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Communication is the essence of existence. 
Throughout history, we find that every 
civilization conveyed their story, just to be 

passed on to the generations to come. From the 
Palaeolithic era till today, humans strive to make 
their communication better and faster. As a result, 
the world today has seized itself to the size of a 
palm, where we access the vast ocean of informa-
tion by just switching on our phones. We have mas-
tered the art of communication and yet we strive to 
make it better. 
Corporate world is no different. The best part of 
communication is that it promotes democracy in 
its true sense as it lets people, who are the primary 
stakeholders, participate. Therefore, expectations 
from organizations have also increased manifold. 
They are expected to be transparent, ethical and 
just in their conduct and business practices. 
Apart from communicating, Corporate Communi-
cation, being a pivotal part of maintaining & brand-
ing an organization’s identity has seen a drastic 
change in recent years where it is being sought 
more and more as a strategic partner in busi-
ness development, retaining & generating clients 
and  developing a strong Investor Relationship. 
Considering these, SCOPE had organized SCOPE 
Corporate Communication Summit for the first 
time in the year 2016 and subsequently, we are again 
organizing this year Corporate Communication 
Summit on the theme: ‘Rediscovering Corporate 

Communication in Global Scenario’ on 7th-8th 
December, 2017. 
During the Summit, we would also present SCOPE 
Corporate Communication Excellence Awards to 
recognize the outstanding efforts put in by the CC 
Team of Public Sector Enterprises (PSEs) in various 
functions like, Brand building through Inclusive 
Growth Initiatives, Best Corporate Communication 
Campaign & Program, Crisis Handling, Effective 
Use of Digital Media, Best House Journal & Annual 
Report and Best Corporate film. This year we en-
hanced the level of evaluation in order to bring 
more transparency and objectivity by a process 
of two tier evaluation of the entries received from 
PSUs across India. 
The 119 entries from 38 Public Sector Companies 
had to go through a stringent & objective evalu-
ation process during the preliminary evaluation. 
After preliminary screening, the entries were again 
examined and analysed by the Final Jury Members. 
Both, the preliminary and final Jury Committee 
consisted of eminent personalities ranging from 
Civil Servants, Academicians, Communication 
and Media personalities. The winners have already 
been announced. I congratulate all the winners and 
participants for putting in an outstanding effort. 
The recent improvement in the ratings by Moody’s 
for India including the Public Sector Companies, 
shows the success of reforms brought in by the 
present Government. Public Sectors have always 
been at the forefront of the reforms and the inclu-
sive growth agenda of the government. 
SCOPE has always strived to bring the best out of 
Public Sector fraternity. In its effort, PSEs have also 
been instrumental in bestowing their support and 
encouragement. We reaffirm our commitment to 
put our best efforts.

CHAIRMAN’S DESK 

Ved Prakash
Chairman, SCOPE
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Whereas, an effective external 
communication would result in 
good relationship with stake-
holders and building a strong 
reputation and brand image. 

Coming to corporate image, 
what do we understand of cor-
porate image? Something that 
was once an advertising jargon, 
is now the image that the pub-
lic sees of a company. Corporate 
image is the manner in which a 
company, its activities, goods and 
services are perceived by outsid-
ers.  According to Philip Kotler, 
corporate image represents set 
of opinion, thoughts and impres-
sion that one creates about a firm 
or a product.

In today’s world where busi-
ness organizations have become 
more complex, demand for good 
Corporate Communication 
has risen. It helps a Company 
not only to create its image, 
but also to sustain it. Thus, 
there is a need for compa-
nies to work actively to create 
and communicate a positive im-
age to its stakeholders and to the 
public at large.  

The image of a company is an 
intangible asset that gives it a 
chance to showcase its com-
petitive edge and maximize its 

market share, profitability, at-
tract new customers and retain 
old ones. Therefore, it should be 
planned, developed, analyzed 
and managed like other assets.

Corporate 
Communication as a tool 
for image building
There is absolutely no business 
without communication and to-
day Corporate Communication is 
a strategy to convey to stakehold-
ers the uniqueness and brand of 
a company. It is the link between 
a corporate and its image among 
stakeholders. A corporate’s name, 
its tagline its advertisements, 
ethical behaviour, all determine 
its image and communicating 
the same in the best possible way 
results in a positive image and 
corporate identity in the eyes of 
stakeholders.  It is true that repu-
tation can’t be built through ad-
vertisement alone. A Corporate 
requires a mechanism to pub-
licize its achievements, answer 
queries of stakeholders regarding 
its performance and have a win-
dow to the internal and external 
world at times of crisis. 

Role of Corporate 
Communication in MMTC
MMTC Limited, a CPSE under 

Corporate Communication 
in other words is aptly the 
voice of any organization. 

It speaks internally to employees 
and externally to suppliers, ven-
dors, media, investors and other 
stakeholders. It speaks when 
things are going well in the orga-
nization and even when there is 
a crisis. Gone are the days when 
Corporate Communication meant 
“wining and dining clients”.  
Today it is considered as an art 
and science of perception man-
agement and has truly become 
the nucleus of any organization.
Corporate Communication is the 
sum total of all messages issued 
by the company to its audiences.  
The major stakeholders of a com-
pany are its employees, inves-
tors, government, community, 
consumers, industry associates, 
environment and extended orga-
nizations like media. Corporate 
Communication plays a vital role 
in transmitting to all its stake-
holders the company’s coherence, 
its credibility and its ethical be-
haviour. It has a direct impact on 
the work as well. For an employ-
ee, good internal communication 
would influence his attitude to-
wards work place and generate 
a sense of belongingness, envi-
ronment of trust and confidence. 

Ved Prakash
CMD, MMTC

Corporate Communication 
as a Tool for Image Building
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increased employee involve-
ment and empowered Human 
Resources. Now, all major pol-
icy decision related to Human 
Resource Policies is discussed 
with employees’ forum under the 
mechanism of Joint Consultative 
Meetings (JCM).  

Scheme for Interactive 
Communication Meetings
A scheme for Interactive Commu-
nication Meetings has been in-
troduced for exchange of in-
formation and ideas among all 
employees. Under this scheme, 
weekly meeting of divisional 
heads with the Management and 
review meetings with Regional 
heads are held.

Mentoring
With objectives of knowledge 
sharing and creating an atmo-
sphere of meaningful communi-
cation and trust, the mentoring 
program has been so designed 
that it acted as an inter-division-
al interface of new recruits with 
mentors having exposure to vari-
ous business verticals of MMTC. 
This scheme not only helped in 
improved communication, but it 
also acted as a catalyst to reduce 
new employee attrition rate and 
instill in them a sense of belong-
ingness to the Organization. 

Knowledge Sharing / Initiatives
Knowledge sharing sessions initi-
ated acted as a forum for depart-
ments/divisions to share latest 
developments taking place na-
tionally and internationally with 
respect to their businesses.

External communication 
strategy of MMTC
The management is the face of 
MMTC and officially speaks for 
it and using the correct platform, 

the Ministry of Commerce and 
Industry, is one of the largest 
trading houses in the Country. 
Not only handling export of pri-
mary products such as Coal, Iron 
Ore, Agro /Industrial Products, it 
also imports commodities such as 
precious metals, ferrous and non-
ferrous metals and agricultural 
fertilizer.
The company even has a vast in-
ternational trade network and is 
the largest player in Bullion trade 
including retailing. 

Internal communication 
strategy of MMTC
MMTC has always understood 
that to create a positive corpo-
rate image, it needs to focus on 
employee behaviour as well as 
stakeholder perception. The in-
ternal communication strategy 
used by MMTC is an up down 
communication channel through 
which superiors not only explain 
the company’s policies or assign 
work to subordinates, but also 
sends down decision making 
and feedback of performance to 
subordinates.
The same approach is used when 
a subordinate wishes to give 
feedback to Superior and even of-
fer suggestions for improvement 

in work procedures, policies, etc.
Operational goals at MMTC are 
met through this strategy.
Some of the Interventions for 
creating a good communication 
strategy with employees are as 
under:

Scheme for Employees’ 
Grievance Redressal – ‘Sahayta’
A three stage mechanism has 
been put in place to examine em-
ployee grievances and address 
them.  Accordingly, the scheme 
rightfuly addresses grievances 
relating to service matters such 
as increments, recovery of dues, 
working conditions, allotment of 
quarters, seniority, leave transfer, 
pay fixation, medical facility and 
interpretation of rules, etc. and 
therefore reduce the discontent-
ment amongst employees by ad-
dressing their concerns. 

Joint Consultative 
Meetings (JCM)/ Scheme of 
Structured Meeting
Joint Consultative Meetings en-
able a continuous flow of commu-
nication and wider participation 
of employees in strategic busi-
ness planning, decision-making, 
etc.  Other areas, in which im-
provement was visible, included 
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saying that almost one third of a 
company’s stakeholders follows 
it on social media.
The Company has undertaken 
a holistic social media outreach 
plan with the following aims:-
• To promote awareness, im-

prove visibility and reinforce 
the positive image of MMTC 

• To build a stronger, more ac-
cessible and customer-friendly 
brand identity of MMTC 

• To engage internal and ex-
ternal stakeholders on social 
platforms

• To foster a participative and 
collaborative culture in MMTC 
through modern communica-
tion means

• To strengthen internal commu-
nication and ensure transpar-
ency in MMTC’s activities

Although MMTC’s social me-
dia outreach initiative is in its 
initial stages, it is already off to 
a strong start on platforms like 
Facebook, Twitter, Instagram and 
WhatsApp. It has successfully 
connected more than one-third 
of MMTC’s employee strength 
across the country through a me-
dium that is modern, instanta-
neous, popular, easy to use, and 
widely available. Daily flow of 
news, information, and updates 
regarding the Company’s activi-
ties to MMTC’s social media chan-
nels has generated renewed inter-
est and queries in the Company 
and its activities, and has also 
provided a common platform 
for existing and past employees 
of the Company and other stake-
holders to keep up with new and 
ongoing developments at MMTC. 
This has been a welcome and 
unanimously applauded initia-
tive in an environment where it 
was nearly impossible to remain 

constantly informed of latest 
news and updates due to the size, 
hierarchy and geographical di-
versity of the Organization.

Connecting young and se-
nior officials to each other in a 
WhatsApp Closed User Group 
has bred a sense of familiarity, ac-
cessibility and openness among 
internal stakeholders that was 
most needed in an atmosphere of 
uncertainty and seclusion. This 
has led to collaborative brain-
storming of new and innovative 
business ideas that are now being 
developed though structured dis-
cussions and will be actioned out 
in the near future. 

Further, to support above initia-
tives, MMTC has started circula-
tion of daily web-based business/
trade news clips to all employees, 
a valuable knowledge resource 
that was earlier available only to 
the board members and other key 
officers.

Every move made by MMTC, or 
any Company, to create a strong 
dialogue with its audience is sig-
nificant.  No organization is im-
mune to developing bad image 
but efforts to create a healthy 
image through Communication 
must never stop.

media channel the management 
can make it effective for the or-
ganization to explain to its stake-
holders its mission, vision, value, 
performance, etc.  Investment 
communication, legal commu-
nication, brand management 
through speeches, presenta-
tions, exhibition, events, etc.  are 
done in the best possible way by 
MMTC while communicating 
with its stakeholders.
MMTC’s website: The website of 
MMTC has a lot of information 
that are demanded by its stake-
holders.  Financial reports, an-
nual reports, details about goods 
and services, activities of the 
company, CSR initiative, etc. are 
all made available by the compa-
ny on its website and also on the 
Internet.The website of MMTC 
speaks a lot about it.  Utmost care 
is taken by the organization to 
host latest pictures, data and ac-
tivities of the company. Corporate 
Social Responsibility also plays a 
vital role in building a company’s 
reputation. CSR is the responsible 
and ethical behaviour of a com-
pany towards environment, the 
business and Society at large. CSR 
initiative of MMTC has always 
given it a competitive advantage 
and has helped in attracting more 
public attention.  MMTC uses 
its Corporate Communication to 
showcase its involvement in com-
munity projects.

Social media as a commu-
nication strategy of MMTC
We are fortunate to live in an 
era which has better technology 
and the same helps us to be able 
to communicate better with our 
stakeholders.  Social media is pos-
sibly the best medium on which 
a company can communicate 
with its stakeholders and build 
its brand.  I will not be wrong in 
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In today’s interconnected busi-
ness world complemented 
with increased competition, 

Image Management has assumed 
strategic significance.  Creation of 
identity and positive image of an 
organization have become vital to 
establish a long standing relation-
ship with the multiple stakehold-
ers of the company. Although, 
Positive image and reputation 
are considered as intangible as-
sets but today have become 
most enduring sources of com-
petitive advantage even if com-
pared to patents and technology. 
Building strong and sustainable 
image requires developing a well 
planned and conceived strategy 
in tune with the overall goals of 
an organization. In this context, 
Corporate Communication pro-
fession has acquired a significant 
role to create corporate identity 
and sustain long term positive 
image. 

Van Reil, a communication strat-
egy consultant defines Corporate 
Communication as ‘an instru-
ment of management by means 
of which all consciously used 
forms of internal and external 
communication are harmonized 
as effectively and efficiently as 
possible’, with the overall ob-
jective of creating ‘a favourable 

basis for relationships with 
groups upon which the compa-
ny is dependent’. In other words, 
it has become an instrument of 
management to use and harmo-
nize all kinds of communication 
to create a trustworthy relation-
ship with various stakeholders.
Viewed as an indispensable input 
in overall strategic management, 
Corporate communication serves 
as the conscience of the corpora-
tion. Previously termed as Public 
Relations, Corporate communica-
tion has reoriented itself to suit 
changing times and changing 
environment .Its ambit involves 
communication strategy, Media 
Relations, Crisis Management, 
Investors Relations, and corpo-
rate responsibility.
In this information age, percep-
tions are constantly built as orga-
nizations are being watched 24x7 
and information about them is 
just a click away. Investors, cus-
tomers and opinion makers rely 
a lot on the perception and im-
age of the organization. Whether 
it is a B2B or B2C organization, 
without proper branding, they 
might lose out market opportu-
nities to their competitors. This 
has necessitated to redefine the 
role of corporate communica-
tions from a mere organization 

Dr. U.D. Choubey
Director General, SCOPE

Image Management 
through Strategic 
Corporate Communication

Corporate Communication 

has emerged as an 

important function 

for the success of an 

organization. With all 

pervasive social media, 

role and responsibilities of 

Corporate Communication 

have grown manifold. There 

is need for collective and 

coherent efforts in this 

direction.
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promoter to a strategic partner in 
the management.  

Liberalization and globalization 
has unleashed radical evolution 
of the corporate sector. Nothing 
has witnessed more drastic 
changes over the last one and 
half decades than the communi-
cation scenario in India. The pro-
liferation of Mass Media, spurt 
in newer technologies and ever 
expanding landscape of social 
media,  have made drastic impact 
on communication by creating 
highly interactive platform with 
social media. Consequent to this, 
communication has become dy-
namic, effective and responsive. 
The emerging scenario has creat-
ed lot of opportunities to leverage 
new age tools such as Mobiles, 
Twitter, Linkedin, Facebook, 
Youtube etc. which are rich, var-
ied and effective.

Social Media has provided an 
open arena where people are free 
to exchange ideas on companies, 
brands and produce. Valuable 
feedback by the users on prod-
ucts provide an opportunity to 
PR professionals to analyse per-
formance and respond to im-
prove quality, service and image 
of their company.  

Internet user base is also increas-
ing in India. Internet penetra-
tion in India is currently around 
31 percent.  According to the 
Internet and Mobile Association 
of India and market research 
from IMRB International, Urban 
India with an estimated popu-
lation of 444 million already 
has 269 million (60%) using the 
internet. Similarly, mobile tele-
phone has revolutionised the life 
of people living in hinterlands. 
The path breaking changes tak-
ing place in the technology has 
made it imperative that corporate 

communication professional un-
derstand the newer perspective 
and take advantage of the im-
mense opportunities presented 
by newer technologies to reach 
out to their clients and public in 
an effective manner. The first and 
foremost job before professional 
communicator is to manage the 
reputation of the company. To 
achieve this, he needs to have 
avid understanding of the orga-
nization, its core competencies, 

products, business processes as 
well as internal and external envi-
ronment in which it is operating.  

Corporate Communication 
and Public Sector 
Enterprises
Public Sector Enterprises (PSEs) 
are symbol of corporate excel-
lence, increasingly gearing up to 
achieve higher growth and thus 
helping in India’s dream of be-
coming a global power.  In spite 
of their stupendous contribution 
to the growth of country’s econo-
my, the image projections of pub-
lic sector do not commensurate 
with its contribution. The public 
sector was launched with a strong 
ideological base. However, image 
building exercise at the time of its 
launch was not taken up earnest-
ly. Further brand promotion  of 
its achievement, contribution etc. 
was not taken up seriously.  

In addition, many times, PSEs had 
to face step motherly treatment as 
vested interests always seem to 
criticize their performance. This 
had been inspite of consistently 
improving performance and con-
tribution to national economy. 
While, sporadic efforts have been 
made by a few individual CEOs 
towards image building of their 
enterprises, there is need for con-
certed and coordinated effort for 
brand image of the sector as a 
whole. John D Rockefeller once 
said, “Next to doing the right 
thing, the most important thing is 
to let people know you are doing 
the right thing”

Community Relations has be-
come a success mantra today. The 
corporate have realized that busi-
ness of doing business is not only 
to earn profit but something be-
yond that i.e. contribution to soci-
ety, its development and welfare 

Corporate 

communicators can 

also play an important 

role in showcasing 

positive stories and 

controlling negative 

image.  If handled 

with transparent and 

credibility, it can help 

to counter the negative 

image. The honest 

intention coupled with 

effective communication 

would help an 

organization to tide 

image problem sooner 

or later. It must be kept 

in mind that any relation 

not based on credibility 

will lead to disaster. 

Adage”speak the truth” 

will go a long way in 

solving the problem.
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of people. PSEs have been mak-
ing consistent efforts for inclusive 
growth under CSR initiatives in-
cluding government’s ambitious 
programmes for socio-economic 
development of the economy 
which include Skill India, Swachh 
Bharat, Make In India, Digital 
India etc. Many PSEs have now 
been adopting newer practices 
to showcase their innovative and 
impactful CSR projects through 
various communication plat-
forms like Social Media, Websites, 
Films, and Publications etc. 
However, there is need for united 
effort to augment the projections.
Recently, REC has collaborat-
ed with various organizations 
following in line with United 
Nations sustainable development 
goals such as setting up of librar-
ies to foster reading habit in chil-
dren. Libraries provide a central 
point of gathering for the com-
munities and inculcate reading 
habit among students.  Creation 
of enabling environment would 
help children to pursue qual-
ity education and enable them to 
reach their full potential. 

IOC Mumbai, has added novel di-
mension to its endeavour towards 
Prime Minister Ujwala Yojana for 
women of Below Poverty Line 
(BPL) families through street 
plays (Nukkad Nataks) inter-
spersed with interactive sessions. 
It is an innovative and engaging 
way to increase awareness. Many 
PSEs have been innovatively de-
signing their in-house journal be-
sides e-magazine, IT-driven com-
munication, and allied branding 
initiatives.  

GAIL’s ‘Hawa Badlo’ campaign 
can be seen as one of the most rel-
evant campaign of today where 
an awareness campaign was 
carried out and school children 

distributed oxygen/anti pollu-
tion masks to traffic police across 
Delhi NCR. These initiatives will 
inspire other PSEs to follow suit 
as  all the PSEs are exemplary in 
their initiatives. Corporate com-
munication professionals are 
the first line ambassadors of the 
country. Proper projection by 
corporate communication pro-
fessionals can help in leveraging 
brand image in the country and 
outside India.
Image building has become all 
the more necessary as more and 
more PSEs are being listed on 
stock exchanges. Listing brings 
a much higher level of transpar-
ency in the working of PSEs as 
also unlock the financial, entre-
preneurial, managerial and po-
tential to maximum value. Listing 
of PSEs have demonstrated that 
going public has unleashed the 
potential of these companies. 
Image Management in financial 
markets needs now some extra 
mile approach as shareholders 
and stakeholders know the way 
companies showcase their profit 
and loss account and enhanced 
assets and concealed liabili-
ties. Public is interested in good 
returns on their investments 
and look for enterprise’s future 

strategies, governance practices 
and its social, economic and envi-
ronmental context.   
In order to meet the changing 
expectations of the people, PSEs 
need to give greater emphasis to 
their investor relations manage-
ment. The goal of investor rela-
tion activity is to help investors 
and financial analyst understand 
the true value of the company’s 
business. PR expertise in inves-
tor relations is significantly under 
utilized on the corporate level. 
Positioning of brand is important 
in the financial market for attract-
ing investors and for investor re-
lations management. PSEs should 
be proactive in investor relations 
and engage with media (print, 
electronic, social) more closely 
and continuously. PSEs should 
fully utilize their corporate com-
municators in their investor re-
lations management activities. 
Listed PSEs can set up inter dis-
ciplinary team comprising of CC 
professionals, financial experts 
and company secretaries to map 
the stock market.
Similarly, crises are part and par-
cel of corporate life. In the age of 
stiff competition when PSEs are 
endeavouring to produce bet-
ter products at less cost chances 
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of crisis has increased manifold. 
Bigger the crisis, media get an 
opportunity to showcase their 
alertness in bringing issues to the 
public domain for viewers and 
readers.
Moreover during crisis, organi-
zation’s leadership is constantly 
in public gaze and media radar. 
Crisis require deft handling and 
requires display of maturity, sen-
sitivity and empathy. Time is es-
sence in such a situation. Here 
communication takes centre stage 
from the perspective of various 
stakeholders who wish to be told 
the truth. The official version of 
the organization should be placed 
on the public domain immediate-
ly after the crisis alongwith action 
plan to mitigate the crisis 
Corporate communicators can 
also play an important role in 
showcasing positive stories and 
controlling negative image. If 
handled with transparency and 
credibility, it can help to counter 
the negative image. The honest 
intention coupled with effective 
communication would help an 
organization to tide image prob-
lem sooner or later. It must be 
kept in mind that any relation not 
based on credibility will lead to 
disaster. Adage “speak the truth” 
will go a long way in solving the 
problem. An example of the same 

can be seen in the way THDC 
reached out through its social 
media. During the Uttrakhand 
disaster in June 2013, Tehri Dam 
invited a lot of criticism for caus-
ing the floods. THDC reached out 
the public and media through 
its social media pages and state-
ments that acted like third party 
endorsed for THDC. 

Time is ripe to draw strategy 
for image building of the pub-
lic sector so that the sector gets 
the pride of place it deserves. 
PSEs should draw a board ap-
proved brand building strategy 
for reinforcing positive stimuli 
with various stakeholders and 
publics. Positioning of CC in the 
management hierarchy is equally 
important for competitive ad-
vantage. CC Executives should 
be directly under the top man-
agement where strategy, plan-
ning and business decisions are 
made. Strategic positioning of 
role of corporate communication 
practitioners would widen their 
horizon and help them portray a 
good image of their company and  
craft a communication strategy to 
handle their brands effectively.

Capacity building of corporate 
communication professionals to 
enhance their competencies and 
skills is equally important. The 
changing media matrix and de-
velopment of new technologies 
require them to be adept in han-
dling new tools. This will help 
them to stay relevant in the digi-
tized world. 

In today’s digital media world, a 
communication strategy should 
also be built for digital platform. 
There is need to keep a close 
watch on digital contents and 
take the same into account while 
communicating with investors 
and various stakeholders. For a 

successful and sustained future, 
the communication should be 
concise, skillful and meaningful. 
A committee comprising of cross 
section of experts with PSEs in 
the area of corporate communi-
cation be set up to periodically to 
review the CC strategies and pro-
grammes for continuous evalu-
ation of PR in public sector and 
to upgrade the knowledge of PR 
professionals. 
Corporate Communication prac-
titioners must realize that stake-
holders are not only looking for 
better financial results, but also 
a consistent corporate culture 
based on transparency, ethics and 
social obligations. 
Corporate communicators on 
their part must understand the 
importance of image projection 
and need to take effective steps in 
this direction. They need to work 
with the top executives of the or-
ganization to craft broad outlines 
of how the company wants to be 
perceived, and how it is going to 
project positive image through 
right message. A better corporate 
communication strategy would 
improve the prospects of PSEs 
help them in better mobilization 
of resources and enhance the 
credibility and image in the coun-
try and abroad. 
Corporate Communication has 
emerged as an important func-
tion for the success of an organi-
zation. With all pervasive social 
media, role and responsibilities of 
Corporate Communication have 
grown manifold. There is need 
for collective and coherent efforts 
in this direction. It has been ob-
served that organizations which 
have understood the importance 
of Corporate Communication has 
stood the test of time and have 
built a bond with the most impor-
tant stakeholders, the society.   



Four decades before there 
was hardly a figment of 
imagination in India as to 

how Information Technology 
(IT) could play significant role in 
transforming a mixed economy 
into a new resurgent, liberalized, 
fastest growing emerging econo-
my that we are taking pride in to-
day for numerous global achieve-
ments manifested in the domain 
of technology. Nevertheless, the 
beginning of this stupendous 
journey in IT was quite modest 
and sobering. When few Indian 
IT companies had started their 
operations in the early 80’s, the 
environment for the growth of IT 
industry was not conducive. High 
import duties on computer hard-
ware and software, license raj and 
absence of a national policy for IT 
were the major bottlenecks for 
companies to succeed in this in-
dustry. The business environment 
for IT industry was not favorable. 
Lack of proper infrastructure, dif-
ficulty in import of computers 
and servers and unavailability 
of communication infrastructure 
were the major roadblocks for 
companies to execute their off-
shore development programmes. 
Then most of the IT companies in 
India were body shoppers. They 

were sending skilled IT resources 
at the client site to execute the 
projects.
In mid-80’s few visionaries in 
India perceived the role of IT in 
building software services out-
sourcing industry and subse-
quently created the frameworks 
for the legal, operational and 
business processes involved in 
it. Eventually, they put forward 
a strategy in 1986 for the promo-
tion of software development 
and exports, which was pub-
lished in the Gazette of India. 
Consequently, three Software 
Technology Parks (STPs) at 
Bhubaneswar, Bengaluru and 
Thiruvananthapuram were creat-
ed in 1989. One of the major IT re-
forms by the Indian Government 
was the creation of Software 
Technology Parks of India (STPI) 
in 1991 in which all the three STPs 
were merged to create a single en-
tity. STPI was created as a nodal 
agency to promote software 
development, hardware manu-
facturing and export of both. 
The Government introduced 
Software Technology Park (STP)/ 
Electronic Hardware Technology 
Park (EHTP) scheme, which pro-
visioned physical infrastructure, 
easy import of computers and also 

the enablement of High Speed 
Data Communication through 
satellite-based Internet gateways 
by STPI helped Industry in meet-
ing their export obligations seam-
lessly. These initiatives by STPI 
have played a pivotal role in the 
phenomenal growth of IT & ITES 
sector for boosting software ex-
ports. In addition, STPI has been 
providing statutory services un-
der a ‘single window clearance’ 
mechanism right since its incep-
tion. This particular event laid the 
foundation of India’s journey to-
wards global IT hub of the world.
STPI has come a long way and be-
come highly successful in its mis-
sion as a catalyst in positioning 
India as the most preferred des-
tination for outsourcing IT and 
IT enabled services. A fact that 
is aptly proven by the remark-
able growth in IT exports by the 
STP-registered units, from Rs. 52 
crore in 1992-93 to a staggering 
Rs. 3,50,679 crore (tentative) in 
2016-17, which represents around 
50 per cent share in national IT 
exports. STPI also promotes sec-
ondary and tertiary locations in 
the country by establishing STP 
facilities in such places in order to 
extend the coverage of the STP / 
EHTP scheme and dispersal of the 

Dr. Omkar Rai 
DG, Software Technology 

Parks of India

Digital Technology:
Transforming the Future 
of India
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India stands second globally af-
ter China. The Government is 
targeting to provide broadband 
services to all the 250,000 gram 
panchayats by March 2018. This 
will enable the rural population 
to avail the benefits of govern-
ment programmes directly under 
digital transfer. Moreover, rural 
schools, primary healthcare cen-
tres, post offices, panchayat of-
fices, block offices and district 
headquarters can be connected 
seamlessly, which eventually will 
boost e-Governance, micropay-
ments, e-Learning programmes 
and telemedicine programmes. 
Even during natural calamities 
the government can disseminate 
prior information to the people in 
high-risk prone areas for settling 
in safer areas. In recent incidents, 
various state governments have 
had taken precautionary steps 
by sharing crucial information 
to district administration for re-
habilitating citizens living in cy-
clone-prone areas to safer areas. 
In consequence, lives of millions 
of people have been saved. That’s 
just tip of the iceberg of Indian 
digital story that many western 
countries look in awe. 
India continues to be the world’s 

No. 1 sourcing destination in 
IT-BPM space. With a 55% cap-
ture in global outsourcing pie, 
India’s IT/ITES exports stand 
at USD 117 billion in 2016-17, 
and the USD 154 IT/ITES indus-
try is thriving to fly past USD 
350 billion by 2020. Today, Indian 
IT industry contributes 7.7% to 
GDP and provides 49% of total 
exports and employs 3.9 mil-
lion skilled professionals. The 
larger point here is no other 
industry in India has ever dis-
played such gargantuan success 
in terms of economic growth, em-
ployment generation and direct 
contribution to country’s foreign 
currency reserve. In a nutshell, 
technology as the greatest leveler 
in building the country’s econom-
ic architecture in such a massive 
scale is well articulated in India’s 
tryst with adoption of IT in all 
walks of life.

India’s emerging digital economy 
today provides a massive plat-
form to enterprises in the areas 
such as IT, ITES, ESDM, e-Com-
merce, mobility, cloud, big data, 
artificial intelligence, Internet of 
Things (IoT), fintech, edutech and 
healthtech for building India’s fu-
ture through digital technologies. 

IT/ITES/ESDM Industry beyond 
metros for all-inclusive growth of 
the sector. STPI is one of the key 
growth drivers that has not only 
envisaged India as tomorrow’s in-
vincible digital economy, but also 
it has enabled transforming India 
into a global IT destination and 
contributed significantly in build-
ing IT industry from the scratch. 
Today, with a population of 1.3 
billion, India has provided a digi-
tal identity (universal biometric 
identity or Aadhaar Number) 
to its 1.18 billion citizens, a feat 
that many countries would prefer 
to implement. Let’s understand 
how the Aadhaar has become a 
game-changing element in India’s 
digital journey. The Aadhaar card 
facilitates a number of benefits to 
its possessor. Using Aadhaar, a 
person can access to his/her bank 
account seeded with Aadhaar 
number and transfer and receive 
funds either with OTP or bio-
metric authentication, citizens 
can avail the benefits of govern-
ment schemes being directly 
transferred to their accounts and 
people can easily open a bank ac-
count, get PAN card and passport 
without any hassle. By linking 
Aadhaar to all socio-economic 
programmes, the government 
could ensure that the real ben-
eficiaries of these programmes 
should get benefits without any 
discrepancy. This indicates how 
digital technologies can bring 
transparency and accountability 
in the system and enable good 
governance. 
Digital technologies have trans-
formed India into a connected 
nation. Home to 1.21 billion 
mobile phones (out of which al-
most 50% are smartphones) India 
ranks second globally in num-
ber of mobile phones. With over 
500 million internet connections, 
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India’s core objective for digital 
economy is to contribute USD 1 
trillion to GDP between 2020 and 
2025. Although sounds truly an 
elephantine task, the Government 
of India has started fundamen-
tally restructuring the economy 
responsive to the outcome of dis-
ruptive technologies. Keeping a 
tab on the past success and bright 
future, the government has al-
ready initiated many niche pro-
grammes such as Make in India, 
Digital India, Atal Innovation 
Mission and Startup India, which 
are focusing on creation of indig-
enous products and digitally-em-
powered society. 
India has done a lot of progress 
on startup front. With 4750-plus 
startups, India ranks third in 
the global startup ecosystem. 
Investment is rising, with the 
surge generating employment 
and providing solutions in areas 
from fintech to healthtech and 
edutech to agritech. 2000+ digi-
tally focused startups are con-
tributing to the India’s priority on 
digital economy. There are 250+ 
niche startups specializing in 
disruptive technologies such as 
predictive/prescriptive analytics, 
robotics, 3D printing, artificial in-
telligence and wearables. What’s 

fuelling the success of startup sto-
ry in India is a slew of systemic 
measures including government 
initiatives, entrepreneurial drive 
in today’s youth and an ecosys-
tem of incubation. It’s not far from 
today that many of the budding 
tech startups would transform 
themselves into tomorrow’s glob-
al unicorns, not just in value, but 
making India a superpower in in-
novation and entrepreneurship. 

The IT industry has come a long 
way in last three decades serving 
the nation on many fronts. With 
disruptive innovations India can 
further create marvels in digital 
space. Be it agriculture, educa-
tion, healthcare or e-Governance, 
the role of digital technologies 
is imperative for an inclusive 
growth across the board. What’s 
more crucial given the evolution 
of disruptive digital technologies 
is that the industry in collabora-
tion with government and aca-
demia should focus on integrat-
ing cloud environment with the 
existing infrastructure to enable 
startups and SMEs get a level-
playing field to explore opportu-
nities in next generation technol-
ogy innovation. A strong focus on 
skill development and innova-
tion will help India champion the 
digital journey that will touch the 
lives of 1.3 billion citizens.

Undoubtedly, digital technolo-
gies have played a crucial role in 
transforming India into a digital-
ly empowered nation by enabling 
people to leverage the digital ser-
vices provisioned by the govern-
ment and become a stakeholder 
in government’s vision for a new 
India where transparency, ac-
countability, good governance 
and inclusive growth make a visi-
ble impact on the economic prog-
ress of the country.

India continues to be 

the world’s No. 1 sourcing 

destination in IT-BPM 

space. With a 55% capture 

in global outsourcing pie, 

India’s IT/ITES exports 
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2016-17, and the USD 154 

IT/ITES industry is thriving 

to fly past USD 350 billion 

by 2020. Today, Indian 

IT industry contributes 

7.7% to GDP and provides 

49% of total exports 

and employs 3.9 million 

skilled professionals. The 

larger point here is no 

other industry in India 

has ever displayed such 

gargantuan success in 

terms of economic growth, 

employment generation 

and direct contribution 

to country’s foreign 

currency reserve.
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Corporate Communication 
that a decade ago was  re-
ferred as the  ‘new buzz 

word’  has seem to come  full 
circle now.  It is today recognized  
as an established management  
function with a crucial role of be-
ing the  image custodian for an 
organization. 
Corporate Communication is 
described by experts as a frame-
work in which all communica-
tion specialists, viz., marketing,  
brand and organizational & man-
agement  integrate the totality 
of the organizational messages, 
thereby positioning a Corporate 
in a certain ‘desired’ way in the 
perceptions of various stakehold-
er groups, with a view  to fulfill 
the  organization goals. 
Corporate Communication is ex-
pected to help organizations steer 
complex public environments 
that include  mediating  with gov-
ernments, employees,  investors, 
customers, vendors, special inter-
est groups and most importantly 
media.  Besides that Corporate 
Communication  also aids and 
advises management  to manage 
the effects of change and to oper-
ate ethically whilst projecting an 
inspiring sense of corporate pride 
and vision. Communication  

becomes  the process that  is ex-
pected to  help  in  nourishing 
stakeholder  relationships. 

Key constituencies in 
Corporate Communication
The stakeholder groups that a 
Corporate Communication pro-
fessional has to interface with 
broadly include the following: 
Internal: Top and various eche-
lons of  management, employees, 
investors, families of employees 
External: Future employees, busi-
ness partners, investors, supply 
chain operators, opinion mak-
ers, bureaucracy, special interest 
groups, media et al. 

Responsibilities of 
Corporate Communication 
Department
There are broadly four  key re-
sponsibilities encompassed with-
in a truly effective Corporate 
Communications function:

• Articulating the relevance of 
the organization in the society; 

• Helping create a distinct per-
sona and identity for the orga-
nization that reflects trust and 
draws from the stakeholder 
groups; 

• Aiding and advising  the man-
agement in the process of 
change management; 

• Managing positive reputation 
for  the organization and its key 
personnel;

For achieving this, Corporate 
Communication uses various 
media and strategic proposi-
tions to reach out to stakeholder 
groups with a definite ‘Desired 
Response’  in furtherance of the 
corporate goals. The basic aim at 
all these efforts has to create trust 
and empathy, mutual under-
standing and agreement, respect 
for  disparate views and dissent 
between the management and  its 
different constituent stakehold-
ers.  Influencing public opinion is 
an important function of  corpo-
rate communication, but at same 
time it must aim at  helping in re-
solving conflict and creating con-
sensus and striking a balance be-
tween  organizational interest and 
people’s right to know. Difficult it 
may seem, but it is not impossi-
ble to achieve. A Corporate com-
munication practitioner’s job can 
be  reckoned  to a trapeze artist 
whose life depends on  her focus 
at balancing her posture while 
walking on a tightrope.  

Prof. Jaishri  Jethwaney
ISID, New Delhi

The Practice of Corporate 
Communication in India – 
A Critical Appraisal
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in crisis. Of late however,  a few 
of them are experimenting with  
aggressive and proactive  media 
outreach, especially, companies 
from the core sector.  
One does not for long remember 
any memorable campaign  from  
a public sector organization or 
on the public sector that would 
project CPSEs’ contribution to 
the economy and nation build-
ing. The CPSEs top management 
can consider  contributing to a 
pool for joint corporate advertis-
ing/institutional campaign every 
year that can be spearheaded 
by SCOPE or the Department of 
Public Enterprises (DPE). This 
will make a world of difference in 
positioning the public sector in a 
way that it has always deserved. 
DPE and SCOPE can also con-
sider setting up a permanent 
museum on CPSEs  at  suitable 
places in various states includ-
ing the Capital, and if possible at 
the Pragati Maidan, where many 
states and some organizations 
have their pavilions. Millions 
of people visit Pragati Maidan 
for scores of thematic fairs, but 
more importantly for the two 
week International trade Fair in 

November every year. Reaching 
out to people who come from far 
and wide and sharing the story 
of public sector is achievable and 
should be undertaken. 

Private Sector 
(large conglomerates)  
communication strategies
The TATAs can be credited for 
being the PR/CC torchbearers 
for over 100 years, but ironically 
TATAs were also embroiled in  the 
Radia tapes controversy. One has 
seen aggressive communication  
from the private  sector, mostly fa-
cilitated by their Public Relations  
consultancies. Media relations, 
media events are an essential part 
of the private sector PR/CC tools. 
A lot of effort is undertaken by 
private sector organizations in 
providing their CEOs visibility in 
the media. Lobbying unwittingly  
has become an important part of 
the private sector PR/CC efforts. 
In the corporate-politics nexus, 
Corporate Communication is se-
en as a key player. 

One has seen industry asso-
ciations like FICCI, CII, ASSO-
CHAM aiming at influencing 
policy that would suit their com-
mercial interest. They set the 
agenda through research, empiri-
cal  studies, conferences, publica-
tions, exhibitions, awards etc. 

In the private sector there is a 
visible bonhomie, when in cri-
sis. The support from associa-
tions, fellow organizations and 
corporate leaders is too stark 
to be ignored, competition in 
the market among themselves, 
notwithstanding. 

Election funding from large pri-
vate sector organizations is an 
open secret, leading to unholy 

How do organizations 
or sectors communicate 
about their organizations?
We shall deconstruct the corpo-
rate communication functioning 
of the three sectors.viz. Central 
Public Sector Enterprises (CPSEs), 
Private Sector and  Multinational 
Companies in India to draw some 
lessons. 

Central Public Sector 
Enterprises (CPSEs)
From a near monopolistic situ-
ation to  an aggressive market. 
From development agenda  to  
competition and de-regulariza-
tion, the public sector has wit-
nessed the change in paradigms 
in the last over a quarter century 
when the Indian economy was 
liberalized in the 1990s.

What is the CPSEs report 
card on Corporate 
Communication ? 
CPSEs by and large have not been 
always pro-active in showcasing 
their achievements in a planned 
and sustained manner. A major-
ity of CPSEs  have often resorted 
to reactive media relations, when 
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corporate-politics nexus. 

The private sector engages with 
its stakeholders through cam-
paigns, CSR, industry lobbies and 
digital platforms. Major conglom-
erates also spend wholeheartedly 
on corporate advertising. Some 
companies  in the past have also 
supported causes openly through 
creative campaigns. Tata Salt and 
Idea mobile can be cited as two 
prominent examples.

Corporate 
Communication by 
Multinational Companies 
Liberalization of the Indian 
economy in the 1990s brought in 
Foreign Direct Investment (FDI)  
and the augmentation of multi-
national companies in various 
sectors. It also brought about a 
major paradigm shift in how the 
corporates would communicate 
and engage with media. 

An active consumer class against 
multinational corporations and 
the Swadeshi lobby forced some 
of these companies to undertake 
community work/CSR and media 
manipulation. CSR often became 
the soft sale in media for gaining 
the desired media mileage. 

Apparently the Multinational 
companies don’t speak together or 
in unison  on issues.  Multinational 
companies often wait, watch, fol-
low  and  only strategically react  
when embroiled in crisis. Some 
of the cases  in point include the 
Nestlé’s when embroiled in 
Maggie controversy, Coca Cola 
and  Pepsi on alleged presence 
of pesticides in the aerated 
drinks; Cadbury in the worms 
imbroglio and, McDonald in the 
beef oil laced French fries  issue, 
among others.

Current Trends in 
Corporate Communication
With more exposure and people 
centric laws, relationships with 
the community now matter a 
great deal for an average corpo-
rate. The bigger one is, the more 
it is  in the public scrutiny, is the 
simple arithmetic for commu-
nity outreach.  It is not charity or 
philanthropy, but the RIGHT ap-
proach that becomes a differen-
tial in today’s day and time.  
Corporate governance and CSR 
have become the major talk-
ing points in Corporate board-
rooms. Now that CSR is manda-
tory, it is all the more necessary 
that  managements spend  time 
and effort in identifying the CSR 
projects through social audit and 
participatory approach. Impact 
studies by  independent ‘Third 
party’ must not only be commis-
sioned as per the Act’s mandate, 
but  the findings need to be put 
in the public domain.  Just ran-
domly uploading  testimonials 
and video clips of ‘beneficiaries’ 
does not cut much ice with the 
stakeholders. 
Communication is strategic now 
more than ever. Storytelling and 
engaging the audience in an in-
teractive manner is the new norm. 
The Corporate Communication 
managers need to be active on 
the social media space, but with 
finesse and refinement. It is good 
to follow what the journalists 
and opinion makers are writing 
about  their organizations, but 
it is certainly not a good idea to 
join the  chat as others may do. 
A lot of thinking and strategy is 
required to  handle the social me-
dia. Remember, besides legal im-
plications of the written word, the 
footprints of what appears on the 
Web are  difficult to erase. Speed  

today has become  faster than it 
ever was.  Most changes in the 
last decade and half have been 
technology and media driven.  
Internet is not just a tool;  Internet 
is the new strategy today. 

Some empirical studies suggest 
that the workforce in general 
and youngsters in particular care 
more about themselves than the 
company- therefore, employee 
motivation through effective 
communication channels has 
become imperative. The inter-
nal communication now  need  
to factor in the age gap between 
managers and new recruits  and 
make efforts to  choose  the most 
suitable communication media to 
reach out to the younger genera-
tion and  ensure in keeping them 
interested in the organization and 
the work they are engaged in. 

Truth, many now believe  is on 
the continuum. The age of post-
truth and ‘fake news’ are realities 
that not only can’t be avoided  but 
need to be dealt with. Companies 
often  have crisis - so they need  
to prepare for the ones they can’t 
conceive of, including those aris-
ing out of communication from 
some end. Information spreads 
like wild fire as many case stud-
ies have proved in the past. 
Therefore preparedness to deal 
with crisis is important. 

Rapid changes in the Indian so-
ciety, polity and economy have 
been witnessed in the last two 
decades.  These have also trans-
formed the relationship among 
power institutions, corporate 
sector and media institutions. 
The Corporate Communication 
managers must not only under-
stand the eco system but plan  for 
complex navigation, especially in 
critical times.
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and embraced them have grown 
faster in 2017. Also, with clients 
entrusting PR firms with the task 
of managing their entire business 
environment, newer customised 
products and non-traditional PR 
work are expected to grow in the 
coming years, with integrated PR 
solutions and visual communica-
tions holding the key to success.
As a result, a majority of PR firms 
have focused their energies on 
social media management, mul-
timedia content creation, data 
analytics, and insight and plan-
ning to drive growth in the areas 
of digital communication, corpo-
rate reputation, marketing com-
munications and public affairs. In 
the coming years, these areas will 
continue to drive growth in the 
communications industry.
However, in this growing ca-
cophony of PR companies trying 
to grab business and consumer 
attention for their clients on 
LinkedIn, Facebook, Instagram, 
Twitter and more, the only way 
to be heard is by listening to what 
people really value. And, people 
want authenticity, human-ness, 
accessibility, dialogue, and mean-
ingful engagement, which have 
always been the PR industry’s 
strengths. Therefore, in this mad 
rush to adapt to the latest digital 

trend, PR firms should not forget 
the human side of communica-
tion. At the end of the day, the 
only way you can cut through the 
noise and establish the true value 
of PR is by imbibing the follow-
ing human qualities in your or-
ganisational goals:

Be truthful
With technology shrinking the 
world into an eternally-connect-
ed village, PR firms need to be-
come a lot more careful about the 
information they disseminate on 
behalf of clients. Beside an urban 
population, today’s PR practi-
tioners have to take into account 
a fast-growing rural and urban 
economy. It has become even 
more critical to create meaning-
ful and relevant content for var-
ied audiences. The audience is 
discerning and wants authentic 
content.  One false element in a 
campaign can irreversibly dam-
age the reputation of the brand 
and its PR partner. Thus, truth, 
trust and transparency are the 
most sought-after qualities in the 
communications world today. PR 
firms should, therefore, focus on 
research-based PR narratives as 
research not only gives authen-
ticity but also credibility to the 
claims made by a brand. 

The business of communica-
tions is becoming increas-
ingly challenging, and at 

times, even tricky in today’s con-
nected world. The role that pub-
lic relations traditionally played 
has drastically changed primarily 
due to the digital revolution and 
the social media explosion. PR 
professionals have to constantly 
adapt to new technologies, un-
derstand the demands of a var-
ied and larger audience and meet 
changing client needs to continue 
telling a better brand story. In 
this regard, the PR industry in 
India has done a good job, given 
its growth of 18% in the finan-
cial year 2017-18. The industry 
is expected to register a double-
digit growth next year as well 
and reach Rs 2,000 crore by 2020, 
according to the latest ‘State of 
Industry Survey’ report that was 
released by The Public Relations 
Consultants Association of India 
(PRCAI).
This year’s report has reiterated 
the fact that to stay on top of 
the game PR firms will have to 
work as a team - share experi-
ences, explore new approaches 
and learn new ways - to reinvent 
their communication strategies. 
PR firms that have kept a fin-
ger on the pulse of global trends 

Nitin Mantri 
CEO, Avian Media

Let’s not lose the Human 
Touch in a 
Digitized World
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crunch for long and efforts are 
on to fill in the gap. PR firms will 
need to adopt a more structured 
approach based on their compa-
nies’ competencies and goals to 
meet this deficit because the fast-
paced changes will require an 
informed and skilled workforce. 
Since most companies these days 
are working across cultures and 
geographical locations, they need 
to understand people with differ-
ent perspectives and experiences.  
Companies that create a flexible 
and empathic culture will attract 
and retain the best people, cre-
ate environments where diverse 
teams thrive, and ultimately reap 
financial rewards.
In conclusion, despite the changes 
brought about disruptive tech-
nologies, our industry’s future 
success will be defined by our 
ability to stay ahead of the digital 
curve, without losing sight of 
our core strengths of storytelling 
and strategic communications. 
At the end of the day, the key to 
a successful communications still 
lies in telling a compelling story 
that makes an emotional connect 
with audiences and builds lasting 
relationships - of course, using lat-
est tools, gadgets and platforms 
that speak to them. And, all this 
needs to be done ethically and re-
sponsibly because if we don’t earn 
the trust of our stakeholders we 
will never become true advisors 
to our clients.

Have better foresight
Social media has made the risk of 
damage to reputation much more 
real and scary. Incidents that not 
so long ago would have been 
relatively isolated are snowball-
ing into major controversies that 
threaten the very existence of a 
company. There is little doubt this 
phenomenon will continue to be a 
growing challenge. The problem 
right now is most firms focus their 
energies on handling the threats 
that have already surfaced. This 
is not risk management; it is cri-
sis management—a reactive ap-
proach whose purpose is to limit 
the damage. No matter how much 
damage control a company does, 
it’s hard to overcome an embar-
rassing post or video that will be 
indelibly stamped in the minds 
of millions of people. PR firms, 
therefore, will need the foresight 
to understand potential risks and 
play an active role in protecting 
their clients’ brands and making 
their businesses resilient. The best 
way to do it is to always think of 
the best and worst case scenario 
in any situation.

Practice empathy
With artificial intelligence and 
dependence on machines in-
creasing, people skills will play 
an important role in the future. 
Companies will have to adopt a 
more humane approach when 
dealing with peers, clients, audi-
ences and other stakeholders. The 
ability to empathise with people’s 
emotions will make brands more 
relatable and approachable, 
thus playing an important role 
in every company’s growth. In 
fact, empathy can help PR firms 
break through the clutter by cre-
ating content that understands 
the needs and struggles of the 
consumers, addresses them and 

comes up with best solutions. As 
American author, entrepreneur 
and marketer Seth Godin says, 
“People do not buy goods and 
services. They buy relations, sto-
ries, and magic.” And that magic 
can only be created with empa-
thetic listening.

Inspire diverse talent
It has been seen that companies 
that have shifted their focus to-
wards empathy has had a com-
petitive edge when it comes to 
hiring the best and most talented 
staff. In fact, empathy has be-
come more important to a suc-
cessful business than it has ever 
been. Increasingly, employees 
– particularly millennials – are 
“demanding empathy”, “And 
to win the war for talent, busi-
nesses must cater to it. The PR 
industry has been facing a talent 

Social media has made 

the risk of damage to 

reputation much more real 

and scary. Incidents that 

not so long ago would have 

been relatively isolated 

are snowballing into major 

controversies that threaten 

the very existence of a 

company. There is little 

doubt this phenomenon 

will continue to be a 

growing challenge. The 

problem right now is most 

firms focus their energies 

on handling the threats that 

have already surfaced.
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third party executing the proj-
ect. It meant getting down and 
getting our hands dirty, but also 
getting vital feedback and grati-
tude. So, we were not going to be 
astronauts, but there to collect the 
brickbats & the bouquets. 

Beginning with the low-lying 
fruit which was Creation of 
Sanitation facilities; we focused 
on building them in Girls’ schools 
only. Working with the design 
parameters set out by MHRD; we 
had to be within the budget rec-
ommendation and if possible bet-
ter it. We found gaps that hadn’t 
been thought through conceptu-
ally. For instance, a door-way of 2’ 
only to ensure privacy. But there 
were other ways to overcome this. 
Importantly at rush-hour, during 
breaks it just wasn’t sufficient of 
entries & exits. The recommend-
ed roof was concrete, making for 
a drab exterior and the require-
ment for a robust construction to 
support the heavy roof. We de-
cided to change it and introduced 
the Metro Sheets. Bright translu-
cent sheets that could make the 
structure more inviting. Finally, 
the Interior. The cement floor was 
rejected and we used tiles. The 
mirror was placed above a sink 

where Girls had the privacy of 
looking at themselves. All this at 
the same economics. The result: 
the usage patterns started show-
ing discernible difference. The 
freedom that a facility offers in 
the ‘use when you need’ is some-
thing that we cannot figure. But 
in the smiles of the 45000 girls 
whose lives we touched we have 
found our bouquets. 
So, while we were rural players 
we ventured into facility manage-
ment in the Urban centres. CII 
Foundation & Mitsubishi created 
Toilet installation in Nehru Place, 
Lajpat Nagar & Manesar.  Taking 
on the Operation & Maintenance 
we ensured a minimum cleanli-
ness benchmark, abundance of 
water and today over 750 people 
use each of these installations per 
day! I have personally seen people 
rushing in but on their way out 
congratulating for the cleanliness 
& actually looking at the plaque 
that mentions the Company. For 
me it’s a vital dialogue that’s be-
gun in the consumer mind with 
the brand.
Most companies adopt a strate-
gic approach to CSR, which is 
marked by one of the following 
three aspects: 

Moving from hardcore 
brand-building, (Adv-
ertising Creative Dir-

ector, 2 decades teaching Post 
Grads at IIMC etc.) to CSR was not 
a great shift for us. The require-
ment remained the same with a 
quintessential twist- here mak-
ing a difference in the way peo-
ple live, is a possibility. Actually, 
the raison d’etrefor a success-
ful CSR activity and something 
that begins speaking individu-
ally to people about the merits of 
the Brand.
Isn’t that the real essence of Brand 
Equity?
A young Manager of a Multi-
national CSR Advisory, set up as 
an adjunct to their Advertising 
business, began expostulating. 
We are looking for PR-able proj-
ects! I was deeply disturbed and 
actually spent time telling him 
that since he was now a CSR 
Professional his primary focus 
should be more people centric.
When we began Enable Advisory 
& Intervention three years ago, 
on the back of a Patent filed for 
Biometric Access for Women 
to Bio Toilets, we realized 
Intervention was where the man-
na lay. We couldn’t blame any 

Avijit Dutt
Chief Motivator & 

Director, Enable CSR 
Advisory and Intervention

The Quintessence for 
Leveraging Brand Equity
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the Company into providing de-
velopment that could politically 
aid the powers that be. And the 
Company without a fail-safe im-
pact measurement wanted im-
mediate gains. But through the 
Management of Expectations we 
could create long term impact. 
While the reticence of the villag-
ers arose from the fact that this 
was just collection of data which 

did not result in treatment or 
the concrete handout; while the 
Company couldn’t see the imme-
diate gains.

However, gradually affected 
parties, especially villagers who 
found themselves to be diabetic, 
hypertensive or suffering fro-
manemia started praising the 
program. The biggest gainers 
were the Women, who couldn’t 
go to labs out of their villages. 
Suddenly they found the clinic 
coming to them in their homes, 
that too free of cost, a tremendous 
boon. The hardened attitudes 
softened. The acceptance was all 
around. And 40,000 beneficiaries 
are today empowered. One of the 
areas where we worked was nota-
bly disturbed with obdurate trade 
union interference. We will go so 
far as to say the stakeholders have 
expressed their gratitude in more 
ways than just verbal. Running 
an Ante Natal Care project in 
Haryana we found the numbers 
of women coming swelling as the 
trust grew. So, it is in the touch-
ing of human lives and crystal-
lizing change that CSR distils its 
true value for the Brand equity. 
Building a healthy respect for the 
Brand; beginning a dialogue with 
the brand in their minds.

• Aligning CSR with a business 
objective or need  

• Aligning CSR with expertise 
around products/services  

• Aligning CSR with stakehold-
ers’ needs and expectations 

In the first instance, Companies 
keep a distance from this since 
the law is unclear about the same.
Companies have always seen de-
velopmental work through the 
prism of charity & kept a healthy 
distance from using it for brand 
gain. So finally, most aligned their 
CSR work with the stakeholder 
needs & expectations.

Aligning with expertise around 
products & services always ran 
the risk of running aground on 
‘Bad PR’ and Boards have clear-
ly wanted to veer away from it. 
But then Coca Cola has launched 
their CSR film on obesity and how 
their products were responsible 
and surprise, surprise it’s worked 
very well for them as a brand.

Our second Patent was filed on 
Healthcare. Collecting EMR from 
the underserved rural commu-
nities, uploading it to the Cloud 
for safe-keeping and down-
loading when the beneficiary 
needed, while having another 
dimension in allowing back-end 
Data crunching. Later being pre-
sented to PHCs, CHCs & Health 
Authorities to inform diagnosis, 
treatment & strategies. This has 
enabled communities that lay 
outside the pale of the Healthcare 
umbrella to have a new-found 
voice. Working with an eminent 
two-wheeler manufacturer we 
began the Pilot study in villages 
around their factory. The crucial 
link lay in management of expec-
tations in both the communities & 
the Company. While the former 
saw CSR as a means to arm-twist 

Aligning with expertise 

around products and 

services always ran the 

risk of running aground 

on ‘Bad PR’ and Boards 

have clearly wanted 

to veer away from it. 

But then Coca Cola has 

launched their CSR film 

on obesity and how 

their products were 

responsible and surprise, 

surprise it’s worked very 

well for them as a brand.
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Arguably, Public Relations 
(PR) has today evolved 
to be a prime contributor 

to the strategic marketing func-
tion. Just as products evolve and 
transit from their incubation and 
growth to their maturity stage, 
(PR) has over time seen signifi-
cant changes. These changes are 
noteworthy in the integration of 
the function with the marketing 
and corporate development ini-
tiatives of an organisation.
New age media with its dynamic 
influence on diverse stakeholder 
constituencies, cutting across de-
mography and nationalities is 
a significant contributor to this 
shift. Be it twitter, social media 
groups, digital marketing and 
promotional channels or the 
ubiquitous mobile, the discipline 
of PR is becoming seamless and 
integral to organisations. These 
not only cover aspects of build-
ing goodwill, awareness and 
favourability but also for creat-
ing a distinctive and competitive 
market leadership and reputa-
tion score. This is evident in the 
shift in importance from physical 
and capital assets to the nebulous 
zone of ‘intangible assets’. This 
comprises perceptions on factors 

of goodwill, brand superiority, 
loyalty and emotional engage-
ment initiatives. All these require 
a realignment of PR’s role from 
the tactical to strategic.
Intelligently used, PR can not 
only add value but also substi-
tute costly mass media options 
of advertising in press and televi-
sion. Examples of organizations 

demonstrating this include US 
corporations Apple, Google, 
Target and Whole Foods to name 
some. These organizations em-
body the key PR principles of 
‘walking the talk’, under prom-
ise, over deliver, trust, compas-
sion and integrity. In a sense the 
term “ Conscious PR” symbol-
izes the characteristics that form 
the building blocks for emerging 
trends in effective and respon-
sible strategic PR practices.
Al and Paula Ries in their 
book,”The Fall of Advertising 
and the Rise of PR” highlight 11 
differentiating advantages that 
PR has over Advertising. For 
instance they say that PR is the 
Sun and Advertising the Wind. 
Explaining this through an anal-
ogy, they highlight the superi-
ority of the Sun over Wind. The 
Wind in its fury cannot disengage 
a coat that a person wears-he only 
draws it more tightly to himself. 
On the other hand when the 
Sun, akin to PR wants to it can 
shine so warmly that the wearer 
of the coat cannot help but dis-
card and remove the coat that he 
wears!  Some other analogies used 
by the authors are, “Advertising 
dies, PR lives”- this is because  

Vijay Vancheswar
Professor Commn. and 

Gen-Mgmt, IMI

Conscious Public Relations:
Its growing contribution 
to Strategic Marketing

No industry can ignore 

the power, reach and 

impact that PR can 

create. Thus we find 

service sectors like 

education, hospitality, 

healthcare and travel 

using PR in a most 

creative and memorable 

manner. The same is 

true for the social sector 

that taps the emotional 

route to engage with its 

stakeholder groups.
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other marketing and popular 
theme shows. These cut across 
age groups, gender, regions and 
communities in terms of their 
popularity and spread. 

The challenge in all these mass PR 
initiatives is to be conscious and 
vigilant. It is incumbent upon or-
ganisations and promoting agen-
cies to adopt an uncompromising 
stance so as to avoid sensational-
ism, and false propaganda. The 
threat of money power overtak-
ing values and ethics is indeed a 
serious one. The answer perhaps 
is not comprehensive regulation 
of the PR industry but a blend of 
guidelines and charter of conduct 
with self-regulatory mechanisms. 
Towards this PR Practioners and 
the industry as a whole, in com-
ing times needs to assimilate best 
practices as seen in developed 
markets such as the UK, USA and 
Western Europe. Education and a 
focus on improvements through 
continuous dialogue with all 
stakeholders, formally and in-
formally, is a possible solution 
to address challenges and limita-
tions. The emphasis here should 
be on fairness, transparency, 
ethical conduct and processes, 
which make course correction 

uncomplicated and beneficial.

As we move into a market led 
economy even sectors such as 
healthcare and legal are being 
influenced by the dynamitic 
forces which govern the fields 
of advertising and public rela-
tions. Largely these have to do 
with the power of influence ex-
erted through social media and 
individual experts whose opinion 
count and propel groups cutting 
across social strata to decide on 
choices in these domains.

The downside to this of course 
is the risk of commercialization. 
Public debates and media reports 
have extensively dealt with these 
issues especially governing the 
ethical and moral implications 
of the impact of commerce, pub-
lic relations and monetary focus 
on the service and social sectors 
such as health, education and 
community care. Suffice to say 
that as we progress technologi-
cally and economically, Public 
Relations will play a vital role in 
moderating and influencing the 
balance between commerce and 
profit on the one hand and devel-
opment and social well being on 
the other.

Advertising over time tends to be 
forgotten, copied or many a times 
rejigged, making the original 
version dated or relegated to 
posterity. PR on the other hand 
thrives on the powerful medi-
um of Word of Mouth (WOM). 
A major plus for the WOM to 
be strengthened is the power 
of third party authentification 
that PR is based on as compared 
to the self proclaiming  approach 
of Advertising. To cap these 
pluses is the fact that Advertising 
is getting more expensive by 
the day. PR which is more 
authentic does not bleed the 
wallet. The social media has 
seen the creative deployment 
of PR not just in the business 
environment but interestingly 
in closely fought political cam-
paigns both at home and abroad. 
These are closely watched by 
millions, commented upon and 
analyzed , all adding to the reach 
and assimilation of the story, the 
characters involved, the heroes 
and the villains. These help sus-
tain and build on the momentum 
and life of the strategic intent of 
the PR programmes.

No industry can ignore the pow-
er, reach and impact that PR can 
create. Thus we find service sec-
tors like education, hospitality, 
healthcare and travel using PR in 
a most creative and memorable 
manner. The same is true for the 
social sector that taps the emo-
tional route to engage with its 
stakeholder groups.

Quite interestingly the huge-
ly successful and popular 
Bollywood entertainment sec-
tor has taken to the power of PR 
through innovative promotional 
and engagement programmes on 
the social media. We find PR be-
ing strategically integrated with 
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With over 400 million 
people online, India 
has come a long way 

from families having to gather 
around the TV to catch up on that 
week’s episode of their favorite 
sitcoms. Thanks to mobile and 
online video, millions of Indians 
are now merely one touch away 
from the content they love. As ac-
cess to marketers’ most valuable 
audiences becomes a commodity, 
the challenge will shift to captur-
ing audiences’ attention.
In the 90s, millions of Indians 
considered their TV sets to be 
extended members of their fami-
lies, and marketers from all ho-
rizons benefited from what was 
called “captive audiences.” Back 
in those days, there were only a 
handful of options for market-
ers looking to achieve significant 
reach through video. Millions of 
people tuned in to be captivated 
by just a few shows each night, in-
cluding ACP Pradyuman and his 
Crime Investigation Department. 
Today, Indian families are just as 
captivated by video, but where 
and how they watch has evolved.

* The article was published on 14 March 2017 on apac.thinkwithgoogle.com

Understanding the age of 
attention
Today, audiences consume con-
tent anywhere, anytime, and on 
multiple screens. There are thou-
sands, if not millions, of video 
channels available to viewers and 
marketers. This represents a true 
paradigm shift for marketers. 
Reach used to be scarce while at-
tention was plentiful; now reach 
is plentiful and attention is scarce.
At Google, we recognized this 
shift and baked it into our prod-
ucts. It might have seemed crazy 
when YouTube launched skip-
pable TrueView ads in 2010, 
but it was simply acknowledg-
ing that people live in a world 

of choice and that brands have 
to earn people’s attention. Of 
course, audiences were already 
skipping ads before TrueView. A 
recent study conducted in part-
nership with Majestic Research 
using eye-tracking technology 
revealed that only 50% of Indians 
watch the first ad during a com-
mercial break, and this number 
goes down to 13% for the last ad 
of the break1.

While stats like these represent a 
challenge to traditional approach-
es to marketing, we strongly 
believe that right now is a 
golden age for marketers. It may 
be harder to get someone’s atten-
tion, but it’s easier to know when 

- Sapna Chadha
Head of Marketing, Google 

Southeast Asia and India

How New Consumption
Patterns Have Redefined 
Marketing in India

The Age of Attention:
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has provided marketers with a 
set of tools and analytics that has 
profoundly changed how cam-
paigns are created and measured. 
It all starts with viewability, 
which measures whether people 
were able to see the ad on their 
screens clearly or whether they 
scrolled past it. YouTube has 93% 
average viewability, compared to 
only 54% for all other video ads 
across the web3.
Measurement doesn’t stop there. 
Ad views are important, but im-
pact comes with engagement 
and audience retention—after 
all, ads are created to be watched 
fully! At YouTube, we have 
worked very hard to deliver an 
immersive experience that lends 
itself to greater engagement, 
and it shows: Based on in-home 
eye-tracking research, attention 
paid to ads on YouTube’s mobile 
app is 84% higher than advertis-
ing on TV4.

Building for attention
So what should marketers do to 
win in this new age? Here are two 
insights every marketer should 
keep in mind: It’s all about mo-
bile ...Mobile viewership has pro-
foundly changed. Access, screen 
real estate, and available content 
used to limit mobile viewing 
to short and snackable content. 
Today, over 80% of time spent on 
YouTube comes from mobile de-
vices5 —they’ve become the new 
TV sets and the primary devices 
for content consumption in India. 
Lines between traditional and 
new media have blurred. For ex-
ample, TV shows are one of the 
most popular content categories 
on YouTube. They’re watched 
heavily by on-the-go viewers 
who want to catch up on missed 
episodes. It seems like old habits 
die hard—“Crime Investigation 

you have it. It seems like we can, 
at last, prove John Wanamaker 
wrong when he said, “Half the 
money I spend on advertising 
is wasted; the trouble is, I don’t 
know which half.”

Measuring attention
Leading institutions like the 
Harvard Business School have 
published papers2 establish-
ing consumer attention as the 
ultimate currency for market-
ers. Brands like L’Oreal are also 
realizing the value of atten-
tion and integrating it into their 
campaigns to maximize impact. 
As Pankaj Sharma, General 
Manager, Marketing, L’Oreal 
CPD India, detailed, “YouTube is 
a key element of Garnier’s media 
and brand mix as we create and 
promote online content to popu-
larize our ideal of natural beauty 
backed by science. We pay par-
ticular attention to measurement 
metrics such as viewability and 
audience retention to make sure 
our content drives impact. We 
have been really pleased with 
the results in recent tests, with 
92% YouTube viewability, and 
are happy to see YouTube 
leading the way here.” Digital 
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be asking themselves, “Why 
would my audience care, and how 
can I earn their attention?”GEICO, 
a US-based insurance company, 
recognized that users might not 
have time for its ads, so it de-
veloped a twisted series of short 
ads9 that were condensed for the 
viewer’s convenience.

YouTube: earning 
audience’s’ attention
We’re seeing people spend an 

increasingly large amount of 
their time consuming digital con-
tent. One billion hours are spent 
on YouTube every day!10

To engage audiences with au-
thentic, attention grabbing con-
tent, it’s time for marketers to 
acknowledge the trends that are 
profoundly changing consum-
ers’ consumption patterns—and 
make the most of the new tools at 
their disposal.

Sources

1. Google/Majestic Research Services & Solutions, “Eye Tracking Stu-dy,” Oct–Dec 2016, India, n=101 eye - 
tracking participants across 282 ad breaks.

2. https://www.hbs.edu/faculty/Publication%20Files/14-055_2ef21e7e-7529-4864-b0f0-c64e4169e17f.pdf

3. https://www.doubleclickbygoogle.com/articles/global-state-play-programmatic-video-insights-report/

4. https://www.thinkwithgoogle. com/marketingresources youtube- mobile-video-marketing/

5. YouTube Internal Data, Jan 2017

6. https://www.youtube.com/watch?v=uVkBLHu4BUk&list=ELhqFw4xVkdcdTgpb1UOrX6A&index=20

7. https://adwords.googleblog.com/2016/04/bumper-ads-drive-incremental-reach-and-frequency.html

8. Google, “Brand Lift Bumper Data,” Jan–Sept 2016, Global, n=329 campaigns.

9. https://www.youtube.com/playlist?list=PLwTsyIROsachvBDge5QNkR_UItWQJFTFj

10. https://youtube.googleblog.com/2017/02/you-know-whats-cool-billion-hours.html

Department” (CID)6 is now one 
of the most-watched shows on 
YouTube!
Mobile usage does have its nu-
ances. Notably, people’s atten-
tion spans on mobile are more 
varied; sometimes users watch 
longer videos than they would on 
desktop, and sometimes they’re 
watching in short bursts. That’s 
why we launched Bumper ads7: 
six-second creatives that are 
made for these moments when 
users have less time to spare. 
They’ve proven to be massively 
successful: 90% of Bumper ads 
boost ad recall, with an average 
lift exceeding 40%.8

... and making great 
content that people love
The longevity and popularity 
of content like CID shows that 
compelling creative, whether 
short or long, will always win, 
and most marketing fundamen-
tals haven’t changed. Arguably, 
they’ve been reinforced. Even to-
day, marketers should constantly 
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is operating under the aegis of 
the Ministry of Tourism and the 
Ashok Group of Hotels have 
long realised that actions speak 
louder than words. Therefore, at 
periodic intervals, various hotels 
under The Ashok brand across 
India have been renovated and 
upgraded to enhance the guest 
experience. 
For instance, many measures 
were undertaken to make The 
Ashok New Delhi more eco-
logically efficient. These efforts 
have led to it becoming the first 
Government-owned hotel prop-
erty rewarded with the ‘LEED 
Gold’ Certification by the US 
Green Building Council under its 
Existing Building Operation and 
Maintenance category. 
To achieve this, numerous steps 
such as replacement of halogen 
lamps with LED lighting and so-
lar lamps, use of water conserva-
tion and harvesting techniques, 
and installation of energy-saving 
AC plants, among others, were 
implemented in boosting the 
property’s energy efficiency and 
environmental sustainability. 

ITDC maintains the thrust on en-
ergy conservation and has an 
ISO 140001:2004 certification for 
its environmental management 
system.
In times of climate change and 
global warming, the promotion 
of sustainable activities assumes 
critical importance stretching be-
yond green certification alone. 
Today, many corporate clients 
and individuals have developed 
tremendous environmental con-
sciousness. In India and univer-
sally, there is a growing tendency 
to avoid places, products or prop-
erties possessing a heavy carbon 
footprint. As a result, customers 
are willing to pay a premium for 
products or services that are envi-
ronmentally sustainable.
Those flouting green norms are 
shunned and consequently the 
loss goes beyond the traditional 
impact on profits, fostering a 
negative perception. In simple 
terms, while positive perception 
and proper branding can help 
sell properties or products, nega-
tive perceptions actually ‘un-
sell’ them. This is an unwanted 

Every entity, individual or 
institution, enjoys a certain 
reputation and/or brand 

image. In an era where myriad 
competitors abound in almost 
every vertical, the value of the 
brand is contingent upon how 
well the institution conducts it-
self while facing fierce competi-
tion. The perennial pressures of 
business have given rise to the 
concept of image or brand build-
ing, which helps position any en-
tity or company higher up in the 
industry hierarchy by creating a 
positive perception. 
Both, spoken and unspoken 
words or overt and covert ac-
tions are equally important in 
the brand and image building 
exercise. Besides actions and ini-
tiatives, presenting these facts to 
diverse stakeholders is important 
to promote robust brand and im-
age building.

Promoting Sustainability 
Initiatives
India Tourism Development 
Corporation (ITDC) owned by 
the Government of India, which 

Ravneet Kaur, IAS
CMD, ITDC

Corporate Communications:
Robust Image-building Tool
Spreading the good word on good work is 
instrumental in crafting a vibrant brand image

31KaleidOscope November - December, 2017



32   KaleidOscope November - December, 2017

Services Division (ACES). 

The aim is to leverage on the 
strength of being a trusted and re-
puted organisation in the tourism 
sector and boosting the bottom-
line. Specific attention is being 
paid to improve the systems and 
processes through better control 
and increased automation as well 
as by enhancing the quality of hu-
man resources. At present, given 
the changed business scenario 
and the Corporation’s strength 
in utilising available opportuni-
ties, a new Business Plan is being 
drawn up to re-engineer and re-
focus the organization.     

As mentioned earlier, simply un-
dertaking relevant initiatives isn’t 
adequate. Communicating these 
to stakeholders and the public 
is also important. This is where 
Corporate Communications is 
crucial. ITDC has been publicis-
ing its initiatives via ATL (above 
the line) and BTL (below the line) 
campaigns. The former includes 
advertising and other promotions 
in the mass media while the latter 
comprises niche campaigns, in-
cluding public relations, targeted 
at specific stakeholders. The latter 
can help build direct brand con-
nect with consumers and offer 
better return on investment. 

In these efforts, the in-house 
Corporate Communications team 
and empanelled Public Relations 
consultancy play a pivotal role 
in spreading appropriate mes-
sages promoting the requisite im-
age and branding of the Ashok 
Group of Hotels and other ITDC 
properties. 

Managing Events and 
Exhibitions
Additionally, there is the Ashok 

outcome that no organisation 
can ever take lightly especially 
when it is working to forge ahead 
rapidly.  
It is against this background that 
the green efforts of ITDC need 
to be evaluated. Indeed, going 
green is no longer a luxury – it 
is imperative; only to be ignored 
at high cost. For such efforts to 
augment the brand image of any 
company, however, these must 
be communicated to the pub-
lic clearly. In this, the Corporate 
Communications department 
plays a pivotal role in publicising 
sustainability initiatives to vari-
ous stakeholders and the public 
at large. 

Gradually, a company’s image un-
dergoes a perceptive transforma-
tion as the public begins to iden-
tify the organisation as one with 
green values and an environmen-
tally-conscious leadership.  This 
could signal a turnaround in the 
company’s perception among the 
public at large, particularly if the 
organisation did not enjoy such 
an image earlier.  Therefore, driv-
ing green initiatives can be in-
strumental in ensuring image or 
brand transformation. 

Publicising One-stop 
Solutions
In the case of ITDC, the need was 
felt to broaden the Company’s 
image from that of a hotel-centric 
organisation to one offering one-
stop solutions for all hospitality, 
travel and tourism-related needs. 
Yet, such transformations are 
easier said than done. Conscious 
of widespread challenges, the 
present management is striving 
hard for product and service up-
gradation by focusing on each of 
the Company’s verticals. Specific 

plans are in place for verticals 
such as the Hotel & Catering 
Division, Ashok Travels & Tours 
(ATT), Ashok International 
Trade Division (AITD), Ashok 
Events Division, Ashok Institute 
of Hospitality & Tourism 
Management (AIHTM), Sound & 
Light Division (SEL) and Ashok 
Consultancy & Engineering 

For any Organisation, 

Corporate 

Communications 

is the connect with 

stakeholders and 

consumers to direct 

and enhance the flow 

of information.  With 

changing trends and 

evolving tourism 

industry, the stress on 

communication strate-

gies and planning has 

increased and so role 

of corporate commu-

nication has become 

very vital. As an organ-

isation, ITDC proac-

tively shares informa-

tion so that corporate 

communications 

becomes a strong 

pillar and enables 

robust brand building.
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ITDC has no intentions of rest-
ing on past laurels. The Group is 
working hard to improve its over-
all performance by focusing on 
each vertical. Various initiatives 
have been taken in this regard:
• ITDC is being repositioned as 

a one-stop solution for meeting 
hospitality, travel and tourism-
related needs of prospective 
customers to promote other 
business verticals of ITDC in 
view of the proposed disinvest-
ment of some hotels;

• A big push is being given to 
connect ITDC with new cus-
tomers, especially from the 
younger generation, through 
print and social media. Steps 
are underway to make the 
ITDC website more attractive 
and user-friendly;

• Summer Getaway Packages/
Promotions for hotels and 
the ATT division have been 
introduced;

• ITDC participates in Trade 
Fairs and Travel Marts, in-
cluding SATTE (New Delhi); 
Great India Travel Bazaar 2016 

(Jaipur); World Travel Mart 
2016 (London); Arabian Travel 
Mart 2016 (Dubai); and MICE 
Travel Mart (Mumbai).

Finally, the Corporation is com-
mitted to sound corporate gov-
ernance practices. The manage-
ment believes this is an important 
instrument of stakeholder protec-
tion through transparent prac-
tices, absolute professionalism, 
improved accountability and ad-
equate disclosures. ITDC contin-
uously endeavours to improve on 
such aspects. 

For any Organisation, Corporate 
Communications is the connect 
with stakeholders and consum-
ers to direct and enhance the flow 
of information.  With changing 
trends and evolving tourism in-
dustry, the stress on communica-
tion strategies and planning has 
increased and so role of corporate 
communication has become very 
vital. As an organisation, ITDC 
proactively shares information so 
that corporate communications 
becomes a strong pillar and en-
ables robust brand building.

Events Division that manages ma-
jor events, conferences and exhi-
bitions in India. The International 
Buddhist Conclave at Delhi, 
Varanasi & Bodhgaya; National 
Clean Ganga Mission Exhibitions 
at various locations; International 
Tourism Mart – 2016 at Imphal; 
and the ‘International Yoga Day 
Conference of 2016’ are some 
prime examples. 
Directly or indirectly, these 
events and initiatives help build 
the brand image of ITDC and its 
Group companies. Accordingly, 
the Group has won multiple 
awards and accolades over the 
years. During 2016-17, some 
awards included ‘The National 
Tourism Awards’ for Best Hotel-
Based Meeting Venue and Best 
Chef Award in the 4-5 star cat-
egory hotel. ITDC also received 
the coveted ‘LEED Gold’ certifica-
tion trophy for ‘The Ashok’. The 
CSR initiatives of ITDC won the 
SKOCH Silver Award and the 
first prize under the Mini Ratna-1 
category at the Governance Now 
4th PSU Awards. 
In hospitality arena, Excellence 
of The Ashok was honoured at 
National Tourism Awards 2017 
with two awards in categories – 
Best Meeting Based Venue and 
Best Chef of the Year. Also, The 
Ashok bagged best MICE Hotel 
at Safari India South Asia Travel 
Awards 2017. In the recently held 
13th Annual International Travel 
and Hospitality Awards, ITDC 
was bestowed with two accolades 
– ‘Best Mice and Host Hotel in 
5 Star Deluxe Category’ for The 
Ashok and ITDC as the ‘Best 
Organisation in Travel, Tourism 
and Hospitality Sector’. The 
Ashok also added another award 
this year for Best MICE Hotel at 
Trav Tour MICE awards.
Despite these achievements, 
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The art of communica-
tion, it is said, is the lan-
guage of leadership. The 

Communication channel of 
any organization, whether it is 
the Corporate Communication 
Department or the Public Rela-
tions Department, reflects the 
voice of the leadership of that 
organization. It is like the media, 
communicating internally to em-
ployees, as well as externally to 
the suppliers, vendors, investors 
and all stakeholders. Effective 
communication sends out posi-
tive vibes when things are going 
well in the company and acts as 
a damage control measure dur-
ing times of a crisis thus control-
ling the very reputation of an 
organization.
At NLCIL, the Public Relations 
Department which handles most 

of the communication, plays a 
pivotal role in communication 
of all kinds with the aid of latest 
tools of technologies like the new 
media along with newspapers, 
televisions, Press Releases etc. to 
send out to all concern the goals 
and achievements of the organi-
zation from time to time. It also 
plays an important role in con-
veying the evolving definition 
of the corporate mission as en-
visaged by the leadership of the 
Company and communicating 
the same to the external and inter-
nal constituents of the company, 
particularly with current social 
media.
In a techno-savvy world today 
that is wired to happenings 24x7, 
the need for a positive brand im-
age is not only indispensable but 
an imperative pre-requisite, more 

so in the case of a Public Sector 
Company given the scrutiny it 
is subjected to from all quarters. 
NLCIL has long since realized 
this necessity to create a brand 
image that reflects the positive 
dimensions of its actions in all 
spheres. The leadership at NLCIL 
has carried forward the legacy of 
a vision that conceptualizes a per-
fect synchronization between its 
core activities and numerous ini-
tiatives as part of a broad-based 
Corporate Social Responsibility 
that forms the core of the com-
pany’s action plan. Accordingly, 
it becomes vital for the company 
to develop highly effective com-
munication tools to carry out this 
message to the employees and 
the public at large. 
During the time of crisis, the 
biggest challenge for any 

S. K. Acharya
CMD, NLC

Advances in Corporate 
Communication & 
Effective Image Building
at NLC India Limited
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organization is to identify the 
right media vehicle and the cor-
rect time of communication so 
that it has maximum impact. In 
nutshell, crisis management in-
volves Identifying the crisis, plan-
ning a response, responding to a 
sudden event that poses a signifi-
cant threat to the firm, limiting 
the damage and drawing bound-
aries, selecting an individual and 
team from the management to 
deal with the crisis, coordinating 
with the media and delivering 
the right and positive message 
to the audience at the right time 
and finally identifying measures 
and resolving it. Media in general 
often tend to exaggerate setbacks 
during a crisis.  When the target 
public wants to know the facts, 
divulging right & true informa-
tion to the media will curtail the 
damage.  If the company does 
not react, there is the danger of it 
being wrongly accused and un-
necessarily maligned.  It takes 
years of efforts to build a good 
image but a few bad write ups or 
few minutes of prime time tele-
vision or a few lines in e-mail / 
WhatsApp/Twitter/Facebook can 
destroy or tarnish company’s im-
age and reputation.  During a sit-
uation of crisis, it is better to give 

the press and media the factual 
answers or else, there is the lurk-
ing danger that the media might 
respond negatively to excessive 
vagueness and delay.

The traditional means of commu-
nication through the Print Media 
and the Electronic Media are em-
ployed to convey, clarify, estab-
lish and carry forward the mis-
sion and vision of the company 
along with the latest information 
pertaining to the daily activities 
of the company to the stakehold-
ers.  The local and National news-
papers, magazines, journals, 
television channels are regularly 
contacted to apprise them of new 
initiatives, dispel any misgivings 
among the public on any given 
issue and to announce new ven-
tures, expansions, and acquisi-
tions.  These help in addressing 
issues and sending out news of 
the company effectively.

With the advent of the Internet, 
NLCIL saw the opportunity to 
make extensive use of the World 
Wide Web to usher in faster com-
munication and more transpar-
ency in most of its actions. NLCIL 
has a fully integrated advanced 
website with a user-friendly in-
terface which communicates 

faster with the modern society. 
Information pertaining to the 
company, the vision and mission 
of the company, the core activi-
ties of the company, Tender pro-
cesses & related details, the initia-
tives of the company as part of its 
Corporate Social Responsibility, 
recruitments, Implant trainings, 
proactive disclosures as stipu-
lated by the Right to Information 
Act and other major announce-
ments are part of the NLCIL 
website. These not only facilitate 
faster access to company infor-
mation for the public but also 
create a positive image of a tech 
savvy company.  
Today, at NLCIL, the focus is 
on creating a favorable com-
munication environment to dis-
seminate information to various 
stakeholders of the company. 
With even rapid advancements 
in communication technology, 
the company has taken a lead 
in utilizing all the latest digital 
tools to accomplish this. In fact, 
NLC India is making steady 
progress in digitization, conform-
ing to Hon’ble Prime Minister of 
India, Shri Narendra Modi’s 
clarion call for a digital India.  
NLC India has always been a 
pioneer in ushering in the lat-
est technology and putting it to 
good use in its efforts to harness 
the benefits of reaching out to its 
employees and the general pub-
lic.  It has strived to engage in a 
Digital platform to build a strong 
relation with media to thwart 
negative publicity and also to cre-
ate a brand image for itself.  NLC 
India has used the digitalized 
platform to take the schemes 
like  “Make in India”, “Sab 
Ka Saath - Sab ka Vikaas” and 
“Demonetization” to the people 
associated with it.  NLC India 
has also contributed in a big way 
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to showcase RTI to the media, 
NGOs and the public at large.

NLC India has opened ac-
counts on Facebook, Twitter, and 
YouTube etc. and started com-
municating through them. These 
have been well received by its 
employees and the public, go-
ing by the enthusiastic response. 
These have opened new channels 
of communication with employ-
ees and well-wishers, providing 
them with latest updates of initia-
tives undertaken by the company.

A signage board has been fixed at 
the Foyer of the Corporate Office 
showcasing the achievements/
awards/prizes received by the 
company.

NLC India has a vibrant inter-
nal web service carrying all the 
information needed for the pub-
lic as well as the employees. 
The basic details of the company 
and common information are 
regularly hosted and updated. 
The pictures, videos, and write-
ups of events taking place in 
Neyveli including CSR activities 
and Government celebrations are 
regularly hosted in a neat and or-
derly fashion so that any visitor 
can comprehend the activities go-
ing on.

NLC India has created a success-
ful online Bill tracking system 
and vendor payment system to 
usher in more transparency. NLC 
India has also resorted to cashless 
transactions in a big way.

Apart from the Internet, NLC 
India also has a local Intranet ser-
vice, with a plethora of services 
including dedicated pages for 
each employee, Internal E-Mail 
service, Informative Company re-
lated details and updates and an 
extensive network of useful infor-
mation. The NLC India Intranet 

service has helped to minimize 
dependence on manual employee 
records. 

As part of its e-initiative, a 
web-based Contract Labor 
Management System (CLMS), 
which enables access to Contract 
Workmen, Contractor employers, 
NLC officials and relevant stake 
holders has been conceived and 
implemented. It disseminates in-
formation related to contractor 
employee and contract workmen 
deployed in each contract, details 
of salary and attendance, bill sta-
tus etc. While the primary focus is 
on information dissemination re-
lated to contracts, the system has 
developed as an one-stop infor-
mation provider on all contract 
labor related activities in NLC 
India Ltd.  The Contract Labor 
Management System (CLMS) 
module is comprehensive soft-
ware, developed in-house by 
NLC India Limited based on the 
directives of the Ministry of Coal, 
Government of India.

With the use of mobile phones 
becoming widespread and com-
mon, the SMS feature is being 
effectively used for commu-
nicating important and useful 
information to all the employees 

at one go. Information related 
to the holding of government 
events, cultural festivals, and 
corporate events are intimated 
through SMS.
On receipt of directives from the 
Government of India announcing 
impromptu decisions regarding 
celebrations/observing of certain 
occasions, specific WhatsApp 
groups are formed immedi-
ately for faster communication 
and consequent action. Crisis 
Management is also undertaken 
through these groups.  During 
times of crisis, information/
clarifications are issued through 
Whatsapp to specific groups to 
keep them updated. 
A Mobile app called, NLCIL 
-MEIS (Mobile Employee 
Information System} has been 
specifically designed to cater to 
the Employees. The app enables 
employees to access their person-
al information/records on their 
own mobile phones. 
Employees and the public can 
now access the speeches of CMD 
and the functional Directors as the 
same are hosted on Facebook and 
YouTube accounts.  Also, National 
events like Independence Day, 
Republic Day programmes are 
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beamed live through FaceBook 
to connect its employees and fol-
lowers by sharing a real-time vid-
eo of events. 
Corporate events are also hosted 
live on the NLC India Facebook 
account and the YouTube account 
so that the events are carried 
forward to the public and the 
employees. With NLC India 
spreading its wings across the 
Nation, hosting the events live on 
the digital media enables employ-
ees working in outside projects 
and retired employees catch up 
with the latest on goings  in NLC 
India. Digital Media is a power-
ful communication tool today. 
NLCIL, as part of its business ex-
pansion, is expanding its wings 
in the national as well as the in-
ternational market. NLC India is 
leaving no stone unturned in har-
nessing the digital media success-
fully to evolve a National brand 
image and further transform its 
media practices to make them on 
par with its counterparts.
As part of the Government of 
India’s  (GoI)   Swachh Bharat 
Mission, NLCIL  has enthusi-
astically joined the bandwagon 
towards realizing that splen-
did dream and has taken enor-
mous efforts for campaigning 

and organizing programmes to  
achieve maximum sanitation, im-
prove cleanliness and eliminate 

open defecation in Peripheral 
Villages of its industrial Hub. To 
maximize Awareness on Swachh 
Bharat Mission, NLCIL has ex-
tensively used mass commu-
nication methods for External 
Communication which are very 
suitable to connect people of local 
& peripheral villages. 

The success of the Swachh Bharat 
Mission is linked to the participa-
tion of the people. It depends on 
people changing their attitudes 
towards cleanliness, building 
and using toilets and maintaining 
personal hygiene among other 
things. This means creating a ‘be-
havioral change’ to help break 
old habits. NLCIL believes that 
this ‘Behavioral change commu-
nication’ is an important compo-
nent for influencing the Hygiene 
practices.  NLCIL approached pe-
ripheral people using a mixture 
of traditional and non-traditional 
concepts like pamphlets, wall 
writing, door to door campaign 
by village motivators, rally by 
children, documentary films, 
hygiene lessons in schools and 
Anganwadis, imparting hygiene 
awareness to women and young 
girls, Kala jatha and nukkad 
Natak (Street Plays) among illit-
erate and semi-literate with the 
coordination of local volunteer 
Organizations to communicate 
the importance of changing be-
havior related to swachhta. The 
by-product of these efforts in cor-
porate communication is the cre-
ation of a favourable image of the 
company among the people. 

With Corporate Communication 
here to stay and contributing in 
creating a great impact in image 
building, NLCIL will continue to 
use the latest modes of communi-
cation for building a positive im-
age among all its stakeholders.

Corporate events are also 

hosted live on the NLC 

India Facebook account 

and the YouTube account 

so that the events are 

carried forward to the 

public and the employees. 

With NLC India spreading 

its wings across the 

Nation, hosting the 

events live on the digital 

media enables employees 

working in outside 

projects and retired 

employees catch up with 

the latest 

goings-on in NLC India. 

Digital Media is a 

powerful communication 

tool today.
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The Corporate Communi-
cation (CC)  Section of 
NEEPCO continued its sus-

tained efforts to work towards 
improvement of communication 
with the public and employees so 
that NEEPCO’s mission and vi-
sion are known and appreciated. 
The Section continued to pub-
lish the Corporation’s quarterly 
and monthly in-house journal 
“NEEPCO NEWS” and “News 
Flash”, respectively, and other 
publications as required from 
time to time. It also worked to ef-
fectively project the image of the 
Corporation through print and 
electronic media. CC Section is 
also executing other campaigns 
of the Government of India, in-
cluding Swachh Bharat, BEE 
Painting Competition on Energy 
Conservation and other specific 
campaigns.

NEEPCO has also made its foray 
into social media and CC Section 
handles all official handles in 
Facebook, Twitter, YouTube and 
Instagram.

Public Campaigns
CC Section has been organising 

programmes regularly as di-
rected by Government of India 
in various locations. The fol-
lowing strategies have been ad-
opted when conducting the pro-
grammes in order to ensure that 
the objective of the campaign is 
met and also that NEEPCO earns 

Loreta Ann Kharmawphlang 
Sr.Manager(CC)

NEEPCO

Corporate Communication 
as a Tool for Image 
Building - NEEPCO

Pledge Taking
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among different communities 
on social media and online 
platforms.

• To create a simple and user-
friendly system for exchanging 
ideas and feedback on services 
online.

Sustainable Long Term 
Campaigns
Development of Eco-Tourism 
on Swer-Mawkdok tourist hub: 
Swer/Mawkdok tourist area in 
East Khasi Hills, Meghalaya, is 
the gateway to the world famous 
Cherrapunjee and   consists of 
about 800 housesholds, with a 

population of about 6000 people, 
majority of whom are BPL, large-
ly dependent on agriculture.

It may be mentioned that 
KhlawSwer is a Khasi heritage 
site which has been preserved 
through centuries. It is the pride 
of the Khasis and in recent years, 
tourists had started visiting the 
village and the Grove. However, 
it is felt that uncontrolled tour-
ism may result in the degradation 
of the Forests and other heritage 
sites along the area. It is therefore 
necessary to provide proper pub-
lic amenities with proper check 
gates/entry point in order to en-
sure control.

NEEPCO’s proposed interven-
tion aims at maximising the re-
tention of historic, architectural, 
aesthetic, cultural and natural 
significance including the setting, 
functional relationships, spaces, 
vistas, focal points and fabric for 
enhancing the image of the site.
With the adoption of the Swer-
Mawkdok tourist hub, NEEPCO 
hopes to build on the goodwill 
of the local people and tourists 
and build NEEPCO’s image as a 
Corporation that truly cares.

Cleaning Drive

the goodwill of the participants 
and local people.
• Distribution of T-shirts, 

mementoes
• Adopting local popular media 

including folk media. For in-
stance, Swachh Bharat Theme 
Song in Khasi Language re-
corded and played during all 
programmes conducted.

• Road Shows, Cultural Progra-
mmes are being conducted in 
association with local NGOs, 
youth wings, women associa-
tions etc.

Social Media
NEEPCO has started engaging 
in social media platforms viz. 
Facebook, Twitter, LinkedIn, etc. 
and any other upcoming social 
media platforms with following 
objectives:

• Making people aware about 
various ongoing developments 
in the ambitious project of elec-
trification of all under electri-
fied villages and other electri-
fication projects as undertaken 
by NEEPCO.

• Widening NEEPCO’s reach 

With the adoption of 

the Swer-Mawkdok tourist 

hub, NEEPCO hopes to 

build on the goodwill 

of the local people 

and tourists and build 

NEEPCO’s image 

as a Corporation that 

truly cares.
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Corporate Communication 
as a Tool for Image 
Building
A right image greatly enhances 
an organization’s sphere of influ-
ence and promotes strong corpo-
rate culture, corporate identity 
and a reasonable corporate phi-
losophy. Building the corporate 
brand reputation, an appropri-
ate and professional relationship 
with the press is very critical in 
the age of increasing competition, 
media explosion and easy access 
of information through its forms 
of electronic, social and print me-
dia. Corporate Communication 
has emerged as a science and art 
of perception management.
Several activities are being un-
dertaken by GRSE pertaining to 
corporate communication. The 
official website of GRSE migrated 
from a static to a dynamic website, 
several years back, thus keeping 
up with the changing times. The 
website is being maintained and 
updated on a daily basis, with 
regular information updates & 
look and feel improvements and 
now with GIGW (Govt. of India’s 
Guidelines for Websites)compli-
ance as a Ministerial guideline, 
the same is also being complied 

with. In the age of online transac-
tions, several features pertaining 
to vendor registration, e procure-
ment, and bill payment status 
sub menus have been made user 
friendly to ensure transparency 
and ease of access for vendors, 
customers, bidders for tenders 
published and the likes. Ensuring 
all recent achievements and high-
lights are displayed in the right 
spaces to get the attention they 
deserve, is taken care of by the 
Corporate Communication Team 
of GRSE.

Presentation of facts pertaining 
to the organization, using im-
pressive visuals always creates 
a good impact about the brand, 
in this case, GRSE and its prod-
ucts, infrastructural & human 
assets, elements of research & 
development, quality standards 
& practices, export potential be-
ing followed, progress of the 
company, its growth path etc. 
Corporate Presentation, therefore 
is an extremely vital communica-
tion tool. Customized Corporate 
Presentations are therefore, pre-
pared and presented to various 
high level dignitaries and del-
egations visiting the shipyard 
or presented at various Forums 

GRSE was taken over by 
the Government of India 
in 1960 and the ship-

yard delivered the first ever in-
digenous warship built in India, 
INS Ajay to Indian Navy in 1961. 
The shipyard has since then de-
livered 95 warships to Indian 
Navy, Indian Coast Guard and 
Mauritius Coast Guard, which 
is the highest number of war-
ships built by any shipyard in 
the country. The first ever export 
order executed by our country, 
Mauritius OPV CGS Barracuda 
was built by GRSE and commis-
sioned on 12 March 2015. GRSE 
has recently completed major 
modernization of its infrastruc-
ture facilities and has doubled 
its capacity. GRSE has developed 
in-house capabilities to design & 
build most modern warships in 
the country. GRSE is playing a 
key role in defence preparedness 
to produce the most modern war-
ships through indigenization for 
the country aimed at self-reliance. 
The Anti-Submarine Warfare 
Corvettes and Landing Craft 
Utility Ships have an indigenous 
content of over 90%, a major step 
towards achieving self-reliance 
in state-of-the-art warship design 
and construction. 

Rear Admiral V. K. 
Saxena, IN (Retd.)

CMD, GRSE

Corporate Communication 
Initiatives at Garden Reach 
Shipbuilders 
& Engineers Ltd.
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creation process as well as ensur-
ing that the projection of the im-
age of the Company is presented 
in the right perspective. Corporate 
Briefs and Reports to external 
stakeholders reporting different 
parameters of overall or specific 
performances of GRSE present 
the shipyard’s data and statistics 
pertaining to the current business 
scenario in line with the strategies 

for GRSE’s future growth and de-
velopment. Ensuring authenticity 
of information presented is a very 
crucial responsibility of the team 
preparing the briefs.
Print publications including 
Corporate Brochures, Pamphlets, 
Leaflets, In-house Journals, 
Newsletter, and Coffee Table 
Book are being prepared by team 
GRSE and circulated to both 

involving participation of impor-
tant stakeholders including the 
Ministry, Foreign Delegations 
and customers including Indian 
Navy, Coast Guard and GRSE’s 
customers for Portable Steel 
Bridges, Deck Machinery Items 
and Assembly, Overhauling & 
Testing of Marine Diesel Engines.
A well-produced brief is a criti-
cal step in the marketing asset 

Backdrop Created for an Event.

Release of GRSE’s Annual In-House Journal Barta2017.

Display of warships built through model displays.

Release of GRSE Coffee Table Book 2016.

Wall Mountings highlighting achievements.

Receipt of Corporate Awards of Recognition.
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the organization as a competent 
candidate for the award. Winning 
an award allows to distinguish 
the organization from its com-
petitors. Awards speak volumes 
about a Company’s achievement. 
It serves to reinforcing the loyalty 
of existing customers and make 
prospective customers notice the 
organization. Considering the 
benefits and the positive impact 
awards can have, GRSE has made 
submission for corporate award 
applications a critical part of the 
shipyard’s marketing strategy.

Sponsorship provides a great 
means of broadening the com-
petitive edge by improving the 
company’s image, prestige and 
credibility by supporting events 
that one’s target market finds at-
tractive. Enhancing visibility and 
image, such as differentiating 
the company from competitors, 
helping develop closer and bet-
ter relationships with customers, 
both existing and potential ones, 
showcasing products, and even 
getting rid of outdated inven-
tory are the spectrum of benefits 
gained by sponsorships. When 
sponsorships are strategic and 
well-conceived, they can boost 
both short-term and long-term 
goals. GRSE adopts a calculative 
& well thought out approach in 
evaluating the requests for spon-
sorships and ensures the aspects 
of Customer Relationship, Image 
Building and Vendor/ Business 
Development.

Exhibitions offer a grand plat-
form for a brand to showcase its 
products, technological advance-
ments and communicate the key 
message. Exhibition stands help 
in engaging the visitors and im-
pressive graphics grabs the at-
tention of the target audience 
instantly. Some of the benefits of 

participating in exhibitions in-
clude face to face interactions, 
building brand proximity and a 
marketing platform. GRSE partic-
ipates in Defence Exhibitions in 
India and abroad and ensure the 
above stated advantages are lev-
eraged to the best extent possible.
The main advantages of creating 
an advertorial over traditional ad-
vertising or traditional public re-
lations is that the organisation has 
complete control over the content. 
When marketing through the use 
of the advertorial, the organisa-
tion has more time and space to 
go into depth about the merits of 
their product or service. This also 
translates to better response and 
better revenue realized.  GRSE 
periodically ensures publication 
of advertorials in newspapers & 
magazines of repute and wide 
circulation. The content of these 
advertorials are also displayed 
under the “Newsroom” Section 
of GRSE Website.

Corporate videos provide a 
great platform to exhibit the 
various laurels brought in by the 
company. It convinces the cus-
tomers and other stakeholders 
that the company is committed 
to the promise it makes and that 
quality is the highest priority. 
Videos are a very powerful way to 
showcase the company’s abilities 
and GRSE regularly improvises 
and customizes the Corporate 
Film to suit the requirement of 
the event where the film is being 
displayed.
Thus, the corporate communi-
cation tools used by GRSE to 
showcase itself have been con-
tributing towards the Company’s 
image building exercise and 
other new initiatives in future 
shall help the shipyard strength-
en its brand further.

internal & external stakeholders. 
Preparation of draft content for 
various publications also form 
a strong and important mode of 
briefing the society at large on 
the achievements of the company 
and recognition received thus.
The more one can back up and 
substantiate what is being writ-
ten about, the more trusted the 
content becomes. The only way 
to get an engaged audience is to 
make engaging content. Most 
people decide within the first 
few sentences if the content is 
worth reading and therefore, care 
should be taken to ensure content 
is presented in a crisp format in 
the mode of storytelling, which 
makes the read more engaging 
along with pictures and diagrams 
that illustrate the point better.It’s 
challenging and takes work, but 
it makes for a significantly bet-
ter composition.There is nothing 
better than a brief, to-the-point 
article that is filled with informa-
tion. Conscious efforts are made 
at GRSE to ensure short, crisp & 
pointed write-ups. Though it’s a 
more difficult task than writing 
as much as one can! Continual 
updates of Brochures & Leaflets 
with recent updates is also under-
taken by the GRSE Team.

Recognition is increasingly im-
portant in today’s business envi-
ronment. Awards celebrate hard 
work and success and are great 
PR opportunities. Winning a 
business award can open doors 
to getting contracts, finding new 
supply channels and breaking 
into new markets. Deciding what 
awards to enter could be challeng-
ing but it’s important to weigh up 
the time and effort involved in 
compiling all the information that 
is required to answer the ques-
tionnaires satisfactorily to present 
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Corporate communication 
has a direct link to spread 
the message across its tar-

get audience. ITI, one of the pio-
neers in telecom equipment man-
ufacturing not only influences the 
attitude towards the workplace 
but also promotes an atmosphere 
of trust and confidence for a time-
ly communication with media 
through its corporate communi-
cation department.
Our corporate communication 
or public relations department 
always encourages strong corpo-
rate culture, building corporate 
identity, realistic corporate phi-
losophy with an open sense of 
corporate citizenship, a strong 
relationship with the press with 
responsible ways of communicat-
ing in any situations. In today’s 
world of increasing competition 
within the sectors, easy access to 
information and the media explo-
sion, corporate image manage-
ment has gained even more im-
portance. The specific department 
in all public sector companies has 
now developed as a science and 
art of perception management.

Boosting corporate image
Corporate image is perceived as 

the core picture of the organiza-
tion. In India, each Public Sector 
Enterprise (PSE) has its corporate 
image through variety of activi-
ties. Generally, corporate image 
is made based on the stakehold-
ers’ perceptions of activities of the 
organization as well as industry 
and national importance issues. 
This in turn affects the reactions 
of the stakeholders towards prod-
ucts and services of the company.
Corporate image is the outcome 
of perceptions that people (in-
ternal and external) have about 
the organization. The corporate 
image is also linked with the or-
ganizational culture, corporate 
identity and design, shared by 
the organization at due course of 
communication with public.
Followings are the key factors 
that may affect the corporate im-
age of any organization:

Self-image 
When an organization finds 
an identity for the public to be 
known via its functionality and 
other characteristics

Corporate promotion
When an organizationvia 

advertisements and advertorials 
communicates to large audience 
and showcase the achievement 
of organization. This creates 
awareness and goodwill of the 
organization for its’s product and 
services.

Brand Recognition

When organization’s functional, 
symbolic and experiential aspects 
come together and form a trust 
for stakeholders in the market

Public relations

When an organization connects 
with right audiences at right time 
and help message spread across 
the sectors and influence the 
stakeholders.

Leadership speaks

When the top leadership of any 
organisation forms a positive 
opinion about the organization 
and influences the internal and 
external public.

Social Media presence
When organisation’s presence in 
social media becomes a potential 
means of communication to all 
their stakeholders and creates an 

Timely Communication 
with audience 
is Key to Enhance Corporate Image

S. Gopu
CMD, ITI
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and associations and combines its 
visions and values into a cohesive 
message to all stakeholders. 

At ITI Limited, CC department 
has helped the organization to 
reach to a new level as our timely 
and effective communication to 
media plays a very important 
role in building the corporate im-
age. Through our planned com-
munication, the organization 
has spread awareness, reinforces 
goodwill, informs and corrects 
misleading information. The de-
partment has been able to proj-
ect the organization in a positive 
manner and brought the follow-
ing benefits:

• Enhanced the visibility of the 
organization in the industry 
and public domain

• Identified relevant media and 
non-media opportunities to 

leverage  ITI leadership 

• Spread the positive information 
and highlight new initiatives of 
the company 

• Won the trust of stakeholders 
by creating optimum space in 
media

• Leverage ITI’s contribution to 
lineage going back 60 years in 
telecom industry

Major Initiatives by ITI’s CC 
Department
Positive Media Campaign

The CC department started a 
strategic media outreach cam-
paign on mitigating the negativ-
ity through relationship building 
meetings with reputed regional 
and national media. The depart-
ment met with top-most editors 
with the under lying intent of 
shift in perception and positive 

Media Strategy

integrated communications. This 
help stakeholders gather informa-
tion, form perceptions and create 
a possibility to respond back. This 
includes highlighting company’s 
activities/achievements on plat-
forms such as Website, Twitter, 
Facebook, Linkedin etc. 

Role of Corporate 
Communication in image 
building
Of late, role of Corporate Com-
munication (CC) in PSUs has in-
creased in India by many ways. 
As a set of activities, CC depart-
ment in government enterprises 
aims to manage and organize all 
internal and external communi-
cations to create favorable envi-
ronment among stakeholders. It 
helps organizations share their 
activities, new announcements, 
awards and recognition, tie-ups 

Select media interactions with topline media

Placing positive stories in the media

Timely media outreach (proactive and reactive) with the COBs and editors of the target 

media to apprise them of the real scenario

Managing the public enquiry mails and addressing the concerns of  shareholders, 
prospect business partners

Issuing press statements from the company on various new initiatives

Real time media monitoring and analysis
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editorial coverage. The cam-
paign has streamlined ITI’s com-
munication approach to reach 
to policy makers, customers and 
stakeholders.
Corporate communication de-
partment closely monitor all polit-
ical, market, economic and social 
trends and recommend a course 
of action that could include writ-
ing and publishing press releases, 
creating online impact, organiz-
ing and sponsoring events along 
with corporate social responsibil-
ity. Department’s responsibilities 
also include effective communi-
cations with employees, custom-
ers, industry, media, investors 
and plant/ unit offices. 

Strengthening internal 
communications 

All the relevant information/
events are communicated to 
the employees through internal 
channels. A house journal is the 
best medium of internal commu-
nication that projects the image 
of a company or an organization 
with the purpose of improving 
employee morale and promoting 
goodwill. The journal covers all 
major activities associated with 
company’s operations and serves 
as a primary media for customer 
information. It has been proven 
as an image building tool for 
the organization that encour-
ages the employees and involves 
them in fulfilling company’s vi-
sion and mission. Doorvani is 
widely distributed/ circulated to 
ITI employees and uploaded on 
company’s website (www.itiltd-
india.com).

Widening external 
communications

The external communication 

employees, but also makes sure 
that the message is not misinter-
preted and is rightly understood 
and well accepted. A planned 
communication by CC depart-
ment has helped ITI to bring out:

• Positive media outreach to es-
tablish thought leadership in 
the sector

• Improved image and branding 
of the Company

• Improved financial perfor-
mance of the company

• Optimum orders from minis-
tries and service sectors

• Change in public/stakeholders 
perception about the company 
on social media i.e Facebook, 
Twitter, company website etc.

• Upward trend in share prices of 
ITI Limited (600% higher than 
last two years)

• Attentions to visitors to as-
sociate with ITI on new 
business areas like IoT and 
developed a strong company-
employee relationship by re-
ward announcement

• Awareness for industry stake-
holders and investors has been 
developed

In 21st Century, any business 
has become highly complex and 
competitive in the absence of 
proper communication and brand 
visibility. Corporate Communica-
tion certainly helps significant-
ly to achieve overall business 
perspective and communicate 
globally to negotiate, deal and 
reach out to larger audience. 
PSUs must realize that if a proper 
communication is made internal-
ly, it will be a smooth sailing for 
outer world.

involves building and maintain-
ing a positive relationship with 
the media via dissemination of 
press releases, organizing press 
conferences and meeting with 
media professionals and media 
events on a regular interval. On 
the other side of this, ITI Limited 
is available with spokesperson for 
the company and communicate 
with vendor/supplier/distribu-
tor/customer at any point of time.

Investor Communication

Investor relation is equally re-
sponsible for company’s growth 
and enhancing corporate im-
age. ITI’s CC department in co-
ordination with the secretarial 
department provides timely 
communication to investors via 
annual report, quarterly results 
etc. Investor queries are also 
wisely handled and immedi-
ately addressed by secretarial 
department. 

Brand management

Various channels such as speaker 
opportunity, presentations, cor-
porate video, product exhibi-
tions, trade show, product or ser-
vice launch are also major factors 
to sustain the brand identity for 
any PSU. 
Successful PSU connect commu-
nication with strategy through 
structure. To accomplish that, 
company’s corporate communi-
cation plays an important role in 
defining a corporate mission and 
communicating that to the exter-
nal and internal communities.

Impact of organized 
communication
A well-organized corporate com-
munication not only conveys 
organizational messages to its 
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Interconnectivity being the 
mantra for survival, Public 
Sector organizations can-

not even conceive of functioning 
without Public Relations. Further, 
in a globalized environment, 
stakeholders are varied and many, 
with cultural diversity. Such issue 
also deserves consideration in 
the context of public relations of 
the organization. It is important 
to remember that in an intercon-
nected world no organization can 
function in isolation. Rather it has 
to operate in the midst of mul-
tiple organizations with multiple 
challenges. Andrew Yule, being a 
Central Public Sector Enterprise, 
has its accountability to legisla-
tive and executive organ of the 
constitution, which also calls for 
proper Public Relations in the in-
stitutional perspective. 
Information explosion is a reality. 
Multiplicity of channels is anoth-
er important aspect for a Public 
Sector Enterprise. It will not be an 
exaggeration of fact if the genesis 
of Public Relations can be found 
contextually here.
The Company being a law abid-
ing corporate entity always tries 
to develop understanding with 
different stakeholders, shares 

the factual information in greater 
public interest. The Company 
is more than 150 years old and 
happens to be the leading man-
aging agency house of pre-in-
dependence era. At present the 
Company is a conglomerate and 
lays emphasis on Public Relations 
and Corporate Communication 
not only for growth but for sus-
tainable future. It has tea es-
tates in Assam and West Bengal. 
Similarly, the factories are located 
in Chennai and Kolkata apart 
from regional office at the nation-
al Capital. 

The Company firmly believes 
that confidence building with 
the stakeholders is the source of 
competitive advantage. It also 
believes that Public Relations is 
the social philosophy of manage-
ment. In a knowledge era every 
piece of information is vital for 
the organization and in this di-
rection the Company treats the 
people dimension as its eyes 
and ears. It also often helps the 
Company in framing its policy 
and socialization. The Company 
lays adequate emphasis on Public 
Relations to satisfy the informa-
tion needs of individuals as well 
as society at large. Free flow of 

information has always been ad-
vocated by the Company.

Public interest represents the citi-
zenry whose informed opinion 
is of vital importance in a demo-
cratic society. It is important to 
remember that people and media 
have freedom of speech and ex-
pression. In a democracy, people 
are the ultimate masters to whom 
the Government is accountable. 
Free flow of information through 
various media is therefore highly 
essential. People want to have ac-
cess to all Governmental informa-
tion. Thus, the concept of public 
to be informed, crystallized it-
self. Concept of openness also 
gained ground. In this context 
public information management 
gained legislative recognition. 
The Company, through it dedi-
cated set up, handles the segment 
very effectively. It is a matter of 
pride that the Company during 
the year addressed all such que-
ries on time and created a bench-
mark perse. Providing sufficient 
information contributes towards 
development and the Company, 
in this direction, has integrated 
information and development 
together.

R. C. Sen
Director (Finance)

Andrew Yule & Company 
Limited

Debasis Jana
CMD

Andrew Yule & Company 
Limited

Public Relation 
and 
Corporate 
Communication
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The Company in the process of 
transformation shared informa-
tion with different authorities 
based on truth and declaration 
of full information. AYCL never 
looked for hiding facts and on 
the contrary always tried for 
openness, transparency and cred-
ibility through Public Relations. 
Glaring example has been suc-
cessful implementation of sanc-
tioned rehabilitation scheme 
through participation of differ-
ent stakeholders and authorities. 
Furnishing full information to 
the stakeholders amply indicates 
the character of the corporation 
and philosophy towards Public 
Relations. The creed strength and 
courage rests on Public Relations 
prima-facie.

Facets of Public Relations 
in the Company
● Employee being the prime mov-

er for any organised activity, 
the Company maintains unique 
communication with the em-
ployees. Each and every issue 
of the Company is shared with 
the employees and framed poli-
cies are uploaded in the website 
for greater public accessibility. 
Quarterly Newsletter and open 
houses are also organized to 
improve and sustain employee 
relations. Apart from sharing 
different issues, aspects of dif-
ferent change initiatives are also 
discussed with the operating 
pressure groups and employ-
ees at large. House magazine 
carries employee achievements 
and recognitions. Promotion of 
organizational belongingness is 
the focus of employee relations. 
Due to such sustained effort on 
the part of the Company high 
degree of trust and confidence 
prevails between the Company 
and its employees.

● Shareholders are the true own-
ers of the business. In case of 
M/s Andrew Yule & Company 
Limited, the Government of 
India is the majority sharehold-
er. As such it has to maintain 
proper and appropriate relation 
with the Union Government 
on the paradigm of owner and 
controlling authority. Here do-
main of Public Relations and 
Corporate Communication is 
all pervasive. The Company is 
to communicate information on 
employee inventory, compen-
sation, demographic profile, 
attrition etc. through different 
forms of communication ei-
ther legislative or administra-
tive. The Company every year 
publishes the Annual Report, 
wherein financial information 
is disclosed and shareholders 
on the basis of such disclosure 
can adjudge the financial worth 
of the organization by seeing 
the figures published. Such 
Annual Report enables the 
Company to maintain sound 
Public Relations with the true 
owners and potential share-
holders. The Company also 
organizes some plant tours. 
Time bound information is fur-
nished to different corners for 

important publications as part 
of public relations activity.

● The Company is wedded to 
the philosophy of community 
care. Plethora of initiatives 
are taken by the Company 
to maintain sound com-
munity relations. Regularly 
the Company interacts with 
Members of the Community 
on “Swachhata, Sanitation 
and Cleanliness”. The sur-
roundings of the Company 
are kept clean through in-
defatigable enterprise of its 
members and members of the 
Community. Members of the 
Community are also invited to 
open houses particularly dur-
ing cultural programmes orga-
nized in connection with the 
“MahabharathPath”, which 
is near to step into centenary. 
Sound Public Relations also 
secures community participa-
tion in different flagship pro-
grammes of the Company as 
well as Union Government.

● The Company has a very rich 
tradition of healthy supplier 
relations. Paucity of fund have 
never been a source of hin-
drance for the supply chain 
domain since the mutual 
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understanding with the sup-
pliers enabled the Company 
to have uninterrupted supply. 
Uniqueness of Public Relations 
lies here.

● With a view to reach larger cross 
section of the society media re-
lation receives due weightage 
at the end of the Company. 
Any major change, be it prod-
uct centric, technology centric 
or connected with business 
eco-system, are brought to the 
notice of larger cross section of 
the social strata through well 
planned and designed media 
relations. Apart from tradition-
al print and audio-visual me-
dia, emphasis is on present day 
social media and digitized plat-
form. Highest echelon interacts 
with the media for bringing the 
conceptual clarity in different 
contemporary issues pertaining 
to business, Corporate Social 
Responsibility, sustainable de-
velopment and corporate gov-
ernance, with the ultimate end 
in view of building favourable 
public opinion.

● A Government owned Comp-
any cannot afford to conceive 
of any Public Relations ex-
cluding Government relations. 
The Company is regularly in 
touch with different Municipal 
Corporations, PRIs, statu-
tory bodies, Port Trust , with a 
view to have harmonious and 
healthy relations. The Company 
also maintains Public Relations 
with elected representatives 
of different legislative organs 
and administrative agencies 
for better understanding and 
clarity. Such relationship is not 
only paying but also rewarding 
in the long run from the stand 
point of a Corporate Citizen.

● ‘Customer in the purpose of 

Company’s existence’, is the 
understanding of the Company. 
Every endeavour is there on 
the part of the Company to 
maintain proper relation with 
the customers. In this direc-
tion the Tea Lounge in greater 
Calcutta has been established. 
Apart from customer, mem-
bers of the Community also 
visit the lounge. Ready tea is 
available against payment and 
operations of tea garden can be 

visualized from a close vicin-
ity. Feedback is obtained from 
Customers and other visitors 
regarding the activities under-
taken there. E-commerce ini-
tiative is another step towards 
customer relationship manage-
ment. Customers are apprised 
about different standards con-
nected to manufacturing for 
building trust on the qualitative 
aspect of the product.

Crisis Management and 
Public Relations
Public Relations acts as an en-
abler in crisis management. The 
Company handled different crisis 
situations arising out of accident, 
disaster, affray through Public 
Relations. Sustained public re-
lations and continuous interac-
tions with the near and dearer 
ones at the same time,  helped the 
Company to tide over the crisis. 
Factual information is shared all 
the time for credibility, mutual 
understanding and trust.
The tools used by the Company 
in this regard are:
• Quarterly Newsletter–cum-Ho-

use Magazine;

• Bulletins;

• Periodic Letters;

• Circulars;

• Notice;

• Press Release;

• Press Communique

• Print, Audio visual & social 
media

Lastly, the rich legacy of found-
ing forefathers of the Com- 
pany in the field of Public Relations 
has been aptly carried by the 
successive generations and that 
kept the Company flag flying 
with pride.

Public interest 

represents the citizenry 

whose informed opinion 

is of vital importance in 

a democratic society. It is 

important to remember 

that people and media 

have freedom of speech 

and expression. In a 

democracy, people are 

the ultimate masters to 

whom the Government 

is accountable. Free 

flow of information 

through various media 

is therefore highly 

essential. People 

want to have access 

to all Governmental 

information. Thus, the 

concept of public to be 

informed crystallized 

itself.
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Indian Railway Finance Corpo-
ration (IRFC or Company) 
was set up on 12th December, 

1986 as the dedicated financing 
arm of the Indian Railways for 
mobilizing funds from domes-
tic as well as overseas Capital 
Markets. The primary objective 
of IRFC is to meet the predomi-
nant portion of ‘Extra Budgetary 
Resources’ (EBR) requirement 
of the Indian Railways through 
market borrowings at the most 
competitive rates and terms. The 
Company’s principal business 
therefore is to borrow funds from 
the financial markets to finance 

the acquisition / creation of assets 
which are then leased out to the 
Indian Railways.

The Past
IRFC in its journey of more than 
30 years or so has been dealing 
with Indian Railways, its major 
client. IRFC’s business model 
guarantees regular business from 
Indian Railways which require 
funds from IRFC for acquisition of 
rolling stock and for implementa-
tion of its projects. Since its incep-
tion, IRFC has always been a very 
lean organization with its present 
employee strength of 25. Further, 

IRFC has been raising funds suc-
cessfully from the diversified in-
vestors base, both in the domestic 
and overseas market, for which 
the Company has been accorded 
the best possible Credit ratings all 
through. Because of its guaran-
teed business from Railways and 
relatively good standing with 
the Investors/Lenders’ fraternity, 
IRFC had not made any serious 
effort in the past to expand its 
Public Relations and Corporate 
Communications activities.

However, with the changing sce-
nario in the industry across the 
sectors, when everything is get-
ting digitized and corporates rely 
very much on their PR & CC ac-
tivities for brand building and 
creating awareness about them, 
IRFC is gradually moving to this 
realm to improve its visibility not 
only in the investors circle but 
also in the public domain at large.

The Present
IRFC has taken various initiatives 
in last 3-4 months, both on PR 
and Corporate Communications, 
to meet the growing expectations 
of its stakeholders. Some of the 

Santosh Kumar 
Pattanayak

Managing Director, IRFC

Exploring New Horizons in
Corporate 
Communication
An IRFC Initiative
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company’s image in the public 
domain besides its perception in 
the market.

Since the existing website of 
IRFC was in usage for almost 12 
years, it required an all-out ef-
fort to revamp it fully with new 
look, feel and rich content. A re-
puted web-designer was roped 
in with due diligence to under-
take the revamping exercise. 
Also, new web servers and a new 
domain name were procured 
by IRFC to complete the entire 
revamping exercise within a time 
span of 30 days. The entire struc-
ture of the website and content of 
various sections were finalized 
by the IRFC team in order to give 
the revamped website a modern 
and dynamic look. IRFC team 
while providing their inputs to 
the web-designer tried to ensure 
that all necessary information 
that needs to be disseminated to 
its various stakeholders are cap-
tured in the website and proper 
endeavor being made to ensure 
that the website does not become 
data or text heavy. Hence, help 
of the adage “a picture is worth 
a thousand words” was taken 

for making the revamped web-
site attractive and informative as 
well. An effort was also made 
to make the website more inter-
active such that the same can 
be used as a medium by 
IRFC stakeholders and gen-
eral public for communicating 
with IRFC in an efficient and ef-
fective manner.

Finally, with the joint efforts 
put forth by the IRFC team and 
Web-designer, the revamped 
website was officially launched 
on 15th September 2017. It has 
been receiving good hits and 
feedback since its launch and 
is now being used as a useful me-
dium for corporate communica-
tion by IRFC.

New Tagline
Most of the corporates use 
tag-line/slogans for effective-
ly communicating with their 
stakeholders. These taglines/
slogans generally passes on the 
Company’s message to its vari-
ous stakeholders about the com-
pany’s philosophy or values etc. 
As the saying goes “first impres-
sion is the last impression”, ta-
glines provide the first impres-
sion about the corporates and 
their products/services to various 
stakeholders including public. 

As a Non-Banking Financial 
Company registered with Rese-
rve Bank of India, IRFC has been 
playing a strategic role with 
Ministry of Railways by facili-
tating the capital formation in 
Indian Railways. Considering 
the importance and benefit in the 
field of corporate communica-
tion, IRFC initiated the process 

major initiatives are captured 
hereunder:

Revamping of IRFC’s 
website (www.irfc.co.in)
IRFC’s existing website “www.
irfc.nic.in” was developed long 
back in Nov 2005 and was being 
used as a medium to disseminate 
the necessary information about 
IRFC to its various stakeholders. 
The existing website was of static 
nature and was showing limited 
information with less visual de-
light. A need was felt by the man-
agement to undertake the entire 
overhauling of the website to 
make it more contemporary and 
user friendly.

Any company’s website is a 
critical Corporate Communication 
tool, which is used as a dynamic 
interface to disseminate infor-
mation to all its stakeholders in 
an attractive way and help the 
Company to increase its busi-
ness operations. A dynamic and 
user-friendly website also assists 
in building market awareness 
about the corporate and por-
trays business profile of the or-
ganization with emphasis on the 
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of preparing its own tagline. An 
exercise was carried out wherein 
IRFC employees were asked to 
suggest an appropriate tagline for 
their own company which will be 
catchy and appealing to all the 
stakeholders at large. A brain 
storming session was then orga-
nized to select the appropriate ta-
gline out of the lot that can be ad-
opted by IRFC with the consent 
of the majority. Finally, the tagline 
‘Future on Track’ was chosen for 
the Company with consent from 
the majority.

As such, the new tagline conveys 
two distinct messages to various 
stakeholders of IRFC and public 
in general. The first message em-
phasizes on its future which is 
interlinked with Indian Railways 
considering the various initia-
tives undertaken/proposed by 
the Indian Railways for its mod-
ernization and the large quantum 
of investments planned in the 
Railway sector. The second mes-
sage succinctly mentions about 
the future of IRFC which is on the 
right track as it is poised to play 
a critical role in financing the 
Railway sector. 

Corporate Film
A small documentary/movie/film 
about the Company is also a very 
strong tool for effective and effi-
cient communication. A specially 
produced corporate film helps 
in showcasing company’s op-
erations, products, vision, future 
plans etc in a short span of time. 
Moreover, the video medium is 
much more effective in capturing 
the imagination of all stakehold-
ers on the positive aspects of the 
Company that in turn helps in its 

future growth. 

IRFC has also taken an initiative 
in this regard to develop a cor-
porate film on the Company by 
a renowned documentary/film 
maker. The script of the eight 
minutes film was prepared by the 
IRFC team that inter alia covers 
various facets about IRFC like its 
history, existing business opera-
tions, role with Indian Railways, 

CSR initiative undertaken and 
its growth prospects. Apart from 
capturing the past and present 
status of the Company, the film 
also incorporates small bytes by 
renowned personalities of the fi-
nancial world who have shared 
their feedback about IRFC. The 
Corporate film is almost ready 
and would be launched soon on 
its completion.

The Future
IRFC understands the role of 
Corporate Communication and 
Public Relations in the contempo-
rary scenario and plans to take up 
many more initiatives post IPO 
which will enhance its visibility 
and presence as a leading finan-
cial institution in the country. The 
‘brand building’ is one such ini-
tiative which is aimed at taking 
the company to an elite league of 
CPSEs having both national & in-
ternational repute. 

Conclusion
In this ever-changing industry 
scenario wherein, the attention 
span of people is getting shorter, 
innovation in the field of PR & 
CC is the need of the hour. IRFC 
has already made humble begin-
nings in this area which are al-
ready reaping significant benefits 
towards its brand building and 
market awareness. As IRFC is all 
set to redefine its business goals 
and objectives with the primary 
role of financing the Railways in 
place, its future expansion and 
growth will be intricately associ-
ated with a well desired PR and 
CC plan. And, IRFC will strive 
hard to accomplish a chartered 
path in its constant endeavor to 
excel in all sphere of activities.

Any company’s 

website is a 

critical Corporate 

Communication tool, 

which is used as a 

dynamic interface to 

disseminate information 

to all its stakeholders in 

an attractive way and 

help the Company to 

increase its business 

operations. A dynamic 

and user-friendly 

website also assists 

in building market 

awareness about the 

corporate and portrays 

business profile of 

the organization 

with emphasis on the 

company’s image in the 

public domain besides 

its perception in the 

market.
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by Lions Club International on 
29.06.2014 at Delhi.
The fundamental advantage of 
Digital Media is its instantaneous 
nature, zero or low cost and can-
did feedback. This is why, these 
days most of the Governmental 
and Corporate Organizations are 
inclining towards it. Therefore, 
THDCIL as a Corporate Policy 
has started creating its Digital 
Media assets and using them as a 
prudent tool of Communication.
The achievement of 3-’l’ (Inf-
ormation, Involvement & Inte-
gration) of stakeholders is the bot-
tom line of the implementation of 
Communication Interventions at 
THDCIL. We have come a long 
way...but still there is a long way 
to go.... our Journey of providing 
a work environment with opti-
mum flow of communication is 
going on.
Corporate Communication at-
tempts to project the Constructive 
Image of the Corporation 
amongst the diverse stakehold-
ers’ universe by way of Right 
Information at Right Time by way 
of engaging use of Digital Media 
in Right Manner. 
Proper Planning and prudent 
implementation is the basic 
pre-requisite when it comes to 

proactive use of Digital Media. 
THDCIL has an effective Digital 
Media Action Plan keeping in 
view Employee at the centre as a 
Significant Stakeholder. It is based 
on Information, Involvement and 
Integration of employees.      

“Committed to evolve new & 
innovative methodologies to 
avoid information void result-
ing due of advent of crisis”. One 
of the Communication Vision 
is the baseline of Digital Media 
Interventions and Action Plan @ 
THDCIL. 

THDCIL is a true practitioner of 
innovative & diversified means 
of engagement for stakehold-
ers’ outreach and effective Use of 
Digital Media is quintessential for 
this. In fact, THDCIL took a poli-
cy intervention to formally step 
into Social Media in June 2013 
when the Corporation was fight-
ing a perception battle amidst 
the Uttarakhand disaster of June 
2013. During the time, many 
were holding Large Reservoir 
based Hydro Projects like Tehri 
Dam and others responsible for 
the disaster. But the reality was 
contrary; in fact due to large res-
ervoir of Tehri Dam maximum 
flood water was stored and water 
was released in regulated manner 

Effective use of Digital 
Media is an opportu-
nity and a challenge in 

Contemporary Competitive 
Corporate Landscape. Today, ef-
fective use of Digital Media is 
inevitable, if we are not using it, 
we are in crisis; if using it inef-
fectively, then we are definitely 
in crisis. So, the only way out is 
to use Digital Media Effectively. 
Today the Power of Digital Media 
is a just a click away, new and 
emerging communication plat-
forms have made dissemination 
of information very easy, and ef-
fective. Constant and collabora-
tive communication via Digital 
Media is key to Participative 
Management and Public Sector 
Undertakings are no exception.    
The Unique Selling Point (USP) of 
Digital Media is the role of User 
Generated Content (UGC) in its 
operation which makes it user 
friendly, interactive and inclusive. 
THDCIL as Conscious Corporate 
Entity is a true practitioner of ef-
fective use of Digital Media for 
Comprehensive Stakeholders 
Outreach. These interactive, in-
clusive and diverse Digital Media 
Interventions of THDCIL got rec-
ognition when THDCIL bestowed 
with “Best Media Management 
& Humanitarian Relief Woks” 

S. K. Biswas
Director (Personnel) THDC

Digital Media a way of life 
@THDCIL
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example, whenever the next issue 
of Electronic Magazine is upload-
ed we use bulk message service 
for wider information outreach. 
Bulk Message Service saves time, 
paper, money and manpower 
and reaches within no time.  
After the successful operational-
ization of Bulk Message Service, 
THDCIL has launched Voice Call 
Service on 15.08.2017. In this ser-
vice recorded messages can be 
sent via Central Mobile number 
by way of a voice call to all the 
employees.
THDCIL has created a Google 
Hang out Group THDC-
Manthan wherein employees 
of the Corporation Brain Strom 
for Corporation and Sector spe-
cific issues and address the 
concerns. To facilitate internal 
exchange of knowledge, infor-
mation, key learning, Success 
Stories etc. THDCIL has started 
a Collaborative Knowledge Desk 
on its web portal (Intranet) in 
which employees can log in and 
share their experiences which 
can help in process improvement 
and knowledge upgradation of 
employees. Best Case studies, 
Learning are available online for 
employees for future reference.  

which helped cities like Haridwar 
and Rishikesh in recovering from 
the floods. 

At this crucial juncture, THDCIL 
decided to have an official face-
book page and twitter handle 
for mass outreach and to gain 
the confidence of stakehold-
ers. Various positive coverage 
of Role of Tehri Dam in Flood 
Management in print and elec-
tronic Media was shared on 
Social Media handles, which was 
well appreciated by a large sec-
tion of society. The Statement 
given by the then Hon’ble CM 
of Uttarakhand in Times of India 
dated 26.06.2013 appreciating the 
role of Tehri Dam was posted of 
facebook page which acted as 
“Third Party Endorsement for 
THDCIL”. Thereafter, the relief 
work carried out by THDCIL in 
Tehri and Rishikesh as well as 
Video Clips appreciating the Role 
of Tehri Dam of various News 
Channels such as ZEE news, DD 
News, India TV, ABP News when 
shared on Social Media created 
a buzz. In this situation, Social 
Media Handles of THDCIL acted 
as a prudent tool of crisis com-
munication. Today THDCIL has 
an active facebook page, twitter 
handle and You Tube Channel.  
THDCIL had launched its quar-
terly Electronic Magazine called 
“THDCIL Communication 
Charter” in May 2015 with inter-
esting, informative and imagina-
tive content including a Cover 
Story, Interview, Book Review, 
Quiz, Poll, Columns and vari-
ety of divergent content with 
greater shelf life. Attempt be-
hind this initiative was to pro-
mote “User Generated Content” 
(UGC) and encouragement of 
employees participation in the 
communication process. This 

electronic Magazine is 100% de-
veloped In-House with ZERO 
COST IMPLICATION. We have a 
dedicated section viz. Employee 
Avenue in which we share the 
achievement of the Employee 
or family members - in case we 
are not able to find a story dur-
ing the quarter the space remains 
empty which encourages the 
Team Corporate Communication 
looks for an interesting story 
for the next edition. It is avail-
able at our website www.thdc.
co.in and on our facebook page 
@THDCIL.24x7. An indicative of 
this is also shared on our twitter 
handle @THDCIL_MOP. We also 
provide this magazine to all our 
employees on email.      
THDCIL had opted for Bulk 
Message Service as an effective 
tool of Internal Communication 
for transaction of official informa-
tion amongst its 2000 employees 
and significant stakeholders. This 
service provided us the liberty 
to send messages through mo-
bile phone to all our employees. 
A message to the employees is 
just one click away anywhere in 
India in English, Hindi and 22 
languages mentioned in Schedule 
8 of Indian Constitution. For 
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Payment Workshops via video 
Chat through “skype” from 
Rishikesh to Projects in remote ar-
eas, wherein stakeholders are en-
couraged to use Digital Payment 
options viz. BHIM APP. PNB 
E-Suvidha Cards are issued to 
employees to incur misc. expen-
diture online, POS Machines are 
operational at public interfaces 
Guest house, Cooperative Stores 
and Sodexo Digital Swipe Cards 
are used for food bills at canteens. 
We are working with Gujarat 
Narmada Valley Fertilizers 
(GNFC) - India’s first 100% 
Cashless Township to convert 
THDC Townships 100% Cash 
less. We are registered on the 
Web-Portal of Joint Venture of 
NITI Aayog and GNFC wherein 
we monthly update status of 

cashless Transactions.
Executives use HRMS online 
Portal for filling PMR, Leaves, 
Conveyance and other Claims. 
100% payment in THDC is on-
line. Social Media Handles are 
used to create awareness and 
online post, tweet, short films 
are shared with stakeholders. 
As a result, Mr. A. K. Nayak, 
DGM was conferred an Award 
under Pradhamantri Lucky 
Grahak Yojana for frequently us-
ing Digital Payment options. As 
an aware & conscious corporate 
entity, THDCIL is a determined 
practitioner of diversified means 
of Digital Media to reach out to its 
stakeholders. John Powell rightly 
said “Communication works for 
those who work at it.”
THDCIL has saved Rs. 2.39 Lac 
per year which is 2.5% of Annual 
communication Budget and 
gained tangible benefit of Rs. 
8.75 Lac per Year which is 8.5% of 
Annual communication Budget.     
Good Story is the basic input 
for Corporate Communication 
on which we develop Success 
Stories which thereafter, is pro-
jected in media for positive cov-
erage. The instantaneous nature 
of Digital Media clubbed with its 
effective use makes it even more 
interesting. 
Digital Media with its reach, im-
pact and cost effectiveness makes 
the job of communication easier 
and accessible. Digital Media of-
ten referred as “People’s Media” 
and its democratic nature is mak-
ing it more and more popular, 
day by day.  
Being State owned entities the 
effective use of Digital Media is 
even more essential and we are 
directly responsible for people at 
large, irrespective of our area of 
operations and business.

Feedback is quintessential for 
continual improvement; we 
at THDCIL not just teach but 
preach this practice. Annual 
Suggestion Mela has been or-
ganized at THDCIL since the fi-
nancial year 2011-2012 and is yet 
another illustration of a strong 
and cost effective tool of employ-
ees’ communication. Employees 
of the Corporation give their 
suggestion which reaches the 
Management and many of the 
workable suggestions have been 
implemented which gives a 
strong sense of ownership to the 
employees. Suggestions are also 
invited through an Online HRMS 
Portal for encouraging Paperless 
Culture. The best suggestions are 
suitably rewarded.
To encourage the culture of cap-
turing photographs and mak-
ing videos amongst employees, 
to project the Corporation bet-
ter, THDCIL has established a 
Photography & Videography 
Club. Effort is to identify em-
ployees having interest in camera 
and to develop them as In-House 
Photographers so that a bank of 
good Multi-Media products can 
be developed by using internal 
resources. Regular Photography 
& Videography Workshops are 
also organized to create aware-
ness and to hone the skills of 
the members including THDC 
Wards, THDC Ladies Welfare 
Organization. Members are con-
nected through What’s-App 
group to share their learning, 
photos short films. Best Films & 
photos selected are uploaded on 
Social Media handles of THDCIL 
and due credit is given to the 
person.     
Digital Payment and Paper Less 
Work Culture are integral part 
of effective use of Digital Media. 
THDC organizes weekly Digital 

THDCIL is a true 

practitioner of 

innovative & diversified 

means of engagement 

for stakeholders’ 

outreach and effective 

Use of Digital Media is 

quintessential for this. 

In fact, THDCIL took a 

policy intervention to 

formally step into Social 

Media in June 2013 

when the Corporation 

was fighting a 

perception battle 

amidst the Uttarakhand 

disaster of June 2013.
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communication strategy for any 
organisation. Globally, initiatives 
are being taken to address these 
issues and make the communica-
tion strategy as local as possible.

Considering the diversity of  
India, it is like doing business on 
a global scale. There are so  many 
languages, customs, traditions, 
values, rituals, caste, states and 
so on and so forth.  Hence, it is a 
daunting task to run a business 
pan-India, which is so diverse 
and unique. These days, compa-
nies are spending a lot of time, 
energy and money to devise com-
munication strategy after study-
ing the local systems. Studies are 
also being done to understand 
mode of usage, tastes, eating hab-
its and local nuances to custom-
ise the products accordingly. In 
this context, Haldiram has done a 
great job by adapting  their prod-
ucts to suit the taste buds of peo-
ple in different states. Similarly, 
Cadbury’s chocolates of same 
brand taste differently in differ-
ent countries.

The challenges
Understanding language differ-
ence: Personal or cultural mis-
understandings stemming from 
language difficulties often lead 
to miscommunication. It is the 
most common stumbling block 
in business communication. 
Competence in English does not 
guarantee good communication. 
Even in an office where everyone 
speaks English, comprehend-
ing a range of accents or under-
standing a native-speaker’s use of 
idioms can be difficult. There are 
some companies which use their 
tag line in their own language 
but it may have different mean-
ings across linguistic groups. One 
classic example is “Das Auto” 
the tag line of car manufactur-
er Volkswagen. Das Auto is a 
German word meaning “The Car” 
in English. But its meaning may 
be disastrous in some languages. 
Like in Afrikaans “Das” means 
“DIE”. While in Punjabi it means 
“SPEAK” and in Hindi, its means 
numerical 10. In translation also, 

Communication with  the 
customers, stakeholders, 
employees etc plays an 

important role for any business 
to survive. Apart from the quality 
of products and services, growth 
in business depends on effec-
tive communication. Modern 
day businesses have a diverse 
workforce and conduct business 
across geographical boundaries. 
Therefore, when a company is 
global or is operating in diver-
sity in a country, it is important 
for it to understand cross cultural 
communication and analyse as 
to how people from differing 
cultural backgrounds commu-
nicate, in similar and different 
ways among themselves. There 
are five key barriers that can 
occur within an organisation  
language, cultural diversity, reli-
gion, gender and physical sepa-
ration. Besides, there are differ-
ent value system and non verbal 
cues (interpretation of body lan-
guage), which have to be taken 
into consideration while making 

Sanjay Tripathi
General Manager 

(Corporate Communications) 
IndianOil, Northern Region

Communications across 
cultures Perspectives

Acknowledgement:  Global PR Summit 2016 at Toronto
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though full of challenges, of-
fers multiple benefits to an 
organisation. 

First, it provides a diverse skill 
base which helps an organisa-
tion to offer a broader and more 
adaptable range of products and 
services and have the competitive 
advantage of adaptability. In to-
day’s volatile and uncertain glob-
al business environment, nimble 
and adaptable organizations are 
the ones that thrive. 
Second, diverse cultural per-
spectives can inspire creativity 
and innovation. Multiple voices, 
perspectives, and personalities 
bouncing off one another can give 
rise to out-of-the-box thinking. By 
offering a platform for the open 
exchange of ideas, businesses can 
reap the biggest benefits of diver-
sity in the workplace. 
Third, an inclusive and culturally 
diverse business provides greater 
opportunity for personal and 
professional growth. Working 
across cultures can be a truly en-
riching experience, allowing oth-
ers to learn about perspectives 
and traditions from around the 
world. Bonding over similarities 
and differences can help you to 
become a global citizen, abandon-
ing prejudices or an ethnocentric 
world view—something that is 
increasingly valuable in 2017. A 
diverse set of colleagues can be 
professionally enriching too—ex-
posing one  to new skills and ap-
proaches to work, and develop-
ing an international network that 
can take one’s career in exciting 
new directions or abroad. 

Fourth, A multicultural work-
force can give an organization an 
important edge when expand-
ing into new markets. Often, a 

utmost care should be taken to 
convey the same meaning. Even 
brand taglines can get badly lost 
in translation. A frequently cited 
example is from KFC in China, 
whose chicken was marketed as 
so tasty, you’ll “eat your fingers 
off!” (A poor translation of their 
brand tagline, “Finger lickin’ 
good.”) It’s always better to Trans 
create and have quality transla-
tion rather than just Translate 
word to word.
Appreciating Cultural Values: 
Communication problems often 
emerge from basic differences 
in values between cultures. For 
example, Latin American, Asian 
and Mediterranean cultures often 
communicate as much through 
facial expression and tone of 
voice as through words. On the 
other hand, English-speaking and 
Germanic cultures normally state 
the intended meaning explicitly. 
Another difference among cul-
tures is the importance of emo-
tion. For example, Japan and the 
U.K. avoid the outward show of 
feelings, while the United States, 
France and Italy accept a stronger 
show of emotions, even in busi-
ness. Similar differences can be 
seen in the cultures of Rajasthan 
and North Eastern States of India. 
Colleagues from different cul-
tures can also bring with them 
different workplace attitudes, 
values, behaviours, and etiquette. 
While these can be enriching and 
even beneficial in a diverse pro-
fessional environment, they can 
also cause misunderstandings or 
ill feelings among team members.  
Therefore, in an organisation of 
pan India nature, employees are 
to be handled accordingly and 
they should be told to follow 
the “Organisational Culture”.  

Successful organizations create 
a culture of awareness that in-
spires employees to respect one 
another through diversity train-
ing. This mutual understanding 
among managers and employees 
encourages new ideas, different 
perspectives and collaboration, 
making all the difference within 
an organization.

The Benefits
Culturally diverse environment, 

Most of the organisations 

have a centralised 

communication group 

from where they churn 

out communications 

for customers as well as 

internal stake holders. 

Some organisations 

have  decentralised 

communications groups 

looking after a particular 

region or zone.  Though 

better than the  centralised 

system, this regional system 

also has its own limitations 

as the zone may have 

further segmentations. Such 

groups also resort to shared 

and local adaptation which 

may not be as effective as it 

was intended to.
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together.  Such an understand-
ing will help the organisation to 
organise counselling sessions. In 
any organization, teamwork is es-
sential for success and profitabil-
ity. However, in some cultures, 
employees are treated differently 
based on their rank within the 
organization. Diversity training 
in the workplace should account 
for negotiation tactics among dif-
ferent cultures.  A lack of cultural 
awareness can result in a discon-
nected workforce and leave some 
employees feeling left out and 
unrecognized. 
Most of the organisations have 
a centralised communication 
group from where they churn 
out communications for cus-
tomers as well as internal stake 
holders. Some organisation have  
decentralised communications 
groups looking after a particular 
region or zone.  Though better 
than the  centralised system, this 
regional system also has its own 
limitations as the zone may have 
further segmentations. Such 
groups also resort to shared and 
local adaptation which may not 
be as effective as it was intended 
to. Market-specific knowledge 

and insight is invaluable when 
it comes to imagery and design. 
What might work well on a bill-
board for a British company, 
might fail or, at worst, offend else-
where. A memorable McDonalds 
print ad in Finland may have 
been considered clever locally, 
but it was seen as confusing and 
even grotesque by foreign audi-
ences.  Therefore, it’s time now 
to move towards “Co-Creation” 
with regional and local affiliates. 
Although this process can be time 
consuming, it allows the practi-
tioners to ensure communications 
resonate with unique audiences 
in each market.  The process of 
co-creation, with cross - cultural 
understanding, along with local 
market knowledge lends itself the 
production of more effective mar-
keting strategy and materials. For 
example, high quality and cultur-
ally sensitive translations of web-
sites, brochures, and other assets 
are essential, which will be more 
effective with the inputs by a lo-
cal person. Co-creation can also 
be leveraged for successful inter-
nal communications by aligning 
it with company’s strategic mis-
sion, vision and values. Efforts 
are also to be made to prioritize 
relevant universal initiatives that 
can be leveraged across the busi-
ness and also evaluate relevant 
local issues.

It must be kept in mind that com-
munication alone is not the solu-
tion, but is a part of the solution. 
Leaders are the main communi-
cation agents who promote trust 
within the company. They should 
work towards helping employees 
internalise the company culture 
and values.

product or service needs to be 
adapted to succeed in the lo-
cal market. Understanding local 
laws, regulations, and customs, 
as well as the competitive land-
scape, can help a business to 
thrive. Moreover, local connec-
tions, native language skills, and 
cultural understanding can boost 
international business develop-
ment exponentially.

The Job of Communicator
In an organisation with multicul-
tural work force and business op-
erations in diverse geographical 
and cultural territory, the commu-
nicator’s job becomes important 
and challenging. While the major 
barriers of Communication across 
Cultures are broadly known, the 
job of the Communicator in an 
organisation is to identify the 
“Not So Subtle” differences and 
put on the table for discussions. 
These may be differences like 
Punctuality, Ways of Greeting, 
Eating Habits, Relationship with 
Customers, Music etc. It is also 
the duty of the communicator to 
understand the underlying preju-
dices between cultures, which 
make them less inclined to work 
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application and embedded soft-
ware solutions. 
Post 2002, private participation in 
the Defence business was allowed 
by the Government and FDI poli-
cies were relaxed. Hence, a lot of 
foreign Defence companies set 
up their businesses in India and 
started offering their products 
and systems directly to the end 
customers in competition with 
BEL. This encouraged the coun-
try’s big industrial houses to en-
ter Defence business by making 
investments in infrastructure and 
also establishing Joint Ventures/ 
technology tie-ups with major 
foreign Defence OEMs.
Encouraged by large Defence 
budgets announced by the Gove-
rnment year after year, a large 
number of small businesses also 
mushroomed which had spe-
cialised services to offer, may it 
be in the field of specific design 
of a sub-system, mass manufac-
turing of electronic sub-systems 
at economical rates, specialised 
software development, etc. This 
gave rise to another set of play-
ers in the Defence business called 
MSMEs and start-ups who also 
started looking for their share of 
the Defence pie.
As a result of the above 

developments post 2002, compe-
tition increased for BEL and the 
road to success became tough 
and challenging. The number of 
projects offered to BEL on Single 
Vendor Basis decreased and BEL 
now has to compete with both big 
Defence companies from India 
and abroad for large projects as 
well as small companies to get 
outsourcing / offset business.
Thus, with the Defence market 
being cluttered, the need is now 
felt to increase awareness of BEL’s 
products and systems, design, 
development and manufactur-
ing capabilities to its customers 
through effective advertising and 
brand promotion. 

PR and Corporate 
Communication activities 
at BEL
BEL had set up its Public Relations 
Department under the admin-
istrative control of Corporate 
Office in the year 1975-76. Most of 
the activities at that time were re-
lated to co-ordination of placing 
BEL’s advertisements in newspa-
pers for recruitment or purchase, 
publication of the in-house maga-
zine called “Electronica” which 
was distributed to all employees 
of the company, procurement 

Bharat Electronics Limited 
is a premier Defence elec-
tronics company in the 

country manufacturing a wide 
range of products and systems 
for the Indian Defence forces. 
Established in 1954 under the 
Ministry of Defence, Government 
of India, it has grown manifold 
since then and is today one of 
the most respected players in the 
Defence industry of India. In ad-
dition to catering to the require-
ments of Indian Defence forces, 
Paramilitary forces and some 
non-defence establishments like 
Election Commission of India, 
Meteorological Department, IS-
RO and State Governments, there 
is also a major focus on exports of 
its products, systems and services 
to a large number of countries all 
across the globe.

Before the introduction of Defence 
Procurement Policy (DPP) by the 
Government of India in 2002, BEL 
was the only major supplier of 
products and systems to Indian 
Army, Indian Navy, Indian Air 
Force, Police and Paramilitary 
forces in the electronics field, be 
it Radars, Communication equip-
ment, Electronic Warfare systems, 
Night Vision Devices, Network 
Centric Systems and specialised 

Ashish Kansal
Sr. DGM (CC), BEL

BEL’s PR and Corporate 
Communications 
Activities
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Department has come out with 
many films on its products, man-
ufacturing and Quality Assurance 
facilities which are played at all 
important events like exhibitions, 
visits of Raksha Mantri or other 
senior Defence officials. Setting 
up BEL stalls based on latest de-
signs is another means adopted 
to build Brand BEL and generate 
business leads for the company. 
Images and videos shot during 
the last 5 decades of company’s 
existence have been stored as a 
digital archive, which is used in 
presentations on the history of 
BEL or development of Coffee 
Table Books on BEL. 
With the concurrence of Mana-
gement, interactions with the 
media have increased many fold 
compared to earlier years. BEL is 
a lot in the news now and at the 
same time, participation by me-
dia in BEL’s press interactions and 
annual press meet has increased. 
This has helped BEL’s news to be 
covered not only in Bangalore 
but across all major publications 
being published from all over 
the country. Quarterly as well 
as annual business results of the 
company are published in all 
major business newspapers and 
magazines. In order to expand 
the reach of the company, efforts 
are being made by Corporate 
Communication Department to 
place more advertisements and 
also in those magazines which are 
read not only by the stakeholders 
in Delhi or Bangalore, but also by 
those in smaller B and C class cit-
ies and towns. Hence, these days 
more number of magazines and 
souvenirs carry BEL’s advertise-
ments than earlier.
BEL’s quarterly in-house maga-
zine Electronica continues to be 
published in three languages- 
English, Hindi and Kannada 

and presenting of mementos as 
a mark of goodwill to customer 
representatives and important 
visitors. Press interactions were 
arranged by the PR Department 
to announce major achievements 
by the company. BEL also spon-
sored customer events and car-
ried out branding activities by 
displaying banners and posters at 
the event site.  

The role of PR Department has 
become much more important 
now that the need for large scale 
publicity has been felt with the in-
crease in competition from small 
and big players in the Defence 
business. Going digital is the or-
der of the day. BEL has done ex-
actly that by opening its Facebook 
page and a Twitter handle of its 
CMD. In addition to issuing Press 
Releases, the details of the event 
are published on digital plat-
forms instantly. The Facebook 
page of BEL and CMD’s Twitter 
handle is managed by the Head of 
the Corporate Communications 
Department. 

BEL’s website (www.bel-india.
com) in English and Hindi is a 
major tool used by the company 
in disseminating information to 
all its customer and stakeholders. 
All the latest information about 
the activities of the company are 
published on its website in com-
pliance with SEBI and other statu-
tory obligations. Foreign customer 
benefit a lot from the information 
that is made available on BEL’s 
website and thus, the website 
acts as a major export business 
lead generator for the company.

In addition to advertising and 
developing brand image of BEL 
through hoardings, other tools 
are also used to increase aware-
ness about the company among 
its stakeholders. 

BEL is setting up Display Halls 
at all its manufacturing plants 
and also customer premises at 
its own cost. These state-of-the-
art Display Halls with modern 
audio-video facilities and display 
stations help BEL showcase its 
wide product portfolio through 
actual products or through 
visuals. 
The Corporate Communication 

Before the introduction 

of Defence Procurement 

Policy (DPP) by the 

Government of India 

in 2002, BEL was the 

only major supplier of 

products and systems 

to Indian Army, Indian 

Navy, Indian Air Force, 

Police and Paramilitary 

forces in the electronics 

field, may it be Radars, 

Communication 

equipment, Electronic 

Warfare systems, Night 

Vision Devices, Network 

Centric Systems and 

specialised application 

and embedded software 

solutions.  Post 2002, 

private participation in 

the Defence business 

was allowed by the 

Government and FDI 

policies were relaxed.
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Change is the only constant and 
that is the mantra followed by 
the able, young and talented 
Corporate Communication team 
at BEL. Efforts are made to im-
provise on all the PR activities 
carried out so that the activities 
do not become mundane. New 
advertisements, change in the 
look and feel of old advertise-
ments for print and OOH media, 
development of a new Coffee 
Table Book on all ex CMDs of 
BEL, enhancing coverage and 
presence of BEL PAN India are 
some of the new initiatives be-
ing planned by the Corporate 
Communications team at BEL.

and is distributed to all the em-
ployees, ex-employees and cus-
tomer organisations for their ap-
preciation of the growth of the 
company in all spheres of busi-
ness. Pictorial inputs are also 
provided by the CC Department 
to the Secretariat responsible for 
publishing Annual Report of the 
company.
Development of various collat-
erals like diaries, greeting cards, 
planners, product leaflets, pre-
sentations and articles on BEL is 
done regularly. New designs and 
new themes are chosen every year 
for making these collaterals more 
interesting and appealing. A new 
concept of conducting quiz for 
engineering colleges in Bangalore 
was started about 3 years back. 
Every year since then, a quiz is 
conducted among the engineer-
ing students from colleges locat-
ed in and around Bangalore and 
a rolling shield is awarded. 
Due publicity is also given to 
various CSR activities that BEL is 
engaged in. At places, media cov-
erage has also been organised so 
that the information about the fa-
cilities being set up by the compa-
ny is made known to all sections 
of the society and they can benefit 

from the same.
The quality and type of memen-
tos being made and presented to 
the visiting dignitaries has im-
proved which brings in greater 
goodwill and acceptance of BEL 
as a partner to the customer or-
ganisation. BEL also participates 
in various awards instituted by 
media houses and other organ-
isations. Award nominations for 
excellence in business, corpo-
rate governance, HR practises, 
Exports, environmental sustain-
ability, CSR activities etc. are sub-
mitted by CC department and ev-
ery year, around 8-9 awards are 
won by BEL.
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India is at the forefront of the 
digital revolution that is hap-
pening today. Number of 

Indians online has been rapidly 
increasing. Much of this rise has 
been through mobiles, with the 
availability of cheap handsets 
and better internet connectivity. 
As more and more Indians access 
the internet, the battle for a share 
of their mind space has begun.

To gain a share of the pie, Digital 
Ad Spends by brands have been 
steadily rising, with more and 
more companies focusing on 
making digital an integral part of 
their marketing strategy.

In view of these changes, HPCL 
has been actively utilising Digital 
Media tools available to pro-
mote its brand, products and ser-
vices. In this article, we look at 
the various steps that have been 
taken by HPCL towards promot-
ing its brand on Social Media in 
particular.

Objectives: The intent 
behind entering the Social 
Media space was as given 
below:
1. Establishing a New Marketing 

Medium: Digital Media espe-
cially Social Media was found 
as a useful tool to help us build 

a new, robust marketing chan-
nel for our products and ser-
vices. Considering ours is a 
customer facing business, it 
was key to helping us, market 
our products to an increasingly 
digital savvy customer.

2. Customer Relationship Man-
agement: Social media was 
found to be very useful in es-
tablishing a channel for swift 
and effective grievance re-
dressal.Additionally, it was 
found as an effective medium 
for addressing customer que-
ries and creating customer de-
light in addition to keeping in 
sync with evolving customer 
attitudes & behaviour.

3. Innovative Mindset: When 
Business Models are changing 
by the day, it is imperative to 
be prepared for ‘disruptions’ 
within the industry and outside 
it. A key channel for disruption 
is digital and therefore, it was 
imperative to build our pres-
ence on it.

Opportunities and 
Challenges
Before we initiated our presence 
on social media, we researched 
extensively on the Effective 
and Non Effective Use of Social 

Media. This exercise was done to 
find out the best ways to leverage 
the medium and build a robust 
presence. 
One realisation was that while 
digital media has brought in im-
mense opportunities for brand 
communication, it has also be-
come a cause of much distress 
for brands. An unfavourable post 
can have a spiralling impact on 
brand image. 
It is, therefore, of paramount im-
portance to be careful while initi-
ating a presence on Social Media.

Digital Media Platforms 
Used:
Taking the above into consider-
ation, we narrowed down on the 
various avenues available which 
could be leveraged to build our 
presence on Social Media. 
The key platforms used for pro-
motions on Social Media are as 
below:
• Twitter: https://www.twitter.

com/hpcl | Followers ~ 200000

• Facebook: https://www.face-
book.com/hpcl74 | Followers ~ 
20000

• Instagram:  https://www.insta-
gram.com/hpcl74 | Followers ~ 
700

Abhisar Pallav Gaur
Officer, PR &CC, HPCL

Managing Social Media 
Platforms:
A Case Study Pertaining to HPCL
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Communication Strategy
Target Audience: Ours is a vast 
organization. The audience for 
Social Media for us therefore, 
also is very diverse. It consists 
of Government, Government 
Departments, Ministries, Sen-
ior Management, Dealers & 
Distributors, Employees, Cust-
omers/Consumers, Potential 
Employees/Student fraterni-
ty, Media/Journalists, NGOs/
Industrial bodies, all other stake-
holders and general audience.
Goals: Our Social Media Strategy 
aims to showcase HPCL as a re-
sponsive, customer oriented, cus-
tomer friendly and responsible 
organisation by:
• Creating regular content which 

prominently features HPCL’s 
business: This includes prod-
ucts, schemes, customer centric 
initiatives, social commitment 
and sustainability initiatives.

• Showcasing relevant Citizen 
centric schemes and initiatives 
of the Government and role 
played by HPCL therein.

• Promptly addressing queries 
and grievances and seeking 
suggestions and feedback.

Content Generation: For this 
purpose, various content buckets 
were defined as given below, each 
one catering to a respective seg-
ment of our target audience:
• Government/ Relevant Mini-

stries: This comprises of con-
tent pertaining to various 
schemes and programs includ-
ing Government Schemes like 
Swachh Bharat/Digital India/
Skill India/Make in India 
and special focus on schemes 
of Ministry of Petroleum & 
Natural Gas like Pradhan 
MantriUjjwalaYojana/PAHAL/
Giveitup

• Senior Management: Various 
Project Launches and Key 
Information from inside and 
outside the company

• Employees: Company News, 
Success Stories/Awards, Event 
Coverage such as Foundation 
Day, Independence Day, etc.

• Customers: Advertising 
Content, Product or Service 
Tips (Proper use of Engine Oils, 
Branded Fuels), Brand Launch/ 
Brand Refresh, Ongoing 
Schemes/ Discounts/ Loyalty 
Programs

• Potential Employees/ Student 

Fraternity: Life at HPCL, 
Offices, People, Recruitment 
Notifications

• NGOs/Industrial Bodies: CSR 
Initiatives and Sponsorships/
Associations

• Media/Investors: Financial 
results, News and updates in-
cluding new developments for 
HPCL’s business, Sustainability 
Initiatives

• Other Stakeholders: Public 
Notifications

• General Audience: Compe-
titions/ Contests, Tips/ Trivia 
on product or service usage, 
Awards won, Best wishes on 
Festivals, Safety Initiatives/
Tips, Q&Q, This day in HPCL 
history, Field Videos/Images 
from Refineries, Depots, 
Magazines/ Brochures

Establishing Content Teams: Co-
nsidering the size of the organi-
zation, it was important for us to 
set up content to streamline pro-
cess for creating and sharing new 
posts on our Social Media assets. 
The role of the content teams is as 

given below:

• Identify newsworthy items 
within department 

• Monitor and collect such news 
items on a regular basis 

• Convert department news into 
formats that are interesting and 
suitable for social media usage

• Editing content, to make it 
informative, interactive and 
factual

• Intra-department vetting/
approvals

• Sharing content regularly

• Setting up intra-deptt. systems 
for smooth content flow

India is at the forefront 

of the digital revolution 

that is happening today. 

Number of Indians online 

has been rapidly increasing. 

Much of this rise has been 

through mobiles, with 

the availability of cheap 

handsets and better 

internet connectivity. As 

more and more Indians 

access the internet, the 

battle for a share of their 

mind space has begun. 

To gain a share of the 

pie, Digital Ad Spends by 

brands have been steadily 

rising, with more and more 

companies focusing on 

making digital an integral 

part of their marketing 

strategy.



63Kaleidoscope November - December, 2017

Establishing Grievance Redre-
ssal Teams: The grievance teams 
primarily assist us in streamlin-
ing the process for tracking, rout-
ing, coordination and resolution 
of grievances. 
The role of the grievance redressal-
teams is as given below:
• Sourcing of grievance details 

from the platforms

• Sharing the grievance with re-
sponsible officers, coordinat-
ing with them and closing the 
grievance as per set timelines

• Closing the grievance on the 
platforms

Samples of Grievances Resolved
Since initiating our presence on Social Media, HPCL grievance teams 
have resolved hundreds of grievances on Social Media. Our customers 
have been delighted by the resolutions provided, and the testimoni-
als from customer speak volumes for the service provided by our on 
ground support teams.

Samples of Content Posted:
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In Practice – Resolution of a Grievance
Given here is an example of how a grievance has been resolved by us successfully to complete satisfaction 
of our customer:

brands need to constantly be in 
touch with the developments in 
the field and take necessary steps 
to benefit from it.

Impact/Learning
Given below are some of the 
learnings that we have had over 
the past few years with an active 
presence on Social Media:
• Social Media has become a new 

medium to conveying real time 
information to our stakehold-
ers including employees, cus-
tomers; news media and public 
at large

• Social Media has proved as an 
effective channel to market our 
products and services

• Social Media has proven to 
be useful in ensuring cus-
tomer delight through prompt 

redressal of their queries and 
grievances

• Social Media has helped us de-
velop a digital mindset within 
our organisation with active 
participation and interest with-
in the organisation

Conclusion
The past few years have brought 
in a lot of developments for us 
with regards to Social Media. 
Starting with small steps, we 
have also taken some big leaps to 
improve our Social Media pres-
ence. The future is exciting with 
the Social Media accounts gain-
ing more and more credibility 
and visibility. It is for us to fur-
ther build on the opportunities 
presented by the channel so as to 
be prepared as a future ready, in-
novation driven Corporation.

Emerging Trends in Social 
Media
Going forward, we see the below as 
the major emerging trends in Social 
Media:
• Video & Live Streaming
• Social Shopping, personalized 

e-commerce
• Voice Command for regular 

tasks
• Augmented Reality/ Virtual 

Reality
• Internet of Things: Wearable 

that track your habits.
• Customized Experiences 

through Big Data obtained 
from individuals

The field of Digital Media is a 
very dynamic one. What is rel-
evant today might not be of any 
importance tomorrow. Therefore, 
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the policies and procedures of 
an individual or an organisa-
tion with the public interest and 
executes a programme of action 
to earn understanding, good-
will and acceptance. Corporate 
Communication is nothing else 
but Public Relations focused to-
wards a corporate organisations 
and its vivid stakeholders.

Moving from Information 
to Communication
The rapid advancements in the 
field of Information, Commu-
nication and Entertainment Tech-
nologies have also let its mark 
on the government, public sec-
tor and their communication. 
Greater and effective accessibility 
of government information has 
become need of the hour. These 
changes have given rise to a new 
society based on knowledge. This 
has resulted in unprecedented 
competition  in business . But at 
the same time this competition 
offers  new avenues of develop-
ment, employment, productivity, 
efficiency, and enhanced factors 
of economic growth.
In this environment of threats 
and opportunities not only the 
business organizations but even 

the conventional government de-
partments have started realizing 
that unless they are the best they 
will not sustain. They will have 
to work on two-way communi-
cation, understanding the aspi-
rations and expectations of the 
other side.

Public Relations – Building 
foundation of Trust
The nature of the Public Relations 
functions is very interesting and 
works on the following lines:
• To define the social objectives 

of  the company.

• To research what maladjust-
ments are there between the 
corporate objectives and the 
various elements in our soci-
ety on which the company is 
dependent. These maladjust-
ments may be distortions in 
the mind of the public that are 
due to misinformation, igno-
rance or apathy or they may be 
distortions that are due to un-
sound actions on the part of the 
company.

• Helping the organisation in 
framing the policies and actions 
more acceptable to the stake-
holders and the society.

Trust today is the overrid-
ing concern across the 
world be it international 

relations, basics of democracy, 
effective governance, business or 
even our private lives. In the past 
10-15 years there has been rapid 
deterioration in value and trust in 
spite of the fact that when a na-
tion, society or business supports 
higher levels of trust, prosperity 
and greater results are guaran-
teed. When global companies 
are spreading wings to explore 
new constituencies, it is the trust 
which is the most important asset 
for any organization to sustain.
Trust is build-up with right image 
and display of ethical behaviour. 
Trust can be built when compa-
ny’s actions are aligned with com-
pany’s responsibilities towards 
various stakeholders. First condi-
tion to build trust is to‘ do what 
you say; and say what you do !‘. 
Don’t lie, don’t steal, don’t cheat, 
and tell truth.
Public Relations practice is the 
management of communica-
tions between an organisation 
and its publics  to create bridges 
of trust. Public Relations or the 
Corporate Communications eval-
uates public attitudes, identifies 

Dr Ajit Pathak
National President, PRSI

Ex. GM (I/C) CC, Admn. & 
Welfare IOCL

Can we build Trust ?

65KaleidOscope November - December, 2017



66   KaleidOscope November - December, 2017

looks at both the short term and 
the long-term developments. The 
third skill needed is communica-
tion because unless the leader is 
effective in communicating, he 
will not be able to succeed.

Conventional methods of busi-
ness are no longer valid today. 
Thinking has to be strategic. 
Strategic management is con-
cerned with policy decisions af-
fecting the entire organization, 
the over all objective being to po-
sition the organization deal effec-
tively with its environment.

Strategic thinking involves gath-
ering information, formulating 
ideas and planning action. Today 
need of the hour is to have public 
relations of the company to be in 
line with its corporate objectives 
and goals.

Chief executive has to be an ex-
cellent communicator in order to 
influence internal as well as ex-
ternal audience. Right leadership 
builds systems or transforms old 
ones.

When an organization aims to 
implement high stake strategies 
they need to be moving ahead 
of times. Challenges are growing 
faster than their skills. Ideally, the 
Chief Executive should be ready 
to speak to the stakeholders in all 
weathers, particularly when it is 
crisis situation.

When the organization feels shy 
in responding in a crisis situa-
tion, media looks for feedback 
from other sources, which are 
not reliable. In the process orga-
nization loses an opportunity to 
put-forth their version. It is truly 
said that it is only known in a cri-
sis situation, whether Corporate 
Communication exists in the or-
ganization. How an organization 
deals with the crisis decides fate 

• Suggesting ways and means 
to the management by which 
their policies, actions, products 
or services could be made more 
saleable to the public.

• Helping the organization im-
prove its products, quality and 
services.

• Promoting a culture of 
excellence.

• Working as eyes and ears of the 
management to guide and ad-
vise on issues of transparency 
and ethics.

• Not allowing any situation 
within the organization or out-
side, where trust of any of the 
stakeholder is shaken.

• Work as the watchdog of orga-
nizational image.

While understanding the concept 
of Public Relations, we need to 
keep in mind the following facts:
• It is not a barrier between the 

truth and the public.

• It is not propaganda to impose 
a point of view regardless of 
the truth, ethics and the public 
good.

• It is not publicity aimed to 
achieve sales; although public 

relations activities greatly help 
to sales and marketing efforts.

• It has nothing to do with stunts 
or gimmicks to dramatically 
draw the public attention. 
These gimmicks may work oc-
casionally but cannot be used 
as a matter of practice.

• It cannot be termed as unpaid 
advertising.

• Although media management 
is very important part of most 
public relations programmes, it 
is not merely press-relations.

The Leadership matters
Chairman/Managing Director is 
the first person responsible for 
the image of the organization 
in spite of the fact that every 
employee works as the brand 
ambassador and the basic re-
sponsibility to guard the right 
image lies with the Corporate 
Communications head.

There are however certain impor-
tant eternal values which every 
leader has to nurture. The first 
is absolute integrity. If a leader 
does not have integrity, he can-
not have credibility. The second 
is the capacity to develop a vision 
and, if necessary, a vision which 
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When an organization 

aims to implement high 

stake strategies they 

need to be moving ahead 

of times. Challenges 

are growing faster than 

their skills. Ideally, the 

Chief Executive should 

be ready to speak to the 

stakeholders in all weath-

ers, particularly when it 

is crisis situation. When 

the organization feels shy 

in responding in a crisis 

situation, media looks 

for feedback from other 

sources, which are not 

reliable. In the process 

organization loses an 

opportunity to put-forth 

their version.

The Government decision to in-
troduce this bill in the Parliament 
was welcomed and a few sug-
gestions to further improve the 
bill were made. The Right to 
Information was finally approved 
by the Indian Parliament in 2005 
and received the assent of the 
President on the 15th June, 2005.
India is moving on the Express 

Way of progress and develop-
ment.The government and the 
PSUs can  accelerate this eco-
nomic development by creating 
the feeling of ‘values’, ‘trust’ and 
‘transparancy’ in governance and 
the business. A nation’s economic 
well-being is insulated by the 
high level of trust inherent in the 
society. To capture the gains of 
economic activities and to attract 
investment in the country there is 
an urgent need to ensure trust in 
the minds and hearts of the pub-
lic, investors, stakeholders and 
the employees.

It is the public relations of the 
government or a corporate organ-
isation which can help the system 
articulate a set of ethical prin-
ciples that are closely connected 
to their core values supported by 
deep management commitment. 
Public relations has to make all 
out efforts to see that the light 
of awareness about the public’s 
right to information reaches ev-
ery corner. It is not an easy task 
to make the authoritative bureau-
cracy, a committed, transparent 
and accountable public service. 
But, as we know that public rela-
tions is a sustained effort to build 
public opinion, a well planned 
and meaningful public relations 
exercise will help in creating the 
culture of ‘information sharing’ to 
empower the public at large.

Public Relations 
can help RTI
• by creating awareness in the or-

ganisation about the need and 
urgency of total commitment 
for RTI,

• by helping the management 
and the PIOs to develop sys-
tems for compilation of in-
formation, including use of 
technology,

of the company in days ahead !

Right to Information – Take 
it as an opportunity
It is a known fact that  the greater 
is the access of the citizens to in-
formation, the greater is respon-
siveness of the  government to the 
community needs. Governance 
of  restrictions gives birth to the  
feelings of ‘powerlessness’ and 
‘alienation’ as we all know that  
without information, people 
cannot adequately exercise their 
rights as citizens or make in-
formed choices.
The poor flow of information is 
compounded by two factors: low 
levels of literacy and the absence 
of effective communication tools 
and processes. The rapid growth 
of information technology is now 
enabling the government to facili-
tate citizen’s access to information 
irrespective of the barriers of gen-
der, distance, class, etc. While we 
give due to the educated masses 
in terms of right of information 
we also need to think of inno-
vative and traditional means to 
reach the unprivileged and under 
educated citizens.
With a view to provide freedom 
to every citizen to secure access 
to information under the control 
of public authorities, consistent 
with public, in order to promote 
openness, transparency and ac-
countability and in relation to 
matters connected therewith or 
incidental thereto, the Freedom 
of Information Bill - 2000 was 
proposed. A meeting to discuss 
the above bill was organised in 
Delhi on 20th Feb. 2000 by the 
Press Council of India along with 
the Press Institute of India, the 
National Campaign for people’s 
Right to Information and the 
Forum for Right to Information. 
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industrial relations. To most peo-
ple and to most of the management 
establishment, it is nothing more 
than a mere publicityPublic 
Relations is ninety per cent do-
ing well and ten per cent talk-
ing about it. Good managements 
have to value honest public rela-
tions. Their Public Relations also 
ensure that companies are really 
doing good work and contribute 
to the economic progress of the 
nation as a whole, before the em-
bark on any activity of commu-
nications on behalf of their own 
organisation.

Corporate Communications of 
PSUs are backed by excellent per-
formance over the years, giving 
boost to the economy event in dif-
ficult times. Latest figures (avail-
able for 2015-16) justify the fact :

Corporate Communications – 
Let us tighten our belts
Time has come when Corporate Communications will have to use their 
knowledge, expertise , skills and out -of –box ideas to strengthen their 
organisations. Communications have to be creativity-coated to attract 
the stakeholders and win their concurrence to move to the next level. 
This will lead to a new public perception of corporate leadership. It is 
highly recommended that the head of PR/ corporate Communications 
report to the CEO and have access to the board of directors in order to 
provide the broad perspective needed to balance conflicting interests.

• by informing the public about 
the system and people respon-
sible for sharing the informa-
tion; and

• by providing valuable feed-
back to the organisation on 
the working of RTI within the 
organisation.

Readiness to be open about the 
organization will not only help 
them earn trust but will also give 
them an advantage to put things 
in right perspective and docu-
mented, adding value to improve 
organizational Excellence.

Company’s Performance 
Matters
Public Relations as a tool of 
management gets strengthened 
by good performance of the or-
ganisation for which it works. 
But then it cannot be a sub-
stitute for good performance. 
No amount of Public Relations 
or publicity can create positive 
image and favourable atmo-
sphere for an organisation which 

does not have good produc-
tion, reasonable profit, appre-
ciable work-culture, and healthy 

Rs. in Lakh Crore  Rs. in Lakh Crore  

Investment 11.72

Turnover   18.55

Net Profit  1.15

Reserves & Surplus 7.96

Net worth  10.20

Contribution to Central Exchequer  2.78 

Foreign Exchange Earnings 0.77

Martket Capitalization of 46 Listed PSEs 11.06

Employment 12.34 Lakh
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Inaugurating the programme, 
Mr. Ajit Kumar Seth, former 
Chairman, PESB said that 

Corporate Governance has taken 
centre stage and engaging them 
proactively with stakeholders has 
become important. Talking about 
the role of Board, Mr. Seth said 
that nurturing consistent corpo-
rate culture based on human cap-
ital remains supreme. 

Mr. Ved Prakash, Chairman, 
SCOPE and CMD, MMTC in his 
address said that the Government 

has introduced revolutionary 
schemes such as GST, Digital 
India etc. and India surely would 
be at the forefront of the world 
economy. Talking about the role 
of PSEs, Chairman, SCOPE add-
ed that PSEs would continue their 
significant role in implementing 
and promoting the Government’s 
policies. 

The Guest of Honour, Dr. 
Madhukar Gupta, Additional 
Secretary, DPE in his special ad-
dress said that role of private 

sector is mainly making profit, 
but PSEs have twin role of mar-
ginal profit and corporate social 
responsibility. Dr. Gupta compli-
mented SCOPE for organizing 
the programme. 

Dr. U. D. Choubey, Director 
General, SCOPE in his welcome 
address said that post-recession 
has resulted in consolidation of 
sovereign holding of the capital. 
State assets have increased world-
wide. DG, SCOPE added that 
there is a need for the developing 

15th Training Program on Corporate Governance
SCOPE for effective Corporate Governance 
in Public Sector

SCOPE conducted the 
15th Training Program 
on Corporate Governance 
on the theme ‘Effective 
Directors for Sustainable 
Competitiveness’ which 
was inaugurated by                 
Mr. Ajit Kumar Seth, IAS 
(Retd), former Chairman, 
Public Enterprises 
Selection Board (PESB) 
and former Cabinet 
Secretary. Dr. Madhukar 
Gupta, IAS, Additional 
Secretary, DPE as Guest 
of Honour delivered the 
special address. Mr. Ved Prakash, Chairman, SCOPE & CMD, MMTC, Dr. U.D. Choubey, 
Director General, SCOPE and lead resource persons Prof. (Dr.), Y.R.K. Reddy and Mr. Peter 
Greenwood also addressed in the inaugural session.

Mr. Ajit Kumar Seth, IAS (Retd), former Chairman, PESB(3rd from 
Left),  (to his left), Dr. Madhukar Gupta, IAS, Additional Secretary, DPE, 
Prof. Y. R. K. Reddy, Lead Resource Person and Mr. Peter Greenwood, 
International Resource Person (to his right) Mr. Ved Prakash, Chairman, 
SCOPE & CMD, MMTC, Dr. U. D. Choubey, Director General, SCOPE during 
the inaugural session.
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addressed by Mr. Greenwood 
and Professor (Dr.) Reddy.
Professor (Dr.) Reddy addressed 
the first session on Day Two 
and spoke at length on ‘Key 
Competencies for Effective 
Directors – Focus on Strategy, 
Risk and Board Dynamics’.Mr. 
Damandeep Singh, Director, CDP 
India addressed the second ses-
sion on Day Two on ‘SDG and CSR 
– Integration Strategies in Practice 
for Sustainable Competitiveness’. 
Former Secretary, Institute of 
Company Secretaries of India, 
CS N.K. Jain briefed the par-
ticipants about the Legal Duties 
& Liabilities of Directors and 
Safeguardsincluding compliance 
with Secretarial Standards.
In the concluding session, Prof.
(Dr.) Reddy and Mr. Greenwood 
summed up the two-day techni-
cal sessions and also made con-
cluding observations. Certificate 
of participation was also distrib-
uted among the participants.  
The training program was at-
tended by large number of CEOs 
and Directors of Public Sector 
Enterprises.

competency of Directors so as 
to have cohesiveness in deci-
sion making process, based on 
best practices in Corporate 
Governance. Dr. Choubey 
emphasized the need of 
independent Board under one 
entity in Sovereign Holding 
Company. 

Post-inaugural session, Prof.
(Dr.)Y.R.K. Reddy conduct-
ed a session on ‘Corporate 
Governance & Public Enterprises:  
Key Developments & “The 

Business Case”, while Mr. Peter 
Greenwood was the Moderator 
for the session. The third tech-
nical session was addressed 
by Mr.  Anand Singh Bhal, 
Economic Advisor, Department 
of Public Enterprises, who spoke 
on ‘Government Guidelines 
on Corporate Governance and 
Independent Directors’.

Day One ended with a session 
on ‘International Best Practices 
for Strategic Boards & Effective 
Directors’ which was jointly 

Group Photograph Session with the participants.

Participants during the Corporate Governance Program.

SCOPE News
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Corporate Communication 
(CC) has forged itself as 
an intrinsic part of an or-

ganization.  From brand & image 
building to connecting its stake-
holders, Organizations rely heav-
ily on Corporate Communication.
Realizing the importance of 
Corporate Communication/
Public Relation, Standing 
Conference of Public Enterprises 
(SCOPE) came up with SCOPE 
Corporate Communication 
Excellence Awards in the year 
2016. In its second edition, this 
year, the level of evaluation was 
enhanced in order to bring more 
transparency, objectivity and also 
to create an ethical standard, in-
stituted two tier evaluation of 
the entries received from Public 
Sector Enterprises (PSEs) across 
India. 
The 119 entries from 38 Public 
Sector Companies had to go 
through a tough & objective 
evaluation process during the 

Preliminary Evaluation 
Process
Jury Members:
• Dr. Anand Pradhan, Associate 

Professor, IIMC, New Delhi 

• Mr. Shishir Sinha, Business 
Editor, ABP News

• Mr. Sameer Kapur, Sr. Vice 
President, AdFactors

• Dr. Ajit Pathak, President, PRSI 
(CC Summit Facilitator)

• Mr. P. K. Sinha, SCOPE (CC 
Summit and CC Excellence 
Awards Facilitator)

Final Evaluation Process
Jury Members:
• Mr. Bimal Julka, IAS, 

Information Commissioner: 
Former Secretary, I&B, GoI-
Chairman, Jury Committee 

• Prof. Vishwa Mohan  Bansal, 
Chairman, New Delhi Institute 
of Management – Member

Preliminary Evaluation. Post 
Preliminary Screening, the en-
tries again had to stand the ex-
pectations of Final Jury Members. 
Both, the Preliminary and Final 
Jury Committee consisted of emi-
nent personalities ranging from 
Civil Servants, Academicians, 
Communication and Media 
personalities. 

SCOPE Corporate Communication 
Excellence Awards 2017 declared
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From (L-R): Dr. Ajit Pathak, President, PRSI (CC Summit Facilitator), Mr. Shishir 
Sinha, Business Editor, ABP News, Dr. Anand Pradhan, Associate Professor, 
IIMC, New Delhi, Mr. Sameer Kapur, Sr. Vice President, AdFactors, Mr. P. K. Sinha, 
SCOPE (CC Summit and CC Excellence Awards Facilitator) and Mr. K. N. Dhawan, 
Consultant, SCOPE during the preliminary eavaluation process.

SCOPE News
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Second Prize: NTPC Limited
Third Prize: None

Commendation: IREL

Category 5-   Effective Use of 
Digital Media 

First Prize: GAIL (India) Limited

Second Prize: NRL

Third Prize: IOC Limited 
(Mumbai)

Commendation: None

Category 6- Best House Journal 
[English]

First Prize: HLL Lifecare Limited
Second Prize: HPCL
Third Prize: MMTC Limited 
& NRL
Commendation: LIC India
Category 7- Best House 
Journal [Hindi]

First Prize: MDL
Second Prize: HPCL
Third Prize: CMPDI
Commendation: None
Category 8- Best 
Annual Report 

First Prize: PFC Limited
Second Prize: NRL
Third Prize: HPCL & GAIL 
(India) Limited
Commendation: NMDC Limited 
& BPCL
Category 9- Best 
Corporate film 

First Prize: Shipping Corporation 
of India Limited
Second Prize: IOC Limited 
(Mumbai)
Third Prize: NMDC Limited & 
HPCL
Commendation: CMPDI & 
ECGC India Limited

• Dr. Suresh KG , DG, IIMC 
– Member

• Mr.  Ashok Bindra, Chief 
Executive & Publisher, Open 
Media Network – Member

• Mr. Santosh Goenka, Executive 
Director, Business India Group 
– Member

Facilitators:
• Mr. P. K. Sinha, SCOPE & Dr. 

Ajit Pathak, President PRSI 

Winners of SCOPE CC 
Excellence Awards 2017

Category 1- Brand building 
through Inclusive Growth 
Initiatives
First Prize: REC Limited
Second Prize: NTPC Limited
Third Prize: NLC India Limited
Commendation: GRSE Limited

Category 2- Best Corporate 
Communication Campaign/

Program-(External)
First Prize: HPCL
Second Prize: WAPCOS Limited 
& IOC Limited (Mumbai)
Third Prize: GRSE Limited
Commendation: ECIL

Category 2- Best Corporate 
Communication Campaign/
Program-(Internal)

First Prize: IOC Limited (Gujarat)
Second Prize: HPCL
Third Prize: BPCL
Commendation: NTPC Limited

Category 3-   Innovative 
Stakeholder Interface 

First Prize: NTPC Limited
Second Prize: IOC Limited 
(Mumbai)
Third Prize: None
Commendation: None

Category 4-   Crisis Handling 

First Prize: DMRC

SCOPE News
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Mr. Bimal Julka, IAS, Information Commissioner, Former Secretary, I&B, Chairman, 
Jury Committe (3rd from Left), (to his left), Dr. Suresh KG , DG, IIMC, Mr.  Ashok 
Bindra, Chief Executive & Publisher, Open Media Network, Mr. Santosh Goenka, 
Executive Director, Business India Group, Mr. P. K. Sinha, SCOPE (CC Summit and 
CC Excellence Awards Facilitator), (to his right), Prof. Vishwa Mohan  Bansal, 
Chairman, New Delhi Institute of Management and Dr. Ajit Pathak, President, 
PRSI (CC Summit Facilitator) during the final evaluation process.
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SCOPE conducted an Interactive Meeting of Top Management of PSEs on Key Issues pertaining to Public 

Sector recently at SCOPE Convention Centre, New Delhi. Director General, SCOPE, Dr. U. D. Choubey 

spoke on plethora of issues concerning PSEs like Sovereign Holding, Ownership Policy, Appointment of 

Independent Directors etc. During the interaction, a number of issues covering PSEs including HR Issues, 

Board Structure etc. were deliberated.

Dr. U. D. Choubey, Director General, SCOPE addressing the  gathering about the key issues.

SCOPE conducts Interactive Meeting 
of Top Management of PSEs

SCOPE News

Dr. U. D. Choubey, 

Director General, 

SCOPE had an 

interactive meeting with 

the Top Management of 

MECON, Ranchi.
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Auditorium 

The centrally air-conditioned SCOPE Convention Centre at SCOPE Complex, Lodhi Road, 
New Delhi provides excellent conference facilities to PSEs, Govt. Departments, Autonomous Bodies, 
Institutions/NGOs etc. The Auditorium and other Conference Halls are equipped with projector and 
screen facilities, sound & light control room with recording & P.A. facility, etc.  Details of the capacity of 
the Auditorium and other Halls, which are available on nominal tariff are given below.

The Auditorium having capacity of 310 persons (300 
Chairs + 10 Nos. Chairs at stage) capacity equipped 
with mikes on dias and podium on stage.

Mirza Ghalib Chamber 

The chamber having capacity of 108 persons (102 
Nos. Chairs + 6 Nos. Chairs on Dias) equipped with 
mikes on table, dias and podium.

Tagore Chamber

The chamber having capacity of 92 persons (86 
Nos. Chairs + 6 Nos. Chairs on Dias) equipped with 
mikes on dias, tables & podium.

Bhabha Chamber

The chamber having capacity of 44 persons (24 Nos. 
Chairs on round table and 20 Nos. Chairs on sides) 
equipped with mikes on dias, tables & podium.

Fazal Chamber

The chamber having capacity of 25 persons (15 Nos. 
Chairs on round table and 10 Nos. Chairs on sides) 
capacity with board room type sitting arrangement 
equipped with mikes.

Conference Facilities at SCOPE Convention Centre

SCOPE News
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Business Centre Annexe II

The Business Centre having capacity of 7 persons 
equipped with multi point Video Conferencing 
System (1+3), at three locations at a time for National 
& International both.

Banquet Hall

The banquet hall having capacity of 500 Persons for 
the purpose of lunch & dinner.  Sitting arrangement 
could be done for 90 persons.

Annexe I

The Annexe-I having capacity of 25 Persons.

The Annexe-II having capacity of 25 Persons.

Tansen Chamber at UB

The Tansen Chamber having capacity of 50 persons 
having stage and podium.

Amir Khusro Chamber at UB

The Amir Khusro Chamber having capacity of 50 
persons having facility of stage and podium.

For Booking & Tariff details please contact

1st Floor, Core No. 8, SCOPE Complex, Lodhi Road, New Delhi - 110003 Phone: 011-24311747, 011-24360101 •  Fax: 011-24361371
STANDING CONFERENCE OF PUBLIC ENTERPRISES

Mr. Nitin Kulshrastha, Asst. Manager, Engineering (Elect.) 
Mobile: 9313989067  •  Email: scope.convention@gmail.com

Mr. M. L. Maurya, GM (Tech.) 
Mobile: 9313375238

SCOPE News
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Conference Facilities at SCOPE Minar Convention Centre

Convention Hall

SCOPE Minar, an architecturally conceived in the form of two high rise curvilinear  tower blocks sitting on a four 
storey circular Podium Block, is strategically located in Laxmi Nagar District Centre, Delhi -110092 and housing 
around 40 PSEs of repute. It is one of the known buildings of East Delhi. It has a very size Reception Foyer giving 
ambience look inside the building. There is a green environment all around the SCOPE Minar with large size 
planters all around.  The building  is also having state of art Convention Centre, comprising four halls i.e.

A large sized Convention hall having sitting capac-
ity of 300 delegates. Various seminars, training pro-
grammes, presentations, get to gather etc. are con-
ducted in Convention Hall. It provides ambient and 
peaceful environment for the programmes. 

VIP Lounge

VIP Lounge having sitting capacity of 60 delegates. 
The executives and higher level officers, Directors, 
CMDs can use it as waiting lounge also.

Meeting Hall

Meeting hall having “U” shaped table, with a meet-
ing capacity of 65 delegates.Most widely used for 
small size meetings and training programmes, 
group discussion, power point presentations etc. 

SCOPE Academy of Public Sector 
Enterprises

SCOPE Academy of Public Sector Enterprises 
(APSE) conducts induction level programmes for 
PSEs executives.  It has three training halls, one 
with capacity of 40 persons and two halls with ca-
pacity of 30 persons each for training purpose.  

There is a  wide space for vehicle parking that cater for a capacity of 700 cars, including the newly built good quality Banquet 
Hall wherein 300 delegates can comfortably dine at a time, makes it special to deliver an all-round conducive meeting 
environment .

For Booking & Tariff details please contact
Mr. M. L. Maurya, GM (Tech.) (M) 9313375238  and Mr. Shubh Ratna, DCE(C), SCOPE Minar

(M) 9873398242, (O) 011-22458176, 22458178  •  Email: scopeminar.convention@gmail.com  •  shubhratna@yahoo.co.in

SCOPE News
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Ms. Anita Kapoor 
Manager(SFCA)
(M) 9810648197, 24360559
e-Mail: sfcascope@rediffmail.com

Mr. S. K. Sharma
(M) 9891781484, 24365739
e-Mail: sfcascope@gmail.com

SCOPE had set up an Arbitration Cell known as 
SCOPE  Fourm of Conciliation  and  Arbitration 
a(SFCA)  mainly to settle disputes between PSUs 
and its associates .  This was inaugurated on 9th 
January, 2004 by Shri Santosh Gangwar, the then 
Hon’ble Minister of State for Heavy Industries, 
Public Enterprises and Parliamentary Affairs, 
which was attended by the then Secretary, Ministry 
of Heavy Industries and Public Enterprises, Joint 
Secretary, DPE, CMDs and other senior officers of 
Govt. of India and PSUs.
SFCA has framed its own rules prescribing consoli-
dated fee structure and expenses with the assurance 
that arbitration proceedings shall be completed in 
the shortest possible time and shall be more eco-
nomical in comparison to other institutions. A 
panel of expert Conciliators and Arbitrators has 
also been drawn which consists of retired Judges 

of Supreme Court, High Court, retired Secretaries, 
Joint Secretaries of Govt. of India ,  Chief Executives, 
Directors and senior officials of Govt. of India 
and PSEs, besides Advocates and C.As and other 
professionals.
The Forum has its own infrastructure with a spa-
cious Arbitration Hall having sitting capacity of 15 
persons with all the modern facilities such as projec-
tor for live projection of record of proceedings on a 
large screen with free service of  mineral water, tea/
coffee and biscuits.  High tea and lunch can also be 
arranged by the Forum on request in advance at the 
cost of the parties by authorised caterer of SCOPE.
PSUs are requested to advise the concerned of-
ficials to avail facilities of the Forum and re-
fer cases to SCOPE Forum of Conciliation and 
Arbitration(SFCA).

For further details please contact For booking and tariff details please contact

1st Floor, Core No. 8, SCOPE Complex, Lodhi Road, New Delhi - 110003 Phone: 011-24311747, 011-24360101 •  Fax: 011-24361371
STANDING CONFERENCE OF PUBLIC ENTERPRISES

Mr. M.L. Maurya, General 
Manager (Technical)
Mobile No.9313375238.

SCOPE Forum of Conciliation and Arbitration (SFCA)

SCOPE News
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New Delhi.
Speaking on the occasion 
Ms. Ravneet Kaur, IAS, CMD, 
India Tourism Development 
Corporation said, “It’s an hon-
our for ITDC to be associ- 
ated with CGDA. We are de-
lighted that CGDA, one of India’s 
oldest government organisa- 
tions has shown their confide- 
nce in our services. Our talented 
team of Ashok Travels and Tours 
(ATT) will put their best foot 
forward to meet the expectat- 
ions of CGDA.
Association with CGDA is a step 

towards progressive develop-
ment of travel solutions. Very 
soon we are going to tie up with 
more organisations.” Ms. Kaur 
added.

Other dignitaries present on 
the occasion were Mr. Upendra 
Shah, Addl.CGDA; Mr. Sham 
Dev, Jt.CGDA; Mr. A K Pradyot, 
Jt.CGDA; Mr. Kanwaldeep Singh, 
Jt.CGDA; Mr. Hari Har Mishra,Jt.
CGDA; Dr.S Sunish,ACGDA; Mr. 
Jayant Budhiraja, GM, Ashok 
Travels and Tours; Mr. Sanjeev 
Poswal, Sr. Manager, ATT; Ms. 
Janvi Mehta and many more.

ITDC takes a new leap, inks MoU with Controller 
General of Defence Accounts 
to provide online Air Travel Solutions

India Tourism Development 
Corporation Ltd. (ITDC) re-
cently signed a MoU with 

Controller General of Defence 
Accounts (CGDA) to provide 
customised E-ticketing solutions 
to CGDA on pan- India basis. It 
is of great relevance that ITDC 
and CGDA celebrated their foun-
dation day on the same day, 1st 
October.
Under this collaboration, ITDC’s 
travel wing Ashok Travels and 
Tours (ATT) will conduct the 
complete procedure for CGDA to 
create an e-ticketing platform to 
ensure smooth functioning of air 
travel needs. 
The MoU was signed by Mr. 
Piyush Tiwari, Director (Com-
mercial & Marketing), ITDC and 
Mr. Manish Tripathi, Joint CGDA 
in the presence of Ms. Ravneet 
Kaur, IAS, CMD, India Tourism 
Development Corporation and 
Ms Veena Prasad, IDAS, Contro-
ller General of Defence Accounts 
(CGDA) along with senior offi-
cials from both the organisation 
at Headquarters of Controller 
General of Defence Accounts, 

•	 ITDC	will	provide	customised	e-ticketing	solutions	to	CGDA		on	
pan India basis 

•	 Ashok	Travels	and	Tours	(ATT)	a	travel	solutions	unit	of	ITDC	will	
conduct the procedure

Ms. Ravneet Kaur, IAS, CMD, ITDC.
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modernization and technical col-
laboration will be useful for HEC.
Being more than sixty year old, 
the manufacturing facilities as 
well as the manufacturing tech-
nology of HEC have become 
outdated. HEC has prepared 
future business plan wherein 
more thrust has been given on 
strategic sectors like defence 
and nuclear energy other than 
the core area like steel & mining. 
The modernization along with 
technology up-gradation has 
been planned accordingly.    

With this objective, HEC ap-
proached Russian counterparts 
to share its latest technology as 
well as participate in moderniza-
tion project. Since in the future 
business plan, HEC is diversi-
fying mainly towards strategic 
sectors like defence and nuclear 

energy, HEC signed agreement 
with CNIITMASH of Russia, who 
is one of the leading material or-
ganization under Rosatom hav-
ing expertise in these areas. The 
agreement with CNIITMASH has 
been done for two aspects: for set-
ting up of Common Engineering 
Facility Centre: and for techni-
cal assistance in the area of spe-
cial steel melting & hollow ingot, 
manufacture of nuclear and ther-
mal power components and ship 
shafts.  The team arrived recently 
at HEC Ranchi and met Mr. Avijit 
Ghosh, CMD, HEC in this regard. 
The HEC team consisting of Mr.  
A. K. Dash - Chief of Business 
Development, K. Sutradhar - 
Chief of Marketing, J. Mukherjee - 
Chief of Technical and Chief of the 
three manufacturing units – FFP, 
HMBP, HMTP & Design are in-
volved in the said technical audit.

Russian Company CNIITMASH visits HEC

The manufacturing units of 
HEC were set up during 
sixties mainly from Czech 

Republic for its steel melting, 
casting, forging and machining 
areas, whereas other remain-
ing facilities and technical as-
sistance had been obtained from 
Russia (USSR). Therefore, it is 
quite pertinent that the role of 
Czech and Russian companies in 

class) to join Indian Navy after 
sister ships INS Kamorta and INS 
Kadmatt. SAIL’s integrated func-
tioning across all its Plants has 
again successfully supplied the 
required quantity of steel for this 
significant project. 

DMR 249A is a low carbon mi-
cro-alloyed grade of steel with 
stringent toughness requirement 
at sub-zero temperature. SAIL 
developed this warship grade 

steel Plates for Indian Navy 
in collaboration with Defence 
Metallurgical Research Labora-
tory, Hyderabad. SAIL has been 
supplying steel for Defence sec-
tor for a long time and its steel 
has been used in various other 
prestigious ship building proj-
ects. So far SAIL has supplied 
more than 50000 Metric Tonnes 
of DMR 249Adefencegrade steel 
for Naval Ships against various 
requirements.  

SAIL supplies Special Grade Steel 
for INS Kiltan
Once again proudly part-

nering nation’s ‘Make 
in India’ drive, Steel 

Authority of India Ltd. (SAIL) 
has supplied defence grade DMR 
249A steel plates for the indig-
enously built Anti-Submarine 
Warfare (ASW) stealth corvette 
INS – Kiltan which was commis-
sioned today into Indian Navy. 
It is the third of the four indig-
enously built AWS stealth cor-
vettes under project 28 (Kamorta 

Team of Russian Comany CNIITMASH 
with senior officials of HEC.
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also the Varanasi City gas proj-
ects, the Chief Secretary issued 
directions to the various district 
magistrates and commissioners 
for facilitating smooth and timely 
execution of capital investments 
under the natural gas projects in 
the State at an outlay of about Rs. 
4000 cr. for over 800 kms trunk 
pipeline network scheduled to be 
completed 2018-19 and Rs. 1000 
cr. per annum for city gas devel-
opment in various authorized cit-
ies of U.P.
CMD, GAIL stressed on the need 
for expeditious grant of right of 
way and other statutory permis-
sions for completing the energy 
highway and CGD projects of 
national importance as per envis-
aged schedule. Chief Secretary 
while appreciating the need to 

roll-out the projects at a faster 
pace for ushering overall devel-
opment, directed the concerned 
State officials at the Capital and 
Districts to create an enabling en-
vironment for timely execution 
of GAIL’s pipeline and CGD net-
work projects.
Over 2.5 lac households are ex-
pected to be added for PNG con-
version before March 2018 by 
GAIL’s City gas entities in the 
State. In view of the current utili-
zation of CNG infrastructure and 
30 more stations being added by 
the end of the year, assurance was 
provided by the Chief Secretary 
to expand the fleet of CNG 
based public transport buses at 
Lucknow, Kanpur and other cit-
ies for combating vehicular pollu-
tion in a time bound manner.

GAIL CMD & UP Chief Secretary 
meet on PM Urja Ganga clearances
Chief Secretary assures Govt.’s support for Rs. 5,000 crore ongoing investments

GAIL CMD, Mr. B C 
Tripathi recently met 
Uttar Pradesh Chief 

Secretary, Mr. Rajive Kumar for 
soliciting state government sup-
port for expeditious implementa-
tion of Piped Natural Gas (PNG) 
connectivity and Compressed 
Natural Gas (CNG) vehicular 
conversions at Lucknow, Kanpur, 
Agra, Ferozabad, Kosi Kalan, 
Noida, Ghaziabad, Meerut and 
Greater Noida where GAIL is 
operating City Gas Distribution 
(CGD) networks through its 
Subsidiary and Joint Venture 
companies. Assuring the compa-
ny of the Government’s support 
in ensuring right of use (RoU) 
and other permissions of the 
State for expediting‘Pradhan 
Mantri Urja Ganga’ Pipeline and 

performance of the Company 
has improved substantially com-
pared to the same period of last 
fiscal year. 
The volume of Copper Sales has 
increased by 85 percent, the mine 
production in the form of Metal in 
Concentrate (MIC) has increased 
by 4 percent and Copper Cathode 

production has increased by 110 
percent on back of commission-
ing of new Unit Gujarat Copper 
Project. The Copper sales volume 
in the first half of fiscal 2017-18 
has increased by 85.38 percent 
to 20,323 tonnes compared to 
10,963 tonnes in corresponding 

Hindustan Copper Half Yearly Results FY 17-18; 
Profit Before Tax jumps by 132%

The audited financial re-
sult of Hindustan Copper 
Limited (HCL) for the pe-

riod April to September for the 
Fiscal Year 2017-18 was approved 
by the Board of Directors in a 
meeting held on 10th November 
2017 at Kolkata. 
During the period, the 

Contd... to # 93
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RAdm Shekhar Mital, CMD said 
that the Company has been con-
sistently performing well and 
informed that the Order Book 
position of the Company as of 
31st March, 2017, stood at around 
Rs 3,298.29 Cr. (approx). This in-
cludes orders of about Rs 666.56 
Cr from exports and Rs 1870 Cr 
(approx) order for five CGOPV, 
which became effective in August 
2016. Elaborating upon the busi-
ness outlook, RAdm Mital stated 
that the Company’s focus areas in 
the coming years would primarily 

be on timely completion of con-
current projects like SL OPVs, 
CG OPVs, NBC Training facility 
at Lonavla, 4 x 1000T Fuel Barges 
and other General Engineering 
projects. The Company has paid 
Productivity Linked Incentive 
(PLI) to its workers at the high-
est ever rate of 15 percent, of an-
nual Basic pay, in keeping with 
its excellent Operational perfor-
mance for the year 2016-17. The 
Company has declared dividend 
of Rs. 40.74 Cr. being 70 percent 
of the Paid-up Share Capital of 
Rs 58.20 Cr. (post allotment of 1:1 
Bonus Shares) for the year 2016-
17, as against 64 percent Dividend 
paid on the Paid-up Share Capital 
of Rs 29.10 Cr. in the previous 
year. This is more than 100 per-
cent increase.

As recognition of the illustrious 
work undertaken by the Company, 
the Company has bagged the 
Raksha Mantri’s Award 2015-16 
for ‘Best Performing Shipyard’, 
the Highest award in the 

GSL Reports Excellent Performance in FY 2016-17; 
Declares 70 percent Dividend in 51st AGM

51st Annual General Meeting 
of Goa Shipyard Limited 
was held recently where-

in the Company adopted the 
Annual Accounts for FY 2016-
17. The meeting was attended 
by members of the Board of 
Directors, shareholders and oth-
er senior functionaries of GSL. 
RAdm. Mital, CMD yet again 
excellent all round results both 
on Operational and Financial 
fronts wherein VoP has jumped 
to Rs 1030 Cr. (highest in the his-
tory of GSL) as against Rs 726 Cr. 
in the previous year, an increase 
of 42 percent over the previ-
ous year. This is second highest 
VoP amongst DPSU shipyards. 
Similarly, Operating Profit has 
increased to Rs 131 Cr. as against 
Rs 69 Cr. in the previous year, 
a growth of 91 percent year on 
year. The Company has earned 
a Profit before Tax of Rs 177 Cr. 
during FY 2016-17, highest in the 
last six years. The Company has 
achieved nearly 40 percent turn-
over from exports. These are best 
results achieved in the history of 
the Company.

S.
N.

Particulars 2012-13 2013-14 2014-15 2015-16 2016-17 Increase/ 
(Decrease) 

YoY (percent)

1 Value of Production 50662 50890 56955 72596 103020 42

2  Operating  Profit (-)2940 (-)2857 1525 6851 13054 91

3 Operating Profit 
Margin (percent) 

(-)5.80 (-)5.60 2.68 9.42 12.65 3.38

4  Profit before Tax 2612 (-)6279 5317 11069 17746 60

5 Value Added/ 
Employee 

12.26 9.75  12.64 19.81 24.39 23

6 Turnover per 
Employee

31.62 32.94 36.32 45.23 62.25 38

Contd... to # 91

51st AGM of GSL.

89KaleidOscope November - December, 2017



90   KaleidOscope November - December, 2017



91Kaleidoscope November - December, 2017

country for any DPSU shipyard, 
SCOPE Award for Excellence, 
Turnaround Category for FY 2014-
15 and Raksha Mantri’s Award 
2014-15 for Design Efforts and for 
Best Performance in Export. The 

Contd... from # 89

Company has achieved ‘Excellent’ 
MoU grading from Government 
this year, after 5 years of Good/
Very Good ratings. Commenting 
on the annual results, CMD indi-
cated that these results are direct 

been completed. Continuing the 
series of large group interac-
tion with employees at various 
SAIL Plants to establish two-way 
communication in organisation 
for systemic improvements, Mr. 
Singh visited recently SAIL-DSP 
along with Director (Technical) 
Mr Raman and Director 
(Commercial) Ms Soma Mondal 
where the top management in-
teracted with a cross section of 
more than 600 employees. Mr. 
Singh said that, “These prod-
ucts are all expected to translate 
into increased demand for such 
value added Structurals.The 
Company is also tapping world 
market for exporting its prod-
ucts where there is a demand 
for these.’’ He said that DSP is 

a plant designed to produce 
7.5 lakh tonnes of Semis, where 
SAIL-DSP in association with 
R&D and Centre for Engineering 
& Technology (CET) will tap the 
huge market for special grade 
semis by targeting to produce 
90 percent semis as special steel 
grades and tie up for value add-
ed products of special steel. The 
semis would also explore possi-
bilities in transmission line tow-
ers (TLT) and forging areas.
Encouraging the collective to-
wards better performance, Mr. 
Singh said DSP has the best work-
force who are very dedicated and 
committed besides being highly 
educated and urged DSP collective 
to be entirely committed to ramp 
up the new facilities and mill.

Value addition in entire system can be 
a game changer for SAIL:  P. K. Singh, Chairman

Focusing predominantly on 
value added products, Steel 
Authority of India Ltd. 

(SAIL) is looking forward to of-
fer an array of differentiated and 
quality products in market while 
focusing on value along with vol-
ume. During interaction with em-
ployees at SAIL’s Durgapur Steel 
Plant (DSP), Chairman, SAIL, Mr. 
PK Singh recently told,in the pre-
vailing stiff market competition, 
value addition to our products 
and processes along with tailor-
ing the product quality and at-
tributes in line with market de-
mands rather producing only 
volume can be a game changer 
for us. He added that the state-
of-the-art 1MTPA (million ton-
neper annum) capacity Medium 
Structural Mill (MSM) installed 
at DSP is capable of producing 
world-class structural steel prod-
ucts which have a high demand 
for various on-going and upcom-
ing infra and construction proj-
ects in India. Mr. Singh also add-
ed that with Railways switchover 
to LHB coaches in a phased man-
ner in next few years, wheels for 
new LHB railway coaches are in 
advanced stages of validation at 
DSP and the metallurgical test-
ing of the wheels has already 

offshoot of very benign indus-
trial atmosphere, policy formu-
lation and decision making at 
Government level. CMD further 
assured of much better perfor-
mance in the ongoing year.

Chairman, SAIL, Mr. P. K. Singh addressing the employees of SAIL’S Durgapur 
Steel Plant.
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for the year 2016-17 which em-
phasized that the net worth of 
the Company has increased by 
7 percent from Rs. 103.83 Cr. to 
Rs. 110.72 Cr. and the Company 
has earned a Profit Before Tax of 
Rs. 17.37 Cr. on a turnover of Rs. 
233.03 Cr.
Ms. Mugdha Sinha, Chairman, 
REIL stated that Company is 
maintaining profitability with 

innovative solutions, harmoni-
ous industrial relations and the 
continuous support of valued 
customers. Company will scale 
greater heights in the days to 
come.
On this occasion, Mr. Jain ap-
prised that in line with com-
mitment of “Make in India” 
Company has enhanced manu-
facturing base by installation of 
Automatic Stringer machine with 
a capacity of processing 700 cells 
per hour to make solar string(s), 
which facilitates in produc-
ing low wattage solar modules. 
Under Skilling India initiative, 
the Company is in process of con-
struction of Green building by in-
vestment of Rs. 15 Cr., to be used 
as skill development centre in the 
field of Information Technology, 
Electronics & Renewable Energy, 
IT enabled services, Research 
& Development Center and 
Corporate Marketing.

REIL Posts profit of Rs.17.37 Cr. & declares 
Highest Ever Dividend of Rs. 5.90 
cr. in FY 2016-17

Rajasthan Electronics & 
Instruments Limited de-
clared 48 percent divi-

dend to its Shareholders for 
the year 2016-17, in its 35th 
Annual General Meeting held 
recently. The dividend declared 
is highest ever dividend to 
shareholders.  
On this occasion MD REIL, Mr. 
A.K. Jain presented statistics 

to increase in sales volume and 
higher Copper prices of London 
Metal Exchange. The Company 
has celebrated its golden jubi-
lee at Kolkata recently. Minister 
of State for Coal and Mines, Mr. 
Haribhai Parthibhai Chaudhary, 
was the Chief Guest and Mr. 
Budyut Baran Mahato, Member 

of Parliament, Lok Sabha, and Mr. 
Arun Kumar Secretary, Ministry 
of Mines, were the Guests of 
Honour. To commemorate the 
Golden Jubilee occasion of HCL, 
a Special Cover with HCL’s own 
stamp and a “Coffee Table Book” 
depicting HCL fifty years journey  
were  also released.

period of the last year. Compared 
to last year, turnover has regis-
tered a growth of 132 percent to 
Rs 927.56 cr. from 399.79 cr. The 
profit before tax during the pe-
riod has increased to Rs 59.86 cr. 
compared to Rs 6.34 cr. during the 
corresponding period of the last 
year. The profit has increased due 

Contd ... from # 87

Senior Officals of REIL during a meeting.
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with Rs. 31,778 cr. as on 30th 

September 2016. Loan Book of 
the company increased to Rs. 
2,15,845 cr. and the outstanding 
borrowing was Rs. 1,75,626cr. As 
on 30th September 2017, the com-
pany’s Gross NPA stands at 2.54 
percent and Interest Coverage 
Ratio stands at 1.55 percent.
Total Sanctions in the second 
quarter is Rs. 56,168 cr., a 12 per-
cent increase from the comparable 
quarter in 2016. Disbursements 
also grew by 2 percent to Rs.26,535 
cr. against Rs. 25,908 cr. as on 30th 

September 2016. Earnings per 

materials and contract services and 
requested contractors to com-
plete the respective works 
within set timeframe. He also 
emphasized on feedback from 
business partners, which he said 
was  not only useful for improve-
ment of NRL systems but also a 

Share (EPS) for the quarter ended 
30th September 2017 is Rs.12.74 
per share of Rs.10/- each.

way of exchanging business in-
formation. The interactive pre-
sentations given by NRL  covered 
a wide range of relevant subjects. 
A stall was also arranged by 
Warehouse displaying selected 
materials. The event concluded 
with vote of thanks.

REC Announces its Financial Results 
for the half year ended 30th September 2017

NRL organizes ‘Sahayog-2017’

Rural Electrification Corpo-
ration (REC) Limited fo-
cussed on financing power 

projects announced its financial 
results for the half year ended 30th 
September 2017 in a meeting held 
recently.
The Total Income of the Company 
as on 30th September 2017 is Rs. 
11,290 cr. The Profit before Tax 
(PBT) for half year ended 30 
September 2017 is Rs. 3,712 cr. 
and Profit after Tax (PAT) stands 
at Rs. 2,516 cr.. The Net worth of 
the company has increased to Rs. 
35,145 cr. up 11 percent compared 

Sahayog-2017, the 3rd NRL 
Business Partners’ Meet 
was organized  recently 

at Kaziranga. Around 200 rep-
resentatives from 159 business 
partners participated. Mr. P. 
Padmanabhan, MD, NRL, in his 
keynote address, explained about 
the business possibilities with 
NRL in the near future. He also 
requested the business partners 
to open up and share their views 
and ideas with NRL for collabora-
tive progress.  A handbook was 
also released on the occasion. 
Mr. S. K. Barua, Director (Fin-
ance) mentioned about ongo-
ing and forthcoming high value 
project activities where there is 
enough scope for participation of 
business partners by supplying 

Senior Officals of REC addressing the 
press.

Mr. P. Padmanabhan, MD, NRL and other senior officials of NRL, during the meet.
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from various ship owners, crew 
managers and Shipping & 
Logistics companies across the 
globe. Winners were selected by 
an expert jury from the maritime 
industry. Capt. Devendra Kumar 
Singh, SCI Master, was awarded 
under the category ‘Award for 
Captains’ while Capt. Radhika 
Menon, SCI Master, was awarded 

under the category ‘Award for 
Exemplary Service’. In addition, 
SCI was honoured with the ‘Pride 
of the Nation’ award for becom-
ing the first Indian shipping com-
pany ever to become a 6.01 mil-
lion deadweight company and 
for making the Indian Maritime 
proud. Capt. Anoop Kumar 
Sharma, C&MD, SCI dedicated 
the award to all the employees 
of SCI. As a token of apprecia-
tion, he invited all the employ-
ees of SCI Chennai present in the 
event to come up on the stage 
to receive the Award along with 
him. While receiving the award, 
Capt. Sharma highlighted on the 
teamwork, unstinted support & 
dedication of each and every em-
ployee of SCI in achieving this 
milestone. 

SCI bestowed with ‘Pride of the Nation’ award

The Shipping Corporation 
of India Ltd (SCI) received 
three awards during the 

‘Pride of Seas’ event held at ITC 
Grand Chola, Chennai recently. 
The award function was con-
ducted by Licorne, a Unicorn 
Maritime Group company to 
honour the excellence of seafar-
ers. Nominations were invited 

SCI was bestowed with ‘Pride of the Nation’ award at ‘Pride of 
Seas’, a mega maritime event conducted in Chennai recently

FY 2017-18 stood at Rs. 412.39 Cr, 
registering a growth of about 19 
percent over the Profit After Tax 
(PAT) of Rs. 346.25 Cr recorded in 
the corresponding period of the 
previous year.

Six months’ period
The Company has achieved a 
Net Turnover of Rs. 4126.28 Cr, 
up to First Half of the FY 2017-
18, registering a growth of about 
64 percent over the Net Turnover 
of Rs. 2518.69 Cr recorded in 
the corresponding period of the 
previous year. Profit Before Tax 
(PBT) for the First half of FY 

2017-18 stood at Rs. 766.30 Cr, 
registering a growth of about 
49 percent over the Profit Before 
Tax (PBT) of Rs. 512.66 Cr record-
ed in the corresponding period of 
the previous year.

Profit After Tax (PAT) for the First 
half of FY 2017-18 stood at Rs. 
537.71 Cr, registering a growth of 
about 41 percent over the Profit 
After Tax  (PAT ) of Rs. 382.34 
Cr recorded in the correspond-
ing period of the previous year. 
The order book position of the 
company as on 1st October, 2017 
stood at Rs. 41746 Cr.

BEL Registers 46% Growth in 2nd Quarter

Bharat Electronics Limited 
(BEL) achieved a Net Turn-
over of Rs. 2431.73 Cr, dur-

ing the 2nd quarter of FY 2017-18, 
registering a growth of about 46 
percent, over the Net Turnover 
of Rs. 1664.38 Cr recorded in 
the corresponding period of the 
previous year. Profit Before Tax 
(PBT) during the 2nd quarter of 
FY 2017-18 stood at Rs. 587.03 Cr, 
registering a growth of about 26  
percent over the Profit Before Tax 
(PBT) of Rs. 464.07 Cr recorded in 
the corresponding period of the 
previous year. Profit After Tax 
(PAT) during the 2nd quarter of 

Senior Officals of REC addressing the press.
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NLC Signs MoU with 
Annamalai University

The emission of Green house gases is a big threat 
to atmosphere, which is aiding the global warm-
ing. NLC India is deploying many equipments 
operating with Diesel engines in mines. The usage 
of diesel engines emits exhaust gases like Carbon 
Monoxide (CO), Hydro Carbon (HC), Oxides of 
Nitrogen (NOx) . The most significant problems 
faced in maintaining environment is the removal of 
NOx . The methods available presently are less ef-
ficient to control NOx emission. For reducing NOx 
emission with the help of a new zeolite based cata-
lyst synthesized from lignite fly ash which is kept 
in the catalytic converter called monoliths, NLCIL 
proposes to carry out this project in association 
with Annamalai University. The R&D project is tak-
en up by Centre for Applied Research Development 
(CARD), the in-house R&D Unit of NLCIL in col-
laboration with Faculty of Mechanical Engineering, 

Annamalai University, Chidambaram. An MoU 
was signed between NLCIL and Annamalai univer-
sity with a Project out lay of Rs. 60.82 Lakhs with  a 
duration of  24 months.

In a simple function held at NLCIL Corporate Office, 
Neyveli Mr. P. Selvakumar, Director (Planning & 
Projects) and Dr. C. G. Saravanan, Prof. & HOD, 
Department of Mechanical Engineering, Annamalai 
University signed the MoU in the presence of 
Dr.Sarat Kumar Acharya, CMD, NLCIL.

NSIC signs MOU with EPCH

Dr. Sarat Kumar Acharya, CMD, NLCIL, presenting the 
MoU signed between NLCIL and Annamalai University 
to Mr. P. Selva Kumar, Director (P&P), NLCIL. Also seen 
are Dr.C.G.Saravanan, Prof. & HOD, Dr. D. Karthikeyan, 
Asst. Professor, Department of Mechanical Engineering, 
Annamalai University and Dr. Dr. V. Manoharan, GM/CARD.

Mr. Ravindra Nath, CMD,NSIC signed an MOU 
with Mr. Rakesh Kumar, ED, EPCH in  the pres-
ence of Mr. Arun Kumar Panda, IAS, Secretary, Ms. 
Alka Arora, JS, MSME. NSIC signed the MoU with 
Export Promotion Council for Handicrafts (EPCH) 
recently at Expo Mart Exhibition Centre at Greater 
Noida for benefit of MSME sectors of India in cat-
egories of Handicraft products including Home, 
Furniture, Furnishings, Lifestyle, Gift & Decorative 
and Fashion.

PSEs Ink MoU

Mr. Ravindra Nath, CMD,NSIC, Mr. Rakesh Kumar, ED, EPCH, 
Mr. Arun Kumar Panda, IAS, Secretary & Ms. Alka Arora, JS, 
MSME during the MoU signing ceremony.
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Uttar Pradesh, Bihar, Jharkhand, 
Odisha and West Bengal. The lon-
gest stretch of the project – 769 
kms – will be built in Odisha. This 
pipeline will lead to industrial de-
velopment of eastern India. City 
Gas Distribution (CGD) projects 
in Bhubaneswar and Cuttack are 
being taken up in parallel with 
the Jagdishpur – Haldia & Bokaro 
– Dhamra Natural Gas Pipeline 
(JHBDPL), popularly known as 
‘Pradhan Mantri Urja Ganga’.  In 
Odisha, the Natural Gas Pipeline 
will be constructed at an esti-
mated investment of Rs 4,000 
cr. and have a length of about 
769 km covering 13 districts, 
i.e., Bhadrak, Jajpur, Dhenkanal, 
Angul, Sundergarh, Sambalpur, 
Jharsuguda, Debagarh, Jagatsing 
hpur, Cuttack, Khordha, Puri and 
Kendrapara and will connect ma-
jor industrial clusters of Khurdha, 

Jharsuguda, Rourkela, Sambalpur, 
Bhubaneswar, Cuttack, Angul, 
Dhenkanal, Kalinganagar, Jajpur 
and Paradip.
GAIL also plans to provide 
PNG connections in the near 
future to adjacent Jeevan Bima 
Colony and Maitri Vihar Colony 
covering a total of 1,000 houses. 
Assessment is also being carried 
out for PNG supply to leading ho-
tels, hospitals and industrial units 
of the city. Initially, natural gas 
will reach Bhubaneswar in spe-
cial containers called “cascades” 
which will be transported by 
road from Vijaywada in Andhra 
Pradesh. Later, natural gas will be 
supplied through the Jagdishpur 
– Haldia & Bokaro – Dhamra 
Natural Gas Pipeline (JHBDPL). 
The pipeline is presently under 
construction and likely to be com-
pleted by 2019.

Minister, P&NG launches commencement of PNG 
supply in Bhubaneswar

On the occasion of Deepa-
wali, Mr. Dharmendra 
Pradhan, Minister for 

Petroleum & Natural Gas and 
Skill Development & Entrep-
reneurship recently launched the 
commencement of Piped Natural 
Gas (PNG) supply to residents 
of Bhubaneswar. The Minister 
launched the supply of envi-
ronment-friendly PNG by GAIL 
(India) Limited in NALCO Nagar 
at a function in the presence of 
Mr. B C Tripathi, CMD, GAIL, 
Dr T K Chand, CMD, NALCO, 
Dr Ashutosh Karnatak, Director 
(Projects), GAIL, Mr. B K Thakur, 
Director (HR), NALCO and oth-
er dignitaries. Expressing hap-
piness at the fast pace of work, 
Mr. Pradhan praised GAIL for 
the early commencement of the 
1st phase of supply of PNG in 
255 houses which was earlier ex-
pected to be completed by March 
2018. He said GAIL took up the 
project on a war-footing and 
commenced supply of natural 
gas almost six months before the 
deadline. 
The commencement of supply of 
natural gas is an important step 
towards the fulfillment of Prime 
Minister Mr. Narendra Modi’s 
dream of developing a gas-based 
economy and linking Eastern 
India to the country’s Natural 
Gas Grid through the ‘Pradhan 
Mantri Urja Ganga’, which will 
pass through five states, i.e. 

Mr. Dharmendra Pradhan, Minister for Petroleum & Natural Gas and 
Skill Development & Entrepreneur-ship launches supply of PNG in Bhubaneswar

•	Piped	Natural	Gas	supply	to	be	commenced	in	255	houses	in	NALCO	Nagar
•	Supply	to	start	almost	six	months	before	deadline	of	March	2018
•	Four	CNG	stations	also	under	construction
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Observance of Vigilance 
Awareness Week 2017 in AAI
Inaugural Function and Integrity Pledge tak-
ing Ceremony was organized on 30th October, 
2017 on observance of Vigilance Awareness Week 
– 2017 at Airports Authority of India, Corporate 
Headquarters, New Delhi.

Pledge taking ceremony was presided over by Mr. 
S. Suresh, Member (Finance), officiating Chairman, 
AAI in the presence of Mr. Anuj Aggarwal, Member 
(HR), Mr. I. N. Murthy, Member (Operations), 
Mr. Sanjay Jain, ED (Admn), Mr. S.N. Borkar, 
GM(Vigilance) and other AAI officials.
In the opening address, Mr. S. Suresh called upon 
all officials of AAI to resolve their commitment to-
wards making AAI a corruption free organization 
with a vision to make India a developed nation 
and also to be one among the top in Global Civil 
Aviation Markets.

Vigilance Awareness Week 
Inaugurated	at	BDL
Vigilance Awareness Week was held recently at 
Bharat Dynamics Limited (BDL). This year, the 
theme of observance of Vigilance Awareness Week 
was “My Vision - Corruption Free India.”

The ‘Integrity Pledge’ was administered to employ-
ees of the Company by Mr. K. Divakar, Director 
(Technical).
During the entire week, competitions such as es-
say writing, slogan writing, poster-making would 
be held. Guest lectures would be conducted on the 
aforesaid theme to mark the occasion.

BEML	Demonstrates	Fight	
against Corruption
BEML organised a Joint Walkathon programme 
titled ‘Vigithon’  alongwith BEL and HAL, to cre-
ate awareness on the evils of corruption, recently 

PSEs Celebrate Vigilance Awareness Week 2017 

Mr. K. Divakar, Director (Technical), BDL administering the 
‘Integrity Pledge’ to employees of the Company on the 
inaugural day of Vigilance Awareness Week being observed 
by BDL.
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Pledge Taking Ceremony at AAI.

Joint Walkathon Programme of BEML alongwith BEL & HAL.
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starting at Kanteerava Stadium and walked along 
the road around the Cubbon Park for a distance of 
3 KMs.
While inaugurating the ‘Vigithon’, Mr. D.K. Hota, 
CMD, BEML said “Defence PSUs including BEML, 
BEL and HAL have committed to bring awareness 
amongst its workforce as well as general public on 
the evils of corruption and its eradication for bet-
ter growth of the economy of our country.” Further, 
Mr. Hota has also emphasised on the need to adopt  
‘Go Green’ concept by everyone to ensure environ-
mental protection for better living.
Hundreds of Employees & Executives of BEML, 
BEL and HAL have participated in the Vigithon 
programme lead by Mr. D. K. Hota, CMD, BEML.

Vigilance Awareness Week in 
Cochin Port Trust
Vigilance Awareness Week was observed in Cochin 
Port Trust from  recently. Observance of Vigilance 
Awareness Week was inaugurated by Mr. A. V. 
Ramana, Dy. Chairman, Cochin Port Trust. 

A workshop on the theme - “My Vision – Corruption 
Free India” was conducted by Mr. Michael Vetha 
Siromani, (IAS Retd.) on 31st October, in which Dy. 
Chairman, Cohin Port Trust delivered the key note 
address. About 70 staff members of various depart-
ments of the Port participated in the Workshop.  The 
Chief Guest highlighted the importance of eradica-
tion of corruption in various spheres of public life. 
Integrity Pledge (including e-integrity pledge) was 

administered in various departments and divisions 
of the Port during the Week.
Activities such as poster designing and essay 
competitions for school students, elocution & es-
say writing competitions for college students and 
employees of the Port were conducted during the 
Week. About 350 students from various schools and 
colleges attended the programmes.
Mr. A V Ramana, Dy. Chairman, Cochin Port Trust 
delivered the key note address during the vale-
dictory function held on 4th November 2017. The 
prizes to award winners of various competitions 
were distributed by Dy. Chairman and Heads of 
Department during the function.  

HAL’s Vigilance Awareness 
Week Concludes with a Vigithon
Hindustan Aeronautics Limited (HAL) observed 
the Vigilance Awareness Week which concluded re-
cently with a 2 km Vigithon (Vigilance Walkathon), 
an outreach program to spread awareness on 
fighting corruption. The Vigithon, led by Chief 
Vigilance Officer Mr. B Selva Kumar was held from 
Bengaluru’s iconic Kanteerva stadium.

Earlier, speaking at one of the programmes, Mr. T. 
Suvarna Raju, CMD, HAL said, integrity plays a 
vital role and the need of the hour is to put forth 
our best to take the Company forward.  Complying 
with procedures and guidelines eases functioning 
hurdles, he added.
This year’s vigilance week started from October 30 
revolved around the theme “My Vision – Corruption 

Mr. A. V. Ramana, Dy. Chairman, Cochin Port Trust 
addressing the Vigilance Awareness Week.

Vigilance Awareness Week at HAL.
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Free India”. During the week, various activities 
were held at HAL’s corporate office in Bengaluru 
and Divisions and offices spread across the country. 
The ‘Integrity Pledge’ was administered to the em-
ployees and an in-house vigilance magazine ‘Marg 
Darshan’ was released during the inaugural pro-
gram. During all the public outreach programmes, 
an e-pledge was administered to the general public. 
Mr. R.K. Dutta,  former Director General of Police, 
Karnataka State delivered a talk on the impact of 
corruption, institutional arrangements for anti-
corruption and significance of preventive vigilance 
measures.
HAL also conducted various competitions like de-
bates, slogan writing, elocution in schools and col-
leges during the week.

Vigilance Awareness Week held 
in HEC
Valedictory Function of “Vigilance Awareness 
Week-2017” was conducted in Heavy Engineering 
Corporation Limited, Ranchi recently at its 
Reception Hall, Headquarters. 

The function was attended by a large number of 
employees/executives of all Plants (HMBP, FFP & 
HMTP), Project Division, Medical Division, HTI, 
Hqrs, Chief of Plants, HoDs, CISF Personnels, 
Lecturers/ Professors/ teachers and students 
of Jagannath Nagar Degree College, Yogada 
Satsang College, St.Thomas School, Kairali School, 
Vivekananda Vidya Mandir and HEC School/Sec-
3 and media persons. The function was chaired by 
Chief Vigilance Officer/HEC. 
At the outset, Mr. Deepak Kumar, Chief Vigilance 
Officer, welcomed the audience and thanked 
all persons who directly or indirectly extended 

their help and co-operation to make “Vigilance 
Awareness Week-2017” a success. He also reiterated 
that vigilance awareness should not end with the 
end of “Vigilance Awareness Week-2017”, it must 
become a part of our nature. During “Vigilance 
Awareness Week-2017” various competitions were 
organized in different schools and colleges within 
HEC Township. Prizes were distributed by Chief 
Vigilance Officer and Chief of Plants/ among the 
winners. Apart from this, consolation/special prizes 
were also given to many students/employees /ex-
ecutives for their remarkable work. 
The function was anchored by Mr. R.P.Sinha, 
SDGM(Vigilance) and Mrs. Sangeeta Siha, 
SDGM(Vigilance). The function ended with the 
‘Vote of Thanks’ by Mr. Abhilash R, AM (Vigilance).

IREDA’s	Vigilance	Awareness	
Week, 2017
Employees/officials of Indian Renewable Energy 
Development Agency Ltd. (IREDA) took the 
Integrity Pledge to probity and rule of law in all 
walks of life as well as to perform with utmost hon-
esty and transparent manners at its offices located 
at New Delhi, Hyderbad, Chennai and Ahmedabad 
on the opening day of Vigilance Awareness Week, 
2017 recently. IREDA organized various pro-
grammes during the week for employees to create 
awareness on vigilance.

As a part of Vigilance Awareness Week, 2017, IREDA 
had organized Essay and Debate Competitions in  
two  NDMC Schools i.e NP Co-Education Senior 
Secondary School at Moti Bagh and Lodi Road, 
New Delhi. The topic for the essay and debate was 
“My Vision: Corruption Free India”.
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Vigilance Awareness Week at HEC.

Oath Taking Ceremony at IREDA during the Vigilance 
Awareness Week.
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Observance of Vigilance 
Awareness Week  2017 in 
Mazagon	Dock	Shipbuilders	
Cmde. T.V. Thomas, NM, IN (Retd.), Director 
(Corporate Planning & Personnel), MDL inaugurat-
ed the Vigilance Awareness Week-2017 by adminis-
tering the Integrity Pledge to Senior Executives. He 
also released an in-house magazine ‘SUCHARITA 
– Vol. XX published by Vigilance Department.

Mr. Satish Pendharkar, IDAS, Chief Vigilance 
Officer, MDL and his team had organized a number 
of events on the occasion of Vigilance Awareness 
Week-2017 which includes Essay writing, Slogan 
writing, Poster making and Online Quiz competi-
tion for MDL employees, Elocution competition 
in schools & colleges, Lectures to School children 
on Integrity & Ethics, Skit programme by MDL 
Employees in various locations of the MDL yard, 
Vendors’ Meet etc. An interactive session by CVO 
with MDL Executives along with address by Dr. 
Vikas Amte, Secretary, Maharogi Sewa Samiti 
(Anandwan) was also organized during this week 
2017. A Gram Sabha on Vigilance was conducted in 
Beed District.

MRPL observes Vigilance 
Awareness Week to build a 
Corruption free India
Mangalore Refinery and Petrochemicals Limited 

(MRPL), observed Vigilance Awareness Week 2017 
from 30th October 2017 to 4th November 2017. This 
year the theme chosen by the Central Vigilance 
Commission is “My Vision-Corruption Free India”.
Mr. H. Kumar, Managing Director, MRPL, said 
that while MRPL is fully committed to transparency 
and probity in all their business transactions, the 
company is equally enthused to spread the message 
of Corruption free India.
Mr. Rajeev Kushwah, CVO, MRPL added that a slew 
of activities have been planned for awareness of pub-
lic and students of Schools & Colleges in and around 
MRPL. In continuance with the ‘Integrity Pledge’ 
popularized by MRPL last year through kiosk at 
Mangalore City Corporation, this year MRPL will 
set up three kiosks at Mangalore City Corporation, 
Mini Vidhana Soudha and Zilla Panchayath office 
for facilitating citizens to take Online “E-Integrity 
Pledge”.  Integrity Clubs will also be launched 
at nine schools and colleges of Mangaluru and 
Leadership Development programmes will be 
organized for the members in association with 
Rotary Club of Port Town. An Inter Collegiate 
Debate competition will be held at Sahyadri 
College of Engineering and Management on 2nd 
November 2017. Street plays and Walkathon are 
also on the cards.
Within MRPL, various competitions like online 
quiz, poster making, essay writing and short mov-
ie making are being organized for employees and 
dependents. Vigilance Awareness Week will also 
be observed at ONGC Mangalore Petrochemicals 
Limited (OMPL) and Shell MRPL Aviation Fuels 
& Services Limited, said Mr. K. Upendra Rao, Dy. 
General Manager (Vigilance).

NALCO Observes Vigilance 
Awareness Week Power of 
One: Individual Combating 
Corruption
National Aluminium Company (NALCO) observed 
Vigilance Awareness Week in its headquarters and 
offices from 30th October to 4th November, with the 
theme ‘My Vision: Corruption Free India.’ 
Inaugurating the week-long programme at the 
Corporate Office, Dr. Tapan Kumar Chand, CMD, 
along with Mr. K.C. Samal, Director (Finance) and 
Mr. B.K. Thakur, Director (HR) administered the 

MDL’s in-house magazine SUCHARITA being released 
during the Vigilance Awareness Week at MDL.
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pledge among the employees in three different lan-
guages. In various outreach programmes more than 
10,000 students from various schools and colleges 
are likely to take integrity pledge.

The valedictory function of the weeklong pro-
gramme was held on 3rd November. Dr. Debasis 
Panigrahi, IPS, Director-Vigilance, Odisha graced 
the occasion as the chief guest and emphasized that 
every citizen has the responsibility to work towards 
attaining a corruption-free India. In his address, Dr. 
Tapan Kumar Chand, CMD told that corruption 
has far reaching consequences including making a 
country to loose its independence as it happened in 
Battle of Plassey(1757) when Mir Zafar was bribed 
by Britishers leading to the defeat of king of Bengal 
and foundation of British colonial Rule was estab-
lished in India. 
He also highlighted the steps taken by NALCO to 
digitize the procedures and information systems 
through various Apps and NALCO working with 
CVC through IIM, Ahmedabad for developing 
Integrity Index a quantified parameter for access-
ing organization on the scale of Integrity. 
On this occasion, ‘NALCO Learning Portal’ was 
also inaugurated that offers e-learning environ-
ment to employees in various specializations from 
reputed institutes. 

NBCC Observes Vigilance 
Awareness Week 2017
NBCC observed ‘Vigilance Awareness Week’ with 

Dr. T. K. Chand, CMD NALCO Dr. Debasis Panigrahi, Director 
Vigilance, Odisha Mr. Biswaranjan Samal, CVO NALCO at the 
Vigilance Awareness Week of NALCO.

full enthusiasm recently on the theme ‘My Vision 
Corruption Free India’. Among highlights of the 
week-long event included release of Vigilance 
Bulletin titled ‘ikjnf’kZrk’ produced by ‘Vigilance 
Department’ of NBCC incorporating valuable in-
sights on vigilant practices.
Dr. Anoop Kumar Mittal, CMD, NBCC along with 
Mr. K.V Chowdary, Central Vigilance Commissioner 
and accompanied by Mr. Sanjiv Swarup CVO; 
Rajendra Chaudhari, Director (Commercial); 
Neelesh Shah, Sr. ED; S.D. Sharma, Sr. ED and 
other senior officers of NBCC released the Bulletin. 
Corporate Vigilance Division also organized many 
other important activities on the occasion, which 
included administering Vigilance and Integrity 
Pledge by Mr. S.K Pal, Director (Finance) and oth-
er senior officers, Interactive Session on vigilance, 
Lecture on Stress Management and Ethics, Debate 
Competition among others. 

Vigilance Awareness Week 
Celebrations at NLCIL
In commemoration of the Birth Anniversary of 
Sardar Vallababhai Patel, former Deputy Prime 
Minister of  India, Vigilance Awareness Week is 
celebrated throughout India.  All the Government 
and Public Sector organizations celebrate 
Vigilance Awareness Week to bring awareness on 
Vigilance among the employees and the public.  
The theme of the celebrations for this year is “My 
Vision –Corruption Free India” and would be ob-
served from 30-10-2017 to 04-11-2017. The Vigilance 
Awareness Week celebration 2017 at NLCI was in-
augurated by Mr. J.K Tripathy ,IPS, Director General 
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PARDARSHITA magazine produced by the Vigilance Team 
of NBCC being released during the Vigilance Awareness 
Week.
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of Police, Chairman, TNUSRB, the Chief Guest 
in the presence of  Functional Directors, Mr. 
Rakesh Kumar, Director (Finance), Mr. Subir Das, 
Director (Mines), Mr. P.Selvakumar, Director 
(Planning& Projects), Mr. R. Vikraman, Director 
(HR and Mr. T. Venkatasubramanian, IRSME, 
CVO,NLCIL, on 30-10-2017 at Learning and 
Development Centre. In his chief guest address, Mr. 
J.K Tripathy stated that India is known for many 
good things in the world, but is lacking clean im-
age due to endemic corruption practices in vari-
ous domains.  Establishing clean image for India is 
the need of the hour and it is the responsibility of 
each and every individual to build this. It is time 
to focus upon the measures which would bring 
Transparency and order into the functioning of gov-
ernment sectors. Dr. S. K. Acharya, CMD NLCI  sent  
his  VAW -2017  message in absentia  read out by 
Mr. R.Vikraman, where he said that “as an integral 
player, each and every individual should show re-
sponsibility to eliminate corruption inside and out-
side of the government mechanism with self sani-
tation leading to adoption of ethical systems and 
practices in all walks of our lives”.

To mark the occasion, Mr. Rakesh kumar  launched  
the Vendor Mobile Bill Tracking System (VMBTS) 
a mobile app developed by Computer services of 
NLCIL. Mr. J. K Tripathy released the special edi-
tion of the House Journal of Vigilance Department, 
Lignite Eyes, and Mr. P. Selva Kumar launched the 
e-version of the Annual Report of the Vigilance 
Department for the year 2017-18.

In the inaugural function, Directors, Mr. Rakesh 
Kumar, Mr. Subir Das, Mr. P. Selvakumar, admin-
istered the pledge on Vigilance to the participants 
in English, Hindi and Tamil respectively. In the 
function, messages about the Vigilance Awareness 
Week 2017 celebrations from the President of 
India, the  Vice-President of India, Chief Vigilance 
Commissioner and CVO of NLCIL were read.   
Earlier, Mr. O.S. Swaminathan, CGM/Vigilance wel-
comed the gathering and Mr. S. Chandran, DGM/ 
Vigilance proposed vote of thanks. Earlier, the 
pledge on VAW-2017 was administered to the em-
ployees in the respective units by Unit heads.

NMDC	observes	Vigilance	
Awareness Week
Vigilance Awareness Week 2017 was observed 
from 30th October – 4th November 2017 at NMDC 
Limited as per the guidelines of Central Vigilance 
Commission (CVC), Government of India.

At NMDC Corporate Office, on the Inaugural Day 
Dr. Narendra K. Nanda, Director (Technical) ad-
ministered the Integrity Pledge to all the employees 
wherein all the Directors and the employees have 
taken the Pledge. An Elocution Competition for the 
employees was organized on the topic “My Vision 
– Corruption Free India”, wherein participants in 
large number participated.

Observation of Vigilance 
Awareness Week 2017 in NRL 
“Vigilance Awareness Week, 2017” was observed at 

Pledge Taking Ceremony at NMDC during the Vigilance 
Awareness Week.

Mr. J. K. Tripathy, IPS, Director General of Police, Chairman, 
TNUSRB, the Chief Guest inaugurating the Vigilance 
Awareness Week Celebrations - 2017 by lighting the 
traditional lamp  at Learning & Development Centre,  
Neyveli. Also seen are Functional Directors, Mr. Rakesh 
Kumar,  Mr. Subir Das, Mr. P. Selvakumar, Mr. R. Vikraman  
and CVO, NLCIL Mr. T. Venkatasubramanian, IRSME.
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Numaligarh Refinery Ltd. in a befitting manner and 
with great enthusiasm recently in line with direc-
tive from Central Vigilance Commission with the 
theme ‘My Vision - Corruption Free India’.
The observance of Vigilance Awareness Week in 
NRL commenced with the Integrity Pledge taking 
ceremony at the Administrative Building of the 
Refinery. The pledge was taken in English, Hindi, 
and Assamese by the employees in the presence of 
Director (Finance) Mr. S. K. Barua and other senior 
officials along with employees of NRL. Similarly, 
pledge was also taken by employees posted at 
other offices of NRL located at Guwahati, Delhi, 
Siliguri and Kolkata. Director (Technical) Mr. B. J. 
Phukan was present in the Delhi Office. Activities 
like display of banners, distribution of pamphlets 
on vigilance activities, workshop on policies / pro-
cedures of the organization, Slogan and Essay writ-
ing competitions among NRL and CISF employees 
and their spouses on issues relating to vigilance 
were organized. Similar awareness programmes 
consisting of Essay writing, Debate competition, 
Extempore Speech and Group Discussion competi-
tions were organized in nearby Schools & Colleges 
namely Numaligarh High School, Delhi Public 
School, Numaligarh, Morangi Junior College and 
Kalpataru Academy, Telgaram and the winners of 
the various competitions were awarded with prizes 
during the week. 

As part of Vigilance Awareness Week observa-
tion, NRL Siliguri Marketing Terminal organized 
an interactive session with the regular vendors of 
the Marketing Terminal on 30th October 2017 and 
Essay Writing Competition at nearby Rangapani 
High School on 3rd November 2017.

The main function of the Vigilance Awareness 
week was held in the refinery, which was presid-
ed by Mr. A. K. Bhattacharya, Sr. CGM (HR), Mr. 
D. Choudhury, CGM (Commercial & Legal) and 
Mr. N. Borthakur, CGM (TS). Mr. Pallav 
Bhattacharyya, IPS, Addl. DGP (SB), Assam 
was the Chief Guest.  In his address, Mr. Pallav 
Bhattacharyya recalled his days in NRL as Chief 
Vigilance Officer and also deliberated how the so-
ciety can be liberated from corruption by the com-
mitment of every individual and inculcating virtue 
such as honesty, dedication and integrity in chil-
dren. The winners among employees & their spous-
es of various competitions organized on the occa-
sion of the Vigilance Awareness Week 2017 were 
also rewarded in the same function.  

NSIC observes Vigilance 
Awareness Week

NSIC Ltd. observed Vigilance Awareness Week 
from 30th October, 2017 to 4th November, 2017. It 
commenced with integrity pledge by all NSIC of-
fices across the country and many other activities 
such as essay writing competition, special training 
session on Disciplinary Proceedings & Preventive 
Vigilance etc. were organized.

Vigilance Awareness 
Week-2017	at	OIL’s	Corporate	
Office	in	NOIDA
Oil India Limited (OIL) observed the Vigilance 
Awareness Week-2017.The week long programs or-
ganized on the theme, “My Vision-Corruption Free 
India”, held recently at Oil India Limited’s (OIL) 

Vigilance Awareness Week at NRL.

Inauguration of Vigilance Awareness Week at NSIC.
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Corporate Office in Noida. The Vigilance Awareness 
week started with the Integrity pledge takenby all 
employees, the pledge was administered by Ms. 
Rupshikha Saikia Borah, Director (Finance), OIL 
followed by taking the Pledge online. A special is-
sue of ‘In Touch’, the in-house journal of Vigilance 
Department was also released by the CMD in pres-
ence of Directors on the Board of OIL.

PFC	observes	Vigilance	
Awareness	Week-2017

Vigilance Awareness Week was observed at Power 
Finance Corporation Ltd (PFC Ltd.) from 30th 
October to 4th November 2017 as per directives 
of CVC on the theme “Corruption Free India.” 
On the opening day of Vigilance Awareness week, 
Mr. Rajeev Sharma, CMD, PFC, administered the 
Integrity pledge to employees the Corporation. 
Banners on Vigilance Awareness were displayed 
at prime locations in and out of PFC’s office prem-
ises and regional offices. During the week, vari-
ous competitions like essay writing, poem writ-
ing and pictorial representation on the vigilance 
theme were organized. The Vigilance Awareness 

Valedictory Function of REC Vigilance Awareness Week 
held at the India Habitat Centre, New Delhi.

Week concluded successfully spreading message of 
making Corruption Free India to the officials of the 
organization.

REC Celebrates Vigilance 
Awareness	Week	-2017

Rural Electrification Corporation Ltd. (REC), the 
premier NBFC in the Indian power sector, observed 
Vigilance Awareness Week from 30thOctober, 2017 
to 4th November, 2017. All REC employees took the 
Integrity pledge vowing to commit to highest stan-
dards of honesty and integrity. Several sessions and 
competitions were organised for REC’s employees 
and their family members as well as for school and 
college students to encourage collective participa-
tion in the fight against corruption. Students from 
39 colleges participated in the inter-college debate 
competition while the inter-school debate competi-
tion saw participation from 18 schools. REC has set 
up “Integrity Clubs” in 15 schools to support sus-
tained measures to eradicate corruption. The vale-
dictory function was organised on 3rd November at 
the Stein Hall, India Habitat Centre. 

REIL organizes “Vigilance 
Awareness Week” 
Rajasthan Electronics & Instruments Ltd., Jaipur 
observed Vigilance Awareness Week 2017 recently 
with the theme “My vision- Corruption Free India” 
with full zeal, participation, and support from all 
the employees and other stakeholders. 

The programme commenced with the integrity 
pledge, administered by Mr. A.K Sharda, Executive 
Director to all employees. On this occasion, the 

Mr. Birendra Kumar, CVO, PFC addressing the employees on 
the occasion of ‘Vigilance Awareness Week’.

‘In Touch’, the in-house journal of Vigilance Department of 
OIL  being released during the Vigilance Awareness Week.
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message from the highest dignitaries of the country, 
namely, the honorable President, the Vice-President, 
and the Chief Vigilance Commissioner were read 
out by senior officers in front of all employees. 

The employees of the Company were encour-
aged to undertake the E-pledge on the CVC web 
site.  An initiative has been taken to spread aware-
ness among the Company employees and in a 
near-by school, by organizing debate competition, 
appealing to create Integrity group, organizing 
essay and slogan competition (in Hindi and 
English) and by organizing Gram Sabhaas. Integrity 
pledge was administered by Mr. A. K. Jain, 
MD, REIL, to all the vendors, sub-contractors 
and service providers of the Company. On this 
occasion, eradication of corruption was discussed 
among Mr. Jain and selective vendors, sub-contrac-
tors and service providers. 

An awareness campaign for dissemination of 
information on Pledge to vendors, sub-contrac-
tors, service providers and customers through 
emails, has been carried out.  Banners have been 
displayed across the organization, for creating 
awareness on the event. The Company also dis-
played award winning slogan entries of the com-
petition held in last year and the Integrity pledge 
was disseminated.  

On the closing ceremony of Vigilance Awareness 
Week 2017, Mr. A. K. Jain, MD,REIL motivated 
all the employees to combat corruption and bring 
further transparency in their work by implement-
ing technological tools and work fearlessly. On this 
occasion, Mr. R. S. Sinha, former Chief Vigilance 
Officer and Mr. Ashok Maheshwari, Chief Vigilance 

Officer informed the employees of the Company 
on the reasons of corruption, its types and eradica-
tion through presentation and invoked everybody 
for corruption eradication by staying aware and 
conscious.   

Vigilance Awareness Week 
held	in	THDC
Vigilance Awareness Week Commenced recently 
at THDC India Ltd.  (THDCIL). Mr. D.V. Singh, 
CMD administered the Integrity Pledge to the 
employees of the Corporation. On this occasion 
Mr. Singh also released a Booklet titled “CVC 
Guidelines on PIDPI, Preventive Vigilance & 
Common Irregularities in Public Procurement” is-
sued by Central Vigilance Commission and Mr. 
S. K. Biswas, Director(Personnel) and Mr. Sridhar 
Patra, Director(Finance) were present during the 
oath taking. Mr. Vijay Goel, GM (P&A/CC), Mr. 
V. K. Badoni, GM (Planning). Mr. J. Behera, GM 
(Finance), Mr. Kumar Sharad, AGM(Vigilance), Mr. 
D. S. Gussain, DGM (Vigilance) along with other 
senior and junior officers and employees took the 
oath on this occasion.

This is to mention that as per the direction of Ministry 
of Power, for maintaining transparency and fairness 
in day to day official works the Vigilance Awareness 
Week was observed in all Govt. Offices and PSU 
with effect from 30th October, 2017 to 3rd November, 
2017. During Vigilance Awareness Week various 
programmes are being organized such as Essay, 
Painting; Debate Competition for employees of the 
Corporation; Students of TES School.
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Oath Taking Ceremony at REIL during the Vigilance 
Awareness Week.

Booklet titled “CVC Guidelines on PIDPI, Preventive 
Vigilance & Common Irregularities in Public Procurement” 
being released during the Vigilance Awareness Week at 
THDC.
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the State of Karnataka and has 
been a leader in the country for 
Pelletization. Minister further st-
ressed that Union Government is 
emphasizing thrust on increased 
utilization of pellets as a raw ma-
terial in the blast furnaces of in-
tegrated steel plants in the coun-
try. The pellets are converted out 
of iron ore fines and beneficiated 
low grade ore, which are abun-
dantly available in mine heads. 
KIOCL, being pioneer and a lead-
er in the pelletisation industry, can 
contribute immensely in utilizing 
these resources in the national 
interest. CMD (Addl. Charge) & 
Director (Commercial), KIOCL 
Mr. Su-bba Rao apprised the 
Union Minister on the challenges 
faced by the Company on clo-
sure of its Kudremukh mines and 

said that the State Government 
has allocated an iron ore mine 
at Devadari, Bellary Dist. to the 
Company. The Minister was in-
formed earlier that the Company 
has always been a profit mak-
ing and dividend paying CPSU. 
KIOCL currently is finalizing its 
long term plan with substantial 
capital investment in Green field 
projects in the states of Karnataka, 
Andhra Pradesh etc. to lead the 
Pelletization thrust in the country.

Union Minister of Steel visits KIOCL 

Union Minister of Steel 
Chaudhary Birender 
Singh visited KIOCL 

Corporate Office recently and 
participated in the programme of 
“Rashtriya Ekta Divas” on the oc-
casion of 143rd Birth Anniversary 
of Sardar Vallabhbhai Patel.  He 
flagged off the ‘Run for Unity” pro-
gram arranged by the Company.  
A presentation was made on the 
expansion and diversification plan 
along with plans for Vision 2020-
22 before the Steel Minister in the 
presence of officials of Ministry of 
Steel, CMD, other Directors and 
senior officials of KIOCL.  
Speaking on the occasion, Union 
Minister emphasized that KIOCL 
has done pioneering work in 
the field of iron-ore mining and 
beneficiation of magnetite ore in 

PLF of 77.81 percent as against 
National PLF of 59.97 percent.
On half-year basis, the Total Inco-
me of Rs. 40,502.28 cr. for H1 FY 
2017-18 showed an increase of 
4.36 percent against the Total 
Income of Rs. 38,809.36 cr. report-
ed for the previous correspond-
ing period. For H1 FY 2017-18, 
Profit before Tax is Rs. 6,688.15 
cr. as compared to Rs. 6,297.41 cr. 
declared in the corresponding pe-
riod of previous year registering 
an increase of over 6 percent. The 

Profit after Tax for H1 FY 2017-18 
is Rs. 5,056.77 cr. compared to 
Rs. 4,836.60 cr. declared in the cor-
responding period of previous 
year registering an increase of over 
4 percent.
The Total Income for the Q2 FY 
2017-18 is Rs. 19,960.35 cr. as 
against the Total Income of Rs. 
19,588.56 cr. in the Q2 FY 2016-
17, registering an increase of 1.90 
percent. For Q2 FY 2017-18, Profit 
before Tax is Rs. 3,222.77 cr. & the 
Profit after Tax is Rs. 2,438.60 cr.

NTPC Declares Financial Results 
for Q2 & H1 of FY 2017-18

The country’s largest power 
generator - NTPC Ltd. hav-
ing installed capacity of 

51708 MW declared the financial 
results for the second quarter and 
half-year of financial year 2017-18. 
For H1 FY 2017-18, NTPC gener-
ated 129.457 Billion Units against 
125.148 Billion Units generated 
in the corresponding period of 
the previous year, an increase of 
3.44 percent, represented by 4.309 
Billion Units. For the H1 FY2017-
18, NTPC Coal stations achieved 

Union Minister of Steel Chaudhary 
Birender Singh during his visit to 
KIOCL.
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NBCC	pays	Final 
Dividend	of	Rs.	74.25	Cr. 
to	the	Government

Mr. Hardeep Singh Puri, Minister of State (I/C) for 
Housing and Urban Affairs (MoHUA), Government 
of India (GOI), has been handed over a cheque of 
Rs. 74.25 crore by NBCC as Final Dividend declared 
@ 55 percent i.e. Rs. 1.10/- per paid up equity share 
of Rs 2/- each for the FY 2016-17. The cheque has 
been handed over by Mr. Anoop Kumar Mittal, 
CMD, NBCC (India) Limited, at a function held re-
cently which was also graced by Mr. D. S. Mishra, 
Secretary; Manoj Kumar, AS; Sameer Sharma, AS of 
the Ministry and Mr. S. K. Pal, Director (Finance), 
Rajendra Chaudhari, Director (Commercial) and 
Ms. Deepti Gambhir, Company Secretary of NBCC. 
NBCC in effect, paid a total dividend of   Rs. 110.025 
cr. to the GOI for FY 2016-17 that includes Interim 
dividend of Rs. 35.775 cr. paid earlier during the 
year @ 26.5 percent i.e. Rs. 0.53 per paid-up equity 
share of Rs. 2/- each.

BDL	Pays	Dividend	to	
Government
Bharat Dynamics Limited (BDL) has paid full and 
final dividend of Rs 157.22 Cr. for the financial year 

BDL has achieved a record turnover of Rs. 4,886.62 
Cr. for the financial year 2016 – 17 registering a 
growth of 17.46 percent over the previous year.
Mr. Sanjay Mitra, Defence Secretary, Mr. 
Apurva Chandra, Additional Secretary (Defence 
Production), Dr Amit Sahai, Joint Secretary (P&C), 
Mr. Sanjay Prasad, Joint Secretary (LS), Dept of 
Defence Production, Ministry of Defence and Mr. 
S. Piramanayagam, Director (Finance) and Col Ravi 
Prakash (Retd), DGM (Liaison) from BDL were 
present on the occasion.

BHEL	Pays	79	percent	Dividend	
for	fiscal	2016-17;	Highest	in	
the last three years 
Bharat Heavy Electricals Limited (BHEL) has paid a 
final equity dividend of 39 percent for fiscal 2016-17. 

CMD, BDL Mr. V. Udaya Bhaskar, presenting Dividend 
cheque to Raksha Mantri, Ms. Nirmala Sitharaman at New 
Delhi.

PSEs Pay Handsome Dividend to
Government for 2016-17

2016-17 to the Govt. of India. The dividend paid by 
the Company works out to 128.67 percent of the 
paid up capital. BDL has bought back 25percent of 
its shares for Rs. 450.54 Cr. Mr. V. Udaya Bhaskar, 
CMD, BDL presented the cheques to Ms. Nirmala 
Sitharaman, Raksha Mantri at New Delhi recently.

Dividend Cheque being handed over to Mr. Hardeep Singh 
Puri, MoS(I/C), MoHUA by Mr. Anoop Kumar Mittal, CMD, 
NBCC in the presence of senior officials.
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With this, the total dividend paid during the year 
stands at 79 percent, including an interim dividend 
of 40 percent, paid earlier.
A cheque of Rs.120.39 cr. towards the final divi-
dend for the year 2016-17 on the equity (63.06 per-
cent) held by the Government of India, was pre-
sented here to Mr. Anant G. Geete, Union Minister 
of Heavy Industries and Public Enterprises by Mr. 
Atul Sobti, CMD BHEL. Directors on the board of 
BHEL as well as other senior officials of the Ministry 
of Heavy Industries & Public Enterprises and BHEL 
were also present on this occasion.
Significantly, not only is this four times the divi-
dend paid in the previous year but also the highest 
dividend to be paid by the company in the last three 
years.  In value terms, the total dividend for fiscal 
2016-17 amounts to Rs. 386.72 cr. With this, the com-
pany has maintained its impeccable track record of 
rewarding investors by paying dividends uninter-
ruptedly for four decades without a break.

NRL	Pays	Rs	168.92	Cr.	as	
Dividend	to	Government	of	
Assam	for	FY	2016-17
NRL has paid a total dividend of Rs. 168.92 cr. to 
the Govt. of Assam for the financial year 2016-17, 
against its equity shareholding of 12.35 per cent in 
the Company. This is the highest ever dividend pay-
out of 186 percent  during a year, i.e. Rs. 18.60 per 
fully paid equity share of Rs.10/- each.
The final dividend cheque of Rs. 78.1 cr. was handed 
over recently to the CM of Assam Mr. Sarbananda 
Sonowal by MD NRL Mr. P. Padmanabhan in 

presence of Minister, Industries & Commerce Mr. 
Chandra Mohan Patowary; Chief Secretary to the 
Govt. of Assam Mr. V. K. Pipersenia; Additional 
Chief Secretary to the Govt. of Assam, Industries 
and Commerce Deptt. Mr. Ravi Capoor; Director 
(Finance) NRL Mr. S. K. Barua and Director 
(Technical) NRL Mr. B. J. Phukan at the inaugura-
tion of Deptt of Act East Policy Affairs,  Govt. of 
Assam by the CM at Maniram Dewan Trade Centre 
Complex in Guwahati. This dividend is in addition 
to the interim dividend of Rs. 90.82 cr. handed over 
to the Govt. of Assam earlier during the year. With 
regards,

WAPCOS Pays Highest Ever 
Dividend	

Mr. Nitin Gadkari, Minister (Road Transport & Highways, 
Shipping and Water Resources, River Development and 
Ganga Rejuvenation), in the presence of Mr. Arjun Ram 
Meghwal, Minister of State; Dr. Satya Pal Singh, Minister 
of State and Dr. Amarjit Singh, Secretary to Government 
of India, receiving Dividend Cheque from Mr. R. K. Gupta, 
CMD WAPCOS.

Mr. Atul Sobti, CMD BHEL handing over the dividend 
cheque to Mr. Anant G. Geete, Union Minister, HI& PE in 
presence of other senior officials.

CM of Assam Mr. Sarbananda Sonowal being presented the 
dividend cheque by MD, NRL, Mr. P. Padmanabhan.
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Mr. Nitin Gadkari, Minister (Road Transport 
& Highways, Shipping and Water Resources, 
River Development and Ganga Rejuvenation), in 
the presence of Mr. Arjun Ram Meghwal, 
Minister of State; Dr. Satya Pal Singh, Minister 
of State; Dr. Amarjit Singh, Secretary, Government 
of India, were presented Dividend of Rs. 42.13 
Cr. (inclusive of Dividend Tax) for the year 2016- 
2017 by Mr. R.K. Gupta, CMD WAPCOS in a 
function held at National Media Centre, New 
Delhi recently. Mr. Jagmohan Gupta, Joint 
Secretary & Financial Advisor; Mr. Akhil Kumar, 
Joint Secretary; Mr. Sanjay Kundu, Joint Secretary 
and Senior Officers from various Ministries & 
Ambassadors of various Countries were also pres-
ent on the occasion.

This is the highest ever since inception of the com-
pany. During the year 2016-17, WAPCOS achieved 
the highest ever Gross Income of Rs.975.44 Cr., 
Profitability of Rs.161.38 Cr. and secured New 
Business of Rs.1983.6 Cr. Net worth of the Company 
has reached an all-time high at Rs.469.6 Cr.

The Company has forayed and forged ahead to 
secure new business in countries like Angola, 
Afghanistan, Bangladesh, Benin, Bhutan, Burkina 
Faso, Burundi, Cambodia, Central African 
Republic, Chad, DR Congo, Ethiopia, Fiji, Ghana, 
Guinea Conakry, Kenya, Lao PDR, Lesotho, Liberia, 
Malawi, Maldives, Mali, Mongolia, Mozambique, 
Myanmar, Nepal, Niger, Nigeria, Philippines, 
Rwanda, Senegal, Sierra Leone, South Sudan, 
Sri Lanka, Swaziland, Tanzania, Togo, Uganda, 
Uzbekistan, Vietnam, Yemen and Zimbabwe 
by virtue of which WAPCOS increased its 
presence in many countries and also facilitated 
strengthening of bilateral relations between India 
and other countries.

REIL Pays all time high dividend 
of	Rs.	2.50	Cr.
Mr. A.K. Jain, MD Rajasthan Electronics & 
Instruments Limited, Jaipur handed over the 
Dividend payment of Rs.2.50 Cr. to Mr. Anant 
G. Geete, Minister of Heavy Industries & Public 
Enterprises, in the presence of Dr. Asha Ram 
Sihag, Secretary Heavy Industry, Mr. Bhaskar 
Jyoti Mahanta, Joint Secretary and other officials. 

This is first time REIL has paid dividend directly 
to Government of India which is highest ever @ 
48.16 percent on its equity share capital for the year 
2016-17.

While acknowledging the work being done by REIL, 
significantly contributing to National missions,   
Mr. Anant G. Geete, Minister of Heavy Industries 
& Public Enterprises emphasized that REIL should 
closely work in synergy with “Make in India” mis-
sion of the Government and further align its activi-
ties with to make India a global manufacturing hub. 
He directed REIL to focus on diversification in food 
sector and business in overseas market as country 
offers unlimited growth potential for public sector 
industry.

Mr. A.K. Jain, MD, REIL assured the Minister and 
Secretary for new diversification and said that REIL 
in line with commitment of “Make in India” has 
enhanced manufacturing base by installation of 
Automatic Stringer machine with a capacity of pro-
cessing 700 cells per hour to make solar string(s), 
which facilitates in producing low wattage solar 
modules. Under Skilling India initiative, company 
is creating 50000 Sq ft state of art Green premises 
to be used as Skill Development Centre (SDC) in 
the field of Information Technology, Electronics & 
Renewable Energy, IT enabled services, Research & 
Development Center and Corporate Marketing. 

Mr. A. K. Jain, MD, REIL handing over dividend cheque to 
Mr. Anant G. Geete, Union Minister of Heavy Industries 
and Public Enterprises, in the presence of Dr. Asha 
Ram Sihag, Secretary Heavy Industry, Mr. Bhaskar Jyoti 
Mahanta, Joint Secretary, DHI, Smt. Praveen Gupta, Dy. 
Secretary, DHI and Mr. Subhash Agrawal, AGM, REIL.
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Vegad, Member of Parliament 
(Rajya Sabha); Mr. Mahamad 
Javid Abdulmutalib Pirzada, 
Member of Legislative Assembly 
and Mr. Shamjibhai Bhimjibhai 
Chauhan, Member of Legislative 
Assembly. 
State Government of Gujarat has 
proposed a Greenfield Airport at 
Hirasar, Rajkot as the existing air-
port is capacity constrained with 
no further scope for expansion 
and upgradation due to urban-
ization and commercial develop-
ment around the existing airport. 
It has been decided that the AAI 
shall take up development works 
in a phased manner. In the initial 
phase, development works are 

(PMJTL), a 100% wholly owned 
subsidiary of POWERGRID.
BHEL’s scope of work in the 
contract envisages constructing 
two large sized greenfield 3,000 
MVA, 765/400 kV substations, 
at Medinipur and Jeerat (near 
Kolkata). These EHV substations 
will play a key role in strengthen-
ing the 765 kV system in the Eastern 
region (ERSS-XVIII), for deliver-
ing power to important load cen-
tres in the state of West Bengal. 
The substations are slated to be 
commissioned within a schedule 
of 30 months. The project shall 

proposed to be undertaken at a 
cost of Rs. 1405 cr.  
The New Greenfield Airport is 
going to have many environ-
ment- friendly features like 
double insulated roofing system, 
rainwater harvesting system to 
recharge the ground water level, 
usage of eco-friendly local build-
ing material, LED lighting, sen-
sor-fitted electrical and sanitary 
fittings, energy efficient chillers, 
solar power system and a green 
belt along the periphery of the 
airport and along the approach 
road to act as a noise barrier. 
While addressing the attendees 
during the Bhoomi Poojan cer-
emony, Prime Minister.

be engineered and delivered by 
BHEL on total turnkey basis.
BHEL has been contributing 
significantly in making the 765  
kV Ultra High Capacity inter-state 
transmission network a reality by 
undertaking the commissioning 
of 765 kV greenfield substations 
across the nation on turnkey ba-
sis. These include substations at 
Raichur (3,000 MVA) in Karnataka, 
Fatehabad in Uttar Pradesh 
(3,000 MVA), Banaskantha (3,000 
MVA) and Bhuj (4,000 MVA) in 
Gujarat and Ariyalur in Tamil 
Nadu (3,000 MVA).

Rajkot gets a New Greenfield 
Airport: Development takes green steps

BHEL Wins Largest Value 

EPC order for 765 kV Substation

Rajkot, the fourth largest 
city of the state of Gujarat 
is going to get a New 

Greenfield Airport soon. The 
Bhoomi Poojan function of the 
new airport was presided over 
recently by the Prime Minister 
Mr. Narendra Modi recently in 
the presence of Mr. Vijay Rupani, 
Chief Minister, Gujarat; Mr. P. 
Ashok Gajapathi Raju, Union 
Minister for Civil Aviation; Mr. 
Nitinbhai Patel, Deputy Chief 
Minister, Gujarat; Mr. Mohanbhai 
Kalyanjibhai Kundariya, Member 
of Parliament (Lok Sabha); Mr. 
Devajibhai Govindbhai Fatepara, 
Member of Parliament (Lok 
Sabha); Mr. Shankarbhai N. 

Bharat Heavy Electricals 
Limited (BHEL) has bag-
ged a major order for set-

ting up two 765 kV substations on 
EPC (Engineering, Procurement 
& Construction) basis, in West 
Bengal. Significantly, valued at 
over Rs.350 Crore, this is the larg-
est value 765kV substation project 
order for BHEL so far. With this, 
the company has maintained its 
undisputed leadership in the 765 
kV Power Transmission segment.
The order has been placed on 
BHEL by Powergrid Medinipur-
Jeerat Transmission Limited 
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Bharat Electronics Ltd (BEL) 
showcased its capabilities 
at the Tri-Service Asian 

Defense & Security Exhibition, 
Conference and Networking Event 
2017 held recently at IMPACT 
Exhibition Center, Bangkok, Thai-
land. The highlight of BEL’s prod-
uct display is the upgraded L70 
Gun which has been designed, 
developed and manufactured 
by BEL for the Indian Army. The 
L70 gun upgrade is a fusion of 
the latest technologies in the areas 
of electrical servo drives, Electro 
Optical Fire Control System and 
video tracking, which only a few 
global companies have mastered. 

Other BEL products/ systems be-
ing showcased at the Thailand 
exhibition include Land and 
Naval Radars, Communication 
Equipment, Night Vision Devices/ 
Electro Optic equipment, Naval 
Fire Control Systems, Shipborne 
Systems including Naval EW 
Systems and Sonar Systems, 
Simulators and Air Defence 
Weapon System. Also on display 
is the Coastal Surveillance System 
developed by BEL for the Indian 
Coast Guard to provide maritime 
security to vulnerable ports and 
installations and help thwart ter-
rorists’ attempts to sneak into the 
country via sea route.

BEL showcases capabilities at Defense 
& Security Exhibition, Thailand

Ms Anandi Ramalingam, Director (Mar-
keting), BEL, briefing visitors from the 
Royal Thai Armed Forces at the BEL 
stall at the Tri-Service Asian Defense 
& Security Exhibition, Conference and 
Networking Event being held at IMPACT 
Exhibition Center, Bangkok, Thailand.

a beginning of this in Cochin, 
the first coastal movement by 
Rashtriya Ispat Nigam Limited 
(RINL), happened recently.

M. V. Sabarimalai, the coastal 
cargo vessel carrying 5000 Tonnes 
of steel products consignment of 
RINL, arrived at Cochin recently 
from Visakhapatnam. This was 
the first steel consignment of RINL 
moved by coastal route from their 
plant at Visakhapatnam.  So long 
they were bringing their con-
signment for distribution in and 
around Kerala by rail to their 
stock yard. On arrival, the Captain 
of the ship was welcomed by 
Traffic Manager in presence of the 

officials of the Port, RINL Cochin, 
the Agents M/s. Shreyas Shipping, 
and the Stevedore.  The arrival of 
the first consignment at Cochin 
emphasized the effort of the mar-
keting team of the Port, which was 
having discussion with the RINL 
authorities for more than a year 
for bringing this consignment to 
Cochin. It may be mentioned there 
that on 31st October, 2017 Minister 
of Shipping and Minister of Steel 
jointly flagged off the first coastal 
consignment of Visakhapatnam 
Steel plant of RINL at Visakha-
patnam Port. The ship sailed 
from Visakhapatnam Port on 8th 
November, 2017 to reach Cochin 
on 12th Nov. 2017.

Coastal Steel Consignment of 
RINL arrives at Cochin Port

Government of India has 
embarked ambitious de-
velopment projects based 

on Sea ports.  Coastal shipping 
is one among the many such 
initiatives under the Sagarmala, 
the flag ship development proj-
ect of Ministry of Shipping.  As 
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Achieves highest Q2 profit in the last three years; Company on firm 
footing; Focus on execution & order booking to drive growth

BHEL Maintains Profitability 
Momentum

Maintaining the momen-
tum of profitability 
achieved in FY 2016-17 

and continuing on the growth 
path in FY 2017-18, Bharat Heavy 
Electricals Ltd. (BHEL) has re-
ported a growth of 5.9 percent 
in its net profit at Rs.115 Cr. 
profitability, as against a net 
profit of Rs.109 Cr. in the corre-
sponding quarter in the previous 
year. Significantly, this is the 
highest Q2 profit in the last 
three years. The turnover for the 
second quarter of FY 2017-18 
stands Rs. 6,168 Cr.
The growth in profitability has 
been made possible despite the 
provisions made for the increase 
in wages due to the impending 
wage revision. The management 
has adopted multiple cost op-
timization measures which are 
reflecting in these results. The 
turnover for the quarter has been 
maintained despite delays in tak-
ing-off of some held up projects.
Importantly, with the power sec-
tor’s biggest order, the 4,000 MW 
Yadadri TPS worth around Rs. 
20,400 cr., taking-off, the compa-
ny recorded a quantum jump in 
the value of orders under execu-
tion. The company’s strategies of 
executing projects on fast-track 
along with focus on enhancing 
order book in the conventional as 
well as diversified areas will be 
the growth drivers for BHEL in 
the coming future.

The Chief Minister of Telangana, Mr. K. Chandrashekhar 
Rao, handed over cheque of initial advance to Mr. 
Atul Sobti, CMD, BHEL in the presence of Mr. G. 

Jagadish Reddy, Energy Minister, Govt. of Telangana, and 
Mr. Prabhakar Rao, CMD, TSGENCO, for the setting up of 
the 5x800 MW Yadadri Power Project. Other senior officials 
from Govt. of Telangana, TSGENCO and BHEL were also 
present on the occasion. The order for the 4,000 MW Yadadri 
Supercritical Thermal Power Project, valued at approximate-
ly Rs 20,400 cr., is the single largest order for the company 
so far and is also the highest value order ever placed in the 
power sector in India.

Chief Minister of Telangana 
hands over advance cheque 
to	BHEL	for	setting	up	5	x	800	
MW	Yadadri	Power	Project

Mr. K. Chandrashekhar Rao, CM, Telangana handing over the advance 
cheque to  Mr. Atul Sobti, CMD, BHEL.
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number of prospective custom-
ers. The new design of the website 
acts as a vital sales and marketing 
tool for our business. Another 
value addition to redesigning 
our website is to secure higher 
ranking in search engines. The 

FY 2017-18 stood at Rs. 412.39 Cr, 
registering a growth of about 19 
percent over the Profit After Tax 
(PAT) of Rs. 346.25 Cr recorded in 
the corresponding period of the 
previous year.

Six months’ period
The Company has achieved a 
Net Turnover of Rs. 4126.28 Cr, 
up to First Half of the FY 2017-
18, registering a growth of about 
64 percent over the Net Turnover 
of Rs. 2518.69 Cr recorded in 
the corresponding period of the 
previous year. Profit Before Tax 
(PBT) for the First half of FY 

redesign of the website is ensured 
to meet Government, Ministry 
Guidelines and International 
standards and to provide an ex-
cellent first and lasting impres-
sion on existing and prospective 
visitors.

2017-18 stood at Rs. 766.30 Cr, 
registering a growth of about 
49 percent over the Profit Before 
Tax (PBT) of Rs. 512.66 Cr record-
ed in the corresponding period of 
the previous year.

Profit After Tax (PAT) for the First 
half of FY 2017-18 stood at Rs. 
537.71 Cr, registering a growth of 
about 41 percent over the Profit 
After Tax  (PAT ) of Rs. 382.34 
Cr recorded in the correspond-
ing period of the previous year. 
The order book position of the 
company as on 1st October, 2017 
stood at Rs. 41746 Cr.

BEML’s New Website Goes Live

BEL Registers 46% Growth in 2nd Quarter

BEML Ltd.  launched the 
Company’s new web-
site. In an exclusive pro-

gramme organised at Company’s 
HQ, Mr. Deepak Kumar Hota, 
CMD, has launched the new 
website with a click to ‘go live.’  
The occasion was graced by 
Mr. BR Viswanatha, Director 
(Mining & Construction), Mr. RH 
Muralidhara, Director (Defence 
Business), Mr. Umesh Chandra, 
Executive Director (IT&T) along-
with other Senior Executives.
BEML website is redesigned with 
static and dynamic components 
that are easily navigable with a 
neat look, high-value content and 
relevant images. The primary 
objective of web redesign is to 
enhance the marketability of our 
website by attracting an increased 

Bharat Electronics Limited 
(BEL) achieved a Net Turn-
over of Rs. 2431.73 Cr, dur-

ing the 2nd quarter of FY 2017-18, 
registering a growth of about 46 
percent, over the Net Turnover 
of Rs. 1664.38 Cr recorded in 
the corresponding period of the 
previous year. Profit Before Tax 
(PBT) during the 2nd quarter of 
FY 2017-18 stood at Rs. 587.03 Cr, 
registering a growth of about 26  
percent over the Profit Before Tax 
(PBT) of Rs. 464.07 Cr recorded in 
the corresponding period of the 
previous year. Profit After Tax 
(PAT) during the 2nd quarter of 

Mr. D. K. Hota, CMD, BEML inaugurating the New Website of the Company.
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the production processes and val-
ue chain. 

The Company reduced its losses 
by registering 26 percent im-
provement in PAT which stood 
at Rs (-) 539 Cr. in Q2 FY18 as 
against Rs (-) 732 Cr. over CPLY.
Despite improved sales revenue, 
earnings were impacted by huge 
rise in imported coal price, which 
partially negated the higher ac-
cruals. In order to neutralise the 
rise in input costs, the Company 
is continually ramping up pro-
duction from new facilities.
Simultaneously, the Company is 
optimising the utilization of its 
finishing facilities to increase the 
high value product offerings for 
better market realisation. Specific 
branding of products from the 
new mills is also one of the steps 
towards this.

SAIL’s operational performance 
also exhibited good numbers in 
Q2 FY18, registering the highest 
ever quarterly saleable steel pro-
duction at 3.659 Million Tonnes 
(MT) and surpassing the previ-
ous best of 3.626 MT achieved 
in Q4 FY16-17, with growth of 5 
percent over CPLY and 14 percent 
over preceding quarter in the cur-
rent financial year. On the im-
portant techno-economic param-
eters, SAIL achieved the best ever 

quarterly Coke rate of 459 kg/thm 
whichis lower by 5 percent over 
CPLY. Cold Dust Injection (CDI) 
improved by 33 percent over 
CPLY and Blast Furnace (BF) pro-
ductivity was higher by 4 percent 
over CPLY.
Reiterating the need to change 
product mix to make way for 
more value added and differenti-
ated products, Chairman, SAIL, 
Mr. P. K. Singh said, “Our focus on 
reducing operating cost of assets, 
prudent finance management, ef-
ficient production process and in-
creased share of value added and 
branded products is beginning 
to show results. The products 
from our modernized mills will 
continue to claim a large share of 
steel usage in several national in-
frastructure projects. In line with 
the Government’s strategies for 
improving infrastructure, SAIL 
is aiming to supply large quanti-
ties of steel in prestigious projects 
including Sagarmala, upcoming 
Bharatmala project and railway 
expansion etc.”Mr. Singh added, 
“As part of SAIL’s turnaround 
initiatives, our continuous large 
group communication exercises 
across units have helped embed 
our priorities in the Company’s 
collective psyche, which will keep 
strengthening SAIL’s foundations 
for profitable growth”.

SAIL Achieves 21% Net Sales; 
Revenue Growth in Q2 FY18 over CPLY

Steel Authority of India Ltd. 
(SAIL) registered 21 percent 
growth in net sales revenue 

which stood at Rs. 13,442 Cr. for 
the second quarter of FY17-18 
(Q2 FY18) as against Rs. 11,080 
in CPLY. SAIL’s emphasis on in-
creasing the share of high value 
products in its basket has begun 
to positively influence revenue 
earnings. SAIL recorded 4 per-
cent growth in domestic sales in 
H1FY18 (Apr-Sept’17) with 21 
percent improvement in sales of 
high value products like Cold 
Rolled and galvanized prod-
ucts. There has also been a size-
able 30 percent improvement in 
sales of railway products during 
H1 FY18.
Registering positive EBITDA 
for the sixth consecutive quar-
ter, SAIL achieved EBITDA of 
Rs. 967 cr. before exceptional ex-
penses in Q2 FY18, recording a 
growth of more than 400 percent 
against an EBITDA of Rs. 192 cr. 
during CPLY, and posting a cash 
profit pre-depreciation and ex-
ceptional items of Rs. 323 cr. in 
Q2 FY18. Notably, the EBITDA 
for Q2 FY18 is higher than of the 
entire fiscal 16-17. SAIL’s EBITDA 
margin to net sales revenue ratio 
stands at 7.1 percent in Q2 FY18 
as against 1.7 percent in CPLY, in-
dicating higher efficiencies across 

•	SAIL	achieves	21percent	net	sales	revenue	growth	in	Q2FY18	over	CPLY
•	SAIL	earns	higher	EBITDA	in	Q2FY18	than	entire	FY17
•	Improved	product	mix	helps	SAIL	to	better	revenues	
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At a function held at the 
Visakhapatnam Port, 
Mr. Chaudhury Birender 

Singh, Union Minister for Steel 
flagged–off the maiden coast-
al shipment of Rashtriya Ispat 
Nigam Limited (RINL), the cor-
porate entity of Vizag Steel along 
with Mr. Nitin Gadkari, Minister 
for Shipping, who joined through 
video conferencing, recently.
Speaking on the occasion, the 
Steel Minister said the Sagarmala 
Project would transform the lo-
gistic sector and change the lives 
of those living along the 7500 kms 
Coast line in the country.  While 
commending RINL for foray-
ing into sea trade to strengthen 
its relationship with the coastal 

Ms Florence Parly, 
French Minister for 
the Armed Forces 

along with her team visited 
the country’s premier warship 
building yard, Mazagon Dock 
Shipbuilders Ltd. recently. 
She was received by Cmde 
Rakesh Anand, CMD, MDL. 
The visitors were shown the 
yard facilities including pro-
duction shops, modernisation 
project etc. and a presentation 
was made to showcase MDL’s 
capability. Ms. Parly was ex-
tremely impressed with the 
facilities and professionalism 
of the workforce at MDL. She 
congratulated all contributors 
to the Scorpene Submarine 
Project which epitomizes 
the spirit of Indo-French 
co-operation. 
MDL had recently delivered 
the first Scorpene submarine 
Kalvari and the second will be 
delivered in early 2018. MDL 
is now waiting for further sub-
marine orders.

transportation for domestic re-
quirements, he said and added 
that RINL should take advantage 
of utilizing its locational advan-
tage for import of raw materials 
like coking coal and export of fin-
ished products.
He mentioned that RINL has been 
at forefront of launching new ini-
tiatives to increase steel consump-
tion through market penetration 
and creating awareness.  He ex-
pressed confidence that RINL 
would continue to be a pioneer. 
Mr. P Madhusudan, CMD RINL, 
in his welcome address high-
lighted the initiatives of RINL 
in promoting coastal shipping 
as the plant is expanding its 
capacity.

Union Steel 
Minister flags-off maiden 
Coastal Shipment
of RINL-Vizag Steel at Visakhapatnam

French Minister 
for the  Armed 
Forces visits 
MDL

Mr. Chaudhury Birender Singh, Union Minister for Steel alongwith Mr. P. 
Madhusudan, CMD, RINL and other ministers at the flags-off maiden Coastal 
shipment

Ms. Floprence Parly, French Minister 
during her visit to MDL.



127Kaleidoscope November - December, 2017

increased by about 3% to 765 
MMSCM in Q2 FY 2017-18 from 
743 MMSCM last year during 
the same period.

• Crude Oil price realisation in-
creased by US$ 5.5/BBL to US$ 
50.10/BBL in Q2 FY 2017-18 as 
compared to US$ 44.55/BBL 
during Q2 FY 2016-17. 

• Gas price realisation during Q2 
FY 2017-18 decreased to US$ 

2.48/MMBTU from US$ 3.06/
MMBTU in Q2 FY 2016-17.

• Natural Gas production com-
menced from a pre-NELP JV 
block AAP-ON-94/1, Dirok in 
August, 2017

• PAT in H1 2017-18 was 2% 
higher than H1 2016-17. 
Performance in other key pa-
rameters also improved over 
H1 2016-17.

Oil India Limited’s Q2 and H1 Results for FY 2017-18

Oil India Limited (OIL), India’s second largest National Exploration & Production Company, held 
its 483rd Board Meeting recently in New Delhi. The OIL Board approved the Q2 & H1 FY 2017-18 
results in the meeting. Details of the Q2 & H1 FY 2017-18 results are as follows:

Performance

Performance Highlights
• 11.32% growth in PAT for Q2 

FY 2017-18 at Rs. 645.97 cr as 
compared to PAT of Rs.580.97 cr 
during Q2 last year.

• Crude Oil production regis-
tered a growth of 5.3% in Q2 FY 
2017-18 to 0.854 MMT as com-
pared to 0.811 MMT during Q2 
FY2016-17.

• Natural Gas production also 

Details Unit Q2 2017-18 Q2 2016-17 H1 2017-18 H1 2016-17

A. Financial

Total Income Rs. Crores 2804.73 2720.92 5290.43 5181.77

Turnover Rs. Crores 2473.74 2331.38 4805.48 4552.57

Net Profit Rs. Crores 645.97 580.27 1096.21 1074.68

Earnings per share Rs. 8.47 7.24 14.14 13.41

B. Crude Oil Price

Gross Crude oil Price US$/Barrel 50.10 44.55 49.26 43.83

Subsidy/Discount US$/Barrel 0.00 0.00 0.00 0.00

Net Price US$/Barrel 50.10 44.55 49.26 43.83

Gross Crude Oil Price Rs./Barrel 3220.93 2983.07 3170.87 2933.54

Subsidy/Discount Rs./Barrel 0.00 0.00 0.00 0.00

Net Price Rs./Barrel 3220.93 2983.07 3170.87 2933.54

Ex Rate Rs. 64.29 66.96 64.37 66.93

C. Production

Crude oil* MMT 0.854 0.811 1.702 1.614

Natural Gas* BCM 0.765 0.743 1.489 1.474

Oil + Oil equivalent MMTOE 1.619 1.554 3.191 3.088

D. Sales

Crude oil MMT 0.843 0.812 1.663 1.597

Natural Gas BCM 0.635 0.614 1.230 1.220

Oil + Oil equivalent MMTOE 1.478 1.426 2.893 2.817

* includes OIL’s production in joint ventures.
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partner in progress and an indus-
try leader in promoting inclusive 
growth, sustainable development 
and nurturing happiness among 
people,” said Dr. Chand. 
“Our action plan includes, in-
creasing the volume of produc-
tion, expansion and modern-
ization of our plants, import 

substitution and diversification 
of products. Further, the compa-
ny targets to strengthen its pres-
ence in the domestic as well as in 
the international market. A New 
Business Model has been envis-
aged, which takes into account 
the market uncertainties of fu-
ture,” Dr. Chand said.

36th AGM of NALCO Held

In the 36th  Annual General 
Meeting held recently, the 
shareholders of National 

Aluminium Company Limited 
(NALCO) approved a total 
dividend payout of 56 percent, 
which works out to Rs. 2.80 
per equity share of Rs. 5 each. 
The total payout, including 
Dividend Distribution Tax, 
works out to Rs. 651.40 cr, as 
against Rs. 562.22 cr paid in the 
last fiscal. For the year, dividend 
payment, including dividend dis-
tribution tax works out to 97.44 
percent of net profit. Since incep-
tion, NALCO has paid a total of 
Rs. 6687 cr as dividend, includ-
ing Rs. 5632 cr as share of Govt. 
of India.
Speaking on the occasion, Dr. 
Tapan Kumar Chand, CMD, 
NALCO congratulated all the 
stakeholders for NALCO’s suc-
cess in sustaining production 
performance, along with produc-
tivity and profitability despite 
the downturn in the international 
metal market. “The year was also 
a testimony of NALCO being a 

•	 NALCO	announces	56	percent	dividend	amounting	to	Rs.	651	cr.	
for	2016-17

•	 Shareholders	cheer	success	of	NALCO	share	in	Stock	Exchange

• Net Profit of Rs. 669 crore

• Gross turnover of Rs. 7933 crore

• Highest-ever production with 
Bauxite Transportation of 68.25 
lakh MT (achieving 100 percent 
capacity utilization)

• Highest-ever Alumina Hydrate 
production of 21.00 lakh MT 
(100 percent of normative 
capacity)

• NALCO’s Alumina Refinery 
is the lowest-cost producer of 
Alumina in the World

• Cast metal production of 3.87 

lakh MT, registering a growth 
of 4.03  percent over previous 
year 

• Net Power Generation’ of 6,066 
MU, registering a growth of 3.85 
percent over previous year

• Generation of 206 MU of wind 
energy

• Total Metal Sales up by 2.52 
percent in domestic market

• Share price of NALCO has more 
than doubled in last two years 
from Rs.36.45 in 2015 to Rs. 
85.40 as on 13th Sept. 2017.

Performance Highlights: 2016-17

36th AGM of NALCO.
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AAI signs MoU with Tata 
Memorial Centre for providing 
aid to underprivileged children 
suffering from Cancer
As part of the Corporate Social Responsibility 
(CSR), Juhu Airport of Airports Authority of India 
signed an MoU with the Tata Memorial Hospital, 
Mumbai and has given Rs. 1.32 Cr. as a financial aid 
towards the procurement of specialised equipment 
needed for treatment of destitute children suffering 
from Cancer.

The MoU for the above CSR project was signed 
by Dr. M.K. Bimal, Airport Director, AAI, Juhu 
Airport, Mumbai and Dr.Mr.pad D. Banavali, 
Professor and Head, Department of Medical & 
Paediatric Oncology, TMC in the presence of Mr. 
Keshav Sharma, Regional Executive Director, WR, 
AAI, Mumbai; Dr. Rajan Badwe, Director, TMC 
and Prof. K.S. Sharma, Director Academics, TMC 
and other officials of AAI and TMC. AAI assured 
that the aid from AAI shall continue for this noble 
cause. As a gesture of affection to spread happiness, 
AAI officials also distributed small packets of fruits 
juice, chocolates and dry fruits etc. among children 
admitted at TMC. Mr. Keshav Sharma, Regional 
Executive Director (Western Region), AAI said, 
“We feel humbled to have been able to provide as-
sistance for a noble cause that touches humanity, we 
will continue to provide our support for the under-
privileged children in the coming future too.”

This is not the only instance of AAI providing assis-
tance towards ensuring timely treatment to under-
privileged Cancer patients. Earlier this year, AAI 
had decided to upgrade the pathology division of 
Cachar Cancer Hospital & Research Center, Silchar, 
Assam. Commenting on AAI’s thrust on providing 
assistance towards ensuring better medical facilities 
to the underprivileged, Dr.Guruprasad Mohapatra 
said, “As a successful PSU, we feel morally respon-
sible towards doing our bit in ensuring holistic 
lifestyle for the less privileged in our society. Our 
initiatives in the Northeast India, Cochlear implant 
assistance in association with ALIMCO, cervical 
screening programme for the less privileged wom-
en and now with Tata Memorial Hospital are testi-
mony to our commitment to the cause.”  

NRL provides Solar Home 
Lighting Systems under CSR
Treading another step towards accomplishing its 
CSR objective of improving rural infrastructure, 
Numaligarh Refinery Ltd. provided Solar Home 
Lighting Systems (SHLS) to 290 un-electrified 
households in 7 nearby villages during 2016-17.
The completed project was formally inaugurated 
at Madhabpur Village, Golaghat. Mr.  Dina Tanti, 
Village Head of Madhabpur Village did the hon-
ours by inaugurating one of the households pro-
vided with SHLS  in presence of Mr. Apurba 
Kumar Bhattacharyya, Sr.CGM(HR) NRL; Mr. Amit 

PSEs CSR Initiatives

Mr. Keshav Sharma, RED (WR), AAI and Dr. M.K. Bimal, APD, 
Juhu Airport along with representatives of Tata Memorial 
Centre, Mumbai during signing of the MoU.

Mr. Dina Tanti, Village Head of Madhabpur Village 
inaugurating one of the households provided with SHLS  in 
presence of senior officials of NRL and TERI.
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Kumar, Sr. Director, Social Transformation, TERI; 
Mr. Pankaj Kumar Baruah, GM(CSR) NRL ; Mr. R. 
C. Pal, Principle Investigator (TERI) and other se-
nior officials of NRL. A public function was also 
held to mark the occasion which was attended 
by the beneficiaries. The Energy and Resources 
Institute (TERI), New Delhi, was the partner 
Institute in planning, designing and implementa-
tion of the project. Villages covered under this rural 
electrification scheme are Lettekuchapori; Dhansiri 
Hahsara; Goroimari Balichapori;Borpak Nagabali; 
Madhabpur; Madhupur & Butalikhawa.

PFC	Extends	Financial	
Assistance	of	Rs.1329	Cr.	to	
Uttarakhand

Power Finance Corporation Ltd (PFC) extended 
financial assistance of Rs. 1329 cr.  to State Power 
Utilities of Uttarakhand – Rs. 309 cr. to Uttaranchal 
Jal Vidyut Nigam Ltd. (UJVNL) for RM&U of 
Chilla Hydroelectric Project, and Rs. 1020 cr. to 
Power Transmission Corporation of Uttarakhand 
(PTCUL) for implementation of various transmis-
sion schemes. In a Loan Documentation event 
organized recently in Dehradun, the loan docu-
ments for Chilla HEP and MoU for execution of 
Loan Documents for Rs. 817 cr. were executed be-
tween PFC and Power utilities of Uttarakhand viz. 
UJVNL and PTCUL respectively, in presence of Smt. 
Radhika Jha, Secretary (Energy) and Chairperson, 
UJVNL & PTCUL, Mr. Rajeev Sharma, CMD, PFC 
and other senior officials from both sides. PTCUL 
had earlier executed loan documents for financial 
assistance amounting to Rs.203 cr. with PFC.  

SEWA-THDC	providing	
Infrastructure Support to 
Ganga	Prem	Hospice			
Mr. S. K. Biswas, Director (Personnel), THDC India 
Ltd. recently handed over the 01 Mortuary Chair 
and 06 Bed Cum Chair to Ganga Prem Hospice, 
Raiwala Haridwar as a support to this noble cause. 
This infrastructure Support to the hospital is pro-
vided by SEWA-THDC a Company Sponsored of 
THDCIL under the CSR Interventions. Smt. Samita 
Biswas and Mr. H.L. Bharaj, Chief General Manager 
(S&E/Services) & President SEWA-THDC were also 
present on this occasion.          

To promote Swachh Bharat Abhiyan Cleanliness 
Drive, an awareness Programme was also orga-
nized. Smt. & Mr. Biswas also planted a sapling 
after the event. Ganga Prem Hospice is a spiritu-
ally oriented Non Profit hospice for terminally ill 
cancer patients and provides medical, spiritual and 
emotional support to the patients and their family 
members. 
Mr. S.K. Biswas while visiting the Ganga Prem 
Hospice appreciated their active involvement in 
this noble cause and said SEWA-THDC will try to 
find new avenues in which support can be extended 
to strengthen this intervention.

“Swachhta Hi Seva” 
Abhiyan	observed	on	Gandhi	
Jayanti	by	GSL	
“Swachhta Hi Seva” Abhiyan was organised by 
Goa Shipyard Ltd on the occasion of “Gandhi 
Jayanti”. RAdm. Shekhar Mital, NM (Retd.), CMD 
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Loan Documenattion event and MoU signing ceremony 

Senior officials of THDC at Ganga Prem Hospice during Seva 
THDC initiative.
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GSL, Mr. S. P. Raikar Director (Operations) along 
with other officers, employees & CISF GSL Unit 
took part in the cleaning campaign from Goa 
Shipyard Ltd to  Mormugao Municipal Council. 

The campaign started from both the ends of the 
roads in early morning.
“Swachhata Hi Seva” Campaign Started with 
“Swachhata Shapath” administered by RAdm Mital 
to all the GSL employees. The Campaign was ex-
ecuted by 3 different teams in various part of Town. 
All executives took part with great enthusiasm and 
spirit. RAdm. Mital said “GSL has significantly con-
tributed to Swachh Bharat initiatives of the Central 
Government by embarking on a cleanliness mis-
sion to keep the city of Vasco neat and tidy”, He 
also emphasized on the need of cleanliness by each 
and every citizen. CMD complemented all officer 
and personnel of GSL for participating in all pro-
grammes concerning with welfare of the society 
whole heartedly.

Pawan Hans Ltd. announced the launch its first of 
its kind “Aviation Today” a Bi-Monthly Magazine 
focused on General Civil Aviation with an objective 
to lift up awareness about the helicopter segment 
in India and the State of General Aviation among 
all the Stakeholders of Helicopter Industry in 

Pawan Hans launches its first of its kind General Aviation Sector focused publication 
“Aviation Today” during “Heli-Expo, India - International Civil Helicopter Conclave 2017” 

India. It aims to bring to the table of all the stake-
holders a sustained and reliable source of con-
solidated information that provides free and fair 
analysis on the real situation on the ground in India 
and clearly outline the challenges as much as the 
opportunities.

The 3rd Annual General Meeting (AGM) of NBCC Services 
Ltd., a wholly owned subsidiary of Navratna CPSE NBCC 
(India) Limited, was held recently in New Delhi in presence 

of its Directors, Stake holders & Sr. Officers of NBCC. Mr. Rajendra 
Chaudhari, Chairman, NSL & Director (Commercial), NBCC in 
his address stated that the company, during financial year 2016-17 
registered a quantum growth of 33 percent with turnover of Rs 
106.85 cr. as against Rs 80.55 cr. posted in the previous year. The 
net profit of the Company after tax has grown by 11 percent to Rs. 
6.81 cr. in FY 2016-17 from Rs. 5.77 cr. in previous year. The order 
book of NSL stands at Rs 110 cr. as on 31-08-2017.

NBCC Services Limited (NSL) holds its  AGM
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3rd Annual General Meeting of NBCC.



that the company has recorded 
growth in all major areas of pro-
duction during 2016-17, with 
a growth of 11 percent in Hot 
Metal; 10 percent in Saleable 
Steel; and 17 percent in Finished 
Steel, although one of the Blast 
Furnaces was under shutdown 
during the year for moderniza-
tion. The company achieved a 
Sales Turnover of Rs.12,706 crs 
with a growth of 4 percent over 
the previous year.
The sudden spurt in the prices 
of Imported Coking Coal by 
more than 200 percent during 
the year impacted the margins 
of the company.  However, with 
the increase in volumes and cost 
reduction measures, the loss in 
Gross Margin could be limited 
to Rs.264 crs from Rs.660 crs in 
the previous year. The company 
is continuously focussing on im-
proving the operational efficien-
cies such as Labour Productivity, 
Coke rate, PCI Rate, Specific 
Energy Consumption and all 
are set to improve further with 
ramp up of production from ex-
pansion units and stabilisation 
of modernization units.  These 
along with enhanced Value 
Added steel would significant-
ly improve the overall perfor-
mance of the company.  Further, 
the various strategic initiatives 
being pursued would place the 
company in good stead in the 
coming years.

Coal miners paid rich trib-
utes to the Iron Man of 
India Sardar Vallabhbhai 

Patel recently as Mahanadi 
Coalfields Limited celebrated his 
birth anniversary as ‘Rashtriya 
Ekta Diwas’ by organising ‘Run 
for Unity’ and ‘Ekta March’.

Mr A. K. Jha, CMD, MCL flagged 
off Run for Unity in the morn-
ing while Mr J. P. Singh, Director 
(Technical/ Operations) flagged 
off the Ekta March in the evening 
wherein a large number of offi-
cers, staff and their family mem-
bers participated.

In his address, Mr Jha emphaised 
on role of Sardar Patel the making 
of modern India and said that ev-
eryone should contribute for the 
unity and progress of the nation. 
Platoons of MCL Security, Jagriti 
Mahila Mandal, WIPS (Women 
in Public Sector), MCL Anand 
Vihar Club, MCL Officers’ Club, 
Mahanadi Golf Club, Students 
of MCL DAV Anand Vihar and 
Private Security participated in 
the march past.

RINL conducts
35th Annual General 
Meeting

Coal Miners pay 
rich tributes to 
Iron Man

The 35th Annual General Mee-
ting (AGM) of Rashtriya 
Ispat Nigam Limited was 

held recently at its Registered 
Office in Visakhapatnam.
Mr. P. Madhusudan, CMD, RINL, 
chaired the meeting. Mr. Mahabir 
Prasad, Director, Ministry of 
Steel (MoS), attended the AGM 
on behalf of President of India 
as the authorised nominee.
Mr. P. C. Mohapatra, Director 
(Projects), Mr. P. Raychaudhury, 
Director (Commercial), Mr. K C 
Das, Director (Personnel), Mr. 
V. V. Venu Gopal Rao, Director 
(Finance) & CFO and Mr. Sunil 
Gupta, Independent Director & 
Audit Committee Chairman, Mr. 
Guru Prasad, Sr. Partner, M/s Rao 
& Kumar, Chartered Accountants, 
also attended the AGM.
Mr. P. Madhusudan, CMD,RINL, 
addressed the shareholders of 
RINL/VSP and explained the posi-
tion of the Company. He informed 

Mr. P. Madhusudan, CMD/ RINL 
speaking at the 35th AGM in 
Visakhapatnam
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Run for Unity March being conducted 
at MCL during Rashtriya Ekta Diwas.
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BHEL wins Six National Safety 
Awards
Among a host of public and private sector compa-
nies in the country, six ‘National Safety Awards’ 
have been won by Bharat Heavy Electricals Limited 
(BHEL) for outstanding achievements in terms of 
the longest accident free period and lowest accident 
frequency rate at their works.

The awards were received by Mr. Atul Sobti, 
CMD, BHEL from Mr. Santosh Kumar Gangwar, 
Union Minister of State, Labour & Employment 
(Independent Charge), at a function in New Delhi.

MCL receives two awards from 
Vice President of India
Mahanadi Coalfields Limited (MCL) was awarded 
by Mr. Venkaiah Naidu, Vice-President of India, for 
Vigilance Innovation and Best Institutional Practice 
to fight corruption.

The awards were received by Mr. Munawar 
Khursheed, IRPF, Chief Vigilance Officer, MCL 
from the Vice-President, who inaugurated 
Vigilance Awareness Week-2017 on theme “My 

Vision-Corruption Free India” [“esjk y{; & Hkz’Vkpkj 
eqDr Hkkjr”] at Vigyan Bhawan, New Delhi.   

Dr Jatinder Singh, Minister of State (I/c), PMO and 
Mr. K V Chowdary, Chief Vigilance Commissioner 
of India, who also administered the integrity 
pledge to all after inauguration of VAW-2017 by 
Vice-President.  

MCL was awarded for its outstanding contribution 
in Vigilance Innovation, wherein MCL has installed 
a pilot project for Integrated Fuel Management 
System (IFMS) at Lakhanpur OCP of MCL to moni-
tor the fuel consumption of the Project. The main 
features of this IFMS are Decantation Management 
System, Anti-theft Management System, RFID 
based vehicle recognition and fuel dispensing sys-
tem, etc. The company bagged second award for 
outstanding contribution in the category of best 
Institutional practice to fight corruption.

PFC	Conferred	with	the 
CSR Award
Mr. Rajeev Sharma, CMD, PFC receiving the “CSR 
Award” from Mr. Vijay Goel, Union Minister of State 
of Parliamentary Affairs, Statistics & Programme 
Implementation and Mr. Piyush Goyal, Union 
Minister of Railways and Coal. PFC has received 

Awards & Accolades to PSEs

Mr. Atul Sobti, CMD, BHEL receiving the award from 
Mr. Santosh Kumar Gangwar, Union MoS (I/c), Labour & 
Employment.

Mr. Munawar Khursheed, IRPF, CVO, MCL Employment 
receiving the award from Mr. Venkaiah Naidu, Vice-
President of India.
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this recognition for the excellent work it has done 
in the areas of Skill Development, Construction of 
Toilets, Renewable Energy Solutions to rural popu-
lation, support to persons with disabilities, etc.

NALCO Refinery bags Kalinga 
Safety Award
The Alumina Refinery of NALCO, in Damanjodi, 
Odisha, received the Kalinga Safety Award 
(Silver) for the year 2016 at the Odisha State Safety 
Conclave-2017, held recently at Bhubaneswar. On 

behalf of the company, the award was received by 
Mr. R. S Das, General Manager (Refinery) from Dr. 
S.C Jameer, Governor of Odisha. It may be noted 
that NALCO’s Refinery was awarded for its exem-
plary efforts in maintaining best safety practices in 
the Refinery plant.

Appreciating the concerted efforts of Refinery team, 
Dr. Tapan Kumar Chand, CMD of the leading CPSE, 
conveyed hearty congratulations to NALCO collec-
tive for the accolade.

India Seatrade Award bestowed 
on RINL
RINL has been bestowed with “India Seatrade 
Award-2017”  for foraying into Coastal shipping in 
the country.

Mr. P.J. Kurien, Deputy Chairman of Rajya Sabha 
presented the award to Mr. P Madhusudan, 
CMD,RINL during the Coastal Shipping & Inland 
Water Transport Business Summit held in Cochi 
recently. 

The award was bestowed on RINL for excellence 
in coastal shipping & Inland Water Transportation 
during 2017. Mr. P Raychaudhury, Director 
(Commercial) RINL was present on the occasion 
and addressed the delegates on understanding the 
cargo owners perspective to align, engage and forge 
a commitment towards an instant modal shift.

Mr. P Madhusudan, CMD,RINL receiving the award from Mr. 
PJ Kurien, Deputy Chairman of Rajya Sabha at Cochi.
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Mr. Rajeev Sharma, CMD, PFC receiving the “CSR Award” 
from Mr. Vijay Goel, MoS, Parliamentary Affairs, Statistics & 
Programme Implementation and Mr. Piyush Goyal, Union 
Minister of Railways and Coal.

Mr. R. S. Das, General Manager (Refinery) with Dr. Tapan 
Kumar Chand, CMD, NALCO.






