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PAR NFRS

A strategy consultancy committed to
taking care of your reputation right from building it to
protecting and maintaining it

In all scenarios. At all times.

< > www.pitchforkpartners.com
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The
new order

A NEW NORMAL is in order, but no one knows
what it is

q When UNPRECEDENTED EVENTS STRIKE
like lighting, they leave us confused and
scrambling to get back to our feet
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Businesses may not be the SAME AGAIN, for example,
consumer mobility is impacted, media consumption habits
are changing, supply chains are being disrupted

But there is one arena where certainty reigns, and which
will be your strongest asset. That is REPUTATION

www.pitchforkpartners.com
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While there may be a need to change our business and
work models, there is absolutely no need to compromise

We say this, because we are prepared, to fight for your
reputation, while you fight for your business

www.pitchforkpartners.com




Reputation

p 01 p 02 » 03 p 04

Crises force business When digital may be Today, there is an You don’t need to
landscapes to change the undeniable path even stronger need do it alone, you
and may impact all to go, reputation of to ensure positive can do it together,
touchpoints that a businesses also experiences with with us

brand has with its keeps shaping up stakeholders and

stakeholders. with every digital maintain reputation

Businesses need to action

adapt as quickly as
the situations change

< > www.pitchforkparthers.com ———— 6



We are your warriors. We keep
up the spirit, engage with
obstacles and move ahead with
confidence with the help of
leaders who've gone through
fire many times in the past

(i
)

i gy |- |- |- -\ &
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We believe challenges are but
opportunities. Disruptions are but
open doors to greater successes

pitchforkpartners.com ——— 7




Pitchfork believes that when traditional
ways don't, tailored solutions do, and
experienced minds make a difference

Our team specializes in understanding
business needs and aligning
communication to the business goals

OUR
ADVISORY GROUP

Our advisory group
consists of well-known
names from various
industries who roll up
their sleeves and fire
up their creative brains
whenever called

www.pitchforkpartners.com ———



Overview

PITCHFORK’S SOLUTIONS ARE HOLISTIC. DIGITAL AND SOCIAL
MEDIA ARE INTEGRAL PARTS OF OUR OFFERING.

~»Our experiences and expertise help us help you focus on every relationship
set. We also counsel CXOs of mid-sized and large companies for reputation
management that looks beyond traditional media

We champion reputation building, management and protection in the
il following ways:

OOO \/‘
Iﬁ]\ “ |:|IZI|][| h n(ﬁ%

Reputation Building Reputation Management Reputation Protection

www.pitchforkpartners.com ———



Reputation Building

|@£ &%& Jf

MEASUREMENT STAKEHOLDER MAPPING STRATEGY
Research, measure perceived Map the target audience Tactics to engage target
vs actual reputation potential audience, purposing workshop,

messaging framework and
media training

Jvo; v

MONITORING AND ONLINE MANAGEMENT
MEASUREMENT Reputation management in the
Understanding and measuring online world

the change

BACK TO OVERVIEW Reputation Building

a0l

REPUTATION BUILDING

Brand communication, thought
leadership, media and influencer
engagement, crisis planning,
and government and corporate
affairs

www.pitchforkpartners.com 10
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Reputation Management

2, R
A4
MEASUREMENT STAKEHOLDER MAPPING

Research, measure perceived Map the target audience
vs actual reputation potential

o oA

REPUTATION MANAGEMENT REPUTATION MONITORING

Corporate communication and AND MEASUREMENT
thought leadership, executive Understanding and measuring
positioning, media and influencer the change

engagement, crisis planning and
management, and government and
corporate affairs

BACK TO OVERVIEW

%
AN
STRATEGY

Tips and tactics to influence
your target audience

ONLINE MANAGEMENT
Managing reputation in the
online world

=)

MESSAGING
Our patented messaging
framework

Reputation Management

www.pitchforkpartners.com
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Reputation Protection

i

REPUTATION DAMAGE
ASSESSMENT

Research and insights, mapping
reputation index and factors that
have influenced it, impact on
business and people

a0l

REPUTATION REVIVAL AND
RE-BUILDING

Crisis communication, media

and influencer engagement, and

government and public affairs

Q

A’&

STAKEHOLDER
IDENTIFICATION, MAPPING &
ENGAGEMENT

Map the target audience

2:?—\

ki

ONLINE REPUTATION REPAIR
AND MANAGEMENT
Protection of reputation in the
online world

BACK TO OVERVIEW

Ve
AN
DAMAGE CONTROL AND
REVIVAL STRATEGY

Tips and tactics to engage with
your target audience

=)

REVIVAL MESSAGING
Messaging framework, FAQs
and media training

Reputation Protection

www.pitchforkpartners.com
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Social Media and Digital Marketing

~ 4
- ~

DIGITAL STRATEGY AND
EXECUTION

End-to-end integrated strategy
covering full spectrum of social

and digital world, creative and

content strategy, development,

and outreach

]

DIGITAL MEDIA PLANNING
AND BUYING

Insights and media analytics,

media strategy, planning and
buying

inll
REPUTATION BUILDING

Brand communication, thought

leadership, influencer
engagement, digital PR

Q
G

QO

Al e
LEAD GENERATION
Social Media and Google

AdWords campaigns to drive
sales

=N

L=
L=
ONLINE REPUTATION
MANAGEMENT

Listening and analytics,
engagement, reputation

management and protection in

the online world, Crisis
planning and management

R
SEO / SEM
Strategy, Keyword Research,

Content Development, Link
Building,

%
AN
WEB AND VIDEO
PRODUCTION

Digital Development, Ul/UX
Design, Websites, Apps,
Podcasts and Video
Production

B84

EMAIL MARKETING
Campaign Design &
Development, Lead Generation,
Monitoring, Redemption
Analysis, Response &
Conversion Tracking

www.pitchforkpartners.com 13



Our process

We believe in staying agile. So, when business landscapes change, their
\@g priorities change, our approach also changes to align with the
transformation.

+27| To help craft the right strategies to establish the change, we start with a
A focus on:

Immersion Situation Analysis Data Mining

Relationship Sets Objective Setting Strategic Direction

Action Steps

www.pitchforkpartners.com 14



Thinking process at a glance

THE 7 STEPS OF BUILDING
A CLIENT’S REPUTATION

@ RELATIONSHIP SETS
&. Which group of people do you want to
@ address these problems with?

OBJECTIVE SETTING

(@ﬁ Defining the reputation
you want to build

and its foundation stones

DATA MINING 2 —79
Information needed to solve the problem o E‘é =
identified from the situation analysis O O

SITUATION ANALYSIS
Preliminary conclusions MQ

based on immersion

" STRATEGIC DIRECTION
7o Charting the overarching strategy
AN aligned with business objectives

IMMERSION
In-depth understanding of client, ©) ACTION STEPS
business landscape, competition, @} 0 Specific stepg .
industry, employee, products, among others © needed to build reputation

< D www.pitchforkpartners.com 15
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i

Senior consulting staff

D

Partnerships with global/regional
firms

o

Result-oriented approach and clear
value addition

Multi-market advisory capability

pitchforkpartners.com 16
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Client Relationships (2015 to 2021)

Diversified /
Manufacturing

k’rloskar
HEM\AS

/@ CORTEVA

agriscience

A~
FUCHS
=

GROUP

(33 v
(HP)
o

=y Vashi

Electricals

Real Estate, Hospitality
and Allied Sectors

LODHA

Shree

Cement

) SPRINGBOARD @

$ DELTING

HOTELS AND CASINOS

BMEA

an
v

HOUSE OF

HIRANANDANI

Steelcase

A RON MOUNTAIN

Infrastructure, supply
chain, logistics and

shipping

o Bahri
ol e el

PORT/FREEZONE

TIX

Sustainable
Development Foundations Education
L = @
el
& SRICHAKRA MIRACLE
P RIEAER FOUNDATION Vassar
A SEED - ot
O o ) A g stoodnt
SHAKTI Universal
FoUMDATION &>+ Education
Group
gé“!l;,c%
.3 BSE E
’OXOO“.;S

www.pitchforkpartners.com
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Client Relationships (2015 to 2021)

BFSI/ PE / Fintech

EVERSTONE

true

@ IIFL
WEALTH
LLOYD'S

Dubai
International

0%
DIFC

Financial
Centre

bankl"ﬁltlllil I.com

"?:5/
$ 9,
PRUDENTIAL

Capri élobal
RSAMCO

VISTRA ITCLY"

ADITYA BIRLA

FINANCIAL SERVICES

INDOSTAR

D\ S| G
CONSUMER
PARTNERS

9 MoneyGram.

O

CIRCULATE CAPITAL

Integrow
’ Asset Management

:3 rupeek

” ICICI Securities

Y/

ASHIKA

ANB

5 STASHFIN

o

DigitXx

Munich RE =

SBICAP

VENTURES LTD.

3

SRI FUND

SELF RELIANT INDIA FUND

NEEV FUND

SWAMIH

Investment Fund I

R

N.A.SHAH ASSOCIATES LLP

Industry Bodies

NATURAL
DIAMOND

COUNCIL

U
‘.V

MPOC

AMK‘Q
Cnclll

GlJ EPC
JFOGSI

NUTRITION
REPORT

www.pitchforkpartners.com
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Client Relationships (2015 to 2021)

Healthcare/Pharma Consumer

G EUREKABDN
glenmark FORBESmm's
G Glenmark 4

LIFE SCIENCES Hindustan Unilever: Limited

@ MARS
Petcare

ibd&E

YLG

NexthGen

PHARMA

modern’

<

Auto / Aviation /
OEMs

Jeep

TATA MOTORS

Sad
TVS
AIR NEW ZEALAND &
Garrett

%

Media and Entertainment

A
colors

viacomD)

B|B|C]
STUDIOS

‘%bwm

SONGFEST
Vv

REPUBLIC.

ARD OUFLIEE MEDIA - AMANET NIWS MIVICE

Bloomberg f\luint

Arré

CONDE NAST

U PSTAGED

@E%

VISTAS MEDIA

CAPITAL

LT swastik

_— ‘ PRODUCTIONS

www.pitchforkpartners.com

20



Client Relationships (2015 to 2021)

Technology / B2B Tech / Consumer Tech / Social Media Platforms

TSN
(L 1 N\

AJIT QiMerit Zimmi
REFINITIV [< EXCELITY @ betterplace
Linked [T} @g@g@gg ,ﬂ Koo GAMES2\/IN
‘indeed ugam: 15 © Carena
A\ zeotap W iMarkServ

WorkIndia e ——
[Saas] RUBIX X & vyng
ECURITY AS A SERVICE AFFINE

CommAND THE NEW

¥ ebay ZIne

Pyxis One

Interbrand

) ZIRCA

b |

mAaum

™oes ART

elephant

Marketing / Martech / Consulting

b o

MOGAE MEDIA

L

amsterdam&
partners®

www.pitchforkpartners.com
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ALEESHA ANKITA ANWESHA ARGHO AJAY ARPIT
CHATHANATTU WAGLE CHOWDHURY MUKHERJI TIWARI
‘ - ‘
>
N
DILIP FAYANNE GRIZEL HEMANI
SATAM CARVALHO CARVALHO VADGAMA

-~

MEENAKSHI MUKESH MYRON
ROHATGI THARALI BRAGANZA

KHURRAM
WADIA ASLAM

KERZEENA

ASHRAF ASHWINI DAYLON DHARA
ENGINEER LOYA D’CRUZ RAJPUT

ISHITA ISRARUL JAIDEEP JOYDEEPA SARMA
SHAH HAQUE SHERGILL SARKAR
ﬂ e
NAMIRA NITANSHI NITESH NITI
SAYED SHARMA KADAM MEHTA

www.pitchforkpartners.com 23
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PANNKAJJ POOJA PRASHANSA PRATIBHA PRIYANKA RAJVI REZA RICHELLE
KALE D DESAI CHETRI MEHTA KHANNA SHETTY BHANSALI NOORANI D'SA

T = >

- =

‘ ‘4 C )
ek ALl : ‘ i
RIDDHI ROHIDAS SAMAYEETA SAMIKSHA SHAGUNI SHARON SHAWNA SHILPA SHUBHANGI
SOLANKI UGALMUGALE DUTTA ROY DHOKE MEHTA LUCAS DAVID PAL CHATURVEDI

=

SHWETA SNEHA SUJAY SUNIL VAISHNAVI VANSHIKA VARUN VISHESH
SINGH SHAHU DHURI GAUTAM KANUGULA SWAMI VISHWANATH BHAMBHANI

www.pitchforkpartners.com 24



Case Studies

www.pitchforkpartners.com






Media
Outreach
(Traditional,

Trade and
Online)

Product
Reviews
and Demos

Celebrity
Influencer
and Auto
Influencer
Engagement

Events,
Activations
and IPs

KOLs
Outreach




Jgp India - New Product Launch

and Ongoing Communication

OBJECTIVE: Build a strong narrative around the legendary Jeep Compass and
create influential content

CHALLENGES

- The SUV market is cluttered with new players

- Low community engagement due to micro-influencer-led activities
-« Decrease in brand engagement due to COVID-19

STRATEGY
Influencers such as Sonu Sood, Mahesh Babu, Radhika Apte and Milind
Soman were selected for their individual personalities and success stories

- Sood was the star influencer who engaged with the Jeep community

- Created social media content — videos, posts — to engage with fans and the
Jeep community as they share the same values as the brand

- Generate positive product reviews

IMPACT

- Immense engagement on social media and 10 lakh+ views on YouTube videos

- Increased followers on social handles of Jeep India and positive involvement
from the Jeep community




Meﬂa Kit

motoroids_india « Follow .

motoroids_india Jeep Compass
Goodie Box 2021 Compass Invite

Interesting invite box with some great
stuff inside - typical Jeep attention to
detail

@jeepindia @sushantbalsekar

gogate.anand How to get this
goodie box

it even by paying a premium @
#olllllllo

"" mugdhamishra « Following

F‘ mugdhamishra My work from home
#7 game got an upgrade, thanks to
@jeepindia !

ﬁ imsamant Woow superb gift... ¢
» 3

- v

Q suresh_valecha Lucky...

y

ﬂ abhimahapatraa Looks fab!
@sushantbalsekar bade bhai,
humara bhi upgrade karo.

Gl ¥

‘ Liked by sidnchips and 267 others




Social Media Commentary

Hormazd Sorabjee @ @hormazdsorabjee - Dec 20, 2020

¥ Planning to buy a car in the next 12 months? Will tell you what's coming
and when. Tune into our monthly chat session on Dec 23rd at 5pm
[#RGlInteract @RelianceGenlin

A Autocar India @ @autocarindiamag - Dec 20, 2020

Which are the hottest new car launches slated for 2021?
@hormazdsorabjee answers all your queries LIVE on the latest
#RGlInteract session on December 23 at 5pm.

@RelianceGenln #RelianceGenerallnsurance #LiveSmart
#TechnologyMeetslnsurance

GENERAL
RELIANCE BTN

INTERACT  aufocas

NEW CARS FOR 2021

WE REVEAL THE HOT NEW LAUNCHES IN THE NEXT 12 MONTHS
DECEMBER 23, 2020 AT 5PM
CATCHUSLVEDN f | © '@

YOUR CHANCE TO HAVE A LIVE CHAT WITH THE EXPERT

Editor - Hormazd Sorabjee

x4
¢

Mugdha Mishra Anand @mishramugdha - Jan 5

FCA getting ready for a product offensive in India, Commits an
investment of over $250 million for production of four new Jeep SUVs.
1/2

©): 2 Tl O 29 3

Mugdha Mishra Anand @mishramugdha - Jan 5

The line-up includes the 2021 made-in-India Jeep Compass & three-row
Jeep SUV, as well as Jeep Wrangler & next gen Grand Cherokee flagship
(both to be assembled in FCA's JV manufacturing facility in Ranjangaon).
Expect these on Indian roads by the end of 2022.

@whatcarindiamag

WhatCar? India @whatcarindiamag - Dec 28, 2020

India-spec #JeepCompass facelift will be revealed on January 7, 2021.
Key changes will include; reworked front-end, new alloy-wheels,
redesigned dashboard, 10.1-inch touchscreen, digital instrument cluster
and more. #whatcarindia @mishramugdha @Jeepindia

—
-




Pre-Launch Influencer Engagement

"eep ° jeepindia @ « Following
° jeepindia © The time 10 liv Jondary
s coming soon. @urstrulymahes!

0 X__arhannan__
for fun and best

Qv A

a Liked by rajenn_sirra and 97,462 others

° jeepindia @ « Following
° jeepindia @ The time to live legendary
S COMING $000. BSoNuU_ 3000

ORDINARY
CAN'T HELP
THOUSANDS

OF PEOPLE

GET HOME.

LIVE

LEGENDARY.

9 maksim_supra Bas karo yaar.. .
QY N
.

ORDINARY
IS NOT GOOD
ENOUGH
TO AIM FOR
AN EMMY,

LIVE
LEGENDARY.

4

jeopindia © « Following

sandeep_kumar29 Super like vew

QVY N

Liked by disconinja92 and
131,180 others

ORDINARY CAN'T

RUN 1500 KM
IN 30 DAYS.
LIVE
LEGENDARY.

eepindia © « Following

joepindia © The time 106 live legendary

tambakhenikhil How you say

\74 N

ked by rajenn_sirra and 80,522 others




Press Reports on Product Launch

2021 Jeep Compass Facelift India Launch Live
Updates: Price, Features, Specifications, Images

Slartieg of By 1699 lokh, the 2021 Jrep Compans face- bt derands B 50500 more s Bhe base price of the ouigang

model. The 2021 Compans geta refreshed extarior, reworkied interior and & longer featare bat

Jeep Compass 2021 With Extensive Updates Launched At Rs 16.99 Lakh

It gets a host of updates, making it a more tlempling option Now FCA India Iaunches new Jeep COmpass
" g = at ¥16.99 lakh: Details here

ZIGWHEELS' §

THE TIMES OF INDIA

2021 Jeep Compass launched, starts
at Rs 16.99 lakh

2021 Jeep Compass launched at Rs
16.99 lakh

=S e P\
' ! v ﬂmr

o A1 <« Al%y /2

Tue EcoNomic Times

FCA India drives in new version of Jeep Compass
with price starting at Rs 16.99 lakh

thi: Automaker FCA India on

unched the updated

version of its premium SUV Jeep

Compass in the country, priced

mited edition of the

between Rs 22.96 lakh




Social Media Commentary on Product Launch

@ Shapur Kotwal *. Siddhartha Sharma (SidnChips) @ @ Bertrand Dsonsza
O\

Nennrljean ComeineelClnt As Jeep celebrates its eight decade, the brand is The updated Compass is out now priced
P P entering an exciting phase in its legendary history this is ] fairly close to what it was. Starts at INR 16.99 lakh for

Rs 28.29 L is a big jump over even the the New Jeep C Even Canada does the Sport 1.4 going all the way up to INR 24.49 lakh for ; : :
p Compass. Even Canada s not have PO going y up
Trailhawk @ Rs 27.60 L. But you do get loads more kit. this right now. really is ahead of the curve the Model S 2.0 variant. A Sharp new face, a Completely reworked interior with a

on this one. The Anniversary Edition, celebrating 80 years of Jeep s § flyrry of screens, more features and connected tech. Is
priced at INR 22.96 lakh. ’ z
the back to being a segment-beater
with its mid-cycle refresh? We find out in our review.

OVERDRIVE &

——

NEw
ch—A--

RANGE STARTS FROm

116,99.000°

@.‘. Kushan Mitra @ 'gg Rachna Tyagi

Jeep Compass 2021 model price starts from INR
Base model is affordable, but lacks most features you'd 16,99,000/-. That's superb pricing! Well done
want. Top-spec is loaded to the rafters, but pricey.

::‘ :,/, Siddhartha Sharma (SidnChips) & @SidnChips - Jan 27
%. ="' And as always the pricing is super competltlve given its rivals or the lack of
them in terms of off-road capability.




Product Reviews on YouTube

Rohit Paradkar
@Rohit_Paradkar

o (7
FLY WHEEL

e o

RPN




Influencer Social Media Snapshots

’ riaangecrge @ « Following
< TEMIX « Joep

‘ risangeorge © Did Jeep hit it out if the
park with their new Compass? Here's a
quick look inside.
My full review is on YouTube soon!!
Sjeepindia

; ABP News @ @ABPNews - Mar 3
‘@ hanmust « Following . NewleepCompassFacelift M A T € v oven e, A ¢ e

Chikmagaiur

weme Tl (@SomChater)) 3 o

‘o hanmust As my T-shirt says, it's proper
#oftroad drive we had with the new

#Jeep #Compass at #Chikmagalur., the

Shot by @soulscoped complete viceo coming out 5000 ON
#jeep #jeepindia #jeepcompass #cars heel officlal
wcarsofinstagram Wreels Minstareels ——
#reoitfeelt #reclsnstagram #offroad e
#suv eepincia
Enandu.fw
;!i dimpisanghvi_ws © Swag & -
#picoftheday #photooftheday

Repty

e ng_nishi © Looks so cool @ I

Qv W

New Jeep Compass Facelift fag; o w1 § 7% Zver O, el € ..

Liked by balabroadcast and 7 i T B U 7§ TR S0 0 I . 7% 2N Sed @ A0 & e
®QV 2 10,184 others oo, wanfed we e £
: abplive.com

)D Uked by kartik_sadekar and
' 319 others

@ rohix_paradkar « Feliswing

nda

@ rohit_paradicar Mow many Easter 0508

have you 1poted 0n 8 Jeep Compans?
| found three. My review of the Car is
now showing on YouTube comyODmag
Bo0D PLOMDES SReDCOMedid Birs
SrohIparaThir #0asterepgs Fauto
#0000 #QUIND

.’ Kartminoyansustiah Always enoy
your feviews RONE ; How I8 the
Joep Petrol Actomatic? . Is it
worth walting for the XUV 500 for
3 Petrol Actomatic?

@ thechhangani « Follow

o thechhangani Never expected 2Jeep

to load up the 2021 Compass faceift so
generously, On the insice, it's aimost 3
new-gen machine with a richly
appointed, feature laden cabin, Got the
money? Go buy it - it's the best do-all 5
seat AWD maching out there.
#202%Compass

Qv W

& Liked by balabeoadcast and 68 others

Somnath Chatterjee @SomChater - Feb 14

A perfect Sunday, Compass just goes over everything with ease, did
some mild offroading, its the 4x4 n the solid build that sets it apart
#compass




Celebrity Influencer Engagement




Celebrity Influencer Engagement

chitrangda & Went for a spin in my
#jeepcompass &

Come along as | navigate through
uncharted territory and share my life’s
adventures as | drive the extraordinary
new Compass.

It's time to live legendary!

#Jeep #NewCompass #LiveLegendary
@jeepindia @jeep

ssjamble No seat belt worn?

Chitraganda, since you are an
influencer, please ensure that YOU
wear seat belts when driving,
especially during a shoot like this.

A Int nf nonnle not infliianrond

Rl e L g

QY

9,680 views

jeepindia @ « Following

jeepindia @ Off the beaten path:
Rannvijay & the new Jeep Compass

Here's to the ones who show us what it
means to live legendary.
@rannvijaysingha talks about
superheroes and his journey off the
beaten path in the new Jeep Compass.
#Jeep #JeepCompass #NewCompass
#livelLegendary

yatintendolkar10 ‘@YW

drpatelsaurabh ‘@



Regular Communication Activities

=3 = | Yo EXPRESS q
A"I"‘ :AR News~ Reviews~ Features~ Galleries~ Stories Advice Forums (8] | f v @
F

VIDEO REVIEW

AT ) CARNENS 'he Economic Times

# Newsv Featuresv IndustrySpeak v Dealers Data & Analytics v ETAutoTV Brand Sol

.
ek FCA to InveSt Rs 1827 crore: New Jeep wranglerl 7- Passenger Vehicle = Auto Components * Commercial Vehicle * Future of Auto Engineering * Two Wheeli

Jeep's upcoming SUVs for
India and more

seater SUV to be made-in-India e S R e

There is also the new Jeep Compass that will be launched in a couple of days.
FCA confirms that all these cars will make it to the indian market by end-2022.

oo Jeep to double sales network as
launches of new SUVs are under
way

Jeep India plans to expand its portfolio with the launches of small and seven-

Auto News | Latest Auto News | Passenger Vehicle / UVs

Interview With Partha Dutta, FCA India's President And Managing Director LATEST AUTO NEWS seater SUVs to consolidate its market position in the country. It hopes to be
5-d00r Suzuid Jimny spotted back to the 2018 market share level by next year. For that, the company will
withcut camoufiage double the Jeep network over the next two years from the present 65.

Partha and Kartikeya Singhee talk about future Jeeps including the facelifted Comp the locally bled Wrangler, and the India-bound

sub-4 metre SUV Shalini Priya » ETAuto * Updated: February 24, 2021, 09:53 IST

Tata HBX concept renamed
to ‘PUNCH': Launch before
festive season

First-ever Mercedes-AMG 63
§lausched i Indiz at Rs
2.07 crore: AMG shows the
highest growth in H1 2021

Gallery

. ‘ New Delhi: Jeep, a part of newly

formed Stellantis is restructuring
its business in India with more
localisation and by bringing new
India-centric products. It will
launch four new models in the

DXPRESS
DRIVES

While the oint venture betwaen Mahindra and Ford might not be happening énd could be a
Kia Seltos creases 2 lakh
sales mark, 1.5 lakh
conected cars sokd In 2
yoars

dampener, here is positive news. Fiet Chrysler Automobiles will be pumping in Rs 1827
crore in the Indian market. This meney will be used 1o upgrade its Ranjangacn plant in Pune
The plent will now locally manufaciure the much-acctaimed Jeep Wrangler. Nt only this,

the next-gen Jeep Grand Cherokee as well as an all-new three-row midsize SUV that will
= % debut in our marker, will be made here. There is alsc the new Jeep Compass that will be

launched in & couple of days. FCA confirms that all these cars will make it 1o the Indien In an exclusive interaction with

ETAuto, Partha Datta, managing

Jeep India is set to begin 2021 with the launch of the facelifted Compass, followed by three models by the end of 2022. We recently had a quick v ' ‘ director, Jeep Iﬂdla, confirmed
word with Partha Dutta, FCA India's President and Managing Director, who gave us a sneak peek into the carmaker's future plans including the the world is codenamed Hé6. k - oy e ; that a seven-seater SUV

India-bound sub-4 metre SUV. ) i i codenamed H6. and a sub-4

market by end-2022. Production of the latter has already started and dispatches to dealers
100 heve begun. The seven-seater SUV that will be made-in-indie and shered with the rest of
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Unlever Purelt Water Purifier

OBJECTIVE: Build strong brand reputation, create differentiated positioning
for PurelT Copper RO, establish it as one of the top brands in the water
purifier category

CHALLENGES

» While water purification is a huge market, it is crowded

* There are several options and models are launched regularly

+ Although a good product is essential, it is also critical to increase share of
voice and rank high on search engine results

* Most customers spend considerable time checking reviews and comparing
products online

STRATEGY

« Relevant content was developed using top ranking keywords to make
users aware of the benefits of the copper water, product, value it offers
over other product

« Capitalized on the association with celebrity Mandira Bedi to receive more
media visibility

« Collaborated with leading portals and YouTube channels for product
reviews and rankings, showcasing customer testimonials, and engaged
with influencers for positive word of mouth

IMPACT

« In less than eight months, Pureit Copper+ RO was ranked as one of the
most recommended purifiers by Timesofindia.com, KitchenArena.in,
Reviewsdekho.com, Gyanmojo

« Appeared in the top five Google search results for keywords such as best
water purifier, best water purifiers for Indian home, best RO water purifier

......

PUREIT COPPER"* RO

‘BEST WATER

PURIFIER’ IN INDIA



Micro and Macro

Influencer Engagement

2 YouTube

Il » N 130/55

V4 Videos

53 YouTube Se

#ROwaterpurifer #waterpurifier #purewater

Smart Product Cafe

s - - L

A
Line e Shuacw (his Vides

Reviews Dekho

* Advanced 7 stage purification with
RO, UV and MF

« Can be used for TDS up to 2000 ppm.
Suitable for Borewell, Tanker,
or Tap Water with High TDS,

* Advanced Alert System

HUL Purelt Eco

« Large Storage Capacity Water Saver

BEST WATER PUSIFIER IN INDAA | HUL PUREIT COPPER PLLIS ROWUN « 0\

Soumens’ Tech




Online and Trade Portals

ol

e e o

Copper Water INrflar that rdne
goodness of copper In drinking waler

MUL Pureit Coppar Water Purifier

A/ Amazon Articles

EFFICIENT WATER PURIFIERS TO KEEP YOU
HEALTHY

Water purifs her

Advertisemants

HUL PUREIT ADVANCED PRO

EUREKA FORBES AQUASURE FROM AQUAGUARD SMART
PLUS RO+UV+MTDS WATER PURIFIER

ECD | =~
C

TheTlmes of India

Top 5 Dest Water Purifier
india 2021 - RO UV UF
Water Filter

=

Top 5 Best Water Purifiers -
RO (Reverse Osmosis)
Purifiers

#1. HUL Pureit Copper+ Mineral
RO + UV +*MF - Best to Buy in
2020

Energy Conversion Devices

9 Best Water Purifiers in
India (May 2021) RO UV &
UF!

* sanential for swery 1

" Digit
ECET

= a5

These Water Purifiers Can Be
Great Fit For Your Kitchen

= /5

Vo e 4 W Prfar gmara 15 s for Vow Sowhen

M Puret Advanced Pro Mineral RO Water
Purfer

Wade ol 105 gae et Suin] grade phosin. Pus wate

purfier hodds up %0 7 e water ® i aaed o undeego
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NDTV Foods

UL Puret Copper ¢

B HUL Purelt Los

Water Saver

Mineral BO RO« UV -\

EXPRESS # @eats || our Top Picks
Deat overall -
10 Best Water Purifiers Siipesumpnshgreid
in India (2021) - The — UL ST v
Ultimate Guide
e 16 e Lot et Best Budget -
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Content Marketing

Why water purification is
necessary during
monsoons? And 3 simple
ways to do so.

Monsoons are a mood booster, but this is
also the time when you need to be
cautious of your health and wellbeing.
Here's why you must purify water before
drinking and few simple ways to do it.
Read more here.

Why is
water filtration
necessary?

Why do we need to filter
water before drinking?

Water filtration is not just a choice
anymore. With an all-time increase in
water-borne diseases, it has become
essential to filter water before
consumption for the health and safety of
your family. Consuming unfiltered water
can lead to a slew of diseases, making
water filtration a must. Know more here.

Does your drinking water
taste differently? Here is
all you need to know.

Does your drinking water taste different?
Here is how the TDS levels and other
impurities in your source of water can
impact the taste and affect your health.

@

When should you
| replace your water
purifier filters?

When should you change
the filters of your water
purifier?

As consumers, we are often are not sure
about the right time of replacing our
water purifier filters. This unawareness
may lead to overusing of water filters
that reduces the life of our water purifier
and may even put our health at risk.
Here's a list of indicators that you should
look out for.

(@ﬁfé@

oo

5 Benefits of Pure Water
for Skin & Hair

Water is core to human existence as it
offers multitude of benefits for our
health. But did you know drinking pure
water can do wonders for your skin and
hair? Here's how.
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Integrated communication for a conglomerate - Kirloskar

Established in 1888, the Kirloskar Group is one of India’s largest conglomerates. It is known for pioneering the industrial revolution in
India and best-in-class engineering solutions in manufacturing. Pitchfork Partners is representing Kirloskar for group-level corporate
communication, driving a multitude of efforts — from media relations to social media and digital marketing to employee engagement

Challenges

With changing times, it was important to position
Kirloskar as future-ready, innovative, customer-
centric and sustainable.

Innovation has been done but discreetly, not
at the same pace as others

Singular focus on quality of products and
service, not seen as an aggressive (with
respect to expansion and diversification, new
products or offerings, marketing/visibility)
player when compared to peers

Current work culture doesn't reflect a result-
oriented mindset; hierarchy-driven approach
doesn’t let ideas foster

Lack of clarity about the group (structure,
leadership, growth potential)

Objectives

Position and Authority

. Inform and educate about innovations done — from processes to
products
Reinforce leadership position that each company enjoys in its
respective industries/segments and build credibility for new business

segments

Respectability
Build an image of being a dynamic/agile, future-ready conglomerate
An aspirational powerhouse that fosters ideas, innovations to serve
customers better

Distinction
Build a strong leadership voice for KIL by showcasing next-gen,
professional management
Influence public opinion



Integrated communication for a conglomerate - Kirloskar

Action Steps

We based our efforts around four messaging pillars: Customer-Centricity, Innovative Thinking, Sustainable Progress and Future-
Ready. Establishing consistency and quality in content was key with all (6) group companies

Internal Communication External Communication

Evaluated the current systems and processes, content
strategy for internal and external communication across
companies of the group

Kickstarted employee engagement campaign on innovation to
instill pride and respect

Created visibility about the group amongst all companies by
establishing a group-level quarterly newsletter — Kite Post,
for all employees, dealers

Helped other companies to revamp and enhance their internal
communication efforts, from corporate newsletters to dealer
communication

Increasing collaboration and engagement among group
companies by identifying unique stories about innovations,
technology prowess

Established social media presence for all group
companies with meaningful content related to products,
people, purpose

Launching group-level social media campaigns such as
‘Pride of India’ showcasing the legacy it enjoys and
future-ready initiatives it is undertaking

Profiled KIL’s leadership and management teams with
the help of a video masterclass series and blogs for
digital platforms such as LinkedIn

Increased awareness among senior editors and
reporters about the leadership in various industries and
business plans



Results: Internal Communication
Inaugural issue of the group’s internal magazine received a
phenomenal response by hitting a readership of 50%
Profiled leadership team within KIL with strategic initiatives

The Newsletter Leadership
Kite Post Communication

19, 8L,
& 57%

il 5555

Newsletter

Campaigns

) VWHATISIT?

Results: Social Media
From negligible presence to reaching 7,00,000 on Facebook and creating impressions of over
2,00,000 on LinkedIn, the total reach of companies increased exponentially
‘Pride of India’ campaign surpassed competition presence (established over a period)
In addition to the reach, impressions, followers, engagement increased dramatically — thus,
creating a community of dealers, customers, potential talent, professionals, among others.
Platforms like LinkedIn and Facebook elevated the Group’s employer branding with an increase
in job enquiries and overall positive comments from people outside of the Kirloskar network

Embracing
Jreenes technology
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Managng Director, Managing Director,

Kirloskar ON Engines Limited Kirloskar Preumatic Compony Limited




Brand Refresh- Internal Communication

On the back of a rich heritage, KIL embarked on the journey of a complete brand refresh to position itself as a separate and singular
entity, while also ensuring that its history remains showcased. This exercise was especially challenging as there was a need for a
retention of the group’s foundation while being forward-thinking and future-focused. This gave birth to the ‘Limitless’ vision,
supported by Pitchfork Partners through a large-scale ongoing internal communication campaign, launch event, external
communication and ongoing media interactions along with real-time crisis management.

Internal Communication By  TO0AY et

Multi-step campaign building up to the brand refresh exercise: allpamts e

o Improve employee awareness and strengthen the 153 TRANSFORMS
knowledge about the founding fathers.

o Keep employees engaged through fun quizzes, games,
and prize distributions.

o After the heritage communication, the new set of six
values that accompanied the refreshed vision had to be
introduced and reinforced throughout the group

o This batch also was delivered through attractive
designs and games

o The buzz was created subsequently without revealing
the purpose, creating suspense among the participants

o Sustenance campaign started post-event to keep the
momentum going




Brand Refresh- External Communication

The management is media-averse and needed to revisit media trainings and prepare for the interactions lined up. Pitchfork curated
answers for all possible questions, related to the refresh and beyond, not limited to and including difficult questions related to
ongoing disputes

External Communication:

e Press releases

e  Quick dissemination

e Coordination and invitation of journalists for live virtual
press conference

e Real time Q&A support- during and post-event

e Organizing one-on-one media interactions

e Ongoing media interactions to keep the momentum going
around the refreshed brand identity

e Leadership profiling for current and next-gen management

e Real-time crisis management

e Constant follow-ups and coordination with journalists to
ensure our messaging and responses are correctly
positioned in the media universe

o Foorawan Trvies  1ndusery

Kirloskar group companies to focus on consumm
centric businesses, adopt a new logo
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Five Kirloskar firms announce
transformation,adopt new logo,

branding

‘ SPELCIAL CORRESPONDENT
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Five Kirloskar companies, led by brothers Atu
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1 and Rahul Kirloskar, said the

would undergo a transformation in a bid to make them future ready and

customer centric, with inng

philosophy. The five companies are Kirloskar Oil En

ovation being at the core of the group’s business

gines, Kirloskar Chillers

Kirloskar Paeumatic, Kirloskar Ferrous Industries and Kirloskar Industries

| n. :.

Kirloskar undertakes rofresh exercise for its
business divisions

e | eny waaee v gt

Kirloskar to invest additional ¥250 cr
in NBFC arm, monetlse land assets
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Supreme Court, with Sanjay

of Kirloskar group
it refresh’ exercise

against an order of the Bom
bay High Court that had rel
egated the dispute to arbitra-
thon.

Announcing the ‘refresh’
exorcise, Kirloskar Ol En
gines Executive Chairman
Atul Kirdoskar said, “We
have undertaken the jour
ney towards becoming a ful-
ly integrated conglomerate
Our new vision keeps the
changing needs of the cus-
tomer In minl, reorienting
us from manufacturing to
solutions around "

“\We are going from a solid,
engineeringdrivenfirmtoa
future ready firm, geared for
an enhanced custiomer expe-
rience. We are looking at the

Wllhuul (leluslm: dt-lzub
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New Dedhic Five firms of Rirkoskar Group bed by brothers
Atul and Rahul on Friday announced a “refresh” exercise
of their respective businesses, with aneye onevolving from
engincering bed finms into customer focused soluthon pero

viders. Under the exercise, Rirkoskar Oil Engines, Rirkoskar
Chillers, Kirkosdar Pocumatic, Kirloskar Ferrous Industries
and Rirloskar Industries will refresh their respective vision,
offerings, technology, brand articulation and employee
practices, m

Klrloskar Group Cos to Now Focus
on Consumer—centnc Businesses

Mumbal: Kirloskar group comgenies
Jed by Atul and Rahuwl Kirloskar on Fri-
announced

old legacy group. As part of the plan,
companies controdled by the two
nhondopudunnlnm.

ugh internal accruals.
rich and debt-free and to fund the in-

Avante Spaces, owned by Kirloskar
Industries, is developing its first land
parcel at Pune with a mix of conmercs-
al and retallreal estate.

As part of the plan, the companles
will expand their leadership teams and
pet professional executives on board.

*We are going from a solid, enginee:

ring-drivenfirm toa future-ready firm,

peared for an enbanced customer expe-
rience,” Atul Kirdoskar said. “We are
Jooking at the adoption of new-age
technology solutions and digitisation,
a future ready team that is exposed to

group. Atul and Rahul along with the
rest of the family are on one side and
their brother Sanjay Kirkskar, promo-
ter of Kirloskar Bothwers, ks on the other:

ulopuun of new-age technol-
4 digitisa-



Brand Refresh - Crisis Communication

Disputes regarding the legality of this refresh was predicted and prepared for in advance. When media reached out with
questions/response requirements, Pitchfork was prepared with vetted answers and quickly closed the loop, leaving no scope for

further allegations

Crisis Management:

Preparation of response statements

Real-time coordination with client’s legal team and

journalists to resolve queries

e Addressing all points of dispute related to brand refresh

o Positioning leadership before the media to tackle and
address questions pertaining to the brand refresh and
alleged infringement

e Organising one-on-one media interactions to address
business and brand-related queries to control negative
sentiment

Now, Sanjay Kirloskar accuses
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Kirloskar family feud: Brothers'
firms spar over 130-year-old
legacy
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Kirloskar family
feud: Brothers’
firms spar over
130-yr-old legacy
PTI 0 New Doty

KIRLOSKAR Brothers Ltd
(KBL), led by Sanjay Kirloskar,
on Tuesday accused four firms
under his brothers Atul and Ra
hul of trying to "usurp” its leg-
acy of 130 years and trying to
mislead the public, which has
been refuted by the other side

As the family feud simmers,
KBL in a letter to capital mar-
kets regulator Sebi claimed
that recent press releases by
Kirloskar Oil Engines Ltd
(KOEL), Kirloskar Industries
Ltd (KIL), Kirloskar Pneumat-
i¢ Company Ltd (KPCL) and
Kirloskar Ferrous Industries
Ltd (KFIL) "have sought to
usurp the legacy” of KBL.

Also, they attempted to pass
off the legacy and track record
of KBL as that of their own,
the letter said.

When contacted, a spokesper-
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Kirloskar files plaint against siblings’
firms
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Sanjay Kirloskar-led Xirloskar Broehers Led. has flled a complalat with the
Securities and Exchazge Board of Indla (SEBI) against four companies Jed by his
brothers Al and Rahul Kirloskar, alleging that they had misied lovestors and
usarped its more-than-a-century-old legacy

The complaint is against Kirloskar Oll Engines, Kirloskar Industries, Kirloskar
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Kirloskar companies tussle over right to claim 130-
year legacy
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Brand Refresh - Social Media

As a conglomerate, enjoying centuries of customer loyalty and groundbreaking innovation, KIL needed a platform to interact with its
audience. Their social media footprint had to be increased and refreshed to align their corporate values and subsequently the new
vision of future-focused customer-centricity on the back of innovation and sustainability. The communication frequency is planned in
advance and all posts follow the brand narrative of ‘Limitless’. The brand colours of teal and copper patina are used for every design
to establish familiarity and consistency.

The posts also highlight award wins, media coverage, internal and external celebrations, along with reinforcement of the sic
corporate values that come with the refreshed brand vision- Limitless.
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True North Journeys with Andre Agassi (2017),
Michael Phelps (2019) & Ajinkya Rahane (2021)

With True North Journeys, our aim was to shine a spotlight on invaluable life lessons in
the form of inspirational narratives that reflect True North values and showcase the
positive impact achieved through individual or collaborative efforts.

Objective

In 2017, we invited the tennis legend Andre Agassi to celebrate our transition to a new
brand identity from the erstwhile India Value Fund Advisors (IVFA). In 2018, we invited
Olympian Michael Phelps to commemorate the firm’s entry into its 20th year and the
official launch of True North Journeys. In 2021, we invited cricketer Ajinkya Rahane for
a first ever virtual True North Journeys event after Team India’s historic win in Australia.

Strategy

* Leveraged the 2017 edition to establish firm’s digital media presence on LinkedIn
and Twitter and re-establish the new brand identity and sector focus

* Coordinated the media buying for the traditional and digital media advertisements

* Afternoon session: Organised a closed-door select tete-a-tete for about 40 senior

business leaders for the 2017 and 2019 editions with the personalities chatting with the

host

* Evening session: Witnessed attendance of over 1,500 in both years; extended invites

only to select senior editors to build crucial relationships

* In early 2021, the virtual True North Journeys with Ajinkya Rahane renewed the

collective spirit of True North after a challenging pandemic year. Rahane’s conversation

with Gaurav was followed by an exclusive Q&A session with employees

Results

* Increased visibility in the media with coverage appearing in top dailies like The Times
of India, Mid-day, The Hindustan Times, etc.

*  Effective platform for reinstating the overall brand ethos within the ecosystem

*  Event created an industry benchmark with people waiting for future editions




Visibility

Unveiling the new brand identity with Andre Agassi in 2017

The Times of India

‘[ can't believe how easy Roger makes it look’

He Is Arguably The
Greatest, Says Agassi

Nitin.Naik @timesgroup.com

Mumbai: Tennis legend Andre
Agassi had the reputation early
on of being a rebel and a show
man. “There was a lot of things |
was good at and rebellion was one
of them,” he said hereon Wednes.
day

He was also known for his ra
sping passing shots which left so-
meof the best serveand volleyers
in the world embarrassed when
they approached the net. The one
guy though, who always got the
better of him was Pete Sampras.
“I woke up one day after having a
dream that | was Pete Sampras. |
quickly wentoff tosleep,” hesaid.

InMumbaionawhistlestopto
urof Indiafor rechristening of in-
dia Value Fund to Truenorth, a
venture capital fund, Agassi spo
ke with stunning candour about

Sampras, his wife and German
great Steffi Graf and the love hate
relationship with his father Mike.

But it was Roger Federer, the
man who beat him in the 2005 US
Open final who drew out the most
candid response from him. When
asked who was greater, Sampras
or Federer, Agassi hesitated little
while before mentioning the
Swissand talked about him witha
certain reverence he didn’t reser-
veforeven his greatest rival.

“I cannot believe how easy he
makes it look. It almost pisses me
off. He is arguably the greatest
ever because of what he could do
on every surface. He could beat
the best from the back of the court
by playing the back of the court.
Hehad Plan A, B,C, D. And he ne-
ver usually got to Plan C or D. So
this is just somebody incredibly
special. But he's alsodealing with
two other guys you can argue are
atthetopof our sport - Novak Djo-
kovicand Rafael Nadal

A chat with Agassi is incomp

HOW DO YOU DO IT? Andre Agassi
with Roger Federer in a file photo

lete without asking him about his
soulmate and wife Stefl, “I ¢
her the Rock of Gibralta
and then qui
schief mode. “She doesn't even
know where her trophies are by
the way. I think she has 22 or so
mething like that,” he mentioned
withmock ignorance.

While winning Slams took a
lot out of him, Agassi reckoned
winning over Steffi was his grea
test triumph. “When Stefli Graf

says yes, you feel you have actual
lyarrived,” hesaid inviting laugh.
ter from the 850 strong audience.

Known for sporting fancy ha-
irdos carly in his carver, which he
later revealed were actually hair
pleces, Agassi said while a lot of
people thought he had lost the
French Open final in 1990, which
was his first major final, to An
dres Gomezof Ecuador, for him it
wasactuallyavictory “1thought 1
won because | stopped the hair pi
ece from falling off,” he stunning:
ly revealed.

The man who stunned the
world by winning Wimbledon in
1992 said his father was extremely
stingy with his b

Entering the 20t year of the firm with Michael Phelps in 2019

The Times of India

Federer is the greatest ever: Agassi

HT Correspondent

“EOWOute s

MUMBAE Teainis kegend Andre
Agassion Wednesday admitted
ftacnally “pisses himodl” osee
the manner inwhich Roger Fed-
orer dominates opponants and
wins points.

Speaking at a conclav in a
conversation with ace commen-
tator Harsha Bhogh, thoformar
World No 1 said: “I cannot
betiovo how easy b (Fedarer)

blyspecial. Buthe'salsodealing
withtwoother guys that youcan
argueareat the topof the history
of our sport, with Djokovic
andNadal™

On belng prodded about his
rivalry with Pote Sampras, and
what he felt about the eamity,
Agassisald: “Twokeuponaday

‘If you say you can’t do something, you've made up your mind’

Most Decorated
Swimmer Says

Coach Prepared
For Everything

Times News Nerwork

and I had this dream I was Pote
Samprs, sol ywont ai: If you check out the
back o slosp. Sorvy 1can 'thelpie medal record section of Mich:

(about tho Jibes I'vo thrown

off that he just makes it ook so
easy. It's a groat generation of
tonais. One that takes decados

feat. “Tcall kod himif
hesaw thefinal (vs Goran Ivanise.
vic). He rebuked me by saying
*You had no business losing the fo-
urthset"” (Helost6-1).

Al described tennis as a
sport he hated, but wenton to love
because it gave himachancetoset
up his foundation.

thateverybod;
ful tobeabile towatch.”

Agassi, whohaseight Grand
Slam titles and an Olympic

medal to his name, lauded the
Swiss maestro, stating howas
better than Pete Sampras and
was arguably, the best in the

ho could do on every surface,”
Agassisaid “Ho could beat the
best from the back of the court.
Hehad Plan A, B, C,D.And he
never usnallygottoPlan CorD.
Oceasionally he'd go to Plan B.

Ttwas the launch ceremony of
True North, a venture capital
firm, and Agassi unveded him-
self at his candid best. He spoke
about his father, hisrelationship
with Steffi Graffand anumber of
untodd stores that only the few
present wouldcherishand take
awaywith them.

Phelps's Wikipedia page, you
could have a pretty sore thumb by
the time you've scrolled to the
bottom.

Weare, after all, talking about
the most decorated swimmer in
history Across a glittering
that spanned more than 13
including five Olympic Games,
the American racked up a jaw-
dropping tally of 82 medals inma-
jor international long course

swimmingevents!

Break it down and it compris
ld, 14 silver and 3 bronze, a
t makes one thing pretty
here isa man who settles
s than the best.
the man from Balti
more stressed toa select audience
at a suburban hotel here on
Wednesday, the drive to achieve
what no other athlete had ever ac-

THE GOAT

complished before is what pro
pelled him to a place in sporting
history that could well be his per-
manently
Right from a young age,
Phelps said, his coach Bob Bow
man, the man who would shape
him intothegold gluthe would be-
mmered home an
important point. “Bob really
taught me at a young age to re-
the word can’t from your vo-

Michael Phelps at a corporate event in Mumbai on Wednesday

inghimtohislimits, attimeseven
breaking Phelps’s goggles so the
aspiring champion would learn
to deal with any challenge the
pool could throw up. Those les
sons, Phelps said, came in handy
when his goggles filled up with
water during the 200m butterfly
event at the 2008 Olympics in Beij-
ing. It didn’t stop him from win
ning the event by almost seven
tenths of a second. “For the last
175 meters of the race, I basically
swimblind. And Irer edtoallof
the things that Idid in tra; to
helpme sce.

“So I was able because of how

“This is such a negative word  believe thatanything is possible,
that if you say youcan'tdosome-  said Phelps, whowasinthecityat  vert toeverything that I had done
arly ms
your mind. And you're clearly homegrown private equity fund  said Phelps.
telling yourself that it's impossi-  thatis celebratingits 20-year jour:
ble for you todothat. §
using it from time to time,
throw it out, because you have to  challenginghis protégéandpush-  would imagine, but Phelps said

my coach prepared me to stay
calm and stay relaxed and just re-

e up the invitation of True North, the intrainingoverthe last 15 years,”

Nothing could quite top the
| feeling of holding 28 Olympic
ust Bowman had unique waysof medals, 23 of them gold, you

pinsteadof  ney this ye:

confronting his battles with de
pression which drove him to sui
cide and have now made him de-
termined to help others suffering
from the illness had done just
that

“I've learned a lot about my
self and you know really over the
last five years, I've gone through
probably a handful, maybe a half
a dozen depression spells
throughout my life and I know
that it's not just going to go away.”
Phelps said

“So for me, asking for help,
was something that was very, ve.
ry. very, very difficult. So for me,
my journey and my mission is
tryingtohelpandtryingtosaveas
many lives as I possibly can.

“I saved mine and I hope I can
save another that's way more im:
portant to me than winning an
Olympic gold medal,” he added
drawing a round of applause
from theaudience.

The Hindustan Times

Mumbai Mirror

From Steffi to Slams: Agassi wows Mumbai

A bit of gyaan and plenty of fun as former world number one talked about his playing days and being a tortured perfectionist

Mid-day

mid-da

iy . 200, T 4 pges ' Mmba | Phone: 108 00 1. 00462 v agom

The Indian Express

I was afraid to face water as a kid: Michael Phleps

2038 games, Phelp:

he was progrzcumed

ring the cight days of pocl compet

o
SPORTS

I be ks, swie

{TariqEngineer pain but when he got ot the  and their fumiles. R as ot an event -

stimesgroup.com mountain, b dixcovered it didnt e tenais fans M h 1 Ph 1 h
i g s aythin nd i s icnae elips says ne

TWEETS #urstailierer

ninis tacket to his hand and which is educa

ndre Agassi, th

ing 3 ballooa orer his crib. “| courseof the eve

oteoax TumnnEeAR

woukd b trying 80 shake this racket off
et woulkd be tel.

was scared of water as a
kid

sed th

mother, ook, hesan shout education

and rel

wanted ¢ %
stories of

hate-dow

playes discovery, realied that “Success and  tenais therefore became a way 1o

bustand and father. Th faibure are illusioms. Fadure is notan  achieve that goal. “Almost

event. It s an interpretation of an  day 1 took out a 40
i said
et oy of his e, thy
s Stedfl, whom be marn

He may have been the greatest swimmer
ever whose exploits in the pool include
smashing almost all world records, but as a
kid, Michael Phelps dreaded the water.

Agassi sad, s abost making

sespomsiity fellon Agasi' shou

3§ making the

“Itwas waike up, play tenns, whatever youchoose  Asked to

your seeth,in that ceder,” Agissi 2 y day. Those comments  accomplishment from among his

He was expected to win dest ovation of the
s
becoening Woekd No. | w

ks ight Geand Slam tithes and Olympic

feltlikea‘c from the crowd, which consisted of  Gold, Agassi sad, it was “when Steff

dbealbis  those who have woeked with IVFA,  said yes”

truenorthQ
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Event Day Buzz

2019

True North Co @TrueNorthCo_In - Jan 18, 2017 v

Andre shares his struggle that he faced along his journey in becoming a
world champion. #AgassiLooksNorth

True North Co @TrueNorthCo_In - Jan 18, 2017
Showcasing the legend's journey on a wall. #Agass

True North Co @TrueNorthCo_In - Jan 16 v

.@MichaelPhelps on his family - '"My two sons and wife are my everything.'
#TNJourneys

1 On &

True North Co

From being afraid of water as a kid to being a winner of

23 gold medals, the journey of this legend has been

truly inspiring. A riveting chat with #Michael

True North Co @TrueNorthCo_In - Jan 16 v
Vishal Nevatia, founder of True North: “We started with a purpose - to make
a difference in society by partnering with entrepreneurs who shared our
values.” #TNJourneys

True North Co
JOU"\(‘VB and experiences leave an impact and inspire

people to achieve the impossible, the unbelievable

Today, one such journey takes center stage a

Celebrating 20 years of True North

c True North Co
< Edited + ®

a Rahane, the

ending

important. Success to me is not just winning: it is when | know |'ve given my

best

#2021TrueNorthJourneys #GabbaWin #Values #WinningWay #Partnerships

Q

Here'sa

during our

standing mei

#2021TrueNorthJourneys #AjinkyaRahane #Values #Partnerships

6/ 0:58



True North Private Equity

True North is one of India’s most mature homegrown private equity firm.
It has a track record of 20+ years across six funds and several economic
cycles

Objective

An integrated communication mandate to build a stellar reputation for
True North as firm that empowers and transforms its portfolio businesses
based on the investment philosophy of ‘The Right Way’.

Strategy

Build visibility about True North as a partner to its portfolio
companies, not just a mere investor, showcase successes of portfolio
companies wherever possible

Media outreach to build a strong voice for partners across focus
sectors: consumer, financial services, healthcare and technology
Content Ideation and creation for important internal announcements
—new deals, exits, new policies, initiatives, etc. We closely liaise with
True North’s HR team to drive internal communication

Select participation in reputed industry awards, seminars, webinars
and summits organised by IVCA, VCCircle, Mint, EMPEA among others
Incorporating firm's ESG values across communications - ESG report,
social and media messaging

Results

From being a media-averse company five years ago, there has been
considerable transformation and recall for the brand

Most partners have become an important port of call for major
industry happenings with our healthcare expertise gaining critical mass
The managing partner is looked on as an industry veteran and a
strong voice in the PE industry

trueﬂorl:hQ
CODE OF CONDUCT

Dear Colleagues,

At True North, we believe ‘how’ we do business is more important than ‘how much’ business
we do. We constantly strive to do what is right, so that we can go home every evening
content, and sleep peacefully.

To help us in this vision we bring to you the ‘Code of Conduct’ (please go through the
attached document carefully). This Code tries to lay out certain expected behaviour at work
as we go about our daily routine.

This document, though by no means comprehensive, covers key principles and provides
examples that can be used as a guide.

KEY ASPECTS MENTIONED IN OUR
CODE OF CODUCT

RESPECTING COUNTERING PROTECTING ENGAGING
PEOPLE CORRUPTION OUR ASSETS EXTERNALLY

Q True North Co

True North affirmed its commitment to incorporating the Environmental, Sccia
v h the launch of the #ESG Repert 2020, Click
on the link below to read the full report : https://Inkd.in/eAYpHc9 e

truar

BuiMing Responsible Businesses

C True North Co
2mo - ®

With this premiss e created a

#CodeofConduc

pursue the nght
path.

#PolicyPillarsatTN #Culture #EmployeeEngagement #TheRightWay
#BuildingBusinesses #PrivateEquity

trua

Everything we do in connection !
with our work at the Firm will be,
and should be, measured against
the highest possible standards of
ethical business conduct.

LB




The Hindu

Business Line

Fedfinaaims to
scale up business
toR15,000 ¢crin
five years: CEO

OUR BUREAU

lnlh.\nk lmm(nl Services
(Fedfina), a subsidiary of Fed-
eral Bank, has set out a com:
prehensive expansion plan
to scale up its balance sheet
size by almost 10 times to
15,000 crore in the next five
years.

“We will scale up our busi
ness by adding new products
to our portfolio, extending
our geographical presence,
expanding  our  branch
strength, and by increasing
our workforce,” said Anil Ko-
thuri, MD and CEO, Fedfina.

New products

As part of its expansion plan,
the nonbanking financial
company (NBFC) will intro.
duce two products: home
loans and unsecured loans
to its existing portfolio. Cur-
rently, its product line in-
cludes gold loans, loan
against property, and whole-
sale finance.

“We have been focussing
on gold loans and conven-
tional loan against property,
but now we have added
home loans and unsecured
lending up to 230 lakh focus-
sing on underserved areas,”
said Kothuri,

Fedfina currently has 140
branches across the five
southern States of Tamil
Nadu, Andhra Pradesh, Tel-
angana, Kerala and
Karnataka, and will expand
its branch network to 500 by

2

2022,

“Through this expansion
we will foray into western
and central Indian markets
and also deepen our pres
ence in the south,” added
Kothuri.

The company will also in:
crease its workforce from the
current strength of 800 em-
ployees to 3,000 by 2022,
and has earmarked 100
crore for its expansion plans.

Kothuri said the NBFC also
provides ‘small construction
finance' to local builders
with a strong brand in the
micro markets of southern
and western India.

“We are also in talks with
some public sector banks to
originate loans forthemona
80-20 basis after the RBI's re-
cent circular on co-origina-
tion loans,” said Kothuri.

After the introduction of
new products in April, the
NBFC's retail lending mix
will be in the ratio of 20 per
cent on gold loans, 35 per
cent on loan against prop-
erty, and 15 per cent each on
home loans and unsecured
loans, while wholesale lend-
ing will be retained at the
current level of 15 per cent.

Mint

True North keenon
more insurance bets
after Max Bupa deal

Visibility

The Hindu Business Line

PE firm also open to minority investments depending on partner

e SGvemint com
MuMBY

ome-grown  private

equity (PE) firm True

North, which kst week

agreed tobay acontrol-

ling stake in Max Bupa
Health Insurance Co. Lid, isbullishon
thedomestic insurance marketandis
sccking moreimestment opportun
ties in lifeand general insurance sec
forstoo, sarlasenior exeoutive at the
PE firm.

While its first investment in the
insurance space is a bayout, accont
ingg 1o True Northmanaging partnes
Vishal Nevatia, the PE firm is also
open Lo minority investments if it
finds the right parties.

“Wearclookingatlifeand general
insuranceaswell. Ifwe find the right
partner with an exciting vision aml
aligned values, we are happy to bea
supportiveminority partner. I there
apartnerwhois boking todilute o
sedl out, and wamts us o take magority
control we are fine with that (oo,
Nevatiasaid,

True North managing partner Vishal Nevatia

True Northand Bupawillasocom-
it morecapitaltogrow thebusiness
“Thisisa business which will require
more capital. We have planned to
invest material amount of capital
going forward. Bupaand True North
are completely aligned, share the
same visionand terewill beanegual
amount of commitment from both

AR BHATL AR MNT

Institute of Medical Sciences, Aster
DM Healthcare, Manipal Hospitals
and medical devioes maker Trivitron,
“Risoneof thespaces that wereally
like and we think that there are very
few healtheare brands in India to
which people can trust their bealth.
Hence, we befieve that ifwe can part
nerwithentrepreneunsorkeadenship
teams who are pas

TN Y CONSOLIDATION ININSURANCE SPACE LIS TR oe
February that rm. abrand towhich peo-
Noethwillakeasd % THEMaxTrueNoth  INAugust lastyear,  PEfirm Warburg ple can trust their
stake in Max Bupa ;‘;‘”':;mfn‘“"" :’g:;ﬁm f":‘;:n‘mﬁ‘l 4 Dealth then that’s a
compriingaSP ke gycnorance  Junfunwalaagreed  Insuranceinjunelast  WoIderful phacetobe.
from the Max group — sector. tobuy Star Health. ~ year, Wehave done that in

anda2.5% stake from

haspitals. We have

Bupa. Thedeal valad
Max Bupaat 11.00] crore.
Newatiasaid True Northwoukd also
conskler inonganic opportunities to
growMas Bup“In terms of gromth,
we ik Maax Bupa has huage potential
togromonganically. Iwecmeaross
a'right” inonganic opportunity, we
will bevery happy to pursue it

partners.”sakd Nevatia
Theinvestment in Max Bupa buikds
upon the PE fimy'sstrength and past
experiencein healtheare. The bealth
caresectormakes up fora significant
chumkof Troe North's portfolio, with
the firm having invested in compa
nbes such as hospitals chain Kerala

partnered with five
hospital chains in the kst 20 yean,”
said Nevatia. Health insurance is an
Tmportant part of the coosystem of
providing high quality healthcare to
peogleat reasonable prices, hearkked.
True North hasso far raised six PE
funcswith acombined corpus of S28
billion.

Home First Finance gets
SEBI nod forX1,500-cr IPO

OURBUREAU

Mumbai, March 3

The Home First Finance Com-
pany (HFFC), an affordable hous-
ing finance firm, has received
SEBI's nod to raise 1,500 crore
through anIPO.

Freshissue, OFS

The company had filed a draft
red herring prospectus (DRHP,
the initial papers for the IPO)
with the market regulator on
November 28,2019,

The IPO consists of a fresh is-
sue of up to 400 crore and an
offerforsale of up to 1100
crore by the selling sharehold-
ers. The shares of face value 32
eachwill be listed on the NSE and
the BSE, according tonote on the
SEBI website.

True North Fund V LLP, Aether
(Mauritius), Bessemer India Cap-
ital Holdings 11, PS Jayakumar,
Manoj Vishwanathan and Bhas-
kar Chaudhry are the promoters

selling shares. According to the
DRHP, the company may con-
sider a prelPO placement of up
t0 X160 crore. Depending on the
success of the predPO place-
ment, the size of the fresh issue
will be reduced.

The company intends to util-
ise the net proceeds to augment
its capital base to meet its future
capital requirements,

Between FY17 and FY19, Home
First’s gross loan assets grew at a
CAGR of 698 per cent, from
84732 croreto33,113.37 crore, as
of September 30, 2019.

Customer break-up

Salaried customers accounted
for72.6 per cent of its gross loan
assets, while the selfemployed
accounted for 24.6 per cent.

Axis Capital, Credit Suisse Se-
curities (India), ICICI Securities
and Kotak Mahindra Capital
Company are the book running
lead managers for the share sale.

Forbes India Feature

Home

Advantage

How True North grew along with a nascent PE
sector over the past two decades to now manage

nearly $3 billion in assets

By POOIA SARKAR

FORNES ENDIA + OCTORER 25, 2019

the record years for investm
by private equity fund man,
India. In 1999, the figure ste

ith a capital
nt of

million. While ik may pale in
arison to this year's number,

Twenty years is a long time

in the Indian private equity (PE)
business coasidering the changing
ecanomic landscape in the

the highest that year; in fact,
the most in a year that decade.

Business Standard

The Economic Times

True North Buys Gynaecology
Brands from Glenmark Unit

Our Bureau

Mumbai: Integrace, a portfolio
company of private equity firm
True North, has agreed to buy a
portfolio of brands from the gy-
naecology division of Glenmark
Pharmaceuticals fora considera-
tion of %115 crore.

This new addition includes es-
tablished brands such as Duba-
gest, Mumfer, Fenza and Milical
along with the sales and marke-
ting team of G&G division. The
brandsare well-established inthe-
irrespective categoriesand havea
strong equity with the gynaecolo-
gistfraternity, the companies said
in an exchange notification.

The transaction is expected
to close by March 31, the state-

mentsaid.

The gynaecology market is cur-
rently estimated at 12,500 crore.
‘The brands of G&G division are
currently operating in just about

% of the market and there are
some fast-growing spaces that
are still available for entry.

In October 2018, Integrace ente-
red the orthopaedic business by
partnering with the orthopaedic
division at Glenmark.

“The gynaecology market, like
orthopaedics market, is growing
faster than IPM and this portfolio
provides us a platform to add va-
lue to customers in this space.
‘While the focus will be on driving
organic growth, we believe that
acquisition will continue tobeone
of the important routes...,” said
Kedar Rajadnye, CEO, Integrace.

Business
Standard

The Economic Times

True North plays to its strengths

To stay away from
infra, real estate

P
tmba, sty

m-um-m.pmnm fund didn't
But ask him about ¥ and the
former accoutnast with US-based

PORTFOLIO PERFORMANCE

bard quarters” Newtla says. One

Hisoday and Innovative B28 Logistics

Scbaticns. maasecusty.

Mahindra cut back on cutpet by about
cont doe to

age. There are. acconding to
notable:

cycles: Everstone Capital ($4.5 Nllioa,

(528 bellicn), MAAM (524 billioe), and

TrueNorthscouts
foracquisitions

w05
Mamta, 2 Fetmary

Homegrown private equity
(PE) player Troe North is
scouting for acquisiticas &
the s and gymae-
cology space to bulld ks
domestic formlatices port-
folic. The PE operates n this
space though its portialio
compuny kategn

‘The PE firm i open to hav-
Ing co-imessces, incloding
ether PE irms, to fund feture

Iomegrace by buying ccher
peoducts, divisions or ssaller
compunies. Integrace isclock:
g 1215 per cent growth.

A satural extension of the
erthopaedic divisicn (which
Bad an ostecpoecsis pro-
ducts), was the gynaecology
segment s cakium supple
ments, amang cthers, & well
0 & Alsa, neurology s
another sepment the PE is
actively locking at as i fits
weil with the pais manage
ment portolio it has
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AUM by Indian Gis, marks a coming of

True North invests
over T500crore in
Biocon Biologics

Times News NeTwork

Bengaluru: Private equity
firm True North has invested
about $74 million (Rs 53
crore) in Biocon Biologics,
thebiosimilararmof Biocon,
for a2.5% stake. The deal val-
uestheunitatabout$3billion
onapre-money equity basis.
Biocon Biologics has re-
corded rapid growth over the
last few years as many of the
drugs received commercial
approval in the mature mar-
kets of US and Europe. Bio-

Aol FOR 2.5% STAKE

segment will help it cross §1
billion in revenue this fiscal.
Ithasa product pipelineof 28
molecules, including 11 with
Mylan, several with Sandoz,
and is developing many inde-
pendently This is True
North's, formerly known as
India Value Fund Advisors
(IVFA), third investment in-
to Biocon. It had picked up
about 10% inthecontract re-
search arm Syngene before
the company went public in
2015 and also in Biocon in
2003 ina pre-IPOround.
“This is at an important
inflection point as we gain
commercial success with our

first wave of biosimilar prod-
ucts and invest in the long
term throughbroadeningour
pipeline, expanding our man-
ufacturing capacity and in-
creasing our commercial
footprint,” Biocon chairper-
son and managing director
Kiran Mazumdar-Shaw said.
Biosimilars or biologics
aredrugs madefrom complex
molecules manufactured us-
ing living microorganisms,
plants, or animal cells.
Though there are no differ-
ences in terms of safety and
effectiveness
from the
main product, they are not
considered duplicates, likege-
nerics, as it is impossible to
manufacture exact copies of
biotechdrugs. “Biosimilarsis
a fast growing industry that
addresses a  fundamental
needof bringingaffordability
to specialised effective biolog-
ic products,” Satish Chander,
partnerat True North, said.
Biocon Biologics report-
ed revenue of Rs 1,517 crore
last fiscal, almost double the
Rs 770 crore it did the year
before. The company is tar-
geting revenue of $1 billion
from the biologics business
inthe next three years.




Multiples PE, TrueNorth, Gaja Capital ME=>%

BOOSTING FINANCIAL INCLUSION & Tata Capital Healthcare Fund win | g ey e T Ee Y

private equity excellence award cuthesst A+ Indian PE firm True North earmarks $200-250m
for new-age consumer startups
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By Trisha Medhi | April 9, 2021
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Mumbai, Ma

nd climate chang
e 36,000 employees and their familie:

True North sold a part of its holding in PolicyBazaar to five independent buyers —
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covid-19 pandemic caused
disruption in our lives. The
al-making landscape was no
exception. Data suggests that
the past yearsawaslight dipin
funds raised in the private
equity (PE)/venture capital
(V) space. But,asthisindustry
explored out-of-the-box solu-
tions for various aspects, the
correction was quick, and some
encouraging fundraisings hap-
penedover the courseof 2020.
The most exciting thing for
this decade s that the mobiliza-
tion of domestic capital will be a
major game-changer for the fund
management industry in India
The katest episode of Trilegal
presents Mint CXO Dialogues,
titled Past Covid landscape for
PENC funds: What 2021 will
look like for fund managers,
showed the way ahead for the
fundraisingenvironment inthe
country in 2021, the opportuni-
ties coming up, and the chal-
lengesand the changes thatare
req to support Indian
fund managers. At the session,
expertsrepresenting both gen-
eral partners (GP) and limited
partners (LP) spoke about the
experiences of the last year
The session was moderated by
Trilegal partners Yash Bansal,
Aditya Jhaand Ganesh Rao.
“Post covid, you are nowsee
inginterest from global LPs to
put more capital to work in a
country like India. There have
beenchallenges, and theinter-
est from investors has been
fluctuating. But, I think the
worldover, alot of people now
recognize asset management
and altemative investment
fund (AIF) platformsasa vehi-
cle for putting long-term
moncy to work,” said Hemant
Daga, chief executive officer,
weiss Asset Management.
“The runway in India is
huge, Credit is a space that is
underpenetrated. Indian mar-
kets offer yields that are
more attractive than what the
world is offering. I think LPs
realize this, and covid may have
accelerated themove for more
money o come (o asset manag-

I t has been a year since the

1
¢

1

atinternational F

2019 was a record year for
Indian VC fundrasing, both for
the fimdsaswellasthe startups.

“We broke all previous
records and crossed over SI4
billion in capital raised by start-
ups in India. Over the past 12
months, at the startup level, the
ecosystem has pulled together
in away very few expected to.
India has come out much
stronger and much more capa-
ble. Weexpect 2021 tobeavery
large year for Indian AlFslook-
ing to close their own funds,
This should also be the year
where we see the
first startup PO,
which will be a
momentousevent
all of us,” said
nav Pai, found-
ing partner at
3oned Capital.

The pandemic
brought with it some challen-
ges. Oneof the majorones was
managingdiligences for GPsin
the past year. But, since th
anasset classwith

‘s impact on the portfolio
sthe much. A bigchange
across  businesses,
whetheritisforGPs, investees
or LPs, is that the adoption of
technology has accelerated sig-
nificantly.
“Wehave man:

seen

afewdil-

DUFF&PHELPS

KRULL

(Clockwise from top, left) Hemant Daga, chief executive officer, Edelweiss Asset Management;
Pranav Pai, founding partner at 3one4 Capital; Neha Grover, South Asia regional lead, private equit
nce Corp; Srikrishna Dwaram, partner at True North; Subramaniam Krishnan,
partner at £Y; and Trilegal partners Yash Bansal, Aditya Jha and Ganesh Rao.

pick up when you are talking
face to face. We can’t now feel
the pulse of theteamor the GP
just by talking virtually over the
screens. Thatisone bigchar
Foralot of LPs, who have 3-4
membersin their teams based
outside of India and are looking
atthe global PE space toinvest
into, the challenge for them is
firefighting on the existing
portfolioand seeingwhatisthe
bestopportunity now. Andnot
beingableto travel putsabitof
adampeneron the plans,” said
Neha Grover, South Asia
regional lead, pri-
vate equity at
International
Finance Corp.

As fundraising
periods get
extended due to
the practical chal-
lenges posed by

covid, one of the big changes
expected isthatalarge number
of LPs will reinvest with GPs
and vice versa, as completing
eonnew partners
e where travel has still
notopenedupwill be tough
“Inthisone-year period, two
things have happened. One, the
wholedistance betweenan LP,
GP and portfolio company has
reduced smificantly. Second, if
vour portfolio is performing
well, what you can aspire for is

the past. Also, you need to bud
getforamuchlonger period fo
fundraising,” said Srikrishn
Dwaram, partnerat True Nortl
Theneedofthe hour istocre
atemoreclassesofIndian LPst
deepen the market and brin
moveinstitutional capital toth
table. There are change
required on the regulatory sid
toincentivize the LP pools fo
the alternatives industry i
India. “Thishasbeen the pursu
of the industry for some tim
now. It has been a process
educating the govemment any
the various regulatorsthat thisi
anasset class that is very critic
to the government’s ambitio
whether it is in terms of infr
structure, manufacturing, «
capacity bullding. Therearew
aspectstothis - regulation ane
basic understandingoftheass
class for the institutional LP
be able to assess it and alloca
capital to GPs,” said Subram
niam Krishnan, partnerat EY
With the pie growing evel
year, the outlook for 2021 for th
PE/VC space seems very pos
tive, “If you gave me a SI0 mi
lion exit for an carly-stage ou
come in 2015, you would ha
been my best friend, Toda
S100million isnot enough. I'
happy tosee that the size of th
prizeisgrowing every year. W
are very excited about th
: - -~ =
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The Rohatyn Group's Rajeev Kalra, Gaja Capital’s Gopal Jain, Chiratae Ventures
(Formerly IDG Ventures India)'s Karthik Prabhakar, True North Co’s Kapil

Singhal and Quilvest Capital Partners’s Mani Saluja discussed investments &
in the Indian market at #GPEC2021. “The stage is right today for private credit to

come of age” - Kapil Singhal, True North Credit.

idia in Focus

#India #privatecapital #VC #PE #digitization #tech #GPs
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Private equity investors look to
allot more funds for buyout deals

Promoters becoming more comfortable in selling biz, say investors at Mint India Investment Summit

swor oy diMremit com

MUMBAS

rivate equity (PE) inves
tors in India plan to
apital in
sactions as

! \oters are
becoming rtable in selling
thedrbusinesses, sald top Pt
tors on the first ¢
Indialnvestr

India’s private
equity market

Inves.
e Mint

which was langely
led by minority
investments, has
seen

majority
tocon

Is Jast year

Today 80% of
our investments are buyouts and
only 20%are minority deals. Asand
when the market presents the right
opportunity, wewould want todo
only buyouts,” sald Vishal Nevatia,
ner, True North, a

n PE fund,
er this week. True North
alth
T 1500

number of

bought a majority s
insurer Max Bupa f
crore. An increasin

INDIA
INL/E/STMENT

promoters are willing to divest
their businesses entirely or sell 4

businesses, a
Kejriwal, the co-fou
agdng partner of

Kedaara has been
investor in the buyout
dealssuchas Vishal Me

Jon
and aute

with Partners Group
omponents maker Sun
Auto.

PE firms bring
adifferent skill set
tothe
they have man
aged such busi

Il TRILEGAL

Asiness as

nesses previously
elsewher \s
control investors,
1 PE fund will look
at M&A (mengers

hat
leal,” sabkd
and head

Wk Singh, part
ofIndiaat Apax Partners

The value addition from PE
firmscomesin the formof gre
ability toattract better talent

necessary way toattract high qual
ity talent, said Vishal Mahadevia

arburg Pincus.

Promoters are saving. let’s get
Institutional capital, lets sell 60
and keep 40% with usand we will
be able to attract a high quality
management team,” he said,

orporate groups booking tosell
non-¢ assetsand theavadlability
of professional management teams
are also helping. said investors.
groups, multinational

ys
Tarun Bhatia,

shi Singhal, Warburg Pinct
sartner N

apital partner Sa

Parikh,

True North managir

corporations want to sell certaly
assets, and they provide for more
buyouts. Additionally, the avaiks
bility of professional manag
teams that one can brin
acquire an asset, that oo has
[ enificantly,” said Part
Gandhi.senior managing prtner
AON Indlia Investment Advisors
As the stigma of selling busi
sses is reducing. “weare seeing

Tease

e buyouts which will only
increase”, he said,
However. the investors at the

vy Kukreja, Apax Partne

ABaT BT DO T

, Kedaara Capita
vent Advis

Shashank Singh

partner Vishal Nevatia, at the Mint

sumamnit sakd that the trend ofbay
outscould receivea further boost if
certain latory and policy
changes were implemented
“Availability of leverage is an
tssue. It s avallable n some sectors,
but if this can be resolved, it could
open floodgites.” sald Sanjay Kuk-
refa, partner and C1O at home
grown PE firm ChiysCapital.
Kukreja said co-investments by
limited partners, investors ina P
fund. is also helping Indian fund
managers look at L

Fireside Chat' by Divya Sehgal

on ‘Deconstruction ¢

decade ahead" at 7.00 pm today

= Ti2dpm,

hat
iction of the

tech Landscape
cade Ahead

o Sanpu

Watch Satish

Healthcare

True North has won the award for Private Equity Investor of

TENVd

SATISH CHANDER
PARTNER, TRUE NORTH

The Venture Intelligence APEX Private Equity - Venture Capital Summit & Awards is India’s leading
Investor-Entrepreneur Interface platform . The Venture Intelligence “Awards for Private Equity
Excellence” (APEX) is dedicated to celebrating the best that the Indian Private Equity & Venture Capital
industry has to offer. This is the third time we have won the award in the last 20 years.

Congratulations to each and everyone in the team!

VENTURE

APEX 2020

PE-VC Summit & Awards

INDIA'S PREMIER INVESTOR - ENTREPRENEUR INTERFACE

Q

true

the year, 2019

Future of Dealmaking: Decoding private equity in
the age of coronavirus

SHALIL GUPTA
CBO, MOSAIC DIGITAL



True North Social Media

Objective

e To build True North’s reputation on social media and showcase culture and values
e To expand True North’s network and position it as a great place to work

Strategy

Sustained efforts towards towards developing close to 12 new content themes and
company-specific hashtag properties

Maintaining a balanced mix of warm employer branding content and business updates
The aim is to better acquaint audiences with True North’s legacy

Build visibility and present insights from True North’s Partners through #TNPartnerSpeaks
Build a strong voice for CEOs of partner companies across focus sectors through
H#TNCEOSpeaks. This series has also helped us build traction around True North's work
and strong partnership with their portfolio companies

Bring to light the firm’s sustainability practices and CSR Initiatives through a series on #TN
Foundation

Digital Launch of True North’s first ESG through paid prmotions on LinkedIn

Results

True North'’s LinkedIn follower count has doubled from 3,000 to 6,586 organically over
the past six months

On an average, we've been adding 400 followers to our Linkedln community each month -
weekly, our follower base increased by an average of 70-90 people

Many young professionals, potential investors, entrepreneurs and founders now know
True North and follow our updates regularly

We’ve developed a stronger connection with True North’s internal ecosystem of portfolio
companies, thereby helping us align our communications in a integrated format

Q

We are t

aunch a

True North Co

5. ®

hrilled to announce the release of True North's first ESG Report. We are

to be leading the curv

focused ESG repo

PE firm True North to invest only
in ESG-compliant companics

o
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True North Website

»
Business Philosophy

—> PRIVATE EQUITY

Content accumulation from the
old website

Our aim is to build universally admired and socially
responsible businesses - ones that deliver industry-
leading returns for all stakeholders while having a
positive impact on society.

. . . _\/ 1 o o ‘ E One thing which has been consistent is our philosophy
Designing a revised Information £51 ‘- i of always doing things ‘The Right Way-.

Architecture

NS

Content writing, structuring and

Imagery |deat|0n truenorthQ Firm Business Segments People Partner Companies Responsibility
' S
Feedback gathering and course
correction Values ®D
\Y/

True North remains fully

. . . : - Stay Humble. Forever Insightful.
RegLIIar updatlon of the information committed to doing Stay Peaceful. Always Innovating.
things ‘The Right Way’
at all times.
**End-to-end collaboration with the design agency throughout @ %
the project 7R :
Uncompromising Integrity. Embrace Diversity.

Continuous Excellence. Nurture Collaboration.




CITIZENSHIP

CSR AND SUSTAINABILITY
COMMUNICATIONS



Bernard van Leer Foundation: Building Reputation

Objective & Challenges:

While the Indian landscape is bursting with NGOs and other philanthropic
organizations. The difference between a foundation and an NGO is not understood
by many, causing unwanted confusions and correlations

Bernard van Leer Foundation (BvLF), a global foundation entered in India with an
aim to propagate Early Childhood Development

Despite the criticality of the cause, Early Childhood Development is not well
recognized. Its link to national health and progress is not top of mind for anyone
Through communications, BvLF intended at spreading awareness about its activities
towards the cause

However, there is a limited network of CSR media in India and they are not as
evolved as other sectoral media like finance, corporate etc

Since BvLF works with ministry and other govt bodies, there is restriction on ‘how
much’ and ‘what’ content can be shared with the media

BvLF team in India is small and hence availability of the spokesperson was always a
concern for media engagements

Impact:

Focused communication and media engagement in Pune and Udaipur, where the
projects have been initiated. Achieved a reach of INR 2.1 million in both the cities
Pursued thought leadership by having spokesperson participate in industry events
and placement of authored articles

St

rategy:

BvLF in India collaborates with technical partners and city municipal
corporations to pilot their projects. Their aim is to eventually scale-up and
work with many cities across the country

In order assist with their goal, we designed our communication strategy in
two-folds — traditional media engagement and social media engagement

In traditional media, we engaged with regional publications to talk about city
specific interventions. We also engaged with other CSR and New Age media
to educate them on the BvLF activities and its cause.

For Social media, we initiated LinkedIn blogs (for the spokesperson) and
setup a new Twitter handle on the cause they support (early childhood
development)

99acres KNOWLEDGE -

Pune’s Aundh gets children’s traffic
plaza under Urban95 initiative

HERSTORY

STORY

Cities that work for babies,
toddlers, and caregivers work for
everyone: BvLF India's Rushda
Majeed

Updated: Feb 24, 2020 16:36 IST

As the India representative for the Bernard van Leer
Foundation, Rushda Majeed spearheads the
organisation’s initiatives to improve young children’s
health, nutrition, and education in Indian cities

Infrastrocture

Why urban city planners need to focus
on early childhood development

Watanatada

Urban planning must include, among other factors such
as transportati ial zones and residenti; Second from left) Bernard var
a reinfc focus on chil ?

development. In the quest for urbanisation, the
administration often overlooks this aspect, and this
needs to change for the better.

g

Urban transportation can Sund IT PHOT(
affect the quality of the
experiences that shape the
developing brain — for good
and for bad. It affects the
extent to which pregnant
women, babies and toddlers

. can access the services they
need for healthy development: sources of healthy food,

In order to raise awareness about road safety at
an early age, the Pune Municipal Corporatjgn
(PMC) and the Bernard van Leer Fuund;né

As the India representative of Bernard van'Léer (BVLF) inaugurated a children’s traffic plaza at

A < . Bremen chowk, Aundh on February 22.
Foundation, Rushda Majeed oversees its ’




Fair & Lovely Foundation: Influencer Engagement

Objective

To break stereotypes in small towns and to encourage women to
educate themselves and become financially independent. To create
awareness as most women are unaware of this program and therefore
don'’t utilize this platform to get financial support to gain financial
independence as they face immense discrimination.

Strategy

Introduced — Scholarships for Vocational Training & Capital Seed
Funding for women who've graduated. Pitchfork Partners crafted a
strategy to increase communication in the right form and to reach out
to more women who can apply and benefit from the foundation

Execution

= Agency spoke with industry experts and recommended
associations with NGOs / consortiums to get more women to apply
and benefit from the program

» |dentified and connected with various reputed NGOs and
organizations, to understand various possibilities to collaborate.

= Received encouraging feedback from Consortium of Women
Entrepreneurs of India, Self Employed Women Association, Give
India, Vimochna, amongst others.

How we helped Fair & Lovely Foundation

Fair & Lovely Foundation expanded its scholarship program
to include vocational training and business capital in addition
to education for empowering women

Pitchfork Partners worked closely with the brand team to
ideate and identify various avenues to incorporate vocational
training and seed fund in the scholarship program

The agency was part of the IBC, to ideate along with the
other agencies and HUL representatives to strategize a
holistic communication plan for the foundation’s venture.

The final mandate of the agency was to promote the
foundation’s work across 57 markets in India (hired
associates), select and shortlist candidates for
scholarship and scout for key opinion leaders and turn
them in to advocates of the foundation as well as build a
strong set of panelists in 5 markets for the interviews



Fair & Lovely Foundation: Influencer Engagement

Impact . - | AR
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500 candidates for the interview round held in 5 cities —
Mumbai, Lucknow, Kolkata, Hyderabad & Bangalore
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“The India production buszness isabig opportunlty

There is a need for noisy, high-impactshows thatcan getto the
screen quickly, Forde teIIsVamta Kohli-Khandekar

BBC Studios: Awareness Building

Challenges, objectives:

+ Even though BBC Studios has a strong presence in the UK, it didn’t have much visibility
in India. Most of the media were unaware about the difference between BBC News and
BBC Studios.

+ Being a content creator (production house), it's the channels / OTT players that take the
lead for managing communication with the media, thereby a challenge for us to ensure
visibility of our brand

+ BBC Studios had poor digital and social media visibility in India

*  Our objective was to create awareness and build a reputation for BBC Studios,
positioning it as one of the best content creation (also in terms of creating original
content) houses in India.

‘Being on linear
channels is difficult
even globally’

Strategy:

*  Our focus was to establish and sustain BBC Studios’ brand image in the media. This
was done through a combination of interviews and RBMs with key leadership, show
launches, press releases, and participation in key events and awards

+ On social media front, we created campaigns and engagements with our followers on
Twitter, which helped us refine our audience and increase the number of followers  ——

«  Align with our partners (channels / OTT players) in India to ensure visibility BBC Worldwide to strengthen India content The reel and ‘real’ formula
thows Cering to O Gomestic maet "o ramms b SR
Impact: e ShNEE S
* Increased share of voice for BBC Studios based on engagement with the media EETLLIT 22 .
« 870+ pieces of coverage, 30+ interviews, 30+ industry stories, 15+ RBMs, 8 b s Sy an —

authored articles, 6 speaker opportunities resulted in 55.14 mn impressions ek o s et

from Jan 2017 till Feb 2020 T o g 0 2 e s

»  Streamlined Twitter process. Followers increased to 1,734 from 332 within a span of 1.5 e
years. This was completely organic growth.

Araity Sows




Coverage Snapshot: Show-Specific and Twitter

oS, S STVOR b oan  BBC STUDIOS India L, ST e L T8 ke

NS B - Vikrant, Jackie give desi (i EXGREETH ot

%‘\ Q, : u‘ ' twist to Criminal Justice (1o wild ."« S NN o )

‘— - - e vty e et life =N T N
PTAETES e . il = . . : a

The mysterious ‘ )

world of Dr
Strange,

BSC STUDIOS India
M ticking trest bed § Top media Tweet

* Created contests
around “Seven
Worlds, One
Planet” for our
followers
* Engaged themin
polls
* Gratified them
with goodies for
their participation

-

®

Karaﬁ Johar turns love gul;u Iflrst trallef ol Hotstar Specials: E!“mtr)-n-ths in Hotstar's orilginal
Netflix's new series What The Love vooT KIdS fO license comem from BBC content game decoded
o Studios' CBeebies to expand edutainmen == What we did?

offerings

2 B SR

Earned Impression

e Semat sctty

Increase in Followers — 34

Dating - one word, 50 many ‘eels! If you've ever been on an absolutely awhd date, Been

sent unsclichied photos In the name of courtship, or had your body weight discussed for  VOOT Kids partuers with BBC Stdios’ CBeelsies, 49 fartiffy its rich content library o — v vt e ——— Top mention sume Top media Tweet
e good cause of holy matrimony, you're about to hard relate %o this upcoming series Hicensing some of their most popular shews that will proside an immersive fan . o o . Hotstar VIP What happens when a woman is cheated?
Netfix today announced the release date and lounched the traler for its upcoming dating learsing experiexce for kids Will she fight, forgive or forget?
makeover show, What The Love! With Karan Johar, hosted by Xaran Johar. The one-ofa- Once cheated on, do you fall out of love? Or Here's a gripping tale of #love and
kind new-age dating reality show wil release eaclusively o Netfiix on January 30, 2020 @ do you forgive out of love? What will Dr. #betrayal, based on the #BBC series
Meera do - Forgive, Forget or Fight? Watch #DoctorFoster
#OutOfLove by #HotstarSpecials to find Watch #OutOfLove, starting Nov 22 only on

out. Only on Hotstar VIP. GHotstarVIP.

@dirtigmanshu @Purab_Kohli

@Purab_Kohli @RasikaDugal
Ras.kaougal Som Razdan GAijazK

@Soni_Razdan @AjjazK @dirtigmanshu
YBBCStudiosindia
com/rK3JCokUqa

vnant N

Seven Worlds, One Planet Review: David 2 199K
Attenborough’s Breathtaking Docu- 139 50
Drama Should Trigger Potent Guilt L Al T A
il I Gaurav Banerjee, President & Head - Hindi M
vivacity 1: o GEC, Star India and Sameer Gogate, Business .
Head, BBC Studios India speak about Hotstar's T ‘ as
GU ILTY UR N OT? Specials’ association and the content strategy bod ool ri i POynasnas o @sorysocias [ T pruee of tapeice ; e

Actor VIGANT MASSEY, who pays 3 rage ind murder accused n Crimin Astice
to A5 Soass T 2 GSOUSSON 08 T NG 15502 Sy 1 & ver ending one




BBC Studios: Content Marketing (Twitter)

BBC Studios is a British content company. The company sees content
through the full cycle of development - commissioning, production and
co-production, and sales and distribution. BBC Studios crafts over
2,500 hours of content every year through seven production bases in
the UK and production bases and partnerships in a further nine
countries around the world which includes India as a major market.

Objective:

«  Amplify existing Twitter page by constantly creating a buzz around
various shows of BBC Studios, spokesperson interviews,
highlighting existing and new partnerships in India, highlighting the
latest developments of the company like new launches and talk
about industry news

Highlights:

« Agency started managing Twitter page since June 2018

« Agency created three tweets a day on weekdays and two on
weekends talking about industry as well as shows by BBC Studios

» We started with 332 followers and are at 1,734 followers today

Key activities

Planned a Christmas and New Year Campaign in 2018 which
received a great response

» Followers increased from 699 to 803 in a week
» Generated an average of 7,000 impressions per week

Created special Twitter plan for Criminal Justice
» Celebrities like Pankaj Tripathi, Vikrant Massey, Mita
Vasisht, etc, tweeted about the show tagging BBC Studios

Created graphics for different festivals like Christmas,
Dusshera, Halloween, Diwali, etc

Created special tweets around days like World Penguin, Day,
Earth Day, etc

Special campaigns around Sir David Attenborough, Criminal
Justice, Stupid Man Smart Phone Singapore, Doctor Who, etc

For a show like Elevator Pitch, agency created tweets for the
host Gaelyn Mendonca



Top media Tweot

* Created contests

around “Seven

Worlds, One
Planet” for our
followers
* Engaged themin
polls
* Gratified them
BBC STUDIOS India

d Attenbor

here’s so r

BBC STUDIOS Indla

BBC STUDIOS India
Did now Sir David Attenborough is the only person &

ammes in black and white, colour, HD and

Top mention eamea 1,54

n Hotstar VIP

Once cheated on, do you fall out of love? Or
do you forgive out of love? What will Dr.
Meera do - Forgive, Forget or Fight? Watch
#OutOfLove by #HotstarSpecials to find
out. Only on Hotstar VIP.

@Purab_Kohli @RasikaDugal
@Soni_Razdan @AijazK @dirtigmanshu
@BBCStudiosindia
pic.twitter.com/rK3JCokUqa

Top media Tweet carmed 6,934 impressions

What happens when a woman is cheated?
Will she fight, forgive or forget?

Here's a gripping tale of #love and
#betrayal, based on the #BBC series
#DoctorFoster.

Watch #0utOfLove, starting Nov 22 only on
@HotstarVIP.

@dirtigmanshu @Purab_Kohli
@RasikaDugal @Soni_Razdan @AijazK
pic.twitter.com/4NOASsaSHJ

v

BBC STUDIOS India
The future of the pride depends on this

dynastic bloodline, tonight at 9 PM, only in

BBC STUDIOS Indla
The future of the pride def

dynastic bloodline, tonight &
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I MARS Petcare

OBJECTIVE:
Build visibility and affiliation for MARS Petcare’s products such as
Pedigree, Whiskas, CATSAN, Temptations and Chappi

CHALLENGES:
Mindsets of pet parents are a major challenge when there are options of
homecooked meals and manufactured pet food

« Convincing pet parents of the importance of hygiene and nutrition therefore
becomes critical

STRATEGY:

« We explored non-paid barter collaborations with top lifestyle influencers,
celebrities and journalists who had pets. We had a personal rapport with
them, which made the connection easier.

« We looked at lifestyle influencers with a good social media following. The
products were sent to the selected influencers with a personalised note.
Safety and hygiene was maintained throughout the process of packing and
delivering the goods during the pandemic

IMPACT:

« We could reach a wide audience, which not only included pet parents but
also people looking at gifting pet food to friends and family

« We received coverage among many bloggers, influencers and pet parents

« We reached 633,000 viewers by engaging with 10 influencers




I Jeep India

OBJECTIVE: Build a strong narrative around the legendary Jeep
Compass and create influential content with legendary personalities
for the Jeep Compass 2021

CHALLENGES:

* The SUV market is cluttered

* Low community engagement due to micro-influencer-led activities
» Decrease in brand engagement due to COVID-19 scenario

STRATEGY:

« Influencers such as Sonu Sood, Mahesh Babu, Radhika Bapat
and Milind Soman were selected for their personalities and
legendary success stories

« Sood was the star influencer who engaged with the Jeep
community

« Created social media content — videos, posts — to engage with
fans and the Jeep community as they share the same values as
brand Jeep

IMPACT:

« Immense engagement on social media and over 1 lakh views on
Youtube videos

 Increased followers on social handles of Jeep India and positive
involvement from the Jeep community in India

ORDINARY
¢ CAN'T HELP
THOUSANDS
s OF PEOPLE
GET HOME.

LIVE

LEGENDARY. ' [fiA4

ORDINARY
IS NOT GOOD
ENOUGH
TO AIM FOR
AN EMMY.

LIVE
LEGENDARY.

4
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.
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ORDINARY CAN'T
RUN 1500 KM
IN 30 DAYS.

LIVE
LEGENDARY.

ORDINARY
CANNOT WIN
21 PRESTIGIOUS S
AWARDS IN
21 YEARS.
LIVE
LEGENDARY.
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Youva — The Youth oo T N
Stationery Brand — prek i

OBJECTIVE: Build strong brand reputation, create
differentiated positioning for:

* Youva — the youth stationery brand from Navneet
* Children’s Books Division of Navneet

Qv ’ N

ey school Maipenehurayeha.‘

B W Jissjis kmain
CHALLENGES: o e B || *kemuihse wapis leke jao, hir boina nahil 8
* Low awareness of Youva as a stationery brand, A o J ’ 1 A T (C
‘independent’ of Navneet. 5 IPSE . T - ‘
* Low awareness of the products available under the , ') ;
children’s books division of Navneet o8 MY AYS M | e = Whih e do | heseofor 20217

#hadiaries #smartstationary
(@shettypriyanka

STRATEGY:

« Collaborated with leading mommy bloggers and celebrity
mommy influencers on a monthly basis to generate
awareness of various products available under Youva
and for positive word of mouth

IMPACT:

+ Engagement with 100+ mommy and lifestyle bloggers,
and celebrity influencers created a strong digital
presence for the brand. These were purely barter deals ot
* Soha Ali Khan did an Insta story (followers: 2.3 mn) o
* Genelia D’souza did an Insta story (followers 3.3 mn) *owe0s”
* Anud Singh (TV celeb) did an Insta story (18.7 K) s ‘
* Bhargsethu Sharma (MTV and ex-cadet) did an Insta

post and story (166 K followers )

@navneeti e
@rajvi0193 §5
Thank you for Nori's
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Snapshots: Social Media Shoutouts




com

tchforkpartners.

pi

WWWwW

Thank you



