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Alittle-known German personal care company
istaking on the might of the multinationals

with a premium product

VIVEAT SUSAN PINTO

Mumbai, 5 February

was relatively unknown to lay con-

T ill a month ago, the concept of “pH”
sumers. Any reference to the term

would be made largely by dermatologists to
address the issue of suitability of a soap to
skin. pH indicates how acidicasoapis. The
more its pH value, the more it is consid-
ered unsuitable for sensitive skin.

Cut to the present and the scenario is
different.

pH today has become a
better-known term, thanks to
a high-profile advertising
campaign unleashed by a
German company
Sebamed. Its commercials, vis-
ible across media, have been
bold enough to take on
brands of the leading con-
sumer goods company in
the country — Hindustan

called bl

%5

came out with a cleansing bar that has a
PpH value of 5.5. This was in 1967. Over the
years, Sebamed has launched a range of
products, all with a pH value of 5.5, which
supports the skin's natural protective lay-
er. These products are clinically tested on
sensitive skin to ascertain their efficacy.
We do not test our products on animals,"
Ranjan says.

In India, pharma company USV hasthe
licence to market and sell Sebamed prod-
ucts in the country. The company first
launched the Sebamed range, including

baby and
adultskincare
products in
India, in 2007,
pushing it largely
through doctors

Unilever (HUL) — on the SEJ% med i
issue of pH. Baby s
; Lotion -
These ads claim that . il mﬂn
popular labels such as Lux, Children’s
Dove, Pears and Rin, built Shampoo

over years, are high on pH
value. The Bombay High
Court in a recent order
allowed Sebamed to con-
tinue with the campaign
with minor modifications,
providing relief to the firm
after it was dragged to court
by HUL. So the campaign
continues to roll despite
HUL claiming that pH
alone is not the factor that determines how
good or bad a soap is. It is the overall com-
position of the soap that counts.

Yet, the question is, who is Sebamed
and how has it managed to pull off this
campaign for so long? Shashi Ranjan, coun-
try head, Sebamed India and USV FMCG
business, says the company has been
around for over 50 years and has made pH
5.5 its unique selling proposition.

"Sebamed was launched after a
German dermatologist, Heinz Maurer,

— e

Pha bast prstection from the byt day

Baby Cleansing Bar

Tha bl pritncian omen o firsd

AFTER THREE YEARS OF PUSHING SEBAMED
BABY PRODUCTS, THE COMPANY HAS NOW

DECIDED TO TAKE THE SEBAMED PERSONAL
CARE RANGE FOR ADULTS MAINSTREAM

rather than over the counter (OTC) within
stores as other fast-moving consumer goods
typically did.

This strategy was refreshed in 2018
when the company decided to push its
baby-care range of products via the OTC
channel. Competitors in this space include
Johnson & Johnson and Himalaya.
Sebamed, Ranjan claims, is now among the
top three baby-care brands in the country,
led by its strategy to position it as a product
safe for baby skin.

“The fact that pH 5.5 extends to our
entire portfolio including baby products, it
is safe for baby skin. Mothers have picked
up this cue, which explains why it is doing
well in terms of sales, especially online. We
have used platforms including digital to
educate mothers about the quality and effi-
cacy of our products as well as emphasise
the importance of pH,” says Ranjan.

After three years of pushing Sebamed
baby products, the company has now
decided to take the Sebamed personal care
range for adults mainstream, prompting it
to launch the pH campaign.

“The three-year journey of taking baby-
care products mainstream has given us the
confidence to look at the adult personal
care market closely. In terms of turnover,
our current portfolio run-rate is3400 crore,
based on maximum retail price. We want to
grow this number 10 times in five years. In
the last three years since our refresh, we
have grown close to five times in terms of
turnover. So we believe our future targets
are achievable,” Ranjan says.

How is the market viewing the emer-
gence of a new player?

Experts say the personal care market in
India, estimated at nearly 2 trillion in size,
is large enough to accommodate new
entrants. “The emergence of digital has dis-
rupted the market in many ways. So, if
Sebamed has a new proposition, I am not
surprised that they are advertising it aggres-
sively,” says K V Sridhar, global chief cre-
ative officer, Nihilent Hypercollective.

Trade sources say Sebamed's cleansing
bar is priced four times that of HUL soaps
such as Lux, Pears and cleansing bar Dove.
While Sebamed's pH campaign has seen it
drop the price of its 100-gm bar to%99 from
%199, making inroads in a competitive mar-
ket such as personal care will not be easy.

Market leader HUL has already rebutted
Sebamed, saying that the pH campaign is
misleading. “Here is an unhealthy prece-
dent that is being set where companies are
ignoring the benefits of the ingredients that
are good for skin. They are ignoring the fact
that products they are comparing conform
to the Bureau of Indian Standards (BIS),"
Vibhav Sanzgiri, global vice-president,
research & development (R&D), skin cleans-
ing for Unilever, site leader, R&D India and
executive director, HUL, said in a recent
interview with Business Standard.

Soap, for the uninitiated, is made up of
salts of fatty acids, oil, glycerine and other
skin-beneficial ingredients. A well-defined
formulation takes into account how these
ingredients act in combination and not the

PH, say experts.

Soap guidelines by the BIS, inci-
dentally, excludes pH, focusing
instead on the composition (of
soaps) as being relevant to safety
and mildness.

In response, Ranjan says that
consumers have the right to know
the pH value of products.

“While pH is not the only criteri-
on, it is an important indicator of
how safe it is for the skin. In other
words, it helps set the standard for
skin types, much like you have a
standard for body temperature or

blood pressure. This is a new vocabulary in
personal care advertising and will take time
for people to understand,” he explains.

Clearly, Sebamed hopes to make a
strategic shift in the soap wars of the kind
that Procter & Gamble attempted with
its high-end sanitary products challeng-
ing J&J’s long-term hegemony in the
nineties. But given the huge changes in
the consumer landscape between that
battle and this one, this is a soap opera
worth watching.
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Bond market ko gussa
kyunaatahai

BANKER'S TRUST

TAMAL BANDYOPADHYAY

The Monetary Policy
Committee (MPC), the rate-set-
ting body of the Indian central
bank, did everything it could on
Monday but the bond market
was not convinced. The prices
of government bonds, across
maturities, dropped and the
yield rose till the Reserve Bank
of India (RBI) rejected all bids
for the five-year and 10-year
papers (11,000 crore each). The
auction of the other two papers
— of two-year and 40-year
maturity — almost entirely
devolved on the primary deal-
ers, the intermediaries that buy
and sell government securities.

Following this, the 10-year
paper yield, which rose quite a
bit during the day, closed just
one basis point higher than
Thursday, but five-year paper
yield rose higher. (One basis
point is one-hundredth of a
percentage point. Bond prices
and yields move in opposite
directions.)

Aswas widely expected, the
RBI Kkept its policy rates
unchanged and committed to
continue with the accommaoda-

tive stance as long as necessary
— at least during the current
financial year and into the next.
All six members of the MPC
decided unanimously on this.

Outlining the increasingly
better outlook on growth, the
RBI has pegged the growth fore-
cast for next financial year at
10.5 per cent, while highlighting
the “cost push” risks on core
inflation as consumer demand
picks up.

Retail inflation which had
dropped to 4.59 per cent in
December — for the first time
within the RBI mandate (4 per
cent with a 2 per cent band on
either side) in the current finan-
cial year — estimated to be

the yield at both the shorter as
well as longer end, bringing
down the government’s bor-
rowing. Banks, too, get the ben-
efit because when the bond yield
goes down, they make profits
trading in government papers.

The RBI has not announced
an OMO calendar but has
extended the limit of bond port-
folio kept under the so-called
held to maturity (HTM) catego-
ry. This will shield the bank
treasuries from mark to market,
or MTM, losses when the bond
yield rises. MTM is an account-
ing practice of valuing the bond
at the prevalent market price
and not the price at which it is
bought. Since the bonds kept

around 5.2 per centin under the HTM cate-
the January-March Normally, the gory don’t need to be
quarter, 60 basis marketeats valued at market
points lower than outoftheRBI price, banks are not
RBI'searlierestimate. Governor's hit by MTM losses
Buttheinflationfore- hands but the even if their prices
castforthefirsthalfof —size ofthe govt  drop and yields rise.
next financial year borrowingis Besides, the RBI
(April-September) killing its has opted for a grad-
hasbeenraisedtothe risk appetite ual restoration of

range of 5-5.2 per cent
from 4.6-5.2 per cent earlier.

It's a tightrope balancing act
for the RBI but there’s no sur-
prise in this. Then, why did the
bond yield rise?

Probably, the market want-
ed acalendar from the RBI on its
bond buying through the so-
called open market operations
(OMO) and “twists”. A twist —
the Indian version of quantita-
tive easing — refers to simulta-
neous purchase and sale of gov-
ernment securities. Under the
twist or two-step OMOs, the RBI
sells short-term papers and buys
long-term ones, and manages

banks’ cash reserve
ratio (CRR). The CRR had been
cut by 1 percentage point last
year to 3 per cent till March 2021.
It will be raised to 3.5 per cent in
the last week of March and 4 per
cent in May. Indeed, the two-
stage increase will suck out
aroundz1.5trillion from the sys-
tem but the RBI has promised to
use the space thus created by
other market instruments, hint-
ing at OMO purchases.
However, all these could not
convince the bond market,
which was looking for some con-
crete measures for easing the
supply side pressures. The gov-

ernment’s gross borrowing for
the current fiscal year has been
raised by 80,000 crore to 3.5
trillion. And, the next year’s
gross borrowing is being pegged
at 12 trillion. The banking sys-
tem’s current bond holding is
already 30 per cent of its assets
against the statutory 18 per cent.

A quick look at the borrow-
ing calendar of the past decade
tells us how herculean the task
for the banking system is. In
2010, the gross borrowing was
pegged at 4.2 trillion, which
rose marginally in 2011 and
veered between 35 trillion and
%59 trillion in the next six years
till 2017 before crossing 6.6 tril-
lion in 2018. It dropped to¥5.96
trillion again in 2019 and rose to
7 trillion in 2020.

By rejecting all bids for two
papers, the RBI sent a signal that
itwould not like the yield torise,
but this may not be enough to
ensure a smooth sailing of the
massive government borrowing
for the rest of the current fiscal
year — and the next. The phe-
nomenal rise in the underwrit-
ing commission of the primary
dealers tells the story. From less
than one paise commission for
%100 worth of bonds, it rose to
44 paise for the 40-year paper.
For two other papers, for which
all bids were rejected, the com-
mission was 22-24 paise. This
succinctly sums up the risks the
primary dealers are taking for
underwriting the bonds and
keeping them in their books.

Normally, the market eats
out of RBI Governor
Shaktikanta Das’s hand but the
size of the government borrow-
ing is Killing its risk appetite. It
will listen to him when he walks
the talk on easing liquidity.

Thewriter, a consultingeditorwith
Business Standard, isan authorand
senioradvisertoJana Small Finance
Bank Ltd

Daiwa Portfolio Advisory (India) Private Limited
(CIN - U74900MH2007PTC170516)
Registered Office: 10th Floor, 3 North Avenue, Maker Maxity, Bandra Kurla
Complex, Bandra (East), Mumbai, 400051
Tel No. +91 22 66142900 - Fax No. +91 22 6614 2950
PUBLIC NOTICE
Notice is hereby given that Daiwa Portfolio Advisory (India) Private Limited, having its
registered office at 10th Floor, 3 North Avenue, Maker Maxity, Bandra Kurla Complex,
Bandra (East), Mumbai, 400051 India, registered with Securities and Exchange Board
of India (“SEBI”") as a Portfolio Manager under the SEBI (Portfolio Managers)
Regulations, 2020 is surrendering its registration (bearing registration code
INP000003997) to SEBI for cancellation in accordance with the provisions of the SEBI
(Intermediaries) Regulations, 2008.
For Daiwa Portfolio Advisory (India) Private Limited
/.

Atsushi Kobayashi

Date: 06/02/2021 Director

GLOBAL VECTRA HELICORP LIMITED

| ECTRA CIN. 162200DL1998PLC093225
M [l Registered Office:- A-54, Kailash Colony, New Delhi - 110048
E-Mail:- raakesh@gvhl.net, Website:- globalhelicorp.com

Pursuant to Regulation 29 read with Regulation 47 of the Securities and Exchange Board of India
(Listing Obligations and Disclosure Requirements) Regulations,2015 (Listing Regulations), Notice
is hereby given that a meeting of the Board of Directors of the Company is scheduled to be held
on Friday, February 12, 2021, to consider inter-alia the Unaudited Financial Results of the
Company for the quarter and nine months ended 31st December, 2020.

Further, in terms of the Company's Code of Conduct for Prohibition of Insider Trading, the Trading
Window for dealing in the securities of the Company shall remain closed for all designated persons
(as define in the code) from January 01, 2021 till 48 Hours after the declaration of Financial Results
of the Company.

The said Notice may be accessed on the Company's website at http:/iwww.globalhelicorp.com
and may also be accessed on the Stock Exchange websites at http://www.bseindia.com and
http://www.nseindia.com.

For Global Vectra Helicorp Limited
Sd/-

Place: Delhi
Date : February 05, 2021

Raakesh Soni
Company Secretary

Aditya Birla Capital Limited

AN EXTRACT OF THE CONSOLIDATED UNAUDITED FINANCIAL RESULTS
FOR THE QUARTER AND NINE MONTHS ENDED 315" DECEMBER, 2020

ADITYA BIRLA
CAPITAL

4,4

PROTECTING INVESTING FINANCING ADVISING

Regd. Office: Indian Rayon Compound, Veraval - 362 266, Gujarat | Tel: 91 2876 243257 | Fax: 91 2876 243220
CIN: L671206)2007PLC058890 | www.adityabirlacapital.com | abc.secretarial@adityabirlacapital.com

(X in Crore except per share data)

Particulars Quarter Nine months Quarter

NEWSMAKER/ KISHORE BIYANI / CEO, FUTURE GROUP Ended ended Ended

31-Dec-20 | 31-Dec-20 | 31-Dec-19

(Unaudited) | (Unaudited) | (Unaudited)
Past perfect Future tense Total Reveruis from Operations 502598] 1364354| 420278

b Net Profit for the period Before Tax 401.09 1,045.30 342.18
SURAJEET DAS GUPTA them untidy, cramped and filled with Il\rl:;rIer?)ﬁt for the period After Tax (including Non-Controlling 283.00 722.02 241.05
noisy, haggling customers — spending . .
He has never been afraid of taking on the 350,000 crore to introduce narrow, Net Profit for the period After Tax attributable to the Owners 288.68 751.40 250.48
multinationals. So in 2005 when Nestlé crooked aisles and other changes. of the Company
started offering South African hypermar- His first independent venture was a Total Comprehensive Income for the period attributable to 324.51 793.52 258.36
ket Shoprite at a price lower than they small plant to make trousers under the Owners of Company [Comprising profit for the period (after
charged Kishore Biyani’s retail outlets, he Bare brand. It is here that he learnt a key tax) and other Comprehensive Income (after tax)]
promptly withdrew its entire range of lesson — shout louder than the rest. So . . .
products from his stores in retaliation. His while his revenue from the brand in the Eald_—Up Equ';thhari galp(;tal (I:]ac/? Value of ¥ 1l'0 egch) 2,415.00 2,415.00 2,313.22
confrontationist strategy, alleging that the first year was7 lakh, he spent 16 lakh on arnlngs per Share o each ( - not annualised)
Swiss major was indulging in predatory advertising. Promoting the various retail (a) Basic - ]) 1.204 3.11A 1.09A
pricing, worked. Nestlé relented and its brands was a key element in making (b) Diluted - ®) 1.19A 3.11A 1.09A
products were back in Biyani’s stores. Future group a force to reckon with. Not
otes:

Yet, 16 years later, Biyani’s battle with
the world’s largest e-retailer, Amazon, is
not going in his favour. This week, the
Delhi High Court directed his flagship
company to maintain the status quo on its
%24,713-crore deal to sell his business to
Reliance. Without the deal, Biyani, who is
steeped in debt of around 13,000 crore,
could be in serious trouble.

The order came in response to
Amazon’s petition asking for his deten-
tion and also enforcement of an arbitra-
tion order in Singapore to scrap the deal.
The spat revolves around a 49 per cent
stake in an unlisted Future Group com-
pany together with the right to acquire
the listed flagship Future Retail Ltd if the
Centre were to revoke its ban on foreign
ownership of multi-brand retailers.
Amazon has claimed the Future-RIL deal
violates the contract it signed with
Biyani's firm. Biyani has appealed against
the high court order. But his problems
expanded this week with the Securities
and Exchange Board of India ordering
that Biyani be banned from the securities
market for one year for indulging in insid-
er trading in 2017. Biyani will appeal
against this, too.

Biyani has always viewed multina-
tional retailers with reservations. He has
admitted that while he has learnt a lot of
tricks of the trade by emulating them, he
is not ready to follow them blindly. In an
interview, he said he made it a point to stay

away from Walmart or Macy’s when he
was abroad. “By going to a Walmart or a
Macy's, you could get overwhelmed into
thinking that was the best model and stop
learning,” he had said.

He has said he’s read virtually every
book on Sam Walton or Marks & Spencer
and other top retailers, including Zara.
From Walton, he realised the importance
of being merchandise-driven, which pri-
marily meant concentrating on product
and cost to drive operational efficiencies.
Taking a leaf out of his book, Biyani repli-
cated the Walmart model of appointing
category managers to oversee product
categories.

Marks & Spencer taught him the
importance of building in-house private
labels (an art he mastered), where margins
are better and quality easier to control.
And from Zara, Biyani picked up the con-
ceptof “mind to market” in fashion, which
was to crunch the time taken between
ideation to the display rack by anticipating
what consumers want.

Buthealso learnt from desi retailers to
address Indian consumers’ particular
preferences. In 2007, he told Wall Street
Journal that initially, he discovered that
Indian consumers often walked out of his
stores with their wide aisles and orderly
displays. So he designed his stores to make

He also understood the challenges for
aretailer due to the diversity of customer
behaviour in different regions of the coun-
try. For instance, in a discussion he point-
ed out that in Hyderabad customers like
loud colours, while Bengaluru prefers sub-
tler shades. He converted this into a sub-
tle science by creating specialised region-
al diversity tracking systems so that he
had the right product in the right city.

Despite this extreme customer-centric
approach, Biyani failed to spot and
respond to the biggest change in retailing
— the explosion in e-commerce from
Amazon and Flipkart (now owned by
Walmart). In 2017, he publicly stated that
online retail was not a threat to his group;
instead, Future was a threat to the big
global boys since even Alibaba and
Amazon were now buying physical retail-
ers. He did flirt with the idea of collabo-
rating in e-commerce with on-again, off-
again discussions with Amazon, recently
claiming that he had approached Amazon
eight times to rescue the group when its
debt was burgeoning, but the Seattle-
headquartered giant did not respond.

That spectacular error of judgement
now finds him caught between one of the
world’s fastest growing e-commerce com-
panies and the Reliance juggernaut. The
jury is still out on what the retail space will
looklike in the next few years. But it is a fair
bet that Biyani will not be there to claim his
title as the badshah of Indian retail.

1. The above results have been reviewed by the Audit Committee and approved by the Board of Directors of
the Company, at their Meetings held on 5% February, 2021.
2. The standalone financial results are available at Company’s website viz. www.adityabirlacapital.com and
on the websites of BSE (www.bseindia.com) and NSE (www.nseindia.com). Key Standalone financial
information is as indicated below:

( in Crore)
Particulars Quarter Nine months Quarter
Ended ended Ended

31-Dec-20 | 31-Dec-20 | 31-Dec-19

(Unaudited) | (Unaudited) | (Unaudited)
Revenue from Operations 5.51 31.03 6.84
Profit/(Loss) for the period Before Tax (3.07) 6.62 (22.45)
Profit/(Loss) for the period After Tax (2.88) 10.63 (22.45)
Total Comprehensive income for the period [Comprising (2.96) 10.72 (22.44)
profit/(loss) for the period (after tax) and other
Comprehensive Income (after tax)]

Place : Mumbai

Date : 5" February, 2021

3. The above is an extract of the detailed format of Unaudited Financial Results filed with Stock Exchanges
under Regulation 33 of the SEBI (Listing Obligations and Disclosure Requirements) Regulations, 2015.
The full format of the Unaudited Financial Results is available on the Stock Exchange websites,
www.bseindia.com and www.nseindia.com and on the Company’s website www.adityabirlacapital.com.

For and on behalf of the Board of Directors of
Aditya Birla Capital Limited

Vijayalakshmi R. lyer
Director
DIN: 05242960
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