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VW India to bring all its
armsunderonecompany
PAVAN LALL
Mumbai,30September

I f the Skoda range of cars
was the first brand the
Volkswagen Group saw

winning the favour of cus-
tomers in India when it
launched in 2001, it is making
no mistake about using the
sameestablishedbenchmarkto
drive forward the company’s
operations in the subcontinent
for the future. Next month,
three corporate entities run by
the group will be subsumed
under onenewentity—Skoda
AutoVolkswagen India Private
Limited (SAVWIPL).

It will serve as the new
streamlined corporation entity
for thegroupthatsellscars that
include Audis, Porsches Volks-
wagens,andLamborghinis.The
three Indiansubsidiariesbeing
merged are Volkswagen India,
Volkswagen Group Sales India
and Skoda Auto India, accord-
ingtosources. Themovecomes
as part of the company’s ongo-
ingSkoda-ledgameplay for the
country, analysts say. All the
individualbrandswill,however,
retain their exclusiveand inde-
pendent profiles, dealers and
management but work under
the leadership of Gurpratap
Boparai, the to-be managing
directorofSAVWIPL.

Officials with the company neither denied nor confirmed the development. Skoda India,

which on Monday launched a
rugged outdoor version of its
SUV called the Kodiaq Scout,
willalsobeexpandingitsdistri-
butionandsalespoint,saysZac
Hollisdirectorsales,serviceand
marketing forSkoda India.

How have the last six mo-
nthsbeenforSkoda?Hollissays
while growthhasbeen impact-
ed, sales have been similar to
the previous year with 9,517
Skoda cars being sold between
January andAugust. Last year,
the Skoda sold around 17,000
cars.Thefuturewillalsoseethe
company launch at least five
cars to include refreshedmod-
els, variants and new cars alto-
gether, Hollis adds, and says
that they will include a mid-
sized SUV, and a notch-back
sedan.Thoseawareofdevelop-
ments also indicate that the
crossover SkodaKaroq and the
sporty Octavia RS will roll out.

Asofnow,thecompanygets
themajorityofitsvolumesfrom
three models that operate in
premium segments: compact
sedan Rapid, premium sedan
Octavia and the executive
sedan Superb. Hollis adds the
company will also bring in
additional models post 2021
which will include brand new
cars likeanSUVmadeexpress-
ly for India.

Moreonbusiness-standard.com

ZacHollis , director (sales, service andmarketing), Skoda
Auto India, at the launch ofKodiaq Scout PHOTO: KAMLESH D PEDNEKAR
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Rolls-Royce selects 3
firms for ‘Start-up
Accelerator Programme’
R2DataLabs,thedata
innovationofRolls-Royce,
hasidentifiedthreestart-
upsforitsfirst-everStart-up
AcceleratorProgramme.The
start-upsClearQuote(Xenon
Automotive),PiChainInnov-
ationsandImaginateTech-
nologieswillbegivenan
equity-freegrantof£10,000
eachandputthroughasix-
monthco-innovation
programme. BSREPORTER<

Vehicleownerstrimming
costperservice:JDPower
SHALLY SETH MOHILE
Mumbai,30September

It’s not the slowdown in car
sales alone that is taking a toll
on automakers and dealers.

Car owners have also been
curtailing the average spend
on servicing their vehicles,
according to the latest study
by JD Power, a Singapore-
based consumer insights,
advisoryservicesanddataand
analytics firm.

According to the study,
there is a 10 per cent drop in
the average amount spent per
service visit in the first seven
months of the current calen-
dar year compared with the
same period in 2018. On an
average, customers spend
~5,000 per service visit, com-
paredwith~5,600 in2018.The
decline in service revenue is
significant fordealersas31per
cent of their profits are gener-
ated from after-sales com-
paredto25percent fromsales.

For customers who rate
their experience in the top
quartile of satisfaction (929
points and above on a 1,000-
point scale), 89 per cent are
more likely to return for post-
warranty service work, said
the report. Similarly, 90 per
cent of customers in the top
quartile will recommend the
servicecentre toa friendor rel-
ative, it added.

Dealers agreed that there
indeedhasbeenadropintheir
revenue per car. “Car owners
aregettingonlythosejobsdone
which is anabsolutemust and
cannot be postponed. All the
non-essential services are
beingpostponed,” saidNikunj
Sanghi, owner of Alwar-based
JS FourWheels. As a dealer, it
also offers value-added servic-
es likecarpolishingandclean-
ing. Such functions have tak-

enahit, he added.
Sanghi’s dealership has

seen revenue from after sales
and service take a 17 per cent
year-on-year dip.

John K Paul, managing
director at Cochin-based
PopularVehicles andServices
agreed with Sanghi. “People
areavoiding full services.They
areonlygoing forwhat is bare
minimum,” said Paul, point-
ing out that revenue per car
serviced has gone down by 7-
10 per cent at his dealership.

“Typically, dealers rely on
service work to keep their
businesses profitable, espe-
cially during a downturn in

new-vehicle sales,” said
Kaustav Roy, director and
country head for India, JD
Power. “Adrop inaverageserv-
ice spendbodesnegatively for
overall dealer profitability.
More than ever, dealers need
to focus on delivering excel-
lent service experience to
retain customers and encour-
age loyalty and advocacy.”

Passenger vehicles sales in
India have been on a decline
for over a year.

It dropped to the lowest in
22 years in August as buyers
shelved purchase decision
owing to weak sentiment and
poor economic growth.

Carraro relies on new tech
to drive India business
Autocomponentsmaker
CarraroIndia,thelocalarmof
theItalianfirm,is lookingto
makedeeperinroadsintothe
Indianmarketbyofferingnew
technologiessuchasaportal
axlethathelpsboostthe
performanceofafour-wheel
drivetractor.

OnFriday,thePune-based
companyannouncedplansto
invest^20millionoverthenext
fouryearstoupgradeits
operations,whichaccountsfor
17percentofitsglobalbusiness.
Itexportsathirdoftotal
productiontoEuropeandSouth
America.

Themovewillhelpthe
companytotideoverthe
slowdown,saidAlbertoNegri,
chiefexecutive,CarraroGroup.
“Themarketisunlikelytopick
upinthenearfuture.Thereisa
possibilityforustopenetrate
deeperintothemarketwith
newertechnologies;thatiswhy
weareinvesting,”saidNegri.

TractorsalesinIndia,oneof

thelargestmarketsforsuch
equipmentglobally,hasbeen
growingatafastclipyear-on-
year.Itwitnesseddouble-digit
growthforthethirdconse-
cutiveyearinFY19.However,
thepacewasslowestinthepast
threeyears. InFY19,itssales
advanced10.24percentat
878,476unitsascomparedto
20.52percentand15.74per
centinFY18andFY17,
respectively.Themoderationin
growthwasledbyaweak
sentimentinthelastquarterof
thefinancialyear.

Thenewproductionarea,
with5,000squaremeters, is
expectedtostartproductionin
2021.Thiswill includealineof
advancedconceptionformaki-
ngportalaxlesforcompact
tractorswithenginesupto75
hp. WithplantsinItaly,Argent-
inaandChina,Carrarocounts
Mahindra&Mahindra,TAFE,
Escorts,SonalikatoNewHoll-
andandJohnDeere,inIndiaas
itscustomer. SHALLY SETH MOHILE

KARANCHOUDHURY
Bengaluru, 30September

Paytm Mall said it would gen-
erateatleast~500croreinactu-
alsalesfor itsofflinebrick-and-
mortar retailers this festive
season.Itsayssoatatimewhen
traderbodiesareatloggerheads
withAmazonIndiaandFlipkart
overthemassivediscountsdur-
ing suchsaledrives.

Paytm Mall is the online
shopping platform created by
Paytm, the e-commerce pay-
mentsystemandfinancialtech-
nologyentity.Wehave,saysthe
former, been working hard on
ouromni-channelmodel. This
year, the company believes,
most of the ‘leads’ it generates
onlinewouldconvert intosales
offline.

Over the past sixmonths, it
has worked out massive dis-
count and cashback schemes,
withmorethan100brandsand
major offline retailers. Overall,
PaytmMall says, it is targeting
not less than $2.1 billion
(~14,900 crore) in gross mer-
chandise value (GMV) for the
entireyear.

As Amazon India has been

doing, Paytm Mall has been
concentratinga lotonthemar-
ket outside the tier-I cities.
Whilethesemetropolitanareas
contribute 35 per cent of its
business, the rest comes from
elsewhere.

During the festive season
itself, the company says it is
aiming at $300million (~2,100
crore) in GMV. It has got on
board over 30,000 new retail-
ers and these stores will offer
their catalogues on
thePaytmMall app,
in-store pick-up,
local deliveries and
exclusive brand
vouchers. The com-
pany has dedicated
a team to address
theneedsofofflineretailersand
help their transitiononline.

The partnershipwill help it
get new users, strengthen its
assortment and expand its
reach to the neighbourhood
brandoutlets.Thefirmdoesnot
own or operate warehouses;
instead, it partnerswith sellers
and encourages them to use
local courier services for deliv-
ery. The target is to,within two
years, showapositivefigureon

operatingearnings,byaddress-
ing the issueof logistics cost.

“Inpreparationforthecom-
ing festive season, we are
aggressivelyon-boardingretail
stores and collaborating with
newbrands.Wehavealsointro-
duced exclusive brand vouch-
ers...(and) are confident on
achieving two-fold growth in
our user base during this peri-
od,” said SrinivasMothey, sen-
iorvice-president.

In the run-up to
the festive sales,
PaytmMallhasalso
broughtn eBay’s
globalinventoryon
its platform. This
catalogue of over a
million products

includescategoriessuchastoys,
collectibles, fashion, automo-
bileaccessories,giftsanddecor
festive items.

“Paytm Mall is rapidly
expanding its World Store
which makes international
brandsavailabletoIndianbuy-
ers at its platform.The compa-
ny also aims to become the
launchpartnerfor internation-
al brands to cater to the Indian
market,” thecompanysaid.

PaytmMallvowsbigpushthis
seasonfortraditionalretailers

Aim to generate
~500 crore in
bricks-and-mortar
festive sales for
those on its
platform

Tier-II and tier-III cities are
driving big business for e-
commerce firms — Flipkart
andAmazon—for theongo-
ing festival season.

Walmart-owned Flipkart
on Monday night said tier-II
and tier-III cities ushered in
the festive cheer for the firm
during the second day of its
flagshipevent‘TheBigBillion
Days’ 2019. Electronics cate-
gorywitnessedgrowthofover
70percent fromtier-II cities,
witha100percentincreasein
women shoppers from sma-
ller towns.“Wewitnessedthe
growingappetiteoftier IIand
III cities for mobiles, large
appliancesandconsumerele-
ctronics,” said Kalyan Kri-
shnamurthy, CEO, Flipkart.
“As consumers from these
citiesupgrade, theyare com-
ing at par with the metros
showcasing unique needs
andspendingpatternsacross
these categories,” added
Krishnamurthy.

Affordability constructs
wereabighit.Therewasover
2X adoption in the ‘product
exchange’ construct formo-
biles and laptops, according
to Flipkart. Within laptops,
key segments like gaming
and thin and light laptops
exceeded2Xas compared to
last year, leading to theover-
all growth of more than 10
per cent in the average sell-
ing price of the products.

PEERZADA ABRAR

Tier-II, tier-III
cities drive big
biz for Flipkart,
Amazon
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BudgetcarrierAirAsiaannou-
ncedonMondayrelocationof
itsoperations todomestic ter-
minal (T1) of the city's
Chhatrapati Shivaji Maharaj
International Airport from
October 15.

Atpresent, theBengaluru-
based airline, which has lim-
ited operations from the city,
flies from the international
terminal (T2) of the Mumbai
airport. Mumbai will become
AirAsia India's fourth hub in
the country after Bengaluru,
New Delhi and Kolkata, the
airline said in a release.

It currently operates to
destinations such as Hydera-
bad, Kochi, New Delhi, Kol-
kata, Bengaluru and Indore
from Mumbai. “We are
pleased to announce that
Mumbai will now be our

fourth hub in India, and
alongside that AirAsia India
will shift its operations from
Terminal 2 toTerminal 1 from
October 15,” said Sunil
Bhaskaran, managing direc-
tor and chief executive,
AirAsia India.

The airline looks forward
tobolster itsgrowingpresence
and expanding network to
connect its passengers to
more destinations, he added.

AirAsia India currently
flies to 20 domestic destina-
tion with a fleet of 23 Airbus
A32Oplanes.

AirAsia India to shift ops to
T1 in Mumbai from Oct 15

DrugfirmLupinonMonday
said Japaneseregulator
PMDAhasclosed inspection
of itsGoafacilitywithno
criticalormajorobser-
vations. ThePharmaceutical
andMedicalDevicesAgency
(PMDA), Japan,has
completedtheGood
ManufacturingPractice
inspectionof thecompany's
Goafacility (unit IandII),
Lupinsaid inafilingtothe
BSE. The inspectionwas
conductedbetweenSepte-
mber24and27, itadded.
“ThePMDAinspectionclosed
withnocriticalormajor
observations,”Lupinsaid.
AccordingtoPMDA, its
obligation is toprotect the
publichealth inJapanby
assuringsafety,efficacyand
qualityofpharmaceuticals
andmedicaldevices. PTI

PMDA completes
inspection of
Lupin’s Goa
facility


