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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

Top Sector Funds
Nippon India ETF Nifty PSU Bank BeES 48.36| 2840| 14.36| -0.95

Prashant.Mahesh
@timesgreup.com

Mumbai: Domestic mutual funds’

there was a valuation mismatch
to private sector banks.

banking sector schemes are

struggling to outperform tae  Kotak Nifty PSU Bank ETF 4283|2838 14.17| 106
:’Ch?mﬁ! k mﬂlfﬂes ﬂSlDWcmﬂﬁf - LICMF Banking & Finandal Services Fund 20.34| 854] 162| 558
ion to shares of =

ders, which have been top perfm Nippon India Banking & Financial Services Fund | 17.22| 654)| 1314| 929

merslately, has impacted returns. _Edeiwes Exchange Traded Fund Nifty Bank | 18.21| 6.46| 10.84] 1068

Actively managed banking sector  "sgp BSE Bankex TRI 191 656] 1173] 1117

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 PSUbanks may not
lastlongas privatelenders havebe-
en eating intotheir market share.

The average returns from ban-
Kkingsector schemes were16.80%so
far in 2022 as against 17.8% of the
benchmark Bank Nifty index. Tae
Nifty PSU Bank index has jumpad
51.6% and the Nifty Private Bank
index has gained 17.6% in this pe-
riod

Source: Velue Research (Returns annual

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
strongsetof numbers. Net profitof
all publie sector banks in the Sep-
tember quarter surged 50% from
the sameperioda yearago.

Actively managed banking funds
manage investormoney tothe tune
of 722,000 crore across 15 schemes.
Most of them largely stuck fo pri-

sed; Funds selected on basis of 1-year return)

vate sector banks 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 and analysts
say it has been a eateh-up rally for
PSU banks, which have underper-
formed private lenders for over a
decade.

“PS§1Thankswerea tactical play as

This has shrunk post the rally in
PSU banks,” said Azeem Ahmad,
head (PMS), LIC Mutual Fund.

Ahmad said net interest margins
(NIMs) for PSU banks in the quar-
ter ended September 30 were high,
as they did not raise deposit rates
in line with risirg repo rates. Ho-
wever, with deposit rates going up,
there could be some pressure on
NIMs over the next two quarters.

Some analysts are sceptical about
the longer-term outlook for PSU
banksas they continue tolose mar-
ket share to their private sector co-
unterparts.

“PSUbankshave beenlosing mar-
ket share in loans and also depo-
sits; especially CASA deposits
market share loss has been shar-
perat400bps in thelastfour years,”
said Suresh Ganapathy, associate
director, Macquarie Capital.

Genapathy said PSU banks are at
best a good trads because valua-
tions are cheap

RECOMMENDS INSTITUTIONS SHOULD CREATE THREE DISTINCT VERTICALS TO AVOID

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-
untabilit

[nalﬂtﬂmgt rcnnnsuhmmm tothe
Securit ofn-

tee suggested the first two verticals
get prioriry intermsof resourceallo-
cation and utilisation. Further, the
functions under the first two verti-
cals separately should be given hig-
her priority.

Market nfrastructure institutions

helmof theexchange.

y are vested with regulatory
responsib while pursuing
commercial interests like other pro-
fit-oriented entities. Because of this

(MIIs) include the stock

depositories and clearing corpora-

tions, which perform important

functions in the market and act as
it

dia (Sebi), the expert cnmmltt(-c has
said that all such institutions should
create three distinct verticals to av-
oid conflict of interest. These inclu-
de 1) critical operations; 2) regulato-
ry, compliance and rick manage
ment; and 3) other functions suchas
busiress development. The commit-

i X

In April, Sebi had constituted an ad
hoc committee under the leadership
of its former whole-time member G
Mahalingam. The committee was
formed after themarket regulator fo-
und several governancelapeos at the
National Stock Exchange (NSE) whi-
le Chitra Ramkrishna was at the

conflicting nature of MIL's role, the
governance standards of Mils need
toberabust toiner confi-
dence and deter mal-
OBl practices,” the commit-

tee said in itsreport.
The committee said
a rule-based appro-
achfor theregulation of Milssho-
uld be balanced with a principle-

based approach.

The commitee has put responsi-
bility on roles and responsibilitics
on public interest directors (PID)
to ensure greater independence of

CONFLICT OF INTEREST

theboard.

The committee has also suggested
atleast two-third membersof theBo-
ardof the MIIshallcompriseof PIDs.
Further, the roles and responsibiliti-
eso? all directorsmust beclearyout-
lined, especially their responsibiliti-
es foward regulatory compliance
andrisk management functions.

‘The PIDs will beexpected to conti-
nue to meet twice a year and sub-
mit to Sebi a periodic report high-
lighting issues of importance and
concern to Mils.

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-
edoutbythemand theirrelative hi-
rarchy within the MIL
The panel has also recommended
that all KMPs should have a salary
structure where minimum of 25%
and maximum §0% of their ealary
should be categorised as variable

ine ion
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SMART
INVESTING
Long-term

Thesis, Potential
Remain Very
A\COnstructwe

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 (BDC could bring.

WHAT IS CBDC?

CBDC is a digital form of
currency notes issued by
a central bank

CBDC IN INDIA

© Pilot project for
wholesale
CBDC launched |

© Banks settled
G-sec transactions in
wholesale pilot

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

© CBDC aimed
at comple- 2
menting, rather
than replacing, B
existing forms of money

© To provide an additional
payment avenue to users

© More than 60

© 10 countries

CBDCs

retail trade

| BENEFITS |

© Less currency

payments

availability of

working on CBDC
have launched
o Bahamian Sand

Dollar: First CBDC
launched in 2020

© Dependency on
cash to come down

ACROSS THE GLOBE

central banks

@ China and South Korea
among 17 countries to have
Jaunched CBDC pilots

© China first large economy to
pilat a CBDC in April 2020

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

managerrent cost

© Reduced settiement risk
© Innovation in cross-border

© Lower transaction costs

o Adoption of block chain
for financial services

© Enhancement of efficiency in
the inter-bank market

© Risks to financial stability,
monctary policy, financial
market structure

© Disintermediation of
banking system

oRisksto costand

credit

If we want the
digital euro to be
attractive, it needs to he

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
objectives such as en-
suring compliance with
anti-money laundering
rules and combating the
financing of terrorism.
CHRISTINE LAGARDE
President,

Eurupean Central Bank

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 all a 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.
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EXTRACT OF STATEMENT OF CONSOLIDATED UNAUDITED FINANCIAL RESULTS FOR
THE QUARTER AND HALF YEAR ENDED SEPTEMBER 30, 2022

(2 in Crs. except earning per share data)

NN b

Built-in Appliances

1Rs.

Bath Products

Extract of the Un-audited Consolidated Financial Results for the Quarter ard half year ended on September 30, 2022

n Lakhs exoept Earmings Per Share}

CONSOLIDATED

Particulars
Unaudited

[Total Income from Operations
INet Prafit for the period (before
landior Extraordinary items)

INet Profit for the periad before tax
[Extraordinary |lum5}d/

. [Net Profit for the period after tax
iy o

[Total Compreh ensive Income for

[Comprehensive Income (after tax]]

ity fhare Capital (Face Value

lother Equity

[Eamings Per Shar
o1 Re. 21- sach; {Not annualised)

13,947.15

1,272.93
ceptional

1.272.93
xceptional

xceptional and/or

1,351.60
mprising Profit for

iod {aﬂel tax) and Other

345

(a) Basic (Rs.): 345

(b) Diluted (RS.):

30.09.20z2

Quarter ended
30.06.2022

30.09.2021

Half Ye:
30.09.2022

ar Ended
30.09.2021

Year Ended
31.03.2022

Unaudited
17.124.44

2,492.10

5

2.492.10

1,879.41

2,164.27

7.00
6.94

Unaudited

2.231.74
2,246.85

31.091.59
3,765.03

3,765.03

1,781.64

281958

1,765.05 3,515.87

1045
10.38

Unaudited

Audited
49,396.83

8,808.05

Unaudited
22,261.04

4,030.76
408076 | 8608.05
313198 | 652565

312201 | 652059

533.90

24,835.55

1167
11.61

24.26
2413

underSection 133 of the C

a. The statement has been prepared in accordance wih
20

the companies (Indian Accounling Standards) Rules, 2015 (Ind AS) prescribed
bl

Resuls

policiesto

appli

Particulars

STANDALONE

Unaudited

30.09.2022

Quarter ended
30.06.2022

30.09.2027

Half Ye:

ar Ended Year Ended

30.09.2022

30.09.2021 [ 31.03.2022

Unaudited Audited

Quarter ended | Half Year ended | Quarter ended
SNo. | Particulars Sep. 30,2022 se0. 30,2022 sep. 20,2021
(unaudtad) (Unauited) (unaudited]
1| Totol Income from operations 395921 740776 308393
2 | eBIDIA 24347 44572 23356
3 | Net Profit/(Loss) for the period (before Tax, e 38517 19558
Exceptional and/er Extraordinary items)
Toss) [Tax, Ex
Net Profit/(Loss) for the period before Tax
“ | (after Exceptional andjor Extracrdinary items 20226 sehle Jeohe
(@fter E
Net Profit/(Loss) for the period after Tax (after
5 | Exceptional and/or Extraordinary iters) 150 #35 1607
6 | Totol Comprehensive income for the period 15272 26312 14639 (after E
7 | Equity Share Capital 5543 5543 5533
he period
& | Other Equity 5543 5543 5633 e o
9 | Earmings Per Share (face value of T 2/-not
annualised for quarterly figures) '
Basic: 600 1082 585 r
Diluted: 541 976 527
Notes: (XinCrs.)
1 | Briet of standaione Financial Resuts for the quarter and half year ended 30 September, 2022
Quarter ended | Half Year ended | Quarter ended 5
Particuars Sep. 30,2022 Se0.30,2022 Sep. 30, 2031 o
(Unaudited) (Unaudited)
Income from Operations 37736 583204 2,670.07 b. Additional
Profit Balore 16X 16309 30486 154,39
Profit After Tax 12147 22688 11530
Theaboveis an extzact of he detailed format of Unaudited Fancial Results Exchan: 3oithe
see (Listing Obligation cnd Disclosura Requirements) Regulations, 2015. Th full format of the Lnaudited financial Resuls are
2 available on the websites of the Stock and zom) and an the Company's website
“www aplapollo com’

Place: Ghaziabad
Date: 9 Novenber, 2022

For APL Apolle Tubes Limited

Sanjay Gupta
Chairmar & Managing Director

. [Net Profit for the period Before Tax

sd/-

- |rotal income from Operations.

. [Total Comprenensive Income fo*
fthe periad

6,208.97
638.79
476.40
478.10

. |Net Profit for the period After Tax

10,856.96
1,655.24
1,232.05
1,233.74

9.726.91
163349
1.270.11
126552

19,127.93
229403
1,708.45
1,711.84

18,305.57
346479
2,634.90
2885.73

40,230.40
6,760.72
5,152.39
5,159.17

2022 The

<. The above resuits were reviewed by the Audit Commites,

d

Directors in thei:

d

dract format of the

ir on November 09,

the Quarter and Half year Ended September 30,2022 filed under

R-gua!mns 33 of the SCDI (Listing Obligations and Disclosure Requirements) Regulations, 2015. The ful format of the Quartsrly
Standalone & Consolidated Financial Results for the Quarter and Half Year ended September 30, 2022 are available on the wabsita of the

Stock
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Social media ads: Twitter woes
put focus on brand safety

Focused approach to media targeting, using third-party
verification tocls among measures advertisers are adopting

VNEAT SUSAN PINTO

Mumbai, 9N gvember

witter's current travails with
T advertisers, with many of thent

hitting the pause button on
advertising, has brought into focus
the isstie of brand safety. A recent
study by Gurugram-based mFilterit,
a company that works with advertis-
ers on improving brand safety, says
that at least 20-25 per cent of the dig-
ital advertising budget of a company
is wasted because ads are sitting in
brand-unsuitable 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 sts-
pend advertising on Twitter after
their ads were spotted next to offen-
sive content.

Inthe 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 aclite now, with uncertainty pre-
vailing in the tech world. The content
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 putinplace when
advertising on social media,” says
Abhishek Chaturvedi, senior vice-
president and head of planning at

|LLUSTRATION: BINAY SINHS

SAFEGUARD TOOLS FOR ADS

H|nclusion-exclusion list of sites
based on wherethe brand wants
ordoesn'twantto be seen

mieyword blockingand content
categoriestoaid brand suitability

mTechtointercept
advertisement before itis put out

on a platform. The tech evaluates
impression for suitability before

ad is delivered to target audience
on social media channel/website

mProduds and servicesto
address issues ranging from
brand safety to ad 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 thetarget audience
thatis being served through the cam-
paign to the last detail,” Chaturvedi
says. “The second is to use third-party
verification tools, if needed, to enstire
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 enstre
brand safety.”

For instance, platforms such as
Google, Facebook, YouTube and
ShareChat have both manual and
automated checks to weed out unsafe
content. Automated tools include
embedded algorithms that identify
keywords, pictures and content that
are tnsafe and block its display.

Googlealso deploys sophisticated
tools that crawl through its content
cataloglie to weed ot Unsafe content.
Some other players such as 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 soft ware 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
requirertents of the ad vertiser, where
he/she wants to be presentand 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
contentcategories that can aid brand
suitability.”

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

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

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

A Grouph 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 attomotive.
Digital advertising in terms of size
was 336,000 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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Business Standard

ABInBevmakesa
fresh splash with
Budweiser Magnum

India’s lave for darker spirits makes the world's largest
beer maker enter the whiskey segmentin the country

SHARLEEN ISOUZA

Humbai, $ November

HIGH SPIRITS

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

Anheuser-Busch InBev (AB InBev),
Belgian brewer behind the popular Budweiser
brand that beer guzzlers are familiar with,
entered the whiskey segrent in India with the
launch of the premium Budweiser Magnum

Double Barrel whiskey.

AB InBev's fresh foray comes at a time
Indians are veering towardsconsuming darker
spirits and looking for more value, the company

the

B AB InBev brands includes

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 ofbrown spirits and drink sorme-
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, AR InBev, told Business Standard.

India, whichis the world’s largest consurmer
of whiskey in volume and second largest in val-
ue, registered $13.6 billion in sales in 2021 (¥1.1
lakh crore). AR InBev launched the Budweiser

m |ndia largest
whiskey market
globallyin
volume terms
and also one of
the fastest-
growing alcoholic
beverage markets,

Budweiser, (orona, Hoegaarden,
Fosters, Haywards and Knock Out

B The Indian alcobev market is
dominated by dark spirits, with
whiskey accounting for 72% of
total consumption according
1o IWSR data

with $13.6 billion

insalesin 2021,
says Statista

Magntim whiskey in Goa at a price point of

1,800 for a 750 ml bottle and 32,800 for a 750
ml bottle in Maharashtra, It will later retail in
Karnataka, Haryana, West Bengal,

Pradesh and Punjab.
Sharma added that the pre-

mitim whiskey segrment in India
was growing in double digits, at
15-18 per cent, “There is nothing
to suggest that the next three to
four years wottld be any different

than the last four years.”

He

explained
inequality of the tax strictire —
designed to tax the volume of
beer, not the alcohol in that vol-
e — has over time made the
aleoholic drink a niche category.

that

the

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.

Uttar

AB InBey houses brands such as Budweiser,
Corona, Hoegaarden, Fosters, Haywards
and Knock Ot in India’s ¥40,000-crore

(including excise duty) beer market. Excluding

AB InBev launched the
Budweiser Magnum
whiskey in Goa ata
price point of ¥1,800
for a 750 ml bottle and
2,800 fora 750 ml
bottle in Maharashtra,
It will later retail in
Karnataka, Haryana,
West Bengal, Uttar
Pradesh and Punjab

excise duty, the market size is
715,000 crove.

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. In2012, it launched
Budweiser Magniim Beer similar-
ly for the Indian market.

“We are focused on building

the premium and premitimisation trend that

is happening and the alcobev category is not

different from this. It is not just tier-I but tier-1T
towns are also seeing a lot of premiumisation,”
said Vineet Sharma, chief marketing officer, AB

InEev India.
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Extract of tha Un-auclited Consolidatad Financlal Results for the Quartsr and half ysar sndsd on Ssptambier 30, 2022

{Ra. In Lakhs ecept Eamings Per Share}

Particulars

GONSOLIDATED

[Total Income: from Operations

. [Net Profit for the period (before
[ Tax, Exceptional

jand/ior rdinary tems)

. [Nt Profit for the
(it Excoptianal a
[Extreordinary hame)

dlfor

4. [Net Proftt for the pariod after tax
(aftar Excaptional andior
rdinary eme)

s, omlcomprahm?‘.:lolpmfn
period [Comprising r
period {after tex) and Other

ﬂ!lwzs_h:aﬂd‘?ﬂﬂlﬂ (Face Value

. |Other Equity

. [Eami
(o Rs.

Diluted (Ra.):

lod bafore tax

mprehenaive Incoma (after tax)]

Per Share
each) {Not an.nunllsad)

13,647.15
1,27258

17,144.44

249210 | 224885

1,272.83 2,492.10 2.248.85

840.17 1.879.41 1.781.84

1,351.80 2,184.27 1,765.05

30.08.2021

12,231.74

Half Year Ended
30.00.2022 | 30.09.2021
Unaudited | Unaudited

31,001.58 22,281.04

3,765.03 4,000.78

Auditsd
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Social media ads: Twitter woes
put focus on brand safety

Focused approach to media targeting, using third-party
verification tocls among measures advertisers are adopting

VNEAT SUSAN PINTO

Mumbai, 9N gvember

witter's current travails with
T advertisers, with many of thent

hitting the pause button on
advertising, has brought into focus
the isstie of brand safety. A recent
study by Gurugram-based mFilterit,
a company that works with advertis-
ers on improving brand safety, says
that at least 20-25 per cent of the dig-
ital advertising budget of a company
is wasted because ads are sitting in
brand-unsuitable 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 sts-
pend advertising on Twitter after
their ads were spotted next to offen-
sive content.

Inthe 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 aclite now, with uncertainty pre-
vailing in the tech world. The content
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 putinplace when
advertising on social media,” says
Abhishek Chaturvedi, senior vice-
president and head of planning at

|LLUSTRATION: BINAY SINHS

SAFEGUARD TOOLS FOR ADS

H|nclusion-exclusion list of sites
based on wherethe brand wants
ordoesn'twantto be seen

mieyword blockingand content
categoriestoaid brand suitability

mTechtointercept
advertisement before itis put out

on a platform. The tech evaluates
impression for suitability before

ad is delivered to target audience
on social media channel/website

mProduds and servicesto
address issues ranging from
brand safety to ad 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 thetarget audience
thatis being served through the cam-
paign to the last detail,” Chaturvedi
says. “The second is to use third-party
verification tools, if needed, to enstire
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 enstre
brand safety.”

For instance, platforms such as
Google, Facebook, YouTube and
ShareChat have both manual and
automated checks to weed out unsafe
content. Automated tools include
embedded algorithms that identify
keywords, pictures and content that
are tnsafe and block its display.

Googlealso deploys sophisticated
tools that crawl through its content
cataloglie to weed ot Unsafe content.
Some other players such as 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 soft ware 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
requirertents of the ad vertiser, where
he/she wants to be presentand 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
contentcategories that can aid brand
suitability.”

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

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

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

A Grouph 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 attomotive.
Digital advertising in terms of size
was 336,000 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

ABInBevmakesa
fresh splash with
Budweiser Magnum

India’s lave for darker spirits makes the world's largest
beer maker enter the whiskey segmentin the country

SHARLEEN ISOUZA

Humbai, $ November

HIGH SPIRITS

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

Anheuser-Busch InBev (AB InBev),
Belgian brewer behind the popular Budweiser
brand that beer guzzlers are familiar with,
entered the whiskey segrent in India with the
launch of the premium Budweiser Magnum

Double Barrel whiskey.

AB InBev's fresh foray comes at a time
Indians are veering towardsconsuming darker
spirits and looking for more value, the company

the

B AB InBev brands includes

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 ofbrown spirits and drink sorme-
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, AR InBev, told Business Standard.

India, whichis the world’s largest consurmer
of whiskey in volume and second largest in val-
ue, registered $13.6 billion in sales in 2021 (¥1.1
lakh crore). AR InBev launched the Budweiser

m |ndia largest
whiskey market
globallyin
volume terms
and also one of
the fastest-
growing alcoholic
beverage markets,

Budweiser, (orona, Hoegaarden,
Fosters, Haywards and Knock Out

B The Indian alcobev market is
dominated by dark spirits, with
whiskey accounting for 72% of
total consumption according
1o IWSR data

with $13.6 billion

insalesin 2021,
says Statista

Magntim whiskey in Goa at a price point of

1,800 for a 750 ml bottle and 32,800 for a 750
ml bottle in Maharashtra, It will later retail in
Karnataka, Haryana, West Bengal,

Pradesh and Punjab.
Sharma added that the pre-

mitim whiskey segrment in India
was growing in double digits, at
15-18 per cent, “There is nothing
to suggest that the next three to
four years wottld be any different

than the last four years.”

He

explained
inequality of the tax strictire —
designed to tax the volume of
beer, not the alcohol in that vol-
e — has over time made the
aleoholic drink a niche category.

that

the

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.

Uttar

AB InBey houses brands such as Budweiser,
Corona, Hoegaarden, Fosters, Haywards
and Knock Ot in India’s ¥40,000-crore

(including excise duty) beer market. Excluding

AB InBev launched the
Budweiser Magnum
whiskey in Goa ata
price point of ¥1,800
for a 750 ml bottle and
2,800 fora 750 ml
bottle in Maharashtra,
It will later retail in
Karnataka, Haryana,
West Bengal, Uttar
Pradesh and Punjab

excise duty, the market size is
715,000 crove.

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. In2012, it launched
Budweiser Magniim Beer similar-
ly for the Indian market.

“We are focused on building

the premium and premitimisation trend that

is happening and the alcobev category is not

different from this. It is not just tier-I but tier-1T
towns are also seeing a lot of premiumisation,”
said Vineet Sharma, chief marketing officer, AB

InEev India.
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31,001.58 22,281.04
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Auditsd

8,800.05

3,765.02 4,090.76 8,808.05
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11.67
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Social media ads: Twitter woes
put focus on brand safety

Focused approach to media targeting, using third-party
verification tocls among measures advertisers are adopting

VNEAT SUSAN PINTO

Mumbai, 9N gvember

witter's current travails with
T advertisers, with many of thent

hitting the pause button on
advertising, has brought into focus
the isstie of brand safety. A recent
study by Gurugram-based mFilterit,
a company that works with advertis-
ers on improving brand safety, says
that at least 20-25 per cent of the dig-
ital advertising budget of a company
is wasted because ads are sitting in
brand-unsuitable 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 sts-
pend advertising on Twitter after
their ads were spotted next to offen-
sive content.

Inthe 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 aclite now, with uncertainty pre-
vailing in the tech world. The content
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 putinplace when
advertising on social media,” says
Abhishek Chaturvedi, senior vice-
president and head of planning at

|LLUSTRATION: BINAY SINHS

SAFEGUARD TOOLS FOR ADS

H|nclusion-exclusion list of sites
based on wherethe brand wants
ordoesn'twantto be seen

mieyword blockingand content
categoriestoaid brand suitability

mTechtointercept
advertisement before itis put out

on a platform. The tech evaluates
impression for suitability before

ad is delivered to target audience
on social media channel/website

mProduds and servicesto
address issues ranging from
brand safety to ad 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 thetarget audience
thatis being served through the cam-
paign to the last detail,” Chaturvedi
says. “The second is to use third-party
verification tools, if needed, to enstire
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 enstre
brand safety.”

For instance, platforms such as
Google, Facebook, YouTube and
ShareChat have both manual and
automated checks to weed out unsafe
content. Automated tools include
embedded algorithms that identify
keywords, pictures and content that
are tnsafe and block its display.

Googlealso deploys sophisticated
tools that crawl through its content
cataloglie to weed ot Unsafe content.
Some other players such as 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 soft ware 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
requirertents of the ad vertiser, where
he/she wants to be presentand 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
contentcategories that can aid brand
suitability.”

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

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

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

A Grouph 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 attomotive.
Digital advertising in terms of size
was 336,000 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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Business Standard

ABInBevmakesa
fresh splash with
Budweiser Magnum

India’s lave for darker spirits makes the world's largest
beer maker enter the whiskey segmentin the country

SHARLEEN ISOUZA

Humbai, $ November

HIGH SPIRITS

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

Anheuser-Busch InBev (AB InBev),
Belgian brewer behind the popular Budweiser
brand that beer guzzlers are familiar with,
entered the whiskey segrent in India with the
launch of the premium Budweiser Magnum

Double Barrel whiskey.

AB InBev's fresh foray comes at a time
Indians are veering towardsconsuming darker
spirits and looking for more value, the company

the

B AB InBev brands includes

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 ofbrown spirits and drink sorme-
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, AR InBev, told Business Standard.

India, whichis the world’s largest consurmer
of whiskey in volume and second largest in val-
ue, registered $13.6 billion in sales in 2021 (¥1.1
lakh crore). AR InBev launched the Budweiser

m |ndia largest
whiskey market
globallyin
volume terms
and also one of
the fastest-
growing alcoholic
beverage markets,

Budweiser, (orona, Hoegaarden,
Fosters, Haywards and Knock Out

B The Indian alcobev market is
dominated by dark spirits, with
whiskey accounting for 72% of
total consumption according
1o IWSR data

with $13.6 billion

insalesin 2021,
says Statista

Magntim whiskey in Goa at a price point of

1,800 for a 750 ml bottle and 32,800 for a 750
ml bottle in Maharashtra, It will later retail in
Karnataka, Haryana, West Bengal,

Pradesh and Punjab.
Sharma added that the pre-

mitim whiskey segrment in India
was growing in double digits, at
15-18 per cent, “There is nothing
to suggest that the next three to
four years wottld be any different

than the last four years.”

He

explained
inequality of the tax strictire —
designed to tax the volume of
beer, not the alcohol in that vol-
e — has over time made the
aleoholic drink a niche category.

that

the

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.

Uttar

AB InBey houses brands such as Budweiser,
Corona, Hoegaarden, Fosters, Haywards
and Knock Ot in India’s ¥40,000-crore

(including excise duty) beer market. Excluding

AB InBev launched the
Budweiser Magnum
whiskey in Goa ata
price point of ¥1,800
for a 750 ml bottle and
2,800 fora 750 ml
bottle in Maharashtra,
It will later retail in
Karnataka, Haryana,
West Bengal, Uttar
Pradesh and Punjab

excise duty, the market size is
715,000 crove.

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. In2012, it launched
Budweiser Magniim Beer similar-
ly for the Indian market.

“We are focused on building

the premium and premitimisation trend that

is happening and the alcobev category is not

different from this. It is not just tier-I but tier-1T
towns are also seeing a lot of premiumisation,”
said Vineet Sharma, chief marketing officer, AB

InEev India.
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Extract of tha Un-auclited Consolidatad Financlal Results for the Quartsr and half ysar sndsd on Ssptambier 30, 2022

{Ra. In Lakhs ecept Eamings Per Share}

Particulars

GONSOLIDATED

[Total Income: from Operations

. [Net Profit for the period (before
[ Tax, Exceptional

jand/ior rdinary tems)

. [Nt Profit for the
(it Excoptianal a
[Extreordinary hame)

dlfor

4. [Net Proftt for the pariod after tax
(aftar Excaptional andior
rdinary eme)

s, omlcomprahm?‘.:lolpmfn
period [Comprising r
period {after tex) and Other

ﬂ!lwzs_h:aﬂd‘?ﬂﬂlﬂ (Face Value

. |Other Equity

. [Eami
(o Rs.

Diluted (Ra.):

lod bafore tax

mprehenaive Incoma (after tax)]

Per Share
each) {Not an.nunllsad)

13,647.15
1,27258

17,144.44

249210 | 224885

1,272.83 2,492.10 2.248.85

840.17 1.879.41 1.781.84

1,351.80 2,184.27 1,765.05

30.08.2021

12,231.74

Half Year Ended
30.00.2022 | 30.09.2021
Unaudited | Unaudited

31,001.58 22,281.04

3,765.03 4,000.78

Auditsd

8,800.05

3,765.02 4,090.76 8,808.05

2819.58 3,131.98 6.525.65

3,515.87 312231 6,529.58

11.67
11.61

Year Ended

31.03.2022

48,396.83

Antony Waste Handling Cell Limited

Corporats Identity Number ; LE0001MH2001PLG130485
Reglaterad offica: 1403, 14* Floor, Dev Corpora Building, Opp. Cadbury Company,
Esstarn Express Highway, Thane - 400 601, Maharashira, Indla

3444.2 cr.
44% (YoY)
TOTAL REVENUE

Figures are for H1 FY23
EXTRACT OF UNAUDITED CONSOLIDATED FINANCIAL RESULTS FOR
THE QUARTER AND HALF YEAR ENDED 30 SEPTEMBER 2022

22% (YoY)
PROFIT AFTER TAX

(% In lakhs excapt samings per shara data}

Notes:

a. The statament has baen preparad In
201

under Seetion 13%of
n.

Rulas, 2015 {Ind AS) prascribad

Pearticulars.

STANDALONE

Gulrter mdod
50.09.2!!22

- |matal Income from Operationa

[Net Profit for the period After Tex:
- |Total Comprehensive Income for
the period

[Net Profit for the paricd Before Tax|

|n.asa.9a
1,855.24
1,232.05
1,233.74

9.728.81
163348
1.270.11
1,285.52

SUUB 30.09.2022

Half Year Ended
30.08.2021

18.305.57

345478
2,684.80
288573

40.230.40
6.760.72
515230
515047

Year Ended

Quarter Ended Half Year Ended Yaar Ended
;. Particulars 305012022 20Ame2022 W Sepl02L zuqnm znlq::ul zun-um:
(Unsuciied)  {Unamdited)  (Ussudhed) [Unamditsd} [Unamditsd} lited)
1 2045556 | 2396797 | 1584497 u.uw so,su.aa ,sm.a:
2 | Net Profit for the perlod (before Tex, 30987 | 34773 2pi3me | es7ES0 | SedsT | 1120042
___| Excoptional and/or Extractdinary ftema)
8 | Net Profit for the period before tax (atter 310367 | 347173 281382 | 657530 | 684487 | 1120942
and/er fteme)
4 | Nat Proft for the period after tax (atter 275102 | 280486 236073 | 661588 | 459670 | 904001
and/ar Iieeris)
5 | Other Incomey/ (foss) (net of tax) 2211 28.00 (11.62) 4811 (23.64) 104.00
® for the period 277343 | 289086 | 234891 | 560399 | 457306 | 914401
7 | Equity Shara Capital 1414.38 141436 | 141438 | 141436 | 4141438 1414.36
& | Eamings Por Share (wfter extraerdinary teme)
{on Feco velua ¥ 8 each)
Basic EPS & Diuted EPS
(¥ Quartarly figurea are not annuallsed) 824 8.20 838 1845 1230 24.00
Notw -1. Tha consolkigter audted financial results {‘financlal resutts') have itipn and

Indian Amllllﬂﬂﬂ Slﬂnﬂ:lﬂi (Ind AS’) as prescribed under Sectien 133 of the Companies Act, 2013 (the Act’) nead with Gompanies {Indian Ananlmllnn

time totima.

viawed by the Audl

the Board of Directors In thelr mesting held on November 06,

Raguiations 33 of the SEBI (Listing ohugaﬂms ‘and Dinciosurs Reguirameniz) Regulations, 2015 The ful formt of the nuarmy
Standalone & Congolidated Finencial Results for the Quarter and Half Year ended 30, 2022

CARYSIL LIMITE

D

Magisternd Offiss: A 702, 7th Floor, Kanella Wal Srusl,

. Quarter Encied Half Year Ended ‘Year Ended
No. Particulars 305WL2022 30Jme2022 J0Sept2021 J0Sept2022  J0Sep2021 1 March 2022
dited Umauad Red dited anditedd] Inasdited] L]
1 | Total Incoms 174832 205101 1,720.53 2.830.83 338599 7.119.41
2 | Profit Bafore Tax 47034 7887 48723 1,238.31 $60.00 2,38623
3 | Profit After Tax 34438 BeLs2 32387 20540 672,51 LESE0
4 | Total comprehanatve Income for 34736 Bra07 32040 82143 BB5.36 1,908.18
| theperiod

4. The abowe is &n extract of the detailed format for half year ended financial resulis filed with the Stock Exchanges under Regulation 33 of the SEBI (Listing
Obligations and Disclosure Requiremants) Regulations, 2615. Tha full format of the quarterly and half ysar snded financlal results ars avallabla on ths Stack
Lesindla, nesindia, oy

-atle.com.

For usd sn bahalf of the Board ef Dirsctors:
Astary Wasts Handiing Call Limkted

Jasa Jacab Kallarakal
Chalrman and Managing Director
ol
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