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Dear Sirs,

Sub.: Newspaper Advertisement regarding Notice of Special Window for

Transfer and Dematerialisation of Physical Securities

Pursuant to SEBI Circular No.HO/38/13/11(2)2026-MIRSD-POD/1/3750/2026
dated 30t January, 2026, please find enclosed copy of the newspaper advertisement,
informing the shareholders regarding the opening of Special Window for Transfer and
Dematerialisation of Physical Securities, published on 25" August, 2026 in English

daily viz. Business Standard, All Editions.

This is for your information and records.
Thanking you,

Yours faithfully,
for THE INDIA CEMENTS LIMITED

COMPANY SECRETARY
Encl.: As above

v CC: Luxembourg Stock Exchange
P O Box 165
L-2011 Luxembourg
Grand Duchy of Luxembourg
EUROPE.
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SHELLEY SINGH
New Delhi, 24 August

Looking for a new phone with inbuilt artificial
intelligence (AI) features, sharp camera, and
battery that lasts more than a day? Or an elec-
tric vehicle (EV) as you plan to shift from
petrol? It’s likely the search and comparisons
will start on an Al platform. Instead of 10 blue
weblinks in a traditional search, you will get
an answer — likely from CoPilot, Anthropic,
ChatGPT, Perplexity, Claude or Google’s
Almode.

For businesses, this change is creating a
new contest for digital visibility. It is no longer
enough to appear high in search results. Com-
panies want their brands to appear as part of
the answer itself. Making this happen is
generative engine optimisation, or GEO,
sometimes called answer engine optimisa-
tion, or AEO. What search engine optimisa-
tion (SEO) was to the web era, to ensure that
the brand appears right on top of the users
search results, GEO is to Al an evolution of
SEO. GEO marks a fundamental shift in how
information is being discovered on AL

“SEO helps brands win the click; GEO will
help brands win the answer,” said Vamshi
Krishna, managing partner, media solutions
at Omnicom Global Solutions (OGS). He
described the changing consumer journey as
amove from ‘Search-Site-Action’ to ‘Prompt-
Answer-Action’. In other words, discovery is
moving from a traditional web search to
seeking answers on Al platforms.

GEOleads search shift
The explosive adoption of conversational Al
platforms such as ChatGPT, and Google’s
integration of generative Al directly into
search-Al mode are pushing GEO into

the mainstream.

Amaresh Godbole, CEO, PDX (Publicis
Digital Experience) India and chief of AT
experiences & solutions, Publicis Groupe
India, said, “The shift became hard to ignore
as Al platforms moved from experimentation
to mainstream consumer behaviour, with
ChatGPT rapidly scaling its user base in India
beyond the 100 million mark.” Globally it has
over 1 billion users. Google’s
introduction of Almode in

THE EXPLOSIVE

In the Al era, brand visibility is about being the one
Al chooses to recommend. That explains the rise of
generative engine optimisation

Research, comparison and even preference
formation is increasingly taking place within
the Al interface. A company controls what it
says on its own website. It doesn’t control
what an Al system concludes after reading
the company’s website alongside reviews,
retailer listings, news reports, social conversa-
tions, discussion forums and competing
brands’ claims.

Praneet Dutta, co-founder and CEO,
POMO, an Al market-intelligence platform,
and a former Google DeepMind researcher,
said this makes GEO’s modus operandi
far broader than just tinkering with a
corporate website.

“For SEO, the website was often the desti-
nation. An Al answer can draw from the
brand’s site, retailer pages, reviews, pub-
lishers, social discussions, videos and even
competitors,” said Dutta.

Abrand can therefore rank strongly on a
conventional search and still be poorly repre-
sented—or absent—when somebody asks an
Al assistant for arecommendation.

This is particularly important in categories
such as automobiles, finance and electronics,
where buyers typically conduct extensive
research before spending money. A prospec-
tive car buyer, for example, might previously
have searched for ‘SUVs under 320 lakh’,
opened half a dozen websites, watched
reviews and compared specifications. Now,
the same person can describe budget, family
size, driving habits and priorities in a single
conversational query and ask an Al assistant
to narrow the field. By the time that consumer
reaches an automaker’s website, several
brands may already have been eliminated.

According to a spokesperson for OpenAl,
which owns ChatGPT, “For brands this
increases the importance of making
information clear, factual, detailed, and cur-
rent. GEO is particularly significantin a
market like India.”

That’s because users are
increasingly seeking answers via

search in June 2025 has acceler- voice interfaces, in their own
ated that transition further. ADOPTION OF language. So to get into the AI
For brands, Godbole said, CONVERSATIONAL answers that users see, brands
“This signals a fundamental Al PLATFORMS have to ensure that the quality of
change: Discovery is no longer AND GOOGLE’S the underlying information is
limited to traditional search INTEGRATION OF relevant and springsup when a
engines. It is increasingly hap- GENERATIVE Al user enters a prompt.
pening through Al conversa- DIRECTLY INTO For brands, GEO content

tions and answers.” Publicis
Groupe, which focuses on mar-
keting, communication and
digital transformation works
with more than 700 clients in
India including Nestlé India, Bharti Airtel,
Amazon, Dabur, ITC and Hero Motocorp.

The questions people ask are changing,
too. According to Google, average queries on
Al'mode globally are three times longer than
traditional search queries. Instead of typing
‘best SUV India’, a buyer might ask which SUV
under a certain price is safest for highway
driving, has comfortable seats for elderly par-
ents and is inexpensive to maintain.

InIndia, Google data shows 84 per cent of
people using Al mode report making deci-
sions faster, while 87 per cent say it helps them
make decisions more confidently.

That has implications for brands. Ifa
brand previously worried about whether it
ranked first or fifth on a search engine, it must
now confront a different question: When an
Al platform delivers answers from multiple
sources, does the company appear at all? And,
perhaps more importantly, what does Al
say about it?

Traditional SEO revolved around
measures like rankings, impressions, click-
through rates and organic traffic. GEO intro-
duces a different scoreboard. Marketers are
beginning to monitor their ‘Al share of voice’
across Large Language Models (LLMs), brand
mentions — how often a brand appears in
answers to prompts — along with citations
and the attributes Al systems associate with
the company.

“The question is, does your brand appeatr,
how is it positioned, and what attributes are
being associated with it?” said Godbole.

That matters because the consumer may
never visit the manufacturer’s website.

SEARCH-AI MODE ARE
PUSHING GEO INTO
THE MAINSTREAM

strategy, according to the
OpenAl spokesperson, “starts
with writing for usefulness and
understanding. And making
sure the answers have clear, fac-
tual and current information about what they
sell, costs, availability, specifications and the
problems it solves.”

Swagat Sarangi, co-founder, Smytten (a
product discovery and trial platform),
described the SEO-GEO distinction as, “SEO
helps users find the right webpage; GEO
focuses on helping Al engines find, under-
stand and cite information.” Brands including
Mamaearth, Sugar Cosmetics, Plum, Cetaphil,
Maybelline, L'Oréal, Minimalist, Swiss Beauty
and Lakmé are featured on its platform.

Optimising for Al

For Bengaluru-based Smytten, GEO

“means answering consumer questions
clearly while making our expertise products
and propositions easy for Al systems to under-
stand,” Sarangi said. The goal is to make
information useful enough for consumers
and credible enough for Al systems to cite.
That requires changes behind the scenes too.
Sites must be easy for Al search systems to
crawl and interpret.

OpenAl, for instance, advises businesses
that want their public information discover-
able in a ChatGPT search to ensure that its
search crawler isn’t blocked from relevant
content. While Google says websites do not
need special Al markup or Al-specific files,
retailers can provide structured product
information that makes the product data
more usable by Al agents.

This will make Al systems meet five basic
tests, according to Dutta of POMO. These are:
Can Al systems discover the information? Is it
consistent? Are important claims supported

by credible evidence? Is it current? And can
the company measure how the information is
being used? The last question is proving tricky
to answer. A brand may notice traffic chang-
ing but not know which AT answer replaced
the click, which sources shaped it or why a
competitor appeared instead. A search mar-
keter can see where a page ranks and how
many people clicked it. Al answers are more
fluid. They can vary by platform, prompt and
sometimes from one day to another.

New GEO tools therefore run sets of con-
sumer questions through different Al sys-
tems, recording which companies appear,
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appears but they don't.

Enabling Al-led commerce

To stay relevant, Krishna of OGS said, “Brands
must shift from keywords (dominant in SEO)
to answers (GEO). Content strategies must
evolve from targeting search rankings to
addressing consumer questions in ways that
Alengines can understand, summarize

and recommend.”

GEOwill play a bigger role as users get
comfortable with Al Agents and platforms
doing their daily chores, like ordering groc-
eries, placing an order for a new air con or
buying anniversary gifts within the buyers’
budget. GEO will actually become closer to
enabling commerce. A retailer's information
must not merely be readable — eventually it
may need to be actionable by letting Al
take decisions.

GEO, the evolution
of SEO

SEO (search engine optimisation) and GEO
(generative engine optimisation) differ in their focus,
platforms, and outcomes: SEO drives clicks and traffic
through traditional search-engine rankings, while
GEO ensures your content is cited or recommended
directly in artificial intelligence (Al)-generated
answers. GEQ is key to visibility in the Al era.

Target platforms
= SEO: Traditional search engines like Google, Bing

m GEO: Al-driven engines and chatbots (ChatGPT,
Gemini, Perplexity, Google Al Mode etc)

Result type

m SEO: Multiple search results pages
for users to explore

® GEO: Single summarised Al answer with direct
brand mentions

User journey
m SEO: Relies on clicks — users visit your site

m GEO: Often zero-click — users consume content
within Al responses

Measurement metrics

m SEO: Success measured by traffic, CTR,
and rankings

m GEO: Success measured by visibility and citations
in Al answers

Traffic

m SEO: Drives high-volume traffic to websites

m GEO: Brings lower direct traffic but
higher-quality leads (intent-driven)

Content types

m SEO: Primarily text, with growing use
of video/maps

m GEO: Al answers may integrate diverse
formats — PDFs, code snippets, maps

Business impact
m SEO: Builds long-term organic traffic pipelines

= GEO: Positions brands directly in Al-driven
recommendations, critical for future visibility

how they are described and what sources are
cited. Brands can then identify “citation
gaps”—questions where a rival repeatedly

Source: Industry

The writer is a New Delhi-based
independent journalist

ADDENDUM TO PUBLIC ANNOUNCEMENT
(Under Regulation 6 of the Insolvency and Bankruptcy Board of India

(Insolvency Resolution Process for Corporate Persons) Regulations, 2016)
In the matter of CIRP of Bliss Villa (Delhi) Private Limited (Corporate Debtor)

This addendum is issued in continuation of the Public Announcement made under Section 15 of the

Bliss Villa (Delhi) Private Limited (Corporate Debtor).

It is hereby informed to all concerned stakeholders that the email ID specified in the Public

Announcement, i.e., cirp.blissvilla@gmail.com, has become non-operationallinaccessible due to

technical issues at the end of Google, which is beyond our control.

Accordingly, all stakeholders are requested to note that the following email ID shall be used henceforth

for all communications, submission of claims and correspondence in relation to the CIRP of the

Corporate Debtor: cirp.blissvilla@mamtabinani.in.

All creditors and stakeholders are requested to take note of this, on animmediate basis. This addendum

isbeingissued for information and necessary compliance by all concerned. L
Dr. CS Adv Mamta Binani

Blat& .23.08%0%1@ Interim Resolution Professional (IRP)
ace: New Delni In the matter of Bliss Villa (Delhi) Private Limited
Registration No.: IBBI/IPA-002/IP-N00086/2017-18/10227,
AFA valid till 31.12.2026,+91 98310 99551
cirp.blissvilla@mamtabinani.in (process specific), mamtabinani@gmail.com (registered with IBBI)
Address of the IRP registered with IBBI:

3rd Floor, Nicco House, 2 Hare Street Kolkata 700001, West Bengal

Insolvency and Bankruptcy Code, 2016 read with Regulation 6 of the CIRP Regulations, in respect of

4 ASI INDUSTRIES LIMITED
ASI CIN:L14101MH1945PLC256122
Regd.: Office: Marathon Innova, A wing 7th Floor,
Off: Ganpatrao Kadam Marg, Lower Parel Mumbai , Mumbai — 400 013
Tel : +91-22-40896100, Fax: +91-22-40896199
Email: cs@asigroup.co.in, Website: www.asigroup.co.in

NOTICE is hereby given that the 80" Annual General Meeting (“AGM/Meeting”) of
the members of ASI Industries Limited (“ASI”/“Company”) is scheduled to be held
on Tuesday, 22" September, 2026 at 11:30 a. m (IST) through Video Conference
(“VC”)/ Other Audio Visual Means (OAVM”) to transact the business, as set out in
the Notice of the AGM.

The Ministry of Corporate Affairs (“MCA”) has vide its circular dated 5" May, 2020
read with circulars dated 8" April, 2020, 13" April, 2020 and subsequent circulars
issued in this regard, the latest being Circular No.03/2025 dated 22" September,
2025 (Collectively referred to as “SEBI Circular”), permitted the holding of AGM
through VC/OAVM without physical presence of the Members at the common venue.
In compliance with the Companies Act, 2013(“Act”), SEBI (Listing Obligations and
Disclosure Requirements) Regulations, 2015 (“SEBI Listing Regulations”), MCA
Circulars and SEBI Circular, the AGM of the Members of the Company will be held
through VC/OAVM.

The Notice of the AGM along with the Annual Report for the Financial Year 2025-26
will be sent only by electronic means to those Members whose email addresses are
registered with the Company/Depositories. The said Notice and the Annual Report
will also be available on the Company’s website i.e. www.asigroup.co.in and on the
website of the Stock Exchange i.e. BSE Limited at www.bseindia.com respectively.
The instructions for joining the AGM will be provided in the Notice of the AGM.
Members attending the AGM through VC/AOVM shall be counted for the purpose of
reckoning the quorum under section 103 of the Companies Act, 2023.

The Company is providing remote e-voting facility (“remote e-voting”) as well as e-
voting system during the AGM (“e-voting”) to all its Members to cast their votes on
all the resolutions set out in the Notice of the AGM. The detailed procedure for
remote e-voting / e-voting and login details for e-voting will be provided in the
Notice of the AGM.

Members holding shares in physical mode or who have not registered their email
address with the Company/Depository are requested to register the same with the
Company or RTA by sending email at investors@asigroup.co.in or
www.in.mpms.mufg.com respectively. Members may also directly register their
e-mail address and mobile numbers through rnt.helpdesk@ in.mpms.mufg.com.

RECORD DATE FOR FINAL DIVIDEND AND PAYMENT THEREOF
The Company has fixed Wednesday, 16" September, 2026 as the “Record Date” for
determining entitlement of members to final dividend for the financial year ended
31° March, 2026, if approved at the AGM. The final dividend will be paid within 30
days from the conclusion of the AGM to the members whose name appear on the
Company’s Register of Members as on the Record Date.
The payment of final dividend shall be made through electronic mode to the
members who have registered their bank account details with the Company.

SEBI has mandated that with effect from April 1, 2024, dividend to security holders
holding securities in physical form, shall be paid only through electronic mode.
Such payment shall be made only after furnishing the PAN, choice of nomination,
contact details including mobile number, bank account details and specimen
signature. If the KYC details is not updated by the shareholder, then the dividend will
be withheld by the Company. Members are requested to update their KYC details
with the Company's Registrar and Transfer Agents, M/s MUFG Intime India Private
Limited, C-101, 247 Park , L.B.S. Marg, Vikhroli (West), Mumbai- 400 083,Tel: 022 -
49186270, Fax: 022 - 49186060,Email: rnt.helpdesk@ in.mpms.mufg.com

This Notice is being issued for the information and benefits of all the Members of the
Company.

By the order of the Board

for ASI Industries Limited

Sd/-

Manish Kakrai

Company Secretary

Place: Mumbai
Date : 24.08.2026

NOTICE OF ANNUAL GENERAL MEETING
AND RECORD DATE OF THE COMPANY

ADITYA BIRLA
ﬂ CAPITAL

STOCKS & SECURITIES

Regd. Office: Indian Rayon Compound, Veraval - 362 266, Gujarat; CIN: L65993G11995PLLO64810; Email: abmlinvestorgrievance @adlityabirlacapital.com;
Website: https://stocksandsecurities.adityabirlacapital.com; Tel .: +91-44-49490000; Fax: +91-44-22501095.

SPECIAL WINDOW FOR TRANSFER AND DEMATERIALISATION OF PHYSICAL SECURITIES

OF ADITYA BIRLA MONEY LIMITED

SEBI, through its Circular No: HO/38/13/11(2)2026-MIRSDPQD/1/3750/2026 dated January 30, 2026, has
extended the special window for shareholders who had lodged physical share transfer deeds on or before April
1, 2019, hut whose requests were rejected, returned, or not attended due to deficiencies in documents or

process.

The special window is open from February 5, 2026, to February 4, 2027. During this period, shareholders may
submit their requests along with original share certificate(s), transfer deed(s), and other supporting

documents.

All such requests will be processed only in dematerialized form. The securities so transferred shall be subject
to alock-in period of one year from the date of registration in the demat account, during which they cannot be

transferred, lien-marked, or pledged.

Shareholders who missed the earlier deadlines of March 31, 2021 and January 6, 2026 for relodgement of
transfer deeds are encouraged to avail this opportunity by submitting the necessary documents to the
Company's Registrar and Transfer Agent, Cameo Corporate Services Limited, through the Online Investor
Services Portal: https://wisdom.cameoindia.com or at their office at Subramanian Building, No. 1, Club House

Road, Chennai - 600002, India.

Place: Mumbai
Date : 25th August 2026

For ADITYA BIRLA MONEY LIMITED
Sd/-

Manisha Lakhotia

Company Secretary

Aditya Birla Money Ltd.
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India Cements

I [ [ [
i@ The India Cements Limited
(A subsidiary of UltraTech Cement Limited)

Registered Office: "Dhun Building", 827, Anna Salai, Chennai 600 002.

ADITYA BIRLA

-
.

Corporate Office: “Coromandel Towers”, 93, Santhome High Road, Chennai 600 028.

Telephone:044-28521526 / 28572100/400

Website: www.indiacements.co.in  Email ID: investor.indiacements@adityabirla.com

CIN: L26942TN1946PLC000931

SPECIAL WINDOW FOR TRANSFER AND DEMATERIALIZATION OF PHYSICAL SHARES

Securities and Exchange Board of India (“SEBI") had discontinued transfer of physical shares from 1% April, 2019. However,

a Special Window was opened by SEBI from 7" July, 2025 to 6" January, 2026 for re-lodgement of physical share transfer

requests originally submitted before 1% April, 2019 but returned / rejected / not attended due to deficiency in documents /

process/ otherwise.

Eligibility to lodge transfer request under the specified Special Window is as follows:

To facilitate the investors, SEBI opened another Special Window for one year from 5" February, 2026 to 4" February, 2027.

Execution Date of Lodged for transfer before Original Security Eligible to lodge in
Transfer Deed 1st April, 2019? Certificate Available? | the current window?
No (it is fresh lodgement) Yes v
Yes (it was rejected/returned earlier) Yes v
Before 1% April, 2019 Yes No X
No No X

Further, the following cases will not be considered under this window:
(a) Casesinvolving disputes between transferor and transferee;

(b) Securities which have been transferred to Investor Education and Protection Fund (IEPF).

Note: The shares re-lodged during this period will be processed through the transfer-cum-demat route i.e. they will only be
issued in dematerialized (demat) form after transfer and the same will be subject to lock-in period of one year.

For any further information/clarification, shareholder(s) may contact the following:

The India Cements Limited

Corporate Office: “Coromandel Towers”

93, Santhome High Road, Karpagam Avenue
R.A.Puram, Chennai 600028. Tel.: 044-28572 100/400
Email : investor.indiacements@adityabirla.com

Website : www.indiacements.co.in

Integrated Registry Management Services Private Limited
“Kences Towers’, 2" Floor

No.1, Ramakrishna Street, North Usman Road

T.Nagar, Chennai 600 017. Tel.: 044-281408 01/02/03
Email : kalyan@integratedindia.in

Website : www.integratedregistry.in

Place
Date

Shareholders are requested to take note that the Investor email ID of the Company has been changed to
investor.indiacements@adityabirla.com and all future communications are to be made to the said email ID only.

: Chennai
1 24.08.2026

For The India Cements Limited
E. Jayashree
Company Secretary




