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W ith a keen eye on the
behavioural and con-
sumption patterns of

parents’ of new-borns and mil-
lennial toy buyers, Funskool is
expanding its portfolio of labels
for early learners. Its aim is to
keep the brand relevant amidst
an overall slowdown in the busi-
ness and at the same time, with
a greater push towards online
marketing and retail, keep the
cost of launches under control.

The $1.4 billion Indian toy
industry is under pressure. And
for Funskool, a traditional toy
brand that has spent the past
30-plus years building its retail
network offline, these are chal-
lenging times. Hence the need
to find markets resilient against
economic slowdown and keep
costs down. “Funskool has had
a decent run as a brand. The
products have good consumer
connect and consistently good
quality. The challenge for them
is to continue to innovate as
streaming content and toons
dislodge toys for kids and par-
ents, for share of attention,

entertainment and pocket,” says
Sandeep Goyal, founder of
Mogae Media.

The retail and marketing dig-
ital focus is driven partly out of
the need to keep costs down but
also because it helps take the
brand into hitherto
uncharted geogra-
phies. At present,
Funskool said, 15-20
per cent of its business
is generated online,
especially in the small
towns. The company
has also been using
digital channels to market its
new toys to young parents. 

Funskool recently acquired
the licensing rights for VTech,
a Hong Kong-based electronic
toy manufacturer, Japanese
brand Sylvanian Families that
makes toy collectibles,
Bunchems brand from
Canadian firm Spin Master and
Thailand-based PlanToys–all
aimed at the infant to pre-
school kids segment.

Urban Indian parents want
safe toys that also tick the boxes
on sustainability and age-appro-
priate learning abilities for their
infants and toddlers. John Baby,

CEO, Funskool India says that
by bringing new brands for this
segment into the country, the
company is tapping into the
opportunities in the market.
However, he says, “Funskool is
constantly investing and work-

ing on new products
from its own stable and
the share of its own
products in its toy busi-
ness will touch 50 per
cent by 2021.” It used
to be 20-odd per cent
of the total pie four
years back.

The international line-up is
aimed at well-travelled young
Indians while a stronger digital
presence is meant to unlock the
potential for all brands in the
Funskool stable. Baby expects
the present market share of 10
per cent to go up to 15 per cent
but does not pin a timeline to his
projections. Funskool’s revenue
has stayed nearly flat at ~225
crore in FY2019 and new prod-
ucts and launches are expected
to spike the curve. Through sus-
tained digital campaigns, the
brand also expects to empha-
sise its brand values and present
a credible alternative to cheap

toys made in China. “Funskool
is a nifty brand. It has the abili-
ty to leverage the best partner-
ships to produce affordable toys.
Its success is its price,” says
Harish Bijoor, founder Bijoor
Consults.

Baby says, “The way forward
is through new launches and
concepts.” He believes that
Funskool as a brand can
entrench itself deeper into the
marketplace by offering a good
mix of global and local labels. 

"For example, for VTech,
there is no competition in the
electronic toys segment. To
build a similar product it will
take a decade of struggle and
investment,” Baby says. The
infant to pre-school segment
(new born to 36 months old) is
the biggest category and is glob-
ally around 30 per cent of the
toy market. In India, it is around
33 per cent of the market and
this is where Funskool wants to
stamp its dominance. It has its
own label Giggles with around
130 products that serves this
market but Baby believes the
category can hold up to 3000-
5000 products. 

While the focus is on build-
ing an arsenal of labels for the
early-learning category, the
company is also keen to explore
emerging trends of play with
unique products and concepts.
Funskool has teams working on
design and packaging of new
games for all ages, even for low-
volume segments such as the
emerging opportunity for board
game cafes. The company has
also begun working with influ-
encers to build an identity for
the brand online and is engag-
ing with numerous on-ground
promotional efforts.

According to market
research firm IMARC Services,
the Indian toy market was
worth $1.5 billion in 2018, regis-
tering a compound annual
growth rate (CAGR) of 15.9 per
cent during 2011-2018. The mar-
ket is further projected to cross
$3.3 billion by 2024, growing at
a CAGR of 13.3 per cent during
2019-2024. All these projections
may well crumble under the
onslaught of a prolonged slow-
down, hence the hunt for
resilient markets by brands of
all shades and hues. 

The MRF-owned toy company is targeting millennial
parents with new international brands and a fresh 
retail and marketing thrust 
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“The way
forward is
through new
launches and
concepts”

JOHN BABY
CEO, Funskool

Sebi blinks, gives... 
“Splitting these roles better secures the
best interests not just of the company and
it's shareholders but also of the CMD them-
selves as it embeds clarity of responsibili-
ty and  accountability across the organisa-
tion,” Rajiv Bajaj, managing director, Bajaj
Auto told Business Standard. He, however,
said the choice of the individuals should be
dictated by merit and that ought not to be
sacrificed at the altar of lesser considera-
tions such as the relationship between
them. “Had Sebi  not over reached with
the latter requirement perhaps industry
would have implemented the former on
schedule,” said Bajaj 

Experts say the requirement is impera-
tive in India, where many companies are
promoter-driven. Haldea said many listed
firms were treated as proprietary firms by
promoters, with all powers concentrated
in the family. However, some say that irre-
spective of deferment, serious companies
will abide by the norm. Amit Tandon, MD
of Institutional Investor Advisory Services
(IiAS), said, “Though the regulator has
deferred the deadline, I expect forward-
looking companies to separate the roles,
enabling more effective supervision.”

According to the NSEinfobase.com data,
more than 200 companies are required to
make changes to their board structure.

Retail inflation...
If food inflation returns to its trend level of
over 5 per cent, maintaining the 4 per cent
headline target will be challenging once
the economy and core inflation rebound,

Joshi said. Inflation in health fell to 3.80
per cent in December from 5.49 per cent in
the previous month and in education to
3.73 per cent from 5.21 per cent.

Inflation in fuel was a mere 0.7 per cent.
Inflationary risks on global crude oil
increased on account of tensions in West
Asia. The RBI monetary policy committee
(MPC) had kept interest rates unchanged in
December citing "much higher than expect-
ed" inflation. It followed five cuts of 135
basis points earlier in the year. The MPC will
decide on the policy rate on February 6,
days after Budget 2020-21. 

“The job of RBI has become more com-
plicated due to growth slowdown, very lit-
tle window to play around with the policy
rate on the down side and retail inflation
now higher than the targeted level. Under
such circumstances, all eyes are now on
the forthcoming Budget,” said Devendra
Pant, chief economist, India Ratings. 

Fiscal deficit...
Business Standard has learnt that policy-
makers have debated on whether to go on a
spending spree or stick to a fiscal consoli-
dation road map. While a number of
bureaucrats have advised on leaving aside
budgetary concerns, the political leadership
is of the view that fiscal discipline has to be
maintained. “The political leadership’s view
hasn’t changed from the first term of this
government. There has to be some disci-
pline, even if the advice from others has
been to go for substantial slippage,” said a
senior official aware of these deliberations.

A second official said that a fiscal slip-
page next year does not mean the gov-
ernment will risk deviating heavily from
the Fiscal Responsibility and Budget
Management Act. 

“The aim is to always stay on a
fiscal glidepath, with a 3 per cent
medium-term target,” a second
official said. This, of course,
means that like every time since
the FRBM Act came into force in
2003, the 3-per cent medium-tar-
get will be further pushed down
the road and could be delayed by
two years or so. The Centre is
expected to have heavy expendi-
ture commitments next year. 

Banks...
The RBI’s move to impose penal-
ties and higher provisioning is the
follow-on impact of the June 7
circular though it had not men-
tioned this will form part of a new
compliance regime following a
review. The RBI had stated “any
action by lenders with intent to
conceal the actual status of
accounts or evergreen the
stressed accounts will be subject-
ed to stringent supervisory and
enforcement actions, including,
but not limited to, higher provi-
sioning and penalties.”  A foot-
note on penalties, added: “This
may be in addition to direction
to banks to file insolvency appli-
cation under the Insolvency and

Bankruptcy Code.” 
The RBI’s internal review of 13 banks’

stressed assets initially assigned under its
June 7 circular — of ~2,000 crore and above
— notes that an ICA is yet to be signed for
exposures amounting to ~33,610 crore while
the same has been signed with respect to
aggregate exposures of ~6,075 crore. And
resolution plans (RP) have been imple-
mented only with respect to one borrower
with a reported exposure of ~1,617 crore.

The move to draw in the senior man-
agement as part of a stricter compliance
regime follows from the RBI’s stance that
lenders must put in place board-approved
policies for resolution of stressed assets,
including the timelines for resolution.
Since default with any lender is a lagging
indicator of financial stress faced by the
borrower, it is expected that the lenders
initiate the process of implementing a RP
even before a default.

Amazon, Flipkart...
The CCI investigation is based on a com-
plaint by traders’ body Delhi Vyapar
Mahasangh regarding online sale of smart-
phones. The CCI is looking into allegations
whether the preferred sellers are an exten-
sion of the online marketplaces, operating
through different ‘proxy’ entities. 

An Amazon India spokesperson said,
“We welcome the opportunity to address
allegations made about Amazon; we are
confident in our compliance, and will coop-
erate fully with CCI.’’ Flipkart was reviewing
the document, a spokesperson said, adding
that the company was fully compliant with
all applicable laws and FDI regulations. “We
take pride in democratising e-commerce
in India and giving market access to lakhs
of MSMEs, sellers, artisans and small busi-
nesses, making quality and affordable
goods available to consumers through our
transparent and efficient marketplace while
creating lakhs of jobs,” the executive said.   

The CCI said it has studied the original
and discounted prices for smartphone
brands sold on Flipkart and Amazon and
has found that certain brands/models are
available at significantly discounted prices
and sold largely through ‘preferred sellers’. 

“Whether the funding of discounts is
an element of exclusive tie-ups is a matter
that merits investigation,” the CCI said.

The offline retailers’ body has provided
CCI evidence in the form of communication
from Flipkart to its sellers, stating it would
incur a part of the cost during the Big Billion
Days sale or Diwali sales. “No such oppor-
tunity is available to other sellers who are,
thus, unable to compete,” the Delhi Vyapar
Mahasangh has alleged in its complaint.

A similar allegation has been levelled
against Amazon about its preferred seller
Cloudtail India. “Amazon has own private
label brands, which are sold only through
these preferred sellers,” the complaint said.  

The CCI order said it needs to be investi-
gated whether the alleged exclusive arrange-
ments, deep discounting, and preferential
listing by the online platforms are being
used as an exclusionary tactic to foreclose
competition and resulting in an appreciable
adverse effect on competition contraven-
ing the provisions of Section 3(1) read with
Section 3(4) of the Competition Act.
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1- lkbafVfQd midj.k X-RAY DIFFRACTION Ø; 90-00 yk[k 1]80]000@&
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SPECTROPHOTOMETER Ø;
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NOTICE
Pursuant to Regulation 29 (1) (a) read with Regulation 47 of the SEBI
(Listing Obligations and Disclosure Requirements) Regulations, 2015,
notice is hereby given that a Meeting of the Board of Directors of the
Company will be held on Wednesday, February 5, 2020, inter- alia to
consider and approve the Un-Audited Standalone & Consolidated
Financial Results for the quarter ended December 31, 2019.
This intimation is also available on the website of the Company at
www.technocraftgroup.com and on the websites of the Stock Exchanges
where the shares of the Company listed at www.bseindia.com and
www.nseindia.com.

For Technocraft Industries (India) Limited
Sd/-

Place: Mumbai Neeraj Rai
Date:  January 13, 2020 Company Secretary




