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Pursuant to Regulation 30 and Regulation 47 of the SEBI (Listing Obligations and Disclosure 

Requirements) Regulations, 2015 as amended, please find enclosed copies of the newspaper 

advertisement pertaining to Notice of Board Meeting of the Company to be held on Tuesday, August 4, 
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W
hen Hindustan Unilever 
de cided to drop the word 
“Fair” from the well-en -
trenched Fair & Lovely, it 

explained its decision using the terms 
“inclusive” and “diverse”. That it was fac-
ing sustained criticism for promoting 
“fairness” as a virtue was known, but 
whether the Black Lives Matter move-
ment provided a strong final nudge to 
take such a drastic step remained unad-
dressed in its communication. 

Either way, here was a company that 
responded to criticism taking a major 
step as did Nestle by taking off its instant 
noo dles Maggi — when it faced both re -
gulatory pressures and public outcry — 
in 2015 or Facebook, when it had to drop 
its Free Basics plan for India despite the 
same having worked in other markets be -
cause of the strong backlash it met here. 

At what point should corporations 
take the call to respond to criticism and 
what does it take to react quickly? Author 
and corporate advisor R Gopala kri shnan, 
who is also a former director of Tata Sons 
and ex-vice-cha irman of Hindustan 
Unilever (HUL), gi ves the larger perspec-
tive: “Crisis develops exponentially, but 
management responses develop linearly, 
so there is a widening gap as you go along 
the graph and therefore the crisis spins 
out. But there are certain ex amples where 
crisis and response both developed expo-
nentially. For example, Johnson & 
Johnson had the Tylenol crisis that they 
handled well.” 

A company gets signals from market 

research teams, public comments, share-
holders, activists and when all of it goes 
to the leadership team, they have to come 
to a view, adds Gopalakrishnan. It is the 
leadership team’s ability to process the 
signal and develop it into something that 
can be acted upon that makes all the dif-
ference. In Gopalakrishnan’s opinion, 
“HUL didn’t respond to Black Lives Ma -
tter, but that they had been mu lling their 
responses to various signals over time.” 

What does that process of sensing 
and processing feedback involve? An 
Indian executive of an FMCG major 
weighs in. The process is broadly divided 
into three parts, he says: How to deter-

mine whether the backlash is material 
to the business, the decision-making 
process that follows, and finally, the 
steps taken to react quickly. 

“Brands activate social listening tools 
to analyse and assess whether something 
is just one news cycle or a trend that can 
result in shaping consumer sentiment. 
This data is the foundation for decision 
makers/brand leaders to decide how to 
act. The action could be to respond in the 
public domain, take action like re ca -
ll/change product or brand assets (logo, 
name, jingle, etc.) or not to take any 
action. Not taking action in this scenario 
is also a very strategic action if data sup-
ports it,” he says.   

Once there is substantial evidence that 
the backlash is crucial or will have a mate-
rial impact on the business, the leader 
decides the course of action along with 
the relevant members of their leadership 
te am. The key is to avoid attacking the 
low-hanging fruit — say, a product recall, 
given that most businesses in today’s sce-
nario are battling to meet their short-term 
targets (mon thly, quarterly, yearly). 

Smart leaders in global companies 
that have stood the test of time (and 
hence are sitting on a wealth of experi-
ence) prioritise the long-term health of 
the business. It is the right thing to do 
for consumers, shareholders, trade part-
ners and even employees. These business 
leaders are comfortable taking a short-
term hit on sales and maintain the con-
sumer’s trust in the long term. This is 
even more critical today, whe re more and 
more millennial consumers have become 
aware about what’s happening arou nd 
them and prefer brands that have shared 
values and beliefs. 

And from there, it comes down to fast 
decision-making by the leadership team 
and the agility to execute the decision 
qui ckly. Note that leanness (number of 
pe o ple) is not a determinant here, but it 
boils down to the corporation’s culture. 
A sizeable multinational boardroom can 
be as fast and agile as a start-up if the cul-
ture is amenable. Faster decision-making 
and agi lity are cultural traits independ-
ent of the size of the organisation, the 
executive adds. 

But a question then emerges is, why 
would such criticisms arise in the first 
place if business leaders are following the 
a-b-c of strategic planning? Sometimes it 
could be because the company failed to 
read how the consumer herself had cha -
nged. A 2016 article in The Guardian that 
dissected how the Free Basics idea failed 
in India, quoted an unnamed Facebook 
executive saying that in essence, the com-
pany made the mistake of thinking that 
a third-world country was a banana 
republic and institutions such as the pub-
lic, the press could be bypassed. 

More on www.business-standard.com 
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T
elecom operators and 
over-the-top (OTT)  
platforms are plugging 

into each other’s subscriber 
bases, hoping to build sticki-
ness into their customer rela-
tionships. For Airtel, Vodafone 
Idea and Jio, the tie-ups are 
also an attempt to step away 
from conversations around 
service issues and breakdowns, 
as more and more people log 
into their networks from home, 
and steer the online chatter 
towards entertainment. 

All the telecom operators 
have tied up with one or more 
OTT partner. Vodafone Idea 
has tied up Sony Liv, Zee5, 
Shemaroo Me, Discovery 
Network, Hoichoi, Lionsgate 
Play, Hungama, TV Today and 
others and also has premium 
associations (some of which 
are from before the lockdown) 
that allow subscribers to 
access Amazon Prime and 
Netflix too. Airtel and Jio have 
tied up with the same set of 
players and Jio also has 
Disney + Hotstar as a partner. 

This is the way forward 
according to market 
researchers as four out of five 
smartphone users have at 
least one OTT entertainment 
platform installed according 
to a report by Google-KMPG, 
indicating the desire for on-
the-go entertainment. In a 
report on the media and 
entertainment sector released 
mid-2019, KPMG had said that 
the nature of growth in digital 
adoption in India called for 
collaborations across the val-
ue chain. And a recent survey 
by Amdocs, a digital commu-
nications network and soft-
ware company indicates that 
carrier-bundled, premium 

over-the-top media services 
are directly linked to higher 
consumer loyalty, user acqui-
sition and revenue per user. 

Anshuman Thakur, head of 
Strategy, Jio, said that such 
partnerships open up a new 
world of entertainment for 
JioFiber customers. The aim is 
to be present where the popu-
lar entertainment lies, given 
the numerous pulls and pres-
sures on tariffs and premium 
plans that some telecom oper-
ators are subject to. Avneesh 
Khosla, director-Marketing, 
Vodafone Idea said that the 
telecom players, through part-
nerships with content 
providers, want to make a rich 
repository of content available 
at no additional cost to cus-
tomers. “It is always a demand 
versus supply game. We focus 
on the former and ensure rele-
vant propositions are launched 
to entice our customers,” he 
added.  

It is not just OTT platforms 
that the telecom brands have 
sought out as partners, gaming 
companies are on their radar 
too. Jio has a gaming app called 
Jio Games. The company is 
also partnering with Microsoft 
to bring the Microsoft xCloud 

game streaming 
service to India. 
Bharti Airtel and 
Nodwin Gaming 
have also an -
nounced a partner-
ship. Many have 
also looked at 
acquiring social 
gaming apps into 
their family as several reports 
indicate that such games are 
gaining popularity during the 
pandemic. For instance Ludo 
King has emer ged as the most 
popular game downloaded 
during the pandemic accord-
ing to a report by BARC-
Nielsen (TV + smartphone con-
sumption report during crisis, 
April 2020). The se changes are 
being closely tracked by tele-
com brands as they look to stay 
relevant, especially among 
young subscribers.  

Shashwat Sharma, chief 
marketing officer at Bharti Air -
tel said added video remains 
the biggest content play on 
smartphones. And he hints 
that it is not just the telecom 
operators that are gaining from 
the associations, OTT players 
benefit too. “Airtel’s deep dis-
tribution reach also helps take 
this content deeper into emerg-

ing markets where 
smartphone pene -
tration has exploded. 
A prepaid recharge is 
also a highly conven-
ient mode to get this 
subscription and re -
moves payment bar-
riers for customers, 
in particular youth in 

smaller towns,” said Sharma. 
However, when all telecom 

brands align with the same set 
of OTT platforms, how does it 
help differentiate their fare? 
Market researchers say that 
there are many reasons at play 
when brands collaborate, some 
may want to demonstrate agili-
ty while some may want to be 
seen as different from the rest. 
However in their partnerships 
with OTT platforms, telecom 
brands are not looking for 
either. They are merely follow-
ing the customer into his or her 
areas of preference.   

Manpreet Bumrah, vice pre -
sident, Business Development 
& Commercial Head, ZEE5 
India said that a partnership 
makes it simpler for millions of 
customers to access rich and 
diversified content from the 
platform, making such 
alliances beneficial for all.  

Collaborations pull the 
brand cart in telecom
Airtel, Vodafone Idea, Jio stitch up alliances with streaming platforms in a bid 
to deepen brand associations and loyalty, in a time of crisis

BRAND WORLD

“It is always a 
demand versus 
supply game. 
We focus on the 
former and 
ensure relevant 
propositions are 
launched to 
entice our 
customers”   

AVNEESH KHOSLA, 
Director-Marketing, 
Vodafone Idea

LOOK BEFORE YOU LEAP 

When a corporation must react to 
backlash and how 

�Corporations should periodically 
refresh, relaunch and restage 
keeping in mind changing 
consumer sensibilities 

�But first find out whether the 
backlash is material to the business 

�Short-term goals should not deter 
leaders from taking costly decisions 
like scrapping a brand altogether 

�Corporate culture, rather than size, 
determines how agile an 
organisation is when it comes to 
moving fast on tough choices 

�Last but not the least, wrong 
communication can defeat even 
good intention

Smart corporations don’t just launch new products, 
they even tweak entrenched ones when need arises

Responding to 
the consumer
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PMT MACHINES LIMITED

FORM G - INVITATION FOR EXPRESSION OF INTEREST 

(Under Regulation 36A (1) of the Insolvency and Bankruptcy (Insolvency

Resolution Process for Corporate Persons) Regulations, 2016

Relevant Particulars – 7th Extension

1 Name of the Corporate Debtor PMT Machines Limited

2 Date of incorporation of corporate debtor 8th September 1961

3 Authority under which Corporate

Debtor is incorporated / registered 

RoC-Pune 

4 Corporate Identity Number /

Limited Liability Identification

Number of Corporate Debtor 

U28932MH1961PLC012117

5 Address of the Registered Office

and Principal Office (if any) of

Corporate Debtor 

Registered Office: Post Box No. 1102,

Behind PCMC Building, Mumbai-Pune

Road, Pimpri, Pune – 411 018,

Maharashtra.

22nd October 2018 6 Insolvency Commencement Date

of the Corporate Debtor 

7 Date of Invitation of Expression of

Interest 

16th July 2020

8 Eligibility for Resolution Applicants

under section 25(2)(h) of the Code

is available at: 

Refer to EoI process document

uploaded on www.headwayip.com;

www.pmtmachines.com

9 Norms of ineligibility applicable

under section 29A are available at: 

Posted on www.headwayip.com;

www.pmtmachines.com

10 Last date for receipt of Expression

of Interest 

5th August 2020*

11 Date of Issue of Provisional list of

Prospective Resolution Applicants 

7th August 2020*

12 Last date for submission of

objections to provisional list 

12th August 2020*

13 Date of issue of final list of

prospective resolution applicants 

14th August 2020*

14 Date of issue of information

memorandum, evaluation matrix and

request for resolution plans to

prospective resolution applicants

12th August 2020*

15 Manner of obtaining request for resolu-

tion plan, evaluation matrix, information

memorandum and further information

Relevant documents will be shared with

prospective Resolution Applicants via

email.

17 Manner of submitting resolution

plans to resolution professional 

Through Email, Hand Delivery or Post as

mentioned in Request for Resolution Plan 

18 Estimated date for submission of

resolution plan to the Adjudicating

Authority for approval 

26th September 2020*

19 Name and registration number of

the resolution professional 

Ram Ratan Kanoongo

IBBI/IPA-001/IP-P00070/2017-18/10156

20 Name, Address and e-mail of the

resolution professional, as regis-

tered with the Board 

Ram Ratan Kanoongo

708, Raheja Centre, 10th Floor,

Nariman Point, Mumbai- 400021;

Email - rrkanoongo@gmail.com

21 Address and email to be used for

correspondence with the resolution

professional 

Headway Resolution & Insolvency

Services Pvt Ltd

708, Raheja Centre, Nariman Point,

Mumbai – 400 021

Email: cirppmt@gmail.com

16 Last date for submission of resolution plans 11th September 2020*

22 Further Details are available at or with www.pmtmachines.com,

www.headwayip.com

23 Date of publication of Form G 16th July 2020

* RP has filed applications in Hon’ble NCLT, Mumbai Bench for exclusion and

extension in the CIRP period. The dates are subject to approval for the same

from Hon’ble NCLT

Ram Ratan Kanoongo

Date : 16th July 2020 IBBI/IPA-001/IP-P00070/2017-18/10156

Place : Mumbai Resolution Professional for PMT Machines Ltd

708, Raheja Centre, Nariman Point, Mumbai – 400 021
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