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FROM THE
EDITOR’S DESK

Dear Friends,

Welcome to the 2nd issue of IR 
Connect e-magazine. On behalf 
of the entire IR Connect Team, 
we wish you a happy, healthy and 
prosperous 2014. We hope you 
enjoyed the holiday season and are 
ready for a great new year.

We’re extremely happy to inform 
you that our fi rst issue turned out 
to be a raging success. We thank 
you for appreciating our small 
eff ort of connecting with capital 
market participants, Corporate 
IROs and CFOs and the fi nancial 
media. We are happy to share our 
vast treasure trove of knowledge 
and ideas with the marketplace 
in the areas of Investor Relations, 
Corporate Reporting and Brand 
Stewardship.

In a rapidly changing media 
environment, we are trying our 
best to supply high-quality content 

and enhance the value of our 
e-magazine through informative 
and thoughtful articles. We wish 
to make them even more reader-
friendly with the use of creative 
captions and descriptions. We’re 
trying our best to challenge 
our artistic abilities to produce 
interesting, beautiful and creative 
artwork and make the fl ow of 
content more prolifi c. Along with 
our interesting and well-researched 
feature articles, we’re also 
committed to stimulate creativity 
to strengthen the web design 
community’s creative forces.

In our latest issue (Feb-Apr 2014), 
we feature a Cover Story on how 
Vakrangee Ltd is setting up White 
Label ATMs in the hinterland 
regions of India. The article is 
“not-to-be-missed” reading as 
it eviscerates how the company 

is taking banking to the masses, 
aiming to bring about a paradigm 
shift in India’s BFSI sector. Our IR 
Speak section features a story on 
why digital presence is a must for 
companies.

You may also wish to explore our 
opinion piece “The Debate over 
Corporate Share Buyback” in our IR 
Strategy category to understand 
how corporate share buybacks 
are impacting their own share 
prices. Our Realty Update column 
features a preview of how Prozone 
CSC is engaging in effi  cient real 
estate development through 
an endearing business model. 
Under Regulatory Talk, we take a 
closer look at how the real estate 
player HBS Realtors is poised to 
create antiquated neighbourhood 
residences, enabling value creation 
and increasing buyers’ happiness 
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quotient, thanks to the recent 
regulatory changes taking place on 
the realty sector front.

We hope you enjoy the current 
issue. Once again, we invite you all 
to freely engage with IR Connect 
in terms of contributing articles. 
We welcome your feedback on the 
forum and invite you to share ideas 
and contribute your views.

Happy Reading.

MANOJ SAHA
Managing Editor

manoj.saha@dickensonIR.com
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CEO & Director
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VAKRANGEE
COVER STORY

“WE AIM TO TAKE 
BANKING TO THE 
MASSES”

MART
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With Mumbai-based Vakrangee Limited having received a fi nal 
authorisation from the Reserve Bank of India (RBI) to roll out 
15,000 White Label ATMs (WLA) in India’s hinterland regions, 

we will soon be witness to next-gen ATMs in the neighbourhood. With 
this move, the Company is on its way to empower millions with the 
convenience of accessing funds with ease, understanding their need 
to take banking to rural and under-penetrated cities in India. The move 
marks a major milestone for India’s banking sector as it ushers in a new 
era of ATM accessibility for the masses. As per a mandate received from 
RBI, Vakrangee is in the process of setting up and managing 50,000 
ultra-small bank branches in the states of Maharashtra, Rajasthan and 
Delhi. Besides banking, these branches will also off er Government-to-
Customer and Business-to-Customer services to customers.

BUSINESS STRATEGY

TAKING BANKING TO 
THE MASSES

“We are poised 
to bring about a 
paradigm shift 
in the indian 
banking sector by 
setting up next-
gen ATMs in your 
neighbourhood, 
addressing the 
latent potential 
in the under-
penetrated semi-
urban and rural 
ATM market and 
participating in 
the diffi  cult task 
of promoting 
household savings 
and wealth 
creation.”
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COVER STORY 

With this, the Company endeavours 
to carry forward its objective 
of participating in building 
India’s retail fi nancial services 
infrastructure and wealth-building 
potential. This, along with an 
array of other such strategic 
projects, Vakrangee strives to fully 
leverage technology and provide 
basic fi nancial services to India’s 
unbanked and under-banked areas.

In a tete-a-tete with IR Connect, its 
Chief Executive Offi  cer Mr. Santosh 
Dash explained the strategy behind 
the WLA business model better 

and how the Company aims to 
participate in the diffi  cult task of 
promoting household savings and 
wealth creation. Excerpts from the 
conversation:

1. What are White Label ATMs 
(WLAs) and why are they being 
set up in India?

Dash:  WLAs are ATMs which 
are owned and operated by 
non-banking companies and 
hence do not display any Bank’s 
branding. These ATMs will aid 
customers, irrespective of the 
Bank in which they hold an 
account, to access ATMs and 
undertake various fi nancial/
non-fi nancial transactions. They 
are intended to serve as an 
important medium of banking 
for consumers and a useful 
addition to the existing banking 
network, thus addressing the 
under-penetrated semi-urban 
and rural market.

 Even though our banks have 
deployed almost 87,000 ATMs 
across India and this is growing 
at 27% year-on-year, India is 
still a highly under-penetrated 
ATM market compared with 
developed nations. Against 80 
ATMs per million of population 
in India, there are 1,390 in US, 

“WLAs will be an eff ective channel in 
inculcating the habit of banking among the 
rural populace and give “fi nancial inclusion” 
a shot in the arm. The channel will also 
provide last-mile connectivity to the masses 
in these locations when the direct money/
benefi t transfer comes into play.”

Santosh Dash, Chief Executive Offi  cer, Vakrangee Limited
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700 in UK and 224 in China. India 
has been adding an average of 
16,000 ATMs every year in the 
last fi ve years, but the growth 
is largely concentrated only in 
the urban markets. The RBI’s 
mandate will ensure banking 
services are made available in 
areas where it’s unviable for 
banks to operate ATMs.

2. How will WLAs benefi t India’s 
rural populace?

 Dash:  In rural areas, the 
development of the ATM market 
is a distant dream due to reasons 
such as poverty, illiteracy and 
lack of regular income. Banks 
hesitate in setting up ATMs 
in rural areas due to high 
transactions costs. Hence, there 
is huge scope to set up more 
ATMs in non-urban and non-
metro cities. As the ATM network 
expands, more and more people 
will have easy access to cash as 
customers with an ATM card can 
access WLAs. With the expansion 
of the WLA network, customers 
will gain access to basic banking 
facilities located closer to their 
home or place of work.

3. Describe how the model will 
be executed by non-banking 
entities?

 Dash:  Non-banking entities are 
allowed to set up ATMs in their 
own brand name, once they 
pass the stringent qualifi cation 
and due diligence process 
undertaken by RBI. These next-
gen ATMs will not be proprietary 
to any particular bank. They will 
not carry a specifi c bank’s logo, 
but will be launched under the 
brand name of the non-banking 
entity. Like in our case, these will 
be branded as Vakrangee Mart 
or V-Mart. 

 Customers from any bank in 
India will be allowed to use the 
machine and withdraw cash 
from WLAs. In short, they can 
gain quick and easy access to 
cash, without having to travel 
long distances to access their 
own Bank’s ATM. WLAs will have 
all the functionalities like that of 
a bank-managed cash dispenser 
and will off er a host of cash and 
non-cash services such as cash 
withdrawals, balance enquiries, 
mini statements and PIN change. 
It will be an eff ective channel in 
inculcating the habit of banking 
among the rural populace and 
give “fi nancial inclusion” a shot 
in the arm. The channel will also 
provide last-mile connectivity 
to the masses in these locations 
when the direct money/benefi t 
transfer comes into play.

4. What is your strategy to make 
the project more viable and 
economically competitive? 
How are we placed in terms of 
implementation?

 Dash:  We are currently fi rming 
up plans to make the venture 
viable, negotiating with banks 
for sponsorship, selecting 
locations and analysing 
competition. The move of 
setting up WLAs is a perfect 
strategic fi t for our current 
business of rural bank branch 
management. Under this model, 
we will set up “brick and mortar” 
branches (Common Business 
Correspondents) and run them 
on behalf of public sector banks. 
Real-time bank transactions 
happen at these out-sourced 
PSU banks through seamless 
integration with core 
banking solutions of the 
respective banks.



08       February 2014   IR CONNECT   02  F

 We will essentially be market 
creators as we shall create our 
own ATM card base – a critical 
success factor for the WLA 
project. Through our model 
of setting up ultra-small bank 
branches, we already have 
a suffi  cient card base. Once 
we open an ultra-small bank 
branch in a particular location, 
we automatically gain access 
to all the benefi ciaries in that 
catchment area by virtue of 
providing them with a bank 
account. Furthermore, these 
account-holders enter the 
“Aadhaar-enabled payment 
system” enabled (AEPS-enabled) 
transactions at our WLAs by 
getting their bank accounts 
seeded with their Aadhaar 
number.

5. Please share your region-wise 
execution plan on WLAs?

 Dash:  As per RBI’s guidelines for 
WLAs, we are mandated to set 
up a minimum of 15,000 WLAs 
in three years. Our region-wise 
execution plan for WLAs will 
comply with RBI’s requirement to 
maintain a rural-to-urban ratio of 
2:1, i.e. for every 2 WLAs set up in 
Tier 3-6 towns, one WLA will be 
set up in Tier 1-2 towns. Further, 
out of the WLAs setup in Tier 3-6 
towns, a minimum of 10 % will 
be set up in Tier 5-6 towns. So in 
all, we will have 5,000 WLAs in 
Tier 1-2 towns, 9,000 in Tier 3-4 
towns and 1,000 WLAs in Tier 5-6 
towns. This will ensure we can 
successfully widen the reach of 
fi nancial services in rural areas 
and hinterlands. 

6. What makes you so uniquely 
positioned to face the 
inherent challenges in project 
execution of WLAs?

 Dash:  We are uniquely 
positioned to address several 
challenges in setting up WLAs 
and running them in sub-Tier 3 
towns. Let’s see how:

a. ATM Card Base: Being 
a common Business 
Correspondent for multiple 
PSU banks, we can set up bank 
branches at the desired locations 
and create an account base 
in the catchment area to be 
able to run our WLA business 
successfully.

b. Cash Management: Cash 
management and replenishing 
the ATM machines in hinterland 
regions is a huge challenge 
due to security issues and 
high logistics cost. Since we 
are already operating “brick 
and mortar” ultra-small bank 
branches in these areas, at any 
given point in time we will 
maintain a suffi  cient cash fl oat 
at these branches. This will help 
us effi  ciently manage the cash 
replenishment in ATM machines, 
thus reducing the logistics issues 
and risks.

c. Financial Inclusion through 
UID Enrolment: All WLAs set 
up by us will be AEPS-enabled, 
further adding to the number of 
UID enrolment in India. 

d. Saving on Costs: Given that all 
the WLAs set up will be AEPS-
enabled, the people accessing 
our WLAs will not require an ATM 
card for fi nancial/non-fi nancial 
transactions. By getting their 
bank accounts seeded with 
Aadhaar number, these account 
holders can use the WLAs 
through biometric evaluation, 
thus reducing the card-issuance 
costs. The AEPS-enabled card-
less transactions at our WLAs will 
be a global fi rst in the history of 
WLA industry.

7. What role will Sponsor Banks 
play in the overall project?

Dash:  Sponsor Banksare 
essentially “Settlement Banks” to 
settle service transactions. They 
will be responsible for functions 
such as cash operations and 
management, dispute resolution 
management and reporting to 

“Vakrangee is 
essentially a 
market creator 
as it creates the 
ATM card base on 
its own – a critical 
success factor for 
this project. By 
virtue of its model 
of setting up 
ultra-small bank 
branches across 
India, it already 
has a suffi  cient 
card base”.

COVER STORY 
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regulators. Since cash is sourced 
from the Sponsor Bank, it 
ensures quality and genuineness 
of notes dispensed. These 
Sponsor Banks also benefi t from 
the move as they can provide 
24/7 service to their account 
holders, driving the agenda of 
fi nancial inclusion. The account 
holders of Sponsor Banks will 
also get the added advantage of 
value-added services (insurance, 
recharge, coupons) provided at 
the ultra-small bank branches.

8. With setting up of WLAs, what 
change do we foresee in India’s 
BFSI sector?

 Dash:  Being in a uniquely 
advantageous position, we are 
fully geared to gain the “fi rst 
mover” advantage in India’s 
grossly under-served sub-Tier 
3 ATM market. We provide a 
bouquet of other value-added 
services in banking, direct 
benefi t transfer, insurance, 

pension, G2C and B2C at each 
ultra-small bank branch and 
WLA location. This ensures we 
are able to maximise customer 
experience under a single roof. 
Our target is to add ` 2,600 crore 
in the next four years from the 
WLA business alone. Setting up 
of these will result in a paradigm 
shift in India’s BFSI sector. 
For instance, our Vakrangee 
Marts will be a “one-stop shop” 
enabling customers to conduct 
their banking & fi nancial needs. 
With India’s ATM population 
expected to touch 400,000 by 
2017, our initiative is to usher 
the country into a new era of 
ATM accessibility.

What are Sponsor Banks charged?
 Bank Transactions 0.5%
 Cash Transactions ` 15 per transaction 
 Other Transactions  ` 5 per transaction.

- IR Connect 
Editorial Team

A LEGACY CALLED 
VAKRANGEE
Vakrangee Limited aims to be 
the last-mile link that connects 
rural citizens with India’s modern 
ecosystem. It endeavours to 
bridge the fi nancial inclusion gap 
between the developed urban 
India and the under-developed 
rural India by serving a 700+ 
million people market through 
our Retail Marts in rural India. 

The Company has received an 
exclusive mandate to set up 
and manage 50,000 ultra-small 
bank branches in the states of 
Maharashtra, Rajasthan and 
Delhi. With these bank branches 
also off ering Government-to-
Customer and Business-to-
Customer services, the outlets 
will transform into exclusive CSC 
outlets off ering banking, G2C 
and B2C services.

Vakrangee has been the largest 
single systems integrator 
for all the key Government 
projects upholding the largest 
democracy. It aspires to 
enable the Central and State 
Governments to administer and 
deliver G2C services to each 
citizen – more aff ordably, reliably 
& effi  ciently than ever before. The 
company’s objective is to bring 
a plethora of relevant products 
and services that are still out of 
reach in rural and semi-urban 
India.

Listed on the National Stock 
Exchange and Bombay Stock 
Exchange (VAKRANGEE), 
Vakrangee’s total market 
capitalisation stands at ` 4,420.57 
crore as on February 10, 2014.
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IR SPEAK

FIVE REASONS WHY YOU SHOULD HAVE 
AN INVESTOR RELATIONS MICROSITE
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Investor Relations is a daily task -- not only when you announce your 
fi nancial earnings(yearly or quarterly) or during the yearly exercise of 
releasing the Annual Report. Your Investor Relation (IR) eff orts need 
to reach your audience on a daily basis. Hence, besides a corporate 
website, having a microsite is a good idea. Having your own IR microsite 
demonstrates your corporate transparency and professionalism and 
verifi es your company’s fi nancial brand. An IR microsite is the easiest and 
most cost-eff ective way to keep your investment community up-to-date 
with developments within the company. Without an IR microsite, you 
stand the risk of turning away almost half of your potential investors.

So, let us study 5 specifi c ways 
how you can make your own 
IR microsite stand out:

1. HIGHLIGHT YOUR 
FINANCIAL BRAND

 The information era has 
changed the environment of 
fi nancial disclosure. Periodic 
and historical fi nancial 
statements are no longer 
suffi  cient to make capital 
market decisions. In today’s 
era, stakeholders demand 
fast, transparent and easy-
to-understand information. 
It is thus important to move 
a step further than simply 
engaging with shareholders 
through your annual/quarterly 
fi nancial earnings or the annual 
report. You need to highlight 
your fi nancial brand through 
your IR microsite to showcase 
information transparency, 
visibility and 24/7 availability 
to investors. The prime 
objective of the microsite will 
be to share adequate fi nancial 
information with stakeholders, 
helping them take appropriate 
investment decisions. The 
need for a microsite is felt due 

to the requirement of sharing 
increased information with 
stakeholders.

2. HAVE A CLEAR 
COMMUNICATIONS 
STRATEGY 

 Make sure you have a proper 
communications strategy to 
make your voice being heard 
by the right people. Make 
your Investor Relation Offi  cers 
put your web marketing 
hats and think diff erently 
to structure the microsite. 
The fi rst port of call for an 
investor is usually the website 
(microsite, in this case) whether 
to research on the company, 
for initial understanding or to 
gain an update on business 
performance. Here’s what you 
can do: 

a) Make your site off er a bit more 
by adding preferred content 
such as webcasts or investor 
conferences and investor fairs.

b) Break ground by using video 
for earnings call and also its 
transcript.

c) Share organisational goals and 
objectives, with details such as 

mix of risk, return and growth, 
weighted average cost of capital 
and cash fl ows.

d) Disclose information on a real-
time basis and increase the 
accessibility of fi nancial and 
non-fi nancial information.

e) Provide access to investor 
presentations, analyst meets, 
workshops and site tours.

f ) Structure the microsite such 
that readers can navigate 
quickly.

The fi rst port of 
call for an investor 
is usually the IR 
microsite, whether it 
is to research on the 
company, for initial 
understanding, 
or to gain an 
update on business 
performance. 
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g) Provide relevant information. 
The more relevant the 
information is, the better 
stakeholders are prepared 
and better the company is 
appreciated.

h) Ensure dedicated content 
for important sections (like 
Corporate Governance and 
Corporate Social Responsibility).

i) Respond quickly to investors. 
When you put a ‘Contact Us’ 
form or put a direct phone 
number on your microsite, 
ensure the respective 
department replies timely. 

3. MAKE YOUR IR MICROSITE 
GIVE MORE

 Being a ‘growth oriented’ 
company, you need to practice 
how your IR microsite can 
become a proactive tool for 
growth. How do you get more 
people to visit your site. Your IR 
measurement eff orts are often 
aided by your IR microsite. 
Bring meaningful value to 
your microsite by sharing 
more with your investors. 
With increasing stakeholder 
expectations, your IR microsite 
should provide useful, timely, 
up-to-date fi nancial and 
non-fi nancial information to 
investors, analysts and traders. 
A commercially built IR site is 
a content-driven micro site, 
akin to corporate products and 
services microsites. Don’t make 
it a simple data-feed library 
serving only data feed. Focus on 
targeting peer and competition 
benchmarking, conferences, 
one-on-one meetings and 
marketing ROI. Make it 
information-rich through 
which you can make them 

understand your vision and 
affi  rm their confi dence in your 
management team’s ability to 
execute this vision.

 Consider your IR microsite 
as an inbound marketing 
and sales pitch. Use it to 
demonstrate your products, 
introduce the board, showcase 
your business partners and 
continually market your 
value proposition, as it is this 
information that reinforces 
your company’s credibility 
and its leadership. Provide 
a broad set of information 
concerning the fi nancial 
performance of your Company, 
pricing of your company’s 
shares as well as non-fi nancial 
information relevant for the 
fi nancial markets. Make sure to 
off er easy links to frequently-
accessed information and also 
to relevant industry groups and 
related websites.

 An important rule is to update 
the information regularly. It 
is important to update the 
information regularly and 
check if the links are current. 
Make sure the information is 
factual, succinct, up-to-date 
and supportive of the business 
investment case. Another 
important point is to ensure 
your Home Page off ers the 
most unique and compelling 
content – like your IR 
presentation. These IR-related 
slides should be uploaded on 
your site up-front and centre. 
Another thing to be considered 

4. MAKE YOUR MICROSITE 
“SHAREHOLDER 
COMMUNICATION” 
EFFECTIVE

 Make sure you have a 
comprehensive investor 
communications section 
on the microsite. Maximise 
the communication value 
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Present your 
content in as 
organized and 
as transparent 
manner as 
possible. Use your 
content to drive 
traffi  c on your IR 
microsite as an 
inbound investor 
targeting tool. 
Give your inbound 
investors a deeper 
quantitative dive 
into your fi nancial 
content and a 
qualitative view 
of understanding 
your goals and 
management 
ethics.

by committing yourself to 
provide meaningful insight 
to best communicate with 
stakeholders. Do not short 
change your message to 
shareholders. The bottom line 
is to tell your compelling and 
confi rmable story eff ectively 
through the website to gain 
investors’ attention. Understand 
your valuable audience and 
build shareholder trust to 
build shareholder value. Try 
to have a one-to-one connect 
with shareholders. Target 
active investors and make 
them sign up for news and 
mail alerts to provide more 
insights on inbound investor 
targeting. Use your web 
marketing methodologies to 
forge a deeper relationship 
with shareholders. Better 
the content and outbound 
communications generated, 
the stronger the inbound 
communication and deeper the 
relationship with shareholders. 
Display your willingness to 
be open with shareholders 
and to understand their 
need for diverse information 
on fi nancial performance, 
corporate governance and 
responsibility. This encourages 
your shareholders to learn 
more about the Company, your 
business and performance.

5. CONTENT IS KING
 The most important attribute of 

your IR microsite is to publish 
unique content, making it 
an essential destination for 
existing stakeholders and 
prospective investors. The 
better content and outbound 
communications generated, 
the better it is to engage with 
prospective investors. Present 

your content in an organized 
and transparent manner. Use 
your content to drive traffi  c as 
an inbound investor targeting 
tool. Give your inbound 
investors a deeper quantitative 
dive into your fi nancial content 
and a qualitative view of 
understanding your goals and 
management ethics. Ensure you 
publish unique content on your 
website and establish it as an 
important destination.

CONCLUSION: 

It is important to understand 
what is expected from the global 
investment community and to make 
material content available on the 
microsite, such as your earnings call 
and guidance. The key is to follow 
up with investors and deepen your 
relationship with those who took 
time to listen to your earnings call, 
since these are your potential leads. 
Make sure all your content is ‘share-
ready’ as investors share ideas and 
news using social networking sites. 
Have social media links on your IR 
web pages and news releases and 
have news releases automatically 
sent into the social stream.

The trend is to upload the entire 
Annual Report on your IR microsite 
(in downloadable format) rather 
than only presenting fi nancials. 
Current and potential investors 
do read Annual Reports to see 
what you’ve been doing and what 
are your future plans. An Annual 
Report is an important content 
piece with unique communication 
value. Consider this as an important 
communications opportunity, 
beyond just regulatory compliance 
and accounting. You can also add 
interactive annual reports, interim 
reports, analyst presentations and 
press releases in accessible format 
on the microsite.

- IR Connect 
Editorial Team
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IR STRATEGY

THE DEBATE OVER CORPORATE 
SHARE BUYBACK

Corporate share buyback is an eff ective tool to prevent companies’ share 
prices from devaluation and re-instilling promoter confi dence. As the 
number of share buybacks climb, the debate over the concept heats 
up further.



February 2014   IR CONNECT   02     15

weak consumer and investor 
sentiments, companies are 
increasingly resorting to share 
buyback as a tool to restore investor 
confi dence in the company and its 
growth prospects.

WHAT ARE SHARE BUYBACKS?
Share buyback is one of the most 
important tools a company uses 
for its fi nancial restructuring. 
It eff ectively re-engineers the 
company’s capital structure, reduces 
its capital employed and balance 
sheet, and at the same time, 
increases its earnings per share, 
dividend per share, return on equity 
and return on assets.

A corporate share buyback is usually 
attempted by a company when it 
has surplus cash after incorporating 
the future investment opportunities 
into its corporate strategy. 

Revised guidelines 
regarding 
corporate share 
buybacks will 
ensure regulation 
in pricing, quantity 
and periodicity 
aspects of buyback 
off ers. The revised 
guidelines will 
ensure companies 
make genuine 
share buyback 
off ers and do not 
use them as a tool 
to prop up their 
stock prices.

In June 2013, the Securities 
& Exchange Board of India 
(SEBI), the Indian capital 

market regulator, did what was 
most desired by investors and 
shareholders. It raised the total 
buyback quantity to 50% of the 
company’s total buyback off er size, 
while simultaneously reducing the 
period of buyback to six months 
from the earlier period of one 
year.Moreover, it states that share 
buybacks upwards of 15% of the 
company’s total share capital will 
have to be made through a tender 
off er, besides also restricting 
companies from raising funds from 
the market for one year following 
the share buyback.

The step seems to have been taken 
at the right time. Revised guidelines 

regarding corporate share buybacks 
will ensure regulation in pricing, 
quantity and periodicity aspects 
of buyback off ers. The revised 
guidelines will ensure companies 
make genuine share buyback off ers 
and do not use them as a tool to 
prop up their stock prices. 

In the past, companies have kept 
share buyback off ers open for as 
long as a year, without actually 
buying a single share. Moreover, 
of the 75 buyback cases in the 
past three years, most companies 
touched less than 50% of their 
target for buyback.

In the backdrop of continued 
volatility in Indian stock markets, 
uncertain economic environment, 
sluggish business prospects, and 
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Buyback of shares at a premium 
to their current market price 
sends out a strong signal to 
shareholders on the stock price’s 
undervaluation and displays the 
management’s conviction in the 
company. Companies often prefer 
to utilise corporate cash for share 
buybacks versus paying dividends 
or investing the piles of cash in the 
business.

As the move results in an increase 
in promoter’s stake, it reinforces 
their promoter’s confi dence in the 
company’s fundamentals and future 
potential.

Investors usually favour share 
buybacks on two conditions are 
met. First, when a company has 

When a company buys back shares by 
reinvesting their own capital into the 
company, it reinforces their confi dence in the 
company’s business, thus helping prop up 
the share price.

In the event of the number of outstanding 
shares decreasing due to a share buyback, 
the shareholder value or Earnings Per Share 
of the stock increases. Companies often 
continue to protect their earnings by buying 
back the number of shares necessary to 
prevent earnings dilution.

IR STRATEGY

NEW GUIDELINES ON CORPORATE SHARE BUYBACK AND SEBI’s RATIONALE FOR REVISION
Mandate Old Guideline New 

Guideline
Rationale for Revision Impact of Revision

Minimum Buyback Quantity 25% of the off er 
size 

50% of the 
off er size 

Between 2008 and 2011,nearly 
75 share buyback off ers were 
announced where only 49.1% 
of buyback target was achieved, 
suggesting that buyback off er was not 
used optimally to enhance book value.

In the event 50% buyback is not met, 
the company will have to forfeit 2.5% 
of total amount earmarked for share 
buyback.

Maximum Buyback Period 12 months 6 months Companies tend to keep share 
buyback off ers open for entire 
12 months and buy shares at their own 
discretion, instead of buying at regular 
intervals. There are instances where 
companies haven’t bought a single 
share. On the fl ip side, companies 
which are serious about share buyback 
programs have been able to buy back 
a signifi cant portion (~49%) within the 
fi rst 3 months.

Companies are mandated to put in 25% 
of the maximum amount proposed for 
share buyback in an escrow account for 
a period of 6 months.

Post Buyback Obligations No further 
capital 
raising for 6 
months 

No further 
capital 
raising for 
1 year 

In case of share buyback being 
fi nanced through cash resources, 
the company tends to utilise idle 
cash resources with no attractive 
investment opportunities in 
the foreseeable future. Hence,it 
shouldn’t have any immediate capital 
requirement.

There will be no capital raising activity 
or another share buyback off er for a 
period of one year from the date of 
closure of the ongoing buyback off er. 
Further, promoters will also be barred 
from executing any transaction on-
market or off -market during the share 
buyback period.

Buyback of >= 15% of Capital Tender Off er or 
Open Market 
Off er 

Only 
Tender 
Off er

In an open market off er, shares are 
bought back by the company at 
the prevailing market price. In the 
tender off er method, the shares are 
bought back at a fi xed price, usually 
at a premium to the market price. So 
the tender off er method is a more 
equitable way of distributing surplus 
funds to the shareholders.

In an open market off er, the company 
can buy its shares from the market 
without knowing the buyer. While in 
the tender off er, the company has to 
write to its shareholders individually to 
understand their willingness for sale of 
shares through the buyback route.
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RECENT SHARE BUYBACKS AND THEIR IMPACT ON STOCK PRICES
Project Status DOB* Maximum

Buyback 
Amount 

(` Cr)

Maximum
Buyback 

Price 
(`/sh)

Price 
on 

DOB

Price 1M 
before DOB

Price 3M 
before DOB

Price 1M 
after DOB

Price 3M 

after DOB

Infi nite Computer 
Solutions

19-06-13 30 120 83.9 86.5 106 - -

S Mobility 19-06-13 60 75 35.4 38.2 26 - -
HT Media 14-05-13 25 110 99.2 95.6 102.1 99.7 -
Aptech 13-05-13 64.7 82 58.5 45.6 50.95 59.55 -
HUL 30-04-13 25,000 600 583.8 466.9 477.5 595.6 -
GSK Consumer 
Healthcare 

26-11-12 5,222 3,900 3,659.2 3,094.4 2,909 3,826.6 3,887

Kirloskar Oil 
Engines 

25-01-12 76.3 170 141.5 115.6 125.3 139.6 153.9

Reliance 
Industries 

20-01-12 10,440 870 792.7 713.5 838.7 843.6 730.9

*DOB - Date of Buyback Announcement

ample funds to take care of the 
operational and liquidity needs 
of its business; and second, when 
the stock is selling at a material 
discount to the company’s intrinsic 
business value, conservatively 
calculated.

ADVANTAGES OF SHARE 
BUYBACKS
Let us take a look at the benefi ts a 
share buyback can have. 

a. Sizeable Cash:
 Companies sitting on piles of 

cash are often under pressure 
to return the value to the 
shareholders. Share buybacks 
send out a positive signal to 
investors. When a company 
announcing share buyback 
has sizeable cash reserves, it 
is utilised to buyback shares 
at a premium to the market 
price, giving a strong indication 
to markets that the stock is 
undervalued. Share buybacks 
also help in reducing the 
number of outstanding shares 
and in improving the Earnings 
Per Share, return ratios, and the 
balance sheet. 

b. Rising Share Prices:
 When a company buys back 

shares by reinvesting their 
own capital into the company, 
it reinforces their confi dence 
in the company’s business, 
thus helping to prop up the 
share price. Citing a recent 
example, the stock of FMCG 
player Hindustan Unilever Ltd 
was quoting at ` 583.80 on 
April 30, 2013, the day of its 
share buyback announcement. 
The company announced its 
intention to buy shares from 
the market at ` 600 a share, a 
premium to the then quoting 
share price. A month after the 
buyback announcement, the 
share price surged to ` 595.60 a 
share.

c. Increased Shareholder 
Value:

 One way to measure the 
companies making prudent 
share buybacks is to compare 
the valuations at which they 
pay for their own shares to 
the stock’s historical median 
valuation. In the event of the 

number of outstanding shares 
decreasing due to a share 
buyback, the shareholder value 
or Earnings Per Share of the 
stock increases. Companies 
often continue to protect their 
earnings by buying back the 
number of shares necessary to 
prevent earnings dilution.

d. Increased Float:
 As the outstanding share count 

of the company decreases, the 
remaining shares represent a 
larger percentage of the fl oat. If 
demand for the stock increases 
and there is less supply of 
stock, it leads to an upward 
movement in the price of the 
stock. Fewer outstanding shares 
means the remaining shares are 
worth more. The value of the 
stock changes as there are now 
fewer shares outstanding.

- IR Connect 
Editorial Team
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REALTY UPDATE

UNLOCKING LAND POTENTIAL

With India’s real estate development activity percolating to Tier 2 and 
3 cities, Prozone CSC seizes the opportunity to engage in effi  cient real 
estate development with the help of an endearing business model and 
optimal fi nancing.
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Real estate development 
activity, which once 
mushroomed in India’s large 

and metro cities, has today fi ltered 
down to Tier 2 and 3 cities, largely 
due to the signifi cant cost arbitrage. 
With India witnessing sustained 
economic growth in the last decade 
and with consumerism booming, 
Tier 2 and 3 cities have gained the 
spotlight. Environmental pollution, 
traffi  c congestion, power and water 
shortage, are some reasons integral 
to the lifestyle in bigger cities and 
make these cities score an edge 
over metro cities.

Smaller towns and cities have 
also benefi ted from the trickling 
down of growth from bigger cities, 
resulting in increased demand 
for real estate–commercial and 
residential. Demand for retail space 
in Tier 2 and 3 cities will rise due to 
an expected spurt in the growth of 
the consuming middle class from 
300 million to 500 million in the 
next 5 years.

Prozone Capital Shopping Centres 
Limited, the demerged arm of the 
clothing retail player Provogue, is 

poised to leverage on its strategy 
to capitalise on the rising demand 
in these cities. Prozone CSC is 
jointly developed by Provogue 
(India) Limited and FTSE-listed 
Intu Properties (formerly Capital 
Shopping Centres Group), based in 
the UK. Intu Properties has a current 
market capitalisation of 3.3 billion 
pounds and managing assets worth 
over 7 billion pounds.

Prozone CSC is engaged in creating, 
developing and managing world-
class regional shopping centres in 
the emerging cities across India 
and also associated with mixed-
use development pan-India. The 
Company’s fi rst shopping centre 
in Aurangabad was launched in 
October 2010. It has a fully paid-up 
land bank of 17.8 million square 
feet (msf ) spread over 6 cities in 
India in Aurangabad, Coimbatore, 
Indore, Nagpur, Jaipur and Mysore.

BUSINESS STRATEGY
Prozone CSC is determined to 
create a paradigm shift in the way 
real estate is sold in India due to 
its “clearly thought out” and “well 
planned” business strategy in real 

estate development. With a focus 
on aff ordable luxury housing 
projects in these cities, Prozone CSC 
develops large-scale land parcels 
through mixed-use development 
to facilitate retail investments. 
Under this model, 75% of the 
land is developed as Residential & 
Commercial (Build & Sell model), 
while the remaining 25% is 
developed under Build & 
Lease Model. 

This business model proves to be 
advantageous since cash fl ows from 
Build & Sell portfolio facilitate the 
Build & Lease model, resulting in 
debt-free annuity assets and free 
cash fl ows for future developments. 
Its strategy is to develop large land 
parcels for mixed-use development 
for residential and commercial 
properties and for Malls. Another 
prudent policy it adopts it to 
achieve fi nancial closure for retail 

Prozone CSC is 
determined to 
create a paradigm 
shift in the way 
real estate is sold 
in India due to its 
“clearly thought 
out” and “well 
planned” business 
strategy in real 
estate development 
in Aurangabad, 
Coimbatore, 
Nagpur, Indore, 
Jaipur and Mysore.
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REALTY UPDATE

projects. It intends to utilise the 
cash fl ows from residential projects 
to facilitate the construction of 
Retail Malls. However, as a prudent 
measure, the Company will have 
debt fi nancial closures for both the 
retail mall projects in Nagpur and 
Coimbatore to avoid any cash fl ow 
mismatches.

OUR RESIDENTIAL STRATEGY
Prozone CSC follows a residential 
strategy of building the entire 
site infrastructure and Clubhouse 
upfront before the launch of the 
project. The premium Clubhouse 
is spread over 5-6 acres of land 
parcel and off ers one of the fi nest 
leisure experiences. The Clubhouse 
provides an entire gamut of 
luxurious and modern amenities 
such as an aroma garden, a 
meditation centre, therapeutic walk, 
tennis court, cricket pitch, multi-
purpose court, swimming pool, 
Jacuzzi, barbeque pavilion, outdoor 
dining plaza, jogging and cycling 
track, amphi-theatre and a kids 
play area.

The strategy helps the realty 
company establish itself as the 
strongest and the most credible 
player and accelerate sales of its 
project, resulting into better cash 

KEY FOCUS AREAS
Prozone’s principle focus area is to 
get its projects executed on time 
and generate free cash fl ows. It 
has already launched three of its 
residential projects in Nagpur and 
Coimbatore, which will facilitate 
and support cash fl ow requirement 
for the Mall. Construction of its 
retail project at the Coimbatore 
Mall has commenced, resulting in 
debt-free annuity assets. With its 
key residential projects having been 
pre-launched, it has shifted its focus 

fl ows. This also provides an added 
comfort to the home buyer as they 
can visit the Clubhouse personally 
before actually investing money 
in the property. For its Nagpur 
property, Prozone CSC has pre-sold 
315 units, almost 30% of the total 
asset portfolio of the property. In 
fact, so overwhelming has been 
the response to this property that 
Prozone has stopped accepting any 
bookings for now. Concurrently, 
Prozone has outperformed the “best 
real estate players”  in the market.

DYNAMISM IN THOUGHT AND ACTION
Prozone CSC is well poised for growth and shares the vision of becoming 
India’s leading developer / manager of high-quality shopping centres in 
emerging urban cities pan-India, incorporating the mixed-use development 
method to facilitate its business model. Its land bank and business strategy 
gives a clear vision for long-term investments. It focuses on large mixed 
development which will  provide strong cash fl ows, facilitate creation of 
debt-free retail assets and generate annuity income.
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OUR BUSINESS STRATEGY

• Selection of location in high-
growth corridors within city 
limits

• Develop land parcels for 
mixed-use with high-quality 
assets at the right price

• Building malls under own 
management for lease model

• Developing residential and 
commercial premises for cash 
sales model

• Ensuring debt free assets for 
sustaining better yields for 
investors

ABOUT PROZONE
Prozone is India’s leading developer, 
owner and manager of high-
quality shopping centres focussed 
on India’s emerging new urban 
cities. It strategizes to tap the 
growth potential in these cities, 
what with the consuming middle 
class here seen spurting from 300 
million to 500 million in next 5 
years. The company is engaged 
in developing and managing 
shopping centres in emerging cities 
across India, developing residential 
and offi  ce spaces. The total land 
bank of Prozone stands at 17.9 
million square feet in 6 markets – 
Aurangabad, Coimbatore, Indore, 
Nagpur and Jaipur.

Our Business Strategy

75%

25%

%%

Acquire & Develop Large scale Land 
Parcels for Mixed Use development.

Upfront development of the entire Clubhouse and 
Site Infrastructure before the Launch of 
the Project.

It provides credibility to the business and 
accelerates the sale of the project, resulting 
into better cash fl ows.  

Cash Flows from Build & Sell 
portfolio facilitate the Build 
& lease model, resulting into 
Debt Free Annuity Assets.

%
Fully Paid Up Land Bank 
of ~17.8 msf (170 acres) in 6 cities: 
Aurangabad, 
Coimbatore, Indore, 
Nagpur, Jaipur and 
Mysore.

BUILD 
& 

SELL

To Create Debt 
Free Annuity 

Assets

Low 
Leverage 
Strategy

BUILD 
& 

LEASE

CASH

FLOẀ

Dominant regional shopping and 
leisure destinationInfrastructure-

Large parking spaces planned to cater 
for next 15-20 years of future growth. 

Tenant Mix- Well planned tenant mix with 
category focus to aggregate consumption.

Investment by Amount (`Million)
CSC 2,025 
Provogue 2,025 
Old Mutual and Lewis Trust Group 3,670 
Total Equity Investment 7,720 

on execution of these high-quality 
retail assets, which will generate 
cash fl ows for the company. 

WELL CAPITALISED
The company is fi nancially well 
capitalised with a strong balance 
sheet, large land bank fully paid 
(17.8 msf ) spread over 6 cities in 
Aurangabad, Coimbatore, Indore, 
Nagpur, Jaipur and Mysore; and a 
planned pipeline of projects and a 
strong domestic execution team. 
All the properties of Prozone fall in 
high-growth corridors within city 
limits. Its net debt is that of only 
` 1 billion (net debt : equity of 0.2 
times) with an ability to monetise 
the land bank over the next few 
years.

Prozone CSC has attracted 
investments from major 
institutional investors, notably the 
Triangle Fund (anchored by Old 
Mutual Group, South Africa) and the 
Lewis Trust Group (the River Island 
promoter’s family fund) into step-
down subsidiaries for three projects 
in Aurangabad, Coimbatore 
and Nagpur.

TOTAL EQUITY INVESTMENT IN PROZONE CSC

- IR Connect Editorial Team
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HBS Group’s Worli project demonstrates how 
redevelopment is the way forward to handle 
Mumbai’s space crunch and a win-win situation 
for developers and retailers to meet their aim 
of catalysing urban renewal and improving 
Mumbai’s competitiveness.

REGULATORY TALK

CREATING VIBRANT 
NEIGHBOURHOODS
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In a landmark achievement, 
the proposed policy under 
Development Control Rules 33(9) 

will give cluster redevelopment in 
Mumbai a big boost. It is a win-win 
model for developers and tenants 
as the new rules off er more benefi ts 
to developers as well as members, 
resulting in larger fl ats for individual 
owners. With the city having close 
to 16,000 dilapidated buildings, 
the new scheme on cluster 
redevelopment will generate close 
to 2.5 lakh housing units, as per 
a study.

The Development Control 
Regulation (DCR) provision 33 
also off ers a new ray of hope. 
For redevelopment projects, the 
Government has agreed to off er 
extra Floor Space Index (FSI) of 0.5. 
With this, redevelopment projects 
will gain an FSI of 2.5 (3 for MHADA-
cessed buildings) or an FSI needed 
to accommodate all the tenants of 
the building.

WAY AHEAD
Before Mumbai can call itself a 
world-class city, it is imperative 
to ensure housing becomes more 
available and aff ordable. There is 
also an urgent need for the city’s 
ageing real estate stock to be 
upgraded into modern dwellings. 
With sky-rocketing real estate 
prices, scarce land availability and 
limited expansion possibilities, 
redevelopment appears to 
be the way forward. Planned 
redevelopment holds the key to 
increasing space and bettering 
living standards, particularly in 
South Mumbai – India’s most 
expensive real estate destination. 
But sadly, most redevelopment 
projects in the city are entangled 
in diff ering issues – be it tenants 
demanding greater living spaces in 
the reconstructed property, delay 
in grant of possessions or delay in 
approvals by urban local bodies. 
Regulatory bottlenecks also act as 
serious dampeners.
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ENDEARING BUSINESS 
MODEL
Redevelopment is a key driver 
and opportunity to deliver future 
growth in Mumbai. Besides 
solving the city’s space problems, 
redevelopment is an enabler for 
community participation and 
helps the tenants redefi ne their 
lifestyles. Redevelopment creates 
effi  cient spaces which improve the 
property’s economic value.

The business model of 
redevelopment of old property 
sets the ball rolling for urban 
regeneration by improving upon 
the city’s real estate quality. 
Renewal of the existing property 
improves the competitiveness 
of the city’s prime precincts by 
creating high-quality, modern and 
earthquake-resistant buildings, 
supported by wide roads and 
properly sized infrastructure, with 
ample open green areas. Further, 
without the need for buying 
fresh land, it enables real estate 
developers to sell the extra FSI area 
at the current market price, thus 
earning a higher margin. Hence, 
redevelopment essentially 
means extra saleable area that can 

fetch the developer a higher 
market price.

THE HBS EXAMPLE
A shining example of a large-scale 
redevelopment project in Mumbai 
is HBS Group’s Shiv Shahi Co-
operative Housing Society project 
at Worli. The 60-year old Shiv 
Shahi complex was a cluster of 12 
dilapidated residential buildings 
with 16 apartments each. The New 
Shiv Shahi society is a unifi ed vision 
of redevelopment by its members. 
By way of redevelopment, its 192 
members and 1,000 residents shall 
be rehabilitated in three wings of 42 
storeys each.

A key feature of the redevelopment 
project of Shiv Shahi has been 
the real estate developer’s ethos 
to provide superior lifestyle to its 
members. Redevelopment was 
undertaken with the single aim 
of rehabilitation and complete 
transformation of members and 
their existing lifestyles. The building 
will house only the existing tenants, 
granting them an opportunity 
to upgrade their lifestyles by 
enhancing prestige and ownership 
value of each home.

The Shiv Shahi 
redevelopment 
was undertaken 
with the single aim 
of rehabilitation 
and complete 
transformation of 
members and their 
existing lifestyles. 
The building will 
house only the 
existing tenants, 
granting them 
an opportunity 
to upgrade their 
lifestyles by 
enhancing prestige 
and ownership value 
of each home.

REGULATORY TALK



Redevelopment is 
the key to overcome 
Mumbai’s space 
crunch and improve 
its infrastructure. 
It works as an 
economic engine 
unlocking land 
parcels for 
development 
and improves the 
city’s economic 
competitiveness.
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DESIGN PHILOSOPHY
The project takes on a modern 
character and complements the 
skyline of a futuristic city through 
premium quality, comfortable 
and modern homes. There was a 
keen urge to improve their lives 
through state-of-the-art amenities, 
lavish green spaces and modern 
technologies. The habitable space of 
members has been improved by way 
of a swimming pool, multi-purpose 
hall, wide-spread green gardens 
and racquet-sports courts. The 
apartments have been planned with 
space effi  ciency and fl exibility of a 
third bedroom, while the niche in 
the dining area has the capability to 
accommodate a study or pooja area.

The design philosophy creates 
self-supporting neighbourhood 
and features advanced waste 
management, water recycling 
and renewable energy generation 
systems. Designed by reputed 
consultants and foreign architects, 
the project is already winning 
accolades. It bagged the 
International Asia Pacifi c Award for 
the Best Redevelopment Project 
in Asia-Pacifi c region. The ‘LEED 
Silver’ rating also adds value to 
inhabitants’ quality of life.

REGULATORY APPROVALS
The Shiv Shahi project has been a 
classic example of pro-active and 
positive clearances provided by the 
government authorities including 
MHADA, MCGM, UD Department, 
MCZMA and MOEF. Redevelopment 
of this complex is a bonafi de 
testimony of redevelopment of 
a large society not just being a 
dream, but a dream come true. 
With collective and professional 
approach, motivated and unifi ed 
spirit, patience and sensitivity 
of a pragmatic developer and 
members, a redevelopment project 
can achieve a new benchmark 
of modern and contemporary 
redevelopment.

INDUSTRY THUMBS-UP
With urban redevelopment in 
South Mumbai being the next 
mega opportunity, HBS Realtors 
is keen to play a meaningful role 
in the endeavour. It is already fast 
gaining reputation as a specialist 
in regeneration housing solutions 
and has undertaken several 
projects towards this aim. Its focus 
continues to be to preserve and 
enhance the cultural and historical 
community assets and ensure the 
cultural fabric of the community is 
not compromised.

Without an iota of doubt, 
redevelopment is the key to 
overcome Mumbai’s space crunch 
and improve its infrastructure. 
It works as an economic engine 
unlocking land parcels for 
development and improves the 
city’s economic competitiveness. 
Redevelopment of dilapidated 
properties leads to tangible 
economic benefi ts by creating 
better quality housing and 
boosting the property’s value. 
To push the redevelopment 
bandwagon, taking a second look 
at realty reforms and allowing 
foreign direct investment in the real 
estate sector are the need of 
the hour.

- IR Connect 
Editorial Team

Disclaimer:
The layouts, plans and visuals contained herein 
are for representational purposes only and 
are subject to approval by MCGM and other 
competent authorities.
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CASE STUDY : ICICI BANK

TALKING TO THE WORLD

A Case Study on how Annual Reports help 
inspire and inform, and assist in conveying the 
key message to shareholders,attracting the 
right shareholder base.

One of the goals of 
publishing an Annual 
Report is to connect 

with our shareholders. Annual 
Reports are fast becoming an 
important document for the 
corporate world to talk to their 
shareholders. A strong, informative 
and transparent system of annual 
corporate reporting is of paramount 
importance for companies to 
convey the precise message. In 
an era where communication 
technology and audiences are 
taking massive strides, Annual 
Reports are getting transformed 
into a document which harnesses 
the unique capabilities of modern 
digital media.

A BUSINESS CASE FOR 
VOLUNTARY REPORTING
Annual reporting plays a central 
role in reiterating a company’s 
existence. Of all the forms or ways 
of corporate disclosure,an annual 
report is the most important and 
vital source of information. It is 
the focal point of the corporate 
disclosure mechanism. Today, 
annual reports aren’t simply a 
means of communication. They are 
being used as a vehicle for building 
and enhancing the corporate’s 

image. In fact, a large proportion 
of corporate disclosures are made 
through annual reporting,including 
the company’s core values, mission 
statement, business concept and 
even the social responsibility.

ICICI BANK’S ANNUAL 
REPORT: A CASE STUDY
ICICI Bank, India’s largest private 
sector bank, strongly believes 
that an Annual Report is a golden 
opportunity to communicate 
directly with shareholders. The 
Bank has always been quite 
emphatic about disclosing 
mandatory information,increasing 
the quantity of information 
provided and introducing more 
accounting standards to cope with 
the changing societal needs. And 
their Annual Report refl ects this 
well. The Annual Report is been 
an innovative take on reporting 
facts, fi gures and other corporate 
information disclosed in an 
exhaustive manner. The Bank makes 
an attempt in making its Annual 
Report internationally competitive 
and achieve excellence in disclosure 
of information on economic value 
added. The quantitative aspect of 
disclosures is very high, whereas 
the qualitative aspect of corporate 

disclosure practices is also aptly 
considered.

THEME CONNECT
For FY2012-13, the Bank selected 
a central theme or tagline 
‘Promoting Inclusive Growth’ 
to demonstrate how it remains 
focused on penetration of fi nancial 
services in rural India and how this 
is an important pillar of inclusive 
growth. The theme helped the 
Bank spell out clearly its rural and 
inclusive banking strategy of rapidly 
expanding in the rural markets. It 
wishes to move towards this focus 
by leveraging its inherent strengths 
in technology and delivering its 
services to the unbanked and 
under-banked population through a 
multi-channel network. The Report 
also emphasised its support to local 
agriculture by presenting individual 
stories connecting with the theme.

CHAIRMAN’S MESSAGE
The message by its Chairman 
K. V. Kamath clearly spelt that 
despite the challenges, India’s 
economy contains the potential 
for sustained high growth. The 
Chairman gave a positive spin 
to India’s challenging economic 
environment and conveyed how 
the entrepreneurial mind-set and 
aspirational energy will quickly 
move India back to a “high 
growth” path. 

The Chairman also explained how 
the ICICI Group, under its able 
executive management team, 
continues to focus on strengthening 
its franchise, capitalising on new 
opportunities and investing in 
growth, while exercising prudence 
wherever required.
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CASE STUDY

ICICI Bank made an 
attempt in making 
its Annual Report 
internationally 
competitive and 
achieving excellence 
in disclosure 
of information 
on economic 
value added. The 
quantitative aspect 
of disclosures was 
very high, whereas 
the qualitative 
aspect of corporate 
disclosure practices 
is also aptly 
considered.

ADEQUATE DISCLOSURES
Besides the key achievements and 
signifi cant ratios, the Report talks 
about the Bank’s acute focus on 
operating effi  ciency, stressing an 
equal emphasis on controlling 
costs and generating higher 
revenues. It provides specifi cs on 
their retail lending growth and 
points out its how its strategy of 
balancing growth, profi tability and 
risk management helped it make 
continued progress on a strategic 
growth path. The Report brings out 
the proactive role the Bank plays 
towards nation building and its 
current activities in this segment, 
ranging from fi nancial inclusion 
to its key focus areas of education, 
healthcare and sustainable 
livelihoods.

THE DESIGN CHALLENGE
The impressive annual report 
design of the bank was also an 
attraction – with clean, professional 
and modern design. Keeping 
with the industry it belongs to, 

the Report was kept simple yet 
engaging, being beautifully and 
strikingly simple in concept and 
imagery. The Cover tends to be a 
template, which may be construed 
as lack of creativity on the part 
of the Design Agency. However, 
this has been done purposely to 
exude the essence of consistency 
and longevity – the two most 
important brand attributes for any 
Bank. Following the best practices 
of corporate reporting, the Report 
had extensive use of headings, sub-
headings and captions, ensuring 
the reader gets the key message at 
a glance.

BEING “LOGISTICS 
EFFECTIVE”
The process is a global exercise 
within the Bank, with almost 50 
employees from the Bank and 10 
within the Dickenson Group getting 
involved for a concentrated period 
of nearly three weeks. To satiate 
the demand from institutional 
investors, the Bank ensures the 
Reports of all its 20 subsidiaries 
are completed and readied 
simultaneously within the narrow 
time frame, which further creates 
pressure on the narrow time frame. 
Besides, being a global Bank, we 
have established workfl ow in a 
manner which suits time zones 
from our clients. Thus, effi  cient 
Project Management,and the need 
to be precise, accurate and on-track 
is a must to pro-actively manage 
the project. The Dickenson Group 
has been consistently delivering 
this over the years, despite the 
number of subsidiaries rising 
each year. 



The Report brings out 
the proactive role the 
Bank plays towards 
nation building and 
its current activities 
in this segment, 
ranging from fi nancial 
inclusion to its 
key focus areas of 
education, healthcare 
and sustainable 
livelihoods.
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INSPIRE, INFORM, INTRIGUE
Year after year, the Bank’s well-
designed and well-presented 
Annual Report inspires, informs 
and intrigues the readers and 
shareholders alike and reinforces 
the ICICI brand in India’s BFSI space. 
The narrative section conveys the 
Bank’s unique position and builds 
confi dence among key stakeholders 
and also highlights the strengths 
of the Bank in the banking vertical. 
Key messages from its Senior 
Management Team, Mr. K.V. Kamath 
and Ms. Chanda Kochhar, portray 
the Bank’s leadership vision and 
reiterates its industry position, 
relative to its competitors.

ABOUT ICICI BANK
ICICI Bank is India’s largest private 
sector bank with total assets of 
` 5,367.95 billion (US$ 99 billion) as 
on March 31, 2013. The Bank has a 
vast network of 3,603 branches and 
11,162 ATMs across India, with a 
presence in 19 countries, including 
India. ICICI Bank off ers a wide range 
of banking products and fi nancial 
services to corporate and retail 
customers through a variety of 
delivery channels and through its 
specialised subsidiaries in the areas 
of investment banking, life and 
non-life insurance, venture capital 
and asset management.

- IR Connect 
Editorial Team
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