
December 31 , 2019 

The Manager - Listing 
BSE Limited 
(BSE: 507685) 

The Manager - Listing 
National Stock Exchange of India Limited. 
(NSE: WI PRO) 

Dear Sir/Madam, 

•• ••• • •• •• • • • • ••••• • • 
wip. :r~:>f:: ..... ..• • • •• ••• • • • • • • •• • •••• • 

Sub: Newspaper Adverti sement- Regulation 47 of SEBI (Listing Obligations and Disclosure 
Requirements) Regulations, 2015 

Pursuant to Regulation 47 of the SEBI (Listing Obligations and Disclosure Requirements) 
Regulations, 2015, we are enclosing a copy of newspaper advertisement published in the 
Newspaper of Business Standard and Kannada Prabha. The same has been made available on 
the Company's Website www.wipro.com. 

Registered Office: 

Wipro Limited 
Doddakanne 

SarptpurRoad 
Bengaluru 560 035 

India 

T : +91 (80) 2844 0011 
F ~91 80 2844 OC-;;.­
E .w~~ro.corn 

W wprocom 
C • L32102KA1945PLC020800 



MUMBAI  |  TUESDAY, 31 DECEMBER 2019 BRAND WORLD 13
. <

ARUNDHUTI DASGUPTA
MUMBAI, 30 DECEMBER

If there is an abiding story
that marks the decade, it is
that of Nestle India and

Maggi. Even though this was
not the first time an iconic
brand ran afoul of regulators
and consumers—Cadbury
(now part of Mondelez India)
had found itself in a similar
spot over worms inside choco-
late bars in 2003, the Maggi sto-
ry snowballed into a crisis like
none other. 

The difference say experts
is the all-encompassing, all per-
vasive nature of the consumer
brand relationship. The decade
has seen the emergence and
maturing of a new breed of
buyers, the smartphone con-
sumers who move seamlessly
between marketplaces, com-
munication networks and the
real and virtual world and
expect brands to do the same—
that is be omnipresent, alert

and engaged 24x7. 
The big shift that several

consumer reports and brand
experts point out is that the line
that existed between online
and offline behaviour is fast dis-
appearing. It is reflected in the
expectation that brands must
react instantly to allegations
and adapt to changes happen-
ing offline and online. It is seen
in the way people shop or
choose the brands they desire. 

Consumers want answers
and action in real time, no mat-
ter where brands build their
universe. And the trick lies in
reacting quickly to developing
situations instead of withdraw-
ing from the conversation or
serving up bland officious
statements. Brands across
categories (see box) have
had to learn this lesson.

The new consumer
has also overhauled the
way brands communi-
cate. Purpose led
branding has emerged

as a potent tool. According to a
report by Accenture earlier this
year, ‘From me to we: The rise of
the purpose-led brand’ con-
sumers want companies to
stand for something bigger
than what they sell. Hence
brands that communicate their
purpose and demonstrate com-
mitment, are more likely to
attract consumers and influ-
ence purchasing decisions.  

“Technology and media
have empowered consumers to
take a stand on their opinions
and beliefs. Price, product qual-
ity and customer experience
continue to be important but a

brand’s purpose beyond profit
has emerged as a clear differ-
entiator,” Anindya Basu, geo-
graphic unit and country senior
managing director, Accenture
in India had said during the
launch of the report.

Consumers trust brands
that demonstrate commitment
to a cause or sincerity in their
promises. According to Kantar
research, trust as driver of
brand value is more important
today than ever before. The
total brand value of trusted
brands in India has shot up sev-
eral times in recent years,
according to the last report that
Kantar did, it wentup from
$1,385 million in 2014 to $3,685
million in 2018 and has climbed
up further ever since.

Trust will play an even
greater role as brands dig deep-
er into the hinterland.

According to a spokesper-
son for Kantar, trusted

brands are those with a
clear purpose. Purpose,
he defines, is having
clarity about how the
brand is making con-
sumer’s life better. 

The decade is defined by globalised consumption
patterns and a tetchy consumer-brand relationship 

Sample this: since 2000, 52 percent
of companies in the Fortune 500
have either gone bankrupt, been
acquired, or ceased to exist. In fact,
three-quarters of today’s S&P 500
is expected to be replaced by 2027.
Risk is no longer in changing. But

in not changing. Those that think change is a big risk, risk 
annihilation.

The brand is the new category today. Challenge is no longer
just the competition or the ever-changing business environ-
ment. It's our own inertia. Our fear of the new, of the unknown. 

What can brands learn from the decade past? Those that
overcome, change. They stay awake as business landscapes
around them change. They acknowledge the new consumer
preferences. They accept the new customer experiences. They
react and respond. Sacrificing their comfort. Replacing compla-
cency with competitiveness. Because they change, they grow.
Because they grow, they change.

Growth and change are inseparable and yet habit, inertia
and fear impedes change. The truth is that in growth, there is
both chaos and order: new dynamics that change the shape of
things, and the structures that channel and harness that
change. Major cultural shifts impact the way people think on a
macro scale—especially younger generations—and these atti-
tudes trickle into organisations. Understanding the forces
behind their motivations and desires is key to shifting the think-
ing of an organisation.

Luxury is the new normal
Nothing illustrates the way consumer attitudes are changing
and driving change in brand behaviour than the premium seg-
ment. Interestingly, while some of the fastest growing brands
globally like LV, Gucci and Hermes have moved with the times,
brands outside the luxe-club have taken a leaf right out of the
luxury playbook. Because if the decade has one big lesson for all
brands, it is that one must inculcate a luxury mindset. 

Brands are responding by creating world class experiences
even in transactional sectors. Royal Enfield in motorcycles.
IndusInd, Kotak 
Bank in banking. In
this manner, not only
do they cater to a grow-
ing customer desire,
but also stand up to
global brands.
Premium drives inno-
vation, freshness and
growth in brands.
Maruti is an example of
turning the premium
route into one for
growth and expansion
through its retail 
brand Nexa.

Custom-made, not just customer first
Being truly customer-centric today means going deeper than
just offering a product or service that the customer wants, and
truly recognizing how customers think, feel and behave, and
then delivering the most optimized experience possible across
each and every customer touch point.

In early 2000—almost 20 years ago—Amazon CEO Jeff
Bezos said, “We seek to be earth’s most customer-centric com-
pany for four primary customer sets: consumers, sellers, enter-
prise, and content creators.” When people order household
goods 24/7 from Amazon Prime, watch Prime TV shows, party at
Prime Live Events, order clothes from subscription service
Prime Wardrobe, or purchase sustainably-sourced groceries
from recently-acquired Whole Foods, the company analyses
consumers’ interaction data, and then uses it to continually to
customise and enhance the experience for every single cus-
tomer.

Another company that has customer-centricity engrained
in its brand DNA is Netflix. In fact, Netflix can attribute its rapid
transformation from its small beginnings as a mail-order DVD
service to becoming the multi-Oscar award-winning media
powerhouse that it is today to this very customer-oriented
approach. Over time, the media juggernaut Zee 5 too has tapped
into data analytics to develop all-encompassing personal 
profiles of customer preferences. 

The retail brands making their way into the league table too
reflect a serious uplift in their customer centricity. Big Bazaar
over the years has evolved substantially to add key customer
choice drivers like design and experience into its strong value
proposition. Even B2B brands such as Infosys are driving value
growth by moving closer to their customers and staking their
claims to being best placed for navigating their next steps as a
side-on partners.

Brand is the new category
Consider the big disruptor brands. Amazon, through its sub-
scription service Amazon Prime, convenience store concept
Amazon Go, ‘try before you buy’ online shopping service
Amazon Wardrobe, or even its latest version of the Echo, called
Look, that can deliver fashion advice. Jio in India has turned
almost every rule in the communication business on its head.
But how does one define the category the Jio Brand operates in,
or Amazon for that matter? What was intended to be a telecom

business now includes
everything from enter-
tainment to ecommerce. 

Transcending cate-
gories is a pattern we
have seen in other key
value creators in other
categories too. The
future of brands clearly
lies in understanding
that it is the ‘age of you’
we live in. In this cogni-
tive era, consumers want
to design their lives and
use brands as a tool 
for that. 

GUEST COLUMN
ASHISH MISHRA
Managing director, 

Interbrand India

Grow or die!

Flipkart: The e-commerce
giant ran into trouble
when ‘The Big Billion Day
Sale” on October 6, 2014
crumbled under the rush
ofonline shoppers.
Products were not
available, servers crashed
and social media ran
stories ofdropped orders
of ‘Flopkart”. Much has
changed since then with
the sales getting bigger
and more frequentand
running more smoothly

Uber: Itwas run off the
roads in 2014, after a
passenger was raped by
one of its drivers in Delhi.
The brand’s lax
communication andslow
reaction to the controversy
fuelled the crisis further
and since then, the India
team has worked hard to
rebuild its reputation and
make safetyone of its key

brand pillars in the country

Maggi:Nestle India faced a
six-month ban on its
popular brand of instant
noodles in 2015. For a
brand thathad become a

near-generic
term for the
category
through
aggressive
marketing
practices,
high-profile
celebrity

endorsements and
memorable advertising,
the controversyproved to
be its unmaking and then,
also its resurrection in its
present formatas a snack
that is not just safe for kids,
butalso healthy for all 
age groups

IndiGo: The airline was
caught in the eye ofa storm

on social media in 2017
when two staffmembers
were seen getting into an
altercation and roughing
up a passenger on the
tarmac atDelhi Airport. The
video, firstaired on
television, soon went
viral online with
consumers resorting
to #BoycottIndigo
on various channels 

Airtel, Ola:
Discrimination and
hate against religious
communities played a big
role online and in 2018,
the two brands were
caught in the crossfire.
While Airtel was
pummelled on Twitter for
furthering religious bigotry,
bybeing slowto respond to
a subscriber’s prejudiced
rantagainstan employee,

Ola fared better
because itwas

quick to actagainst
a rider who refused to

be driven bya person of
another religion

Zomato: In 2019, the food
deliveryapp found itself in
the spotlightwhen users
turned a tweet from its
founder Deepinder Goyal
“Food doesn’thave a
religion. It is a religion,”

viral. The tweet came after
a customer discriminated
against a delivery person
on the basis of his
religion. The company
was prompt with its
condemnation, but it led
to many deleting the app
from their phones 

BATTLING CRISES
The decade sawits fair share ofbrand bashing,
bans and boycotts

THE
DECADE
THAT
WAS

The artof 24x7 
brand management

Churn, disruption and agility are the
key takeaways of the decade 

JM FINANCIAL LIMITED 
Corporate Identity Number: L67120MH1986PLC038784 
Regd. Office : 7th Floor, Cnergy, Appasaheb Marathe Marg,
Prabhadevi, Mumbai 400 025.

for JM Financial Limited
Sd/-

Prashant Choksi
Place: Mumbai Group Head – Compliance, Legal
Date: December 30, 2019 & Company Secretary

NOTICE

Pursuant to Regulation 47 of SEBI (Listing Obligations and Disclosure
Requirements) Regulations, 2015 (“Listing Regulations”), it is hereby
informed that a meeting of the Board of Directors of JM Financial
Limited is convened on Thursday, January 23, 2020, inter alia, to
consider and approve the Standalone and Consolidated Unaudited
Financial Results for the third quarter and nine months ending on
December 31, 2019. The notice of the said meeting has been given to
the BSE Limited (BSE) and National Stock Exchange of India Limited
(NSE) pursuant to Regulation 29 of the Listing Regulations.
Please note that the above information is available on the website
of BSE (www.bseindia.com) and NSE (www.nseindia.com) where
the Company’s equity shares are listed and is also available on the
website of the Company viz., www.jmfl.com.



PÜ®ÝìoPÜ ñÜívÜPæR 
Ãæãà¯ñ… ÊÝ±ÜÓ…

2022ÃÜ PÝÊÜá®…ÊæÇ…¤  
WæàÊÜå…Õ®ÜÈÉ »ÝÃÜñÜ ÓÜ³«æì

2026 CÆÉÊæà 
2030ÃÜ PÝÊÜá®æÌÇ…¤ 
QÅàvÝPÜãoPæR ¹v…
2010ÃÜÈÉ PÝÊÜá®…ÊæÇ…¤ 
QÅàvÝPÜãoPæR B£¥ÜÂ ÊÜ×Ô 

Ü̈ª »ÝÃÜñÜ, ÊÜáñæã¤Êæá¾ hÝWÜ£PÜ 
ÊÜáor̈ Ü PÜãoPæR Êæà©Pæ J Ü̈X 
ÓÜÆá CbfÔ æ̈. 2026 CÆÉÊæà 
2030ÃÜ QÅàvÝPÜão Ü̈ B£¥ÜÂ 
ÖÜPÜáR ±Üvæ¿áÆá ¹v… ÓÜÈÉÓÜá 
ÊÜâ¨ÝX IJG £ÚÔ æ̈. 
"QÅàvÝPÜão BÁãàiÓÜáÊÜ 
ŸWæY Pæàí Ü̈Å ÓÜPÝìÃÜ̈ Ü 
ÊÜááí æ̈ ±ÜÅÓÝ¤±ÜËvÜáñæ¤àÊæ' 
Gí Ü̈á IJG PÝÃÜÂ Ü̈Îì 
ÃÝiàÊ… ÊæáÖÝ¤ £ÚÔ¨ÝªÃæ. 

æ̧íWÜÙÜãÃÜá: g.3 Äí Ü̈ 6ÃÜÊÜÃæWæ 
ÊÜááí æ̧ç ËÃÜá Ü̈œ ®Üvæ¿áÈÃÜáÊÜ ÃÜ|i 
pæãÅàµ 4®æà ÓÜá£¤®Ü ±Üí Ü̈ÂPÝRX 15 
BoWÝÃÜÃÜ PÜ®ÝìoPÜ ñÜívÜÊÜ®Üá° 
ÓæãàÊÜáÊÝÃÜ PÜ®ÝìoPÜ ÃÝgÂ QÅPæp… 
ÓÜíÓæ§ (PæGÓ…ÔG) ±ÜÅPÜqÔ æ̈. PÜÃÜáO… 
®Ý¿áÃ… ñÜívÜ̈ Ü ®Ý¿áPÜÃÝX 
ÊÜááí Ü̈áÊÜÄ© Ü̈áª, Æ¿á PÜÙæ̈ ÜáPæãíw 
ÃÜáÊÜ ̧ ÝÂp…ÕÊÜá®… BÃ….ÓÜÊÜá¥…ìÃÜ®Üá° 
Pæç¹vÜÇÝX æ̈. AÊÜÃÜ Ÿ Ü̈ÈWæ A¼ÐæàP… 
ÃæwxWæ ÓÝ§®Ü ÔQR̈ æ. WÝ¿á Ü̈ ÓÜÊÜáÓæÂ 
Àáí¨ÝX PÜÙæ̈ Ü ±Üí Ü̈ÂPæR AÆ»ÜÂÃÝX Ü̈ª 
ÊæàX Ãæãà¯ñ… ÊæãàÃæ ñÜívÜPæR ÊÜáÃÜÚ Ü̈áª, 
ñÜívÜPæR C®Üã° ±Ý¨Ý±ÜìOæ ÊÜÞvÜ̈ Ü Pæ.
GÓ…. æ̈àÊÜ¿áÂ AÊÜÃÜ®Üá° Pæç¹vÜÇÝX æ̈. 
PÜ®ÝìoPÜ BwÃÜáÊÜ 3 ±Üí Ü̈ÂWÜÙÜÈÉ 1ÃÜÈÉ 

Wæ̈ Üáª, 2 ±Üí Ü̈ÂWÜÙÜ®Üá° vÝÅ ÊÜÞw 
Pæãíw æ̈.  C æ̈à ÊæàÙæ ÊÜááí æ̧ç ñÜívÜ ÓÜÖÜ 
±ÜÅPÜoWæãíw Ü̈áª, AiíPÜÂ ÃÜÖÝ®æ,  ±Üê¦Ì 
ÍÝWæ ÓÝ§®Ü ÔQR̈ æ. ÓÜã¿áì PÜáÊÜÞÃ… 
¿Þ Ü̈Ê… ñÜívÜÊÜ®Üá° ÊÜáá®Ü°væÓÜÈ¨ÝªÃæ.  
D ±Üí Ü̈Â Ü̈ÈÉ PÜ®ÝìoPÜ ñÜívÜPæR PÜt| 
ÓÜÊÝÆá G Ü̈áÃÝWÜÈ æ̈. 
PÜ®ÝìoPÜ ñÜívÜ: PÜÃÜáO… ®Ý¿áÃ… 
(®Ý¿áPÜ), æ̈àÊÜ̈ Üñ… ±ÜwPÜRÇ…, 
¯ÍÜcÇ… w., ÊÜá¿ÞíP… AWÜÃ…ÊÝÇ…, 
A¼ÐæàP… Ãæwx, ÍÜÃÜñ… ¹.BÃ…., 
ÃæãàÖÜ®… PÜ̈ Üí, ÍæÅà¿áÓ… Wæãà±ÝÇ…
(E±Ü®Ý¿áPÜ), hæ. ÓÜábñ…, A¼ÊÜá®ÜáÂ 
Ëá¥Üá®…, Ë. PèÎP…, ±ÜÅ£àP… hæç®…, 
Ãæãà¯ñ… ÊæãàÃæ, ÍÜÃÜñ… ÎÅà¯ÊÝÓ…, 
±ÜÅËàO… Ü̈á æ̧. 

ÊÜááí æ̧ç ËÃÜá Ü̈œ ÃÜ|i ±Üí Ü̈ÂPæR ñÜívÜ
ÓÜÊÜá¥…ì Ÿ Ü̈ÈWæ A¼ÐæàP…Wæ ÓÝ§®Ü 

¸æíWÜÙÜãÃÜá
ÊÜáíWÜÙÜÊÝÃÜ 31.12.201914 QÅàvæ

CAUTION - Readers are advised to make appropriate enquiries while responding to advertisements in these columns. Kannada Prabha  
Publications Ltd., does not vouch for any claims made by the advertisers. The Printer, Publisher, Editor and Owner of Kannada Prabha Publications 
Ltd., shall not be  held responsible/liable for any consequences, in case such claims are found to be false.

ÓÜO… ÓÜá©ª
JÈí²P…Õ AÖÜìñÝ  
PÜãoPæR ËPÝÓ…, AËáñ…

æ̧íWÜÙÜãÃÜá: JÈí²P… AÖÜìñÝ PÜãoPÝRX 
ÓæãàÊÜáÊÝÃÜ ®ÜvæÓÜÇÝ Ü̈ ±ÜâÃÜáÐÜÃÜ oÅ¿áÇ…Õ®ÜÈÉ 
WæÆáÊÜâ PÜívÜáPæãÙÜáÛÊÜ ÊÜáãÆPÜ ËPÝÓ… PÜêÐÜ®… 
AÊÜÃÜá »ÝÃÜñÜ ñÜívÜ̈ ÜÈÉ ÊÜáñæ¤ ÓÝ§®Ü 
±Üvæ̈ ÜáPæãíw¨ÝªÃæ. 69 Pæ.i Ë»ÝWÜ̈ ÜÈÉ ËPÝÓ… 
ÓÜ³̃ ìÓÜÈ¨ÝªÃæ. AËáñ… ±Üí[ÝÇ… (52 Pæ.i), 
WèÃÜÊ… ÓæãàÆíQ (57 Pæ.i), ÊÜá¯àÍ… PèÎP… (63 
Pæ.i), BÎÍ… PÜáÊÜÞÃ… (75 Pæ.i), ÓÜb®… 
PÜáÊÜÞÃ… (81 Pæ.i), ®ÜÊÜá®… ñÜ®ÜÌÃ… (91 Pæ.i) 
ÖÝWÜã ÓÜ£àÍ… PÜáÊÜÞÃ… (+91 Pæ.i) ¶æ.3Äí Ü̈ 
14ÃÜ ÊÜÃæWÜã bà®Ý Ü̈ÈÉ ®Üvæ¿áÈÃÜáÊÜ JÈí²P…Õ 
AÖÜìñÝ oã¯ìWæ ±ÜÅÊæàÍÜ ±Üvæ©¨ÝªÃæ.

Bo Ü̈ ÊæàÙæ PÜáÔ Ü̈á 
±ÝÅ|¹or ¶ÜâpÝºÈWÜ

ÊÜáÆ±Üâ³ÃÜí(PæàÃÜÙÜ): 
ÊæãàÖÜ®… ŸWÝ®…, DÓ…r 

æ̧íWÝÇ…®ÜíñÜÖÜ ±ÜÅ£ÑuñÜ 
¶ÜâpÝºÇ… ñÜívÜWÜÙÜ®Üá° 
±ÜÅ£¯˜Ô Ü̈ª «Ü®ÜÃÝg®… 
ÃÝ«ÝPÜêÐÜ¡®… BvÜáÊÝWÜÇæà 
ÖÜê Ü̈¿Þ[ÝñÜ©í Ü̈ 

ÓÝÊÜ®Ü°²³̈ Ü Zo®æ »Ý®ÜáÊÝÃÜ ÓÜíhæ ®Üvæ© æ̈. 39 
ÊÜÐÜì Ü̈ «Ü®ÜÃÝg®… CÈÉ ®Üvæ¿áá£¤̈ Üª ÓÜ§Úà¿á 
±Üí¨ÝÂÊÜÚÁãí Ü̈ÃÜÈÉ ±ÝÇæãYíw Ü̈ªÃÜá. AÊÜÃÜá 
ŸíWÝÙÜ ñÜívÜ̈ Ü ±ÜÃÜ ÓÜíñæãàÐ… pæãÅàµ ÃÝÑóà¿á 
oã¯ì¿áÆãÉ Bw Ü̈ªÃÜá.

±ÝíqíW…ÃÜ Ü̈ÍÜPÜ̈ Ü  
ñÜívÜPæR Pæã×É ®Ý¿áPÜ!
ÊæáÆº®…ì: BÓæóàÈ¿Þ Ü̈ ÊÜÞi ®Ý¿áPÜ ÄQ 
±ÝíqíW… ñÝÊÜâ ÖæÓÜÄÔÃÜáÊÜ Ü̈ÍÜPÜ̈ Ü pæÓ…r ñÜívÜPæR 

ËÃÝp… Pæã×É¿á®Üá° 
®Ý¿áPÜÃÜ®Ý°X BÁáR 
ÊÜÞw¨ÝªÃæ. ñÜívÜ̈ ÜÈÉÃÜáÊÜ 
HPæçPÜ »ÝÃÜ£à¿á BoWÝÃÜ 
Pæã×É. "GÆÉÃÜã Ü̈ÍÜPÜ̈ Ü 
ñÜívÜ ±ÜÅPÜqÓÜá£¤̈ ÝªÃæ. 
®Ü®Ü°̈ Üã Jí Ü̈á CÃÜÈ' 

Gí Ü̈á ±ÝíqíW… qÌàp… ÊÜÞw¨ÝªÃæ. AÊÜÃÜá 
ÖæÓÜÄÔÃÜáÊÜ ñÜívÜ ×àX æ̈. 
ñÜívÜ: ÊÝ®ÜìÃ…, PÜáP…, ËÈ¿áÊÜáÕ®…, ÔràÊ… 
Ô¾ñ…, Pæã×É(®Ý¿áPÜ), ÓÜíWÜPÝRÃÜ(ËPæp… Qà±ÜÃ…), 
ÓæãràP…Õ, Óærà®…, Æ¿á®…, ¸ÝÅv…, BÂívÜÃ…ÓÜ®….

2023Äí Ü̈ 4 ©®ÜWÜÙÜ pæÓ…r?
ÊæáÆº®…ì: 2023Äí Ü̈ ËÍÜÌ aÝí²¿á®…Î±… 
ÊÝÂ²¤Wæ ÓæàÃÜáÊÜ pæÓ…r ±Üí Ü̈ÂWÜÙÜ®Üá° 5 ©®ÜWÜÙÜ 
Ÿ Ü̈ÇÝX PÜvÝx¿áÊÝX 4 ©®ÜWÜÙÜ PÝÆ ®ÜvæÓÜÆá 
AíñÝÃÝÑóà¿á QÅPæp… ÓÜËá£ (IÔÔ) bíñÜ®æ 
®ÜvæÔ æ̈. ±ÜÅÊÜááSÊÝX, ¯ÃÜíñÜÃÜ QÅPæp… 
oã¯ìWÜÙÜ®Üá° ñÜvæ¿áÆá D Áãàg®æ 
ÃÜã²ÔÃÜáÊÜâ¨ÝX IÔÔ £ÚÔ æ̈. 2017ÃÜ 
APæãràŸÃ…®ÜÈÉ IÔÔ 4 ©®ÜWÜÙÜ pæÓ…r BÁãàg®æWæ 
A®ÜáÊÜá£ ̄ àwñÜá¤. B Ü̈Ãæ ±Üí Ü̈ÂPæR B£¥ÜÂ ÊÜ×ÓÜáÊÜ 
QÅPæp… ÊÜáívÜÚWæ ¯«ÜìÄÓÜáÊÜ AÊÜPÝÍÜ 
¯àvÜÇÝXñÜá¤. 
ÇÝ»ÜÊæà®Üá?: 2023Äí Ü̈ 2031ÃÜ ®ÜvÜáË®Ü QÅPæp… 
MáñÜáWÜÙÜÈÉ pæÓ…r ±Üí Ü̈ÂWÜÙÜ®Üá° 5 ©®ÜWÜÚí Ü̈ 4 
©®ÜWÜÚWæ CÚÓÜáÊÜâ Ü̈Äí Ü̈ ÖæaÜác hÝWÜ£PÜ ÊÜáor̈ Ü 
oã¯ìWÜÙÜá, ¹ÔÔI æ̧àwPæ¿áíñæ ÊÜáñÜ¤ÐÜár 
©Ì±ÜQÒà¿á ÓÜÃÜ~WÜÙÜ BÁãàg®æ, ËÍÜÌ̈ Ý Ü̈ÂíñÜ 
®Üvæ¿ááÊÜ q20 ÈàW…WÜÙÜ ±ÜÅÓÜÃÜ| ÖÝWÜã 5 
©®ÜWÜÙÜ ±Üí Ü̈ÂWÜÙÜ BÁãàg®æWæ ñÜWÜáÆáÊÜ ÊæaÜcÊÜ®Üá° 

PÜwÊæá ÊÜÞvÜÆá ®æÃÜÊÝWÜÈ æ̈ Gí Ü̈á ÇæPÝRaÝÃÜ 
ÖÝPÜÇÝX æ̈. ÓÜ̈ ÜÂ aÝÈ¤¿áÈÉÃÜáÊÜ 2015&2023ÃÜ 
AÊÜ̃ ¿áÈÉ 5 ©®ÜWÜÙÜ Ÿ Ü̈ÈWæ 4 ©®ÜWÜÙÜ pæÓ…r 
±Üí Ü̈ÂWÜÙÜ®Üá° ®ÜvæÔ Ü̈áª, 335 ©®ÜWÜÙÜá EÚ¿áá£¤̈ ÜªÊÜâ 
Gí Ü̈á IÔÔ Aí¨ÝiÔ æ̈. 

ÖæãÓÜ Áãàg®æ¿áÆÉ: 4 ©®ÜWÜÙÜ pæÓ…r ÖæãÓÜ 
Áãàg®æ H®ÜÆÉ. D ÊÜÐÜì CíWæÉív… ÖÝWÜã 
IÇæìív… ñÜívÜWÜÙÜá 4 ©®ÜWÜÙÜ ±Üí Ü̈ÂÊÜ®Üá° 
Bw Ü̈ªÊÜâ. 2017ÃÜÈÉ Ü̈QÒ| BµÅPÝ ÖÝWÜã 
ií¸Ý æ̧Ì ÓÜÖÜ Jí Ü̈á ±Üí Ü̈Â Ü̈ÈÉ 
ÊÜááTÝÊÜááU¿ÞX Ü̈ªÊÜâ. 

IÔÔ¿á D Áãàg®æWæ QÅPæp… ÊÜáívÜÚWÜÚíñÜ 
ÓÜPÝÃÝñÜ¾PÜ ±ÜÅ£QÅÁá ŸÃÜáÊÜ ¯ÄàPæÒ C æ̈. QÅPæp… 
BÓæóàÈ¿Þ Ü̈ ÔCJ PæË®… ÃÝŸìp…Õì, 
"SíwñÜÊÝX¿áã 4 ©®ÜWÜÙÜ pæÓ…r BÁãàg®æ¿á®Üá° 
®ÝÊÜâ ±ÜÄWÜ~ÓÜáñæ¤àÊæ. PÜÙæ̈ Ü 5Äí Ü̈ 10 ÊÜÐÜìWÜÙÜÈÉ 
pæÓ…r ±Üí Ü̈ÂWÜÙÜá ÓÜÃÝÓÜÄ GÐÜár ©®ÜWÜÙÜ ®Üvæ© æ̈ 
G®Üá°ÊÜâ Ü̈®Üá° WÜÊÜá¯Ô Ü̈Ãæ, 5 ©®ÜWÜÙÜ®Üá° 4 ©®ÜWÜÚWæ 
CÚÓÜáÊÜâ Ü̈á ÓÜãPÜ¤ G¯ÓÜáñÜ¤̈ æ' Gí©¨ÝªÃæ. 

 D Áãàg®æ hÝÄWæ ñÜÃÜáÊÜ Êæã Ü̈Æá PæÆ 
ÓÜÃÜ~WÜÙÜÈÉ ±ÝÅÁãàXPÜÊÝX 4 ©®ÜWÜÙÜ 
±Üí Ü̈ÂWÜÙÜ®Üá° BÁãàiÓÜáÊÜ ŸWæY IÔÔ ñÜ®Ü° ÓÜ̈ ÜÓÜÂ 
ÃÝÐÜóWÜÙÜ ŸÚ ÓÜÆÖæ PæãàÄ æ̈ G®Ü°ÇÝX æ̈.

¯ÃÜíñÜÃÜ QÅPæp… ñÜvæ¿áÆá Áãàg®æ > ÖæaÜác hÝWÜ£PÜ oã¯ì BÁãàg®æWæ bíñÜ®æ
ÓÜíWÜÅÖÜ bñÜÅ ®ÜÊÜ̈ æÖÜÈ: ÍÜãqíW… QÅàvæ¿á®Üá° Pæç¹qr̈ ÜªPæR 

2022ÃÜ ŸËáìíW…ÖÝÂÊÜå… PÝÊÜá®…ÊæÇ…¤ 
WæàÊÜå…Õ Ÿ×ÐÜRÄÓÜáÊÜ ÁãàaÜ®æ¿á®Üá° 
»ÝÃÜ£à¿á JÈí²P… ÓÜíÓæ§ (IJG) 
Pæç¹qr̈ æ. QÅàvÝPÜãoPæR »ÝÃÜ£à¿á QÅàvÝ 
±ÜoáWÜÙÜ®Üá° PÜÙÜá×ÓÜÆá ̄ «ÜìÄÔ æ̈. »ÝÃÜñÜ̈ Ü 
JñÜ¤vÜPæR ÊÜá~ Ü̈á 
QÅàvÝ PÜãoPÜãR 
ÊÜáá®Ü° »ÝÃÜñÜ̈ ÜÈÉ 
±ÜÅñæÂàPÜÊÝX PÝÊÜá®…
ÊæÇ…¤ ÍÜãqí W… 
aÝí²-¿á®…Î±… 
BÁãà-iÔ, AÈÉ 
WæÆáÉÊÜ ±Ü̈ ÜPÜWÜÙÜ®Üá° ŸËáìíW…ÖÝÂÊÜå…
PÝÊÜá®…ÊæÇ…¤ WæàÊÜå…Õ®Ü ±Ü̈ ÜPÜ ±ÜqrWæ ±ÜÄWÜ~ 
ÓÜáÊÜâ¨ÝX PÝÊÜá®…ÊæÇ…¤ WæàÊÜå…Õ ¶ævÜÃæàÐÜ®… 
(ÔiG¶…) ÓÜ³ÐÜr ±ÜwÔ Ü̈ ŸÚPÜ, Ÿ×ÐÝRÃÜ 
ÁãàaÜ®æ Pæç¹vÜÆá CÈÉ ®Üvæ̈ Ü ÊÝÑìPÜ 
ÓÝÊÜÞ®ÜÂ ÓÜ»æ¿áÈÉ IJG ¯«ÜìÄÔñÜá. 

»ÝÃÜñÜ ±ÜÅÊÝÓÜPæR 
BÔàÓ… qàí®ÜÈÉ 
ÍÝp…ìWæ ÓÝ§®Ü
ÊæáÆº®…ì: ÊÜááí©®Ü £íWÜÙÜá 
BÓæóàÈ¿Þ ñÜívÜ »ÝÃÜñÜ ±ÜÅÊÝÓÜ 
PæçWæãÙÜÛÈ Ü̈áª, 3 ±Üí Ü̈ÂWÜÙÜ HPÜ©®Ü 
ÓÜÃÜ~¿á®Üá° BvÜÈ æ̈. ÓæãàÊÜáÊÝÃÜ 
14 ÓÜ̈ ÜÓÜÂÃÜ ñÜívÜÊÜ®Üá° QÅPæp… 
BÓæóàÈ¿Þ ±ÜÅPÜqÔñÜá. ÊæàX ÍÝ®… 
A æ̧ãp… WÝ¿áWæãíw Ü̈áª, AÊÜÃÜ 
Ÿ Ü̈ÈWæ ̧ ÝÂp…ÕÊÜá®… vÝbì ÍÝp…
ìWæ ÓÝ§®Ü ̄ àvÜÇÝX æ̈. g.14ÃÜí Ü̈á 
ÊÜááí æ̧ç, g.17ÃÜí Ü̈á ÃÝh…Pæãàp… 
ÖÝWÜã g.19ÃÜí Ü̈á æ̧íWÜÙÜãÃÜÈÉ 
±Üí Ü̈ÂWÜÙÜá ®Üvæ¿áÈÊæ. 

ñÜívÜ: BÂÃæãà®… µía… 
(®Ý¿áPÜ), AÓÜr®… BWÜÃ…, AÇæP…Õ 
PÝÄÅ, ±ÝÂp… PÜËá®…Õ, ²àoÃ… 
ÖÝÂív…ÕPÜí¸…, hæãàÍ… ÖæàgÇ…
ÊÜâv…, ÊÜÞ®ÜìÓ… ÆŸáÍæà®…, Pæà®… 
ÄaÜv…ìÓÜ®…, vÝbì ÍÝp…ì, 
ÔràÊ… Ô¾ñ…, ËáaæÇ… ÓÝrP…ì, 
AÓÜr®… o®ÜìÃ…, væàËv… ÊÝ®ÜìÃ…, 
BÂvÜÊÜå… gí±Ý.

©ÈÉ QÅPæp… ÓÜ»æàÈ A˜PÝÄWÜÙÜ Öæãvæ̈ Ýo!
®ÜÊÜ̈ æÖÜÈ: æ̈ÖÜÈ ÖÝWÜã iÇÝÉ QÅPæp… ÓÜíÓæ§ 
(wwÔG)¿á PæÆ A˜PÝÄWÜÙÜá ÊÝÑìPÜ ÓÝÊÜÞ®ÜÂ 
ÓÜ»æ ÊæàÙæ ±ÜÃÜÓÜ³ÃÜ Öæãvæ̈ ÝwPæãívÜ Zo®æ »Ý®ÜáÊÝÃÜ 
®ÜvæÀáñÜá. ÓÜíÓæ§¿á gíq PÝ¿áì Ü̈Îì ÃÝg®… 
ÊÜáíaÜívÝ ÖÝWÜã ÊÜÞ«ÜÂÊÜá ÓÜíÁãàgPÜ ÊÜáPÜãṎ … 
BÆí Pæç Pæç ËáÇÝÀáÔ Ü̈ ËwÁãà ÓÝÊÜÞiPÜ 
ñÝ|WÜÙÜÈÉ ÊæçÃÜÇ… BX æ̈. ÓÜ»æ ÊæàÙæ PæÆ ËaÝÃÜWÜÙÜ 
ŸWæY JÊÜá¾ñÜ ÊÜáãvÜ̈ ÝWÜ D CŸºÃÜá A˜PÝÄWÜÙÜá 
Öæãvæ̈ ÝoQRÚ Ü̈ÃÜá G®Ü°ÇÝX æ̈. WèñÜÊÜå… WÜí¼àÃ… 
ÓæàÄ Ü̈íñæ æ̈ÖÜÈ¿á ÖÜÆÊÜâ ÊÜÞi QÅPæqWÜÃÜá, D 
CŸºÄWæ iàÊÝÊÜ̃  ̄ Ðæà«Ü ÖæàÃÜáÊÜíñæ BWÜÅ×Ô¨ÝªÃæ.

ËÓÜx®… Ü̈ÍÜPÜ̈ Ü q20 
ñÜívÜ̈ ÜÈÉÆÉ «æãà¯!
ÆívÜ®…: QÅPæp…®Ü ̧ æçŸÇ… Gí æ̈à PÜÃæÔPæãÙÜáÛÊÜ "ËÓÜx®…' 
±ÜÅPÜqÔÃÜáÊÜ ̈ ÜÍÜPÜ̈ Ü q20 ñÜívÜ̈ ÜÈÉ »ÝÃÜñÜ̈ Ü ®Ý¿áPÜ 
ËÃÝp… Pæã×É , gÓ…²Åàñ… ŸãÊÜÞÅ ÓÝ§®Ü ±Üvæ©¨ÝªÃæ. 
ÊÜÞi ®Ý¿áPÜ Gí.GÓ….«æãà¯Wæ ÓÝ§®Ü ÔQRÆÉ. 
ñÜívÜ: BÂÃæãà®… µía…(®Ý¿áPÜ), PÝÈ®… ÊÜá®æãÅ, 
ËÃÝp… Pæã×É, Íæà®… ÊÝoÕ®…, WæÉ®… ÊÜÞÂP…ÕÊæÇ…, 
hæãÓ… ŸoÉÃ…, ÊÜáÖÜÊÜá¨… ®Ü¹, væàËv… ËÈÉ, ÃÜÎà¨… 
TÝ®…, gÓ…²Åàñ… ŸãÊÜÞÅ, ÆÔñ… ÊÜÞÈíWÜ.

æ̈ÖÜÈ QÅPæp… aÜá®ÝÊÜOæ:  
ÓÜ³«æìWæ WÜí¼àÃ… A®ÜÖÜì!
®ÜÊÜ̈ æÖÜÈ: ̈ æÖÜÈ QÅPæp… ÓÜíÓæ§ aÜá®ÝÊÜOæ¿áÈÉ A«ÜÂPÜÒ 
ÓÝ§®ÜPæR ÓÜ³̃ ìÓÜÆá CbfÔ Ü̈ª ÊÜÞi QÅPæqWÜ WèñÜÊÜå… 
WÜí¼àÃ…Wæ ×®Ü°væ¿ÞX æ̈. ®ÝÂ. Çæãà«Ý ÓÜËá£ Î¶Ý 
ÃÜÔÕ®Ü ±ÜÅPÝÃÜ, WÜí¼àÃ… aÜá®ÝÊÜOæ¿áÈÉ ÓÜ³̃ ìÓÜÆá 
AÖÜìÃÜÆÉ. AÊÜÃÜ ÓÜ³«æì ŸWæY ÊÜÞñÜ®ÝwÃÜáÊÜ ÓÜíÓæ§¿á  
PÝÃÜÂ Ü̈Îì Ë®æãà¨…, " æ̈ÖÜÈ QÅPæp…Wæ ÓæàÊæ ÓÜÈÉÓÜÆá 
WÜí¼àÃ…Wæ ÊÜááPÜ¤ AÊÜPÝÍÜË æ̈. B Ü̈Ãæ AÊÜÃÜá ñÜÊÜá¾ 
ÓÜíÓÜ̈ Ü ÖÜá æ̈ª¿á®Üá° ñÜÂiÓÜ̧ æàPÝWÜáñÜ¤̈ æ' Gí©¨ÝªÃæ.

ÓÜ»æ¿áÈÉ Öæãvæ¨ÝwPæãívÜ ¨æÖÜÈ QÅPæp… A˜PÝÄWÜÙÜá. 
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