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Influencer marketing
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production in FY24. This marks an
impressive 11.6 per cent annual growth
rate over FY23, something the country
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share in global oil demand is around 5
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Akshay Kumar Singh, managing direc-
tor of Petronet, told reporters at the
India Energy Week that it wanted to
secure 12 MT a year of additional
supply under long-term contracts.
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assembled in Bengaluru: “In the next
4-5 years, the gas pipeline network in
India will reach 35,000 km. This
means that huge investment opportu-
nities are being created for you in
India’s natural gas infrastructure.”
Supporting Modi’s statement on
the role of fossil fuel economy, Sultan
Al Jaber, UAE’s minister of industry,
CEO of Abu Dhabi National Oil Comp-
any and designated COP 28 president,
said India was grappling with policies
that held back emission and not pro-
gress. He described this position as an
“inclusive energy transition”.
Paradoxically, India expects coal
demand to shoot up precisely because
of the introduction of electric vehicles
to replace internal combustion engine-
based ones that run on mostly
imported oil. Coal Minister Pralhad
Joshi had made this point last year at
an investors’ meet. “The need for coal

is going to double by 2040 with the
rise in electric vehicles and the
increased demand for electricity.
Therefore, we need to ramp up our
coal production to meet this growing
energy requirement.”

What does this mean in terms of
numbers for the coal sector in the near
term? In a Parliament reply in
February this year, the target for coal
production has been fixed at slightly
over 1 billion tonnes for FY24. Even if
rake shortage and other usual supply-
side challenges rear up, the target is
likely to be achieved since the pace of
increase till January is already above
16 per cent, according to coal ministry
data. The ministry is particularly con-
cerned that a hot summer should not

create a crippling shortage of fuel at
the power plants this year.

For next year, Coal India Limited
(CIL), the country’s largest producer,
has already identified 15 additional
projects with a total rated capacity of
168.58 million tonnes (MT) annually
for award to the mine development
operators. Of these 15, a Letter of
Award has already been issued to
nine projects.

The coal entrepreneurs seem to
have cottoned on to the fact that there
is no doomsday arriving for the sector
anytime soon. In the on-tap auctions
for coal mines that the coal ministry
has been running since June 2020,
where there were often no bidders, a
total of 99 bids for 36 coal mines were

is around 250 million metric tonnes
per annum (MMTPA), which is being
increased to 450 MMTPA under a vast
expansion plan. While it is the oil mar-
keting companies that will mostly
finance the modernisation expected
to cost 1 trillion, the budget support
will come in handy, they said.

Minister for Petroleum and Natural
Gas Hardeep Puri made the same
points in favour of the three dirty fuels
at the event. “Unless we survive the
present, we will not be able to go into
the world of clean and green energy.”
His prescription is that “while afford-
able traditional energy resources are
essential for meeting the base-load
requirements, new sources of energy,
which are cleaner, sustainable, and
innovative, are critical for combating
the menace of climate change”.
Expect more records in domestic coal
production soon.

damage influencer-based
messages may cause?
Marshall McLuhan, in his
classic Understanding Media,
categorised mediaas “hot” and
“cool”.Heexplained thata
“hot” medium is high-defini-
tion and engages the consu-
mer deeply like cinema; while
a“cool” medium like a comic
bookislow-definition and req-
uiresthe consumer to partici-
patetoextractvalue. Iftruth be
told, thebook was published in
1964 way before social media
and thedigital onslaughton
oursenses. If you extrapolate
thistheory, avideoad featur-
ingafilmstarisclearly anad;it
ishigh-definition and delivers
the message sharply. In cont-
rast, aninfluencer-led video
message is cool, it may or may

November24,2022), the aut-
hors present a frameworkon
howbrandsshould selectand
useinfluencers. They say that
75per cent of brands are using
or planningtouse influencers.
Afteranalysingsocial media
postsbyinfluencers (in China)
numberinganastounding
5,800, the researchersarrived
ataway brands can useinflu-
encer-led marketing better.
The postsintheir dataset were
written by 2,412 influencers for
861 brands across 29 product
categories, at costsranging
from $200 to almost $100,000
per post. The researchers
found on average 1 percent
increase ininfluencer market-
ingspendledtoanincreasein
engagement of 0.46 per cent,
suggesting that the strategy

tion: the brand, the influencer,
the consumer and the regula-
tors. What we are seeing work
bestare messages woven into
theinfluencer’s natural disc-
ourse. Butthatisalso the prob-
lem regulators have identified
and aretryingto fix. Itislikely
toassume that consumers will
slowly realise influencers are
notreally “friends” and when
theyendorse abrand, theytoo
have received monetary or
otherinducements, justlike a
celebrity. Until then, somelea-
shwould be helpful to protect
oratleastalert the consumers.

Thewriter is a best-selling author,
independent brand coach and
founder, Brand-Building.com a
brand advisory. He can be reached
atambimgp@brand-building.com

NESCO LIMITED
EXTRACT OF CONSOLIDATED UNAUDITED FINANCIAL RESULTS FOR THE < >
QUARTER AND NINE MONTHS ENDED 31 DECEMBER 2022 T
(% in Lakhs)

Sr. Particulars Quarter Ended Nine months Ended |Year Ended Read oIff-"NhDCAtL1C'F|O E!NVD,H]SKIRIRE& (!h-.!!I!)-II\;Echtoo 003

NO. egd. ice : ura Centre, 1% Floor, B - Ing, Manakall Caves road, Andneri (£ast), Mumbal .

31.12.2.022 30.09.2022 31.12.2.021 31.12.2.022 31.12.2.021 31.03..2022 Tel No. 6691 7000 Fax No. 6691 7001 | Email: hindalco@adityabirla.com | CIN No.: L27020MH1958PLC011238
(Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) | (Audited) Website: www.hindalco.com & www.adityabirla.com

1 | Total Income from Operations 16,218.48 | 15,850.32 | 10,299.80 43,153.40| 27,935.59| 38,241.21 EXTRACT OF STATEMENT OF CONSOLIDATED UNAUDITED FINANCIAL RESULTS

2 | Net Profit/(Loss) for the Period (Before Tax, FOR THE QUARTER AND NINE MONTHS ENDED DECEMBER 31, 2022
Exceptional and/or Extraordinary ltems) 9,013.84 | 10,442.00 6,134.34| 25,793.70| 16,247.17| 22,646.00 (% in Crore, except otherwise stated)

3 Net Pr(?flt/(LOSS) for the Pe”_Od (Before Tax, After Particulars Quarter Ended Nine Months ended Year Ended
Exceptional and/or Extraordinary Items) 9,013.84 | 10,442.00 | 6,134.34| 25,793.70| 16,247.17| 22,646.00

: - 311212022 | 300912022 | 3111272021 31M2/2022 | 311212021 | 31/03/2022

4 | Net Profit/(Loss) for the Period (After Tax, After
Exceptional and/or Extraordinary ltems) 7,008.01 | 8,189.89 | 4,930.40| 20,568.18( 13,565.08 18,917.12 (Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) (Audited)

5 | Total Comprehensive Income for the Period Revenue from Operations 53,151 56,176 50,272 1,67,345 1,39,295 1,095,059
(Comprising of Profit for the Period [After Tax] and Profit/ (Loss) before Exceptional Items and Tax 1,214 3,100 4,961 10,361 13,960 18,992
Other Comprehensive Income [Afer Tax) 700077 | 819215 | 493171 2056921| 13568.82| 18,9641 Erfi (Los) or the Period rom Contnuing Oprations V2| gms|  se|  7ess|  dom|  tef
Equity Share Capital (Face Value ¥ 2- per share) | 1,409.20 | 140920 | 1409.20 1409.20| 1409.20| 1,409.20 o) o e oo fom Discontued Operatons L3 2205 26 7688 %2 Rl

i i . . . . Total Comprehensive Income/ (Loss) for the Period 2,721 3,130 5977 16,335 11,529 12,582
Reserves (excluding Revaluation Reserve) 1,68,364.82 Paid-up Equity Shlavre Capital (Net of Treasury Slhares) 222 222 222 222 222 222
8 | Eamning Per Share (EPS) (Face value ¥ 1/- per share)
- — - Other Equity 93,319 90,662 76,775 93,319 76,775 77,969
a) Eaming Per Share Basic (in %) (*Not Annualised) *9.95 “11.62 *7.00 *29.19 *19.25 26.85 Networh 93,541 90,884 76,997 93,541 76,997 78,191
b) Eaming Per Share Diluted (n %) (Not Annualised) |~ *9.95|  *11.62 700]  *2019]  *1925| 2685 T o un tmes) 066 070 087 066 087 082
- Basic - Continuing Operations () 6.13 9.92 16.46 34.57 46.50 63.85
Notes : - Diluted - Continuing Operations (3) 6.13 9.90 16.43 34,53 46.43 63.77
1 Additional information on Unaudited Standalone Financial Results for the Quarter and Nine months ended 31 December 2022. B et O 8;;?;?.2?5(’?) . . ooy . §§8§§ g]g
(X in Lakhs) - Basic - Continuing and Discontinued Operations (3) 6.13 9.92 16.53 3457 44.42 61.73
- Diluted - Continuing and Discontinued Operations () 6.13 9.90 16.50 34132 44182 611.82
i Capital Redemption R 104 104 104
3" Particulars Quarter Ended Nine months Ended |Year Ended Debenture Redemption Reserve . - 1463 - 1463 1,500
0. 31.12.2022 | 30.09.2022 | 31.12.2021 | 31.12.2022 | 31.12.2021 | 31.03.2022 Debt Service Coverage Ratio (in times) 392 2.31 8.?5 2.05 ggg 6.7Z
(Unaudited) (Unaudited) (Unaudited) (Unaudited) (Unaudited) (Audited) Interest Service Coverage Ratio (in times) 421 6.54 9.15 6.90 . 8.0
. Notes:

a | Total Income from Operations 16,218.48 | 15,850.32 [ 10,296.35| 43,153.40( 27,916.70| 38,216.37 1.0 esRevenue from Operations, Profit/ (Loss) before Tax and Profit/ (Loss) for the Period on Standalone basis are given below:

b | Profit Before Tax 9,013.90 | 10,443.97 | 6,139.93( 25,798.25( 16,248.44( 22,651.18 (% in Crore, except otherwise stated)

c | Profit After Tax 7,008.07 [ 8,191.86| 4,935.99( 20,572.73| 13,566.29( 18,922.24 Particulars Quarter Ended Nine Months ended Year Ended

d | Total Comprehensive Income for the Period 7,009.83 | 8,194.12| 4,937.30| 20,573.76( 13,570.03| 18,970.03 31/12/2022 30/09/2022 3112/2021 31/122022 3111212021 31/03/2022

2 These financial results have been reviewed and recommended by the Audit Committee approved by the Board of Directors in its (Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) | (Unaudited) (Audited)

meeting held on 09 February 2023. (a) Revenue from Operations 18,983 18,382 18,096 56,883 48,684 67,653

3 The above is an extract of the detailed format of Consolidated Unaudited Financial Results for the Quarter and Nine months ended (b) Profit/ (Loss) before Tax 707 796 2,094 3,780 5,936 8,457
on 31 December 2022, filed with the Stock Exchange under Regulation 33 of the SEBI (Listing and Other Disclosure Requirements) (¢) Profi/ (Loss) for the Period 498 548 1,388 24% 3,906 5,507
Regulatlons, 2015. The full format of Stand.alo.ne and Gonsolidated FInanCI,al Resglts are avallabl? on the website of the Stock 2. The above is an extract of the detailed format of Quarterly Financial Results filed with the Stock Exchanges under the SEBI (Listing Obligations and Disclosure
Exchange (www.bseindia.com and www.nsgindia.com) and on the Company's website (www.nesco.in). Requirements) Regulation, 2015. The full format of the Quarterly Financial Results are available on the Stock Exchange websites, www.nseindia.com and

For Nesco Limited www.bseindia.com, and on the Company’s website, www.hindalco.com.
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