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Beating Volatility 

Analysts say it could be a catch-up rally for PSU banks, and the momentum may not continue for long 

Banking Funds Miss Out on Rally 
in PSU Lenders with Smaller Bets 
 PrashantMahesh 

@timesgrcup.com 

‘Mumbai: Domestic mutual funds’ 
banking sector schemes are 
struggling to outperform the 

bencamark indicesaslower alloca- 
tion to shares of public sector len- 
ders, which have been top perfor 
mers lately, has impacted returns. 
Actively managed banking sector 
funds restricted their exposure to 
shares of public sector banks at 7- 
12% of their total assets, while 

mostly sticking to their private pe- 
ers. Fund managers are betting 
that therally in PSU banksmay not 

last longasprivatelendershavebe- 
eneating into their market share. 
‘The average returns from ban- 

kingsector schemes were 16.80% so 
far in 2022 as against 17.8% of the 
bencamark Bank Nifty index. Tae 
Nifty PSU Bank index has jumped 
51.6% and the Nifty Private Bank 
index has gained 17.6% in this pe- 
riod, 
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Among shares of top PSU banks, 
SBI has surged 30.5%, Bank of Ba- 
roda has jumped 98%, Canara 
Bank hasadvanced 52% and Union 
Bank has soared 46%, buoyed by a 
strongset of numbers. Net profit of 
all public sector banks in the Sep- 
tember quarter surged 50% from 
the sameperioda yearago. 
Actively managed banking funds 

manage investor money tothe tune 
of €22,000 crore across 15 schemes. 
Most of them largely stuck to pri 
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‘(Returns annualised: Funds selected on basis of t-year return) 

vate sector benks like HDFC Bank, 
HDFC Ltd, ICICI Bank, Axis Bank 
and Kotak Mahindra Bank, While 
most of them had exposure to SBI 
and Bank of Baroda in PSU banks, 
their allocation to smaller banks 
wasrelatively small 
Money managers ee analyats 

say it has been a catch-ty 
PSU banks, which have tnderper 
formed private lenders for over a 

  

“PSU hankswerea tactical playas 

there was a valuation mismatch 
compared to private sector banks. 
This has shrunk post the rally in 
PSU banks,” said Azeem Ahmad, 
head PMS) LIC Mutual Fu 

mad said net interest margins 
rv) for PSU banks in the qual 
ter ended September 30 were hah, 
as they did not raise deposit rates 
in line with rising repo rates. Ho- 
weer, with deposit rates going up, 
there could be some pressure on 
NIMsover thenext two quarters. 
Someanalystsare sceptical about 

the longer-term outlook for PSU 
banksas they continue to losemar- 
ket share to their private sector co- 
unterparts. 
“PSU bankshave been losingmar- 

ket share in loans and also depo: 
sits, especially CASA deposits 
market share loss has been shar- 

perat 400bpsin thelastfour years,” 
said Suresh Ganapathy, associate 

director, Macquarie Capital 
Ganapathy said PSU banks are at 

bes: a good trade because valua- 
tionsare cheap, 

    

  

  

RECOMMENDS INSTITUTIONS SHOULD CREATE THREE DISTINCT VERTICALS TO AVOID CONFLICT OF INTEREST 

Sebi Panel Suggests Steps to 
Beef Up Governance at Mils 

Our Bureau 

Mumbai: A regulatory panel, set 
up to strengthen governance at 
stock exchanges and other market 
infrastructure institutions, has re- 
commended several steps to im- 
prove their transparency and acco- 
untability. 
Inal08-pagereportsubmittedto the 

Securitiesand Exchange Board of in- 
dia (Sebi), the expert committee has 
said that all such institutions should 
create three distinct verticals to av- 
oid conflict of interest. 'These inclu- 
de 1) critical operations; 2) regulaio- 
ry, compliance and risk manage 
ment; and 3) other functions suchas 
business development. The commit 

tee suggested the first Kt yea 
getprioriry in termsof r: eal 
cation and utilisation. Pan ther the 
functions under the first two verti- 
cals separately should be given hig. 
her priority. 
Market ‘nfrastructure institutions 

(bls) include the stock exchanges 
depositories and clearing corpo! 
tions, which perform seston 
funetions in the market and act as 
firstlevelregulator 

rl Sebihad constituted and 
hoc committee under the leadership 
of its former whole-time member G 
Mahalingam. The committee was 
formedatter the market regulatory 
und several, gover! pence laps 
National Stock Ex (NSE) whi- 
Je Chitra Ramkrishna was at the 

  

ae:
 

  

hem of the exchang 
‘They are vested with regulatory 

responsibilities, while pursuing 
commercial interests like other pro- 
fit-oriented entities. Because of this 
conflicting nature of MI’s role, the 
governance standards of Mis need 
toberobust toincreasemarket confi 

e and deter mab 
CW) practices,” the commit: 

tee said in its report. 
The committee said 

a rule-based appro: 
ach for the regulation of MIs sho 
uld be balanced with a principle. 

based approzch. 
‘The committee laa at responsi- 

bility on roles and rv ilities 
on public interest directors (PID) 
to ensure greater independence of 

theboard. 
‘The committee has also suggested 

atleast two-third membersof theBo- 
ardof the MIIshall comprise of PIDs. 
Further, the roles and responsibiliti 
eso’ alldirectorsmustbe clearly out- 
lined, especially their responsibiliti- 

s toward regulatory, compliance 
driskmanagement functions. 

The PIDs will beexpected toconti- 
nue to meet twice a year and sub- 
mit to Sebi a periodic report high- 
lighting issues of importance and 
concern to MIIs. 
Further it has been recommen- 

ded that the definition of key ma- 
nagerial personal (KMPs) be 
changed to cover employees based 
on importance of activities carri- 
edout by themandtheirrelativehi- 
erarchy within the MIL 
‘The panel has also recommended 

that all KMPs shuld have a sary 
structure where minimum of 35' 
and maximum 50% of their salary 
should be categorised as variable 

Parca 
RUE Sena e ees 

DIGITAL CURRENCY 
POTENTIAL & CHALLENGES 
India is among a handful of nations to have launched 

the Central Bank Digital Currency (CBDC). There are 
some risks, primarily cyber risks, associated with 
CBDC, although its introduction seeks to make business 

transactions easier. Saloni Shukla takes a look at the 
use cases and challenges CBDC could bring. 

WHAT IS CBDC? 
Ce ble eek 
CeCe kl 

acentral bank 

CBDC IN INDIA 
© Pilot pet for 

whol 
ceDC Bice 

© Banks settled 
G-sec transactions in 
wholesale pilot 

© Pilot for retail e-rupee to be 
launched in a month 

© CBDC aimed 
at comple- 
menting, rather 
than replacing, 
existing forms of money 

© To provide an additional 
Payment avenue to users 

  

   

oes 

pilot a CBDC in April 2020 

‘© Wholesale transactions 
© Cross-border payments 
© Consumer to merchant 

retail trade 

© Dependency on 
cash to come down 

© Reduced settlement risk 
© Innovation in cross-border 
payments 

© Lower transaction costs 
© Adoption of block chain 

for financial services 

  

  

© Enhancement of efficiency 
the inter-bank market 

© Risks to financial stabilizy, 
monetary policy, financial 
market structure 

© Disintermediation of 
banking system 

© Risks to cost and 
availability of credit 

  

© China first large economy to 

    

© Less currency managerrent cost 

ul 
INVESTING 

Long-term 
BM Cie 

  

If we want the 
digital euro to be 

attractive, it needs to be 
designed in a way that 
meets people's privacy 

expectations. But full 
anonymity - such as 
offered by cash - does 

not appear a viable 
option. It would contra- 
vene other public policy 

  

Base acne objectives such as en- jore than 60 central banks working on CBDC suring compliance with 
Gio cannes anti-money laundering. 

fave launched rules and combating the 
DCs financing of terrorism. 

© Bahamian Sand CHRISTINE LAGARDE 
Dollar: First CBDC ¥ President, 
launched in 2020 European Central Bank 

© China and South Korea 
among 17 countries to have 
launched CBDC pilots Increasing the CBDC 

interest rate past a 
point where it becomes 
a binding floor, increas- 
es deposit rates but 
leads to greater inequal- 

ity of market shares 
in both deposit and 
lending markets and can 
reduce the responsive- 
ness of deposit rates to 
changes in the IOR (in- 
terest on reserve) rate 

BIS RESEARCH PAPER 
  

If alla CBDC did 

was to substitute 
for cash - if it bore no 
interest and came 
without any of the 
extra services we get 
with bank accounts - 
people would probably 
still want to keep most 
of their money in 
commercial banks 

BEN BROADBENT, 
Deputy Governor, 
Bank of England in 2016. 

  

in 
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EXTRACT OF STATEMENT OF CONSOLIDATED UNAUDITED FINANCIAL RESULTS FOR 

‘THE QUARTER AND HALF YEAR ENDED SEPTEMBER 30, 2022   
(in Crs. except earning per share data)   

UNNI eA   Builtin Appliances   Poa   
Extract of the Un-audited Consolidated Financial Results for the Quarter and half year ended on September 30, 2022 

(Rs. n Lakhs except Earings Per Share)     
  
  

CONSOLIDATED   
Particulars 30.09.2022 

Quarter ende 
30.06.2022 | 30.09.2021 

Half Year Ended 
30.09.2022] 30.09.2021 

Year Ended 
  
Unaudited | Unaudited | Unaudited     

  

  

  
  
  
      
  
  

[Total Income from Operations 
INet Profit for the period (before 
Tax, Exceptional 

Vor Extraordinary items) 

Net Prof forthe period before tax 
ster Exceptional and/or 

[Extraordinary items) 
Net Prof forthe period after tax 
\after Exceptional ar 

[Total Comprehensive Income for 
the period (after tax) and 
IComprehensive Income (after tex)] 
Eauty Share Capital (Face Value 

jother Equity 
learnings Per Shar 

(of Rs. 2/- 

i. 

[Comprising Profit for 
Other: 

ich) 

each) (Nat of nase) 
Botied tee 

73,047.15 | 17,144.44 | 12,231.74 
1,272.93 | 2,492.10 | 2,246.85 

1,272.93 | 2,492.10 | 2,246.85 

1,879.41 | 1,781.64 

1,351.60 | 2,164.27 | 1,765.05 

535.44 

3.45 7.00 
3.43 6.94   

37,097.59 

31.03.2022 
‘Audited 

79,396.83 
Unaudited | Unaudited 

22,261.04 
3,765.03, 4,090.76 | 8,608.05 

3,765.03, 4,090.76 | 8,608.05 

2,819.58 3,131.98 | 6,525.65 

3,515.87 3,122.01 | 6,529.59 

533.90 

24,835.55 

10.45 11.67 24.26 
10.38 11161 24.13       

  
  
  

8. The statement has been prepared na 
under Section 133 of the: ies Act, 20 
faker at ornate on or dalone Paral asia eer bic: 

sccordance with the companies (Indian Accountin a Standards) Rules, 2015 (Ind AS) prescribed 
policies to the extent 

            
    
      

‘STANDALONE   
Particulars 30.09.2022 

Quarter ended 
30.06.2022 | 30.09.202' 

HalfYearEnded | Year Ended 
31.03.2022 

  
    

Unaudited 
30.09.2022 | 30.09.2021 

t idited | Audited   

      

  
  

Quarter ended | Half Year ended | Quarter ended 
SNo. | Particulars Sep. 30,2022 | Se.30,2022 | sep. 30, 2021 

(Unaudted) (Unaudited) (Unaudited) 
1 _| Tote income from Operations 396921 740776 3083.93 
2_| EBIDIA 24347 AAS 72 23355 
3 | Net Profit/ (Loss) for the period (before Tax, are 30617 196868 

Exceptional and/or Extraordinary items) 

Net Profit/(Loss) for the period before Tax 
4 | (ater exceptional and/or extraordinary items ou 36817 19558 

Net Profit/(Loss) for the period after 1 (atter 
5 | Exceptional and/or Extraordinary items) 15018 27088 sor 

6 | Totcl Comprehensive income for the period 15272 26312 14639 fate 
7 | Equity Share Capital 5643 56.43, 5533 
8 | Other Equity 55.43 55.43 5533 

9. | Earnings Per Share (face value of ¢ 2/-not 
annualised for quarterly figures) 

Basic: 600 1082 585 
Diluted: 541 976 527 

Notes: (in Crs) 
1 | Brief of standaione Financial Results for the quarter and haif year ended 30 September, 2022: 

‘Quarter ended | Half Year ended [ Quarter ended Ni 
Particulars ‘Sep. 30,2022 '$e9. 30, 2022 ‘Sep. 30, 2021 ed 

(Unaudited) (Unaudited) (Unaudited) 
income from Operations 37736 583204 2670.07 
Profit wofore Tax 163.08 30486 15439 
Profit after Tax 12147 226.88 11530 
he aboveis an extract oft udited Francia Resul anges olthe 

SEB! (uving Obligation and Dislosure Requirements) Reglctons, 21, The fl fone the Uncucted natal Rents ore 
2 available on the websites of the Stock Exchange(s) (www.bseindia.com and wwwnseindiazom) and on the Company's website 

“wonw.aplapollo.com” 

Place: Ghaziabad For APL Apollo Tubes Limited 
Date: 9 November, 2022 sd/- 

Sanjay Gupta 
Chairmar & Managing Director     frotal income trom Operations 

INet Profit for the period Before Tax 
INet Profit for the period After Tax 
[Total Comprehensive Income fo~ 

riod   2268.97 | 10,858.98 | 9,728.91 
1,633.49 
4,270.14 
1,265.52 

638.79 1,655.24 
476.40 4,232.05 
478.10 1,233.74       

19,127.98 | 18,305.57 
3,464.79 
2,694.90 
2,685.73 

40,250.40 
6,760.72 
5,152.30 
5,159.17 

2,294.03, 
1,708.45 
1,711.84         

sgulations, 2015, 

©. The above resuits were reviewed by the Audit Committee, and approvad by the Board of Directors in their meeting held on November 09, 
2022. The statutory Auditors have carried out a Limited Review of the aforesaid resul 
4d. The above is an extract of the detailed format of the Financial Results for the Quarter and Half year Ended September 30,2022 fled under 
Regulations 99 of the SEBI (Listing Obligations and Disclosure Requirements) R 
‘Standalone & Consolidated Financial Results for the Quarter and Half Year ended September 30, 2022 are available on the website of the 

Stock and i sompany' 

The full format of the Quarterly 

  
      

CARYSIL LIMITED 

yatomportan. con, cealeuyel con | 

By Order ofthe Board 
For CARYSI LIMITED 

(ammerly Knewm a ary ine) 

CCHIRAG A. PAREKH 
(CHAIRMAN & MANAGING DIRECTOR (D1; 00288807),  
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Social media ads: Twitter woes 
put focus on brand safety 
Focused approach to media targeting, using third-party 
verification tools among measures advertisers are adopting 

‘VIVEAT SUSAN PINTO 

  

Mumbai, 9November 

witter’s current travails with 

T advertisers, with many of them 
hitting the pause button on 

advertising, has brought into focus 
the issue of brand safety. A recent 
study by Guruigram-based mEilterit, 
a company that works with advertis- 
ets on improving brand safety, says 
that at least 20-25 per cent of the dig- 
ital advertising budget ofa company 
is wasted because ads are sitting in 
brand-tnsuitable environments. 

Twitter, for instance, has had to 

deal with multiple advertiser calls for 
safety in the past, too. 

A month ago, global advertisers 
such as Coca-Cola, Walt Disney 
and Mazda had to temporarily sus- 
pend advertising on Twitter after 
their ads were spotted next to offen- 
sive content. 

In the current round, big spenders 
such as Mondelez, Pfizer, the 
Volkswagen group, General Mills and 
General Motors have hit the pause 
button. Ad and media agencies are 
also advising their clients to go slow 
with advertising on the platform. 

Experts say that Twitter is not the 
only channel having to contend with 
brand unsafety in advertising. Google 
and Facebook, which are bigger digi- 
tal advertising platforms in India, face 
similar issues. 

The problem has become even 
more acute now, with uncertainty pre- 
vailing in the tech world. Thecontent 
curation teams, for instance, were 

amongst those that were given pink 
slips in India as well as internationally 
at Twitter last week. 

Meta, the parent company 
of Facebook, Instagram and 
WhatsApp, hasalready indicated that 
it will lay off workers this week to 
reduce costs. So, where does that 
leave brand safety? 

“There are multiple safeguards 
that companies can put inplace when 
advertising on social media,” says 
Abhishek Chaturvedi, senior vice- 
president and head of planning at 

  

uustRaTiON: amar Sins 

SAFEGUARD TOOLS FOR ADS 
@inclusion-exclusion list of sites 

based on where the brand wants 

or doesn'twantto be seen 

keyword blockingand content 
categoriesto aid brand suitability 

mech to intercept 
advertisement before itis put out 

ona platform. The tech evaluates 
impression forsuitability before 
ad is delivered to target audience 
on social media channeliwebsite 

mProducts and servicesto 
address issues ranging from 
brand safety toad fraud and 
online reputation risk 

  

Digitas India, which is part of 
the Publicis Groupe, a French multi- 
national advertising and public rela- 
tions company. 

“Oneis to take a focused approach 
to media targeting. Know where your 
ads are going and the target audience 
that is being served through the cam- 
paign to the last detail,” Chaturvedi 
says. "The second isto use third-party 
verification tools, if needed, to ensure 
ads are served in a brand-safe or suit- 
able environment. And the third isto 
understand what social media and 
digital platforms are doing to ensure 
brand safety.” 

For instance, platforms such as 
Google, Facebook, YouTube and 
ShareChat have both mantial and 
auitomated checks to weed out unsafe 
content. Automated tools include 

embedded algorithms that identify 
keywords, pictures and content that 
are unsafe and block its display. 

Googlealso deploys sophisticated 
tools that crawl through its content 

catalogue to weed out unsafe content. 
Somte other players suchas ShareChat 
and Twitter allow users to flag off 
offensive content, which is then 
weeded out accordingly. As such, 
most digital platforms have large 

backend teams that monitor content 
24X7 and purge unsuitable content. 

Yet, unsafe content does manage 
to slip through the cracks, as Nachiket 
Deole, head of sales, India, at 
DoubleVerify, a US-based company 
that offers software solutions to adver- 
tisers around brand safety and suit- 
ability, explains. “The need for tools 
that can safeguard ad placements in 
a brand-suitable environment 
becomes even more important in an 
ever-evolving content ecosystem. We 
do this by first understanding the 
requirements of the advertiser, where 
he/she wantsto be present and where 
he/she does not want to be,” Deole 
says. “Based on their policies, adver- 
tisers can deploy brand suitability 
strategies by various tools like inclu- 
sion-exclusion list of sites that we help 
in preparing, keyword blocking and 
content categories that can aid brand 
suitability.” 

Specifically, DoubleVerify’s tech- 
nology intercepts an advertisement 
before it is delivered to the target audi- 
ence on a platform. The technology 
evaluates the impression for stiitabil- 
ity on the basis of the parameters laid 
out by the advertiser before it is finally 
delivered to the target audience ona 
social media channel or website. 

‘Apart from DoubleVerify, there are 
players such as US-headquartered 
Integral Ad Science and mFilterit, 
whichalso providea suite of products 
and services that address issues rang- 
ing from brand safety toad fraud and 
online reputation risk. 

But challenges still abound with 
fraudsters and those posting unsafe 
content continuing to thrive amid a 
growing digital landscape in India. 

A GroupM advertising report notes 
that digital advertising will touch 
48,000 crore by the end of this cal- 
endar year on the back ofadvertising 
activity across categories from con- 
sumer goods to retail and e-com- 
merce, telecom and atitomotive. 
Digital advertising in terms of size 
was %36,000 crore in 2021 in India, 
GroupM said. 

The growth rate seen in 2022 ver- 
sus 2021 will be 33 per cent, GroupM. 
says. This, it adds, is in line with the 
‘pace of growth seen in digital adver- 
tising over the last few years.   

AHMEDABAD | THURSDAY, 10 NOVEMBER 2022 Business Standard 

ABInBev makes a 
fresh splash with 
Budweiser Magnum 
India's love for darker spirits makes the world's largest 
beer maker enter the whiskey segmentin the country 

SHARLEEN D'SOUZA 
Mumbai, 9 November 

The world’s largest beer maker has added 
whiskey to its ment in India. 

Anheuser-Busch InBev (AB InBev), the 

Belgian brewer behind the popular Budweiser 
brand that beer guizzlers are familiar with, 
entered the whiskey segment in India with the 
launch of the premium Budweiser Magaum, 
Double Barrel whiskey. 

AB InBev’s fresh foray comes at a time 
Indians are veering towards consuming darker 
spirits and looking for more value, the company 
said. India is also the largest consumer of 
whiskey in the world. 

“people do the value equation and find that 
it would be better to spend money on whiskey 
or other forms of brown spirits and drink some- 
thing as moderate. That enables greater social- 
isation over a longer period of time than beer, 
which is a four per cent (alcohol) product,” 
Kartikeya Sharma, president India and South 
East Asia, AB InBev, told Business Standard. 

India, whichis the world’s largest consumer 
of whiskey in volume and second largest in val- 
ue, registered $13.6 billion in sales in 2021 (@1.1 

lakh crore). AB InBev launched the Budweiser 
Magnum whiskey in Goa at a price point of 
21,800 for a 750 ml bottle and %2,800 for a 750 

ml bottle in Maharashtra. It will later retail in 
Karnataka, Haryana, West Bengal, Uttar 
Pradesh and Punjab. 

Sharma added that the pre- 
mitm whiskey segment in India 
was growing in double digits, at 
15-18 per cent. “There is nothing 
to suggest that the next three to 

four years would be any different 
than the last fou years.” 

He explained that the 
inequality of the tax structure — 
designed to tax the volume of 
beer, not the alcohol in that vol- 
ume — has over time made the 
alcholic drinka niche category. 
This, he added, resulted in lim- 
iting beer’s share to 15-17 per cent of the overall 
alcohol market. 

Although a first for the company in India, 
AB InBev does have a marginal presence in 
the whiskey segment in other markets that it 
operates in. 

   

AB InBev launched the 
Budweiser Magnum 
whiskey Goa ata 

e point of 71,800 

Fora 750 mi bottle and 
2,800 fora 750 mi 

bottle in Maharashtra, 
Itwill later retail in 
Karnataka, Haryana, 
West Bengal, Uttar 
Pradesh and Punjab 
  

HIGH SPIRITS 
AB InBev brands includes 

Budweiser, Corona, Hoegaarden, 
Fosters, Haywards and Knock Out 

The indian alcobev market is 
dominated by dark spirits, with 

whiskey accounting for 72% of 
total consumption according 
to WSR data 

India largest 
whiskey market 
globallyin 
volume terms 
and also one of 

the fastest- 
growing alcoholic 
beverage markets, 
with $13.6 billion 
insalesin 2021, 
says Statista 

AB InBev houses brands such as Budweiser, 
Corona, Hoegaarden, Fosters, Haywards 
and Knock Out in India’s %40,000-crore 
(including excise duty) beer market. Excluding 

excise duty, the market size is 
415,000 crore. 

The Indian alcoholic bever- 
ages market is dominated by dark 
spirits, with whiskey accounting 
for 72 per cent of the total con- 
sumption inthe country, accord- 
ing to TWSR data. 

This is not the first time AB 

InBev has launched a product 
only for India. In 2012, it launched 
Budweiser Magnum Beer similar- 
ly forthe Indian market. 

"We are foctised on building 
the premium and premiumisation trend that 
is happening and the alcobev category is not 
different from this. It is not just tier-I but tier-II 

towns are also seeing alot of premiumisation,” 
said Vineet Sharma, chief marketing officer, AB 
InBev India. 
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GROWTH THROUGH GLOBALIZATION, DIVERSIFICATION & INNOVATION 

Lt 

MMR ALAA,   
Extract of the Un-auddited Consolidated Financial Results for the Quarter and half year ended on Septamber 30, 2022 

‘Rs, In Lakhe except Eamings Per Share} 
  

Particulars 

CONSOLIDATED:   

  
. [Total Income from Operations 
. |Nat Profit for the period (before 

[Tax, Exceptional 
lendor Extraordinary tems) 

3. INet Profit for the parlod 
after Exceptional andor 
[Extraordinary tema) 

  
4. |Net Proftt for the: lod after 

(aftar Exceptional and/or 
rdinary tems} 

5. [Total Comprehensive Income, 
pari (Comprng Bret Or 
poriod (ator tax) and thor 

Beers cana ieee a 

» [Other Equity 
. [Eamir 

(of Rs, Fea Not llsed) solar     (Ra): 

[Comprehenaive Income (after tax)] 

1,879.41 

2,164.27 

Half Year Ended 
30.09.2022 | 30.09.2021 

91,081.58 

8,765.03 

22,281.04 

4,090.76 

3,765.03 4,090.78 

2,819.58 3,131.98, 

3,515.87 93,122.01 

    

WASTE 

Antony Waste Handling Cell Limited 
Corporate Identity 
Registered office: 1403, 14" Floor, 

Number : L90001MH2001PLG130485 
Dev Corpora Building, Opp. Cadbury Company, 

Eastern Express Highway, Thane - 400 601, Maharashtra, India 

    

  
  
    
  
    
  
        

Notes: 
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Additional riormaton jon Standalone | ancl Results ls 0s follows: 
  

  

Particulars. 

  
Quarter endec 

30.09.2021 

  
- [Total Income from Operations 

|. [Net Profit for the period After Tex. 

- |Tatal Comprehensive Income for 
ithe period     . [Net Profit for the period Before Tax 

10,858.96 

1,655.24 

1,232.05 

1,283.74 

9,728.91 

1,633.48 

1,270.11 

1,285.52,     

Half Year Ended 
30.09.2022 | 30.09.2021 

| Unaudited | 
19,127.83 

2,284.03 

1,708.45 

4,711.84 

18,205.57 

3,464.79 

2,604.80 

2,685.73   

                

        
c. The above results ware reviewed by the Audit Committee, and approved by the Board of Directors In thelr meating held on November 09, 
eae The statutory Auditors have carried outa Limited Review ofthe aforesald results. 

  
  
  

  cial Results for and Half year Ended 
Requltons 39 of the SEBI (Llsting Obligations and Disclosure Requirements) Regulations, 2015. The full format of the Quarterly 
Standalone & Consolidated Financial Results for the Quarter and Half Year ended September 30, 2022 are avallabie on the website of the 
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[Year Ended 

444.2 cr. 794, Cl ge Ion 
44% (YoY) Pea aN) Pray) 

ee a 333 ey aaa} 
Figures are for H1 FY23. 

EXTRACT OF UNAUDITED CONSOLIDATED FINANCIAL RESULTS 
THE QUARTER AND HALF YEAR ENDED 30 SEPTEMBER 2022 

{lin lkhs excapt earings per share data} 
zee ] ed] a] 

7 Ll cealed Ee NR aarti ahd (nhculacs! (hela! CE anid 
eT eC et ot Fr) 

1_| Total Income (20,466.55 (22,967.97 | 15,844.97 “waza ‘snmaao 66,676.53 

2 | Net Profit for the period (befure Tex, 3ioae7 | 347i7a/ 2e1as2| 087630| 564487 | 14,269.42 
and/or tema) 

3 | Net Profit for the period before tax (after aioae7 | sa7i7a| 2eise2| 667620| 6e4487 | 14,20942 
and/or hema) 

4 | Net Proftt for the period after tax (after a7ei02 | 266406/ 236073/ Gei5ss| 459870 9,040.01 
and/or teens) 

5 Income/ (loae) (net of tax) mi za0o| (aie) 4eai | 23.64) 104.00 
6 [Total Income for the period a7rsaa | 2ec0ea| 204801 | sees00| 457300 | 9.14401 
7 | Equity Share Capital 1414.38 1414.36 1414.36 1414.36 1414.36 1414.36 

8 | Eumings Per Share (after extraordinary Items) 
{on Face value? § each) 
Basic EPS & Diluted EPS: 

Year Ended (* Quarterty figurea are not annualised) B24 820 8.38 18.45 12.90 24.00 

| 31.03.2022 | Note 1. The consolldstad audited financtl results (tinancla results’) have been prepared In arcondance with the recognition and measurament principles of appBcabla 
|_Auaited_|} Ilan Accounting Standards Ind AS) 28 preceed Under Seaton 189 ofthe Companies Ac, 2019 tho At) read wth Compares (nan Aacouting 

40,230.40 5 
e76072 result theirregnective meetings held on 09 November 2022. 

“_ 2 © Btandalone intonation 
EHRBES Cel Oe) eT) 

5,159.17 Pay CT Lt ee herr Me td 
ey oe a inauited ihe) 

1. | Total Income a7gs2 | 200101 | 172089 | gsseea | ssenco| 7,119.41 
2 | Profit Before Tax 470.24 768.37 48723 1,238.31 990.00 (2,36623 

3 | Profit Aftor Tex 344.88 seLs2 323.97 908.40 e72ea | 1885.08 
4 eee Income for ATI BIAOT 32040 92143 (665.36 1,906.16 

4. The above is an extract of the detailed format for half year ended financial reauts fled with the Stack Exchanges under Regulation 33 of the SEBI (Listing 
Obgstions and Dseosre Requremnts) Regulations, 2015. Tho fl omat of th quarterly ad al year ended ieee results are avalloble on the Stack 
        

For and on behalf of the Boart of Directors 
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Social media ads: Twitter woes 
put focus on brand safety 
Focused approach to media targeting, using third-party 
verification tools among measures advertisers are adopting 

‘VIVEAT SUSAN PINTO 

  

Mumbai, 9November 

witter’s current travails with 

T advertisers, with many of them 
hitting the pause button on 

advertising, has brought into focus 
the issue of brand safety. A recent 
study by Guruigram-based mEilterit, 
a company that works with advertis- 
ets on improving brand safety, says 
that at least 20-25 per cent of the dig- 
ital advertising budget ofa company 
is wasted because ads are sitting in 
brand-tnsuitable environments. 

Twitter, for instance, has had to 

deal with multiple advertiser calls for 
safety in the past, too. 

A month ago, global advertisers 
such as Coca-Cola, Walt Disney 
and Mazda had to temporarily sus- 
pend advertising on Twitter after 
their ads were spotted next to offen- 
sive content. 

In the current round, big spenders 
such as Mondelez, Pfizer, the 
Volkswagen group, General Mills and 
General Motors have hit the pause 
button. Ad and media agencies are 
also advising their clients to go slow 
with advertising on the platform. 

Experts say that Twitter is not the 
only channel having to contend with 
brand unsafety in advertising. Google 
and Facebook, which are bigger digi- 
tal advertising platforms in India, face 
similar issues. 

The problem has become even 
more acute now, with uncertainty pre- 
vailing in the tech world. Thecontent 
curation teams, for instance, were 

amongst those that were given pink 
slips in India as well as internationally 
at Twitter last week. 

Meta, the parent company 
of Facebook, Instagram and 
WhatsApp, hasalready indicated that 
it will lay off workers this week to 
reduce costs. So, where does that 
leave brand safety? 

“There are multiple safeguards 
that companies can put inplace when 
advertising on social media,” says 
Abhishek Chaturvedi, senior vice- 
president and head of planning at 

  

uustRaTiON: amar Sins 

SAFEGUARD TOOLS FOR ADS 
@inclusion-exclusion list of sites 

based on where the brand wants 

or doesn'twantto be seen 

keyword blockingand content 
categoriesto aid brand suitability 

mech to intercept 
advertisement before itis put out 

ona platform. The tech evaluates 
impression forsuitability before 
ad is delivered to target audience 
on social media channeliwebsite 

mProducts and servicesto 
address issues ranging from 
brand safety toad fraud and 
online reputation risk 

  

Digitas India, which is part of 
the Publicis Groupe, a French multi- 
national advertising and public rela- 
tions company. 

“Oneis to take a focused approach 
to media targeting. Know where your 
ads are going and the target audience 
that is being served through the cam- 
paign to the last detail,” Chaturvedi 
says. "The second isto use third-party 
verification tools, if needed, to ensure 
ads are served in a brand-safe or suit- 
able environment. And the third isto 
understand what social media and 
digital platforms are doing to ensure 
brand safety.” 

For instance, platforms such as 
Google, Facebook, YouTube and 
ShareChat have both mantial and 
auitomated checks to weed out unsafe 
content. Automated tools include 

embedded algorithms that identify 
keywords, pictures and content that 
are unsafe and block its display. 

Googlealso deploys sophisticated 
tools that crawl through its content 

catalogue to weed out unsafe content. 
Somte other players suchas ShareChat 
and Twitter allow users to flag off 
offensive content, which is then 
weeded out accordingly. As such, 
most digital platforms have large 
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backend teams that monitor content 
24X7 and purge unsuitable content. 

Yet, unsafe content does manage 
to slip through the cracks, as Nachiket 
Deole, head of sales, India, at 
DoubleVerify, a US-based company 
that offers software solutions to adver- 
tisers around brand safety and suit- 
ability, explains. “The need for tools 
that can safeguard ad placements in 
a brand-suitable environment 
becomes even more important in an 
ever-evolving content ecosystem. We 
do this by first understanding the 
requirements of the advertiser, where 
he/she wantsto be present and where 
he/she does not want to be,” Deole 
says. “Based on their policies, adver- 
tisers can deploy brand suitability 
strategies by various tools like inclu- 
sion-exclusion list of sites that we help 
in preparing, keyword blocking and 
content categories that can aid brand 
suitability.” 

Specifically, DoubleVerify’s tech- 
nology intercepts an advertisement 
before it is delivered to the target audi- 
ence on a platform. The technology 
evaluates the impression for stiitabil- 
ity on the basis of the parameters laid 
out by the advertiser before it is finally 
delivered to the target audience ona 
social media channel or website. 

‘Apart from DoubleVerify, there are 
players such as US-headquartered 
Integral Ad Science and mFilterit, 
whichalso providea suite of products 
and services that address issues rang- 
ing from brand safety toad fraud and 
online reputation risk. 

But challenges still abound with 
fraudsters and those posting unsafe 
content continuing to thrive amid a 
growing digital landscape in India. 

A GroupM advertising report notes 
that digital advertising will touch 
48,000 crore by the end of this cal- 
endar year on the back ofadvertising 
activity across categories from con- 
sumer goods to retail and e-com- 
merce, telecom and atitomotive. 
Digital advertising in terms of size 
was %36,000 crore in 2021 in India, 
GroupM said. 

The growth rate seen in 2022 ver- 
sus 2021 will be 33 per cent, GroupM. 
says. This, it adds, is in line with the 
‘pace of growth seen in digital adver- 
tising over the last few years.   

Business Standard 

ABInBev makes a 
fresh splash with 
Budweiser Magnum 
India's love for darker spirits makes the world's largest 
beer maker enter the whiskey segmentin the country 

SHARLEEN D'SOUZA 
Mumbai, 9 November 

The world’s largest beer maker has added 
whiskey to its ment in India. 

Anheuser-Busch InBev (AB InBev), the 

Belgian brewer behind the popular Budweiser 
brand that beer guizzlers are familiar with, 
entered the whiskey segment in India with the 
launch of the premium Budweiser Magaum, 
Double Barrel whiskey. 

AB InBev’s fresh foray comes at a time 
Indians are veering towards consuming darker 
spirits and looking for more value, the company 
said. India is also the largest consumer of 
whiskey in the world. 

“people do the value equation and find that 
it would be better to spend money on whiskey 
or other forms of brown spirits and drink some- 
thing as moderate. That enables greater social- 
isation over a longer period of time than beer, 
which is a four per cent (alcohol) product,” 
Kartikeya Sharma, president India and South 
East Asia, AB InBev, told Business Standard. 

India, whichis the world’s largest consumer 
of whiskey in volume and second largest in val- 
ue, registered $13.6 billion in sales in 2021 (@1.1 

lakh crore). AB InBev launched the Budweiser 
Magnum whiskey in Goa at a price point of 
21,800 for a 750 ml bottle and %2,800 for a 750 

ml bottle in Maharashtra. It will later retail in 
Karnataka, Haryana, West Bengal, Uttar 
Pradesh and Punjab. 

Sharma added that the pre- 
mitm whiskey segment in India 
was growing in double digits, at 
15-18 per cent. “There is nothing 
to suggest that the next three to 

four years would be any different 
than the last fou years.” 

He explained that the 
inequality of the tax structure — 
designed to tax the volume of 
beer, not the alcohol in that vol- 
ume — has over time made the 
alcholic drinka niche category. 
This, he added, resulted in lim- 
iting beer’s share to 15-17 per cent of the overall 
alcohol market. 

Although a first for the company in India, 
AB InBev does have a marginal presence in 
the whiskey segment in other markets that it 
operates in. 

   

AB InBev launched the 
Budweiser Magnum 
whiskey Goa ata 

e point of 71,800 

Fora 750 mi bottle and 
2,800 fora 750 mi 

bottle in Maharashtra, 
Itwill later retail in 
Karnataka, Haryana, 
West Bengal, Uttar 
Pradesh and Punjab 
  

HIGH SPIRITS 
AB InBev brands includes 

Budweiser, Corona, Hoegaarden, 
Fosters, Haywards and Knock Out 

The indian alcobev market is 
dominated by dark spirits, with 

whiskey accounting for 72% of 
total consumption according 
to WSR data 

India largest 
whiskey market 
globallyin 
volume terms 
and also one of 

the fastest- 
growing alcoholic 
beverage markets, 
with $13.6 billion 
insalesin 2021, 
says Statista 

AB InBev houses brands such as Budweiser, 
Corona, Hoegaarden, Fosters, Haywards 
and Knock Out in India’s %40,000-crore 
(including excise duty) beer market. Excluding 

excise duty, the market size is 
415,000 crore. 

The Indian alcoholic bever- 
ages market is dominated by dark 
spirits, with whiskey accounting 
for 72 per cent of the total con- 
sumption inthe country, accord- 
ing to TWSR data. 

This is not the first time AB 

InBev has launched a product 
only for India. In 2012, it launched 
Budweiser Magnum Beer similar- 
ly forthe Indian market. 

"We are foctised on building 
the premium and premiumisation trend that 
is happening and the alcobev category is not 
different from this. It is not just tier-I but tier-II 

towns are also seeing alot of premiumisation,” 
said Vineet Sharma, chief marketing officer, AB 
InBev India. 
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Extract of the Un-auddited Consolidated Financial Results for the Quarter and half year ended on Septamber 30, 2022 

‘Rs, In Lakhe except Eamings Per Share} 
  

Particulars 

CONSOLIDATED:   

  
. [Total Income from Operations 
. |Nat Profit for the period (before 

[Tax, Exceptional 
lendor Extraordinary tems) 

3. INet Profit for the parlod 
after Exceptional andor 
[Extraordinary tema) 

  
4. |Net Proftt for the: lod after 

(aftar Exceptional and/or 
rdinary tems} 

5. [Total Comprehensive Income, 
pari (Comprng Bret Or 
poriod (ator tax) and thor 

Beers cana ieee a 

» [Other Equity 
. [Eamir 

(of Rs, Fea Not llsed) solar     (Ra): 

[Comprehenaive Income (after tax)] 

1,879.41 

2,164.27 

Half Year Ended 
30.09.2022 | 30.09.2021 

91,081.58 

8,765.03 

22,281.04 

4,090.76 

3,765.03 4,090.78 

2,819.58 3,131.98, 

3,515.87 93,122.01 

    

WASTE 

Antony Waste Handling Cell Limited 
Corporate Identity 
Registered office: 1403, 14" Floor, 

Number : L90001MH2001PLG130485 
Dev Corpora Building, Opp. Cadbury Company, 

Eastern Express Highway, Thane - 400 601, Maharashtra, India 
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Additional riormaton jon Standalone | ancl Results ls 0s follows: 
  

  

Particulars. 

  
Quarter endec 

30.09.2021 

  
- [Total Income from Operations 

|. [Net Profit for the period After Tex. 

- |Tatal Comprehensive Income for 
ithe period     . [Net Profit for the period Before Tax 

10,858.96 

1,655.24 

1,232.05 

1,283.74 

9,728.91 

1,633.48 

1,270.11 

1,285.52,     

Half Year Ended 
30.09.2022 | 30.09.2021 

| Unaudited | 
19,127.83 

2,284.03 

1,708.45 

4,711.84 

18,205.57 

3,464.79 

2,604.80 

2,685.73   

                

        
c. The above results ware reviewed by the Audit Committee, and approved by the Board of Directors In thelr meating held on November 09, 
eae The statutory Auditors have carried outa Limited Review ofthe aforesald results. 

  
  
  

  cial Results for and Half year Ended 
Requltons 39 of the SEBI (Llsting Obligations and Disclosure Requirements) Regulations, 2015. The full format of the Quarterly 
Standalone & Consolidated Financial Results for the Quarter and Half Year ended September 30, 2022 are avallabie on the website of the 
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[Year Ended 

444.2 cr. 794, Cl ge Ion 
44% (YoY) Pea aN) Pray) 
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Figures are for H1 FY23. 

EXTRACT OF UNAUDITED CONSOLIDATED FINANCIAL RESULTS 
THE QUARTER AND HALF YEAR ENDED 30 SEPTEMBER 2022 

{lin lkhs excapt earings per share data} 
zee ] ed] a] 

7 Ll cealed Ee NR aarti ahd (nhculacs! (hela! CE anid 
eT eC et ot Fr) 

1_| Total Income (20,466.55 (22,967.97 | 15,844.97 “waza ‘snmaao 66,676.53 

2 | Net Profit for the period (befure Tex, 3ioae7 | 347i7a/ 2e1as2| 087630| 564487 | 14,269.42 
and/or tema) 

3 | Net Profit for the period before tax (after aioae7 | sa7i7a| 2eise2| 667620| 6e4487 | 14,20942 
and/or hema) 

4 | Net Proftt for the period after tax (after a7ei02 | 266406/ 236073/ Gei5ss| 459870 9,040.01 
and/or teens) 

5 Income/ (loae) (net of tax) mi za0o| (aie) 4eai | 23.64) 104.00 
6 [Total Income for the period a7rsaa | 2ec0ea| 204801 | sees00| 457300 | 9.14401 
7 | Equity Share Capital 1414.38 1414.36 1414.36 1414.36 1414.36 1414.36 

8 | Eumings Per Share (after extraordinary Items) 
{on Face value? § each) 
Basic EPS & Diluted EPS: 

Year Ended (* Quarterty figurea are not annualised) B24 820 8.38 18.45 12.90 24.00 

| 31.03.2022 | Note 1. The consolldstad audited financtl results (tinancla results’) have been prepared In arcondance with the recognition and measurament principles of appBcabla 
|_Auaited_|} Ilan Accounting Standards Ind AS) 28 preceed Under Seaton 189 ofthe Companies Ac, 2019 tho At) read wth Compares (nan Aacouting 

40,230.40 5 
e76072 result theirregnective meetings held on 09 November 2022. 

“_ 2 © Btandalone intonation 
EHRBES Cel Oe) eT) 

5,159.17 Pay CT Lt ee herr Me td 
ey oe a inauited ihe) 

1. | Total Income a7gs2 | 200101 | 172089 | gsseea | ssenco| 7,119.41 
2 | Profit Before Tax 470.24 768.37 48723 1,238.31 990.00 (2,36623 

3 | Profit Aftor Tex 344.88 seLs2 323.97 908.40 e72ea | 1885.08 
4 eee Income for ATI BIAOT 32040 92143 (665.36 1,906.16 

4. The above is an extract of the detailed format for half year ended financial reauts fled with the Stack Exchanges under Regulation 33 of the SEBI (Listing 
Obgstions and Dseosre Requremnts) Regulations, 2015. Tho fl omat of th quarterly ad al year ended ieee results are avalloble on the Stack 
        

For and on behalf of the Boart of Directors 
‘Antany Waste Handling Call Limited 

esa Jacob Kallarakal 
Chairman and Lain tine 
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Social media ads: Twitter woes 
put focus on brand safety 
Focused approach to media targeting, using third-party 
verification tools among measures advertisers are adopting 

‘VIVEAT SUSAN PINTO 

  

Mumbai, 9November 

witter’s current travails with 

T advertisers, with many of them 
hitting the pause button on 

advertising, has brought into focus 
the issue of brand safety. A recent 
study by Guruigram-based mEilterit, 
a company that works with advertis- 
ets on improving brand safety, says 
that at least 20-25 per cent of the dig- 
ital advertising budget ofa company 
is wasted because ads are sitting in 
brand-tnsuitable environments. 

Twitter, for instance, has had to 

deal with multiple advertiser calls for 
safety in the past, too. 

A month ago, global advertisers 
such as Coca-Cola, Walt Disney 
and Mazda had to temporarily sus- 
pend advertising on Twitter after 
their ads were spotted next to offen- 
sive content. 

In the current round, big spenders 
such as Mondelez, Pfizer, the 
Volkswagen group, General Mills and 
General Motors have hit the pause 
button. Ad and media agencies are 
also advising their clients to go slow 
with advertising on the platform. 

Experts say that Twitter is not the 
only channel having to contend with 
brand unsafety in advertising. Google 
and Facebook, which are bigger digi- 
tal advertising platforms in India, face 
similar issues. 

The problem has become even 
more acute now, with uncertainty pre- 
vailing in the tech world. Thecontent 
curation teams, for instance, were 

amongst those that were given pink 
slips in India as well as internationally 
at Twitter last week. 

Meta, the parent company 
of Facebook, Instagram and 
WhatsApp, hasalready indicated that 
it will lay off workers this week to 
reduce costs. So, where does that 
leave brand safety? 

“There are multiple safeguards 
that companies can put inplace when 
advertising on social media,” says 
Abhishek Chaturvedi, senior vice- 
president and head of planning at 
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SAFEGUARD TOOLS FOR ADS 
@inclusion-exclusion list of sites 

based on where the brand wants 

or doesn'twantto be seen 

keyword blockingand content 
categoriesto aid brand suitability 

mech to intercept 
advertisement before itis put out 

ona platform. The tech evaluates 
impression forsuitability before 
ad is delivered to target audience 
on social media channeliwebsite 

mProducts and servicesto 
address issues ranging from 
brand safety toad fraud and 
online reputation risk 

  

Digitas India, which is part of 
the Publicis Groupe, a French multi- 
national advertising and public rela- 
tions company. 

“Oneis to take a focused approach 
to media targeting. Know where your 
ads are going and the target audience 
that is being served through the cam- 
paign to the last detail,” Chaturvedi 
says. "The second isto use third-party 
verification tools, if needed, to ensure 
ads are served in a brand-safe or suit- 
able environment. And the third isto 
understand what social media and 
digital platforms are doing to ensure 
brand safety.” 

For instance, platforms such as 
Google, Facebook, YouTube and 
ShareChat have both mantial and 
auitomated checks to weed out unsafe 
content. Automated tools include 

embedded algorithms that identify 
keywords, pictures and content that 
are unsafe and block its display. 

Googlealso deploys sophisticated 
tools that crawl through its content 

catalogue to weed out unsafe content. 
Somte other players suchas ShareChat 
and Twitter allow users to flag off 
offensive content, which is then 
weeded out accordingly. As such, 
most digital platforms have large 

backend teams that monitor content 
24X7 and purge unsuitable content. 

Yet, unsafe content does manage 
to slip through the cracks, as Nachiket 
Deole, head of sales, India, at 
DoubleVerify, a US-based company 
that offers software solutions to adver- 
tisers around brand safety and suit- 
ability, explains. “The need for tools 
that can safeguard ad placements in 
a brand-suitable environment 
becomes even more important in an 
ever-evolving content ecosystem. We 
do this by first understanding the 
requirements of the advertiser, where 
he/she wantsto be present and where 
he/she does not want to be,” Deole 
says. “Based on their policies, adver- 
tisers can deploy brand suitability 
strategies by various tools like inclu- 
sion-exclusion list of sites that we help 
in preparing, keyword blocking and 
content categories that can aid brand 
suitability.” 

Specifically, DoubleVerify’s tech- 
nology intercepts an advertisement 
before it is delivered to the target audi- 
ence on a platform. The technology 
evaluates the impression for stiitabil- 
ity on the basis of the parameters laid 
out by the advertiser before it is finally 
delivered to the target audience ona 
social media channel or website. 

‘Apart from DoubleVerify, there are 
players such as US-headquartered 
Integral Ad Science and mFilterit, 
whichalso providea suite of products 
and services that address issues rang- 
ing from brand safety toad fraud and 
online reputation risk. 

But challenges still abound with 
fraudsters and those posting unsafe 
content continuing to thrive amid a 
growing digital landscape in India. 

A GroupM advertising report notes 
that digital advertising will touch 
48,000 crore by the end of this cal- 
endar year on the back ofadvertising 
activity across categories from con- 
sumer goods to retail and e-com- 
merce, telecom and atitomotive. 
Digital advertising in terms of size 
was %36,000 crore in 2021 in India, 
GroupM said. 

The growth rate seen in 2022 ver- 
sus 2021 will be 33 per cent, GroupM. 
says. This, it adds, is in line with the 
‘pace of growth seen in digital adver- 
tising over the last few years.   
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ABInBev makes a 
fresh splash with 
Budweiser Magnum 
India's love for darker spirits makes the world's largest 
beer maker enter the whiskey segmentin the country 

SHARLEEN D'SOUZA 
Mumbai, 9 November 

The world’s largest beer maker has added 
whiskey to its ment in India. 

Anheuser-Busch InBev (AB InBev), the 

Belgian brewer behind the popular Budweiser 
brand that beer guizzlers are familiar with, 
entered the whiskey segment in India with the 
launch of the premium Budweiser Magaum, 
Double Barrel whiskey. 

AB InBev’s fresh foray comes at a time 
Indians are veering towards consuming darker 
spirits and looking for more value, the company 
said. India is also the largest consumer of 
whiskey in the world. 

“people do the value equation and find that 
it would be better to spend money on whiskey 
or other forms of brown spirits and drink some- 
thing as moderate. That enables greater social- 
isation over a longer period of time than beer, 
which is a four per cent (alcohol) product,” 
Kartikeya Sharma, president India and South 
East Asia, AB InBev, told Business Standard. 

India, whichis the world’s largest consumer 
of whiskey in volume and second largest in val- 
ue, registered $13.6 billion in sales in 2021 (@1.1 

lakh crore). AB InBev launched the Budweiser 
Magnum whiskey in Goa at a price point of 
21,800 for a 750 ml bottle and %2,800 for a 750 

ml bottle in Maharashtra. It will later retail in 
Karnataka, Haryana, West Bengal, Uttar 
Pradesh and Punjab. 

Sharma added that the pre- 
mitm whiskey segment in India 
was growing in double digits, at 
15-18 per cent. “There is nothing 
to suggest that the next three to 

four years would be any different 
than the last fou years.” 

He explained that the 
inequality of the tax structure — 
designed to tax the volume of 
beer, not the alcohol in that vol- 
ume — has over time made the 
alcholic drinka niche category. 
This, he added, resulted in lim- 
iting beer’s share to 15-17 per cent of the overall 
alcohol market. 

Although a first for the company in India, 
AB InBev does have a marginal presence in 
the whiskey segment in other markets that it 
operates in. 

   

AB InBev launched the 
Budweiser Magnum 
whiskey Goa ata 

e point of 71,800 

Fora 750 mi bottle and 
2,800 fora 750 mi 

bottle in Maharashtra, 
Itwill later retail in 
Karnataka, Haryana, 
West Bengal, Uttar 
Pradesh and Punjab 
  

HIGH SPIRITS 
AB InBev brands includes 

Budweiser, Corona, Hoegaarden, 
Fosters, Haywards and Knock Out 

The indian alcobev market is 
dominated by dark spirits, with 

whiskey accounting for 72% of 
total consumption according 
to WSR data 

India largest 
whiskey market 
globallyin 
volume terms 
and also one of 

the fastest- 
growing alcoholic 
beverage markets, 
with $13.6 billion 
insalesin 2021, 
says Statista 

AB InBev houses brands such as Budweiser, 
Corona, Hoegaarden, Fosters, Haywards 
and Knock Out in India’s %40,000-crore 
(including excise duty) beer market. Excluding 

excise duty, the market size is 
415,000 crore. 

The Indian alcoholic bever- 
ages market is dominated by dark 
spirits, with whiskey accounting 
for 72 per cent of the total con- 
sumption inthe country, accord- 
ing to TWSR data. 

This is not the first time AB 

InBev has launched a product 
only for India. In 2012, it launched 
Budweiser Magnum Beer similar- 
ly forthe Indian market. 

"We are foctised on building 
the premium and premiumisation trend that 
is happening and the alcobev category is not 
different from this. It is not just tier-I but tier-II 

towns are also seeing alot of premiumisation,” 
said Vineet Sharma, chief marketing officer, AB 
InBev India. 
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GROWTH THROUGH GLOBALIZATION, DIVERSIFICATION & INNOVATION 

Lt 

MMR ALAA,   
Extract of the Un-auddited Consolidated Financial Results for the Quarter and half year ended on Septamber 30, 2022 

‘Rs, In Lakhe except Eamings Per Share} 
  

Particulars 

CONSOLIDATED:   

  
. [Total Income from Operations 
. |Nat Profit for the period (before 

[Tax, Exceptional 
lendor Extraordinary tems) 

3. INet Profit for the parlod 
after Exceptional andor 
[Extraordinary tema) 

  
4. |Net Proftt for the: lod after 

(aftar Exceptional and/or 
rdinary tems} 

5. [Total Comprehensive Income, 
pari (Comprng Bret Or 
poriod (ator tax) and thor 

Beers cana ieee a 

» [Other Equity 
. [Eamir 

(of Rs, Fea Not llsed) solar     (Ra): 

[Comprehenaive Income (after tax)] 

1,879.41 

2,164.27 

Half Year Ended 
30.09.2022 | 30.09.2021 

91,081.58 

8,765.03 

22,281.04 

4,090.76 

3,765.03 4,090.78 

2,819.58 3,131.98, 

3,515.87 93,122.01 

    

WASTE 

Antony Waste Handling Cell Limited 
Corporate Identity 
Registered office: 1403, 14" Floor, 

Number : L90001MH2001PLG130485 
Dev Corpora Building, Opp. Cadbury Company, 

Eastern Express Highway, Thane - 400 601, Maharashtra, India 

    

  
  
    
  
    
  
        

Notes: 
a eee a er) 

    
    

  133 of the Car 
  

Additional riormaton jon Standalone | ancl Results ls 0s follows: 
  

  

Particulars. 

  
Quarter endec 

30.09.2021 

  
- [Total Income from Operations 

|. [Net Profit for the period After Tex. 

- |Tatal Comprehensive Income for 
ithe period     . [Net Profit for the period Before Tax 

10,858.96 

1,655.24 

1,232.05 

1,283.74 

9,728.91 

1,633.48 

1,270.11 

1,285.52,     

Half Year Ended 
30.09.2022 | 30.09.2021 

| Unaudited | 
19,127.83 

2,284.03 

1,708.45 

4,711.84 

18,205.57 

3,464.79 

2,604.80 

2,685.73   

                

        
c. The above results ware reviewed by the Audit Committee, and approved by the Board of Directors In thelr meating held on November 09, 
eae The statutory Auditors have carried outa Limited Review ofthe aforesald results. 

  
  
  

  cial Results for and Half year Ended 
Requltons 39 of the SEBI (Llsting Obligations and Disclosure Requirements) Regulations, 2015. The full format of the Quarterly 
Standalone & Consolidated Financial Results for the Quarter and Half Year ended September 30, 2022 are avallabie on the website of the 

If 

  

  

CARYSIL LIMITE D By Order of the Board 
For CARVE. LI 

(Ferety Kenran 

(on: poseeac7)     

  

              

[Year Ended 

444.2 cr. 794, Cl ge Ion 
44% (YoY) Pea aN) Pray) 

ee a 333 ey aaa} 
Figures are for H1 FY23. 

EXTRACT OF UNAUDITED CONSOLIDATED FINANCIAL RESULTS 
THE QUARTER AND HALF YEAR ENDED 30 SEPTEMBER 2022 

{lin lkhs excapt earings per share data} 
zee ] ed] a] 

7 Ll cealed Ee NR aarti ahd (nhculacs! (hela! CE anid 
eT eC et ot Fr) 

1_| Total Income (20,466.55 (22,967.97 | 15,844.97 “waza ‘snmaao 66,676.53 

2 | Net Profit for the period (befure Tex, 3ioae7 | 347i7a/ 2e1as2| 087630| 564487 | 14,269.42 
and/or tema) 

3 | Net Profit for the period before tax (after aioae7 | sa7i7a| 2eise2| 667620| 6e4487 | 14,20942 
and/or hema) 

4 | Net Proftt for the period after tax (after a7ei02 | 266406/ 236073/ Gei5ss| 459870 9,040.01 
and/or teens) 

5 Income/ (loae) (net of tax) mi za0o| (aie) 4eai | 23.64) 104.00 
6 [Total Income for the period a7rsaa | 2ec0ea| 204801 | sees00| 457300 | 9.14401 
7 | Equity Share Capital 1414.38 1414.36 1414.36 1414.36 1414.36 1414.36 

8 | Eumings Per Share (after extraordinary Items) 
{on Face value? § each) 
Basic EPS & Diluted EPS: 

Year Ended (* Quarterty figurea are not annualised) B24 820 8.38 18.45 12.90 24.00 

| 31.03.2022 | Note 1. The consolldstad audited financtl results (tinancla results’) have been prepared In arcondance with the recognition and measurament principles of appBcabla 
|_Auaited_|} Ilan Accounting Standards Ind AS) 28 preceed Under Seaton 189 ofthe Companies Ac, 2019 tho At) read wth Compares (nan Aacouting 

40,230.40 5 
e76072 result theirregnective meetings held on 09 November 2022. 

“_ 2 © Btandalone intonation 
EHRBES Cel Oe) eT) 

5,159.17 Pay CT Lt ee herr Me td 
ey oe a inauited ihe) 

1. | Total Income a7gs2 | 200101 | 172089 | gsseea | ssenco| 7,119.41 
2 | Profit Before Tax 470.24 768.37 48723 1,238.31 990.00 (2,36623 

3 | Profit Aftor Tex 344.88 seLs2 323.97 908.40 e72ea | 1885.08 
4 eee Income for ATI BIAOT 32040 92143 (665.36 1,906.16 

4. The above is an extract of the detailed format for half year ended financial reauts fled with the Stack Exchanges under Regulation 33 of the SEBI (Listing 
Obgstions and Dseosre Requremnts) Regulations, 2015. Tho fl omat of th quarterly ad al year ended ieee results are avalloble on the Stack 
        

For and on behalf of the Boart of Directors 
‘Antany Waste Handling Call Limited 

esa Jacob Kallarakal 
Chairman and Lain tine 

IN0648004 
   



THAR, fe. 90 Alexa 2022 
  

  

SPS vadiva ftraraace fares 
alarraga: Teg 8 VOTHTTS Oe EtteeTATOe 048 

AR-G8Y, GAT Aste, Vidal Fa, Sh AAT, wate, Fas-vooo 08. 
BB 102e-2Voeeved, FAerinfo@spsfinquest.co.in, reetge:www.spsfinquest.co.in 

POR TOU Re ROD IC ALL CARYSIL CARYSI LL Loe 

(Formerly Known as Acrysil Limited) 
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(@.aret) GROWTH THROUGH GLOBALIZATION, DIVERSIFICATION & INNOVATION 

: ane Ay 
mR. aaitet 30,08, 22 | 30,08, 22 | 30,09, 22 | 30,08, 22 | 30,09, 22 | 32,03, 22 4 

aerarateter | orererafefera | erererafifer | arerarafetiza | srererrafeters | creratetire 

STA RY A ORY. 9S. le WRO.SE | ee Td URI 3c PROVRWSZ | BRVCI_ | VOEY.RI | KWS.RQW_ | ASK BWRO.S — _ 

| sea er / (ater) BRER.ER | (WE8.Se) | R8RH.OW | BR.68 | WR.ZO | 2RCO.NE S| (orcad Built-in Appliances : Ere) 

2 | res ai (ater) BRERS | (408-84) | 2200.0% | BBR4O | 2B0¥.30 | WRAY Zo MSR, 2022 Toit Paces FARTS a sielaaenhea steve ers Venta farts Penata stearet 
¥ | preTadtaitn wan aapy Ica ZAWB.A%_| (C08.8¢) | WC00.0¥ | 333.280 | 2%ov.30 | Wer. (3. ora, Hive zafater) 

ao0 wm Teae velaet 

* ae wh waco ferret wore atae waeiet ay 
(IAT ea ¥.80/- Fail) ROKR NOS | RORS-WE | ROKR. | RORS.WE | LORS.WE | RORS.WE . weber 30.08.22 | 30.08.22 | 30.09.22 | 30.08.22 | 30.09.22 | 92.03.22 

& | Ueta (artic ashen crarshtfara aetae . serena Rete | serara ena | crea Rett | seraraketta| sreraraent| cree ket 

Carla fara YAyeaifehat Weta ToT) | BEEL.OG | YUXE.OR | BYBZG | YEYE.OR | YUXE.OR | BYRT.104 | SRS CEP STA RBSWwE.LG | RORYY.YY | RARBK.WY] BLO8L.US | VWEL.OW | ¥VBSE.C3 
creadtahe tea at (ater) 

9 | sera afar (arbres ara) (aR, sarerers suftr/ frat fasta 
. aTarey saya) 2WVFB | WSO | Vewe.ch | BE4.08 | YORO.wE | Ch0¢.04 

&. We: 88.89 (.8¢) 89,05 3.28 22.03 RR.¥8 ame erereretetion ees =m/(aet} 

2. after: 22.R9 (2.82) 219.196 3.28 22.08 2.¥3 (arrears sare /farar ferete 
RATT ATTA) 2WVFS | WSO | Vwe.c4 | BE4.08 | YORC.wE | Ch0¢.04 

fea: . : aR cheater fea ahr/ (ater) 
g. Ste aetarahtéra fata fond 8 aot are 203 a warm 833 aeafe Gel (aad dena) 
afore 208K 3aeR fafea UR Era (sur) Fan Wak dat aed 23 .¥2% 2C2.EX | 2E2S.4¢ BRBR.8e BQQG EG 

? + 

2. ate fonstd cenafan yates aver eel aftr ¢ atedex, 2022 Uni ate Fares Asore (cprerrenticeteen efit 1/ (ater) (ere) 
aad HRT award ait. acl (fefeen aiferisma sive fecastet fepreica) bate 20%5 ea faa aca arn orm) taak-Eo | EYRE | kloEH OKT BKthcw | BIRO | HR AE 

: : 6 se ee SMT WSIS Wea &.2/- 34, 34, 33.80 34, 33.80 33.80 33 ae arte center atc feria Pepa wailed yaad set ae. . er aa oyeay ut 

3. act (fetter sus ae feet feermica) Dade 2084 wa fam 33 aad Kim Uae ATE sera feat (eT Ara w.R/— wea) 
aad aedt Jae a al afte fads feast afeen aqendie samt ene. tuft a al afte ‘ 7 a a 00 _ bo. see oy 28 
fade freestd apt qaqa weile werteat www.bseindia.com sft @rfear www.spsfinquest.co.in 2. afiga (=) Ae are eu 2,92 en ee 
age SIS aT. An: 

aah Asa adi a afar 2, ater sear & eT Hea 2028 S He % 2a SAT sae ML AaeT ATTA Sea agar fafer eet (area Gea) ofaaH, 

Tadivs fraraee fataesaicar 2084 (FETER) FARE TAR ART TET. 
fre gers wy RQ. ChAT facia frepsaad FS Herel Welle TAT: 

featen: ¢ aTegaR, 22 seareaaheal Wares raat Rar Sc wae aad aaa ae 
fecaret: Hag SISTTATA: 08% 068 Ro ; wafer 30.0%.22 | 30.08.22 | 30.09.22 | 30.09.22 | 30.08.22 | 32.03.22 

. Berar Rett | aerarakete | crarakefie | serenckefic | serearekettr | crareette 

dt.va. aftea fafAes PUBLIC NOTICE | aReTES TET Sct ZRELVW | LOCKC.VE | BRAN | 4848.88 | RCB04.4 | ¥ORZO.¥O 
signtiga mratoa: ch, are See, ost ATT, @ fin, =] wha eres, feed fk wi, Fa¥-v00020 Notice is hereby given to public that aud areradtatn fea aH G36.08 PEGGY | LEBB.WR | BSv.08 | BYES | EWEO.R 

BE 1082-82028¥i98/ 088-2202 220%, F-Hersphcapitalltd@gmail.com ‘ Sra en re tse _| wade areratitntar fea ae viog.vo | 2222.04 | 2200.22 | geoc.vy | reav.80 | 4242.28 
; sae Se ister tecea Galaxy Heights, Gaomievi CHS .| prorat wan aeey Sera WEE.R0 | RRBB WY | RREGGR ] RORY | Bach. | 4A48.RO 

¥° 7 RRS as te cere sea nim ten) CW). Mumbal 400 104, having crore 3. Ria Fens character yatiaro? wart and aftr og Aleesx, 2022 dull Heed Has Aso GAT ArT Hwant 
_ '. . Vil XN \ \ = fe x XN - \ SN \ 

eactcht ferret waa srefeart wae at certificate No. 030, dist. nos. 146 to oe ane Prepare . Serre erarateet verter grater oot ST a , . 
aati yoke | aoonm | soccer | soca | aoouz | ancaze | | 150, Membership No. 30, informed] [M %. tet (fore onferirea ous ferotor Rericn) Sadet 2094 ea May 33 Ore Yel TOE AEX ARTE SIG 

aden | adersRtm | ade | adarfttr | aerate | demir | | us that she has lost/misplaced her 30 Asx, 2022 Vit GaSe fret a srelactsfer farts Aeoskt afer wile Sa sis. 30 aes, 2022 eat Gasca 
en o20 axa, | ayoacg | vooase | aqeeo | casaco | | Share certificates since long and not ferret o attantoir yota a yofia facta feasted ayet sy ecle wetorcar www.bseindia.com 4 www.nseindia.com 

2 | emromeettanter Peas at/(<iter) found and she has applied for awagcax anttt aoficar www.acrysilcorporateinfo.com daagcax susst sie. 
(ae, onrararers @ fag arr are) e30.¥0 924,90 22308 C895 aqucey | avoaey Duplicate Share Certificate to society. 

3 | aeroe aroreteftar Areas art /(aiet) iW any satan have ay objection aaa tse aR 

— ; ; please contact us on above address Reha Pasa 
’ uta wee cee onde “ee me ves Heep fesee meee 1 | within 15 days from the date of CARYSIL LIMITED (atte Sane Res) 

cade atar/ (cher) anftr sce adens sors (GRFC) 848.29 990.30 ¥39.00 403.40 9BU8.60 9950.06 publication of this notice. = (qa ifs ater fates) - . 

4 | oRUT Sotet ST isa (90) 300.09 300.09 300.09 300.09 300.09 300.09 Sd/- siete Se ry Bate, satcay ata ele, waren, AEC Fat Ue, RRIT v TRe 
_ _ _ - _ Secretary HUT (TA), WHE-¥000RG. LOR WOR 4GLIG/ GAR E/ BERS, 7 

& | cer WALA Gaondevi CHSLtd feeonn: wer Ptomret: warzgs vere ecodiuation 2329 f-Aa-cs.al@acrysil.com, SAR T CEATTAT WATT 
9 | Sere sera (35.90 meet) (arffehtenecr ret) . ” feaien: 08 Are@ax, 2022 aaarfe-www.carysil.com / www.acrysilcorporateinfo.com (SSIRIGA:0028.¢c0) 

ye a tiie 94.29 3349 v.30 98.92 BU.C8 36.88 Date: 10/11/2022 
¢ | sere ofa (&.90 seat) (fats creme aria) 
                  

oT ite 94.249 3.39 9.30 98.92 BB.C® 30.83 

te \Gpi Peres wrt fraes 9. Sat (fatter cies cree ReroteR ReeRAaH) VISIT 294 VAM PIT 33 oral win wRTAMTE TEX Piramal 
awa aeet taki crater facia feaefa wfeae aqracite carr ome. fearét a arefastofar Pharma Limited CIN: U24297MH2020PLC338592 

om Prenat sagt aT Fels wear ‘bseindia.com “ Aleit water: corse, fact aa, areca DRE och, Hart seg, ver ahve. arf, pal, yad-Yoo000, FAERIE, AIRC. 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

    
                  
  

  

  

  

  

  

  

                
  

  

2. att eds Prot deratice® witcher avant ot ot ont @ aedax, 2022 ett wacaT BR.H.:02T 36203000/¥000, TRTH.022 3¢023¢¢8, F-Aet:shareholders. ppl@piramal.com; tense: www.piramal.com 

Wares ASeTeAT TAT FAT ARTA Geet 30 Ateaz, 2022 Ioft aaaen dia a BernsteRai vefaa facta farspufen sears 
iva. ofted feftesmRar 

wel /- 
(w.ardta) 

Rett HR. ener] | 3. wate wacteit watt mewn aries wrereeit} dace 
foam: gag wars} bap, ferrét ferret wafer aka ata | acarata ariter 
feaTH: 08.99.2022 SPIGA: 0 YOIZV8E feerét ara anes antes are af 

= aaeiter 30.08.2022 | 30.0§.2022 | 30.08.2024 | 30.08.2022 | 30.08.2024 | 39.03.2022 

HITECH CIN eaNHiopipLctonse (arebeareafefere) | (arebearah fer) ( rebearerReFerer) |( areseareaRefarcr) |( srekaraRefere) | (cara ter) 
siquitga wratea: 20%, WATS, aoRR eae, BIT RA, Sah ane wrt, sta ae (),| [9] PRAOA WT Feet 9920.09 489.83 9400.43 3202.00 2C6.82 & 548.90 

FARO 0088. BLM.3% VF HOORENO/ VUCLELOO, BHARASE BF VWUAUHEU, aah 4 = a 
amare: www hitechgroup.com $-te:investor. help@hitechgroup.com 2. % aM, xT, PR, TY Frees 

PU CER CLOG IR ICCB IL ICR ICRC os TLRS] amare sarge (geteerctete) ) 296.06 C6.83 298.88 300.09 353.29 9224.8 

3.| promacieRar Preacs ar/ (cet) (BR, TITERS TT FT Met 7 
* waferet — aa pa Facet | aac =“ eee anfenta Aca qcard ser) (30.38) (934.03) 2.2% (984.82) (9.02) 889.03 

20.02.22 | 30.08.22 | 30.09.22 | 30.09.22 | a0.08.22 | 32.03.22 g.| sreratiear Fea ar/ (ater) (Heat a sent a sae artes 
reek | reenter | Prenverteere | errr | ererraefera | ererrefeferet Prae Tare sie) (STE STE) (30.34) (934.03) 2W.2K (902.3¢) (98.¢0) B2G_8Y 

Ke SEO TH SA PEO YR QECRL MS | PERCEBY 2082 0.888 RVR | YCEKELR . 

9 | sea snaers aagd senate fers rar] exeeta | aera | exeeuo | eze0.ee | ows | xomrns 4.| apreraeteRar Frets a1, (@R a GEOR a HAH Ae 
2 | sivaraere are ((sefere) (aT) - - - - 282.0% | 8ex.08 fra agar gar) (saaIcsH AACR) (30.3) (908.04) 36.45 (984.38) 6.43 304.25 
x | eed sreraiceten eae ar/ (ater) < 

(srTeTgIeTs sera) aeeetae | Cee. | 2Rez.40 | BRK0.88 | Beou.c0 | KoBcee q.| prorat /astRa wee ads sere (Heap Vee AT 

4 wre ror fae sar (aren) roxece | eavoe | eorze | racr.ez | 2eez.oe | aoat.cg (@RFeR) F ScR Bde Ser (SRA) (24.28) (¢9.9§) 9.22 (992.84) 34,09 YO¥.00 
& | BRTae HRT TET Hy STA 2OKR Ie ROC. RY SERGE RERO.0E PERLE REGS 26 " 

| zon ata wa seas (AAT aes s.20/- Tat) | oro | eozente | eeetaute | reroute | eorete | terete g.| FRO HSS AAMT Hise (at yor G.90/-TeA) 4983.32 494.849 888.0 9983.32 888.0 9924.29 
6 | cata (atta TEETER Prycaiea Teta aes) BAA99.43, 

¢.| soos wife (%.90/-Heeht) (arieitaror art) & | sera wfeert (Ge. 20 / -aeaeht) 

(autre ret) 4, Fes (0.39) (0.82) 0.34 (9.230 0.09 3.98 
8. ae RRR BRS GRY 8.60 20.0% Risto . alfa 0. 0. 0. . ° 0.00 . 

2. aif Ree 3.83 48a 8.20 20.0% tgs —_ (0.39) (0.82) 3 (9.23 2°68 

fea: : 

2) Balt (feieen siitsertere sive Serie feertigg) NaS 2084 oT am ee ara eehe CrESTRS are HUTA est Sefer aris Pat 9. poe veda acaatia aah afedt aretenan: (wma) 
Frante cer ads sant aia. Tne arts fara Feasts apt pn aerieat (http://www. hitechgroup.com) aaager sah : : : : 
sfragen (www. bseindia.com) a7u7a rhe wrrda ots gem fahidsen (www.nseindia.com) taeda TIT ae. a. weetett wereteht watch are rere |arites wrereeft | Waker 

9) Sait (fafa ovierters sing erste frmracica) Vase 2004 Sa rae 82 oad ater Gertie fini Peat warns sear ont] |B. ferret ferret wafer oRaata | orate arte 
ar Gereticter Gates & fra SOT Set ST ¢ TESA, [OR TT SCT SH HTT THTH ASHER ATT HVAT BHT. faarét artka arene artka arene ae 

ee ee ae 198 rear ae (Gra enry) aay, so ora fart sree stem (Sane) Ser ER aaettet 30.08.2022 | 30.0%.2022 | 30.08.2029 | 30.08.2022 | 30.08.2029 | 39.03.2022 
seers ara ( (afte) /sem) 2 aati refer: (eATeTa) (arearahfera) | (srdearahfera)| (sarakfera) (srarakfera) |(aeearakfera) |(Searakfera) 

fret | feet] fat | oni | onhed at 9. | sR ORT KAT STA B¥E.4Y 643.06 £43.42 9683.84 4408.63 3464.29 

30.08.22 30.08.22 30.08.29 30.08.22 30.08.2% 3BE.08. 22 2. wasla arta wer scosy - - - - - _ 
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