
An ISO 9001, ISO 14001, ISO 45001 & ISO50001 Certified Com pany

NO. SEC/BD/SE/UFR/2024-25

February 15, 2025

Dy.General Manager

BSE Limited

Corporate Relationship Dept.,

1 s Floor, New Trading Ring,

Rotunda Bldg.,

PJ Towers, Dalai Street, Fort,

Mumbai - 400 001

Scrip Code: "500670"

Dear Sir/Madam,

Gujarat Narmada Valley

Fertilizers & Chemicals Limited

CIN. L2411 OGJ 1976PLC002903

P.0Narmadanagar - 392015, Dist. Bharuch, Gujarat, India

Ph. (02642) 247001, 247002 Website: www.gnfc.in

The Manager

Listing Department

National Stock Exchange ofIndia

Limited

Exchange Plaza,

C-1, Block - “G”,

Bandra-Kurla Complex, Bandra (E),

Mumbai - 400 051

Sub.: Publication of Unaudited Financial Results forthe third quarter and nine

months ended December 31,2024 - Regulation 47 of the Securities and

Exchange Board of India (Listing Obligations and Disclosure

Requirements) Regulations, 2015

Pursuant to Regulation 47 of Securities and Exchange Board of India (Listing

Obligations and Disclosure Requirements) Regulations, 2015, please find enclosed

newspaper clippings of the advertisement published in the below mentioned

newspapers regarding Unaudited Financial Results of the Company forthethird

quarter and nine months ended December 31,2024, approved by the Board at its

meeting held on February 14,2025:

1. Ahmedabad Edition of “The Indian Express”

2. Vadodara Edition of “The Indian Express”

3. Ahmedabad Edition of "Business Standard” and

4. Vadodara Edition of “Gujarat Samachar"

The advertisement is also being made available on the Company's website at

www.qnfc.in.

We request you to kindly take note of the above.

Thanking you.

Yours faithfully,

For Guiarat Narmada Valley Fertilizers& Chemicals Limited

Chetna Dharajiya

Company Secretary& Chief Manager (Legal)

Encl.: As above
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Brandswalka
th cornedIâRS

AfterIndia’sGotLatentcontrovery, agenciessaybrands maytaI‹emeasures

IiI‹eve%ingofcontractsandtweaI‹ingcrisis-managementstrategies

ANUSHItA BHARDWAJ

New Delhi, 14 February

F
rom weekend gigs to social

media dominance, stand-up

comedyhasflourished inIndia,

and brands arecapitalising on this

growth. Companies across industries

— including ride-hailing platform

Uber, food aggregator Zomato, wear-

able major boAt, and car trade plat-

formSpinny— arecollaborating with

comedians like Samay Raina, Ravi

Gupta, and Shreeja Chaturvedi.

“Brands across various sectors,

whether new-age D2C (direct-to-con-

sumer),FMCG(fast-movingconsumer

goods), or BFSI (banking, financial

services, and insurance), are increas-

ingly exploring collaborations,” said

PreranaaKhatri, chiefbusiness officer

at Only Much Louder,a Mumbai-

based artiste management firm.

However, the sensitive nature of

comedyandtherise of cancel culmre

make brands cautious. “Brands work

with comedians aslong as the part-

nership drives engagement. Theypri-

oritise return on investment, and if

the comedian's popularity translates

into audience interaction, the collabo-

ration makes sense,” Khatri added.

Controversyandcaution

A recent example of brand risk in

comedy is India's Got Latent (IGL),a

YouTubetalentshowhostedby Raina.

Despitestrongbrandengagement, the

showwasremoved fromYouTube for

“inappropriate content” and the

matter was also raised in Parliament,

with one MP calling fora law to regu-

late social media. The controversy

prompted some brands to withdraw

their sponsorships. Apparel brand

XYXX reportedly had planned spon-

sorship dealsworthRs 35lakhperepi-

sode,whichhavesincebeencancelled.

XYXXdidnotrespondtoqueriesfrom

Business Standard. Meanwhile, food

chainKFC has disabled commentson

its Instagram campaign featuring

Raina.

“Shows like IGL always carry the

OPPORTUNITY
•Comedians’ popularity and

high return on investment

•Brands canposition

themselves as bold,

progressive, and attuned to

younger audiences

RISK
•Sensitive nature ofcomedy

•Content pushes boundaries,

hence, less suitable for brands

targetingfamilyaudiences

riskof backlash. Brandsengagingwith

edgycontentneedtofactorin this pos-

sibility,” saidSmitBhanushali, general

manager ofStrategy and Operations

at Black Hat Talent Solutions.

However, he added, that brandswith

solid agreements and riskclauses can

mitigate potential fallout.

An agency that worked closely

with IGL said that going ahead,

“brands are likely to takea more

proactive stance. This includes rigor-

ous vetting, clearcontracts and crisis-

management strategies.”

Despitethe occasional conuoversy,

industry experts believe comedy

remains avaluabletool formarketing.

“Unlessa comedian is involved in

something society deems unforgiv-

able, theyusuallybouncebackiftheir

talent remains strong,” said Samit

Sinha, founder ofAlchemist Brand

Consulting. “Stand-up comedy will

always bea sensitive subject, but

brands willing to take the plunge can

position themselves asbold, progres-

sive, and attuned to younger

audiences,” Bhanushali added.

Opportunityandrlsli

Risks notwithstanding, brands con-

tinue collaborating with comedians

duetotheirunique storytelling ability.

“Most comedians arealso writers.

Their knack fordelivering messages

with timing, relatability, and authen-

ticity makesthemvaluable fordigital

marketing,”saidPankajMalani, senior

vice president of Revenue at Only

MuchLouder.

ShubhamChawla, Raina's manag-

erwho spokewith Business Standard

before the IGL controversy erupted,

highlighted the impact. All brands

thatpartneredwithIGL saw an uptick

in sales, he claimed, adding,

“Vastrado's sales doubled withina

month, and Spinny saw increased

marketpresence.”

Beyond humour, brands focus on

reachand relatability.

Uber recently partnered with

comedians Shreeja Chaturvedi,

Shreya Priyam Roy, and Shashi

Dhiman forits ‘Women Safety Isn'ta

Joke’ campaign, balancinga serious

topic witha light-hearted approach.

Meanwhile, boAt collaborated with

comedianRaviGuptatochallenge the

‘Made inChina’ perception ofits pro-

ducts. “His witty, shudh desi style

madehimtheright pick,” saida boAt

spokesperson.

Unlike scripted campaigns, live

shows pose greater risks due to their

unpredictability. “In scripted cam-

paigns, brands ensuremessage align-

ment, but this comes atthecost of

AHMEDABAD SATURDAY 5 FEBRUARY 2025 Business Standard

authenticity and spontaneity,”

Bhanushali said. Thatsaid, fewbrands

arecomfortablewithunpredictability,

she added.Mostarehesitanttoengage

inlive collaborations. However, some

optforcontrolled environments, such

as private corporate events, where

theysetguidelines forcomediansand

restrict audience recordings.

Currently, most brand partner-

ships with comedians areshort-term

and lastbetween three to sixmonths,

often capitalising on trending topics,

said Malani. “Long-termpartnerships

align with our core category entry

points, while short-term collabo-

rations tap into ongoing conversa-

tions,” said the boAt spokesperson.

Khatri said there was alsoa growing

interest in long-term deals. “We struc-

ture collaborationswhere comedians

endorsebrands across multiple chan-

nels and evenserve as brandconsult-

ants,” she said.

Comedyconundruin

Controversyincomedyis nothingnew

in India — comedians like Tanmay

Bhatand VirDas havefacedbacklash

before. While this limits some

endorsement opportunities, experts

believe the overall impactis minimal.

“Public perception of artistes can

change, but we focus on their current

relevance, authenticity, and align-

ment with our brand,” said the boAt

spokesperson.

There is also the view that

comedy's edgy nature restricts its

appeal tocertain brands.

“Most stand-up content is con-

sumed individually on mobile

devices, allowing comedians topush

boundaries. This makes them less

suitable for brands targeting family

audiences,” saidSinha. “It'sa double-

edged sword — established brands

aremore cautious with comedians

than they arewith film and sports

celebrities.”

MaxiVisionplans
expansioninMaha,
eyesIPOin2years
ANJANI SINGH

Mumbai,14 February

MaxiVision, the south India's

eye care hospital chain ledby

industry veteran GSK Velu, is

now eyeingexpansion inwest-

ern India and has earmarked

1500 crore investment fund

forMaharashtra.

The firm is also setting its

sights on the stock market

debut, with plans togo public

within the nexttwo years.

The firm has announceda

partnership with Ojas Group

ofEyeHospitals to strengthen

its presence inMumbai,where

it plans to establish five new

hospitals nextyear.

BeyondMumbai,thegroup

is eyeing expansion in key

Maharashtra cities such as

Nagpur, Nashik, Pune and

Kolhapur, tapping into exist-

ing ophthalmology practices

and enhancingthemwithcut-

ting-edge technology. Two

brownfield acquisitions are

also planned in Mumbai,

though details of the acqui-

sitions remain undisclosed.

Speaking on the partner-

ship, GSK Velu, promoter and

chairman ofMaxivision Super

Speciality Eye Hospital said,

“This collaboration aligns with

our vision to expand footprint

across Maharashtra forwhich

1500crorehavebeenallocated.

Our first phase of expansion

will focus on key cities in

Maharashtra before moving

into tier-two and tier-three

cities usinga hub-and-spoke

model. Withinthenext2 years

our goalisto reachl00centres'’

MaxiVisioncurrently oper-

ates 52 cenues, withtwo more

beingadded, bringingthetotal

to 54. The company projects

exceeding 60 centres by the

endofMarchandaimstoreach

100 within the next two years.

For thisthe companyis lev-

eraging strategic partnerships

and investments toachieve its

growthtargets. NiteenDedhia,

promoter and chairman, Ojas

Eye Hospitals said, “This col-

laborationwillenableus tolev-

erageMaxiVision's investment

capabilities and expand our

practise across Mumbai and

Maharashtra. Thisinvestment

will be utilised primarily for

infrastructure and equipment.

Currently we are looking to

expand to South Bombay,

Central Bombay, Thane,

Mulund, and New Bombay,

essentially covering the

entirety of Bombay.”

Currently Ojas Group of

Hospitals has presence in

Bandra and Kandivali. Going

ahead, they will further look

into expanding in tier-two

areas aroundMumbai, includ-

ing Palghar, Daman, andpans

near Namdev, which are

strong catchment areas.

Companies,

Insight Out

„..
‹-,..“..

Companies, MondaytoSaturday
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MaxiVisionplans
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eyes IPOin2years

ANUSHKA BHARDWAJ
NewDelhi, 14February

F rom weekend gigs to social
media dominance, stand-up
comedyhasflourishedinIndia,

and brands are capitalising on this
growth. Companies across industries
— including ride-hailing platform
Uber, food aggregator Zomato, wear-
able major boAt, and car trade plat-
formSpinny—arecollaboratingwith
comedians like Samay Raina, Ravi
Gupta, andShreejaChaturvedi.

“Brands across various sectors,
whether new-ageD2C (direct-to-con-
sumer),FMCG(fast-movingconsumer
goods), or BFSI (banking, financial
services, and insurance), are increas-
ingly exploring collaborations,” said
PreranaaKhatri,chiefbusinessofficer
at Only Much Louder, a Mumbai-
based artistemanagement firm.

However, the sensitive nature of
comedyand the rise of cancel culture
make brands cautious. “Brands work
with comedians as long as the part-
nershipdrivesengagement.Theypri-
oritise return on investment, and if
the comedian’s popularity translates
intoaudienceinteraction, thecollabo-
rationmakes sense,”Khatri added.

Controversyandcaution
A recent example of brand risk in
comedy is India’s Got Latent (IGL), a

YouTubetalentshowhostedbyRaina.
Despitestrongbrandengagement, the
showwas removed fromYouTube for
“inappropriate content” and the
matter was also raised in Parliament,
with oneMP calling for a law to regu-
late social media. The controversy
prompted some brands to withdraw
their sponsorships. Apparel brand
XYXX reportedly had planned spon-
sorshipdealsworthRs35lakhperepi-
sode,whichhavesincebeencancelled.
XYXXdidnotrespondtoqueriesfrom
Business Standard. Meanwhile, food
chainKFChasdisabledcommentson
its Instagram campaign featuring
Raina.

“Shows like IGL always carry the

riskofbacklash.Brandsengagingwith
edgycontentneedtofactorinthispos-
sibility,”saidSmitBhanushali,general
manager of Strategy and Operations
at Black Hat Talent Solutions.
However, he added, that brands with
solidagreementsandriskclausescan
mitigate potential fallout.

An agency that worked closely
with IGL said that going ahead,
“brands are likely to take a more
proactive stance. This includes rigor-
ousvetting,clearcontractsandcrisis-
management strategies.”

Despitetheoccasionalcontroversy,
industry experts believe comedy
remainsavaluabletool formarketing.
“Unless a comedian is involved in

something society deems unforgiv-
able, theyusuallybounceback if their
talent remains strong,” said Samit
Sinha, founder of Alchemist Brand
Consulting. “Stand-up comedy will
always be a sensitive subject, but
brandswilling to take the plunge can
position themselves as bold, progres-
sive, and attuned to younger
audiences,” Bhanushali added.

Opportunityandrisk
Risks notwithstanding, brands con-
tinue collaborating with comedians
duetotheiruniquestorytellingability.

“Most comedians are also writers.
Their knack for delivering messages
with timing, relatability, and authen-
ticitymakes themvaluable for digital
marketing,”saidPankajMalani,senior
vice president of Revenue at Only
MuchLouder.

ShubhamChawla,Raina’smanag-
erwho spokewithBusiness Standard
before the IGL controversy erupted,
highlighted the impact. All brands
thatpartneredwithIGLsawanuptick
in sales, he claimed, adding,
“Vastrado’s sales doubled within a
month, and Spinny saw increased
market presence.”

Beyond humour, brands focus on
reachand relatability.

Uber recently partnered with
comedians Shreeja Chaturvedi,
Shreya Priyam Roy, and Shashi
Dhiman for its ‘Women Safety Isn’t a
Joke’ campaign, balancing a serious
topic with a light-hearted approach.
Meanwhile, boAt collaborated with
comedianRaviGuptatochallengethe
‘Made inChina’ perception of its pro-
ducts. “His witty, shudh desi style
madehim the right pick,” said a boAt
spokesperson.

Unlike scripted campaigns, live
shows pose greater risks due to their
unpredictability. “In scripted cam-
paigns, brandsensuremessagealign-
ment, but this comes at the cost of

authenticity and spontaneity,”
Bhanushalisaid.Thatsaid, fewbrands
arecomfortablewithunpredictability,
sheadded.Mostarehesitanttoengage
in live collaborations.However, some
optforcontrolledenvironments, such
as private corporate events, where
theysetguidelines forcomediansand
restrict audience recordings.

Currently, most brand partner-
ships with comedians are short-term
and last between three to sixmonths,
often capitalising on trending topics,
saidMalani. “Long-termpartnerships
align with our core category entry
points, while short-term collabo-
rations tap into ongoing conversa-
tions,” said the boAt spokesperson.
Khatri said there was also a growing
interest in long-termdeals. “Westruc-
ture collaborationswhere comedians
endorsebrandsacrossmultiplechan-
nels andeven serve as brandconsult-
ants,” she said.

Comedyconundrum
Controversyincomedyisnothingnew
in India — comedians like Tanmay
Bhat andVirDashave facedbacklash
before. While this limits some
endorsement opportunities, experts
believe theoverall impact isminimal.

“Public perception of artistes can
change, butwe focus on their current
relevance, authenticity, and align-
ment with our brand,” said the boAt
spokesperson.

There is also the view that
comedy’s edgy nature restricts its
appeal to certainbrands.

“Most stand-up content is con-
sumed individually on mobile
devices, allowing comedians to push
boundaries. This makes them less
suitable for brands targeting family
audiences,” saidSinha. “It’s adouble-
edged sword — established brands
are more cautious with comedians
than they are with film and sports
celebrities.”

Fame & fury: Brands walk a
tightrope with comedians
AfterIndia’sGotLatentcontroversy,agenciessaybrandsmaytakemeasures
likevettingofcontractsandtweakingcrisis-managementstrategies

OPPORTUNITY
nComedians’popularityand
highreturnoninvestment

nBrandscanposition
themselvesasbold,
progressive,andattunedto
youngeraudiences

RISK
nSensitivenatureofcomedy

nContentpushesboundaries,
hence, lesssuitableforbrands
targetingfamilyaudiences
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ANJALI SINGH
Mumbai, 14February

MaxiVision, the south India’s
eye care hospital chain led by
industry veteran GSK Velu, is
noweyeingexpansioninwest-
ern India and has earmarked
~500 crore investment fund
forMaharashtra.

The firm is also setting its
sights on the stock market
debut, with plans to go public
within thenext twoyears.

The firm has announced a
partnership with Ojas Group
ofEyeHospitals tostrengthen
itspresenceinMumbai,where
it plans to establish five new
hospitals next year.

BeyondMumbai, thegroup
is eyeing expansion in key
Maharashtra cities such as
Nagpur, Nashik, Pune and
Kolhapur, tapping into exist-
ing ophthalmology practices
andenhancingthemwithcut-
ting-edge technology. Two
brownfield acquisitions are
also planned in Mumbai,
though details of the acqui-
sitions remainundisclosed.

Speaking on the partner-
ship, GSK Velu, promoter and
chairman of Maxivision Super
Speciality Eye Hospital said,
“Thiscollaborationalignswith
our vision to expand footprint
across Maharashtra for which
~500crorehavebeenallocated.
Our first phase of expansion

will focus on key cities in
Maharashtra before moving
into tier-two and tier-three
cities using a hub-and-spoke
model.Within thenext 2 years
ourgoalistoreach100centres.”

MaxiVisioncurrentlyoper-
ates 52 centres, with twomore
beingadded,bringingthetotal
to 54. The company projects
exceeding 60 centres by the
endofMarchandaimstoreach
100within the next two years.

Forthisthecompanyis lev-
eraging strategicpartnerships
andinvestments toachieve its
growthtargets.NiteenDedhia,
promoter and chairman, Ojas
Eye Hospitals said, “This col-
laborationwillenableustolev-
erageMaxiVision’s investment
capabilities and expand our
practise across Mumbai and
Maharashtra.This investment
will be utilised primarily for
infrastructureandequipment.
Currently we are looking to
expand to South Bombay,
Central Bombay, Thane,
Mulund, and New Bombay,
essentially covering the
entirety ofBombay.”

Currently Ojas Group of
Hospitals has presence in
Bandra and Kandivali. Going
ahead, they will further look
into expanding in tier-two
areasaroundMumbai, includ-
ingPalghar,Daman,andparts
near Namdev, which are
strong catchment areas.
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Notes:
1. The above is an extract of the detailed format of the Financial Results for the quarter and nine months ended on December 31, 2024 filed with the Stock Exchanges

under Regula�on 33 of the SEBI (Lis�ng Obliga�ons and Disclosure Requirements) Regula�ons, 2015. The full format of the Financial Results for the quarter and nine
months ended on December 31, 2024 is available on the Stock Exchange websites (h�p://www.nseindia.com and h�p://www.bseindia.com) and on the Company's
website (h�p://www.gnfc.in).

2. The above standalone and consolidated financial results have been reviewed by the Audit Commi�ee at its mee�ng held on February 13, 2025 and approved by the
BoardofDirectors at itsmee�ngheldonFebruary14, 2025. Thestatutoryauditorsof theCompanyhavecarriedouta 'limited review'of these results.

3. Figures in the results are roundedoffto thenearest ₹Crore, exceptEarningsPerShare.
4. Previousperiod/yearfigureshavebeen re-grouped/ re-classified/ re-castedwherevernecessary to conformwith currentperiodpresenta�on.

For and on behalf of the Board of Directors,
Date : 14�� February, 2025
Place : Gandhinagar

Dr. T. Natarajan, IAS
Managing Director
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“Chemicals, Fertilizers, IT ”

GUJARAT NARMADA VALLEY FERTILIZERS & CHEMICALS LIMITED
P.O. Narmadanagar - 392 015, Dist. Bharuch (Gujarat), India

An ISO 9001, ISO 14001, ISO 45001 & ISO 50001 Certified Company
CIN : L24110GJ1976PLC002903,Tele Fax No. : 02642-247084, website : www.gnfc.in; gnfcneem.in

EXTRACT OF UNAUDITED STANDALONE AND CONSOLIDATED FINANCIAL RESULTS FOR THE QUARTER AND NINE MONTHS ENDED ON DECEMBER 31, 2024

PBT
₹ 503 Cr.

RFO
₹ 5,837 Cr.

PAT
₹ 375 Cr.

9M FY 2024-25

Always Striving for ExcellenceAlways Striving for Excellence
& Embracing Success& Embracing Success

₹ Crores

Sr.
No. Par�culars

A) Standalone Financial Results B) Consolidated Financial Results
Quarter Ended Year to Date Quarter Ended Year to Date

31/12/2024 31/12/2023 31/12/2024 31/12/2024 31/12/2023 31/12/2024
(Unaudited) (Unaudited) (Unaudited) (Unaudited) (Unaudited) (Unaudited)

1 Total income from opera�ons 1,899 2,088 5,837 1,899 2,088 5,837

2 Net Profit for the period
(before tax, Excep�onal and/or Extraordinary items)

211 122 503 211 122 503

3 Net Profit for the period before tax
(a�er Excep�onal and/or Extraordinary items)

211 122 503 211 122 503

4 Net Profit for the period a�er tax
(a�er Excep�onal and/or Extraordinary items)

158 95 375 163 97 386

5
Total Comprehensive Income for the period
[Comprising Profit for the period (a�er tax) and Other
Comprehensive Income (a�er tax)]

94 167 392 99 169 403

6 Equity Share Capital 147 147 147 147 147 147

7 Other equity (excluding Revalua�on Reserve)

8 Earnings Per Share (of 10/- each) (not annualized)

(for con�nuing opera�ons)

(a) Basic: ( )₹ 10.75 6.17 25.51 11.09 6.30 26.26

(b) Diluted: ( )₹ 10.75 6.17 25.51 11.09 6.30 26.26

₹
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