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Marketing services firm RK
SWAMY Ltd posted a consol-

idated revenue of ₹76 crore
for Q2, an increase of 12 per
cent on a year-on-year basis.
Profit after tax (PAT) stood
at ₹53 lakh, an increase of 4
per cent compared to the

same period last year.
Consolidated revenue

stood at ₹157 crore for half
year FY26, up 12.2 per cent
as compared to ₹139 crore
during the same period a

year ago. PAT went down to
₹16 crore from ₹27 crore.

“...All in all a good busy
period,” said Shekar Swamy,
MD and Group CEO, RK
SWAMY Ltd.

RK Swamy Q2 revenue up 12% at ₹76 crore
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Belgium-based Lotus Baker-
ies, which is launching its
premium cookie brand Bis-
co� in the country in part-
nership with Mondelez In-
ternational, expects India to
play a key role in fulfilling its
global ambitions to become
the third-largest player in
the space. 

At the same time,
Mondelez International,
known for Oreo and Cad-
bury, expects the launch to
grow the overall premium
cookie segment in India.

Under this partnership,
Mondelez India is manufac-
turing, marketing and dis-
tributing brand Bisco�,
leveraging on its extensive
distribution network.

Responding to a business-
line query, Jan Boone, CEO,
Lotus Bakeries, said: “Our
ambition is to make Bisco�
the world’s number three
cookie brand, and India is es-
sential to this vision. We
couldn’t conquer India on
our own as the distribution is
very complex and we needed
a strong partner like
Mondelez. 

For us currently, the US,
the UK and France are the
top three markets. We are
hopeful India will become
one of the top three/four
countries for Bisco�.” 

FIVE PACKS
With a pricing strategy of

making the brand available
in five packs starting at ₹10,
Mondelez said it wanted to
ensure that Bisco� is access-
ible to tap into a wider base
of consumers.

Samir Jain, President-In-
dia, Mondelez International,
said, “I think what we are
really trying to do by making
Bisco� in India is that we are
making a premium product
accessible to Indian con-
sumers. It is being made
available in the small pack,
starting at ₹10, as well as
large packs. 

So the pricing overall will
be at an index of 2.3-2.4x of
the market average in the re-
gion of about ₹450/kg. But
again, accessibility across
price-points... allows us to
tap into a wide range of
consumers.”

The brand is being
launched nationwide across
leading retail and online

platforms, including part-
nerships with leading hotel
chains, airlines and co�ee

houses, to tap into out-of-
home consumption occa-
sions. Mondelez India is also
collaborating with popular
quick-service restaurants
(QSRs) to bring the Bisco�
taste into desserts. 

SOMETHING UNIQUE
Talking about the premium
cookie segment in India, Jain
said, “The contribution of
the premium cookie seg-
ment to the overall market is
just about 3-4 per cent. But

the existing potential to ex-
pand the contribution is
multi-fold. 

It is incumbent on players
like us to strengthen the
premium segment. With
higher disposable incomes,
Indian consumers are willing
to pay more for new experi-
ences. This is an attempt in
that direction for us to
premiumise the cookie mar-
ket in the country by o�ering
something unique in terms
of taste and flavours.”

Meenakshi Verma Ambwani
New Delhi

Jan Boone, CEO, 
Lotus Bakeries 

India can be among top markets for
Biscoff cookies: Lotus Bakeries CEO

At a time when most
AI-enabled solutions
companies are looking at the
BFSI sector, Hinduja Global
Solutions (HGS) plans to
re-enter the healthcare
vertical, anticipating
considerable opportunity by
way of innovation and
disruption. Four years ago, it
had divested from
healthcare solutions to focus
on customer engagement
solutions. Venkatesh Korla,
CEO at HGS, said the
company is now taking a
closer look at medical
devices and clinical care.

Edited excerpts:

HGS has significantly
reduced losses this
quarter. What were the
levers to this end? 
Since taking over as CEO a
few months ago, I have been
focusing on improving mar-
gins. We looked at where we
are spending money globally,
rationalising real estate,
manpower costs and techno-
logy spends. Some of the sav-
ings were redeployed into
building our solutions and
sales to drive future growth. 

This year is about creating
a more sustained, margin-fo-
cused, e�cient organisation,
and earning new customers
to drive growth instead of re-
lying on existing customers
for 80-90 per cent growth. In
the next few quarters, I ex-
pect the margins to further

improve. Over the next five
years we will get to a mid-20s
EBITDA margin. Currently
we report around 12-13 per
cent. 

We have closed around 32
or so customers in the last
six months. We plan to use
that as a platform for zero-
cost transformation where
customers can spend 20-30
per cent less than whatever
they are spending today to
run a business process, but
we will take the risk for
them.

What are your plans for
the coming quarters? 
We are going to be looking at
‘intelligent experiences’,
which is about intelligent in-
teractions and intelligent
automation or operations. 

We are going to start fo-
cusing on vertical markets:
BFSI, consumer products
and retail, and healthcare. 

We exited the healthcare
business 3-4 years ago but
now we are actually going
into the medical devices and
clinical care side of the story
because the intersection of
sensors, data and AI will cre-

ate a tremendous amount of
opportunity for innovation
and disruption, especially in
the life sciences, pharma-
ceutical, medical device and
care provider segments of
healthcare. 

Today there is a lot of un-
certainty in the market on
how AI is going to impact
services and how businesses
are going to create new value
by adopting AI. Most cus-
tomers are looking for not
just a technology services
provider or just a pure play
BPO provider but somebody
who understands business
processes and can bring the
technology expertise. We are
very well positioned in that
and have created a new ser-
vice o�ering called ‘Digital
Operations’. And our model
is to take on an end-to-end
business process for a cus-
tomer. 

Are you planning on 
any workforce
rationalisation or
restructuring in terms
of integrating AI? 
We don’t see AI replacing
people completely. AI will

get augmented with human
talent which should drive
higher throughput in the
type of services we provide.
That is what we are seeing in
the market, and we are creat-
ing solutions in that space.

As you augment AI into
the mix, you will see a 30-40
per cent e�ciency improve-
ment in the quality of ser-
vice, and the speed at which
you provide the service to be-
come more e�cient and ef-
fective. Still, most con-
sumers prefer to talk to
another person. So we are
seeing more of AI being used
to quickly answer and aug-
ment read-and-relay type an-
swers. 

Revenue reduces when
you adopt AI because tradi-
tional historical contracts
were productive hour-based
as in time-bound contracts.
So revenue goes down
slightly but margins im-
prove. 

What skill-sets do you
look for in the talent
pool?
One of the most funda-
mental skill-sets that some-
body should have is the abil-
ity to adapt to technology’s
rapid pace, and have agility. 

Are you a continuous
learner? Are you able to pick
up, adapt, use and creatively
adapt the skills that you have
learned last month or six
months ago? Of course, you
also need to have funda-
mental skills like research,
self-learning, an understand-
ing of business processes,
alongside soft skills.

Vallari Sanzgiri
Mumbai
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AI, tech will disrupt healthcare:
Hinduja Global Solutions CEO

The intersection of
sensors, data and AI
will create a
tremendous amount of
opportunity
VENKATESH KORLA

CEO, Hindustan Global Solutions

STRATEGY RETHINK. Firm taking a closer look at medical devices, clinical care segments
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