
now. Political analysts say the battle 
may boil down to the ruling BJP versus 
the SP, backed by an alliance of small 
but influential regional parties. A key 
constituent of this SP-led alliance will 
be the Suheldev Bhartiya Samaj Party 
(SBSP), whose standing among the 
Rajbhars and equivalent castes can 
swing the outcome in 153 assembly 
seats, particularly in close contests. 

Currently, the party has four seats in 
the 403-member state assembly, 

A backward caste community, the 
Rajbhars, have a sizeable presence in 
the 24 districts of Purvanchal and 
Awadh, their numbers ranging from 
20,000 to 90,000 in these seats. The 
SBSP holds sway not only over Rajb-
har society but also several smaller 
backward castes, such as Bansi, Arka-
vanshi, Bind, Prajapati, Pal and Vish-
wakarma. Akhilesh Yadav’s strategy is 
to add in their support to his Muslim-
Yadav base.

The Rajbhar factor
Rajbhar’s party had contested eight 
assembly seats in UP in 2017 as part 
of the BJP-led alliance. As backward 
classes welfare minister in the Yogi 
Adityanath cabinet, he repeatedly 
accused the government of neglect-
ing the backward communities. In the 
2019 Lok Sabha election, SBSP leader 
Om Prakash Rajbhar broke away and 
fielded his own candidates on 39 seats, 
winning none. Chief minister Yogi 
Adityanath dropped Rajbhar from his 
team soon after the Lok Sabha poll 
results, though the latter claims he 
stepped down on his own. He has now 
joined hands with Akhilesh and the 
two have addressed a rally.

To attract the non-Yadav backward 
castes, Akhilesh has forged pacts with 
outfits such as Keshav Dev Maurya’s 
Mahan Dal and Sanjay Chauhan’s Jan-
vadi Party (Socialist). The Mahan Dal 
has clout among backward castes such 
as Shakya, Saini, Kushwaha, Maurya 
and Kamboj in the Bareilly, Budaun, 
Shahjahanpur, Pilibhit, Agra, Bijnor 
and Moradabad districts. The Janvadi 
Party (Socialist) has a following among 
the Noniya-Chauhan castes in the 
Mau, Azamgarh, Ghazipur, Chandauli 
and Deoria districts. In the 2019 
Lok Sabha election, Akhilesh fielded  
Sanjay Chauhan from Chandauli on 
an SP ticket. 

An alliance between the Rashtriya 
Lok Dal (RLD) and the Samajwadi Party 
also appears on the cards. The RLD and 
the Samajwadi Party have been con-
stant companions since the 2017 Uttar 
Pradesh assembly election. Since then, 
they have contested all the assembly 
and Lok Sabha bypolls together, as 
also the 2019 Lok Sabha election.

The RLD, founded by Ajit Singh, for-
mer Union minister, is now led by his 
son, Jayant. It enjoys support among the 
farmers of western Uttar Pradesh and 
is on the same page with the SP on the 
issue of opposing the Centre’s three new 
farm laws. The RLD traces its political lin-
eage back to Charan Singh and had an 
emotional connect with the Jat commu-
nity, which comprises 14 per cent of the  
population in UP.

Observers say that the way Akh-
ilesh has formulated his strategy, the 
2022 UP election is narrowing down 
to a contest between the SP-led alli-
ance and the BJP. The regional forces 
are not inclined towards parties like 
the Congress and BSP.

However, there’s many a slip 
between the cup and the lip. The BJP 
could engineer a reverse polarisation 
against the Yadav-Muslim vote in east-
ern and central UP and the Jat-Muslim 
vote in western UP. To counter the SP-
RLD’s influence, the BJP has already 
been working on uniting smaller 
and scattered communities which 
together make up a sizeable popula-
tion. This was a strategy it followed 
in Haryana when it united a num-
ber of non-Jat caste groups in the last  
assembly election.        u 
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In political ferment
Will the Akhilesh-led alliance in UP work?

Akhilesh: wooing non-Yadav backward castes
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The biggest challenges for India and Indian 
business in coming months will come from 
the muscular directions President Xi Jinping 

is setting for China. The seething cauldron of his 
realm is at the cusp of a new revolution, which if all 
goes well for Xi, will breathe down continuously on 
India with a fiery dragon’s breath.

Prime Minister Narendra Modi’s Delhi has been 
moving towards Washington and the European 
Union in recent years because of China’s hostility 
along India’s Himalayan borders. Xi will try to neu-
ter Delhi because of his abiding fear that its West-
ern friends are determined to cut China’s Achilles 
tendon before it can gather the diverse strengths 
required to deter them.

The new revolution began at a top secret meet-
ing of the highest elite of the Communist Party of 
China (CPC) in Beijing on 8-11 November, which 
consecrated Xi’s ambitious plans to turn CPC into 
an unassailable global power ahead of the 100  
year celebration of modern China’s establishment 
in 1949.

This creates risks for India because its Western 
friends are far away while an increasingly self-con-
scious, suspicious and nervous China is an eter-
nal neighbour. Worse, its paramount leader is now 
building a superpower with equivalent if not greater 
military and economic strength than the US, the 
global hegemon so far.

Modi can consecrate democracy by melding more 
strongly into the group of Western democracies to 
slow down the burgeoning power of CPC’s authori-
tarian China. Or he can build bridges by becoming 
an impartial go-between Washington’s evangelism 
for democracy and Xi’s authoritarian system.

Many analysts think that Xi is preparing for 
hostile confrontation, if not outright war, with 
the US and its allies over Taiwan, which it would 
like to annex, and the South China Sea, which it 
wants to dominate to exercise hegemony over all 
of Southeast Asia.

Fortunately, the truth of these assertions is uncer-
tain. It is certain that Xi is ambitious but it is uncer-
tain whether he will ever prefer to visit calamitous 
war upon his increasingly prosperous people just to 
inform the West that it should not dare to mess with 
the CPC. He may think that satisfied citizens are the 
higher path to permanent CPC dominion.

Xi is obsessed with rendering impossible a repeat 
however subtle of the humiliation at Western hands 
that China suffered for centuries. The topmost CPC 
elites at the Beijing conclave agree and are consecrat-
ing him as the third most revered leader of modern 

China. His personal brand of “Thought” is already 
being taught in schools and universities. They are 
clearing the way for a party congress in late 2022 to 
prolong Xi’s rule over China for as long as he wishes, 
instead of an informal 10 year limit for his job.

A historic resolution at the conclave, only the 
third of its kind in 100 years, identifies Xi as a 
zenith of the contemporary CPC. Historians may 
view it as having raised Xi to be the first among 
two other equals, Mao Zedong and Deng Xiaop-
ing because he has laid the foundations for Chi-
na’s strength to at least match if not surpass that 
of the US. He is making CPC rule over China unas-
sailable for any outside power.

Mao established the CPC as China’s sole govern-
ment in 1945 and made himself the supreme leader 
for his lifetime. Deng denounced Mao’s mistakes in 
1981 including the bloody cultural revolution and 

set China on the path to unprecedented economic 
prosperity. He adopted Western-style capitalism as 
the beating heart of Chinese business. Xi has prom-
ised unprecedented military and economic power to 
rejuvenate China.

Indian democracy, like all others, is an unstable 
political system where policies change mostly to suit 
whatever wins votes for the ruling party. China’s 
CPC model assures stability by suppressing dissent 
as ruthlessly as necessary. The two seem incompati-
ble because they pit freedom against obedience. That 
is why Washington sees Xi’s China as a potential 
enemy that must be weakened through economic 
conflict and perhaps a limited hot war.  

But Modi’s political system in India is a bridge 
between the two. It has shades of both democracy 
and authoritarian protection of his party’s rule. 
He could be a helpful bridge between Beijing and 
Washington, if he can put aside his anger at Bei-
jing’s arrogance along India’s borders and works 
to roll back growing hostility between both. That 
would protect Indians effectively and allow busi-
nesses to gain from China’s economy. But he must 
first find ways to bury the hatchet with Beijing.u

Crouching tiger, hidden dragon
China’s CPC model assures stability by suppressing dissent as ruthlessly as necessary
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 shades of both democracy and 

authoritarian protection of  
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MD&CEO 
Kotak Mahindra Bank

FALGUNI NAYAR 
Founder, Nykaa

WE HAVE SEEN THE MARKETS GO MUCH AHEAD OF THE 
ECONOMIC REALITY OVER THE LAST 18 MONTHS AND 

FROM SAMVAT TO SAMVAT THE MARKET HAS PERFORMED 
OUTSTANDINGLY FOR INVESTORS, WE DO NEED TO KEEP 

IN MIND ALSO THE GLOBAL BACKDROP.

I HOPE MORE WOMEN LIKE ME DARE TO DREAM FOR 
THEMSELVES...IN THE COUNTRY OF 1.3 BILLION PEOPLE, MEN 
TOO ARE SPENDING ON MAKE UP AND GROOMING PRODUCTS...

INDIANS WILL INCREASINGLY SPEND MORE ON LIFESTYLE 
BRANDS AND SERVICES. NYKAA IS IN A GOOD PLACE. 
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T
he pandemic and the 
unprecedented success of 
mRNA (messenger ribo-
nucleic acid)-based Covid-
19 vaccines have drawn 

attention and interest to mRNA tech-
nology, making it one of the most 
attractive technologies today. What is 
mRNA? They are single-stranded mol-
ecules that carry genetic information 
to make proteins in the cell. These 
molecules are called  messenger  RNA 
because they carry instructions for 
producing proteins.

Yes, this may sound highly techni-
cal to lay readers, but companies across 
the world are pushing to bring their 
own vaccines, using mRNA technol-
ogy, to the market. Following the 
success of Pfizer Inc and Mod-
erna Inc, Indian firms have 
been pushed by Prime Min-
ister Narendra Modi, aiming 
to bring in players in the new  
sector. The mRNA vac-
cine recently received  
the government’s approval for con-
ducting phase II/III trials and the vac-
cine candidate is now under advanced 
human trials.

As it happens, India is preparing to 
produce its own  mRNA-based Covid-
19 vaccine by the end of the year, 
in what would be a scientific break-
through for the country’s growing 
pharmaceutical industry. “India’s first 
indigenous mRNA vaccine is currently 
being developed by Gennova Biophar-
maceuticals”,  explains Satish Mehta, 
(70) CEO of Emcure  (Essential Medi-
cines for Cure) Pharmaceuticals Ltd. 

Emcure, with a global 
footprint, is currently 
developing India’s first 
mRNA vaccine for the 
novel corona virus.  
It is also planning to enter 
the capital market to 
reduce debt

Mehta:  
delivering ‘Effective 
Medicines to Cure’ 

patients

New prescription  
P h O T O S :  S A N j A Y  B O R A d E
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the Pune based R5,067 crore company. 
Gennova is a subsidiary of Emcure. 
It has launched six biosimilar prod-
ucts and is focussed on bio-pharma 
research.

Like most Indian pharma compa-
nies of the size of Emcure, the core 
management is largely family driven 
with key professionals from outside. 
Besides Mehta, his son, daughter and 
son-in-law are with the company.

“driven by technology and innova-
tion, the company’s mission has been 
to develop and deliver ‘Effective Medi-
cines to Cure’ patients, enabling them 
to lead healthier lives,” adds Mehta 
who has an R&d team at Emcure led 
by dr Mukund Gurjar (69) who is one 
of the leading scientists in India, hav-
ing served as the deputy director at the 
National Chemical Laboratory, Pune. 
Its state-of the-art R&d centres in India 
are recognised by the department of 
Scientific & Industrial Research (dSIR).

Emcure has products in both phar-
maceutical generics and biosimilar. The 
company’s core strengths lie in man-
ufacturing niche products for high-
growth therapeutic areas. Gurjar, Ed, 
Chief Scientific Officer at Emcure, has 
played a vital role in helping develop 
Emcure’s differentiated portfolio across 
key target therapeutic areas and estab-
lishing multiple tech-driven innova-
tive platforms. he has over 32 years of 
experience in pharmaceutical sciences 
and is a fellow at various national and 
international academies. his interest 
is in the synthesis of complex mole-
cules and drugs containing chiral cen-
tres. This expertise culminated in the 
development of many chiral drugs 
for cardiovascular diseases, and anti-
inflammatory, proton-pumping inhib-
itors. The non-biological complex iron 
drugs and anti-hyperphosphatemia 
coupled with complex oncology drugs, 
hIV drugs etc form the basic premise 
of his applied research activities. Gur-
jar holds two Phd degrees from Nagpur 
and London Universities in Chemistry 
and did his post-doctoral research at 
the York University, Toronto, Canada. 
Gurjar retired from the CSIR-National 
Chemical Laboratory, Pune as a dep-
uty director and head of the Chemis-
try division.

“Our focus on R&d and strong man-
ufacturing capabilities has been a key 
element of differentiation between 

us and our competitors, and has sup-
ported our robust growth. We intend 
to continue to invest in our R&d ini-
tiatives and further strengthen our 
manufacturing capabilities in order 
to grow our differentiated product 
portfolio for both the domestic and 
international markets, with a focus 
on improving vertical integration to 
achieve greater control over our prod-
uct quality, supply chain and operat-
ing costs. We also expect to continue 
to make investments in formulations 

and APIs for high-growth therapeutic 
areas. In addition, our new R&d focus 
areas include flow chemistry, antibody 
drug conjugate and photon chemis-
try,” adds Mehta.

Another subsidiary is Zuventus, 
which focusses on marketing prod-
ucts in the Indian market (along with 
Emcure’s own marketing divisions). 
Zuventus is led by Prakash Guha, 
(57),  Md at Zuventus healthcare Ltd. 
Guha has 37 years of experience, hav-
ing held many leadership positions in 
the Indian pharmaceutical industry. 
Zuventus, under his leadership, cre-
ated many benchmarks in the indus-
try. “Currently the company holds 
leadership position in multiple brands 
and within therapies in the branded 
generics space,” says Guha who earlier 
worked with Alkem Laboratories as the 
President – Sales and Marketing and at 
Wander Limited as dMd.

Genesis, growth plans
Emcure started in 1981 as a firm spot-
ting an opportunity in contract man-
ufacturing pharmaceuticals for MNCs. 
Although the company began as con-
tract manufacturer for MNCs, a decade 
after its inception, it introduced its 
own products in the market. Mehta, a 
first-generation entrepreneur, started 
Emcure with the intention of provid-
ing affordable and high quality health-
care to patients to significantly improve 
their lives. Under Mehta’s leadership, 
Emcure has become a well-respected 
name in the global pharma market and 
he is the prime mover for the growth 
plans of the company.

With him at the helm, Emcure, is 
today engaged in developing, manufac-
turing and marketing a broad range of 
pharmaceutical products globally. “The 

FY18-19 FY19-20 FY20-21 FY18-19 FY19-20 FY20-21

Revenue
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Profit
(R crore)

3,533

4,069

5,067

61
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Namita: consolidating market share
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company has world-class infrastruc-
ture, skills and resources with facilities 
approved by foreign drug regulatory 
authorities of various countries includ-
ing US, Europe, Russia, Australia and 
Brazil. Mehta has also been instrumen-
tal in Emcure entering into strategic alli-
ances with MNCs to bring world-class 
products to the Indian market at afford-
able prices,” adds Mehta boasting of the 
research programme comprising chem-
istry and biotechnology with a number 
of firsts to market molecules in India. 
Mehta is a 1975 batch graduate from the 
IIM Ahmedabad.

Over the years, Emcure has launched 
multiple first-time molecules in India. 
Emcure also introduced the concept 
of chirality in India. The company is 
a leader in anaemia and the women 
health segment. It has also developed 
Tenecteplase for acute ischemic stroke 
and launched it for the first time glob-
ally in 2019. Emcure has a leading mar-
ket share in four of the six biosimilars 
that it has launched in India.

“Gennova is currently undertaking 
clinical trials of India’s first mRNA vac-
cine for Covid, which it has developed 
indigenously. We have already dem-
onstrated safety, immunogenicity, and 
production of neutralising antibodies 
(antibodies that directly attack the virus) 
activity. In addition, the mRNA used in 
the vaccine is attached to a nano-lipid 
carrier that delivers it inside cells. This 
self-amplifying platform means a lower 
dose of the vaccine is required.  Gen-
nova has received a seed grant under the 
Ind-CEPI mission of the department of 
Biotechnology, which is aligned to the 
global Coalition for Epidemic Prepared-
ness Innovations (CEPI),” says dr Sanjay 
Singh, (54) CEO, Gennova, who is at the 
forefront of the research team.

Singh completed his graduation and 
post-graduation in science (biochemis-
try) from Lucknow University and is a 
Phd in biochemistry from the Central 
drug Research Institute, Lucknow. he 
then went on to the International Cen-
tre for Genetic Engineering and Bio-
technology (ICGEB), where he continued 
research on vaccine development. he 
has been associated with Gennova since 
2006 and his scientific expertise has 
led to several innovations to treat life-
threatening diseases.

Prior to joining Gennova, Singh 
worked with the National Institute of 

health (NIh), US, where he headed the 
antigen research section. he has won 
numerous awards from the US depart-
ment of human and health Services, 
some of which include ‘Special Act or 
Service Award’ in 2005 and ‘Staff Recog-
nition Award, NIAId/NIh’ in 2004.

Leader in women health segment
Starting with a team of just seven peo-
ple, Mehta now employs over 9,000 peo-
ple and sells the company’s products 
in over 70 countries. As per the latest 
AIOCd-AWACS MAT ranking, from 75th 
rank back in 1995 in the IPM (Indian 
Pharmaceutical Market) today Emcure 
is ranked among the top 12 companies 
(july 2021). Emcure is one of the fast-
est growing companies in the top 20 
pharma manufacturers in India. It is 
also a market leader in cardiac, gynae-
cology, blood-related and hIV antiviral 
therapy areas. Emcure develops and sells 
a wide range of branded and generic for-
mulations, API and biotechnology prod-
ucts in markets including India, Europe, 
Canada, Russia and nations across Latin 
America and the Middle-East through a 
strong global network of 19 subsidiaries.

“Our competitive advantage in the 
domestic market stems from our estab-
lished presence in most of the major 
therapeutic areas including gynaecol-
ogy, cardiovascular, vitamins, minerals 
and nutrients, oncology/anti-neoplas-
tic, hIV and blood-related. Emcure is a 
leader in the women’s health segment 

in India. In addition, our focus areas 
include neurology, respiratory, psychi-
atry-CNS and anti-diabetic therapeutic 
areas,” says Vikas Thapar, (47) presi-
dent, corporate development & strategy 
at Emcure, who is Satish’s son-in-law 
pointing at the company’s six R&d cen-
tres and 14 manufacturing facilities 
across the country.

Prior to joining Emcure, Thapar 
worked in Silicon Valley, US with Ebay/
PayPal as well as Agilent Technologies 
(where he worked in finance). he has a 
track record with 23 years of work expe-
rience and has been an integral part of 
the Emcure management team for the 
last 15 years. his expertise has been in 
providing value-added business and 
financial support to multiple compa-
nies across different industries. Initially, 
he looked at business development and 
later his role expanded to include corpo-
rate strategy and finance. he has played 
a crucial role in spearheading Emcure’s 
growth in Europe and Canada; besides 
he has led Emcure’s inorganic growth 
strategies over the years and has spear-
headed acquisitions of various compa-
nies, brands and product portfolios. he 
has also driven Emcure’s various fund-
raising efforts.

With an academic background in sci-
ences, and a family business of Mehta’s 
father in pharmaceutical distribution, 
he had a penchant for pharmaceuti-
cals. Emcure began with a loan of R3 
lakh, acquiring a manufacturing unit, 
and starting as a contract manufacturer 
of pharmaceutical products for most of 
the multinational players in India. And, 
since Mehta understood pharma distri-
bution well, the company ventured into 
marketing its own brands.

In 1981, Mehta, together with his 
family, supported the business by rein-
vesting internally generated profits 
and pumping in additional funding 
from time to time. The only outside 
investment was by private equity (PE) 
investor Blackstone that came in 2006. 
It was also Blackstone’s first invest-
ment in India.

Then, in 2013, Bain Capital bought 
out Blackstone’s stake in the company 
and it now owns 13 per cent. “The com-
pany has also relied upon debt from 
time to time to fund various growth ini-
tiatives and M&A opportunities,” says 
Namita Thapar, (44) Ed, India Business 
at Emcure. 

Samit: healthy domestic business
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Namita is the daughter of Mehta, 
who joined Emcure as CFO, post her 
six-year stint at Guidant Corporation, 
US. She is an MBA graduate from the 
Fuqua School of Business and a CA 
from ICAI. Subsequently, her respon-
sibilities grew to managing Emcure’s 
largest business unit, the India busi-
ness. She has played an instrumen-
tal role in driving Emcure’s growth in 
the domestic business, being actively 
involved in consolidating the market 
share of brands and the quick scale-up 
of newly introduced brands.

Namita has also been at the fore-
front of Emcure’s technology initia-
tives, focusing on data analytics and 
sales force effectiveness. She is passion-
ate about improving women’s health in 
India and promoting youth entrepre-
neurship. She has taken concrete steps 
to move the needle on both. “dur-
ing the Covid pandemic, we launched 
a unique YouTube talk show on wom-
en’s health called Uncondition Your-
self which aimed at providing authentic 
information and break stigmas and 
taboos associated with women’s health 
and urged women to prioritise their 
health,” says Namita whose outfit 
Incredible Ventures Ltd – an education 
company that teaches entrepreneurship 
to 11-18-year-olds in Mumbai, delhi, 
Bengaluru, Pune, Chennai and Ahmed-
abad – has been in existence for five-plus 
years. About 1,000 young students have 
gone through this life-shaping experi-
ence so far.

Going international
Samit Mehta, (41) president & COO of 
Gennova, is the son of Mehta. Samit 
believes that, “the company has a 
healthy domestic business and strong 
prospects to capitalise in the IPM as 
well as in the other countries it operates 
in. We have an established presence in 
international markets, which we believe 
is a strong complement to our domestic 
business and presents strong opportuni-
ties for growth. We sell our portfolio of 
products internationally, with Europe 
and Canada currently being our pri-
mary international markets. We employ 
a calibrated and differentiated approach 
to entering and deepening our presence 
in each of our markets so as to address 
the unique characteristics of each mar-
ket, such as, among other factors, its 
regulatory landscape, market size, 

competitive landscape and scope for our 
products. This allows us to strategically 
select local partners, acquire local com-
panies or rights of pharmaceutical prod-
ucts, and establish subsidiaries with our 
own on-the-ground sales force in these 
markets”. For strategic reasons, Emcure 
has now demerged the US business into 
a separate company. This was done to 
facilitate better capital allocation as the 
company has multiple opportunities in 
its other businesses.

For instance, “we have made stra-
tegic acquisitions of companies such 
as Marcan in Canada and Tillomed in 
the UK, which have allowed us to lever-
age our R&d and manufacturing capa-
bilities in India and, at the same time, 
quickly and cost-efficiently establish 
distribution channels for our products 
in Canada and Europe, respectively. We 
have also acquired the rights of phar-
maceutical products, such as BiCNU, a 
branded oncology product prescribed 
for treatment of brain tumours, mul-
tiple myeloma, hodgkin’s disease and 
non-hodgkin’s lymphoma, which has 
allowed us to expand our presence in 
our existing markets as well as facilitate 
our entry into new markets”.

The second phase for Emcure 
began in 1995, followed by exports 
and international expansion. Over 
the last decade, Emcure has developed 

a significant international business. 
Today, more than half of Emcure’s reve-
nues come from overseas operations.

According to a CRISIL report, as a 
result, Emcure has grown its target mar-
kets in several international geographies. 
For example, in Canada, since acquir-
ing Marcan in 2015, it has become one 
of the country’s leading Indian generic 
pharmaceutical companies. Similarly, 
in Europe, it has increased the product 
portfolio from two products in FY2014 
before it acquired Tillomed, to more 
than 150 products in FY2021. Emcure 
also has subsidiaries in Peru, Mexico, 
Australia, Germany, Spain, Italy, New 
Zealand, France, dubai, Brazil, South 
Africa and Nigeria and a branch office 
in Russia, which play an important role 
in liaising and managing operations in 
these markets.

“Our focus in our international mar-
kets is on developing and commercial-
ising products, which are differentiated 
and require significant expertise to 
develop and manufacture, and, as such, 
are subject to less competition and allow 
us to enjoy high margins,” says Vikas 
disclosing that, “for example, in Europe 
and our other key target markets, we are 
focused on higher value-added generics 
and complex injectables, such as Cido-
fovir and Meropenem. We have also 
launched our biologics products and 
chirally pure products in many coun-
tries, including Brazil, Mexico, Russia 
and South Korea. We believe that our 
market specific growth strategies have 
allowed us to deepen our presence in 
our existing markets as well as, at the 
same time, expand into other markets 
in a cost efficient and profitable man-
ner”. As a result, Emcure’s sales outside 
India between FY19 and FY21, grew at 
a CAGR of 32.80 per cent from  R1,430 
crore to R2,523 crore.

Competitive environment
As per AIOCd data, on MAT basis (August 
2021), Emcure is among the top 12 
companies in IPM. Emcure’s competi-
tion varies by market, therapeutic area 
and product category. “Our principal 
competitors within India include lead-
ing branded generics players such as 
Cipla, dr Reddy’s, Torrent Pharma and 
Sun Pharma as well as leading multi-
national pharmaceutical companies 
such as Sanofi, Abbot and Glaxo-Smith 
Kline, which operate in the Indian 

Vikas: spearheading Emcure’s growth in 
Europe and Canada
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pharmaceutical market, in similar ther-
apeutic areas,” says Mehta talking about 
Emcure’s strong portfolio of biosimi-
lars among Indian companies. Of the 
six biosimilars sold by the company in 
Indian market, it is a leader in four of 
the segments.

“Our impressive growth can be 
attributed to four key factors: a strong 
R&d focus, our manufacturing exper-
tise, vertical integration and strong sales 
and distribution”, says Samit with a ver-
tically integrated organisation man-
ufacturing APIs, formulations and 
biotechnology drugs.

“From the start, our focus has been 
on science, bringing differentiated 
products and introducing new innova-
tions in India backed by our R&d and 
manufacturing strengths. Our strat-
egy for R&d is to establish differenti-
ated technology platforms and, once 
established, develop multiple products 
on the platforms”, says Vikas, with five 
R&d facilities in India and, as of june 
30, 2021, “we had 501 highly quali-
fied scientists, 15 of whom are post-
docs, 39 of whom hold Phds and 381 
of whom are post graduates. We have 
been granted 161 patents and have 98 
pending patent applications in several 
countries, and have also submitted 98 
dMFs for APIs with various regulatory 
agencies across the world”.

Emcure is also one of the few com-
panies with strong expertise in both 
chemistry and biologics. The company 
has been constantly introducing new 

products to the markets. “We have mul-
tiple first time launches to our credit 
including chiral molecules, iron mole-
cules, ARV and bio-therapeutics. In the 
domestic market, we classify our prod-
ucts on the basis of their therapeutic 
use. Over the last decade, we have been 
increasing our focus on chronic ther-
apeutic areas and, as of june 2021, we 
were present in a total of 19 therapeutic 
areas,” adds Mehta, who sells over 350 
brands across these 19 therapeutic areas 
in India.

For  FY21, according to CRISIL, seven 
of Emcure’s brands were among the top 
300 brands in India, based on domes-
tic sales of pharmaceutical products. 
These include Orofer-XT and Orofer-
FCM, which are generally used in gyn-
aecological treatments, Bevon, which is 
used as a nutritional supplement, Zos-
tum, which is used as an anti-infec-
tive, and Metpure XL, ESLO and EXhEP, 
which are generally used in the treat-
ment of cardiovascular disease. Accord-
ing to CRISIL, 18 of its top 20 brands, 
that include anti-infectives, vitamins, 
minerals and nutrients, and which 
are used in the treatment of gastroin-
testinal ailments and hIV, cardiovas-
cular and respiratory therapeutic areas, 
as well as in gynaecology, were each 
ranked among the top five pharmaceu-
tical products of their respective thera-
peutic areas in India.

Strong marketing capability
“Our strong sales and distribution 
team has allowed us to deliver these 
new molecules pan-India and establish 
Emcure among the leaders in our target 
areas.  We have strong marketing and 
distribution capabilities,” says Mehta. 
As of 30 june, 2021, Emcure’s market-
ing and distribution network in India 
is supported by a specialised field force 
of over 4,600 personnel. “The strength 
in marketing and distribution has been 
acknowledged and leveraged by several 
leading multinational pharmaceutical 
companies that we have entered into 
agreements with for the marketing and 
in-licensing of their products in India 
and overseas,” adds Samit.

“during the pandemic, our verti-
cal integration and strong supply chain 
helped us to maintain production and 
when required, to ramp-up the produc-
tion of essential medicines. Our R&d 
expertise also allowed us to launch 

critical products during this period,” 
discloses Namita adding that “most of 
our products are differentiated, which 
makes us least exposed to drug price 
controls. At present, only 16 per cent of 
our portfolio comes under price control, 
one of the least among our peers, result-
ing in minimum revenue erosion”.

The company is well-positioned 
to benefit from its leading position 
in the domestic pharmaceutical mar-
ket. It has a longstanding market pres-
ence and, since it began focusing on 
Indian domestic branded generics in 
1995, its business has grown., Based on 
sales in India in FY2021, Emcure was 
ranked as the 12th largest pharmaceu-
tical company in India and the largest 
pharmaceutical company in India in 
the gynaecology, blood-related and hIV 
antivirals therapeutic areas.

Meanwhile, over the last three finan-
cial years, Emcure has outgrown the 
Indian pharmaceutical industry in 
terms of sales in India in several of its 
key therapeutic areas. “Our portfolio is 
focused towards pharmaceutical prod-
ucts used in chronic therapeutic areas, 
which we believe are therapeutic areas 
with the highest growth potential in 
India,” adds Mehta. “The domestic mar-
ket dynamics and landscape are very 
conducive for us to continue to lever-
age our existing and growing prod-
uct portfolio and further develop and 
grow our business. Two more posi-
tive indicators are the growing popula-
tion and, in turn, growing demand for 

Gurjar: playing a vital role Singh: at the forefront of the research team
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medicine generally, with India expected 
to become one of the top ten countries 
in the world in terms of spending on 
medicine over the next few years, and 
favourable initiatives and schemes from 
the Government of India to encourage 
companies to manufacture ingredients 
domestically and support the growth of 
the domestic pharmaceutical industry.”

Like Indian companies made a mark 
in global generics, bio-similars is an 
emerging area for Indian pharma. “We 
have healthy respect for our peers in 
the space. Every company has its dif-
ferentiating strategy and accordingly 
chooses molecules for research and 
development,” says Mehta. Emcure 
has total six commercialised products. 
For Tenecteplase, it has a global pat-
ent for Acute Ischemic Stroke (AIS). For 
Pegaspargase, “we are the first com-
pany in India to launch this. In addi-
tion, we have a robust pipeline portfolio  
for mRNA vaccines, including vaccine 
for Covid.”

Biocon has a similar number of com-
mercialsed produts. Global pharmaceu-
tical market has grown by around 4.5-5 
per cent CAGR from approximately 
$1,090 billion in calendar year 2016 to 
approximately $1,270 billion in calen-
dar year 2020. It is expected to sustain 
this growth over the next five years to 
reach approximately $1,650-1,700 bil-
lion in calendar year 2026. New prod-
uct launches, population aging and 
sedentary lifestyles leading to increased 
chronic disease prevalence, technolog-
ical advances, new methods for drug 
discovery, and an increase in pharma-
ceutical drug usage have been some of 
the key growth drivers for the industry. 

Oncology is the largest therapy area 
in pharmaceutical market by value 
with close to 16 per cent share in phar-
maceutical sales in 2019. It is one of the 
more expensive areas to develop new 
therapeutic drugs. Around 40 per cent 
of R&d spend in pharma sector goes 
into oncology segment. The growth of 
oncology sales can be partly attributed 
to the growth of the immune-oncology 
sub-segment. Oncology, anti-rheumat-
ics and anti-diabetics have been the 
fastest growing therapeutic segments 
in the last five years. Rising incidence 
of diabetes aided growth in the anti-
diabetics segment.

Compare to global pharmaceu-
ticals market, the Indian domestic 

formulations market (consumption) 
grew at a healthy rate at 7 per cent CAGR 
over the last three years from FY18 to 
FY21. domestic formulations segment is 
expected to grow at approximately 9-11 
per cent CAGR over the next six years 
from the FY20 to FY26 driven by strong 
demand in generic segment. The domes-
tic formulations demand is expected to 
reach R2.6-2.7 trillion by fiscal 2026.

Fruitful association
Some of the key growth drivers for the 
Indian Pharmaceutical industry are 
the increasing prevalence of noncom-
municable diseases like cardiovascular 
disease, stroke, cancer, diabetes and 
chronic lung diseases. Also a grow-
ing population and, in turn, growing 
demand for medicine generally, with 
India expected to become one of the 
leading countries in the world in terms 
of spending on medicine over the next 
few years will fuel the growth of the 
Indian pharmaceutical market. Along 
with these factors, favourable initia-
tives and schemes from the Govern-
ment of India to encourage companies 
to manufacture ingredients domes-
tically (PLI scheme) will support the 
growth of the domestic pharmaceuti-
cal industry.

“From the time we started with 
Emcure, our strength has grown over 
eight times to covering more than 500 
hospitals now,” observes Anil Kandi of 
Om Pharma a pharmaceutical distrib-
utor in Secunderabad, who began with 

six employees catering to three divi-
sions and has now grown to 45 peo-
ple covering 11 divisions. “It has been 
a very fruitful association and we now 
cover almost all the of the twin cit-
ies of hyderabad and Secunderabad 
and the peripherals of the GhMC lim-
its. Working with Emcure has taught 
us many good practices including set-
ting of up processes for doing business 
in a systematic way. Our distribu-
tion model has adopted many useful 
systems of operation, which would 
not have happened otherwise. From 
installation and upgradation of soft-
ware to improving distribution facil-
ities, transportation and adoption of 
best quality packing, we have benefit-
ted from our association with Emcure. 
What we really appreciate is the com-
pany’s management of operations dur-
ing tough situations like Covid-19. 
The professionals at Emcure ensured 
a smooth and uninterrupted supply of 
critical and routine medicines,” adds 
Kandi, who has now been associated 
with Emcure for more than 23 years.

Says Ashish Bagmar, Sanjivani 
Agencies from the pharmaceutical dis-
tributors, in Pune who started in 2001: 
“It was an era of competition and as a 
new stockist I had to struggle in the 
initial phase. I was fortunate to work 
with Emcure. For over a decade, I have 
been an authorised stockist for the 
company and it’s a matter of great sat-
isfaction and pride for us. It’s mainly 
because of the equity of the organisa-
tion Emcure and their brands in the 
market. I have not observed any neg-
ative fluctuations throughout this 
period. More importantly, because of 
Emcure we are growing much better 
than the rest of the market. hats off 
to the management and the policies  
of Emcure”.

“Emcure has always been pioneers 
for chirality and I love these mole-
cules in my day-to-day practice as 
they have less metabolic load and less 
side effects. This helps us to have bet-
ter control and improved compliance 
in patients. Emcure has products like 
Elaxim that have saved the life of 
many patients. Also, Emcure has been 
leading from the front for new mole-
cules like Vildagliptin, Ferric Carboxy-
maltose 1K and Rivaroxaban that have 
benefitted many patients,” discloses 
dr h.K. Chopra, Medanta-Moolchand 

Guha: creating benchmarks
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heart Institute.
As a doctor specialising in Wom-

en’s health at  Mumbai based Ash-
wini Maternity & Surgical hospital, dr 
jaydeep Tank, says: “I know that recur-
rent miscarriages, infertility, preterm 
labour and threatened abortions, are 
just some of the problems where pro-
gesterone is useful for management. 
dydrogesterone is a valuable part of 
this management to ensure good out-
comes. dydrofem, developed indige-
nously by Emcure, is by all accounts 
an experience and quality product 
and is very useful in the therapy of 
these patient.”

“My treatment of epilepsy is going 
on at Ahmedabad. I have taken 
Emcure’s product Emlevo 500 for two 
years. Now I am well and Emcure’s 
product is good. Thanks to Emcure for 
serving society,” says Prakash Nayak, 
an Ahmedabad epilepsy patient.

Growth opportunities
“We intend to continue consolidat-
ing our position and increase market 
share in our key and leading thera-
peutic solutions. We plan to do so by 
increasing the penetration of our key 
brands, developing other strong and 
domestically recognised brands for 
these therapeutic areas, and launch-
ing new products to address unmet 
patient needs. We also intend to con-
tinue to grow our position and increase 
our market share in some of our other 
therapeutic areas, such as neurol-
ogy, anti-diabetics, respiratory and 

gastrointestinal,” concludes Mehta. 
Emcure is also working to increase the 
productivity of its sales force penetra-
tion across the domestic market with 
an increased focus on hospitals and 
pharmacy chains as well as in rural 
and semi-rural parts of India where 
“we believe there is significant growth 
potential for our products”.

There is limited competition glob-
ally, and therefore significant growth 
opportunities, in the development, 
production and commercialisation 
of novel drug delivery systems, bio-
pharmaceuticals and mRNA products 
to address life-threatening diseases 
across various indications. “As such, 
we intend to make substantial invest-
ments directed towards developing 
and increasing our manufacturing 
capabilities for novel drug delivery 
systems, increasing our biopharma-
ceuticals manufacturing capabilities 
to facilitate the launch of new biolog-
ics in the global markets, and transi-
tioning to commercial mRNA vaccine 
production”, says Samit who has filed 
over 1,500 dossiers globally for prod-
ucts offered through differentiated 
product platforms, such as chiral mol-
ecules, complex injectables including 
liposomal and lyophilised injectables, 
extended release, iron molecules and 
biologics products based on differenti-
ated technologies.

Finally, Emcure has filed a dRhP 
with SEBI to raise funds through the 
IPO route with a fresh issue as well 
as an offer for sale. The fresh issue 

of equity shares will aggregate up to 
R1,100 crore, and the offer for sale will 
be for up to 18,168,356 equity shares 
that includes a sale by the promoters – 
Satish Mehta of upto 2,030,000 equity 
shares – and by Sunil Mehta of upto 
250,000 equity shares. Other selling 
shareholders include PE investor Bain 
Capital, as well as certain individual 
selling shareholders. 

Although the issue price and mar-
ket capitalisation will be shared as per 
compliance, the issue price is based on 
several factors hence the same can-
not be assumed. however, the market 
men expect the market capitalisation 
in the range of Emcure’s peers as on 
12 Novemeber 2021: for Abbott India 
it was (R41,970 crore); Alkem Labora-
tories (R42,460 crore); Biocon (R41,637 
crore); Cipla (R73,884 crore); dr. Red-
dy’s (R80,559 crore) and Torrent  
Pharmaceuticals (R47,205 crore), to 
name a few.

Emcure proposes to utilise net pro-
ceeds from a fresh issue of R948 crore 
towards the repayment of all, or a por-
tion of its debt. The pre-payment or 
repayment will help reduce its out-
standing indebtedness and finance 
cost, maintain a favourable debt-
equity ratio and enable deployment 
of its internal accruals for further 
investment in business growth and 
expansion.

In addition, since the debt-equity 
ratio will improve significantly, it will 
enable the company to raise further 
resources in the future to fund poten-
tial business development opportuni-
ties. The company will also use a small 
portion  of its IPO proceeds for gen-
eral corporate purposes. Emcure also 
intends to continue to pursue strate-
gic acquisitions of companies, prod-
ucts and facilities across key markets 
as well as in-license pharmaceutical 
products of other companies for its 
key and focus therapeutic areas, which 
would allow it to both deepen the pres-
ence in its existing markets and facili-
tate entry into new markets.

Beyond the mRNA vaccine for 
Covid, “we also intend to continue 
developing our pipeline for Zoster, 
Zika and Rabies mRNA vaccines which 
we intend to launch in India and inter-
nationally over the coming years”. u

L A N C E L O T  j O S E P h

lancelot.joseph@gmail.com

Emcure has five R&D facilities to constantly introduce new products
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In my opinion, brands are built in the minds and 
hearts of consumers and ads which publicise 
these brands, also have to enter the minds and 

hearts of consumers. What better way to accom-
plish this, than to go through the hit songs of a 
legendary personality like Shammi Kapoor, who 
had already entered the minds and hearts of mil-
lions of Indians and consumers all over the world. 
It is interesting that his legend still continues, 
right from the time he was born in 1931. 

I would like to confess that I am a huge fan of 
Shammi Kapoor, and his son, my friend Aditya Raj 
Kapoor knows that. The ads featuring, Shammi 
Kapoor songs, will not only bring out wonder-
ful nostalgic memories, but also helps the brands 
to build their businesses in the minds and hearts 
of consumers. I am sure this trend and pattern, 
would go up from strength to strength and the 
ads and the songs would continue to remain  
popular, just like Shammi Kapoor. Just like the 
Shammi Kapoor and Mohammed Rafi Jodi,  
came up with wonderful songs, the Shammi 
Kapoor and the brands Jodi, would help Brands 
build their businesses in the minds and hearts of 
consumers.

Let us look at the Virat Kohli Blue Star air-con-
ditioner ad. It begins with a number of lookalike 
Virat Kohli actors, requesting for the AC to bring 
them cooling, in a very slow and tiring manner, 
with the words “Aaja, Aaja, Mein Hoon Pyar Tera.” 
Thereafter there is the entry of the real Virat 
Kohli, who with a snap of his fingers, through 
creative licence, changes the brand of the slow 
cooling AC and the real brand Blue Star appears.  
Suddenly the pace of the song changes to a 
speedy and fast rhythm, like the original song 
“Aaja, Aaja, Mein Hoon Pyar Tera.” The brand starts  
performing and the claim of ‘a fast cooling  
AC’ is made. Interestingly, the dance steps  
become faster and Virat Kohli and his looka-
likes, start moving and dancing, reminding us 
of the rhythmic Shammi Kapoor steps. The ad is 
well made and the celebrities, Virat Kohli visible 
and Shammi Kapoor invisible, carry the message 
home, effectively.

In another ad,  Lux, the brand is shown as the 
reason for a glowing face, like the moon. Saif Ali 
Khan and Kareena Kapoor, the married couple, are 
shown having a candle light dinner. As Kareena 
Kapoor enters the room, everything lights up. 
Saif Ali Khan then, blows off the candle. Kareena 
Kapoor asks him why did he do that. He replies, 
when I have moonlight lighting up the room 

through your glowing face, why do I need can-
dle light. In the background, the Shammi Kapoor 
song, “Yeh Chand Sa Roshan Chehra” plays, bring-
ing out the essence of the brand’s benefits. Inter-
estingly, in the original song Shammi Kapoor  
was with Sharmila Tagore, and here both Saif Ali 
Khan and Kareena Kapoor are related to the orig-
inal actors. Here too, the Shammi Kapoor song, 
which people hum even today, is the backbone of 
the Lux ad.

In yet another ad, Shammi Kapoor’s humma-
ble song “Baar, Baar, Dekho,Hazaar Baar Dekho, 
Yeh Dekhne ki Cheez hai, Humara Dil Ruba Taali, 
Ho, Taali Ho” has been creatively and glamor-
ously used with Deepika Padukone. The brand 
is Asian Paints Royal Glitz Ultrasheen. Deepika 
Padukone looks beautiful and assumes that she is 
the star, but the paint brand steals the spotlight. 
Deepika Padukone has emoted very well and the 
brand is the beneficiary. The entire ad is uplifted 
in its spirit, and beauty, through the humma-
ble Shammi Kapoor song, bringing out the rele-
vance, in a classy manner. The ‘looks good’ refers 
to both Deepika and the wall, wherein ultimately 
the brand steals the spotlight.

Even in ads, where there are no celebrities, a 
‘Hummy Shammi’ song can uplift the brand. 

In the Amazon Alexa Smart home ad, ‘Ae Has-
eena Zulfo wali, Jaane Jahaan’ does wonders. A hus-
band and wife at home are shown relaxing. The 
wife tries to tie up her hair, but the husband stops 
her. Then he tells Alexa to put on the AC. With 
his wife’s hair flowing gracefully, now asks Alexa 
to play the song ‘Ae Haseena Zulfo Wali,’ bring-
ing romance and the brand’s utility, home, very 
gracefully.

Legendary actor Shammi Kapoor who has 
etched a place, in the hearts of many fans, had 
always managed to steal the limelight with his 
acting. Shammi Kapoor’s dancing skills and styl-
ish image gave him recognition and he gained so 
much popularity from it. In his journey in Bolly-
wood, the actor appeared in a plethora of films, 
and filmed many iconic songs, that are remem-
bered to date.

On his birth anniversary, this article is a tribute, 
that not only did he contribute to the film indus-
try during his life, but continues to contribute to 
the advertising and marketing industry, helping 
build brands, bringing out the essence of Shammi 
Kapoor’s immortality. Let us continue to enjoy 
“Hummy Shammi songs” and hum them forever. u

Hummy ads, with Shammi songs
A growing trend of ‘Hummy’ ads using ‘hummable’ Shammi Kapoor songs have become a hit
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On 3 November, the Finance 
ministry announced a R5 per 
litre cut in excise duty on pet-

rol and a R10 per litre cut in excise duty 
on diesel. This was the first cut in cen-
tral excise duties in over three years and 
came at a time when fuel prices were 
soaring record-high. Over the last one-
and-a half years, the price of  petrol had 
shot up by R36 while that of diesel had 
increased  by R27.The high fuel prices 
were more than pinching the common 
man and fuelling inflation,  clearly lead-
ing to a dip in the popularity of the 
Bharatiya Janata Party. 

While food inflation is now largely 
under control, after the government 
addressed the supply-side factors in 
pulses and edible oils, core inflation con-
tinues to remain elevated. Fuel inflation 
also inched up to a new high of 13.6 per 
cent in September. The rising prices of 
fuel were also threatening to complicate 
India’s comeback story at a time when 
everyone – the policymaker, the econo-
mist, the common man – was hoping a 
rapidly reopening economy would put 
the country’s year-and-a-half-long pan-
demic travails firmly in the past. The 
issue was dominating discussions in pol-
icy circles, in television studios, at din-
ner tables and on the street. With the 
common man having to pay through 

the nose at petrol pumps, it threatened 
to sour the festive season. It is therefore 
no coincidence that the decision was 
announced just a day ahead of Diwali.

After the Centre slashed excise duty 
on petrol and diesel, all BJP-ruled states 
also cut value-added tax (VAT) on fuels. 
Odisha and election-bound Punjab also 
decided to reduce VAT on fuels, with 
the latter becoming the only Congress-
ruled state to bring down fuel prices. 

Crude to remain high
But the relief will be momentary. Global 
oil prices are expected to remain struc-
turally high because of rebounding 
global consumption amid tight supply 
as well as years of underinvestment in 
new supply following the 2015 crash. 
India imports 86 per cent of its total oil 
use. The Modi government will either 
have to subsidise petrol and diesel 
prices, reversing the decision to decon-
trol the two fuels, further slash excise 
duty, give up on the cess it slapped on 
the fuels or devise some new formula to 
provide relief to the common man.

When the Modi dispensation first 
took office in 2014, it benefitted from 
the rock-bottom crude prices. When 
nations around the world were passing 
on the benefit of plunging oil prices to 
consumers, the Modi government kept 

petrol and diesel prices 
at levels prevalent when 
crude touched an all-time 
high of $107 a barrel (during UPA-2). 
Excise duty on petrol was R9.48 per litre 
and R3.56 per litre on diesel when the 
Modi government took office. Today, a 
different scenario is staring the govern-
ment in its face.

To understand how petrol and diesel 
prices are fixed, one needs to first know 
the difference between central and state 
taxes on fuel. Central taxes on petrol 
and diesel are split into multiple compo-
nents. While some of these taxes are ad 
valorem – tax imposed as a share of price 
of the commodity – in nature, some of 
them are fixed. While state taxes are 
also a mix of ad valorem and fixed, the 
latter is a much smaller share than the 
former when compared to the taxes lev-
ied by the Centre. In many states, the 
ad valorem taxes have an upper limit, 
which means that even when prices 
increase beyond a point, taxes do not 
increase. It is the ad-valorem compo-
nent of state taxes that has come down 
with a cut in central duties.

State levy
State taxes are levied on the price which 
is inclusive of Central duties and deal-
ers’ commission. This means that a cut 

Crude prices are expected to 
remain high in the coming 
months. Will the minor excise 
cut suffice? What will the 
government do now?

Crude rally

The rising  
prices of fuel are 
threatening to 

complicate India’s 
comeback story
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in central duties automatically lowers 
the tax burden on account of state taxes 
as well. Ashok Gehlot, chief minister of 
Rajasthan, made this point on 4 Novem-
ber: “With the reduction of Excise Duty 
by the Center, the VAT of the states is 
automatically reduced in the same pro-
portion , yet we demand that the Center 
should reduce the Excise Duty more to 
reduce the inflation.”

This can be seen clearly from the 
price build up data for petrol and die-
sel which is available for Delhi. A 
litre of petrol in Delhi on 16 October 
included  R32.9 as central excise duty 
and the state tax (VAT) on it was R24.34. 
After the cut in excise duty to R27.9 on 
4 November, the VAT component has 
fallen to R23.99. Similarly, a litre of die-
sel included  R31.8 as excise duty on 
16 October which resulted in VAT of 
R13.8.This amount has reduced to R12.7 
after central excise duty was cut by R10. 
This is why the price of petrol and diesel 
has fallen by more than R5 and R10 per 
litre in the four metro cities.

While the BJP-ruled states have fallen 
in line with the Centre’s diktat, the 
opposition states are revisiting and for 
good fiscal (if not political) reasons too. 
States have seen a decline in their share 
in petroleum revenues over time. 

Reluctance
In its latest award, the Finance 
Commission, which decides 
on distribution of revenues 
between the Centre and states 
every five years, put the share 
of states at 41 per cent. How-
ever, special duties and cesses 
collected by the Centre do 
not come under the divisi-
ble pool which is governed 
by the commission’s awards. 
With the Centre shifting a big-
ger share of petrol-diesel taxes 
under the special duty/cess heads, 
states have seen a fall in their share 
in taxes collected from sale of petro-
leum products in the country. This 
share was the lowest since 2014-15 in 
2020-21, when the states faced the big-
gest fiscal squeeze on account of pan-
demic related spending. The share has 
improved in the first quarter of 2020-
21, perhaps on account of higher prices 
leading to higher tax collection on ad 
valorem state taxes. But the improve-
ment is not much. That is why states are 

loath to cut VAT on petrol and diesel.
There is a theory that apart from 

importance of the recent festive sea-
son, the results of the recent round of 
Lok Sabha/assembly by-elections and 
the fear of how the issue would pan out 

in the upcoming assembly elections 
in five states led to the Centre’s cut 
in excise tax. Whether the rising fuel 
prices were a contributory factor in the 
outcome of the by-elections is not easy 

to assess, given that the BJP, while suf-
fering setbacks in several states, also 
swept the Assam by-elections and did  
well in Madhya Pradesh. Top BJP min-
isters like Nitin Gadkari and Hardeep 
Puri have also denied that this was  
the case.

By-polls setback
But the fact remains that the general 
public, facing the brunt of the hikes, 
was none too happy. The BJP suffered 
a setback in parliamentary and assem-
bly by-polls in Himachal Pradesh, West 
Bengal, Karnataka and Rajasthan, even 
as it registered a big win in Assam. The 
bypolls were announced in 29 assem-
bly constituencies across 13 states and 
the Union Territory of Dadra and Nagar 
Haveli. Out of the three Lok Sabha 
seats, the BJP and Congress grabbed 
one seat each while the Dadra Nagar 
Haveli Lok Sabha seat was won by the 
Shiv Sena. 

While BJP leaders informally say 
that the reason the party candidates 
lost in some states was mainly because 
of ticket distribution at the local level 
and infighting in some of the state 
party units, it was clear that anti-

incumbency was setting in. At least 
two BJP chief ministers, Jai Ram 

Thakur of Himachal Pradesh 
and Basvaraj Bommai of Kar-

nataka, failed to deliver the 
goods in their respective 
regions. “The fuel price 
hikes could have been the 
tipping point,” a senior 
leader of the Janata Dal 
(United), an ally of the 
BJP, concedes. Prime 
Minister Narendra Modi 
did not campaign but 
party candidates did seek 

votes in his name.
In Karnataka, this was 

the new chief minister Basa-
varaj Bommai’s first electoral 

test. And Bommai has no rea-
son to feel happy with the 1-1 

result in the two by-elections held to 
the assembly constituencies of Han-
agal and Sindgi.  Hanagal would hurt 
because the constituency is in Bom-
mai’s home district of Haveri, with the 
CM elected thrice as a lawmaker from 
the Shiggaon seat. The BJP realised 
that the battle was tough from the 
beginning, given the popularity of the 

Taneja: fuel prices will only go up

• Prices have risen as 
more vaccinated 
populations are brought 
out of corona virus 
lockdowns, supporting a 
revival in economic 
activity.

• There has been limited 
capacity addition since 
the 2015 crash

• OPEC-plus countries 
want to rebuild revenue 
hit by the pandemic

• At the same time, from 
Asia to Europe, the global 
commodity prices, 
including those used as 
fuel for power generation 
such as coal and gas, 
have also surged.

• Crude oil prices rallied 
on substitute demand 
from gas and coal 
consumers over rising 
prices, apart from coal 
shortages.

• This makes oil an 
attractive commodity for 
generating power and 
keep the economic activity 
steady, and thus the higher 
demand is pushing crude 
markets higher.

WHY OIL IS 
ON THE BOIL
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Congress candidate on the ground. 
Srinivas Mane had toiled hard dur-
ing the second wave of Covid, and the 
electorate has acknowledged his help 
by responding on the EVM. 

The results should also worry the 
BJP in Himachal Pradesh as it is also 
the home state of party president J.P. 
Nadda. The Congress won all three 
assembly seats – Fatehpur, Jubbal-Kot-
khai and Arki – and also clinched the 
Mandi Lok Sabha seat. The Congress 
fielded Pratibha Singh – wife of late 
chief minister Virbhadra Singh’s – in 
Mandi against BJP candidate Brigadier 
Khushal Thakur, a Kargil war hero. The 
results come a year before the assem-
bly polls and definitely raise questions 
on the ability of the chief minister, Jai 
Ram Thakur. Mandi is also the chief 
minister’s home district. 

Pressure on cadres
Of late, BJP workers in Punjab, Hary-
ana and UP, which are the epicentres of 
farmers’ protest, have been facing pub-
lic pressure due to the high inflation rate 
and public anger over high fuel prices. 
Farmer leaders agitating against the 
three farm reform laws point out that 
while BJP workers in rural areas may 
not openly participate in the protests 
against fuel prices, they do support it in 
private. BJP workers were beginning to 
fear that if the Modi government does 
not control the fuel prices, the BJP will 
face serious consequences in the upcom-
ing assembly elections in five states.

More than the by-elections, it is the 
upcoming assembly elections in five 

states – Uttar Pradesh, Punjab, Him-
achal Pradesh, Uttarakhand and Mani-
pur – that seem to be worrying the BJP. 
What if the rising trend of crude prices 
continues? All indicators suggest that 
global crude prices are not going to cool 
down soon. As such, some hard fiscal as 
well as political calculations have gone 
into the decision.  

The Modi government will also have 
to chalk out a strategy to deal with 
the fallout of rising prices in the com-
ing months. Last year, the Centre had 
introduced the steepest hike in taxes 
on petrol and diesel, hiking the road 
and infrastructure cess by R8 each for 
petrol and diesel and special additional 
excise duty (SAED) by R2 per litre and R5 
per litre, respectively. The entire hike 
went to the Centre’s coffers and was not 
devolved to the states. If fuel prices get 
out of hand again, will the government 

withdraw the cess and SAED?
After seven consecutive hikes, pet-

rol prices went beyond R110/litre in 
Delhi on 2 November. Diesel had also 
reached within striking distance of the 
psychological mark of R100 a litre. In 
Mumbai, petrol prices had overshot 
that mark quite a while ago. 

Projections galore
To be sure,  crude prices were higher 
by $9-10 a barrel compared to August. 
But that is still poor justification for 
consumers in a country where taxes 
account for almost half the price of 
fuel. Taxes made up more than 53 
per cent of petrol prices and over 
47 per cent of that of diesel (Delhi 
market). The government’s stance, 
based on indications from FinMin, 
that taxes won’t be lowered irrespec-
tive of where crude prices reach was 
sending out wrong political signals. 
Given the oil-producing countries’ cur-
rent playbook on production schedules 
and quantum, crude prices are unlikely 
to come down anytime soon. Worse, as 
experts say, they can only go up. In fact, 
even the BJP’s own in-house experts on 
the energy sector like Narendra Taneja 
have been maintaining that the prices 
of petrol and diesel will only increase 
again in the coming months.

“Whenever there is an imbalance in 
demand and supply, prices are bound 
to increase. The second reason is the 
lack of investment in the oil sector as 
governments are promoting renewable/
green energy sectors like solar power. 
Crude oil will be more expensive in the 
coming months. In 2023, the price of 
crude oil can rise by R100,” says Taneja. 
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No relief: global oil prices are expected to remain high because of rebounding global consumption

Investors have punished the shale companie
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Taneja’s predictions are only in line 
with that even Wall Street banks have 
been saying of late: Goldman Sachs, for 
instance, sees Brent hitting $90 per bar-
rel at the end of this year, up from $80 
expected earlier. This means an even 
bigger hole in the Indian consumer’s 
pocket in the weeks ahead unless the 
centre steps in and gives further relief 
on excise duty.

Shale not a winner
In such a scenario, the US shale compa-
nies could have benefitted by ramping 
up their production.  But investors have 
punished the shale companies that tried 
to increase their spending on drilling 
for the last two years – knocking shares 
of companies that did not cut their bud-
gets and aim for flat oil production. 
Indeed, US shale operators have pulled 
away from far-flung locales where the 
break-even cost is higher than in the 
Permian Basin, the largest US shale play, 
based in Texas and New Mexico.

The irony is that US President Joe 
Biden, who has set himself an ambi-
tious agenda to stem global warming 
by shifting away from fossil fuels, is 
now urging OPEC to increase produc-
tion and lower prices. So far, OPEC+, 
led by Saudi Arabia and Russia, has 
rebuffed calls from the US and other 
consumers for a more rapid unwind-
ing of output cuts made last year dur-
ing the worst of the pandemic.

LPG, ATF costlier
It is not just petrol and diesel which are 
proving to be a bugbear for the BJP. On  
1 November, the price of commercial 
LPG cylinders was hiked by R266. After 
the increase, 19-kg commercial cylin-
ders now cost R2,000.50 in Delhi, com-
pared to R 1,734 earlier. The price of 
domestic LPG cylinders, however, was 
spared from the recent hike. The last 
time cooking gas prices were hiked was 
on 6 October, when they rose by R15 
per cylinder to a new record high.

Domestic cooking gas, also called 
liquefied petroleum gas (LPG), now 
costs R899.5 per cylinder in Delhi. Its 
prices have gone up by R305 a cylin-
der, or 50 per cent, in just one year. 
There could be more bad news in 
store for the consumer. Various 
reports say the government is mak-
ing plans to raise LPG cylinder prices 
to more than R1,000. Which means, 

you might again end up having to 
revise your monthly budget upwards. 
Then there is Aviation Turbine Fuel 
(ATF). On 1 November, oil companies 
hiked jet fuel prices by 13.9 per cent. 
After the latest hike, the rate of ATF is 
now R82,638 per kilolitre (Delhi). This 
is an astounding increase of 95.8 per 
cent over November 2020 prices. Fuel 
accounts for up to 40 per cent of the 
total cost of flight operations. This is 
one of the highest rates in the world. 
The sharp hike is set to hit the aviation 
sector hard at a time when things were 
just beginning to be back to normal 
after months of unprecedented hurt. It 
could be very bad news for flyers too, 
because prices going up further seem to 
be a most normal thing at this point. 
Some industry people, however, say it 
might be tough for airlines to pass on 
the hike to flyers in the face of intense 
competition. In which case, it will be 
very bad news for airlines.

GST the solution?
Bringing petrol and diesel under Goods 
and Services Tax (GST) seems to be the 
only way the Indian consumer can get 
some sort of relief from the fuel scourge. 
But with both the Central and state gov-
ernments openly reluctant to let go of 
this easy-gotten bounty, when India is 
likely to get such relief is anyone’s guess. 
Taneja said, “It is to understand that we 
import oil. It is an imported commod-
ity. Today, we have to import 86 per cent 
of our total oil use. The prices of oils are 
not in the hands of any government. 

Both petrol and diesel are de-controlled 
commodities. In July 2010, Manmohan 
Singh’s government implemented the 
deregulation on petrol. In 2014, the 
Modi government decontrolled diesel.” 
Explaining the Centre’s move to 
decrease excise duty on petrol and 
diesel, Taneja said, “When oil prices 
are low, the government increases the 
excise duty, when oil is too expensive, 
the government reduces the excise duty. 
The consumption and sale of oil had 
come down to 40 per cent during the 
time of Covid. Later, it had come down 
to 35 per cent. When the sales have 
reduced, the income of the government 
will automatically decrease. But now 
that sale is back like the pre-Covid era.” 
“Secondly, the GST collection is indi-
cating positive sign for the economic 
recovery. The government is relatively 
in comfortable position than earlier. 
Plus, our economy is based on die-
sel. If the price of diesel goes up that 
increases the price of everything.  
The inflation is high. Considering 
these things, the government has 
taken this step.” 

Taneja believes that petrol and die-
sel should be included in GST so that 
more relief can be obtained and there 
will be more transparency. But the last 
time issue figured on the agenda of GST 
Council meeting, it was unanimously 
torpedoed by the states. One may have 
to live with costlier crude for some time 
to come.         u

R A K E S H  J O S H I
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LPG prices have gone up by 50 per cent, in just one year
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The recent IPCC (Inter-governmental Panel 
on Climate Change) report said that the 
globe will be warmer by 1.5°C by 2040, ear-

lier than previously anticipated. The climate task 
is clear – global carbon emissions must halve by 
2030 and be net-zero by 2050. Unless we act now, 
and at scale, things will get worse and deteriora-
tion will be non-linear. 

Corporations have a major role to play. An arti-
cle in The Guardian mentioned that 100 corpora-
tions cause 71 per cent of the world’s emissions. 
Most of these corporations are in hard-to-abate sec-
tors like steel, aluminium, cement, chemicals, avi-
ation, shipping, and trucking. Every one of these 
industries and the corporations in these indus-
tries must adopt low carbon production methods 
and produce low carbon products and services for 
consumption. 

Since 74 per cent of the world’s emissions are 
related to generation and consumption of energy, 
there are three things to do – make every process 
energy efficient, adopt renewable energy at scale 
and invest in carbon removals for all residual 
emissions. Together these action areas will retard 
the pace of climate change and give us a chance 
to keep average temperature rise between 1.5° and 
2°C. 

The Mahindra Group’s net-zero journey started 
14 years ago. The initial experiments with energy 
efficiency projects were very successful and gave 
us the confidence to deploy energy efficient light-
ing, cooling, and heating solutions at scale in 
each of its businesses. The group has also adopted 
energy efficient motors, and re-engineered pro-
duction processes. As a result, a vehicle requires 
67 per cent lesser energy to be made at a Mahindra 
factory than it did 8 years ago. 

Mahindra Group has also proactively invested 
in low carbon businesses like solar energy, auto-
mobile recycling, micro-irrigation, green build-
ings, waste to energy and electric mobility. These 
are business for the future and will enable differ-
ent sections of society to reduce their emissions. 

The IPCC report says that the 2030 goal of 
halving the world’s emissions can be achieved by 
deploying low carbon technologies that are avail-
able today. However, reaching the net-zero goal 
by 2050 will require economic viability of many 
technologies that are maturing now and some that 
are very nascent. These technologies include clean 
hydrogen, high density storage batteries, flexible 
solar films, and carbon capture and usage. While 
green hydrogen and clean transportation are on 

their way to becoming economically viable, flexi-
ble solar films and carbon capture and usage have 
a long way to go. 

While mitigating emissions is important, it does 
not to solve the climate problem by itself. Remov-
ing carbon dioxide from the air is an integral part 
of the climate solution and both types of solu-
tions, mitigation and removal, must be deployed 
simultaneously to create meaningful impact.  
The Mahindra Group started planting a million 
trees annually from its 60th anniversary. Today 
there is a stock of 19 million trees and efforts 
are being made to increase the plantation rate to  
5 million trees a year even as investments con-
tinue to be made in energy efficiency and renew-
able energy. 

Mahindra’s experience shows that climate 
action is good for business. Production costs 

go down, value gets created from waste, water risks 
get reduced, the organisation is prepared for emerg-
ing climate regulations, employees are happy to be 
in a responsible organisation, the business attracts 
talent, and investors view the business favourably. 
There does not have to be a trade-off between 
doing good and doing good business. Because cli-
mate action is good for business, it can be scaled 
and makes us believe that it is the biggest business 
opportunity of the century. 

Building nature-based carbon removal solu-
tions, making low carbon technologies feasible 
and even getting people to adopt available low car-
bon technologies takes time, money, and effort. 
But we have a deadline to meet and this makes the 
journey to the low carbon world a race. 

We cannot afford the usual laissez-faire 
approach to technology diffusion, so policies 
and regulations must be brought in tandem with 
financially viable technologies to enable a faster 
than usual transition. The steps taken by India in 
energy efficiency and renewable energy must be 
replicated for clean transportation, clean hydro-
gen, and other climate solutions. 

COP26 is over. While some nations have 
enhanced their ambition compared to commit-
ments made at COP21 in Paris, we are still far 
away from the well below 2°C goal. Only econom-
ically feasible low carbon technologies coupled 
with forward looking policies can help us win this 
race. We know that it is the only way, and must 
work together to make it a feasible way because, 
as the Secretary General of the United Nations, 
Antonio Guterres, said, “We have no Planet B.” u

Climate action good for business
Only economically feasible low carbon technologies,forward looking policies can help us win this race

The author is Managing 

Director and CEO 

of Mahindra and 

Mahindra.
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The domestic real estate market 
has made a robust comeback. As 
per Knight Frank estimates, home 

sales volume across eight major cities 
grew by a considerable 92 per cent (YoY) 
to 64,010 units in Q321. New residential 
unit launches also increased by 90 per 
cent to 58,967 during the period. This is 
indeed a significant recovery compared 
to 27,232 residential unit launches and 
27,453 residential unit sales in the pre-
vious quarter. Weighted average prices 
across markets remained stable in Q3 
2021 and did not decline compared 
to the preceding quarter. The Chen-
nai, Hyderabad and Kolkata markets 
saw prices increase marginally on a YoY 
basis during the quarter.

Stamp duty cuts have proved to be an 
effective demand stimulant in the case 
of Mumbai, Pune and Kolkata where 
the state governments have applied a 
broad-based cut across ticket sizes in 
the primary market. On the supply side, 
developers have responded well to the 
shift in homebuyer sentiment and pur-
sued an aggressive pricing strategy over 

the year with spot discounts, financ-
ing deals, stamp duty waivers and other 
freebies to entice buyers. 

The total residential sales of the top 
eight markets under review during 
Q32021, reached 104 per cent of the 
2019 quarterly average. Similarly, resi-
dential launches in Q3 2021, improved 
to 106 per cent of the 
2019 quarterly average. 
Demand momentum 
was strong across mar-
kets in Q3 2021 with 
all markets reporting 
a YoY growth in sales. 
Mumbai and Bengal-
uru, which account for 
over half the inventory 
in the market, saw sales 
grow by 109 per cent 
and 131 per cent YoY, 
respectively, during the 
quarter.

As per the Knight Frank report, the 
share of sales in the ticket size  R50 lakh- 
R1 crore grew to 35 per cent in Q3 2021 
compared to 32 per cent a year ago. This 

can be attributed to the homebuyers’ 
need to upgrade to larger living spaces 
with better amenities. The share of 
home sales in the under  R50 lakh ticket 
size category dropped to 43 per cent in 
Q321 from 45 per cent a year ago as the 
income disruptions caused by the pan-
demic were more keenly felt by the lower 

income demographic.
“There has been 

an exciting improve-
ment in sales and 
launches in Q3 2021. 
Sales momentum that 
picked up in the begin-
ning of the year has 
sustained in Q321. 
The market seems to 
have factored in the 
very low likelihood 
of a complete lock-
down as was seen last 

year due to the ample availability of 
the Covid vaccine. Comparatively 
lower residential prices, attractive inter-
est rates and higher household savings 
rate over the past year should support 
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The domestic real estate market has rebounded strongly 

Real recovery

There has been 
an exciting 

improvement
in sales and launches 

in Q3 2021
ShiShir Baijal

Chairman & Managing 
Director, Knight Frank india

P H O T O S :  S A N j A Y  B O R A D E

Stamp duty cuts have proved to be an effective demand stimulant in the case of Mumbai, Pune and Kolkata
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Buyers have realised the importance of owning comfort    able homes

housing demand going forward. The 
market is gearing up for new project 
launches and consumers are likely 
to reciprocate. While financial stress 
remains a significant factor for devel-
opers across markets, homebuyers’ 
preference for grade A developers 
and their access to cheaper credit has  
positioned them well in this recover-
ing market,” says Shishir Baijal, Chair-
man and Managing Director, Knight 
Frank india.

Sweet spot moment
“Stamp duty cuts were a significant 
intervention applied by several state 
governments to spark a sharp recovery 
in sales volumes. These measures have 
convinced the fence sitters to make the 
home buying decision. going forward, 
with the economy improving, interest 
rates remaining low and overall afford-
ability improving, the sweet spot for 
home buying will be sustained. given 
the strong positive impact of real estate 
sector recovery on the overall econ-
omy, the Central and State govern-
ments should look at policy measures 
to further stimulate housing demand,” 
says Rajani Sinha, Chief Economist & 
National Director – Research, Knight 
Frank india.

Meanwhile, the  Knight  Frank-
FiCCi-NAREDCO Real Estate Sentiment 
index Q3 2021  has recorded its best 
ever quarter, surpassing the previously 
optimistic levels. in Q3 2021, the 
Current Sentiment index score rose to 

63 – the best ever, after the dismal score 
of 35 recorded in Q2 2021. The Future 
Sentiment index score rose from 56 
in Q2 2021 to 72 in Q3 2021, which is 
the highest in the history of the index. 
Optimism for the residential market 
outlook has only strengthened in Q3 
2021, while the sentiments for office 
leasing and supply have also improved.

“With the ease of restrictions post-
Covid’s second wave, 
the real estate indus-
try has witnessed steady 
growth. The green 
shoots of recovery have 
been observed across 
sectors – including 
office, residential, retail, 
and industry & logistics, 
which is likely to sustain 
momentum for next few 
months,” says Abhinav 
joshi, Head of Research 
– india, Middle East & 
North Africa, CBRE.

Anshuman Magazine, Chairman & 
CEO, india, South East Asia, Middle East 
& Africa, CBRE, states: “india’s real estate 
market has proven to be extremely resil-
ient over the last year. The overall out-
look for the indian real estate continues 
to be positive – on the back of an accel-
erated vaccination drive, policy reforms, 
and increasing urbanisation.”

The momentum has continued dur-
ing the recent festive season as well. 
Knight Frank india has noted that Mum-
bai city (MCgM region) housing market 

is on track to record a stellar festive sea-
son sale. The city recorded 1,441 prop-
erty registrations during the first week 
of November, and in the interim, reg-
istration offices were closed and home-
buyers too moved their focus to Diwali 
celebrations.  

The daily registrations rate in the city 
increased from 219 in August to 260 in 
September. in October it recorded 277 

registrations when the 
auspicious Navratri fes-
tival was being cele-
brated. “Now, amid 
Diwali festivities and 
holidays, 206 daily 
sales registrations have 
been recorded and at 
the ongoing registra-
tions rate, November is 
likely to mark a cumu-
lative one lakh units 
for the year 2021,” says 
the leading real estate 
consultancy.

in October 2021, the city recorded 
10-year best property sale registra-
tions of 8,576 units growing by 8 per 
cent YoY compared to October 2020, 
when the stamp duty rate was at the 
lowest level of 2 per cent. Homebuy-
ers are now decisively taking a prop-
erty purchase decision and even while 
the government stamp duty incentive 
no longer exists, amenable factors like 
multi-year low home loan interest rate, 
attractive property prices and devel-
oper festive offers on new projects have 

India’s real estate 
market has proven to 
be extremely resilient 

over the last year

ANSHuMAN MAgAziNE 
Chairman & CEO, india,   

South East Asia, Middle East  
& Africa, CBRE

The market is gearing up for new project launches
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hastened deal closure timelines.
“The affirmative rise in housing 

sales continues, given the push by the 
festive season for the month of Octo-
ber making it the best October sales for 
the decade. The sector is further poised 
for even better growth which is evi-
dent by the property registration at just 
the start of the first week of November. 
We are distinctively in a much better 
place owing to the proactive measures 
taken by the government like the recent 
robust vaccination programme cross-
ing the billion mark, home loan interest 
rates offered by the banks as low as 6.5 
per cent and the festive offers leading 
to a rise in demand for housing sales,” 
says Rohit Poddar, managing director 
of Mumbai-based Poddar Housing and 
Development ltd.

Ninety-six per cent of properties sold 
in Mumbai city are within the  R5-crore 
value segment as per numbers for Octo-
ber 2021. in terms of further ticket size 
segments, 53 per cent of property sale 
registrations took place in the  R1 crore 
and below category followed by 43 per 
cent of registrations that took place 
in the  R1 crore to  R5 crore segment. 
Compared to the stamp duty incentive 
window period, when mid- and high-
value segment buyers were very active 
in closing deals, now it has stabilised 
across price segments, says the Knight 
Frank report.

Attractive prices, festive offers
“We are certainly in for a good season 

this year with the overall positive mar-
ket sentiments as things open up again 
across industries. The festive season has 
witnessed a positive momentum and the 
developers are anticipating that it will 
continue further. The post pandemic 
positivity in homebuyer sentiment pri-
marily led to momentum in sales. The 
combination of record-low interest 
rates being charged, a little more sta-
bility in the job market 
as it opens up, attractive 
property prices, and fes-
tive offers by developers 
are some of the reasons 
the market has picked 
up further,” says Deepak 
goradia, vice chairman 
and managing director, 
Dosti Realty.

“The pandemic expe-
rience fuelled the cul-
turally deep-rooted 
yearning of indian 
household towards home 
ownership. The ongo-
ing festivities have com-
plemented the already 
positive outlook that homebuyers had 
exuded over the past  year or so. The 
same is reflecting on the property regis-
tration numbers, wherein we are seeing 
best levels in the months of September 
and October. The improved economic 
environment and the rapid Covid vacci-
nation coverage across the country have 
lent confidence to homebuyers. Hence, 
even while the government stamp duty 

incentive has been rolled back, a com-
bination of positive factors like multi-
decade-low home loan interest rates, 
affordable property prices, and devel-
oper offerings on new products and pay-
ment flexibility has pushed fence sitters 
too to take the purchase decision sooner 
rather than later,” adds Baijal.

“The demand in the indian residen-
tial sector was already present and with 

two waves of the pan-
demic there was a good 
pent-up demand. it 
just needed a huge sen-
timental/psycholog-
ical push to trigger it 
into the net sales. Also, 
people have realised 
the importance of 
owning a comfort-
able home as the work-
from-home culture 
started. Certain gov-
ernment pushes like 
the stamp duty cut 
and low interest rates 
on home loans have 
improved the purchas-

ing power of a middle class home buyer 
thereby escalating the already pent-up 
demand for owning a home,” says Ash-
ish Narain Agarwal, Founder & CEO of 
new-age brokerage firm PropertyPistol.
com which carried out property trans-
actions worth  R1,830 crore in first six 
months of FY22 as compared to  R2,012 
crore worth of transactions in the entire 
12 months of FY21. 

The recent robust 
vaccination programme 

crossing the billion mark, 
home loan interest rates 
offered by the banks as 
low as 6.5 per cent and 

the festive offers leading 
to a rise in demand for 

housing sales

ROHiT PODDAR
Managing director

Poddar Housing & Development

Buyers have realised the importance of owning comfort    able homesThe market is gearing up for new project launches
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launched in 2013, PropertyPistol, 
providing tech-driven real estate solu-
tions to homebuyers, brokers and devel-
opers, across Mumbai, Pune, Kolkata, 
Delhi NCR, Bengaluru, Chennai, Hyder-
abad and Dubai, has successfully com-
pleted over  R6,400 crore (over 11,000 
properties) worth of transaction value. 
The platform has on-boarded over 
2,000 brokers, sold over 11,000 proper-
ties across its target markets and served 
over 620,000 home buyers.  

“After a weak first quarter (April-june 
2021), the real estate sector has rebounded 
strongly in the second quarter ended 
September. godrej Properties recorded 
one of its best ever quarters for bookings 
with a strong response 
to new launches across 
india. We have a 
robust launch pipeline 
in the second half of 
the financial year and 
expect to build on the 
current momentum,” 
says Pirojsha godrej, 
Executive Chairman 
of godrej Proper-
ties which during the 
june-September quar-
ter launched four new 
projects, saw its sales 
value in Q2 FY22 was 
more than 5x the pre-
vious quarter, while it witnessed 140 per 
cent  YoY growth in the value of sales 
booking for Q2 FY22 to  R2,574 crore and  

18 per cent  YoY growth in the value of 
sales booking for H1 FY22 to  R3,072 crore. 
While residential sales have picked  
up significantly, what is more remark-
able is that office transactions across 
major cities have also recorded a  
strong quarterly growth in Q32021, 
despite the looming threat of a third 
wave. The total office space absorbed 
across major cities was at 12.5 mil-
lion sq ft, representing 168 per cent 
(YoY) growth.  

A robust recovery
in the office segment, new completions 
have also picked up significantly with 
11.9 million sq ft getting delivered with 

a 67 per cent growth. 
Bengaluru, Pune and 
Hyderabad accounted for 
73 per cent of the new 
completions with Ben-
galuru seeing the most 
space delivered at four-
million. For the january-
September 2021 period, 
new completions have 
grown by 6 per cent as 
compared to the corre-
sponding period of the 
previous year. During the 
second wave of Covid-19, 
new completions had 
taken a major hit due to 

non-availability of labour. 
“The third quarter of 2021 saw the 

indian office space market chart a 

robust recovery after the second wave 
threatened to derail the market in 
the preceding quarter. The volumes 
achieved in this quarter are also statis-
tically significant when benchmarked 
against the quarterly average of 2019, 
as office transactions were at a his-
toric high in that year,” states Baijal of 
Knight Frank india.

Amidst this recovery, private equity 
funds have also continued their sup-
port. As per property consultancy firm 
ANAROCK, private equity funds have 
pumped in about $1.8 billion into the 
sector in the first half of FY22, which is a 
27 per cent growth over the correspond-
ing period in FY21. Various reports also 
indicate that the smart bounce-back in 
the office space is likely to be sustained 
going forward as well since the econ-
omy has made a major turnaround and 
corporates are expanding their activities 
– something which was not looking that 
promising a few quarters ago. 

going forward, with the economy 
moving towards normalcy and corpo-
rates making plans to get back to work 
from office, the outlook for the segment 
is likely to improve further. Healthy 
performance of the iT sector in the last 
few quarters and strong hiring in the 
tech sector also bodes well for the office 
segment. More importantly, successful 
vaccination drive across a large section 
of work force has significantly boosted 
the confidence level. The market seems 
to have factored in the very low like-
lihood of a complete lockdown as was 
seen last year.

The residential segment, which 
is much better placed currently, will 
continue to gain further momentum 
in coming quarters.  Mid-end and 
affordable segments will continue 
to drive sales. The state government 
incentives and an enabling mort-
gage regime will reinforce upward 
momentum. increased appetite from 
millennials and first-time home buy-
ers will drive the market going for-
ward, even as project execution 
capabilities and cash flow manage-
ment would be critical for the sup-
ply side. Rental housing is expected 
to get a boost post the implementa-
tion of the Model Tenancy Act, which  
will create an alternate asset class  
for developers.             u

A R B i N D  g u P T A

arbind.gupta@businessindiagroup.com

We have a robust 
launch pipeline in the 

second half of the 
financial year  

and expect to build  
on the current 

momentum

PiROjSHA gODREj
Executive Chairman of godrej 

Properties

The market will continue to gain further momentum
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After a negligible increase in 2019 and 2020, 
year 2021 has seen a steep increase of 6 per 
cent in retail segment’s share of the trad-

ing turnover on the national Stock exchange, tak-
ing it from a static 39 per cent to a rising 45 per 
cent.  It is important to note that this increase in 
share of retail investors in trading turnover is not 
on account of fall in the absolute contribution by 
other categories like FIIs or DIIs, but the precipi-
tous (or maybe not) diversion of money by retail 
segment into the equity market.

What happened between 2020 and 2021 for 
such a drastic change – drastic because we have 
not witnessed such a rise on a year-on-year basis 
for a very long time?   While talking about 2020 
and 2021, one cannot miss the Covid-19 outbreak. 
People with means and white-collared jobs, a 
group that was, monetarily, probably least affected 
by the pandemic, had a continuous inflow of 
money – while they had nowhere to travel or have 
an expensive dinner or go on a shopping spree, to 
list the least, and spend their money.

At around the same time, the equity markets tak-
ing a nosedive, the retail investors started educating 
themselves about saving, investments, and trading 
– social media and influencers started serving this 
content for more people to discover and learn. not 
to forget, startups like Zerodha and Upstox started 
aggressive advertising campaigns and used educa-
tional marketing as a tool to attract the uprising 
of the pandemic born army of self-educated (or 
driven by the fear of missing out) millennials.  To 
this, add the falling interest rates.   Together, this 
made individuals with cash piling into their bank 
accounts feeling criminal for not looking for alter-
native investment opportunities. enabled by digital 
and more convenient means of trading with mobile 
applications and other research tools and offers like 
zero brokerage was just the last push millennials 
needed to move towards the equity markets.   

Given the temporary nature of the root cause, 
can the consequential shift of funds be said to 
be a temporary pass time for the stuck at home 
millennial trying a new, for the lack of a better 
word, hobby?   The answer to this question may 
be positive for various reasons.   The most prom-
inent one being that the behaviour triggered by 
an event may revert once the event is over – espe-
cially when the event is short term.   People may 
have more options for consumption of their time 
and money at the end of pandemic and there-
fore focus on equity markets may revert to lower, 
pre-pandemic levels.   Another important factor 

is, millennials that joined the market for the first 
time during the pandemic, have not seen a signif-
icant fall, the traps, and the squeeze.  How would 
they react when they see one?

Having said this, it can also not be ignored 
that majority of the people who joined the equity 
markets during this period have made good prof-
its from trading and investments.  Profits can be 
addictive, especially when they come easy for the 
first time.  Having seen their money grow, retail 
investors will continue to invest.  In India, equity 
seems to be the only option available for such retail 
investors as commodity and real estate investment 
opportunities may have size limitations.  There-
fore, retail investors may not exit the markets even 
after a fall.  Also, only 4 per cent of the Indians 
have a demat account as compared to 35 per cent 

in the US and 11 per cent in China.   Therefore, 
there may be the case to argue that pandemic has 
just accelerated the inevitable shift of retail inves-
tors from traditional asset classes like fixed depos-
its and precious metals to equity.

one may point out that retail share in market 
capitalization has declined and that of institutional 
investors are constantly on the rise. Does this mean 
retail money is not smart money adding value to 
the market — therefore bound to dry up?  may not 
be the case.  retail participation has increased in 
the total trading turnover, which may not translate 
into holding stocks and contributing to the market 
capitalization.  Does this strengthen the argument 
that the money is temporary and would not sustain 
in the long run?  This only time will tell.

India growth story is strong enough for one 
to believe that there  isn’t a logical reason for 
retail participation into equity markets to dry 
up in the near  future.  The growth we are cur-
rently witnessing in retail participation may sta-
bilize after a point but the inflows will continue, 
unhindered, driving the secondary markets.u

behavioural change or a pastime?
Having seen their money grow, retail investors will continue to invest
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Any report that there is a com-
pany whose share prices have 
shot up 7.7 times in the span 

of 12 months would probably be met 
with disbelief and raised eyebrows. 
Even financial savvy investors may 
be a little sceptic. The normal reac-
tion would be that this is an opera-
tor driven company – many of which 
mysteriously surface during bull runs. 
One may be forgiven for being more 
than a bit circumspect about the 
same. The company under discussion 
is Yasho Industries, a BSE listed com-
pany in fine chemicals in the special-
ity chemical segment, with a market 
cap of R1,440 crore.  The R10 paid up 
shares of the company, which were 
moving in the range of R150-160 in 
November 2020 are trading at around 
R1,250 a year later. 

Not many outside the chemical 
industry would have heard of Yasho 
Industries Ltd. The company was listed 
on the BSE SME exchange in 2018 and 
graduated to the main board in FY21. 
The Gujarat based chemical company, 

with three units in Vapi, has witnessed 
a dream run that may understandably 
cause all-round disbelief.

Normal investors would have 
baulked at investing in a company 
which saw such a steep rise in prices 
in such a short time. The company 
share prices were trading at under 
R500 till as late as July 2021. But smart 
investors like Ashish Kacholia, Bengal 

Yasho Industries is well on its way to becoming another 
Indian MNC

On the move
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Finance & Investment Private Lim-
ited, promoted by Om Prakash Agar-
wal and Shyam Sundar Agarwal, have 
increased their wealth manifold by 
spotting such gems way before oth-
ers looked at the company differently. 
Like private equity companies these 
investors take bets on promoters and 
their strategy and vision, and are not 
guided as much by financials.  They 
recently picked up 2.11 per cent each 
through a preferential issue made in 
October at a price of R855 each. The 
total investment was to the tune of 
R42.72 crore. At the time of listing on 
the SME exchange the total proceeds 
were around R10 crore and the IPO 
was subscribed by just 1.05x.  On hear-
ing the news about the celebrity inves-
tors taking a stake in the company, the 
share price moved up to R1,250.

These investors are obviously taking 
a long-term review. On 11 November, 
when it reported its half yearly perfor-
mance, other investors may well have 
sat up and started rating the company. 
For the first half of the year the compa-
ny’s PAT, at R24.6 crore, was more than 
the entire profit earned in the previous 
year (R21.47 crore). The total income 
for the first  half of the year, at R271 
crore, was 68 per cent higher than the 
profit earned in the half year ended 
September 2020. The total income for 
the year was R359 crore. The P/E based 
on the last four quarters now stands at 
a reasonable level of 30x. A level lower 
than some of its competitors. 

Speciality chemicals prices are at 
heightened levels due to the disrup-
tions in supplies from China, and 
global companies looking at sourc-
ing goods from India. Volume growth 
is seen across sectors. Along with vol-
ume growth, Parag Jhaveri, 55, MD & 
CEO attributes the performance to the 
“change in product portfolio with more 
emphasis on speciality chemicals, and 
not just on the China + 1 strategy”. The 
company products may be broadly clas-
sified under five segments – aromatics, 
food antioxidants, rubber chemicals, 
lubricants and speciality chemicals. 
While it started with catering to the 
first two segments which come under 
the category of Fine Chemicals, the 
margins are better in the last three seg-
ments: rubber, lubricants and speciality 
chemicals. The margins are in dou-
ble digits. In aromatics, the company 

caters to personal products like cosmet-
ics, flavours, fragrances, toothpaste, etc. 
Likewise in food and synthetic antioxi-
dants, it markets its products under the 
brand Yantq and caters to animal feed 
and bakeries (wafers). Its rubber chem-
icals cater to manufacturers of rubber 
tyres and components 
like conveyer belts, surgi-
cal gloves, latex gloves and 
condoms. Lubricant addi-
tives are used in engine 
oil and grease. Special-
ity chemicals are needed 
in printing inks, colours, 
bulk drugs, API and agro 
chemicals. 

The company’s wide 
portfolio enables it to 
cater to diverse clients like 
Dabur India, Wacker, HP, 
Indian Oil, Balmer Law-
rie, Continental Tyres, 
MRF, JK, Apollo and 
Lanxess.

The market for lube, rubber and 
speciality chemicals also has a higher 
growth rate than other two. The bulk 
of the products are exported to more 
than 1,000 clients based in  50 coun-
tries, including those in Europe, US 
and other parts of the world. Only 37 
per cent of its products are marketed 
in India.  

Started as a family business in 
1985 by Vinod Jhaveri, now 82 years 
old, the promoters are still hands-on 
in the business. Parag V Jhaveri is a 
technocrat while his younger brother 
Yayesh V Jhaveri is a commerce grad-
uate. Yayesh handles the production 
part. All the attention is focussed on 
only one business and there is no 
other business to divert the attention 
span of the key management. The 

company, over its 36 years, has worked 
hard on getting various approvals and 
certifications  in the global market – 
ISO-9000-2015, Halal, Star-K Kosher, 
Fami-QS and REACH in Europe. These 
certifications give them a competitive 
edge to operate in these markets. 

What is noteworthy is 
that the company does 
not have any techni-
cal collaborators. Every-
thing is done in-house 
with their own processes. 
The entire R&D is done 
in-house by a dedicated 
team of engineers. Earlier 
this was headed by Parag 
Jhaveri while currently it 
is done by Dishit Parag 
Jhaveri. Dishit, after 
graduating from UDCT, 
Mumbai, had done his 
BTech from the Univer-
sity of Pittsburgh, USA.

Vinod Jhaveri, Chairman and Exec-
utive Director, says: “We have steadily 
built up our strengths in innovation, 
customisation, manufacturing, as well 
as in global distribution, to become 
pioneers in the industry. Built on the 
vision to become a leading customer-
centric producer in the chemical space, 
we share longstanding associations 
with some of the biggest companies in 
the world.” More than 40 per cent of 
the total sales are direct sales and 60 
per cent is through distributors. 

Geographic diversification
While there are quite a few chemical 
industries in Vapi in the GIDC belt, 
few have been able to scale up rapidly. 
Yasho Industries had a capacity of 5500 
mtpa at the time of listing on the BSE 
small exchange in 2018. Over the past 
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three years it has doubled capacities 
and has three factories located in Vapi. 
While the funding was done through 
a judicious mix of capital in debt, in 
the earlier years the debt was under-
standably much higher. The company 
has, over the years, been using a part 
of the profit in paring debt, which 
stood at R116 crore as on 31  March 
2021. The debt equity ratio has been 
trending downwards.  In FY17 it was 
6.8, which was brought to 3.8 in FY18, 
2.9 in FY29 and further scaled down to 
2.5 in FY20 and 1.7 in FY21. 

The entire impact of the third unit, 
as also the debottlenecking in the ear-
lier two units, will be felt in FY23. As 

a measure of diversification, it is now 
contemplating a factory in another 
state, close to a port. Camlin Fine Sci-
ences, one of its competitors in special-
ity chemicals, has a large presence in 
Dahej, the port town in Gujarat. BASF, 
one of the large speciality chemicals 
producers, also set up a new unit at 
Dahej in 2014. Dahej is fast becom-
ing the new chemical hub of India. 
While the management is averse to 
talking about  its geographic diversifi-
cation plans, Dahej could well be the 
site for its new unit. A production unit 
is also being planned in the EU with a 
view to meeting the growing demands 
in EU countries. “The ultimate aim is 

to become a multi-product, diversi-
fied company and scale up to become 
a world class Indian MNC.”   For the 
next line of products, the company 
has started looking at additives in 
the ethanol blending segment as also 
helping companies adhering to Euro 5 
and Bharat 6 standards.

There is a widely held belief 
amongst analysts that while the boom 
in speciality chemicals may not end 
soon, the margins will be under pres-
sure. The two reasons they quote is 
that China may re-enter the global 
market in a big way and secondly, the 
rise in the price of raw materials will 
also start eating into margins. The 
days of supernormal profit may not 
last long – that is one view. However, 
India, as also countries in South East 
Asia including Japan, will continue to 
play a bigger role in the chemical sec-
tor. With many companies in India 
also scaling up rapidly it may well be a 
volume game but the margins in spe-
ciality chemicals will still be better 
than fine chemicals. Hopefully, Indian 
companies like Yasho Industries  
will not just survive but also grow rap-
idly like Yasho has done over the last 
few years.         u

D A K S E S H  P A R I K H  

dakseshparikh@gmail.com

GETTING BETTER AND BETTER
 Total Inc EBIDTA PAT EPS
 (R crore)   (R)

2013-14 156 13 -1.47 

2014-15 169 18 0.62 

2015-16 180 20 1.53 

2016-17 195 25 3.67 

2017-18 250 32 7.96 

2018-19 340 40 11.89 

2019-20 297 43 12.04 

2020-21 359 49 21.47 

2021-22* 271 47 24,57 

* for 6 months ended September 2021    

-2.95
0.09

1.53

3.67
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19.71

22.45

Everything is done in-house with their 
own processes at Yasho Industries
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Diversity may be a buzzword for enterprises 
across the world and for their boards, but 
there is still not much diversity in nation-

alities in enterprise boards. The cultural differ-
ences different nationalities bring about will 
significantly impact the overall performance of a 
board and the enterprise it serves. Research studies 
point to this direct correlation.

Individual directors of different nationalities 
behave differently under the same situation and 
will help one understand the difference in cul-
tures across the relevant markets. This is helpful 
for the enterprise to act accordingly in competi-
tive environments. Such a diverse group could 
also help in understanding global stakeholders, 
the markets and of course the risks associated with 
such actions.

Is there any measurable impact on enterprises 
because of a diverse nationality board? Indepen-
dent directors from a foreign country are more 
prepared for board meetings or committee meet-
ings, regular and prompt, and are generally more 
active in taking keen interest in the board affairs. 
They seem to want to show how committed they 
are to governance. Several research studies have 
shown this.

Such directors also are likely to promote more 
products and market expansion, greater geo-
graphic width and diversity for innovation within 
the organisation. Those with a variety of interests 
and associations are good at creating better bond-
ing with various investor groups, analysts, suppli-
ers and consumer groups. 

Even in a post-pandemic world, even with 
trade barriers of all sorts, the interdependency 
of the world is here to stay and manoeuvring 
that needs skill sets that a diversified nationality 
board can bring on is very important. Such direc-
tors can help increase the scope for expansion 
and growth at a time operations are low-key and 
driven by national passions like the one we have 
seen recently in India against the China invasion.

The cultural issues and language barriers may 
pop up as a challenge to smoother board meetings 
– especially if there are expert individuals who 
may not be adequate in languages other than their 
native one. 

Several boards have addressed this issue in dif-
ferent ways: The board information packets are 
normally prepared in a language that is most spo-
ken in the country of the enterprise board. High-
lights are translated for those who do not know 
the native language – typically to English. In 

European countries there could be different lan-
guages depending on the diversity of nationali-
ties. However, to my knowledge, no board has so 
far has done more than four language translations.

In the Middle East, Arabic is the official lan-
guage and the translation is typically done in Eng-
lish beside the original one. Most Indian firms 
have the information packet in English and some 
in Hindi too. Getting lost in translation is a likely 
side hazard and good translations cost too. So, 
most boards try to minimise the outlay by stick-
ing to one or two translations.

There are good translation facilities available 
today for boards to use in meetings as well for doc-
umentation. The question is how to optimise the 
costs. Our recommendation is to have one lan-
guage translation other than the native one for 
the broad benefit of other nationalities. The excep-
tion could be when you have a major investor who 
knows only one language, say a rare dialect of 
Mandarin and nothing else. 

Apart from that, here are some Dos and Don’ts 
for cultural differences. This is not an exhaus-
tive list as there are far too many specific cultural 
nuances to list here.

Dos: Analyse the variations that exist in the 
board in terms of nationalities and cultures, and 
how much such differences impact the board 
functionality.

Develop protocols and decide on SOPs in order 
that all the directors understand how board and 
committee meetings will be run.

Encourage those other nationality directors to 
step out of their cultural comfort zones, by per-
haps devising some incentives around what is 
desired for better and smoother governance.

Don’ts: Be judgemental on how people from cer-
tain nations are supposed to behave – such as the 
much-talked-about head nods of Indians. Direc-
tor-level folks are capable of adapting to alien work 
ethics and cultures, to some extent.

Underestimate the criticality of boards func-
tioning as a team. Not persuading directors to get 
to know each other outside of the boardroom in 
order to sensitise the cultural and language differ-
ences and difficulties. 

Insist on one-dimensional dynamics at board 
in meetings. Shut off other directors’ opinions on 
proceedings just because they are from another 
country, or not give native-language-challenged 
members time to contribute their feedback. u

Managing nationality diversity
The cultural differences different nationalities bring about will impact the overall performance of a board
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He has been the sharpest busi-
ness brain around, a risk-taker 
and probably the smartest fund 

manager in the Indian financial sys-
tem. But today, he is the most “mis-
understood” decision-maker. Hemant 
Kanoria, the pioneer of infrastructure 
and equipment lending business in 
India, who had once dreamt to sell his 
stake to Alibaba founder Jack Ma, is in 
big trouble.

Whether Kanoria is paying a big 
price for taking an “out of the box” deci-
sion single-handedly or is it because of 
stepping on the wrong foot of regula-
tors – time will prove, but it cannot be 
denied or forgotten that this man with 
a legacy of 200 years has contributed 
a lot to the process of nation building 
and promoting financial inclusion for 
over three decades in the country. 

SREI Group had emerged as the mar-
ket leader in the equipment financ-
ing segment and before the group hit 
this recent air pocket it was enjoying 
a 35 per cent market share. No doubt, 
it helped several small and medium 
contractors grow into bigger project 
developers, it was also instrumental in 
galvanizing the international equip-
ment manufacturing companies such 
as Caterpillar, JCB, Komatsu and Volvo 
and bringing them to India. Later, 
many of these companies have set up 
their manufacturing bases in India. 

As of now, it has more than one lakh 
customers and 60 per cent of them are 
repeat customers, which reflects the 
strong brand loyalty the group has 
managed to build. The public finance 
institution was known for number of  
“out-of-the -box” offerings, such as: 
Paison ki Nilami, SREI Money Bag, SREI 
Lotto and a 3-in-1 scheme. 

Another segment that the team 
explored was to buy out non-perform-
ing loans (NPLs) and leverage SREI’s 
ability to recover money through legal 
means. This was the pre-ARC era and 
SREI met with considerable success in 
several cases (e.g. Kingfisher Airlines). 

In many of these cases, the banks were 
unable to recover their dues from the 
borrowers and were willing to sell 
their NPLs to SREI as they appreciated 
the value the company brought to the 
ecosystem. 

Hemant Kanoria, founder, SREI 
Group recalls while speaking to  
Business India, “Can you guess how 
much was the annual sales of con-
struction and mining equipment back 
then pan-India? It was only about 
R150 crore per annum for the indus-
try as a whole. Today, the annual sales 
are over R50,000 crore per annum and 
SREI played a major role in nurturing 
and expanding this market.”

Unfortunately, despite all the good 
works, few days back, the Reserve Bank 
of India (RBI) came down heavily and 
had sent two of Kanoria’s crown jewel 
companies into bankruptcy proceed-
ings by superseding their Boards on 
grounds of concern over the quality 
of governance and inability to service 
debt. The RBI had even appointed a for-
mer senior banker as an Administrator 
to oversee the insolvency proceedings. 

The companies in question are the 
Kolkata-based non-banking financial 
company (NBFC) twins – SREI Infrastruc-
ture Finance Ltd (SIFL) & SREI Equip-
ment Finance Ltd (SEFL) – which have 
been synonymous with infrastructure 
financing. Hemant Kanoria and his 
brother Sunil Kanoria are the founders. 
At this point of time, the two SREI com-
panies together owe around R30,000 
crore to creditors which include banks, 
NCD holders and employees.

What went wrong? 
According to Kanoria, the root cause 
behind SREI’s fall was a systemic fail-
ure. The eventual cloudburst was the 
culmination of a number of many fac-
tors, but the build-up to this event was 
gradual. 

According to him, the situation 
worsened with the implosion of IL&FS 
and from late-2018 access to fresh 

funding, particularly for infrastruc-
ture NBFCs like SREI, became extremely 
challenging. “It hit the business growth 
of SREI hard. In addition, problems in 
several infra verticals like road and 
power led to stress on the books of SREI 
due to delays in payment by clients. In 
fact, an IPO for SEFL had to be shelved 
post-IL&FS crisis as the market senti-
ment deteriorated drastically,” Kanoria 
added.

But Kanorias were riding against the 
tide. In 2020, the Covid-19 pandemic 
killed the infrastructure sector, halted 
the economy and brought business to 
a standstill putting additional stress on 
SREI’s balance sheet.  

“Seeing the rising pandemic cases 
in the country, the RBI directed all the 
lending institutions to offer this mora-
torium and recast debts of micro, small 
and medium enterprises (MSMEs) and 
infrastructure players. That was the big-
gest blow to SREI, as it led to cash flow 
shortages plus no respite was provided 
to NBFCs. This is a problem, which even 
Union minister Nitin Gadkari has also 
publicly acknowledged. Thus, most of 
SREI’s borrowers were not in a position 

Kanorias admit some mistakes made by the NBFC twins 
annoyed both the RBI and the lender-banks

SREI’s twin trouble
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to service their debts. SIFL and SEFL 
had to abide by the new rules, but our 
revenue sources dried up completely. 
This resulted in a severe asset-liability 
mismatch and precipitating the crisis 
that we find ourselves in today,” Kano-
ria said.

Kanorias admit some mistakes made 
by the two companies that upset both 
the RBI and the lender-banks. In July 
2019, the boards of SIFL and SEFL 
decided to consolidate the lending 
business by way of a slump exchange to 
SEFL. “The decision was not mine or my 
management’s alone. This was done in 
discussion with the potential investors 
who were interested in taking a major-
ity stake in a consolidated entity. This 
move was expected to improve effi-
ciency and cost reduction, and attract 
the needed capital. However, that did 
not quite go down well with the con-
sortium of our lender-banks”, Kanoria 
explained.

The other big mistake was approach-
ing NCLT (Kolkata Bench) with a 
scheme that proposed to pay full dues 
to all creditors in a structured man-
ner. SEFL had approached NCLT with a 

scheme of arrangement to obtain con-
sent from the required majority of lend-
ers. “The Board took a decision that the 
only option was to file for Section 230 
of the Companies Act, not under IBC, 
but in the NCLT, which allows a restruc-
turing of the debt and which will be in 
alignment with the cash flow of the 
company,” Kanoria said.

According to Kanoria, SREI has had 
an impeccable record for 31 years of 
not missing a single payment deadline. 
“Till date, we have paid R30,000 crore 
as interest and R20,000 crore as prin-
cipal. The pandemic changed the sce-
nario. We had commitments to honour 
our bankers, our NCD holders and 
other creditors. The payment deadlines 
were approaching, but we had little or 
no source of revenue. Our reputation 
was at stake. That prompted us to file 
that application in October last year. 
We requested the bankers in that appli-
cation how we intend to repay, spread 
over a period of 10 years and presented 
a plan with a schedule for making the 
entire payment with interest. But I 
think that it was not the right move 
on our side in retrospect, because the 

bankers got upset about why we moved 
the court. All that I can say is that we 
took that step with the honest intent to 
pay everyone in a systematic manner, 
Kanoria remarked. The move clearly 
backfired, and metamorphosed into a 
giant financial crisis. 

In the interim, the founders were 
also in talks with private equity 
players for raising capital. “We had 
received expressions of interest from 

11 global investors, and subse-
quently, received non-bind-

ing term sheets from Arena 
Investors LP and Makara 
Capital Partners. But now, 
after RBI’s action of super-
seding the promoters and 

the possible insolvency on 
the cards – there is a big ques-

tion mark on whether investors 
will at all support at this crucial junc-
ture – a typical Catch 22 situation,” 
observed Hemant.

Kanoria believes this may be per-
haps one of the cases where the promot-
ers cannot be blamed entirely for the 
failure of the troubled companies. “It 
can’t be denied that there were several 
other factors which were way beyond 
the control of the promoters. No doubt, 
we made some judgment errors, but we 
seemed to be hoping for an orderly res-
olution,” Kanoria admitted.

Baseless allegations?
Of late, serious allegations of “generous 
loans” and “siphoning off loans” were 
made against SREI group companies 
and promoters. Kanorias have denied 
all these allegations in their earlier 
statement saying, “We are hereby pro-
viding certain factual clarifications for 
setting the record straight on matters 
related to the Kanorias and the Kano-
ria Foundation. The companies men-
tioned in few media articles are not 
directly linked to the Kanorias/Kano-
ria Foundation and are in fact investee 
companies in the AIFs. The structure 
as provided by the articles of the pur-
ported linked entities is incorrect and 
baseless.”

While talking to Business India, 
Kanoria said, “This allegation of ‘sweet-
ening’ of loan terms to connected par-
ties is nothing but misreporting. We 
have a team of professionals and highly 
qualified individuals who work out the 
loan terms, the proposals get vetted 

Kanoria:  
it is a systemic 

failure
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at different layers, so no question of 
favouritism can arise. The expression 
used in the newspaper reports is ‘pos-
sible related party transaction’. It is 
completely misreporting by a few jour-
nalists. Before the findings of the audit 
reports are officially out, it is wrong to 
speculate and write such articles that 
send the wrong message within the 
public. I would appeal to the journalists 
to avoid writing such speculative arti-
cles and malign the reputation of SREI 
Group and the promoters.”

According to Kanoria, the RBI has 
highlighted exposures to probable con-
nected parties which have been duly 
reflected in the annual accounts of the 
company for 31 March, 2021. “These 
exposures do not, as per the Companies 
Act or the Ind-AS norms, come under 
the definition of ‘related party trans-
actions’. These are investee compa-
nies with various SEBI-registered funds 
where Trinity has been appointed as 
the investment manager/advisor. Trin-
ity itself is a public company incorpo-
rated under the Companies Act, 1956,” 
Kanoria said.

“Transactions with these identified 
entities have been done in the ordi-
nary course of business after due dili-
gence and as per the process and policies 
adopted by the company. These cus-
tomers have been granted loans fol-
lowing the laid down credit and risk 
process applicable to all customers and 
approved by its respective committee. 
The loans to these identified entities are 
secured against the assets of the bor-
rowers and are dependent on recovery/
monetisation of underlying assets. Fur-
ther, SIFL/SEFL has no economic rights/
benefits in such identified entities other 
than the lending to such companies in 
ordinary course of business and related 
income,|” Kanoria stated.

Ready to support regulator
Most interestingly, Kanoria refuses to 
associate the word ‘failure’ with his 
NBFC twins. “How can you say that the 
companies have failed? Even within 
this crisis the teams have been making 
collections. Between the two compa-
nies, they have receivables worth more 
than R50,000 crore, including contrac-
tual dues, a lot of arbitration awards 
and claims and valuation of physical 
assets in infrastructure projects. These 
will eventually come into our books,” 

Kanoria said.
According to Kanoria, what the 

regulator need now is a solid strategy 
backed by concerted efforts to recover 
this money. “Time and again, we have 
come across customers who found diffi-
culties in servicing their loans. At SREI, 
our philosophy has always been to be 
accommodative and to work out possi-
ble solutions, even out-of-the-box ones 
at times. Declaring the asset as an NPA 
and repossessing and liquidating has 
always been the last option. Probably, 
this is why our customers prefer to stick 
with us,” observed Kanoria. 

Moving forward, SREI promoters are 
ready to help and support the regula-
tors. When checked whether the pro-
moters would be able to turn it around 
for the SREI twins, Kanoria replied, 
“Rajneesh Sharma has been a seasoned 
banker with a stellar career. My best 

wishes are with him. I have already 
communicated to him that I will coop-
erate fully in whatever capacity I can. 
After all, SIFL and SEFL are my two chil-
dren. Whether they grow under my 
supervision or that of a foster parent, 
I will only wish to see them do well. 
I also understand that he is exploring 
the options of re-starting the lending 
activities. My one piece of advice to 
him would be to focus on the collec-
tions for the time being.”

The focus needs to be on the receiv-
ables. Kanoria remarked, “There are 
creditors who are banks, NCD-hold-
ers, ECBs and others. We need to repay 
them in an orderly fashion. So, SEFL 
needs to concentrate on the collec-
tions first, and co-lending may resume 
simultaneously. Also, as I mentioned 
before, many borrowers may just stop 
repaying thinking that the company is 
under insolvency proceedings. It needs 
to be communicated to them well that 
under IBC, it is business-as-usual, and 

repayment obligations must be hon-
oured. I would be more than happy to 
assist Mr. Sharma, RBI and the bankers 
on this.”

It is surprising that Kanorias are 
ready to help the regulators who have 
taken control over their companies. 
Kanoria made a candid response, say-
ing, “In the last few days, speculation 
has been rife and mine and my fam-
ily name have been maligned. I wish 
to set the records straight. We set out 
on a journey with all sincerity to cre-
ate a better future for India. SREI played 
a huge role in nation building, pro-
moting financial inclusion and fuel-
ling entrepreneurship. Kanorias have 
brought all their investments under 
the Kanoria Foundation, so that the 
resources that they generate can be 
channelized to diverse philanthropic 
activities for the better of society. These 

include activities in the areas of educa-
tion, vocational training, healthcare, 
environment and rehabilitation of acid 
attack victims.” 

“Tell me, if we had mala fide inten-
tions, would we have attached our fam-
ily name and put our honour at stake? 
If we had any ulterior motive, we would 
have been out of this country long back. 
Whatever reputation we have today 
was built painstakingly over decades of 
hard work and sacrifice. It truly hurts 
when one’s integrity gets questioned. It 
is a matter of honour for us now. We 
are right here, and we will continue to 
be here. Our topmost priority is now 
to extend any kind of help possible 
from our end to revive the SREI twins. 
We have an obligation to our credi-
tors, our employees, our customers and 
to the society at large. We hope for a 
quick and orderly resolution so that all 
these stakeholders ultimately benefit,” 
Kanoria concluded in his statement. u

feedback@businessindiagroup.com

Between the two companies, 
they have receivables worth 
more than R50,000 crore, 
including contractual dues, a lot 
of arbitration awards and claims 
and valuation of physical assets in 
infrastructure projects



D
eveloping coun-
tries like India are 
expecting a steep 
energy demand in 

the coming years. However, 
Climate Change concerns 
make it imperative to be more 
responsive towards environ-
mental issues. 

India plans to develop a 
gas-based economy to shift 
from coal while transition-
ing to biofuels and eventually 
green hydrogen and renew-
able energy. In this bid, col-
laborative efforts among all 
the stakeholders, including 
policymakers, industry bod-
ies, corporates and sector 
experts, are required to help 
the nation transition towards 
a greener future.

ONGC, being the Energy 
Maharatna of the nation, has 
been leading by example. We 
are following a multipronged 
approach to fulfil the growing 
energy needs of our devel-
oping nation in a cleaner way 
while bringing renewables 
into the broader energy mix 
of the country. 

With 153 MW wind power 
and 31 MW solar power 
plants, ONGC has a total 
installed capacity of 184 
MW in the renewable energy 
space. Another 20 MW of 
solar projects are underway. 
As a long-term strategy, wind 
power generation of 5-10 GW 
capacity is envisaged, which 
can potentially offset the 
emissions of the organisa-
tion, making it carbon neutral. 
ONGC has also taken steps 
to develop an approximately 
2 MW solar thermal power 
plant at Mehsana in Gujarat 
using beam down technology.

ONGC is among the first 
few PSEs in the country to 
have taken a lead in the area 
of CDM (Clean Development 
Mechanism) projects, under 
which emission-reduction 
projects in developing coun-
tries can earn Certified Emis-
sion Reduction (CER) credits. 

The company has so far reg-
istered 15 CDM projects with 
the United Nations Frame-
work Convention on Climate 
Change (UNFCCC) under 
the Kyoto protocol, dem-
onstrating its commitment 
towards protection of our 
environment and sustainable 
development. ONGC has 
registered one of the largest 
CDM projects with an emis-
sion reduction potential of 
approximately 16 lakh ton 
CO2e per annum. 

ONGC was the first pub-
lic sector oil and gas com-
pany to join the GMI (Global 
Methane Initiative) program 
in association with US-EPA 
(US Environmental Protec-
tion Agency). Through this 
program, fugitive methane 
emission detection surveys 
are conducted for detec-
tion of leakages and correc-
tive actions are taken. So 
far, the company could pre-
vent around 20.48 MMSCM 
of methane gas leakages 
with an environmental bene-
fit of approximately 3,06,250 
ton CO2 Equivalent (TCO2e). 
We have invested significant 
efforts in building a strong 
methane emission reduction 
program by raising aware-
ness, providing training and 
building internal capacity.

Apart from measures like 
rainwater harvesting, water-
shed development, sewage 
treatment plants, etc, we are 
also working to reduce our 
water footprint and are in 
the process of setting up a 
Sea Water Reverse Osmosis 
Desalination Project. 

The Paper Less Office ini-
tiative of ONGC is another 
Giant Leap towards Environ-
mental Protection, with all our 
offices functioning in paper-
less mode since the imple-
mentation of project DISHA 
(Digitization, Integration and 
Standardization by Harness-
ing Automation). This program 
alone saves thousands of 
trees felled every year towards 
the production of paper. 

ONGC also has several 
promising programs on the 
horizon that will help the nation 
in its fight against climate 
change. One key initiative is 
the pilot project to tap into 
the geothermal potential of 
India, by setting up a Geother-
mal Plant in Ladakh. ONGC 
has signed an MoU with the 
UT administration of Ladakh 
and Ladakh Autonomous Hill 
Development Council to har-
ness geothermal energy at 
Puga and Chumathang geo-
thermal sites of Ladakh. This 
can be considered a first step 

towards achieving the goal 
of creating Carbon Neutral 
Ladakh and putting India on 
the Geothermal map of the 
World.

ONGC has also signed an 
MoU with IOCL (Indian Oil 
Corporation Ltd) for a pro-
posed Carbon Capture Uti-
lization and Storage (CCUS) 
Project, under which CO2 
will be captured from IOCL’s 
refinery and injected into spe-
cially prepared well(s) in the 
depleted oil fields of ONGC.

Leading the front in R&D 
also, ONGC is working on 
several R&D projects like 
developing efficient clean 
and green hydrogen gener-
ation technologies, produc-
tion of Synthetic Natural Gas 
(SNG), generation of biofu-
els from oleaginous yeast – 
a feedstock not competing 
with human and animal food.

While ONGC has always 
conducted its business 
as a responsible corpo-
rate and believes in holisti-
cally addressing all issues 
related to People, Planet and 
Profit for a sustainable busi-
ness, we are aware of the 
increased concerns on envi-
ronment related issues and 
are taking all necessary mea-
sures to make a more envi-
ronment-friendly ONGC.

Balancing Development anD climate:  
A more environment-friendly ONGC
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The Indian textile industry has a 
significant presence in the domes-
tic economy as well as in the inter-

national textile economy. The industry 
is extremely diverse, with hand-spun 
and hand-woven textile sectors at one 
end of the spectrum, and the capital-
intensive, sophisticated mills sector at 
the other end. Since the early 70s the 
industry has gone through a sea change 
in terms of manufacturing, adaptation 
of new products, technologies and ris-
ing in the value chain. 

The Kolkata based publicly traded 
entity BSL Limited (formerly known as 
Bhilwara Synthetic Limited) founded 
in 1971 after obtaining a hard-to-get 
licence for a textile plant in Rajasthan, 
was in the forefront of these transforma-
tions. The company was one of the  first 
manufacturers of poly-viscose suiting in 
the country and the first in Rajasthan.

The zeal for growth has seen a small 
weaving unit grow into an integrated 
solution provider in textiles. There were 
other home-grown suiting brands like 
Dinesh, S Kumar’s, Jiyaji, Grasim, Gra-
viera and OCM, which ceased to exist or 
merged with other brands or companies 
in the last two decades. According to an 

industry expert, they failed to adapt to 
the changes in time. So, they were left 
behind due to a lack of innovation and 
the aggressive marketing strategy of 
their rivals like Raymond and Siyaram’s.

The heritage brand BSL also felt the 
heat of this disruption. It faced the ups 
and downs of business cycles but its 
careful strategy resulted in its success. 
While many were struggling to stay 
afloat in the industry, BSL focused on 
cost efficiency and optimum capacity 
utilisation of its plant. And finally, the 
company became a vendor for the larg-
est global home furnishing retail giant – 
IKEA. It was a new lease of life for BSL.

 The IKEA enlistment was a big chal-
lenge. “It took us two years to get it. It 
is a great learning experience to work 
with IKEA and meet their compliances. 
Today any IKEA store globally would 
have at least few sofa-set fabrics made by 
BSL,” says a happy Nivedan Churiwal, 
managing director. BSL is probably the 
only furniture fabric supplier to IKEA 
in South Asia. The company produces 
four million metres of furnishing fabric 
for IKEA. It is 100 per cent recycled. BSL 
manufacture as per the yearly forecast 
from IKEA. The company’s R&D develops 

new articles according to the needs of 
the Swedish giant. The furnishing busi-
ness contributes 25 per cent of the com-
pany’s revenue. The production unit for 
IKEA at Bhilwara is separate from the BSL 
manufacturing facilities. The state-of-

the-art automatic unit rigorously 
maintains stringent parame-
ters before the final fabric rolls 
out after weaving. 

Key IKEA vendor
“I have known BSL for over a 

decade and was actively involved 
during BSL’s fabric business start-up 
with IKEA. I have witnessed the journey 
of the group challenging themselves 
technically as well as culturally in their 
ways of working and competiveness to 
meet the global expectations of IKEA. 
Due to BSL’s strong foundation and lead-
ership they emerged as one of the key 
IKEA vendors for furnishing fabrics out-
side China,” says Sandeep Sanan, inde-
pendent consultant and ex-IKEA senior 
leader.

“Today we have replicated the IKEA 
model, including social compliance, in 
all our facilities at Bhilwara. We have 
zero liquid discharge and are also mov-
ing away from fossil fuel to biofuel and 
getting into alternate sources of energy 
like solar and wind,” says Praveen Jain, 
director operations and CFO. 

Today, BSL is engaged in the man-
ufacture of fabrics and yarns in India 
and still enjoys strong brand equity in 
the mass segment of the textile indus-
try. It produces 20 million metres of 
fabric per annum, including furnish-
ing fabric. This comprises a wide range 
of polyester viscose fabrics and a pre-
mium range of worsted suiting. All 
business operations of the company 
are based in Bhilwara and are spread 

Heritage textile brand BSL is strengthening its market in 
new business verticals

Regaining its glory
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across 47 acres of land. Presently, the 
company has three business verticals 
– suiting, furnishing and spinning. It 
achieved a turnover of R322 crore in 
FY21 and employes 3,000 people. Sixty 
per cent of its revenue comes from 
exports. “Despite all the odds industry 
had faced due to Covid, we have main-
tained profitability,” says Nivedan. 

“BSL’s biggest strength is its presence 
in the entire value chain. Its distinctive 
strategy to become an IKEA partner paid 
off. The story would have been different 
for BSL without IKEA,” says Pankaj Sing-
hania, Founder Lakewater Advisors, an 
equity research firm in Kolkata.

Over the last few years BSL slowly 
increased its business through effi-
ciency, capacity enhancement and 
emphasis on new growth areas. The 
company is now foraying into cotton 
spinning for the first time. The green-
field project, expected to have a capac-
ity of 6,000 tonnes per annum, will 
be commissioned at the company’s 
existing campus in Bhilwara next year 
at a cost of R100 crore. The project is 
primarily for export but also for the 
domestic market. 

During the last five years, the coun-
try has seen a huge growth in cotton 
textiles. Justifying setting up the cot-
ton spinning unit Nivedan explains: 
“China is the biggest cotton producer 
but post Covid, there is a psycholog-
ical barrier with China. So, western 
buyers have shifted to India. This is 
helping the Indian market to excel in 
cotton yarn and fabric.” In 2020, the 
revenue share of cotton textiles was 
close to 40 per cent.

The story of BSL started in 1971, 
when NLJ Bhilwara Group partners, the 
late PN Churiwal and LN Jhunjhunwala 
had foreseen that the demand for poly-
ester suiting would be on the rise. They 
decided to venture into fabric weav-
ing from synthetic yarn and BSL was 
founded in the desert state of Rajast-
han. “Initially BSL had started as pilot 

plant with eight indigenous shuttle 
looms. Subsequently, with the improved 
demand, we had grown the capacity to 
50,000 metres per month,” remem-
bers Arun Churiwal, son of P.N. Churi-
wal, who joined the company and was 
involved in its expansion. 

High speed shuttle-less looms
In 1977, BSL’s processing unit was the 
first in Rajasthan with a capacity of 1.25 
lakh metres per month. This helped the 
company to be cost competitive among 
its peers. Always inclined towards 
new technology, in 1980, the com-
pany imported eight high-speed shut-
tle-less looms from Switzerland, which 
increased production by three times. It 
was the first in Rajasthan to have a shut-
tle-less loom for synthetic weaving. At 
that time, shuttle-looms were used for 
weaving. Only some large players in the 
cotton industry had shuttle-less looms. 
Progressively, Bhilwara emerged as a 
textile city. Mushrooms of organised 
and unorganised textile looms grew 
around the town, which today produces 
six-seven crore metres per month of fab-
ric, including denim.

“We were the first company from 
India to participate as a synthetic pro-
ducer in various international textile 
exhibitions. Many cotton yarn man-
ufacturers from India taunted us for 
this,” claims Churiwal. “The first over-
seas order came from an exhibition and 
we did not look back thereafter.” Churi-
wal, 71, is the chairman of the com-
pany. Jhunjhunwala is still on the board 
of BSL, but the management control is 
with Churiwal’s family. Churiwal’s son, 
Nivedan, 46, is now the driving force of 
the company’s future. 

The domestic textile and apparel 
market is estimated at $75 billion in 
FY21. It has dropped almost 30 per 
cent, from $105 billion in FY20. And 
the export market stood at $30 bil-
lion. The demand is now on the rise.  
The market is expected to recover and 
grow at 8-10 per cent CAGR to reach 
$190 billion by 2025-26. 

Fabric manufacturers were unhappy 
with the GST structure of 12 per cent on 
yarn and only 5 per cent on fabric. As 
a result, fabric manufacturers pay more 
duty for buying yarn but collect only 
5 per cent for making fabric from that 
yarn. “The finance ministry has con-
firmed it will rectify the structure from 
January next year,” Churiwal says. 

BSL has now rolled out the future 
growth strategy of the company. Besides 
the cotton spinning unit, it also plans 
to focus on the domestic market and 
expand the furnishing business. “We 
will invest R125 crore towards this 
new growth strategy and also for some 

Financials
2017-18 2018-19 2019-20 2020-21 6 months 

ended sept 21 

Turnover 403.20 437.31 390.04 321.42 202.80

Domestic 221.29 210.94 188.74 135.05 76.80           

Exports 181.91 226.37 201.30 186.37 126.00 

PBT 1.75 1.16 (0.87) 1.23 8.68

PAT 1.03 0.87 1.66 1.36 6.41

(R crore)

Following stringent parameters for IKEA production
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machinery upgradation,” says Jain.
BSL is expanding its domestic business 

with three brands. It has also introduced 
a new direct to retail premium brand – 
Geoffrey Hammonds Insignia, This fabric 
range is for suits and trousers. The exist-
ing two brands – Geoffrey Hammonds 
and BSL – are also being revamped. 

The company has set a target to dou-
ble the dealer base pan-India from 75 
to 150 and will increase retailer base 
to 2,000 from 800 within next one 
year. Typically for BSL, the south and 
west markets are strong. The man-
agement’s vision is to have a uniform 
share across India. Bengaluru based BSL 
dealer, Vim Tex has been associated 
with the company for the last 35 years. 

Dhiraj Lunawat, the owner of the deal-
ership, says: “BSL is a reputed brand in 
the mass product category. It is a qual-
ity driven company. The management 
is transparent and always reachable to 
solve any issues which may arise with 
the dealerships.”

“During the last seven to eight 
years, the furnishing business has been 
the growth driver for us. The IKEA tag 
opened doors for us in general exports. 
Both will help us to grow,” Nivedan 
says. The company expects the furnish-
ing business, which contributes 25 per 
cent of its turnover, to double over the 
next two to three years. 

BSL is also launching home textile 
made-ups such as ready curtains, tow-
els, bed linen, etc and this will focus on 
the e-commerce and large format stores 
on a pan-India basis. “The market size 
for this segment is about R40,000 crore 
and has been growing 8-10 per cent,” 
says Sanan who is now project consul-
tant for BSL.

“BSL was a pioneer in India’s tex-
tile evolution. Bhilwara town is known 
globally because of BSL. It has a good 
management team which focuses on 
quality. The company has created a 
large integrated facility and that will 
make the difference in the future,” says 
S.N. Modai, managing director & CEO of 
Sangam Group, a large PV yarn and fab-
ric manufacturer in Bhilwara. 

Exports continue to be the major rev-
enue earner of the company. “In the 
suiting export market, we are one of the 
largest players,” claims Nivedan. The 

market cap of BSL is R97 crore with the 
current share price at R94.25. The com-
pany exports its products to over 60 
countries. The biggest are Latin Amer-
ica, Middle East and North America.  

“All our capex will be funded 
through internal generation and bank 
loans,” says Jain. BSL reported annual 
gross sales of R321.42 crore in March 
2021 as against R390.04 crore in March 
2020. The profit after tax was R1.36 crore 
in 2021 as against R1.66 crore in March 
2020. The dip in revenue and profit is a 
reflection of the Covid pandemic.

For the six months ended Septem-
ber 2021, the company clocked a reve-
nue of R202.80 crore as against R140.98 
crore in the six months ended Septem-
ber 2020. The net profit reported was 
R6.41 crore in September 2021 as against 
R (-) 3.29 in September 2020. “Our busi-
ness grew across all our segments both 
in the domestic and export markets and 
we have delivered good results in the 
first six months of this year. We are con-
fident of presenting a credible report 
card in the coming years,” says Nive-
dan. The promoter holds 56.44 per cent 
of the company; 27.92 per cent is held 
by individuals; institutions have 8.38 
per cent and the rest (7.26 per cent) is 
with others. 

Product innovation and aggressive 
marketing are the key factors in the seg-
ment to stay ahead of the competition. 
BSL has set a target of achieving a turn-
over of R700 crore in the next two years.u 

S A J A L  B O S E

sajal.bose@businessindiagroup.com 

Friendship
That LN Jhunjhunwala and the late PN 

Churiwal shared a close friendship is 
well known in the textile industry. It all 
began in Maheswari Vidyalaya School near 
Burrabazar in Calcutta where both were 
classmates in the 1930s. Later in life, they 
got involved in their respective businesses. 
Churiwal was into the rice mill and pesti-
cides business, while Jhunjhunwala was 
involved in jute trading. In 1961, Jhunjhun-
wala moved to Rajasthan and set up the 
LNJ Group’s first yarn (cotton) unit called 
RSWM Limited, later adding polyester 
yarn. When the polyester market started 
growing the duo teamed up in 1971 and 
started BSL Limited (Formerly Bhilwara 
Synthetic Limited) which would manufac-
ture poly viscose fabric. Churiwal’s son, 
Arun and later his grandson Nivedan also 
joined the business. 

The relationship between Jhunjhun-
wala and Churiwal’s family strengthened 
further. Both families would routinely 
travel together for holidays in India and 
overseas. P.N. Churiwal’s death in 2006 
was an emotional setback for Jhunjhun-
wala, now 93. “After my father’s demise, 
Jhunjhunwala has not been for a holiday, 
these past 15 years,” recalls Arun Churi-
wal. Over the years, the NLJ Bhilwara 
group, which started as a textile group, 
diversified into graphite electrodes, 
power, IT services and skill development. 
Both Churiwals and Jhunjhunwalas are on 
each other’s boards. The group companies 
have been informally separated. While the 
BSL management is with the Churiwals, 
the rest is with the Jhunjhunwalas.

Exports contribute 60 per cent of the company’s revenues
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Laurent Germain, Ceo of French 
engineering conglomerate egis 
Group, hasn’t been a frequent 

visitor to India in the past. but this 
time when he visited the national cap-
ital and reached out to the media to 
explain the group’s growth plan for 
its India subsidiary, he underlined in 
no uncertain terms that his visits to 
this country would be more frequent 
in the future. And there are concrete 
reasons for this. “In terms of employee 
strength, India is our second biggest 
market and in revenue, it ranks fourth 
in our global list. And with the big-
ticket infra push from the government 
here and the planned matching efforts 
from us, in the next five years we are 
targeting to double our current size, 
which we have reached in the last two-
and-a-half decades. India is very crit-
ical turf for us now,” he emphasised.  

egis is known for its expertise in 
churning out solutions for the mobility 
and environmental sectors. There are a 
slew of elements which are shaping the 
French engineering conglomerate’s big-
ger designs for India. It is ready with a 
new modest level capex war chest and 

has just launched a large-scale global 
designing centre (only the second out-
side its home turf). It is looking to 
bring in inorganic components to its 
growth story and is keen to expand in 
fast-growing verticals like water man-
agement and supply where opportuni-
ties for the private sector are gradually 
opening up. “egis India has been a rel-
atively low-lying firm in the past and 
has mainly been present in roadways 
or highways consultancy projects. 
but about three-four years ago, they 
changed the management here and 
since then there has been more action. 
They have a good market reputation 
and they seem well placed to enhance 
their footprint here,” says a top exec-
utive of a home-grown infrastructure 
consultancy and management firm 
which is much larger in size.            

 
Going beyond roadways 
A company presentation endorses the 
theory that during the greater part 
of its journey in India (it entered in 
1995) it had been focusing on road-
ways consultancy. but is now diver-
sifying at a fast pace in new verticals 

like metro railways, water manage-
ment and supply and even airports. 
The massive public infrastructure 
spending in India has opened new 
avenues for the private sector even in 
basic areas like water management and 
along with a clutch of home-grown 
firms, global majors with technology 
empowered specialisation in different 
verticals have queued up for a piece of 
the expanding pie. “Today, we have 
a diversified portfolio in India. There 
are three key verticals of our business 
which are broadly of the same size. 
railways and water contribute nearly 
one-third each to our business and 
the remaining comes from roadways, 

smart city projects, etc,” Germain 
points out. 

The company’s current 
annual revenue level in India 
is slightly less than €50 mil-

lion and in its global revenue list 
(€1.2 billion as registered last year) 

India, clubbed with APAC, is ranked 
fourth. “our home turf, France, is the 
biggest market with 38 per cent share, 
followed by other european countries 
contributing 20 per cent. The middle-
east is a strong turf and contributes to 
13 per cent of our business. The rest 
mainly comes from APAC and India is 
part of this cluster,” explains the group 
Ceo. In terms of operational verticals, 
the group earns 75 per cent from con-
sultancy services while the remain-
ing one-fourth comes from operation 
and maintenance (o&m) projects. And 
in India too, a similar operational pat-
tern is emerging.  

As per the local top brass, despite 
the Covid turbulences, the company 
has witnessed its busiest spell in India 
(in terms of new project additions) in 
the last one year across the spectrum 
– metro rail projects, water projects, 
urban projects, smart cities, high-
ways, ports, etc. According to Sandeep 
Gulati, mD, egis India (spearheading 
the show since 2018), some of the key 
wins include the Surat metro Project, 
PmC for various National Highways, 
Faridabad and Jaipur smart cities, a 
prestigious green highway project and 
various rural water supply projects, 

French engineering conglomerate Egis is growing  
its India operations

Bigger designs
buSI N e SS I N DI A u THe m AGA zI N e oF THe Cor Por ATe wor LDCorporate Reports

Germain  
with Gulati: 

planning to ramp 
up operations
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especially in North east India. “In 
the last one year or so, we have won 
close to 65 projects and that puts our 
current projects volume (in different 
stages) in the country in the vicinity 
of 120. recently, we won a major water 
project in Assam. The Prime minister 
is going to inaugurate the Purvanchal 
expressway on 16 November. we are 
involved there as project management 
consultants,” Gulati points out.

The clutch of projects currently 
underway also includes some defining 
o&m assignments in highways like 
eastern Peripheral (Sonipat to Palwal 
Circle), Assam (east west corridor of 
NH31), Jowai up to the Assam border – 
NH44 (in the state of meghalaya) and 
the Lucknow-barabanki NH28 stretch.  

but amidst all the verticals, the 
company seems to be keen on expand-
ing its share of water supply and man-
agement projects. “unlike a water 
specialist like Suez which works as an 
ePC contractor, we are working as con-
sultants. And we have bagged many 
large-scale projects in the recent past 
in madhya Pradesh, rajasthan, maha-
rashtra, Assam, etc. we have quite a 
prestigious line up with scores of rural 
Jal Jeevan mission projects,” elaborates 
manoj Nainani, eD, business unit 
(Infrastructure). According to him, of 
the 65 projects bagged in the last year, 
about 15 projects are in the water verti-
cal and six are in railways. but they are 
mostly of modest size, and will drive 
egis India operations in the next few 
years. “If you look at the entire line up 
of projects in the government-backed 

water and sanitation space – AmruT, 
rural Jal mission, Namami Gange, 
etc – it amounts to R7-8 lakh crore of 
business opportunity, both for inves-
tors as well as service providers. It’s 
an epic scale opportunity and every 
noted company with specialisation in 
water supply and management is keen 
to partner in more projects,” observes 
rajnish Chopra, Global Head, vA Tech 
wabag, a leading India-based mNC in 
the water treatment space.     

Happening hub 
Considering the projected growth in 
the infrastructure business globally (in 
several clusters including India) includ-
ing basic supply and environment-
related components, the egis Group is 
planning to double its global revenue 
base in the next five years. And India is 
placed in the forefront of the markets 
which will trigger this growth momen-
tum for the group. “we are looking at 
doubling our global revenue to €2.5 bil-
lion by 2027. we want our Indian units’ 
contribution to jump up to €75 mil-
lion in the same period. Globally, we 
are committed to making fresh invest-
ments of around €600 million in ramp-
ing up our operations. In India, we will 
invest €50 million to further scale up,” 
says Germain.

For the egis Group, a critical dif-
ferentiator as far as its presence in 
India is concerned, is the recent open-
ing of an International Design Cen-
tre here, which will mainly work for 
large global projects. This is egis’s sec-
ond such centre outside its home turf 

in France, the other being in Poland. 
According to Germain, the centre will 
primarily provide engineering design-
ing solutions to projects in english 
speaking markets like europe. The 
Gurugram based centre (attached to 
its Indian headquarters) has just com-
menced operations on a low- key basis 
and will be substantially scaled up in 
the coming years. “This corroborates 
the company’s trust in India’s capa-
bilities and technological prowess. we 
are planning to hire around 500 peo-
ple for this centre over the next two to 
three years. The infrastructure indus-
try will be the key employment gen-
erator in the coming times and this 
design centre will provide amazing 
opportunities to the local talent to 
pursue their careers in this space while 
equipping themselves with world-class 
skills, working on offshore projects 
from India,” says Gulati. 

The egis group has been on an inter-
national shopping spree in the last year, 
using the inorganic growth option to 
the hilt and making 16 acquisitions. 
Some of its noted acquisitions include: 
project delivery and technical services 
consultancy firm Indec in Australia, 
uK-based nuclear science consultancy 
and research firm Galson Sciences and 
Projas, a project management company 
in Kuwait. And the company is now 
getting ready to make similar moves 
in the India market. “I think, our first 
acquisition will be announced in the 
next six months. The process has been 
initiated,” says Gulati. To be largely 
funded from a €50-million corpus cre-
ated for investments in India in the 
next five years, the company will have 
sectoral preferences for these modest 
scale acquisitions. 

“we are basically looking to 
acquire entities which are in the rail-
ways and water management consul-
tancy space. A key criterion for us is: 
they must be profitable,” underlines 
Germain while adding in the same 
breath that if the company comes 
across an extraordinary opportunity 
in the country going ahead, the debt 
free group will not hesitate to make 
provisions beyond the fixed invest-
ment corpus. This may simply be 
counted as another reiteration of the 
egis Group’s commitment to India u

r I T w I K  S I N H A

ritwik.sinha@businessindiagroup.com

Nagpur Metro is one of Egis India’s key projects  in the country 
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Setting goals for future
Lenovo group outlines plan to leverage smarter technology towards 
more sustainable business

“If you can’t measure it, you can’t 
manage it!” This quote, attrib-
uted to various business gurus, 

applies just as much to environmental 
goals – especially those related to cli-
mate change – as it does to every other 
aspects of business. However, setting 
goals for climate protection (as well as 
goals for other aspects of environment, 
social, and governance) can be a highly 
nuanced, detailed process that requires 
the extensive involvement of multiple 
stakeholders.

This year, Lenovo Group, the  world’s 
largest personal computer vendor  by 
unit sales,  has committed to new goals 
in the areas of climate change mitiga-
tion, circular economy and sustainable 
materials. As part of its annual Envi-
ronmental, Social and Governance 
(ESG) Report published in August 2021, 
the company shared its ESG progress 
and outlined plans to leverage smarter 
technology to create a brighter, more 
sustainable future for all.

Lenovo, having operations in over 
60 countries and selling its products 
in around 180 countries, has pledged 
to achieve 50 per cent improvement 
in energy efficiency for desktops and 
servers and 30 per cent for notebooks 
and Motorola products by FY30. The 
company also announced a goal to 
purchase 90 per cent of electricity 

from renewable sources and remove 
one million tonnes of greenhouse gas 
emissions from its supply chain by 
FY26. 

These goals further support its 2030 
science-based targets, which include 
reducing scope 1 and 2 emissions by 
50 per cent and decreasing emissions 
intensity throughout the value chain 
by 25 per cent in three main areas 
(products, suppliers and transporta-
tion). The company is exploring a path 
to net-zero targets after being selected 
by the Science Based Targets initiative 
(SBTi) to road test science-based meth-
odology for achieving net-zero emis-
sions. Setting SBTi goals is a multi-year 
process, involving extensive consulta-
tion throughout.

Recycle and reuse
“The urgency to combat climate 
change, safeguard natural resources, 
invest in our communities, and gov-
ern ourselves with the highest ethi-
cal standards has only increased,” said 
Yang Yuanqing, Chairman and global 
CEO, Lenovo Group. “It is now up to 
global businesses and their leaders to 
continue building resilience into our 
operations and among our communi-
ties in the months, years, and decades 
to come.”

Lenovo will continue transitioning 

to a circular economy through supply 
chain and product design innovation 
while optimising the use of sustain-
able materials to minimise waste. By 
FY26, 100 per cent of PC products will 
contain post-consumer recycled mate-
rials and 90 per cent of plastic pack-
aging will be made from recycled 
materials. Smartphone packaging will 
use 50 per cent less single-use plastics 
and will see a 10 per cent reduction in 
size and volume by FY26. 

In addition, Lenovo will enable the 
recycling and reuse of 363 million kg 
of end-of-life products and will have 
used 136 million kg of post-consumer 
recycled content plastics in its prod-
ucts. Along with updated environmen-
tal, social, and governance goals and 
metrics, Lenovo has also set out mile-
stones such as providing $15 million 
in pandemic-related support to educa-
tors, community leaders and charita-
ble organisations. 

Lenovo  Group announced record 
results for both its fourth quarter 
and fiscal year 2020-21, with 
phenomenal growth across all parts 
of the business.  In fourth quar-
ter Lenovo Group revenue grew at 48 
per cent year-to-year to $15.6 billion. 
Profit recorded its highest growth rate 
in two years – with pre-tax income of 
$380 million and net income of $260 
million – up 392 per cent and 512 per 
cent, respectively.  Lenovo’s Board of 
Directors declared a final dividend of 
3.09 cents per share for the fiscal year 
ended 31 March, 2021.

India is one of the major markets for 
Lenovo. During the recent pandemic, 
the market has seen major traction 
after almost 2-3 years of subdued sce-
nario. The Indian market went from 
about 4 million shipments per year to 
6 million. The back-to-school segment 
is adding to the market. Working pro-
fessionals are also upgrading devices 
more often, resulting in the shorten-
ing of refresh cycles. Further, demand 
for gaming devices, especially prod-
ucts with high-end specs, has more 
than doubled over the past one year. 
The estimate for shipments this fiscal 
is 7.5 million units for the consumer 
market. As per current forecasts, the 
market is projected to grow at least for 
the next two to three years.        u

A R B I N D  G u P T A

arbind.gupta@businessindiagroup.com

In 5 years Lenovo will use post-consumer recycled materials in 100 per cent of its PC products, 
90 per cent of its PC plastic packaging, and 60 per cent of its smartphone packaging  
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You may not have heard of Fort 
Barwara before this year. It’s a 
700-year-old fort that has under-

gone a decade of ‘upcycling’ to become 
the latest Six Senses resort. Given that 
there are just about 17-odd resorts of the 
brand globally, the excitement is palpa-
ble and understandable. 

Just a moment before you book your 
next Big Fat Wedding/event – the hotel 
has just 48 keys. However, there are 
indoor event spaces including a 2,045 sq 
ft (190 sq m) ballroom. A much sought-
after brand for the super well-heeled 
(online sites mention a minimum of 
about R70K for a room per night at the 
moment), the resort, which opened in 
mid-October, is reportedly running at 
high occupancy. 

The brand, founded in 1995 and 
acquired by hospitality major IHG in 
2019 in the midst of global consolida-
tion in the sector, seems to have big 
plans for India. Ahead of the opening 
Neil Jacobs, CEO mentioned a “big com-
mitment to the country. Fort Barwara 
is just the beginning, we want to cre-
ate a circuit, including urban resorts – 
we hope to announce it within the next 
two to three months.” 

 
Wellness+ 
If perception is right, for the usual Six 
Senses guest, wellness is the top USP 
for the brand. “As a brand, Six Senses 
is renowned for its focus on wellness 

and sustainability, 
with each hotel and 
resort set in locations 
of breathtaking natu-
ral beauty,” says Sangjay 
Choegyal, General Man-
ager, Six Senses Fort Barwara. 
“Being home to some 
of the most beautiful 
sites in the world and a 
wealth of local culture, India has always 
been a potential market for us.”

  “Our philosophy is very unique,” 
explains Choegyal. “We choose to cre-
ate a sensory experience all together, of 
the local community, spa treatments 
and to build a space that embraces the 
environment. As more people are taking 
on a greener, sustainable lifestyle, they 
are likely to resonate with the values of 

sustainability, health 
and wellness that 
lie at the heart of Six 

Senses. Meaningful 
travel has increased and 

individuals are looking for 
sustainable choices. We believe 

in values, locations and 
aesthetics that connect 
us to local culture and 

yet reflect a global sensibility.” 
So, who’s headed there? According 

to Choegyal, the usual suspects include 
affluent and discerning travellers which 
include HNI females & males, 35 years-
plus with a strong interest in wellness 
and sustainability. “We know that our 
position on sustainability and well-
ness deeply connects with the millen-
nial generation as well as they seek out 

Entrance to spa facilities Destination dining and experiences

Opulence overload 
The opening of the first Six Senses resort in India puts 
the country in the rarefied club for luxury hospitality

Choegyal: creating sensory 
 experience
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experiences for well-thought-out rea-
sons. Six Senses believes in developing 
ties with the local community and sur-
rounding areas. Our goal is to enrich the 
lives of the people around our resorts and 
spas as well as our guests. Millennials 
also love the experiences and offerings  
we present.” Choegyal is confident that 
Covid will have little impact on occu-
pancy. “As more people are gravitating 
towards health and well-being, offering 
deeply relaxing and wellness-infused 
experiences is of prime importance. This 
is where Six Senses steps in, by bring-
ing a diverse selection of wellness pro-
grams, experiences and amenities that 
can be easily personalised and delivered 
according to the guest’s preferences.” 

The enforced shift to the domes-
tic market in the last 18 months means 
there is unprecedented focus on it by 
luxury hospitality brands. 

“The Indian market is ever expand-
ing with a sudden surge in exploratory, 
experiential or wellness tourism, which 
is what is essentially driving the Indian 

luxury travel segment. With Six Senses 
Fort Barwara, our primary focus is on 
strengthening our domestic presence as 
well as our brand values in the country.”

 
History, brought alive
Six Senses Fort Barwara has witnessed 
a sensitively designed restoration pro-
cess lasting over a decade, points out 
Choegyal. “The erstwhile Barwara Fort 
was constructed in the 14th century by 
the Chauhans and was conquered by 
the Rajawat Dynasty from the Hadas in 
1734. During World War II, Raja Man 
Singh from the noble family of Barwara 
along with the Jaipur State Armed Forces 
fought alongside the British. In appreci-
ation of his services, he was bestowed 
with the title of Rao Bahadur. His grand-
son, Prithviraj Singh, has restored the 
fort to its previous glory in tandem with 
Panika, under the leadership of the late 
Nimish Patel and Parul Zaveri for archi-
tectural design, with a team of con-
servation experts including landscape 
designer Savita Punde and horticulturist 

Pradeep Kishen.
 Six Senses Hotels Resorts Spas man-

ages 17 hotels and resorts and 26 spas in 
20 countries under the brand names Six 
Senses, Evason and Six Senses Spas, and 
has signed a further 34 properties into 
the development pipeline.       u 

S U M A N  T A R A F D A R

feedback@businessindiagroup.com

Suite Interiors

• Fort Barwara is in a tucked away cor-
ner of southeast Rajasthan. Think Ranth-
ambhore National Park, which is about an 
hour’s drive away. Driving from Jaipur, the 
city with the nearest airport, will take about 
two and a half hours.   
• The 48 rooms, nay suites, range in size 
from 753 sq ft (70 sq m) to 3,014 sq ft (280 
sq m) and are in the northern section of the 
erstwhile royal residence.
• Though loaded with ‘mod cons’, each 
suite is designed in a contemporary Rajast-
hani style to complement the historic back-
drop of the fort. 
• The ‘zenana’ mahal is home to the spa, 
plus two revived temples.
•  At your beck and call is a 24-hour GEM 
(Guest Experience Maker).
• Six Senses wellness standards mandate 
handmade mattresses, cotton bedding, 
and a sleep tracker, the results of which 
are interpreted during a short consultation 
with a wellness expert, who may recom-
mend a personalised programme of life-
style changes and treatments.
• There are two swimming pools, banquet-
ing areas, a lifestyle boutique and a chil-
dren’s club.
•   An Earth Lab showcases sustainabil-
ity efforts to support communities and 

ecosystems while inviting guests to learn 
some positive life hacks.
•   Alchemy Bar – a brand staple – offers 
workshops where one can learn how to 
blend one’s own spa products. Indigenous 
essential oils, muds, clays, gels, and vege-
table oils are blended to create an energy-
boosting signature range of scrubs and spa 
potions.
• With sustainability as a high priority, the 
resort has a water bottling plant where it 
produces its own water – still and spar-
kling! The hotel also has natural wastewa-
ter treatment. 
• The landscape concept reinterprets the 
state’s regal setting, while the design has 
retained traditional gardens and water fea-
tures, local native flora, and fauna. Old 
water harvesting techniques have also 
been modernised.
•  Led by Matthew Cropp, the resort’s flag-
ship dining destination, Roohani, showcases 
the power of local produce from the resort’s 
organic garden and farms in the nearby vil-
lage in innovative ways. The overarching 
theme is Rajasthani-inspired fresh, sustain-
able cuisine highlighting Indian elements 
and flavours while embracing the Eat With 
Six Senses approach.  The Cortile is an all-
day dining destination. The Viewing Gallery, 

the Rajawat Room and Rani Bagh are other 
inhouse watering hotels.
• Besides trips to Ranthambhore NP, the 
hotel also has heritage, horticultural and 
cultural walks around the fort and to 
nearby villages.         u 

What to expect at Fort BarWara

Carefully restored premises
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Internet, online connected devices, 
world wide web, smartphones, 
broadband  and 2G, 3G, 4G and 

now 5G connectivity together are cre-
ating an explosion of data. Due to the 
easy sharing of information between 
connected devices, companies world-
wide have already amassed more data 
than they can manage. 

“There is an ongoing struggle to fig-
ure out what to do with it all, and the 
rate at which we produce and collect 
data is accelerating. In fact, according 
to research, on an average, companies 
only use a fraction of the data they 
collect and store,” explains Adugudi 
viswanathan venkatraman, founder 
and chairman, Latentview Analytics 
Limited (LvAL). He has a postgraduate 
diploma in management from IIm Cal-
cutta, and a bachelor of technology in 
civil engineering from IIT madras. He 
has several years of experience across 
IT services, credit analysis and business 
consulting.

“We are a pure play data and ana-
lytics company. We started off in 2006. 
venkat viswanathan and Pramadwathi 
Jandhyala were the founders. There’s 
also ramesh Hariharan, who’s a co-
founder, he sits out of Atlanta, US and 
heads the technology and data engi-
neering practice for us. We are a boot-
strapped company, we have not taken 
funding from anywhere, anybody and 
we have been cash positive right from 
the beginning, with very strong cash 
balance,” says rajan Sethuraman, Ceo. 
Sethuraman joined the company in 

2016 and holds a bachelor’s degree in 
engineering from bITS, Pilani. He has 
more than 13 years of consulting expe-
rience, working with Accenture and 
KPmG.

earlier on, LvAL focused on the 
Indian market, but  quickly pivoted 
to the north American market around 
2009. And that’s when it made its first 
appearance on the Deloitte Technol-
ogy Fast 50 and maintains that for 
nine years in a row. “And 2010 was 
important because we had our first 
big account with microsoft which 
turned out to be a big relationship. We 
landed in the west coast in the US,” 
adds Sethuraman, who is continuing 
to build relationships with all the tech-
nology companies out of the US West 
Coast, Silicon valley bay Area, 

Understanding data behaviour
“Today, about 63 per cent of our work 
is really for high tech technology com-
panies. We developed expertise on how 
to use data from all kinds of sources, 
whether it is internal company data 
right from the erPs and operating sys-
tems or whether it is external unstruc-
tured data, right from social media, 
from sensors or whatever it might be,” 
says Sethuraman, realising that the 
challenge then was to use all of that in 
some sense to understand the behav-
iour the data produced. It could be 
human behaviour, or machine behav-
iour or it could be process behaviour. 

“In some sense, at the heart of what 
we do is really to study and understand 

behaviour, and then help interpret 
what has happened, why did it hap-
pen and then predict what is going to 
happen and then what should compa-
nies do about it. We play a fairly broad 
spectrum in the type of the work that 
we do,” adds Sethuraman, who in 
India has delivery centres in Chennai 
and bengaluru. It has subsidiaries in 
these geographies, US, UK, Germany, 
and netherlands in europe besides in 
Singapore.

In the last couple of years, LvAL has 
reoriented more to add more value to 
its clients.  “So we have restructured 
by industry as our vertical. Addition-
ally, we have also been building some 
horizontal capabilities in the area of 
data engineering, predictive, prescrip-
tive analytics, supply chain analytics 
and more recently, we have put in a lot 
of effort in the direction of consulting 
capability,” adds Sethuraman.

“We provide services to blue chip 
companies in technology, bFSI, retail, 
industrials and other industries. We 
have emerged as one of the most 
trusted partners to several Fortune 
500 companies in recent years (Source: 
Zinnov report), and have worked with 
over 30 Fortune 500 companies in the 
last three fiscals,” says viswanathan 
pointing to some of the key clients like 
microsoft, Adobe, bmW, Uber Technol-
ogy and 7-eleven, to name a few. 

To make it simple and easy to under-
stand, what LvAL does is take this raw 
data, analyse them to find trends and 
suggest the best way forward for a 
company. Descriptive analytics – that 
describes historical trends in data 

LVAL, a pure-play data analytics company is raising money and 
eyeing acquisitions 

Digital accelerator

Viswanathan: new opportunities
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– focuses on summarising data in a 
meaningful and descriptive way.Then-
comes advanced analytics which uses 
advanced tools to extract data, make 
predictions and discover trends. “These 
tools include classical statistics as well 
as machine learning (mL). The mL tech-
nologies such as neural networks, nat-
ural language processing, sentiment 
analysis and enable advanced analyt-
ics,” describes Sethuraman.

“Classified into diagnostic analyt-
ics, predictive analytics and prescrip-
tive analytics, data analytics provides 
the insight that businesses need to 
make effective and efficient decisions. 
Used in combination they provide a 
well-rounded understanding of a com-
pany’s needs and opportunities,” adds 
Sethuraman.

For instance, a leading european 
car manufacturer found it was spend-
ing a lot of money in replacing gaskets 
that would wear out before the war-
ranty period. LvAL collected tonnes of 
data from the sensors already in these 
cars and analysed the driving patterns 
of thousands of drivers driving these 
vehicles. Using sophisticated statisti-
cal methodology with machine learn-
ing and IoT tools, LvAL made a series of 
recommendations to the car manufac-
turer which helped them save 35 per 
cent of the cost. 

Data analytics has an important role 
in the banking and finance industries. 
It is used to predict market trends and 
assess risk. Credit scores are an exam-
ple of data analytics that affects every-
one. “These scores use many data 
points to determine lending risk. Data 

analytics is also used to detect and pre-
vent fraud to improve efficiency and 
reduce risk for financial institutions,” 
observes rajan venkatesan, CFo of the 
company demonstrating that data ana-
lytics can provide critical information 
for healthcare, crime prevention, and 
environmental protection. 

Improving our world
“These applications of data analytics 
use these techniques to improve our 
world. The applications of data ana-
lytics are seemingly endless. more and 
more data is being collected every day 
– this presents new opportunities to 
apply data analytics to more parts of 
business, science and everyday life,” 
says viswanathan.

Talking about the numbers, for the 
last three years while the revenue has 
logged a compounded annual growth 
rate (CAGr) of just 3.07 per cent from 
R287.93 crore (FY19) to R305.87 crore 
(FY21), the net profit has moved up at 
a CAGr of 23.80 per cent from R59.67 
crore to R81.46 crore. “While the rev-
enue may look flat, margins have 
expanded because the business has sig-
nificant operating leverage, since they 
have a very asset light and scalable 
model. “Technology clients contribute 
over 60 per cent of its R300-odd crore, 
followed by industrials who make up 
for almost 18 per cent of its revenue. 
Consumer products, retail and bFSI 
contribute make up for the rest almost 
equally”, says Jandhyala, eD at LvAL, 
who is also a co-founder with a be in 
computer science from bITS Pilani and 
a postgraduate diploma in management 

from IIm Calcutta. 
The world today is witnessing a shift 

from providing core data to generating 
analytical insights to informed deci-
sion-making processes and optimising 
workflows across business activities. 
real-time and precise insights on busi-
ness operations and consumer spend-
ing patterns are critical for enterprises 
to maximise the company’s value at 
reduced costs.

Consequently, analytics and auto-
mation areleveraged across industries 
for a variety of uses such as forecast-
ing demand, optimising supply chains, 
maximising return on investment 
(roI) frompromotional spending, pre-
dicting fraud and machine failures.

Today data analytics is one of the 
fastest growing segments of the digital 
spend across industries. “It is being lev-
eraged by enterprises to guide business 
strategy and optimise spending deci-
sions during growing financial uncer-
tainties,” adds Sethuraman pointing 
out at the great amount of opportu-
nity, as the market size for data analyt-
ics was about $174 billion in 2020 and 
is expected  to grow at a CAGr of 18 per 
cent to $330 billion by 2024.

“We propose to leverage these 
opportunities and to pursue our stra-
tegic expansion plans through inor-
ganic opportunities. In the past as 
well, we have received several expres-
sions of interest and we have been 
looking at them, but there is nothing 
that I would call to be in an advanced 
stage right now. We do have a set of cri-
teria, which we are using to add com-
panies into the funnel. And we will be 
evaluating them as we go along,” con-
cludes Sethuraman. “The key objective 
of acquisition is to expand our tar-
get market or improve their position 
in these target markets, in terms of fit-
ment to our wheelhouse and the focus 
areas that we are interested in. So from 
a vertical perspective, we will be very 
much interested in companies that 
are playing in the bFSI and retail, CPG 
space,”Sethuraman shortlists his crite-
ria looking at the geographies around 
the world to stay ahead of the competi-
tion. The LvAL board has adopted a res-
olution on12 August, 2021 setting out 
its intent to identify such targets and 
commence the acquisition process.   u 

L A n C e L o T  J o S e P H

lancelot.joseph@businessindiagroup.com

Jandhyala: margins have expandedSethuraman: very strong cash balance
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The automation of processes like 
sourcing and procurement auto-
mation is seeing an uptake in 

investment led by changes in govern-
ment regulations, legal compliance 
adherence, increase in governance 
and controls (accentuated due to 
remote working) and increase in costs. 
The market is expected to grow from  
$850 million in 2020 to over $2  
billion by 2025.

Srividya Kannan, founder direc-
tor of Avaali Solutions used to stand 
in court for litigation and manage 
collections during the tough finan-
cial crises period of 1999-2000. “After 
earning extensive experience in creat-
ing and managing high-performance 
teams, working in large matrix organ-
isations such as Wipro, Oracle, and 
SAP, I decided to start up on my own,” 
explains Kannan who in 2012 started 
Avaali Solutions, headquartered in 
Bengaluru with subsidiaries in Singa-
pore and the UAE. 

Under her leadership, Avaali has 
enabled transformations for over 150 
plus marquee, blue chip accounts via 
emerging technologies. Avaali has 
innovated and launched various solu-
tions under the ‘Velocious’ brand 
name, and has been engaging with 
enterprise customers for a long time

“One of the factors that has always 
been intriguing is that even though 
they spend a lot of dollars on trans-
actional systems, 80 per cent of their 
processes are handled manually – 
business users must deal with a lot of 
documents in various formats (both 
physical and electronic). Process stake-
holders spend a lot of time looking for 
information that typically lies in bits 
and silos across the enterprise. Gov-
ernance and risks are huge because 
confidential information could be 
accessed by unauthorised users and 
when a knowledge worker quits the 
organisation, a lot of information is 
lost. These factors have a huge impact 
on productivity and cost and this in 
turn presents a big opportunity for 

improvement,” says Kannan. 
“With our solutions, upper mid to 

large enterprises bring down their pro-
cess cycle time by over 50 per cent 
and their cost of operations by over 35 
per cent. As a result of Covid-19, most 
enterprises have accelerated their dig-
ital business adoption – over 60 per 
cent of large enterprises choose to 
improve operational excellence via 
digital business,” adds Kannan who 
took 18 months to get her first order. 

Improving efficiencies
Avaali’s solutions help enterprises to 
consolidate, standardise and automate 
their operational processes such as 
procurement, sourcing, supply chain, 
HR, legal, order-to-cash processes, 
financial processes, etc.

“At Nayara Energy, we made a defin-
itive move from the fragmented, labo-
rious, and time-consuming accounts 
payable process to implement the SAP 
vendor invoice management (VIM) sys-
tem. The platform helped us improve 
efficiencies, enhance productivity, sim-
plify operations, and most importantly, 
helped in eliminating bottlenecks. The 
multilevel approval approach that this 
platform brings ensures more control 
on systems and improves the cycle 
time. The smooth implementation of 

the platform has resulted in achieving 
timely closure of books and appropri-
ate governance and records manage-
ment,” observes Parthasarathy S, Chief 
Accounting and Transformation Offi-
cer at Nayara Energy.

Says Alkane Patel, Chief Digital 
Officer of Bidco Africa: “As a result of 
this implementation, we have been 
able to reduce our invoice processing 
time significantly by 75-85 per cent; 
it is now down to one to two days 
from an earlier seven-day invoice pro-
cessing cycle time. We have also now 
achieved about 55 per cent touch-
less invoice processing within four 
months of the go-live of the VIM solu-
tion. With this solution, Avaali has 
implemented standardised invoice 
processing rules across locations, thus 
enabling better governance of the end-
to-end process.”

“Avaali’s expertise in OpenText VIM 
support helped us manage our VIM 
project efficiently, and keep running 
things smoothly,” says Rahul Yadav, 
Head - Digital & Technology Business 
Solutions - Asia Pacific & Middle East, 
Compass group.

Today, with a team of over 140 peo-
ple, Avaali has been operating in a com-
pletely bootstrapped manner, without 
any external funding for the last eight 
years. “With our targeted go-to-market 
being large enterprises primarily, we 
are today completely profitable with 
zero debt, zero write-offs and zero bad 
debt across these years,” says Kannan, 
adding: “In the first six months of this 
financial year, the order book position 
has grown over 200 per cent versus the 
equivalent period of the previous year. 
We expect to close this financial year 
with $5.5 million revenue. Our EBIDTA 
margins stand at about 20 per cent.” 

As for the future, Kannan is coming 
up with solutions that will enable more 
effective working capital management 
and optimising inventories. “Our next 
generation dynamic discounting solu-
tion will help our customers to bring 
down their procurement cost by at 
least 8-10 per cent. We are also invest-
ing in increasing our share of wallet 
in other geographies such as MEA and 
Europe,” concludes Kannan who has 
signed up a five-year contract with an 
oil PSU in the country.        u 
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Geographical expansion
With a market target of $2 billion by 2025, Avaali is looking at 
geographies such as MEA and Europe

Kannan: completely profitable
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Last month, RateGainTravel Technol-
ogies, a provider of SaaS solutions 
for travel and hospitality, acquired 

myhotelshop, a company incorporated 
in Germany, which provides a plat-
form to help hotels improve direct guest 
acquisition. RateGain offers travel and 
hospitality solutions that unlock new 
revenues every day. 

“Together, myhotelshop and Rat-
eGain will now offer hotels the abil-
ity to reach more customers at higher 
returns. This is in line with RateGain’s 
mission to become the leading revenue 
maximisation platform for the hospi-
tality and travel industry,” explains the 
45-year-old Bhanu Chopra, CMD of Rat-
eGain, an entrepreneur with experience 
of over 15 years. He holds a master’s 
degree in finance and computer science 
from Indiana University, after which he 
began his career with Deloitte in 1998.

According to a Phocuswright report, 
pre-Covid-19, in 2019, the global travel 
and tourism industry was 10.4 per cent 
of the global GDP but faced a number 
of challenges, the most critical of them 
being low digitisation and disparate sys-
tems that were not interoperable. The 
report states that, since Covid-19 accel-
erated digitisation of customer inter-
actions, nine out of ten travellers now 
engage with travel online. The research 
also shows that most travellers do not 
shop and book from the same source, 
with a majority of online shoppers 
searching online travel agents (OTAs) 
and booking on hotel websites. 

“This increases the need for hotels 
to move away from disparate systems 
and have a single provider that can help 
them get better control on guest acqui-
sition and reduce dependency on one 
channel. myhotelshop offers report-
ing, bid management and campaign 
intelligence platform for metasearch 
publishers and other travel products 
that enables hotel suppliers, OTAs, and 
agency clients to reach more customers 
at higher returns,” says Chopra adding: 
“The merger will help in addressing a 
key challenge that the industry is facing 

in the post-Covid world that is wit-
nessing increased digitisation.

Laser-sharp focus
“In an age where companies focus 
aggressively on topline, and higher val-
uations”, reckons Naveen Wadhera, MD 
at TA Associates, “RateGain has been 
one of the few companies that has dis-
played laser-sharp focus on maintaining 
profitability and improving margins. 
Their acquisition strategy is prudent 
and is helping them augment the mar-
ket and build a strong foundation with 
the promise of providing end-to-end 
capabilities to the travel and hospitality 
industry”.

RateGain has historically derived 
a significant portion of its revenues 
from operations from a limited num-
ber of markets, namely, North Amer-
ica and Europe. Revenue generated from 
sale of services in North America and 
Europe was R214.79 crore, R333 crore 
and R199 crore and represented 82.12 
per cent, 83.60 per cent and 79.74 per 
cent, respectively, of the total revenue 

from operations in fiscals 2019, 2020 
and 2021, respectively. 

However, RateGain’s competitive 
advantage is that its key driver lies in 
the vast and continued volumes of data 
flowing through the taps. “Native end 
to end integrations with all major CRSs 
and PMSs, as well as long-tail channels, 
allow RateGain to access data at a level 
that cannot easily be replicated. Our 
DHISCO distribution platform is one of 
the largest processors of electronic hotel 
transactions and it is one of the few 
travel technology companies to provide 
end to end support from data & deci-
sion through distribution and market-
ing technology.” 

Chopra adds that another key factor 
is the gathering of data across all supplier 
sectors and geographies to form the basis 
of artificial intelligence (AI) models that 
become more powerful as the data mod-
els grow. The emergence of more recent 
AI models like those for deep learning 
have the advantage of being able to con-
sume large datasets, determine the rela-

tionships between the data, and then 
provide increasingly powerful pre-
dictions. As the models consume 
more data, they improve and can 
spot relationships humans can-
not uncover. 

“Once a company begins sav-
ing data and building these models, it 

becomes increasingly difficult for other 
companies to catch up. Large datasets 
with deep learning AI models constitute 
one of the very few remaining moats 
companies can build. It’s no longer 
enough to just have multiple products 
to serve a supplier type or function; suc-
cessful companies must build products 
that leverage each other’s capabilities 
and data to create unique value,” adds 
Chopra. “RateGain, for example, uses 
data from its rate shopping and switch 
products to inform its AI products. Each 
product has its value as a standalone ser-
vice, but it also contributes to the larger 
capabilities of the product suite.” 

Lastly, the total addressable market 
for RateGain is large and rapidly grow-
ing. According to the Phocuswright 
report, third party travel and hospi-
tality technology is estimated to be a 
$5.91 billion market in 2021, growing 
to an estimated $11.47 billion in 2025 
at a CAGR of 18 per cent.        u 
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Unlocking new revenue 
RateGain’s acquisition is aimed to help the pandemic-stricken 
hospitality industry 

Chopra:  
reaching more 

customers

https://hospitality.economictimes.indiatimes.com/tag/saas
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“No, my son, never” wrote 
well known journalist of 
yester years DR Mankekar 

in his novel on Indian journalism. 
Decades later, banker Prakashchandra 
Onkardas Somani did not want his son 
Piyush Somani to join the politics-rid-
den financial services. “Do something 
on your own,” the senior Somani told 
his son. Fresh from University of Pune 
with an engineering degree in electron-
ics in 2002, Piyush tried his hands with 
a service company, but then the entre-
preneur in him realised that he should 
listen to his father. 

Piyush and his friends from college 
and the previous organisation decided 
to become business partners and took 
up the first project to offer web hosting 
support. “In fact, my father sponsored 
my first computer and the Internet 
connection, patted me and said not to 
worry about contributing anything to 
the family for five years,” recalls Piyush. 
This helped him set up ESDS (Exuber-
ance Support for Data Services) with the 
first data centre at Nashik.

In 2005, Piyush applied for a pri-
vate limited company, and ESDS Soft-
ware Solution was incorporated. Five 
years later, ESDS launched a new data 
centre in Navi Mumbai. There was no 
looking back since then. In 2020, ESDS 
came up with a new data centre in Ben-
galuru. The services are offered through 
ESDS’s data centre in Bengaluru, which 
has been jointly developed with Soft-
ware Technology Parks of India, Beng-
aluru (STPI). 

Through R&D initiatives, ESDS devel-
oped a vertically auto scalable cloud, 
which is patented in the US and the UK. 
ESDS was the first company to offer a 
true Make-In-India cloud in the nation 
in 2011 when the nation only knew 
virtualisation. 

Post pandemic, the dependence 
on cloud services has risen dramat-
ically. Cloud computing is the on-
demand availability of computer system 
resources, especially data storage (cloud) 
and computing power, without direct 

active management by the user. “While 
researchers say Cloud and Edge are the 
future, we at ESDS enjoy the advantage 
of early movers,” says Piyush.

Need of secure service
The cloud services market in India was 
undergoing a transition phase, which 
got accelerated by the perpetuation of 
Covid-19 in 2020. During the first quar-
ter of 2020, spending by enterprises on 
cloud infrastructure increased by about 
35 per cent compared to the fourth 
quarter of 2019. The shift of work cul-
ture from office set-ups to virtual work 
generated the urgent need of secure, 
reliable, scalable, and cost-effective 
technology services across the country. 
SaaS (Software as a Service) has been a 
huge support for the sudden increase in 
the mobile workforce in 2020. 

The Indian cloud infrastructure wit-
nessed a y-o-y growth of around 15 per 
cent by the end of 2020. The hybrid 

cloud witnessed the major-
ity investment as compared to 
public and private cloud model 
during the pandemic. In accordance 
with Enterprise Cloud Index report, 
over 65 per cent of Indian organisations, 
due to Covid-19, increased their invest-
ments in hybrid cloud. As per the IT 
spending survey, more than 65 per cent  
of India’s enterprises have realised the 
benefits of opting for cloud in terms of 
acquiring new clients, serving the exist-
ing customer base and achieving good 
profitability. About 81 per cent of corpo-
rate organisations have adopted cloud 
services in the wake of the pandemic, 
with the implementation of work from 
home culture. 

The push towards cloud services has 
boosted hyper-scale data centre invest-
ments, with global investments esti-
mated to exceed $200 billion annually 
by 2025. India is expected to gain a sig-
nificant share in the global market, with 

On Cloud 9
ESDS is all set to cash in on the 
surging industry

Piyush: providing 
a comprehensive 

range of  
solutions
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the country’s investment expected to 
hit $5 billion annually by 2025. Further, 
the accounting of revenue expected to 
be gained from digitally underserved 
MSMEs of India could further provide a 
major boost to the IT sector. 

Advantage ESDS
Being the first Indian IT company to 
offer the three integrated Cloud services 
– Infrastructure as a Service, Software as 
a service and Platform as a service, “our 
business offerings provide a compre-
hensive range of solutions,” says Piyush. 
Thus, he says, “we provide a one-stop-
shop for our customer’s cloud adoption, 
and is an important factor in customer 
acquisition, retention and sets us apart 
from our competitors.” 

When ESDS’ Data Centre began its 
operation in Nashik in 2011, Piyush’s 
vision became a reality. In July 2015, the 
Government of India launched ‘Digi-
tal India Programme,’ with a vision to 
transform India into a digitally empow-
ered society and knowledge economy. 
Further, it was envisaged that the digital 
ecosystem could generate an economic 
value of $1 trillion, which would play a 
crucial role in achieving the $5 trillion 
economy target by 2025. 

As part of the programme, the gov-
ernment identified 30 digital themes 
across different sectors such as agri-
culture, healthcare, education, energy, 
digital payments, etc. This 
relies on a 21st century IT/
ITeS, highlighting opportu-
nities for increased adoption 
of digital technologies, says 
Dr. Rajeev Papneja, Chief 
Growth Officer, ESDS.

Even top ITeS companies 
depend on ESDS for cloud 
and the client roster includes 
L&T, Tech Mahindra, EDF 
India Private Limited, Soft-
ware Technology Parks of 
India, EPL Limited, Symphony Limited, 
US Technology International Private 
Limited. “With many of these compa-
nies, we have been able to establish long 
term relationships,” he points out. 

“His vision has led to the expansion 
of its existing products and services port-
folio by catering to government min-
istries and companies, and corporate 
entities across various sectors. Under 
his leadership, the company has been 
recognised by the Great Place to Work 

Institute for its commitment to being a 
great place to work in 2021, as among 
India’s 50 Best Workplaces for Women 
2020 by Great Place to Work Institute 
India in 2020 and The Nashik Best 
Employer Brand Award 2019 awarded at 
the 14th Employer Branding Awards in 
2019, amongst others,” explains Sandi-
pan Bhattacharjee, Head Domestic Mar-
keting at ESDS.

As a result of its diversified prod-
uct offering and clientele, ESDS is able 
to cater to a wide range of industries, 
including BFSI, healthcare, education, 
energy and utilities, agriculture, man-
ufacturing, entertainment & media, IT 
and ITeS and government departments. 
This allows it access to a broad revenue 
pool and which insulates the business 
against sector fluctuations and industry 
concentration risks. 

As India’s leading Managed Cloud 
Service and end-to-end multi-Cloud 
requirements provider, ESDS has uti-
lised its expertise to launch its digital 
platform Famrut with the key objective 
of assisting farmers in extracting max-
imum yield and thereby revenue from 
their piece of land by connecting them 
with relevant stakeholders in the agri-
cultural ecosystem. Through Famrut, 
the company aims to deliver farming 
solutions to farmers across the nation. 
Insufficient resources, lack of direct 
access to the markets, unpredictable 

weather conditions that 
affect crops production, 
and the hours of manual 
labour that go into the 
process are few difficul-
ties faced by a majority of 
the farmers. “The app will 
enable farmers to con-
nect with agronomists of 
their choice, accessibility 
to banking & insurance 
products, markets, and 
crop and cattle manage-

ment, logistics and solutions help with 
farming,” says Piyush.

ESDS already has the largest num-
ber of banking customers in India 
which include more than 400 co-oper-
ative banks, district co-operative central 
banks and small banks. This networking 
is bound to help ESDS push its Famrut 
to the hilt, analysts say. It has executed 
contracts such as BFSI community cloud 
contracts, smart city and metering con-
tracts, and contracts with other public 

sector organisations. Financially speak-
ing, for the year ended March 2021, 
ESDS has reported a turnover of R171.72 
crore and made a net profit of R5.4 crore.

As per Ken Research Report, the 
Indian cloud market is expected to grow 
at a CAGR of 31 per cent during fiscals 
2020 to 2025 primarily driven by gov-
ernment support, positive investment 
climate, growing interest among the dig-
ital enterprise, rising internet penetra-
tion and other factors. Further, the data 
centre industry is anticipated to grow 
with a CAGR of 17.4 per cent  during fis-
cals 2020 to 2025 led by increased adop-
tion of co-location services, aiding in 
improvement of occupancy rates of data 
centre facilities by fiscal 2025 (Source: 
Ken Research Report). Moreover, the 
Union government is embracing cloud 
computing technology for expanding its 
e-governance initiatives throughout the 
country. The Ministry of Communica-
tions and IT is planning to adopt cloud 
computing and has plans to create IT 
enabled services, applications and pol-
icies towards achieving full benefits in 
different government initiatives.

All these augur well for early mover 
ESDS, which plans to go public target-
ing to raise R1,300 crore, as per market 
talk. The company has filed its Draft 
Red Herring Prospectus with SEBI stat-
ing that the public offering comprises 
of a fresh issue for R322 crore and 
an offer for sale of up to 21,525,000 
equity shares by promoters and inves-
tors. The price band and issue dates 
will be decided later in consultation 
with the managers to the issue, Axis 
Capital Limited and IIFL Securities 
Limited.

ESDS is exploring to set up 140 
new data centres in India, in loca-
tions which may include Mohali and 
Navi Mumbai. Additionally, says the 
offer document, the company aims to 
enhance its ecosystem by expanding 
the strategic alliances with companies 
with expertise in robotic process auto-
mation, business intelligence, artifi-
cial intelligence, machine learning and 
Internet of Things.

What has started off with a single 
computer is a cloud computing major 
seeking to carve a niche for itself in 
Digital India story. And Piyush and his 
team are certainly on Cloud 9.      u 
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For Svami fans (yes, the beverage 
brand, not a relook at the retro 
charms of Malgudi and its protag-

onist), the season brings cheer anew as 
the brand has launched new drinks to 
expand its already considerable range. 
It has also tied up with global luxury 
conglomerate LVMH to launch limited-
edition drink mixers. 

In the relatively short time since 
Svami’s launch in 2018 with tonic 
waters, it has grown to be a preferred 
name in mixers and non-alcoholic 
beverages in the country. Its recent 
launches, 2 Cal Cola and Salted Lem-
onade, are both aimed at the health-
conscious market. While the 2 Cal 
Cola possesses zero sugar, the Salted 

Lemonade is made with natural lem-
ons and contains low sugar. “There 
has been an increasing need for an 
upgrade in the segments of lemon-
ade and cola,” points out Sahil Jatana, 
CEO & co-founder, Svami Drinks. 
“These two beverages are probably 
the most loved and versatile dual-pur-
pose beverages, whether as a mixer or 
as an RTD (Ready to Drink). We have 
also decided to price these cheaper 
than our other products to get peo-
ple into our Svami universe. We see 
these products open more doors for us 
in non-metro markets and category B 
retail stores.” The Svami Cola and the 
Svami Salted Lemonade retail at R65.

“We want to change the way 

non-alcoholic beverages are per-
ceived,” adds Jatana, who launched 
the brand along with Rahul Mehra 
and Aneesh Bhasin. “When we finally 
launched our non-alcoholic range of 
RTD beverages, the premise was that 
when you go out to drink or want a 
drink at home, why should you be 
limited to the same old ‘mocktails’ 
that have been available. When we 
launched with our tonic waters in 
2018, we were the first to introduce 
flavoured tonic waters.  During the 
pandemic we realised that more and 
more people were getting conscious 
about the calories they were consum-
ing, hence the 3 Cal tonic water was 
introduced.”

A growing market
According to a recent report released 
by ResearchAndMarkets.com, the non-
alcoholic beverage market in India 
is rising fast due to rising awareness 
about the need for healthier lifestyles, 
rising disposable incomes and a rising 
number of people opting for non-alco-
holic drinks with their meals. Statista 
predicts the market is expected to 
grow annually by a CAGR of 9.01 per 
cent during 2021-2025. Even more sig-
nificantly, superior taste was the most 
important factor for most consumers. 

“Taste is key, irrespective of the 
drink being alcoholic or non-
alcoholic,” Bhasin said earlier 
this year.

Svami now has 12 SKUs – five 
tonic waters, a ginger ale, a soda, 

three non- alcoholic RTDs, a lem-
onade and a cola. “The 3 Cal Tonic is 

Now, a 2 cal cola   
With a couple of new launches and a tie-up for mixers with LVMH, 
Svami is looking to extend its lead in its segment 

Bhasin, Mehra 
and Jatana: 

ensuring Svami 
offers superior 

taste

Gin Appreciation Kit

http://ResearchAndMarkets.com
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our top seller on our website and on 
Amazon,” says Jatana. 

Svami has been astute in targeting 
the premium customer, sensing the 
growing potential. “We believe there 
is ample play in our total addressable 
market in India. We don’t think we 
are going to be offering mass products. 
We want to keep our products aspira-
tional, yet not out of reach.”

Svami primarily targets consumers 
seeking superior non-alcoholic bever-
age options and people who consume 
spirits and enjoy non-alcoholic bever-
ages. It is also popular among the F&B 
community for its diverse portfolio of 
products. 

“We are looking at the non-alco-
holic drinks market minus packaged 
drinking water and fruit juices,” says 
Jatana. “With the mass premium prod-
uct range, we service Tier 1 & Tier 2 
cities and Category A stores in these 
cities, which puts our addressable mar-
ket at roughly $4 billion as on 2021. 
The segment is growing at about 8 per 
cent and expected to reach $8 billion 
by 2030.”  

Svami raised a fresh investment of 
R7.5 crore in a pre-Series A round of 
funding from a mix of institutional 
and individual investors in 2019. In 
October 2020, the start-up raised R6.5 
crore in a bridge round leading up to 
a Series A round. The company closed 
FY21 with R6.2 crore revenue, says 
Jatana. “We are working on closing 
our Series A round.   We have a range 
of new products in the pipeline for the 
next two to three years.” 

Svami has had a staggered release 

of the portfolio since 2018. Tonic 
waters released in January 2018, gin-
ger ale in 2019 followed by soda, 3 Cal 
Tonic in May 2020 and the RTD range 
in November 2020. RTDs have a 20 per 
cent share of revenue, and Jatana feels 
that they haven’t reached their full 
potential yet as they were released just 
before the second wave of Covid and 
haven’t had their day in the sun yet.

Mix of offline and online
Svami has been available via three 
main channels – HoReCa, retail (gen-
eral trade, modern trade, wine shops, 
and online for less than a year. Jatana 
says that pre-pandemic, “we were 70 
per cent HoReCa and 30 per cent retail 
with a plan to go retail heavy over 
the next three years. However, even 
with the pandemic – we switched that 
around, we are now 70 per cent retail, 
20 per cent HoReCa and 10 per cent 
online. Within the retail segment, we 
are pretty equally split between gen-
eral trade and modern trade.

To reach out to its primary consum-
ers, Svami uses a mix of online (pri-
marily Instagram) and offline channels 
with relevant bar events such as India 
Cocktail Week. “We also have a thriv-
ing advocacy programme where we 
engage with bartenders on a regular 
basis with our team of brand ambas-
sadors,” explains Jatana. “For example, 
during lockdown in 2020, we were the 
first F&B brand to create a contest for 
bartenders called ‘Superlative Cocktail 
League’ and gave away cash prizes to 
the bar community.”

Meanwhile its tie-up with LVMH 
is expected to bring a new level of 
acceptance. Inspired and designed  
exclusively for the Moët Hennessy 
portfolio in India, these bespoke mix-
ers come as a pioneering retail inno-
vation undertaken by an alco-bev 
company in India, says the conglom-
erate. “These curated non-alcoholic 
mixers have been specially crafted to 
be paired with Belvedere, Glenmor-
angie and Hennessy, to create a high-
quality drinking experience for the 
Indian consumer, aimed at enhancing 
at-home consumption.”

While India continues to be a brown 
spirits dominated market, the fledg-
ling space for premium non-alcoholic 
drinks is growing fast, with a number 
of players, established and start-ups, 

entering the space in the recent past. 
Carving a niche space, with a wider 
range of products has helped Svami 
establish itself, though cracking the 
‘masstige’ segment could well deter-
mine its durability in a fickle, and often 
value-conscious domestic market.  u

S U M A N  T A R A F D A R 
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Perfect twosome 
Svami 2 Cal Cola  is India’s homegrown 
premium cola product, and with its 
launch, the brand aims to cater to the 
conscious consumer and be in line with 
changing consumer behaviour. Svami 

has innovated a cola that is sugar-free 
and has just two calories. While the 2 
Cal Cola can be consumed on its own, 
it can also be mixed with alcohol, espe-
cially with dark spirits. It can act as a per-
fect mixing ingredient to master drinks 
such as Cuba Libres, JDs, LIITs, etc. A 
keto-friendly drink with zero synthetic/
artificial flavours, it is the best option for 
guilt-free drinking. 

Svami Salted Lemonade doubles as a 
drink by itself as well as a versatile mixer. 
It gives drinks a lemony twist and adds a 
layer to regular tequila, gin, vodka, rum, 
whiskey and beer. It can be used as lem-
onade mimosas and cold brew coffee 
lemonade. The first of its kind, the Salted 
Lemonade has a balanced sweet and sour 
taste with a hint of salt that appeals to the 
contemporary palate.

Svami is hoping to reach new customers 
with the new launches 
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Yet another initiative from JK 
Tyre, the pioneer tyre maker 
that has been actively promot-

ing motorsports in India for more than 
three decades, brought Royal Enfield 
with its Continental GT 650 bike to 
participate in the 24th  JK Tyre FMSCI 
National Racing Championship (JKNRC) 
2021. Its first edition under ‘Royal 
Enfield Continental GT Cup’ is another 
attraction to motorsports enthusiasts 
and bike riders. Along with GT 650, the 
LGB Formula 4 and JK Tyre Novice Cup 
races were held in the first round con-
cluded in Coimbatore on 24 October.  

“Our National Racing Champion-
ship, which is India’s flagship racing 
championship, has now entered its 25th 
year. Over these years, the platform has 
not just produced world-class racers but 
has also created a distinct podium for 
several auto manufacturers to put their 
machines and technologies to the ulti-
mate test of endurance. We are ecstatic 
to now have Royal Enfield join us in our 
silver jubilee year. The Continental GT 
Cup is definitely a step forward towards 
appealing to more racing aspirants and 
building access to the world of two-
wheeler racing. We look forward to an 
exciting debut of the Royal Enfield Con-
tinental GT Cup 2021,” said Srinivasu 
Allaphan, Director – Sales & Marketing, 
JK Tyre & Industries.

“In our unparalleled journey of JK 
Tyre Racing Championship, we are glad 
to welcome the seventh manufacturer 
and especially a bike – the Royal Enfield 
Continental GT – which has almost 
normal trims; closest to the ones you 

drive in day-to-day life. This, 
coupled with the sheer 650cc 
power, makes the new entry a fan-
tastic opportunity for racers,” said San-
jay Sharma, Head-Motorsport, JK Tyre. 
“While the country awaits the interna-
tional regional Formula 3 & Formula 4 
championships which are soon to be 
launched by Racing Promotions, domes-
tic racing continues to evolve and be 
extremely competitive and that’s the 
reason that Indian racers do not take 
much time to adapt to bigger technol-
ogies. A 180 kg bike, RE GT clocks in 
times of under 1.19 and, with an almost 
stock engine, gave a new perspective to 
the world of racing and our champion-
ship in particular,” he added.

A fantastic opportunity
Royal Enfield has been at the forefront 
of creating and growing the leisure rid-
ing culture, and the brand has also been 
a significant part of niche motorcycling 
sub-cultures like endurance races, cross-
country trails, road racing, among oth-
ers. A total of 400 entries were received 
from across the country, out of which 
100 riders made it to the Rider Selection 
Process and finally 18 riders were short-
listed to compete in the 2021 season of 
the Royal Enfield Continental GT Cup 
comprising four rounds. 

“Nurturing and encouraging the 
spirit of pure motorcycling has been 
the core philosophy of Royal Enfield 
for over a century. With a long history 
of rides and events that have spawned 
riding communities across the world, 
we have also actively engaged in racing, 

with success in top-level racing events 
such as the 1914 Isle of Man TT, the 
1960 Big Bear Run, the 2020 Daytona at 
the American Flat Track, and the 2021 
DTRA Flat Track ‘Twins Class’ Champi-
onship, among several others. In 2019, 
we developed two race-ready Conti-
nental GT 650 motorcycles with Harris 
Performance, leveraging their 40 years 
of racing experience to make the most 
track-worthy GTs we could, all with-
out fundamentally changing the base 
motorcycles. The result exceeded our 
expectations, and so we are excited to 
continue that story and launch the 

Continental GT Cup, ,” explains 
Adrian Sellers – Custom Pro-
gramme Lead & Manager, Prod-
uct Strategy & Industrial Design 
at Royal Enfield. 

Royal Enfield Continental GT 
Cup is India’s first retro racing for-

mat aimed at building accessible entry 
into track racing for new entrants as 
well as experienced racers. A track-spec 
version Continental GT 650 with a few 
modifications rode on the racing track.  

Talking about the concept and enter-
ing into motorsports with JK Tyre: 
Vaibhav Nijhowne, Manager, Motors-
ports, Royal Enfield said: “As our prod-
ucts are evolving, we also feel that we 
need to evolve experience with our 
loyal customers. Not many know that 
Royal Enfield has a very rich and long 
history in motorsports and we want to 
revive that. We have been participating 
in races in all sorts of formats. We, as a 
brand, stand for pure motorcycling and 
we believe this is another way of experi-
encing pure motorcycling.”

Going forward, Royal Enfield offi-
cials say, this is only the beginning 
and their focus is to make the GT Cup, 
a successful event with three more 
rounds to go and the final round to be 
held at the Buddh International Cir-
cuit. They also plan to conduct track 
riding schools later this year.

“As a manufacturer, we know our 
motorcycles. But you need a partner 
who knows how to conduct races. So, 
there has to be very good brand syn-
ergy. JK Tyre promotes motorsports 
and organises racing events – they do 
it in style and as per guidelines. That’s 
why we chose to go with JK Tyre,” 
concludes a confident Nijhowne. u
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New entrant

Royal Enfield is the latest 
to join the racing track

A new perspective 
to the world of 

racing
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Warren Buffett is 91. Charlie 
Munger 97. Between them, 
they shaped Berkshire Hath-

away into the eighth-largest public 
company in the world, the tenth-larg-
est conglomerate by revenue and the 
largest financial services company by 
revenue in the world.

The secrets of their stupendous 
success in solid investments have left 
admirers into trying to demystify the 
reasons for their success. Others have 
tried to emulate what they under-
stood to be the formula. Many, many 
tomes have already been written on 
the conglomerate. The very first line 
of the book – a foreword by Christo-
pher Bloomstran, President and CIO of 
Semper Augustus Investments Group – 
mentions that the US Library of Con-
gress has over 200 volumes “devoted 
to Berkshire Hathaway and the  
two gentlemen adorning the cover of 
this book”.

Yes, two, especially Buffett, the 
‘Oracle of Omaha’ have long enjoyed 
a cult-like following among investors. 
Which author Adam Mead, a self-con-
fessed ‘nerd’ for everything Berkshire 
brings out with skill and sensitivity 
combined with a penchant for oper-
ating margins, stock earnings, equity 
portfolio et al. No surprises then that 
he is “practising capital allocator and 
lifelong student of business” who has 
attended every Annual Meeting since 
2012. Describing his chance to get bet-
ter seats at his first Berkshire Hathaway 

Annual Meeting in Omaha that year, 
he writes, “we charge with the polite-
ness of men in suits and the excite-
ment of teenage girls seeing the Beatles 
in concert for the first time”. 40,000 
others had joined in, and many oth-
ers must have wished to, such was the 
drawing power of then octogenarians.   

The book decodes the business by 
decade, starting with 1955-1964. While 
Buffett took charge of the company in 
1965, and Mead had already put in a 
chapter on the previous decade to con-
trast the operations, apparently Buf-
fett himself suggested that the author 
go further back to look at the “brief 
respite of profitability the predecessor 
companies experienced during WWII 

before resuming their economic slide”. 
Yes, as well documented elsewhere as 
well, Buffett’s arrival at the helm was 
marked by years of stagnation of the 
textile sector in the US, where the 
company was primarily present.

  The book traces the company’s 
growth, primarily based on Annual 
Reports and Chairman’s Letters. Each 
chapter opens with a summary of 
the financial snapshot of the decade, 
including key acquisitions. The book 
is data laden, indeed pages of it, 
manna for those who want to crack 

the secrets. No, this is not the book if 
you are looking to learn more about 
Buffett’s personal life, instead Mead 
harnesses his “deep seated inclination 
towards logic and order” to perfectly 
balance text and numbers. The latter 
can startle a Berkshire newbie. 

Between 1975 and 1984, annual 
revenues went from $101.5 million 
to $729 million, while in the same 
period, the book value per share went 
from $90.02 to 1,108.77! Presently an 
outright owner of many companies 
and with significant shares in many 
others such as Apple, Coca-Cola, Kraft 
Heinz and American Express among 
others, Mead ascribes Berkshire Hath-
away’s decades long sustained success 
to a multiplicity of factors, including 
a bit of luck! The presence of current 
vice chairman Ajit Jain, who joined 

the company in 1986, lends an India 
connect.

The author mentions two possible 
audiences for the book – “the new stu-
dent of Berkshire or investing” and 
“the long-time student or shareholder 
of Berkshire”. For those so inclined, 
just the sheer pleasure of perusing 
through a very readable narrative, the 
book could well find a much wider 
audience. Graphs, charts, formulae, 
data … bring it on.        u
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Berkshire Hathaway decoded
The most comprehensive history of the rock star of the corporate 
world, Berkshire Hathaway

THE COMPLETE 
FINANCIAL HISTORY 
OF Berkshire 
Hathaway: A 
Chronological Analysis 
Of Warren Buffett 
And Charlie Munger’s 
Conglomerate 
Masterpiece

By Adam J. Mead

HarperCollins Publishers India

Paperback

Pp xii+769 Price: R899

Buffett and Munger: men behind the success of Berkshire Hathaway
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This amazing book is gorgeous, rich 
with unpublished or rarely seen 
art, and reveals the huge influ-

ence Indian creativity and thought had 
on modernism, not just in France or Italy 
but in Sweden, Russia, North America… 
It discusses this mine of inspiration for 
artists like Hilma af Klint, Kandinsky, 
Klee, Mondrian and Goncharova. Stage-
craft genius Stanislavski and Tairov read 
yoga in Russia and wrote notes show-
ing its huge impact on them. Ballets 
Russes costume and set designers, along 
with German and French theatre direc-
tors, indicate the ‘very roots’ from which 
their work arose. This rare research offers 
wonderful insight into the thoughts of 
intellectuals like Jung, Coomaraswamy, 
Tagore and the Theosophists.

“Hilma Af Klint: Paintings for the 
Future” was officially the most-vis-
ited exhibition in the Guggenheim 
Museum’s 60-year history, (2018). As 
Jerry Saltz wrote about Klint, whose 
art clearly and repeatedly shows tan-
tra, the show is ‘only a hundred years 
late’. Hindu-Buddhist thought was not 
based only on temporal events and lim-
ited individual experience but explored 
knowledge and consciousness itself. It 
examined ideas felt ‘subliminally, intu-
itively, even secretly’. This explora-
tion expressed ‘emotion, secret ideas, 
even magic against the insistence on 
empiricism’. ‘With modernism came 
a great expansion of horizons and 
many ways of representing the visual 
world: this breakthrough was in many 
ways indebted to India.’  Why did the 
acknowledgement to this source of 
Modern Art take so long? 

This book describes the rich, enchant-
ing effect that India, especially Hindu 
and Buddhist thought, had in inspiring 
Europe’s Modern Art and the related art, 
music, dance, theatre and architecture. 
The reason for this huge influence lies 
in understanding that Hindu/Buddhist/
Jain seekers sought the source of con-
sciousness and expressed it in their clas-
sical and folk art.

One reads that Jung expressed his 
ideas through Indian symbols and that 
Kandinsky and Mondrian stated their 
abstraction came through learning 
Indian thought via Theosophy. Kandin-
sky said the purpose of art was to create 
‘a mental or spiritual state’. This relies 
on the Hindu cosmic view and study 
of nada, tantra, and rang. The Upani-
shads reached Europe in the early 16th 
century, (Urs App books), and some 
were eagerly translated. Schopenhauer 
encountered Anquetil’s Oupnek’hat 

(Upanishads) in1814 and ‘repeatedly 
called it not only his favourite book but 
the one work of the entire world litera-
ture that is most worthy of being read’. 

Few know Wagner died with his Bud-
dha project unfinished while his Parsifal 
and Ring used Hindu/Buddhist thought, 
(Montsalvat). Pavlova sought a Hindu 
ballet, Shakuntala and Vasantsena were 

staged in Europe, Jung used Hindu sym-
bolism, William Morris took Indian 
designs, and opera composers used 
Indian themes. Rodin wrote on Nata-
raja’s perfection. Moreau, who taught 
Matisse, was familiar with Indian poetry. 
Owen Jones and Henry Cole studied 
vastu architecture and then set up The V 
and A. (Rembrandt too had his collection 
of Indian miniatures!) Odilon Redon 
painted an aniconic Buddha, Matisse 
painted ‘la pose Hindou’, and Mata Hari 
performed ‘Brahmanical dances’. 

Modern dancers arrived eg Pavlova, 
Ruth St Denis, Esther Luella Sherman, 
to learn and some spent their lives pre-
serving it. Who were the key mediators 
who brought the magic of India to the 
west’s modern artists and intellectuals? 
Steiner, Yeats, William Morris, Tagore, 
Coomaraswamy, Vivekananda…

After Europe’s world wars, many 
sought meditation and science and 
reached India where, they had heard, 
people could open the doors of percep-
tion to access altered states of conscious-
ness and thus create extraordinary art 
and inventions. (Much later, we saw seek-
ers of inspiration and reality like Har-
vard’s Timothy Leary, Richard Alpert, the 
Beatles and now Jobs and Zuckerberg.) As 
Leary noted, one could reach such states 
without drugs and avoid their long-term 
havoc. This influence, beginning with 
inspiration and leading to productivity, 
is beyond enormous. Common acknowl-
edgement to Indian thought and its deep 
study resulting in these modern, much-
loved endeavours of arts, literature, the-
atres and even operas, is non-existent or 
only a rare afterthought!

India is usually associated with 
vague spiritualism rather than with 
concrete contribution to every art and 
to knowledge itself. Ahuja writes: ‘Ours 
is not an exercise on boosting national 
Indian pride! ... It is to look at the medi-
ators between India and West.’ Essential 
reading for all who delight in creativity, 
especially in ‘Modern Art’! 

Naman P Ahuja is an Indian art cura-
tor, professor at Jawaharlal Nehru Uni-
versity, New Delhi and co-editor of 
Marg. Louise Belfrage, International 
Advisor at Ax:Son Johnson Founda-
tion, Stockholm, currently heads Indian 
Influences, seminars on the influence 
of Indian thought on western art. u
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Lode of inspiration  
Magical, enchanting connections!
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Natalia Goncharova, Self Portrait with 
Yellow Lilies. 1907–08. State Tretyakov 
Gallery, Moscow

https://www.galeriemagazine.com/women-artists-dominate-fall-exhibitions-new-york/
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veteran 
retailer
Sanjeev Mohanty, 

the current senior vice 
president and managing 
director of South Asia-
middle east and Africa for 
Levi Strauss & Co, has 
been elevated to head the 
company’s operations in the 
US and Canada. mohanty is 
a veteran retailer and apparel 
executive who has held roles 
with a number of global 
brands over the span of his 
career, including e-commerce 
conglomerate Global Fashion 
Group, fashion and lifestyle 
retailing company the Jay 
Gee Group, and the benetton 
Group. “I feel deeply humbled 
and privileged to be given 
this opportunity to lead 
the largest market for the 
company. It will be an honour 
to work alongside a very 
talented US and Canada team, 
and to embark on this next 
phase of my career with the 
company,” said mohanty. 
“During his tenure with the 
company, Sanjeev has proven 
himself to be a dynamic and 
growth-minded leader. He has 
strengthened our business and 
our teams in South Asia, where 
some of our most important 
markets are located, to deliver 
industry-leading results,” 
said Seth ellison, executive 
vice president and chief 
commercial officer of Levi 
Strauss & Co.    u

Stop talking, 
start doing
“many of my generation 

are angry and 
frustrated at leaders who’ve 
made empty promises and 
failed to deliver. And we have 
every reason to be angry. 
but I’ve no time for anger. 
I want to act,” said vinisha 
Umashankar, the schoolgirl 
from Tamil Nadu, addressing 
the CoP26 climate change 
summit in Glasgow recently. 
In a soul-stirring speech, 
Umashankar appealed to her 
audience, which included the 
US President Joe biden, british 
Prime minister boris Johnson, 
Indian Prime minister 
Narendra modi and many 
global leaders, to “stop talking 
and start doing”. Umashankar 
was one of the finalists of 
Prince William’s earthshot 
Prize, dubbed the eco oscars. 
The Class 10 student at SKP 
vanitha International School 
in Tiruvannamalai, was 
shortlisted in october under 
the ‘Clean our air’ category for 

innovating a solar-powered 
ironing cart. The innovation 
was aimed at replacing the 
300-year-old practice of using 
charcoal-based iron boxes used 
by vendors to press clothes, in 
India and in most developing 
countries. Her innovation won 
her several laurels including 
the prestigious Children’s 
Climate Prize in November 
2021, which is considered to 
be the most significant awards 
for young innovators. “Feeling 
optimistic as I head home 
from #CoP26 having met 
our @earthshotPrize Winners 
& Finalists and discussed 

their solutions to repair our 
planet. especially proud to see 
vinisha speaking in front of 
the world, demanding change 
so that her generation can 
have a better future,” Prince 
William tweeted with a picture 
of himself with Umashankar 
at the dais. “I’m not just a 
girl from India. I’m a girl 
from earth and I’m proud 
to be so. I’m also a student, 
innovator, environmentalist 
and entrepreneur but most 
importantly, I’m an optimist,” 
the 15-year-old said in the 
address which received a 
standing ovation.      u

Industrialist Anand 
Mahindra was conferred 

the Padma Bhushan award 
by President Ram Nath 
Kovind, for his contribution 

to the field of Trade and 
Industry. Though he was 
thankful to receive the award, 
Anand mahindra took to 
Twitter just a little while after 

the award ceremony and said 
that he was ‘undeserving’ 
to receive the Padma 
bhushan award. He made 
this statement while sharing 
a post of another awardee, 
who was honoured at the 
ceremony. mahindra shared 
a post on Twitter uploaded 
by the official account of 
the President of India, where 
environmentalist Tulsi Gowda 
was being honoured with the 
Padma Shri award. Gowda, 
a 72-year-old tribal woman 
from Karnataka, was presented 
with the award to commend 
her dedication and drive to 
conserve the environment.  
Sharing the post, mahindra 
wrote: “This government 
has made a long-overdue, 
transformational shift in the 
texture of the Padma Awards 
recipients. Now, the focus is 
largely on individuals making 

seminal contributions to the 
improvement of society at 
grassroots levels. I truly felt 
undeserving to be amongst 
their ranks.”     u

Is Mahindra undeserving?
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Deep 
experience
Hindustan Unilever 

(HUL) has appointed Ashu 
Suyash (54), as an independent 
director on its board. Suyash 
comes with over 33 years of 
experience in the financial 
services and global information 
services sector. She was, until 
recently, the Ceo & mD at 
CrISIL and a member of the 
operating committee of S&P 
Global. She serves on advisory 
boards and committees of 
several institutions like SebI, 
Insolvency and bankruptcy 
board of India, National 
Institute of Securities and 
markets. Suyash played a 
key role in enabling CrISIL 
regain its ratings Leadership 
position. She led CrISIL’s 
growth through acquisitions 
in a very challenging 
environment. Suyash is a 
Chartered Accountant from 
ICAI and completed her 
bCom from the University of 
mumbai. “ms Suyash possesses 
deep experience in business 
transformation and handling 
m&As. She brings with her rich 
insights on strategy, execution, 
stakeholder management, 
managing risks and regulatory 
affairs. Her diverse knowledge 
and expertise will surely help 
us steer ahead in our future-
fit journey,” said Sanjiv mehta, 
CmD. In a statement, Suyash 
said: “It is a privilege to join 
the board of such an iconic 
company. HUL is one of 
the best and most respected 
consumer goods companies 
in the country. I look forward 
to my role as an Independent 
Director.”    u

Fashion, beauty and lifestyle 
marketplace Myntra has 

announced Nandita Sinha 
as its new chief executive 
officer. Sinha will join myntra 
from group company Flipkart, 
where she is vice-president, 
customer growth and 
marketing. “I am certain that 
with her strong background 
in driving businesses and 
an acute focus on customer-
centricity, Nandita will be 
instrumental in defining 
the next phase of myntra’s 

evolution as its Ceo,” said 
Kalyan Krishnamurthy, 
Ceo, Flipkart Group. During 
her eight years at Flipkart, 
Sinha has worked across 
multiple roles and categories, 
including beauty and personal 
care, books and general 
merchandise and home. She 
joined Flipkart in August 2013 
and has had previous stints 
in Hindustan Unilever and 
britannia Industries. Sinha 
also co-founded mybabyCart.
com, an e-commerce site, 

where she was responsible for 
driving revenue and customer 
growth.       u

venu Srinivasan, 
Chairman of 

the TvS Group, who is known 
for his commitment to society 
through a unique model of 
village development in South 
India, has been conferred 
the Padma Bhushan, 
the country’s third highest 
civilian award, to honour 
his contribution to trade 
and industry. The TvS 
Group includes Sundaram-
Clayton and TvS motor 
Company, leading two-
wheeler and three-wheeler 
manufacturers. He is also 
the managing Trustee of 
Srinivasan Services Trust 
which he set up in 1996. 
The Trust operates in over 
5,000 villages and some 
of its thrust areas include 
empowerment of women 
and afforestation. Srinivasan 
began his career as a mechanic 
in his own garage during 
vacations and put in long, 
gruelling hours of preparation 
for his task ahead. In 1979, 
Srinivasan, an engineer and an 
mbA from Purdue University 
(USA) took over as the Ceo of 
Sundaram-Clayton. The same 
year TvS motor Company was 
born, and under his persistent 
and diligent work grew to be 
the third largest two-wheeler 
oem in India. A former 
president of the Confederation 
of Indian Industry (CII), he 
has shown, with the success of 
TvS, how an Indian company 
can grow to be a company of 

global quality and recognition 
and manufacture products 
that can match or even exceed 
the best in the world by 
adopting the right work ethos 
and successful work culture. 
A visionary, Srinivasan 
pioneered the TQm (Total 
Quality management) concept 
based on the Japanese model, 

long before most enterprises 
in India did. His single-
minded focus on excellence 
and quality bore rich 
dividends with Sundaram 
Clayton and TvS motor 
Company winning the  
global quality benchmark – 
the Deming Application  
Prize in 2002.               u

Committed to development

Defining the next phase
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Why are the levels of pollution in 
Delhi so high this time? 
The current levels of pollution are 
increasing due to the consistent 
increase in stubble burning in Punjab, 
Haryana and Uttar Pradesh. Satellite 
remote sensing data from IARI has 
recorded a further increase in the 
total active fire count by 5,395 on 
9 November. A total of 45,000 such 
instances have been reported till 
now. The impact of this staggering 
number is being felt by the people of 
Delhi as the air is accumulating more 
impurities with every passing hour. 
The slow wind speed has added to the 
problem. There was also the effect of 
cracker bursting on Diwali but that 
had been waning.

Why can’t the Delhi government 
and the centre cooperate to find a 
solution? 
I have been urging the Union 
environment minister, Bhupendra 
Yadav, to call a meeting of the 
environment ministers of UP, Punjab, 
Haryana and Rajasthan. Our efforts 
cannot bear fruit till stubble burning 
in NCR states is stopped. We need to 
devise a mechanism to deal with the 
crop residue burning and secure the 
lives of the citizens of Delhi. In fact, 
the people of Delhi are choking on 
polluted air because of the negligence 
of the centre and the neighbouring 
states. I fail to understand why they 
are avoiding calling a meeting with 
the states when all the scientific 
evidence suggests that stubble burning 
from these states is contributing to the 
pollution around us. 

Delhi government has written twice 

to the Centre recently demanding an 
emergency joint meeting between the 
two parties as the national Capital’s 
air quality continues to remain in the 
“severe” category. I don’t know why 
the Centre is silent.

What has the Delhi government 
done on its own so far? 
Representatives of our government 
have inspected as many as 12,500 sites 
and even run an anti-dust campaign 
across the city. A total fine of R1.3 
crore was imposed on these sites for 

failing to prevent dust pollution. A fine 
of R5 lakh has been imposed on NBCC 
for flouting anti-dust norms at its 
construction site in Kakardooma. We 
have begun the ‘Red Light On, Gaadi 
Off’ campaign for vehicle pollution. 
Over 550 people are deployed to 
restrict biomass burning in the rural 
areas of Delhi. Bio-decomposers 
have been given to our farmers to 
stop stubble burning. The Delhi 
government has directed Delhi Metro 
and the transport department to 
increase the frequency of the metros 
and buses so that the use of private 

vehicles is curbed. Implementing the 
odd-even scheme is a last measure

Yours is the main opposition party 
in Punjab. Have you studied the 
problem in the state and is there a 
solution?  
Punjab generates around 20 million 
tonnes of paddy straw annually. 
Paddy is cultivated in 2.814 million 
hectares. Farmers cannot be blamed 
for unrestrained crop residue burning 
in neighbouring states as it is the 
governments there which has failed 
to provide an alternative. If AAP forms 
the next government in Punjab, free 
spraying of bio-decomposers will be 
ensured to curb crop residue burning.

The Delhi government has made 
arrangements for free spraying of Pusa 
bio-decomposer, a microbial solution 
which can turn stubble  
into manure, over 4,300 acres 
belonging to 844 farmers in Delhi. 
Last year, 310 farmers had used it on 
1,935 acres of land.

Arvind Kejriwal has been saying 
since 2013 that his government will 
make the Yamuna fit for bathing 
in five years. Today, Delhi’s air and 
water are both poisonous. The local 
BJP leaders are alleging that you did 
not allow Chhath Puja celebrations 
on the Yamuna so that no one can 
see how poisonous the river is.
It is the BJP-led government in 
Haryana that should be blamed for the 
formation of toxic foam. It is Haryana 
that releases water into the Yamuna. 
As for not allowing Chhath Puja on 
the Yamuna banks, it is the Lieutenant 
Governor who took the decision.        u 

Gopal Rai is the Minister for Environment, Forest & Wildlife, 
Development and General Administration in the Government of 
Delhi. He began his political career with the ultra-left All India 
Students Association before joining the Aam Aadmi Party in 2012. 
Rai has been maintaining that while Delhi is leading the fight 
against corruption, it is the neighbouring states and the centre 
which are not serious

Centre silent on Delhi 
pollution

The people of Delhi are 
choking on polluted air 

because of the negligence
of the Centre and the 
neighbouring states
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