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30th April 2026 
 
The Secretary  
BSE Limited  
Phiroze Jeejeebhoy Towers  
Dalal Street  
Mumbai - 400 001  
Scrip Code: 544250 

The Secretary 
National Stock Exchange of India Limited  
C-1, Block G, Exchange Plaza,  
Bandra-Kurla Complex,  
Bandra East, Mumbai - 400 051  
Symbol: SANOFICONR 

                                         
Sub.: Intimation of Newspaper Publication of Unaudited Financial Results for the quarter                 

ended 31st March 2026 
 

Dear Sir/Madam,  
 
Please find enclosed copies of the newspaper publication pertaining to Unaudited Financial 
Results for the quarter ended 31st March 2026 published on 29th April 2026, in the following 
newspapers: 
 
1. Business Standard 
2. Sakal 
 
Kindly take the same on your records. 
 
Thanking You,  

 
Yours faithfully 
For Sanofi Consumer Healthcare India Limited 
 
 
 
Nikunjkumar Savaliya  
Company Secretary and Compliance Officer  
Membership No.: F7048 
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s dinakar
NewDelhi, 28 April

India isburningthroughitscommercialandstra-
tegicoil stocksafter theIranwardisruptednearly
3millionbarrelsperdayor60percentof its total
crudeoil importsandalternativesourcesof
supply failedtoplugthedeficit,accordingto
investigationsbyBusinessStandardbasedon
oicialandindustrydataaswellas interactions
withsenioroicials.

India isusing inventories frombothoverhead
storagetanksandundergroundstrategic
petroleumreserves (SPRs) torunits refineries to
full capacity, inaccordancewithgovernment
instructions, saidthreesenior refiningoicials.

“Wewill refill the inventories fromfresh
imports,”oneof theoicialssaid.Butanother
saidthatgiventhesurge inbenchmarkcrudeoil
prices—byover50percent frompre-war
February—andpremiumschargedonimmedi-
atecrudedeliveries, itwouldn’tmakecommercial
sensetorestore inventoriesatsuchhighcosts.

Oilministryoicialshavesaid inmedia
briefingsthatall refineriesarerunningat full
throughput. (OnlyRussianRosneft-runNayara
Energyshut its400,000barrelsperday(bpd)
facilityatVadinar,Gujarat, foramonthfor
maintenancebeginningearlyApril.)

Utilisationofstocks,whichincludeboth
strategicandcommercial stocks,happened
becauseofasuddenfreeze insuppliesofcrudeoil
fromWestAsiaafter theUSandIsraelattacked
IranonFebruary28, resulting intheStraitof
Hormuzbeingblockadedandshipmentsbeing
frozen, theoicialssaid.

Indiahasreceivedaround1.5millionbpdof
crudeoil fromWestAsia tilldate thismonthand
1.2millionbpdinMarchcomparedwith
3.1millionbpdfromtheregioninFebruary,
accordingto industrydataproviderKpler.

Droppingstocks
ThedisruptioninWestAsiansuppliescoupled
withtheneedtorunplantsat full throughput
promptedIndianrefiners tousearound13million
barrelsofcrudeoil frominventories inMarch,
closingthemonthat46millionbarrels instocks
comparedwith59millionbarrels stock levels in
FebruaryandJanuary,accordingtoUKmarket
informationproviderEnergyIntelligence.

Stocksmayhavedroppedfurther to less than
40millionbarrels thismonth, it said,basing its
forecastondata fromJODI(JointOrganisations
Data Initiative),aglobaloildatabase involving
governments.

EnergyIntelligence’s forecastscanbe inde-
pendentlyverifiedfromother industrydata.

InApril, theSPRcorpusshrankbyat least
10percent frompre-Iranwar levels,whentankers
KashimasanandLilaJamnagar,carryingacom-
bined3millionbarrels fromthesereserves—
roughlyhalfof India’sdailydemand—delivered
crudetoBharatPetroleum’sKochiandIndian
Oil’sParadiprefineries,accordingtoshipping
dataconfirmedbyasenior industryoicial.

Commercial inventorieswerealsoutilised,
shippingandoilministrydatashowed. Indian
refinersprocessed5.55millionbarrelsofoiladay
(bpd)ofbothdomesticandimportedoil inMarch
2026,exceedingatargeted5.31millionbpd, to
keepthecountry’spetrolpumpswell supplied,
accordingtodatabyoilministry’sdataarmPPAC.

However,only496,000bpdofdomesticcrude
oilwasavailable forprocessing lastmonth,
indicatingusageofover5millionbpdofoverseas
oil inrefineries—toconvert to fuels likediesel,

petrolandliquefiedpetroleumgas (LPG). In fact,
PPACdataandshiptrackingdatashowactual
importsofonlyaround4.45millionbpdinMarch,
17percent lower thanayearearlierand
14percent less thanpre-warFebruary.
Aprilpurchasesaverageanevenlower
4.38millionbpdtilldate,accordingtoKpler.

Thegapbetweencrudeoilprocessing
volumesanddomesticoutputplus imports
indicatesusageof15-17millionbarrelsofcrudeoil
stocks inMarch,accordingtocalculationsbased
onoilministrydata.

Aprilprocessingdata isnotavailableyet,but
taking intoaccountcommentsof fullutilisation
bygovernmentoicialsandtheshutdownof
Nayara’sVadinarplant, refinersmayneedto
ploughthroughanother7-9millionbarrelsof
stocks,calculationsshowed.Twoseniorrefining
oicialsconfirmeduseofcommercial inventories
andSPRsbutdeclinedtogivenumbers.

Governmentforecasts
Neither thegovernment,noroil companies
provide latest inventorydatabut the information
canbecorroboratedusingshiptrackingdataand
researchbyinternational forecasters.

Indianrefineriescarriedclosingstocksof
around59millionbarrelsofcrudeoil inJanuary
andaround100millionbarrelsofoilproducts,
accordingtothe latestoicialdataprovidedby
India toJODIcoordinatedbytheInternational
EnergyForum.

Crudeoil stocksasofJanuaryaccountedfor
12days,accordingtocalculationsbyBusiness
StandardbasedonIndia’soildemandof5.5mil-
lionbpd;productstocksaddanother18daysof
consumption;andSPRlevelsaddanadditional
6-7days.That’sa totalofaround38-40days.

IndianoilministerHardeepSinghPuri told
Parliament inFebruarythat Indiacarriedstocks
meetingover70daysofdemand,but toprefining
executivesandagovernmentoicial saidthat the
highernumber isexplainedbythefact thatNew
Delhi’scalculations includeoilandfuels in
pipelines,depots, retailoutletsandimports in
transitonthehighseas.

Domesticproductionofcrudewas17million
barrels, importsataround155.4millionbarrels

andrefineriesabsorbednearly175millionbarrels,
accordingtoJODIdata.Of thetotal fuels in
storage,dieselwasthehighestat40millionbar-
rels, followedbypetrolat24millionbarrelsand
LPGataround10millionbarrels.

Expertssaidthecrisis inWestAsia is likely to
promptproducers likeSaudiArabia, theUAEand
Qatar toparticipate inbuildingoil reserves in
majorconsumingnations like India,becausethe
risks toHormuzmayexistwellbeyondthe
currentceasefire.

Suchmovesmayspeedupinvestmentsby
WestAsiansuppliers into India’smuch-delayed
SPRexpansionplans.TheUAEmadeonesuch
investment intheMangaloreSPR.Fornow, if the
crisis lingers, refinersmayhavetoadjust
productionrunsandrein indemand. Imagesof
growingqueuesatpumpsinsouthernstates,
coupledwithexplorersandminerscomplaining
ofashortageofdiesel supplies indicate that the
shortfall incrudeoil importsanddimmingstocks
arealreadyhavinganimpact.

Time tobuild oil reserves
Strategic and commercial stockswere impacted by the sudden freeze in supplies of
crude oil fromWest Asia after the US and Israel attacked Iran

OPINION

Thenewsonthefrontpageof
BusinessStandard (April6,2026)
proclaimed ‘Amul India’sfirst
FMCGfirmtohit~1 trillionturnover’.
Thisbroughtbackmemoriesof
workingontheAmulbrand.

Amulwasandisprimarilya liquid
milkbrand.Eventilldate,a largepartof
its trillion-rupeeturnovercomesfrom
liquidmilk.But thebrand’saura isa lot
morethan just liquidmilk.Themany
products thathavebeenlaunchedinthe
last fortyyearshavealladdedtothe
brand’s larger-than-life image.Not to
mentiontheir ‘topicals’ads;wewill
cometothat inabit.

Thiswas in1995-96.Amulwasplan-
ningtoenter thefuncategoryof ice
creams.Amarketingconsumerresearch
veteranwhowasadvisingouradagency
onconsumer insightdevelopmentwas
notsurewhyAmulwastryingtoenter
icecreams.HULhadacquiredKwality
icecreamand,withtheirglobalbrand
Magnum,hadbigplans for India.The
questionsheasked,quiterelevant,was:
“Amul isaboringwhite liquidbrand
boughtbymoms. Icecreamisa funcat-
egorymeant forkidsandyoungsters.
HowisAmulhopingtoovercomethe
chasm?”

Theteamworkingonthebrand’s
newproduct launchdecidednot todis-
misshercommentsbutoptedtodive
intodeepconsumer immersion.Teams
weredispatchedtoobserveandtalk to
consumersabouthow,whyandwhen
theyconsumedicecreams.

Theteamscamebackwithawhole
lotofvideofootage (thosewerethe
dayswhenconsumer insights teams
usedtocarry littlevideocameras to
recordconsumercomments).One
suchinterviewshowedamomhappily
givingherrather rotundsonasecond
cupof icecream.Why?Was itbecause it
was fun?Was it theflavour?Orwas it
somethingelseweweremissing?Her
logicwas ‘Kaisebhikarkedoodhandhar
jaatahaina,achhahaina?’ (Somehow
Iamgettinghimtoconsumemilk, isn’t
thatgood?).

Thatwasthe ‘aha’moment.
Whyfight themilk legacy?Whynot

embrace it fully?This ledtothe
tagline ‘RealMilk.Real IceCream’.

TheteamatAmulthendidtheir
magicwithproduct formulationand
distribution.Theirkeyweapon:
Valuepricing.Followingtheir triedand
testedphilosophyofgoodmilkprices to
dairy farmersandattractiveprices to
end-consumers, theypricedAmul
icecreamsveryaggressively.

Amul icecreamtookonHUL’sKwal-
ityWallsandwonthebattlehands
down.Amul’s success inspirednumer-
ousbrandstoflowerallover India.

Brandsthatwere in icecream, like
Chennai’sArun,branchedout intomilk.
HatsunFoods is todayIndia’s largest
dairycompanyintheprivatesector; like
Amultheytoooperateona ‘direct from
dairy farmertoconsumer’philosophy.

It isnotas ifconsumersacceptany-
thingthathas theAmulbrandonit.
Amulhashaditsshareofflops.Their
attemptatsettinguppizzaparloursdid
notpanoutwell,punintended.But the
companyhasanamazingcapacity to
innovate.

DesignThinking isarelativelynew
buzzwordincorporatecircles. It
involvesquickdevelopmentcycles,
rapidprototyping, testing,changing,
relaunching.Amulhasbeendoingthis
fordecades.Fromaboardroomdis-
cussiontotheproduct inthemarketcan
takesixmonths totwoyears inatypical
FMCGcompany.NotsowithAmul.The
companycanconceptualiseandlaunch
anewproductwithinweeks.

IfyouthoughtAmulwasa laggard in
adoptionof technology,youarewrong.
Theirbusiness ispoweredbyverysound

informationtechnology(IT)practices
andIamsuretheyhavetheirownartifi-
cial intelligence(AI) toolsnow,which
theyareusingtofurthersharpentheir
businesspractices.

Thebrandhasalso leverageditsbusi-
nessethosverywellandconsumersare
awarethat thebrandisownedbyadairy
cooperative.This isalsousedas leverage
withthepowers thatbe,withmedia,
withtrade,andmore.

Duringthepandemicthecompany
continuedtobuyall themilk thatdairy
farmersbrought to thecollection
centres, thoughdemandhadslowed
down.Why?Simplybecausethat is the
purposeof thecorporation:Tohelp
dairy farmersgeta fairprice for their
milk. Inaparallelmovethebrand
decidedtoover-invest inadvertising,
createda liverecipechannelonYou-
Tubeandevenbroughtbacknostalgia
throughsponsorshipofRamayanaand
MahabharatonDoorDarshan.

Amulachievesall thiswiththebare
minimumsonganddance.Theyinvesta
smallamount inmassmediaadvertis-
ing.Their topicaladsareuniquetothe
extent that theyhavegivenfull freedom
totheiradagencytoexecute theadtobe
approvedpost-facto.Nootherbrandin
theworldhas this levelof trustwith its
marketingcommunicationspartners
(more inmybookNawabsNudes
Noodles–IndiaThrough50Yearsof
Advertising).

TherealbigweaponAmulhas iscon-
sumertrustandlove.Thecompanyis
consciousofserving itsconsumerswell.
Goodproducts.Nicelypackaged.
Attractivelypriced.Availablenearby
andacrossall channels.

Amulhittingthetrillion-rupeemark
hasa lotofpeoplecelebratingalongwith
3.6milliondairy farmers.That includes
millionsofcustomersandretailers,not
to forget theirbusinesspartners.May
theyachievethesecondtrillion-rupee
mark inrecordtime.
vvvvvvvvvvvvvvvvvvvvvvvv
Thewriter isanadvertising
brandingveteran

In praise of Amul, now
a trillion-rupee business

ambi parameswaran

Fromdesign thinking to tech adoption, the brand has been ahead of the curve

the real bigweapon amul
has is consumer trust and
love. the company is
conscious of serving its
consumerswell. good
products. nicely packaged.
attractively priced.
available nearby and
across all channels

Taking stock
n Imports nDomestic production n Crude processing n Inventories (Units in ’000 barrels)

Jan Feb March April till date

Data: PPAC, JODI, Energy Intelligence, Kpler
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