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Consumer
cos‘adspends
torise inFY26
Firms are ramping up urban
distribution, marketing, and
financing schemes to drive sales

The sector could raise spends
by at least 7-8% next fiscal MINT

SuneeraTandon
suneera.t@htlive.com
NEWDELHI

M akers of con-
sumer goods
spanning pack-
ageditems,food
services and

homeappliancesareconsider-
ingsteppinguptheiradvertis-
ing expenditure and promo-
tion scheme in the next two
quarters (of FY26) to target
households that will benefit
from the Centre’s recently
announced personal income
taxreliefworthabout₹1trillion.
Companies such as Parle

Productssaid theywill stepup
distributionactivities inurban
markets as well as marketing
spends in theupcomingquar-
ter.Similarly, restaurantchain
Wow!Momowillactivatemore
digitalcampaignsandrunpro-
motionsinhighfootfallsareas,
thecompany’smarketinghead
said.GodrejEnterprises,maker
ofhomeappliances, is looking
to boost sales through attract-
iveEMIschemes.
On 1 February,

finance minister
Nirmala Sithara-
man announced a
relief on personal
income taxes for
those with annual
incomeofupto₹12
lakh,whichissetto
putmoremoneyin
the hands of con-
sumers and boost
consumption.Last
week, the Reserve
BankofIndia (RBI)
slashed its benchmark repo
rate for the first time in five
years, givingsomebreather to
retail borrowers.
This is likely to benefit dis-

cretionary categories that are
hoping to shrug off a slump in
urbanconsumptionwhichhas
hurtdemandformass-market
consumerproducts,apparel, as
well as fast food.
“Weareparticularlybullish

about the September quarter;

consumer spends. It could be
the best we have seen in last
fouryearsasthebenefitsof the
newlyannouncedbudgetkick
in,” said Murali Krishnan,
co-founder and chiefmarket-
ingofficer,Wow!MomoFoods
which operates 675 outlets in
India. “Weare lookingatdriv-
ingupourvisibility inmalls as
retail footfall may come back.
Wewill see a lot of small cam-
paignsandmarketingproper-
tiesbeingcreatedovernextsix
months, as brands try to lure

consumers back,”
he said. Firms will
build their loyalty
programme amid
urban consump-
tionuptick,hesaid.
The current

quarterwill see the
commencementof
the annual cricket
event (IPL).Brands
allocate somebud-
get for matches.
“We could see the
industryincreasing

spendsbyat least7-8%coming
fiscal from the 3-4% growth
over last fewyears in anticipa-
tionofgreaterspends,”hesaid.
FMCG firms are looking to

expandcapacityinurbanareas
and raise advertising budgets
fornexttwoquarters.This is in
anticipation of sales rebound,
whichhaverecentlyslowedin
urbanmarkets.

For an extended version of
this story, go to livemint.com.

BUDGET
BOOST

INCOME tax relief
to lift discretionary
spending, helping
consumer goods,
apparel & fast food

FMCG firms looking
to expand capacity
in urban areas, raise
advertising budgets
for next two quarters

theyofferanongoingstoryline
thatkeepsbringingaudiences
back,” Kaushik Das, founder
andCEO,AAONXT, that spe-
cialises inOdia content, said.
Unlike long-format series

that generate conversations,

filmshaveashorterwindowto
create impact.Today, audien-
cesbinge-watchandengagein
multi-episode storytelling.
Films,beingaone-time, stan-
dalone content, do not drive
thesamehabitualengagement

Lata Jha
lata.j@htlive.com
NEWDELHI

F eature films released
directly on streaming
platforms are struggling

to compete with long-format
webseries that run intomulti-
ple seasons and episodes,
keeping audiences engaged
with anongoing storyline.
According to a report by

mediaconsulting firmOrmax,
the most-watched Hindi lan-
guageoriginalmovie onOTT
in 2024, Do Patti, garnered a
viewershipof 15.1million,half
that by the most-watched
Hindi web show Mirzapur.
Entertainment industry
experts say that the estab-
lished franchise value and
multi-episodestorytellingofa
series benefit new seasons in

termsof instant eyeballs.
Bycontrast, filmsstreaming

straightonOTTsoftenhaveto
battle theperceptionthat they
arenotgoodenough for thea-
tres. Add to it the fact that the
buzzarounda2-to3-hour fea-
ture dies down sooner. The
trendofdirect-to-digital films
took off during covid when
theatreswere shut.However,
withcinemasnowoperatingas
usual, filmmakers prefer tak-
ingfilmstothebigscreenfirst,
and those that streamonOTT
directlyareseenasexceptions
that could not find theatrical
space. This often means the
buzz around them ismuted.
“OTT original films have

seen viewership challenges,
and it is not surprising. Series
format inherentlyhavehigher
repeat engagement, social
buzz anda longer shelf life, as

as showsdo,Das added.
OTT original films often

struggletorival theviewership
of long-format showsbecause
binge-watchingthrivesonepi-
sodic storytelling, saidMehul
Gupta,co-founderandCEOof
digital agency
SoCheers. Shows
create anticipa-
tion, character
attachment, and
week-long, or
season-long dis-
cussions. A film,
no matter how
good, is a one-
timewatch.From
anadvertiser’sperspective, it’s
also about longevity. A hit
series gives brands multiple
touchpoints—pre-launch
buzz,mid-seasonchatter, and
finale hype.
A film, on the other hand,

drops, trends for a weekend,
and mostly fades. Brands
investing in product place-
mentsorsponsorships inorig-
inal filmsmust fight a shorter
shelf life and a more unpre-
dictableengagementcurve. “If

content was a
buffet, original
films are like a
fancy starter, but
shows are the
main course—
satisfying and
stretched out
over multiple
meals. While
l o n g - f o r m a t

shows provide sustained
engagement and unscripted
content fuels real-time con-
versations, filmsallow for tar-
geted impact,”Gupta added.

For an extended version of
this story, go to livemint.com.

Whydirect-to-OTT films can’tmatch thepull ofweb series

AnOrmax report says thatDo Patti, the topHindi OTTmovie, got
15.1 million views, or half of Mirzapur’s viewership, in 2024.

Unlike long-
format series that

generate
conversations,
movies have a
shorter window
to create impact
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Campus Activewear Limited
CIN: L74120DL2008PLC183629

STATEMENT OF UNAUDITED FINANCIAL RESULTS FOR THE QUARTER AND
NINE MONTHS ENDED 31 DECEMBER 2024

(All amounts are in INR crores except per share data or as otherwise stated)

S.
No. Particulars

For the quarter
ended

31 December
2024

For the quarter
ended

30 September
2024

For the quarter
ended

31 December
2023

For the nine
month ended
31 December

2024

For the nine
month ended
31 December

2023

For the year
ended

31 March
2024

Unaudited Unaudited Unaudited Unaudited Unaudited Audited
1 Total income from operations 518.50 336.72 473.37 1,196.65 1,086.44 1,452.83
2 Net profit for the period (before tax,

exceptional and/or extraordinary items) 62.64 19.60 33.47 116.33 76.24 120.03

3 Net profit for the period before tax (after
exceptional and/or extraordinary items) 62.64 19.60 33.47 116.33 76.24 120.03

4 Net profit for the period after tax (after
exceptional and/or extraordinary items) 46.47 14.30 24.89 86.15 56.69 89.44

5 Total comprehensive Income for the period
[comprising profit for the period (after tax) and
other comprehensive Income (after tax)]

46.00 14.37 24.94 85.88 56.84 89.43

6 Equity Share Capital (face value of INR 5 each) 152.70 152.65 152.63 152.70 152.63 152.63
7 Reserves (excluding revaluation reserve) as

shown in the audited Balance Sheet of the
previous year

- - - - - 499.03

8 Earnings Per Share (face value of INR 5 each)
(for continuing and discontinued operations)*
1. Basic (INR): 1.52 0.47 0.82 2.82 1.86 2.93
2. Diluted (INR): 1.52 0.47 0.81 2.82 1.86 2.93

*Basic and Diluted EPS is not annualised except for yearly figures.

Notes:

For and on behalf of the Board of Directors of

Campus Activewear Limited
Sd/-

Hari Krishan Agarwal
Place: Gurugram Chairman and Managing Director
Date: 11 February 2025 DIN: 00172467

Scan the QR
code for the

Financial
Report

1. The above financial results of the Company as published in accordance with
Regulation 33 of the SEBI (Listing Obligations and Disclosure Requirements)
Regulations, 2015 as amended (‘Listing Regulations’) have been reviewed and
recommended by the Audit Committee and approved by the Board of Directors
in their respective meetings held on 11 February 2025. These financial results
have been prepared in accordance with recognition and measurement principles
of Indian Accounting Standards (“Ind AS”) prescribed under Section 133 of the
Companies Act, 2013 read with the relevant rules issued thereunder and the
other accounting principles generally accepted in India. Limited Review under
regulation 33 of the SEBI (Listing Obligations and Disclosure Requirements)
Regulations, 2015 has been carried out by the statutory auditors of the Company.
The auditors have expressed an unmodified report on the Financial Results of
the Company. For more details on results, visit investors section of our website at

www.campusactivewear.com and Financial Results at Corporate Section of
www.nseindia.com and www.bseindia.com.

2. Based on guiding principles given in Ind AS 108 “Operating Segments”, the
Company’s business activity falls within a single operating segment namely
“Footwear and its related products”, hence the disclosure requirements relating to
“Operating Segments” as per Ind AS 108 are not applicable.

3. On 11 February 2025, the Board of Directors have declared an interim dividend of
Rs. 0.70/- per share (on equity share of par value of Rs. 5 each) for FY 2024-25.
This interim dividend will be paid to the equity shareholders of the Company, whose
names are appearing in the Register of Members of the Company or in the records
of the Depositories as beneficial owners of the shares, on 17 February 2025, which
is the Record Date fixed for this purpose.
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