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Vi ties-up with SonyLIV to offer exclusive
plans bundled with premium content

In line with its continuous endeavour to offer
unmatched entertainment to its users, Vi, the leading
telecom brand, today announced its partnership with
SonyLIV to offer premium content services which
will bring the world of binge-worthy content and add-
on data benefits together for Vi users. Creating a
unique bundle option for the customers, Vi in
association with SonyLIV has launched a new
Prepaid pack offering subscription of SonyLIV
Premium along with extra data benefits to the users.

From sports properties like UEFA Champions
League, WWE, Bundesliga, UFC to originals like
Scam 1992 – The Harshad Mehta Story, Maharani,
Tabbar, Rocket Boys, Gullak Season 3; regional
content like Salute, Kaanekkaane, Shantit Kranti and
James and international shows The Good Doctor,
Fantasy Island and Magpie Murders, SonyLIV has a
bouquet of attractive content offerings appealing to
audiences across age and interests. The new
proposition will enable all Vi prepaid users to enjoy
SonyLIV Premium without having to worry about
data quota.

For Prepaid Users, Vi has introduced a new add-
on recharge of Rs. 82 offering free mobile only
subscription of SonyLIV Premium for 28 days along
with an added data benefit of 4GB with 14days
validity.

In addition to this, Vi offers a rich content library
for its customers under Vi Movies & TV (VMTV)
on the Vi app. VMTV app has 450+ live TV channels,
live news channels and  premium content from
other OTT apps.

languages (Hindi,
English, Odia, Marathi,
Tamil, Telugu, Kannada,
Malayalam and Bengali).

At the core of the
EmWocal campaign will
be smart kiosks
displaying QR codes,
and thoughtfully
installed at the waiting
areas of hospitals and
clinics. This is to make
sure that the long waiting
time to see the doctors
can be well utilised by
visiting patients in
educating themselves.
Women scanning the QR
code will be guided on to
Augmented Reality (AR)
videos, Frequently
Asked Questions and
chat with a personal
digital assistant among

others. Patients will also
be asked to partake in the
digital interaction related
to their basic health and
lifestyles. The nudges
provided by the personal
health assistant during
the AR journey will help
patients discuss their
problems with doctors
and in turn help doctors
having better informed
patients.

As per India’s fifth
National Family Health
Survey (2019-2021), the
prevalence of anaemia in
females aged 15-19 years
is a whopping 59.1 per
cent whereas that among
pregnant women aged up
to 49 years of age was
52.2%. Through digitally
accessible information

and informative videos,
EmWocal campaign will
raise awareness about
anaemia and prompt
women to take
appropriate actions to
deal with this. While the
benefits of breastfeeding
for the child are widely
discussed, the EmWocal
campaign will drive
understanding on the
significance and benefits
for the mother’s
health.EmWocal’s third
awareness area is
menstrual health.
Menstruation is still
considered a taboo in
India with multiple
misconceptions which
need to be changed.

Pratin Vete, President
- India Business, Emcure

Pharmaceuticals said,
“Issues related to
women’s health are still
widely associated with
irrational taboos. This
leads to lack of
awareness, and in turn
affects the health of most
women. It gives us a
great satisfaction to
launch EmWocal, a long
needed initiative to help
women deal with their
health issues through
easily available and
medically verified
information. The best
thing about this initiative
is that it is personalized
to the women accessing
the information and
guides them to discuss
important issues with
their doctors.”

Policybazaar findings indicate a higher propensity to purchase
insurance in tier-2 & 3 cities after the Covid outbreak

Ahmedabad : Asian
Granito India Limited
(AGL) today announced
that its Rights Issue of
Rs. 441 crores, largest
ever by any Ceramic
Company in India,
achieved successful
closure, receiving
overwhelming response
from the shareholders
and investors despite
challenging times. The
public portion of the
Rights Issue was
subscribed more than
1.38 times receiving bids
for 6.87 crore shares or
Rs. 432 crores of bids
received. On an overall
basis, the Company
received bids for over
8.89 crore shares or Rs.
561 crores of bids in the
Rights Issue on the
closing date (May 10)
against 6.99 crore shares
or Rs. 441 crores offered,
representing more than
127% subscription.

The allotment of
equity shares will take
place on or about 19th
May, 2022. The Rights
shares are expected to be
listed on the BSE and
NSE on or around 24th
May, 2022.

Equity shares in the
Rights Issue were offered
at a price of Rs. 63 per
share. The Rights
Entitlement Ratio for the
Rights Issue was 37:30
(37 Rights Equity Shares
of Rs. 10 each for every
30 equity shares of Rs.
10 each held by the
equity shareholders on
the record date). The
Rights Issue of the
Company was open for
subscription from April
25, 2022 till May 10,
2022. The proceeds of
the Rights Issue would
be utilised to fund the
Strategic Mega
Expansion Plans in
Value Added Luxury

Bhubaneswar :
Policybazaar, one of
India’s largest online
insurance marketplaces,
conducted an online
survey to understand the
changing consumer
sentiment towards
insurance purchase,
household finances and
investments over the last
two years of the
pandemic. Policybazaar
surveyed 5000
consumers to closely
understand the
behavioral shift in
insurance buying trends.
Interestingly, the
findings revealed a
growing level of
propensity to buy
insurance, especially in
tier-2 and 3 cities of
India. At 89%, the
highest number of
respondents willing to
renew their health cover
belong to tier-2 cities, as
compared to 77% from
tier-1. Similar trends

were observed in term
insurance, where 59% of
respondents who want to
increase their coverage
belong to tier-3 cities, as
compared to 26% from
tier-1 cities. The survey
results clearly point
towards the sense of
urgency spurred by the
pandemic with respect to
insurance awareness
across the country.
The pandemic has
definitely given the
cognitive push when it
comes to health
insurance purchase. Out
of the respondents who
had contracted Covid,
25%*were hospitalized.
We found out that 18%
of them ended up
spending over Rs 15
lakhs, and 22% were not
adequately covered by
their existing policy.
Also, it is disquieting to
see that 13% of those
who got Covid did not
have health insurance in

JioFiber expands footprintto major cities and towns
across Odisha, now available at Bargarh and Semiliguda

R a j g a n a g p u r ,
Dhenkanal, Semiliguda,
Bargarh and fast
expanding its services to
other major cities and
towns in the state.
In Bargarh, JioFiber high
speed broadband service
is now available at
Sibananda Nagar,
K h a o j o o r T i k r a ,
BhatliChhak, Milan
Vihar, George High
School area and is in the
process of fast expanding
its services to other parts
of the town. Similarly, in
Semiliguda town of
Koraput district, JioFiber
is now available at Sastri
Nagar, Indra Nagar,
Aravinda Nagar, Satya
Nagar, Saraswati Nagar,
Kodigaon, Santoshi Maa
Nagar, Gopabandhu
Nagar, Kailash Nagar,
Santi Nagar, Talasahi and
nearby areas and
expected to roll out fast
in other areas of the city
over the next few weeks.
JioFiber has also fast
expanded its service
across the exiting cities
and towns where
JioFiber has already
been available, covering
new areas and city

outskirts.
F a s t e x p a n d i n g
footprints of JioFiber
has helped thousands of
students and teachers in
pursuing education and
benefiting from
dependable and
seamless high-speed
broadband internet.
Hundreds of
professionals especially
from IT and other
service sectors could
also continue working
from home smoothly
from their native places
in the state. Several
small enterprises and
educational institutions
in these cities have
seamlessly switched to
the digital mode in tune
to the demand of their
respective businesses
and professions.
It is worth mentioning
here that JioFiber now
offers zero entry cost for
new post-paid plan
users, wherein users get
Internet Box (Gateway
Router), Set Top Box
and Installation valued
at Rs 10,000 at zero cost
when they opt for a
JioFiber Post-paid
connection.

‘DigiSaathi’- 24x7 Helpline for informationon Digital
Paymentsnow enabled on additional channels

L&T and VMware join hands to accelerate
digital infrastructure adoption across verticals
Mumbai,: Smart World & Communication (SWC)
business of L&T, a leading Indian multinational
engaged in EPC Projects, Hi-Tech Manufacturing
and Services and VMware Inc, a leading global
provider of multi-cloud services have announced a
strategic partnership to accelerate the adoption of
digital infrastructure solutions across industries,
through incubation of a VMware Centre of
Excellence (COE).
The offerings would include an AI and automation-
led 'Intelligent, secure SD-WAN on-demand’
solution, to help clients improve the experience and
efficiencies across their enterprise networks.
Thispartnership will help clients attain digital
versatility through multi-cloud solutions, leveraging
VMware suite of products. The partnership will focus
on innovation in the areas of cloud engineering and
disaster recovery, improving the resilience of
businesses and enterprises.
L&T SWC will also leverage VMware’s cutting-edge
Telco Cloud products to create unique value
propositions for clients through robust, secure
Industry 4.0 solutions across verticals over 5G/IOT/
Edge.
“With the advent of 5G, we believe, the market is set
to see large scale adoption of Industry 4.0 solutions
across manufacturing, healthcare, education and
other industries. L&T SWC and VMware joinhands
to build a robust suite of digital infrastructure
solutions, to help businesses become highly agile,
versatile and resilient,” says Mr. J. D Patil, Whole-
time Director and Senior Executive Vice President
for L&T's Defence Business & Smart Technologies
Business.

Launched recently by
Governor, Reserve Bank
of India(RBI),
DigiSaathiis an
automated response
system that helps
customers in addressing
their queries related to
multiple products and
services under the
payments system
umbrella including
Cards (Debit/Credit/
Prepaid), UPI, NEFT,
RTGS, IMPS, AePS,
NETC, BBPS, USSD,
PPI Wallets, ATM, QR
(UPI/Bharat), NACH,
TReDs, CTS, MTSS,
Mobile and Net
banking.The Consortium
of Payment System
Operators and
Participants including
ecosystem Partners,
Banks, Card Networks,

PPIs, Fintechs, Payments
Council of India (PCI),
and Indian Banks’
Association (IBA) came
together for
implementing this to
empower people to adopt
digital payments with
even more conviction.

DigiSaathi is available
in both English and
Hindi for customers
wherein they can access
information about any of
the digital payment
products and services. It
even guides them on how
to avail or use any
particular product or
service. DigiSaathi also
helps customers with
their transaction-related
queries, by guiding them
and sharing the contact
details of concerned
banks/Institutions.

Symphony limited ropes-in ace cricketers Harbhajan Singh
and Shikhar Dhawan for a unique AI-led campaign

Bhubaneswar: India’s
most loved air cooler
brand Symphony limited
has roped in the
country’s sought-after
cricketers Harbhajan
Singh and Shikhar
Dhawan for a unique AI-
led nationwide initiative.
The brand has partnered
with Rephrase AI to
create hyper-
personalized video films
for over 2,300 retailers
across India. This is the
first time in the consumer
durables industry that a
brand has leveraged
artificial intelligence and
initiated geo-targeting
for each retailer. The
heartwarming videos
will witness India’s
popular cricketers
appreciating dealers for
their constant support
and efforts for providing

great customer service.
Known for being one

of the largest homegrown
brands, Symphony has
always supported small
and local businesses and
has been a strong
advocate of Vocal for
Local. Along with the
personalized videos,
Symphony has also
given letter of
recognition, a
certificate and a couple
of goodies as a token of
appreciation. The brand
has taken this thought a
notch higher by paying
a tribute to the work of
their trade partners. It
strikes an emotional
chord by going out of
the way in reaching out
to the people that
matter.

Commenting on the
initiative, Mr. Anuj

Emcure launches EmWocal campaign to raise awareness on Anaemia
Pune: To raise
awareness on important
women’s health issues
around Anaemia,
Breastfeeding and
Menstruation, pharma
major Emcure
Pharmaceuticals has
launched the EmWocal
initiative. It is an
awareness campaign that
has been launched in
association with the
Federation of Obstetrics
and Gynaecologists of
India (FOGSI).
Harnessing technologies
like Augmented Reality
(AR) and personal digital
assistant, the initiative
aims to reach 1 crore
women across India.
EmWocal campaign will
be live in nine Indian

Overwhelming response received to Asian Granito
India Limited's Rs. 441 crores Rights Issue

Surfaces & Bathware
Segments including
GVT Tiles,
Sanitaryware and SPC
Flooring etc. and to
fund various strategic
initiatives.

The Company had
launched a highly
innovative campaign to
create awareness about
the Rights Issue, using
broad-based and
multiple means of
communication. These
included television,
print, digital and social
media, emails and
SMSs to reach out to
the shareholders. The
Rights Entitlement
(RE) was actively
traded in demat form on
the stock exchanges
since SEBI introduced
this platform and it was
a resounding success
reflecting broad-based
interest in the Rights
Issue.

place. These figures
clearly demonstrate that
one should opt for at
least Rs 15-20 lakhs
coverage for each family
member. However,
health insurance
purchase trends
definitely drive positive
optimism. As many as
62% of the total
respondents had an
active policy and didn’t
just depend on their
corporate cover. The
figures also vouched for
the fact that Covid had
acted as a catalyst in health
insurance purchase. While
50% of these policies
were bought after Covid
first wave, 41% were
purchased after the Delta
wave. Also, 80% of these
policies were family
floater plans, thereby
revealing a higher
inclination towards
ensuring sufficient
coverage for the entire
family.

B h u b a n e s w a r :
Continuing its rapid
expansion across various
key cities and towns in
Odisha, JioFiber, the
most popular high-speed
broadband service in the
country, has now
commenced its services
in key areas of major
cities and towns across
the state. Further
consolidating its
leadership in the high-
speed broadband
segment in the state,
JioFiber broadband
service has now become
available in the towns of
Bargarh and Semiliguda.
With this, JioFiber
service is now available
in key localities of 29
cities and towns across
Odisha including
Bhubaneswar, Cuttack,
Puri, Jatni, Angul,
Sambalpur, Rourkela,
Jharsuguda, Belpahar,
Brajaraj Nagar,
Sundargarh, Bolangir,
K e o n j h a r ,
Bhawanipatna, Koraput,
Rayagada, Kendrapada,
Jagatsinghpur, Jajapur
Road, Bhadrak, Talcher,
Khordha, Berhampur,
Balasore, Jeypore,

Mumbai  :  DigiSaathi-
a 24x7 helplinefor
Information on digital
payment products and
servicesis setup by NPCI
on behalf of a consortium
of payment system
operators and
participants (banks &
non-banks).DigiSaathi
will be accessible on
WhatsApp for the
customers to access all
the information they
need pertaining to digital
payment products and
services. DigiSaathi will
assist the users with all
their queries on digital
payments via the chatbot
facility on WhatsApp by
simply messaging on
+918928913333. The
facility will soon also be
available on other social
media channels as well.

Arora, Global Chief
Marketing Officer,
Symphony Limited
says, “We are ecstatic to
have partnered with
reputed cricketers,
Harbhajan Singh, and
Shikhar Dhawan. They
came on board to create
AI driven customized
videos for our
dealership partners who
are an integral part of
our company. The
objective is to create
brand love and deepen
the bonding with our
trade partners. We are
c o n s i s t e n t l y
brainstorming and
innovating to come up
with intriguing
campaigns. With this
initiative, we hope to
strengthen our
relationships and reach
new heights together.”

Kansai Nerolac Paints Ltd announces results forQ42022 &FY
M u m b a i : K a n s a i
Nerolac Paints
Limited(KNPL), one of
the leading Paint
companies in India,
today at the Board
meeting announced its
audited results for the
quarter and year ended
31 March 2022.

For the quarter, the
company earned Net
revenue from operations
of Rs.1412.8 Crores, a
growth of 4.2% over the
corresponding quarter of
the previous year. For the
year, the company
earned Net Revenue
from operations of Rs.

5948.9 Crores a growth
of24.7% over the
corresponding period of
the previous year.
EBIDTA was at Rs. 82.9
Crores, a de-growth of
59.9% over Q4 of 2020-
21. PAT was at Rs. 24.5
Crore, a de-growth of
80.9% over Q4 of 2020-

21. For the year period
EBITDA was at Rs.
647.3 Crores, a de-
growth of23.3% over
previous year. PAT for
the year was Rs 374.3
Crores, a de-growth
of29.5% over previous
year. The Board has
recommended a final

dividend of   100 % (1.00
? per share). In addition,
the Company had
declared interim
dividend of 125% (? 1.25
per share) paid on
November 22, 2021.
Accordingly, the total
dividend is 225 % (? 2.25
per share) for the

financial year ended
March 31, 2022, as
compared to total
dividend of 525% (? 5.25
per share) including
Special Dividend of
200% declared last year.
Commenting on the
results, Mr. Anuj Jain,
Managing Director,

Kansai Nerolac Paints
Ltd said, “The quarter
witnessed impact in
terms of demand for
decorative on account of
the steep price increase
towards end of Q3 FY 21-
2 2 . I n
Automotive,Passenger
Vehiclesdemand was good

though impacted because
of supply side constraints.
On raw material costs, the
quarter continued to
witness inflationary
pressures along with
volatility in crude and
exchange rates on account
of the tough geo-political
situation globally.


