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Forward-looking statement

In this Annual Report we have
disclosed forward-looking information
to enable investors to comprehend
our prospects and take informed
investment decisions. This report

and other statements - written and
oral - that we periodically make
contain forward-looking statements
that set out anticipated results based
on the management’s plans and
assumptions. We have tried wherever
possible to identify such statements
by using words such as ‘anticipates,
‘estimates, ‘expects, ‘projects; ‘intends;
‘plans, believes, and words of similar
substance in connection with any
discussion of future performance.

We cannot guarantee that these
forward looking statements will be
realised, although we believe we
have been prudent in assumptions.
The achievement of results is
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subject to risks, uncertainties and
even inaccurate assumptions.
Should known or unknown risks or
uncertainties materialise, or should
underlying assumptions prove
inaccurate, actual results could vary
materially from those anticipated,
estimated or projected. Readers
should bear this in mind.

We undertake no obligation to
publicly update any forward-looking
statements, whether as a result of
new information, future events or
otherwise. Due to the global Corona
virus outbreak (COVID-19), the
company’s operations were affected
from the fourth quarter of FY2019-20,
extending into FY2020-21, so the
performance of the company for the
FY2020-21 and FY2019-20 may not be
strictly comparable.
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At the outset...

At Symphony, we need to send a clear
message.

Much has transpired between the end

of the last financial year and the time of
writing this report.

The Second Wave of the pandemic has only
deepened the uncertainty surrounding us.

In such times, it would be ill-advised
to sound boastful or optimistic of our
immediate prospects.

The reality Is that no one knows how things
may transpire a quarter ahead.

In such an environment, we will only
assure our stakeholders that we will stay
safe, stay iInnovative and stay plugged into
consumer needs.



Symphony Limited

The world's largest air-cooler
products and solutions
company.

Addressing the residential-
commercial-industrial spaces,
marked by growing relevance.

With a direct business
presence In four continents
and marketing products across
more than 60 countries.

Driven with the singular
objective of creating a
2/-degree centigrade world.



— Mission

Our mission drives us to give all we can to our customers, to each other, and to our Company.

Design, quality
and service -
Always the foremost

Innovation and
improvement —
Always the endeavor

Customer comfort —
Always the inspiration

'i.l'

— Background

Symphony Limited

entered the business of
cooling products in the

late Eighties. The company
has since emerged as the
world's largest air-coolers
company. The Company was
promoted by Achal Bakeri

in 1988. Headquartered in
Ahmedabad The company
is respected for its innovative
approach to air-cooling.

— Products

Symphony addresses cooling
needs of households, and
commercial and industrial
spaces. The company’s
products are marked by

cost- efficiency, affordability,
portability, environment-
friendliness and effectiveness.
Over the years, the company
has innovated, customised
and launched various
technology-driven products
ahead of the curve with the
objective of creating a market
rather than merely protecting
its large market share.

N

— Sustainability

Symphony’s commitment to
energy conservation places
it at the forefront of global
environmental stewardship.
The R&D team works closely
with design engineers, air
cooling technologists and
consumers to develop
energy-efficient products
that focus on reducing
carbon footprint. Symphony
invested in state-of-the-art
R&D facilities operating out
of India, China, Australia and
Mexico complementing
mutual capabilities.

O

Brand

Symphony is a respected
global brand, whose products
have been endorsed by
industrial giants like General
Electric (US), Lear Corporation
(US) and Walmart (US),
facilitating a presence in
respected supermarkets

like Walmart, Sears, Metro,
Carrefour, Lowe’s, Home
Depot and others.

@

Global presence

Symphony products are
marketed in more than 60
countries, making it possibly
the most widely available

air-cooling brand in the world.

These countries include
Australia, China, Mexico,
USA, UK, UAE, Brazil, Saudi
Arabia, Spain and almost all
African and South-East Asian
countries.

— Listing

K

The Company’s equity shares
are listed on the National
Stock Exchange (NSE) and

the Bombay Stock Exchange
(BSE). The Company enjoyed a
market capitalisation of 8,849
crore as on March 31, 2021.
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— Subsidiaries

The Company
comprises

the following
global
subsidiaries:

°
Mexico
Symphony acquired

IMPCO in 2009, facilitating
a ready-made market
access to North America
and forayed into industrial
cooling space, in which the
company was previously
absent.

China

Symphony acquired
Guangdong Symphony
Keruilai Air Coolers (GSK) in
2016, a Company that had
in the past helped frame
China’s air-cooling quality
standards and had been
awarded 50 patents for
industrial coolers.

USA

Bonaire USA (BUSA), a subsidiary of Climate
Technologies, is a step-down subsidiary of
Symphony. BUSA produces air coolers and
markets to Home Depot, Lowe’s and Amazon.

Australia

Symphony completed
the acquisition of Climate
Technologies (CT) in 2018,
the leader of the Australian
air-cooling market. The
subsidiary possesses
prominent multi-decade
brands like Bonaire and
Celair, specialised in the
manufacture of air-coolers
and premium ducted gas
heaters.

Brazil

market.

Symphony Climatizadores Limitada (SCL)
was established as a 100% subsidiary of
Symphony India to address the Brazilian

04 | Symphony Limited
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— Awards

Symphony received recognition of Star
Export House from the Government of
India.

Symphony bagged the ‘Best Innovative
Company Award’in 2015.

Symphony bagged the prestigious “Best
Presented Annual Report Award for
Manufacturing Sector” for its annual report
of FY2011-12, awarded by the South Asian
Federation of Accounts (SAFA).

Symphony won the coveted Quality
Mark Award in 2014 in the Home
Appliances category, edging past all
the major players in the segment.

Symphony won awards for Overall and
Best SME - Manufacturing in 2015.

Symphony won twice consecutively

the Awards for “Excellence in Financial
Reporting” by The Institute of Chartered
Accountants of India for its annual report
of FY2009-10 as well as for FY2010-11.

— Operations by geographic mix
B Revenues from
India 48%

W Revenues from
Australia 27%

W Revenues from
USA 10%

W Revenues from
Mexico 8%

M Revenues from
rest of the
world 7%

— Shareholding by ownership

W Promoter and
Promoter
Group 73.25%*

B Mutual Funds
and AIF 10.27%

M Fllsand
institutions
4.33%

B Retail
shareholders
12.15%

* reduced only due to reclassification

B Revenues from
India 59%

M Revenues from
Australia 20%

W Revenues from
USA 5%

W Revenues from
Mexico 9%

W Revenues from
rest of the
world 7%

W Promoter and
Promoter
Group 75%

W Mutual Funds
and AIF 10.18%

W Fllsand
institutions
5.28%

W Retail
shareholders
9.54%
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At Symphony; this is how we
performed across the various
quarters of a challenging FY2020-21

The financial health of our business (Consolidated)

FY2020-21 Quarter one* Quarter two* Quarter three* Quarter four

Gross

Revenues 1 62 1 99 225 345

[ crore)

EBITDA
Ectdng 3 35 42 20

[tems) (X crore)

Profit after 2 1 5 2 7 63

tax  crore)

Cash profit _2 1 4 29 65

(% crore)

* COVID impacted quarters

The financial hygiene of our business I

FY2020-21 Quarter one Quarter two Quarter three Quarter four

EBITDA

margin 2 1 8 1 9 2 6

(%)

Interest

cover 1 9 2 1 3 0

)

Interest

Expenses 2 4 2 3

(% crore)

06 | Symphony Limited



How we performed in the last
few years (Consolidated basis)

I crore

1,157

931
852 883

17-18  18-19  19-20  20-21
Gross Revenues

Definition
Gross Revenue indicates revenue
net of taxes.

Why is this measured?

Indicates ability of the business
to generate revenue, a measure
to compare with sectoral peers.

What does it mean?
Aggregate gross revenue
declined 20% to 3931 crore in
FY2020-21 following the effect
of the pandemic-induced
lockdown.

Value impact
The company performed better
than the sectoral average.

I crore

273 266

171 170

17-18  18-19  19-20  20-21
EBITDA

(Excluding Exceptional ltems)

Definition

Earning before the deduction
of interest, depreciation,
amortisation and extraordinary
items.

Why is this measured?

It is a measure of profitability
that shows the Company’s
ability to generate a surplus after
expensing of operating costs.

What does it mean?
EBITDA reduced by ~36% mainly
because of fall in revenue.

Value impact

The Company generated an
attractive surplus despite
sectoral challenges.

T crore

193
182

107

17-18  18-19  19-20  20-21

Definition

Profit earned during the year
after deducting all expenses and
provisions.

Why is this measured?

This measure highlights the
strength of the business model
in enhancing shareholder value.

What does it mean?

The Company reported a 41%
decrease in net profit in
FY2020-21 on account of the
pandemic.

Value impact

Ensure adequate surplus is
available for the distribution
to the shareholders and re-
investment into the business.

Annual Report 2020-21 | 07
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%

%

32

23

17-18  18-19  19-20 20-21
EBITDA margin

Definition

EBITDA (Excluding Exceptional
[tems) margin is a profitability
ratio used to measure a
company's pricing strategy and
operating efficiency.

Why is this measured?
The EBITDA margin provides
a perspective of how much
a company earns (before
accounting for depreciation,
interest and taxes) on each
rupee of revenue.

What does it mean?

The Company reported a 472
bps decrease in EBITDA margin
during FY2020-21 mainly due
to lower sales on account of
COVID-19 pandemic.

Value impact

Despite COVID-19, EBITDA
margin was nearly at a level of
FY2018-19.

581

104

57

0 0.
17-18  18-19  19-20 20-21
ROCE (PBIT) % of core business

Definition

[tis a financial ratio that
measures efficiency with
which capital is employed
in the business (PBIT divided
by average monthly capital
employed expressed as a
percentage).

Why is this measured?
ROCE is a useful metric for
comparing profitability across
companies based on the
amount of capital they use.

What does it mean?
Enhanced ROCE can potentially
drive valuations and perception.

Value impact

The Company reported a
63% decrease in ROCE during
FY2020-21 on account of the
pandemic.



< crore

028 0.27

0.24

0.04

L

17-18  18-19  19-20  20-21

Definition

This is derived through the
ratio of debt to net worth less
revaluation reserves.

Why is this measured?

This is one of the defining
measures of a company’s
financial solvency.

What does it mean?

This measure enhances the
perception of the borrowing
room within the company, the
lower the gearing the better.

Value impact

The Company’s gearing
improved/ by 0.03x on account
of increased net worth.

15245

24.76 24.92

. . 1592

17-18  18-19  19-20 20-21

Interest cover*

Definition

This is derived through the
division of EBITDA (Excluding
Exceptional Items) by interest
outflow.

Why is this measured?
Interest cover indicates the
Company’s comfort in servicing
the finance cost- the higher the
better.

What does it mean?

A company's ability to meet its
interest obligations, an aspect of
its solvency, is one of the most
important factors in assuring
sizeable returns to shareholders.

Value impact

The Company's interest cover
declined during the year under
review but continued to be
comfortable.

*The company acquired Climate
Technologies Pty Ltd in July 2018 partly
through debt so subsequent interest
cover has been lower. However, it is at a
comfortable level

764

669 | 643
612

17-18  18-19  19-20  20-21

Definition

This is derived through the
accretion of shareholder-owned
funds.

Why is this measured?

Net worth indicates the financial
soundness of the company - the
higher the better.

What does it mean?

This indicates the borrowing
capacity of the company and
influences the gearing (which in
turn influenced the cost at which
the company can mobilise debt).

Value impact

The Company’s net worth
strengthened 19% during the
year under review.

Annual Report 2020-21 | 09
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Part one

...and why our world revolves
around this number

Annual Report 2020-21 | 11



27

degrees

centigrade
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At Symphony, we are
engaged in the over-
arching exercise of
cooling the world.

Yes, we must emphasise that
critical word.

The ‘world’

We aspire to transform every
interior into an environment
that is comfortable and
productive — where you
neither sweat nor need a
blanket.

Itis our picture of the world
where everything is in
balance, where everything
seems perfect and where
life appears to be a batting
wicket with the bowlers
fatigued.

We call this sweet spot
'27-degrees centigrade!

It is not just a desired
temperature; it is also a state
of mind.

This disproportionate
ambition provides us with a
limitless addressable market
where we expect to be
perpetually playing catch-up.
We call this:’A multi-decade
growth opportunity:

Annual Report 2020-21 | 13
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Part two

Strategic
and tactical
overview

Symphony's senior
management narrates the
way it was in FY2020-21

Annual Report 2020-21 | 15



Chairman and Managing Director’s overview

The vision of making
the world 27/ degrees
centigrade overrides
everything that may
have happened last

year

16 | Symphony Limited

Overview

Over the last few months, | have
been romancing the highly
readable book The Psychology of
Money’ by Morgan Housel.

There are two parts of the book that
I would like to share with you as a
segue to the Symphony story.

In the chapter'Getting Wealthy
versus Staying Wealthy’ the

author reduces investing success
to a single word: ‘survival’He

then elaborates on how getting
money and keeping money

are two different skills.'Getting
money requires taking risks, being
optimistic, and putting yourself out
there and fear that what you have
made can be taken away from you
just as fast. It requires frugality and
an acceptance that at least some of
what you've made is attributable to
luck, so past success can't be relied
upon to repeat indefinitely.

In the same chapter, he describes
what for me was the principal
take-home from the book. Some
1.3 million Americans died while
fighting nine major wars. Around
99.9% of all companies that were
created went out of business.
Some 33 US recessions lasted a
cumulative 48 years. The stock
market declined more than 10%
from their recent peaks at least 102
times. Annual inflation exceeded
7% in 20 years. And yet, the
standard of living for an American
increased 20-fold in 170 years,
reinforcing the message that short-
term economic or social aberrations
are a short-term fee’to be paid for
long-term growth.



The Symphony segue I

These extracts from Housel's
book have a resonance with the
Symphony story of FY2020-21.

The company'revenues declined
20% to %931 crore; EBITDA
(Excluding Exceptional ltems)
declined 36% to 170 crore; profit

after tax declined 41% to %107 crore.

And yet, interestingly, we at
Symphony have seldom been more
optimistic about our prospects than
now.

Consider the reasons.

One, the earth will progressively
warm through our lifetimes
whether we like it or not. Over
the next few years, we are likely to
respond to air-cooling products the
way we respond to a refrigerator
or a car or a television. Even as
recently as three decades ago,
these were products that were
considered inaccessible to most
mid-low income Indians; today
they are an unquestionable part
of people’s homes. We are believe
that the same is likely to happen to
air-cooling products and not just
across urban or semi-urban India;
you will see air-cooling products
(including air-conditioners) across
economic classes. Walk into a rural
neighbourhood that you would
not necessarily associate with
comfortable incomes and you will
be surprised to find air-cooling
products just about everywhere a
few years from now.

Why? That brings me to something
that we saw play out after the
lockdown was imposed. As people
huddled into their drawing rooms,
there were a number of messages
that came in:“Ek cooler to karaavi
aapo!’("could you get me a cooler,
please?") and ‘Tamara dealer ne
kaho ne. Pottay maanas moklaavi
ne delivery aapi shakaay chhey'

("Arrange a man to deliver me a
cooler"). Why would people want to
buy air-coolers at a time of income
uncertainty and hazy economic
outlook?

a, because people seek to live
better. Because people seek to
spend their way out of discomfort.
Because people seek to spend on
improving the family experience
and what better way than the air-
cooler?

b, the price-value proposition of an
air-cooler continues to extend way
beyond competing products — not
just in terms of the outright cost
but also in terms of the running
electricity cost.

Two, the market for air-coolers will
pass through its usual cycles of a
benign summer, lockdown and
other factors, but on the whole if
you have a sustainable pipeline of
growing incomes and aspirations,
the demand curve will soon catch
up and suddenly there will be years
when the air-coolers will disappear
even before they have been put on
shelves of retailers.

So the big message | wish to leave
with our shareholders is that the
perceived utility of the air-cooler
strengthened in an otherwise
initially weak year. Until a couple of
years ago, the air-cooler was ‘good
to have’; during the course of a
‘stay at home'year, it graduated to
‘must have'as users in a pandemic
environment prioritised the need
for ventilation with the line ‘'Khol do
khidki, chalaao Symphony!

We exited the year under review
more optimistic about our long-
term prospects than we have been
in a long time.

So the big message
| wish to leave with
our shareholders

is that the
perceived utility

of the air-cooler
strengthened in an
otherwise initially
weak year. Until

a couple of years
ago, the air-cooler
was‘good to have’;
during the course
of a‘stay at home'
year, it graduated to
‘must have!
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We focused on
moderating our
cost structure as
well (no sixth sense,
just a restless streak
and the urge to
make what was
good even better).
We questioned
every practice;

we convinced
ourselves that the
more we dug, the
more we would
discover.

18| Symphony Limited

Dig more, discover more I

At Symphony, we remain
intrinsically restless.

Even before the Novel Coronavirus
had broken out — which incidentally
was nearly 33 years after we had
gone into business - our team

in Ahmedabad had gone into a
huddle with a singular agenda:
‘Cut costs!In a sense there was

no conclusive need to; sales

were expected to be upbeat;

the sector was growing; most
business consultants would have
recommended ‘Focus on growing
the market’

We focused on moderating our cost
structure as well (no sixth sense,
just a restless streak and the urge to
make what was good even better).
We questioned every practice;

we convinced ourselves that the
more we dug, the more we would
discover. Discover we did; through a
combination of value-engineering,

schemes and eliminating the
redundant, we reduced our break-
even point and increased our
competitiveness.

Then —and only then - came the
pandemic.

As people locked into their homes,
we realised that we had lower
sales on our books. .. but we had
lower costs as well. Now that we
had a pandemic on our hands and
sales declined 18% through the
year. More relevantly, sales were
extensively affected during our
peak season when temperatures
rose but consumers were locked
into their homes. What an irony.

Seldom has Symphony been

as proud about reporting a flat
number as we were during the last
financial year as this year tested the
resilience of our business model
and instill new energy to our
confidence.

Widen the market; rest will be taken care of I

In the last annual report, we had
identified a number of initiatives
on growing our share in Australia
through our acquired subsidiary
(Climate Technologies).

I am delighted to state that in

a year when sales evaporated
across a number of consumer
appliance categories, we reported
the unexpected: higher revenues
out of our operations in Australia,
largely arising out of increased
heater offtake (coinciding with the
Australian winter).

This was the outcome of the

hard work that had gone into
widening our distribution network,
positioning our brand more visibly
and strengthening the price-value
proposition.

However, this increased market
presence came at a temporary

cost: because we could not ship
components out from China, we
selected to buy from the local
markets at a higher cost; the air-
freighting of certain components to
beat the ports lockdown resulted

in a cost escalation that could not
be covered by passing them on to
consumers.

Our optimism comes from a simple
extrapolation: if we retain shelf
space, consumer recall and market
share on the one hand and are able
to draw in components from China
and increasingly from India by sea
on the other, our cost economics
should fall into place and our
Australian subsidiary should be
able to deliver not just to our
consolidated revenues but to the
bottomline as well.



How the pandemic validated our acquisitions I

A number of analysts have
repeatedly asked: How have your
acquisitions paid off, when you
consider their modest bottomlines
and the costs paid for their
respective acquisitions?

This is my answer: When we
acquired businesses in Mexico,
China and Australia during the

last decade, most analysts missed
one point. We were buying on the
basis of the aggregate value they
would bring to the consolidated
Symphony table as opposed to the
value they would deliver to their
respective bottomlines.

There was a rationale for our
contrarian perspective: our
Chinese acquisition possessed

a deep insight into air-cooler
research, coming as it did on the
back of a number of pioneering
launches in the vast Chinese
market; our Mexican acquisition
was inspired by its extensive
knowledge into industrial cooling,
a space where we were completely
absent; our Australian acquisition
was prompted by the largeness

of the market of that continent,
seasonal complementarity with
India that rounded our annual sales
profile and inroads into marquee
retail brands in USA.

So, all those asking Yes, but what
profits have these subsidiaries
reported? are missing the point. The
operative word is ‘holistic. When
one appraises the acquisitions from
a standalone perspective, they are
possibly doing the overarching
strategy a disservice because the
acquisitions were never meant to
be appraised independently.

So, the next question: what have
these acquisitions achieved from
a holistic perspective? This is my
answer:'Sohail Abbas!

That is right. Abbas has been
recognised as the most successful
penalty corner and drag flick
specialist in modern hockey with

a 65% success rate. A number of
players partnered Abbas; he scored.

This then is the Symphony story as
well; our partners (read subsidiaries)
deliver to us; we score. Interestingly,
we could have never scored them
without our subsidiaries. The
bottomline then is that the value
that the subsidiaries bring to our
table cannot be appraised by the
narrow perspective of ‘goals’ but

in the precious dribbles across
competitive markets and the passes
that have empowered Symphony
to score.

In Mexico we generated
approximately 3178 crore in
revenues for the last twelve years;
the aggregate profit inspired by
our performance in Mexico has
more than paid for the acquisition
price of our entry into that
geography several times over; our
Australian business led us into

the US market through a sales
engagement with the iconic Home
Depot (represented in multiple
locations across USA); our China
business helped us moderate
components costs, strengthening
the competitiveness of our Indian
operations and inspiring us to
export the world over — a typical
orchestra where each one plays a
role. The result is that our multi-
country presence is reinforcing the
Make in India initiative, transforming
Symphony into a global products
provider.

So all those

asking Yes, but
what profits have
these subsidiaries
reported? are
missing an
important point.
The operative word
is ‘holistic’ When
one appraises

the acquisitions
from a standalone
perspective they
are possibly doing
the overarching
strategy a disservice
because the
acquisitions were
never meant to

be appraised
independently (but
only cumulatively).
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Our singular focus
on marketing
coolers, tailored to
customer needs,
graduated us into
the highest recalled
brand. The logical
offshoot was to
extend this strategy
to our subsidiaries
as well.

20 | Symphony Limited

Clarity on our existence I

Over the last couple of years, there
is a deepening of the Symphony
clarity in the area of asset lightness.

This is not something new; in

fact, it is the principal reason why
Symphony is valued distinctively on
the markets; we own the brands,
we research and innovate products,
we prospect markets, we enhance
product visibility and widen our
distribution.

The result? With the flexibility that
our asset-light strategy affords us,
we are singularly focused on the
markets, changes, growth and
every feeler we can pick up with the
object to sell more and price better.

There is a specific reason why
markets are becoming increasingly
complex, warranting a singular
focus: cooler ownership is
concurrently widening and
deepening; the increased use

of data analytics has ‘unearthed’
consumers that one did not

know existed; by an extension

of algorithms, a simple word like
‘consumer’can now generate a
number of interpretations; markets
have become complex to the point
that it takes informed study to
comprehend which model at which
price is likely to open up an entirely
new segment; multiple cooler
ownership is one thing but we

are also beginning to see models
being replaced faster than ever;

we are seeing coolers evolve from
functional use to products against
which to take selfies and generate
'likes’on social media.

Our singular focus on marketing
coolers, tailored to customer needs,
graduated us into the highest
recalled brand. The logical offshoot
was to extend this strategy to our
subsidiaries as well. Along with the
focus on consumer expectations,
we have been applying the
principle of comparative advantage
to our subsidiaries in Mexico

and China, which we have now
extended to Australia. A large
number of products that used

to be manufactured in Australia

will gradually be manufactured
completely in India; ditto for Brazil;
we launched a subsidiary in Brazil to
penetrate the market.

By reorienting these constituents,
Symphony will avoid duplication
in manufacturing by importing
the products from India. Through
this, we expect to achieve two
objectives: one, we expect the
teams in those countries to develop
a feet-on-the-street specialisation
on what will work and what will
not, strengthening productisation
for those markets. By sourcing

all the coolers for those markets
from India, we expect to capitalise
on significant economies arising
out of a manufacturing hub. By



empowering each Symphony
constituent then to play a
specialised role — inch wide and
mile deep — we expect to enhance
holistic value (it is amazing how this
term keeps coming up in my copy)
for the organisation.

We are sure that what worked for
Symphony in India (asset lightness)

The mood at the point

The performance of the Company
was affected in the first quarter of
the current year - the quarter that
normally accounts for the major
part of our revenues. The quarter
was marked by the pandemic's
second surge that kept consumers
indoors and moderated demand
for a range of products, air-coolers
included. Our focus will be to

do what we have always done -
protect our Balance Sheet, keep
engaging with our trade partners,
strengthening the price-value
proposition of our products and

will work for the company’s
international subsidiaries in the
future, enhancing overall value
and deepening our positioning as
a branding and distribution multi-
national committed to customer
satisfaction.

enhancing the visibility of our
brand. These are testing times and

I must not give you the impression
that the solution is simple. However,
what | can - and will - commit is
that Symphony will remain creative,
resilient and passionate with the
objective to be the last person
standing during the downtrend and
the first off the blocks when the
sentiment revives.

With warmth (of the other kind),
Achal Bakeri, Chairman

For the first time
in My career as

an air-cooling
entrepreneur, | am
seeing a decline in
price-sensitivity.
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The Symphony
Brand Report, FY2020-21

— Overview — Properties
The headline communication that Symphony intends to send out to At Symphony, we like to
its shareholders is that the health of the company’s brand emerged perceive our models as
stronger from a challenging FY2020-21. ‘properties’— enduring assets

that generate returns well into

While this may not be evident from the overall performance of the
the long-term.

year (considering that lockdown quarter in FY2020-21 coincided with

the period when we sell the most air-coolers), revenues increased Our five oldest models
quarter on quarter thereafter and the company finished with a record accounted for 16% of the
fourth quarter in terms of revenues and profits — the highest in its company’s revenues in
existence. FY2020-21.

During this last quarter, Symphony reverted to the mean: the Our ten youngest models
company reported profitable growth; Gross revenues increased 31% (launched pre-FY2020-21)
while profit after tax grew 9% on a standalone basis, validating the accounted for 23% of the
strength of Symphony’s brand. company’s revenues in

FY2020-21, indicating the
ability of the company

to refresh and rejuvenate
revenues.

Brand Brand Brand Brand
efficiency ammunition investment productivity

At Symphony, we 39 5‘yo 1 8

measure the efficiency
of our brand through a 3 crore, Brand Brand spending as % of revenue from every

spending in a % of revenues, rupee invested in the

simple metric: how much
i FY2019-20 FY2019-20 brand, FY2019-20

we can generate from
our brands compared o

with what we can put 22 4 /0 23

into them. % crore, Brand Brand spending as % of revenue from every

spending in a % of revenues, rupee invested in the
FY2020-21 FY2020-21 brand, FY2020-21
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At Symphony, we focus on
sustained market leadership
as an index of our brand
effectiveness.

Symphony remained the
undisputed market leader as
on March 31,2021 with an
estimated organised market
share of 50% in FY2020-21.
Some 12 Symphony models
had been category or
segment leaders for ten years

This sustained leadership has
transformed a number of our
models into annuity revenue
generators, an assurance of
revenues and profit visibility
in an unpredictable world.

— Market leadership ——— — Success

or more as on March 31, 2021.

Brand Brand
basket commitment

1 0 Number of brands 24

in Symphony’s
brand basket,
FY2015-16

1 4 Number of brands
in Symphony’s
brand basket,
FY2020-21

At Symphony, we believe that
the success of our models is
not reflected as much in their
longevity as in our capacity to
sustain them with moderate
annual investments. Most of
our brands do not require
substantial re-investments

in positioning or visibility,
making it possible for the
company to benefit in

two ways: allocation of the
savings into new brands and
utilising returns generated

by the existing brands into
new launches. The capacity
to sustain new launches —in
FY2020-21, the company
made four launches while
much of the air-cooler sector
in India played safe around
maintenance revenues -
provides the company with

a platform for sustainable
growth.

— Promotional spending —

At Symphony, we continued
to be the largest sectorial
spender in FY2020-21. Even
though this quantum was
lower than in the previous
year, we stood out by
continuing to promote the
air-cooler category during the
locked down period, playing a
statesmanlike role in widening
the market as opposed to
focusing singularly on market
share.

*This entire section addresses the strength of the Symphony brand from a standalone perspective

Brand
portfolio

< crore,
Brand 70+
spending

ten years
ending
FY2020-21 3

Number of categories
of presence, FY2020-21

Number of models on
in the offer, FY2020-21

Brand
accessibility

25,000+

Touch points, more than
twice the size of the
nearest brand

18,000+

Number of pin-codes
addressed (out of India’s
19,000+ pincodes).
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Trust

The Symphony brand
stands for a peace of
mind on account of the
product, service and
corporate integrity

Recall

The Symphony brand stands for
various recalls: entrepreneurially
contrarian, asset-lightness, net
debt-free, multi-continental
presence and innovator.

Availability
The Symphony brand
is available whenever
consumers need it —
adequately stocked
which means that no
consumer needs to
return disappointed

The strengths
of the
Symphony
brand

Affordability

The Symphony brand
provides a superior
price-value proposition
to consumers —a
considerably superior
return on their spending
(high uptime, lower
running cost and superior
features) that encourages
them to pay a reasonable
premium
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Choice

The Symphony brand stands
for a wide choice across a range
of products that makes it a
single-stop solution provider for
consumer needs

Share

The Symphony brand
accounts for nearly 50%
share of the organised
market for air-coolers

in India, a leadership
position despite growing
competition

Accessibility

The Symphony brand

is available across more
than 25,000 retail points
across its 26-State Indian
footprint

Application

The Symphony brand

is a single-stop solution
provider for home,
commercial and industrial
cooling needs, making

it synonymous with the
word ‘cooling’



Symphony brand recall

Net Promoter Score which
is way above the standard
(Source: Nielsen research
2020)

9% Share of Voice
of the Symphony
brand

(Source: BAARC)

Symphony’s
year-on-year

product
launches

2018-19
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Sales and marketing

The worst
of times
brought
out the

best in us
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Cverview

When India was locked down from
March 24, 2020 and no one quite
knew when this would be relaxed,
the first reaction of most industry
observers was that air-cooler sales

professionals would have virtually
no work to do (‘Shukaam office

nu kaam karo chho; koi cooler
purchase karvanu toh chhey nahi).

‘nnovation

At Symphony, by contrast, our
sales & marketing team got busier
than ever. They created a hybrid
offline-online approach that
encouraged consumers pan-India
to send Symphony a message that
they needed to buy air-coolers;
we passed the word on to our
trade partners closest to their
respective pin codes who, in turn,
called the prospective consumers
and arranged to deliver to their
residence at unheard-of hours like
4 a.m. (of course, by following local
COVID-19 guidelines).

Wait a minute, this incidentally
did not mean that we reported
additional offtake or revenues
(our trade partners did because
they liquidated inventory that
had already been purchased from
us). What this actually did was
pleasantly surprise our consumers
because our cooler proved to be
a welcome additional member

in their drawing rooms; besides,

it graduated the respect of our
trade partners to a new level: some
would have hugged us over the
phone if such a thing was digitally
possible; some called to say they
could not believe that a large and
mighty brand would get off its high
horse and go out into the streets
(metaphorically) to assist stranded
trade partners (something we did
by playing the role of assistants to
our worthy Trade Partners).

We did not report aggregate
numbers from these sales that
made any transformative impact

to our topline in the first quarter,
but it did make most of our dealers
and distributors feel that we had
stayed eye-level with them through
thick and thin. The word that kept
coming back to us about our role
was surprisingly the same ‘Family"



Out-of-the-box schemes I

Our sales executives recognised
that when the hot dry summer
ended (June 2020) a number of our
dealers and distributors nursed a
large unsold inventory carried over
an extended number of months
that had progressively reduced the
intrinsic inventory profitability in
view of the relatively high carrying
cost (interest). The normal response
of any principal to this unlikely
situation would have been to get
onto a Zoom call and commiserate
in typical jargon:"We understand
your pain and must assure you

that things will soon get better, so
please retain faith!

We selected to talk a different

walk instead; we drew out a

stock compensation plan where

a discount was applied to the
entire unsold inventory. Yes, entire
unsold inventory. This was our
equivalent of the financial stimulus.
With one punch of a keyboard,

the break-even point of all our
Symphony inventory lying unsold

across the country declined. Our
dealers and distributors lived to
fight another day; it was now their
turn to surprise us. They came
back to place large orders for more
air-coolers to sell over the coming
months when we opened new
season bookings in July 2020.
When most trade partners were
destocking, Symphony dealers had
begun restocking.

Our sales executives recognised
that they were on to a good thing
getting even better. They pressed
home their secondary sales
programme, where we provided
a discount directly to the dealer,
who now took advantage of this
additional pricing room to go out
and sell more coolers. Now that
their inventory was progressively
liquidated, they ordered a

larger cooler quantity from their
distributors, who, in turn, placed
higher indents with Symphony.
Win-win-win.

India Discovery Programme I

Our sales executives recognised
that even as the economy was
shrinking, the number of air-

cooler consumers was potentially
rising, and it was only a question

of spreading ourselves wide and
deep to be able to find them.

Even though Symphony had been
around for more than three decades
marketing coolers across India, the
word that we sent out across our
teams was ‘Prospect every town
with a population of 10,000 or less'
which opened out a larger universe
to us. We increased our feet on the
ground through the engagement of
an army of Retail Sales Officers who

worked closely with distributors in
these small towns.

Were we able to access this universe
completely in the last financial year?
Not by a long shot. But what we did
kick start was an‘India discovery
programme’likely to take us the
next few years to bring to a logical
conclusion, where anyone feeling
the heat (climatically) in a remote
pocket will feel reflexively inspired
enough to say ‘Ek cooler woh
nazdeek ke Symphony se mangvaa
hi lete to achcha hota...

Our sales executives
recognised that
even as the
economy was
shrinking, the
number of air-
cooler consumers
was potentially
rising, and it was
only a question of
spreading ourselves
wide and deep

to be able to find
them.
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What excites us is
that this is not just
one more product;
‘Bharat'represents
a platform that will
remain relevant for
years; we intend

to launch more
products around
this platform; India’s
rural consumer is
likely to be spoilt
for choice (quite

in contrast to
what a legendary
automaker once
said that They can
buy any car as long
as it is black’).
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The‘Bharat’range...and others I

At Symphony, we did not just
assume that our rural focus would
end with one last distribution deep-
dive. We did something bolder; at
a time when most our competitors
shelved new product launches,
Symphony sent out a note to trade
partners:You will be pleased to
note that we are launching a range
of models customised around the
needs of the semi-urban and rural
customer!We launched a range

of models to go with ruralisation;
we created a new product range
(appropriately called ‘Bharat’)
designed, positioned and priced
around the rural and semi-urban
consumer.

What excites us is that this is not
just one more product;‘Bharat’
represents a platform that will
remain relevant for years; we intend

Advertising spending

And lastly, the quantum of
advertising spending. A number

of industry observers felt that

any rupee expended during the
lockdown would be like a ship
turning off its lights and passing
through the waters on a moonless
night: no one would even realise
that a ripple had been created. We
did precisely what the pundits said
would be a colossal waste: we went
out and spent precious promotional
rupees during the lockdown when
it was impossible to buy.

to launch more products around
this platform; India’s rural consumer
is likely to be spoilt for choice (quite
in contrast to what a legendary
automaker once said that 'They can
buy any car as long as it is black’).

Just when most industry observers
felt that perhaps we had overdone
it on the product launch front, we
surprised again: we re-positioned
Movicool from the industrial to the
commercial outdoor space along
with a brand new TV commercial
created during the pandemic,
transforming what for long had
been a strictly B2B application to
the B2C space (which elicited a
term that one of our dealers drew
from the great Gaitonde in Sacred
Games —'Bahut daring!)

This then, m'lord, is our defense: we
said this is what visionary leadership
companies do; this is what brands
focused beyond the transaction
commit; this is how the nimble
seek opportunities in challenges;
this is how the sensitive build
emotional recall. The result is that
we believe (no market research
agency computed any number so
we would rather go by gut-feel) we
enhanced our Share of Voice and
Share of Unaided Recall at a time
when virtually no one was putting
money into the print, social or
television media.



The result of these initiatives is that
when we addressed our next big
examination (the last quarter of
FY2020-21when consumers start
buying for the impending summer),
we virtually maxed the paper. We

Putting the binoculars on I

Coming off this high, it would

be simplistic to be optimistic. Of
course, it would be natural to say
that when the worst is over and the
pandemic controlled, the launching
pad would be ready for an exciting
future at Symphony.

Let us tell you why this reboot
is something more than just a
quarter-based rebound.

One, it might surprise readers but
for a country where the penetration
of the television is 70%, the
penetration of the air-cooler is less
than 20%, so for the next many
years, the air-cooler category is
expected to be playing catch-up
even as incomes and aspirations
continue to rise.

Two, India is still at the primary
consumption stage of air-coolers
with virtually no replacement
consumption, which, in other
words, means that the market

is a number of years away from
maturing to an acceptable critical
mass.

reported 37% higher standalone
revenues than in the corresponding
quarter of the previous financial
year - and the highest reported in
any March quarter in our existence.

Three, (and here it becomes
interesting), we do not see air-
conditioners as a competing but
as a complementary category;
the person who has used air-
conditioners across the drawing
room or the bed room (and finds
the idea of extending the AC

to every room of the home as
wastefully embarrassing) is more
likely to buy an air-cooler for the
children’s study or the kitchen

to enhance everyone’s comfort
quotient and retain a semblance of
democratic product application.

Four, there is a greater preference
for the branded air-cooler in a
country where 70% of the offtake is
being derived from the unbranded
and unorganised sector. Even a
modest 10% shift towards the
branded could transform the
sector’s dynamics, resulting in a
disproportionate multi-year push
for leading labels like Symphony.

It might surprise
readers but for a
country where the
penetration of the
television is 70%,
the penetration

of the air-cooler

is less than 20%,
so for the next
many years, the
air-cooler category
is expected to be
playing catch-up
even as incomes
and aspirations
continue to rise.
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How ‘Dial a cooler’
won the day

At Symphony, there is never a
‘Havay shu thashey? (What will
happen now?) moment.

When the lockdown was declared
—which meant that consumers
would not be able to saunter into
our showrooms to buy — we did the
next best thing.

We reached out to consumers
instead.

This is how we value-engineered
our way around convention.

One, simply provided consumers
with a number with a message: Call
us if you wish to buy an air-cooler
and we will do the rest.

We collected those numbers and
addresses, farmed them out to our
dealers nearest to those locations.

Whenever the lockdown

was relaxed — even partially

or temporarily — our dealers
immediately shipped out the cooler
to the desiring consumer.

Did our dealers make a lot of
money through this‘Dial a cooler’
programme?
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That is not the point. What
transpired was that when the
dealer delivered the large box to
the consumer’s residence, children
were overjoyed (‘Pappa-mamma jov
kaun aayvu!’'moment), the product
was plugged in within the next few
minutes, every single member of
those families put their face to our
cooler vent and said ‘Majaa aavi
gayi!"and for the next some hours
(or days or weeks), the grimness of
the pandemic appeared distant.

And yes, a number of our dealers
called back to tell us this: " They said
that whenever they wish to buy any
consumer appliance in the future,
they would check with us first!

PS.We need to add this in an
important footnote. Excited about
the response that we received, we
launched an e-commerce website
where we now accept enquiries and
ship directly from our warehouses.
All this started when someone at
Symphony said, If they can't come
to buy from us what stops us from
going to them to deliver instead?’




‘Saab, this is what even
a number of the really
large companies did
not do’

‘Symphony helped
sell our stocks!
Kamaal hain!’

‘Symphony kept trying,
trying and trying so
that we could liquidate
our inventory. This is
something that we will
always remember!

‘My entire family
sat around to call
customers on the

numbers provided by

Symphony. Sab kaam

pe lag gaye!'

‘We found a way to
deliver coolers to
customers at 4am!

What our dealers told us after
we launched ‘Dial a cooler’

‘For years, Symphony
stood for a professional
company. After Dial a
cooler’l would change
that description to
‘orofessional and
caring’company:

‘Symphony was
the only consumer
appliance company
that was there in the
field meeting partners
when everyone else
was doing Zoom calls!

‘Sirjee, complete
respect!

‘My wife said,
‘Symphony ka
dealership kabhi mat
waapas karna’

‘Symphony
passed the ball
and we scored!
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Business direction

Building an
Integrated

global
Symphony
personality

Overview

As cross-border communication
becomes stronger following the
increased use of social media, we
foresee domestic brands becoming
global; we see a large number of
global brands consolidating around
a select few.

This is how Symphony has been
building towards this evolving
world.

One, we are segregating roles:

we believe that a subsidiary
focusing on one discipline (say
marketing) would be more efficient
than one focusing on multiple
(manufacturing and marketing).

Two, we are optimistic that the
effective complement of the
parent company and subsidiaries
will make it possible for us to draw
research out of China because
that is what the subsidiary has
always been best at; we are
shrinking our manufacturing
exposure in Mexico and Australia
(enhancing asset-lightness) but
deepening this focus in India
where we enjoy engagements with
back-end partners who provide
superior economies of scale and
manufacturing flexibility. Besides,
we have progressively seeded the
concept of asset lightness into
each subsidiary, enhancing their
competitiveness.
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Three, in a world where the battle
for supremacy will lie in customer
acquisition, we intend to transform
our international subsidiaries

into marketing and distribution
gateways. Their principal role

will be in deepening consumer
understanding, introducing
products, entering adjacent
product segments and widening
the market. We expect our beach
heads in Australia and Mexico

to serve as sales gateways; we
commissioned a subsidiary in
Brazil with the objective to put our
feet on the ground and prospect
demand.

This evolving avatar - the aggregate
value of India, USA, Australia,
Mexico and China - is unusual in
the world of air-coolers. Rarely
(probably never) has any single
company in our space brought to
the global market a consolidated
competence of this nature.

Over the years, IMPCO helped

the parent company create a

new business platform (industrial
coolers); a subsidiary that had
been acquired for US$650,000 in
2009 had generated more than
US$140 million in revenues across
the last 12 years, generated half of
Symphony’s exports and delivered
AppProx.

2116 crore in PAT (accounted in the
books of Symphony standalone
plus IMPCO) and recovered the
acquisition cost several times over.

In the last few years, Symphony
benefited seamlessly from Keruilai's
insight into the design and
development of commercial air-
coolers in addition to access across
the most competitive Chinese
component vendors.

The acquisition of Climate
Technologies in Australia brought
to Symphony the entire portfolio
of valuable customer relationships
that the former possessed; it
immediately opened Symphony to
new markets (Australia and USA); it

provided Symphony with markets
for residential coolers manufactured
in India and China.

To all these entities, Symphony
brought its validated
entrepreneurship where it engaged
in products and knowledge cross-
flows directed to enhance value for
the consolidated Symphony.

These have been the various
outcomes: Climate Technologies
replaced manufacturing cum
outsourcing to sourcing directly
from China at a lower cost; Climate
Technologies, which had never
marketed portable air-cooling
products, now sourced from
Symphony in India and marketed
these in Australia; Symphony India
helped Climate Technologies
liquidate slow moving products,
focus on value-addition, implement
SAP, rationalise the portfolio, focus
on product winners and shrink
mind-to-market.

The result is an active Brownian
movement within a cross-culturally
multi-national Symphony of 2021:
the research insight of Keruilai
(China) is being productised

within India and directed to
Climate Technologies (Australia) for
customisation; the entrepreneurial
insight coming out of Symphony
(India) is helping IMPCO (Mexico)
restructure and sell better in

USA; the knowledge of IMPCO is
helping us create a new market for
industrial air-coolers in India; the
bandwidth of Keruilai is helping us
extend into commercial air-coolers;
in a few years, our industrial and
commercial coolers could be sold
across the world like household
air-coolers are being sold today.

This then is our global ambition:
be the biggest air-cooling
solution provider in the world that
researches from where it goes
deepest, manufactures where

it can be done best, quickest

and cheapest and sells... well,
everywhere,



The integrated value of our parent and subsidiary companies

Keruilai 4 Climate IMPCO Symphony
(China) Technologies (Mexico) (India)
Research (Australia) Industrial cooler Outsourced

Local and US market
access

insight; America's
access

Symphony
(India)

Market building

Entrepreneurial

Asset lightness

Value-engineering

The global cross-pollination at Symphony

Keruilai
(China)

Deep research

Wide insight into the
Chinese component
eco-system

Market building
competence

Wide products
portfolio

IMPCO
(Mexico)

Rich experience in
industrial coolers

Manufacturing
presence in North
America

manufacturing base;
asset-lightness;

strong Balance Sheet;
entrepreneurial

culture
- /)

Climate
Technologies
(Australia)

Wide and deep
Australian distribution
network

Market knowledge

Popular proprietary
brand

Marketing
relationship with

Home Depot (USA)

- /
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Part three

Operating
review of
our business

constituents
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Australian subsidiary review

“"How Climate

Technologies Pty.

Limited, our Australian
subsidiary, enhanced
revenues in a difficult year

A conversation with Tim O’Leary, CEO of Climate Technologies Pty. Limited.
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To what extent was the performance of Climate
Technologies affected in FY2020-21?

A:The company’s revenues
improved 10% in FY2020-21 (in
Australian dollars) compared with
the previous financial year. This by
itself was a significant achievement
at a time when most consumer
appliance companies the world
over went through a decline in
uptake, partly because lockdowns
made it difficult to buy and partly

because of income impairment that
made consumers defer purchases.
We believe that this increase in
revenues is possibly one of the first
instances that we can showcase

to our investors on how we are
building the Australian business
into a platform for sustainable
multi-year growth.

company'’s outperformance?

@ What tactical responses were responsible for the

A:The company embarked on
business-strengthening initiatives
(increased presence in USA through
The Home Depot, increased

share in portable spot coolers

in Australia and growth in split
aircons) to accelerate revenues.
When it encountered a decline
in temperatures, it turned to the
increased uptake of ducted gas



heaters. It introduced portable air
coolers in the US market that had
been manufactured by Symphony
India (leveraging asset-light
distribution-led revenues) and
expansion of the Symphony India

portable coolers range in Australia.
We believe that this consolidated
approach helped in protecting
the subsidiary’s performance in a
difficult year.

prevailing challenges and post a better performance?

@ How does the company intend to counter the

A: At Climate Technologies,

our objective is to increase our
EBITDA in the current financial

year. The company embarked on
strategic and tactical initiatives:

the organisation structure was
simplified; the fixed overheads

and cost of doing business were
moderated without compromising
sales growth. Projects were initiated
to reduce dependence on in-house
manufacturing and outsource

a large part of the parts and/or
products, making it possible to
convert fixed costs to variables.

Besides, the company is focused
on the following initiatives:
outsource the fabrication of

high volume metal parts to India
with the objective to moderate
costs without a corresponding
decline in quality; extend Climate
Technologies' presence into

the Australian refrigerated air-
conditioning market with the
prominent Bonaire brand; expand
the Symphony India air-cooler
product offering in the large and
growing US market; introduce a
new range of small commercial air
coolers in Australia; grow portable
spot coolers and other retail cooling
products in Australia; outsource
ducted evaporative air cooler kits
supply to India.

How does Climate Technologies intend to take its
business ahead?

At Climate Technologies, we intend
to take the business ahead through
various initiatives.

One, we will sustain the marketing
of products manufactured by
Symphony India in USA and
Australia, coupled with the
introduction of new models
marketed to new customers — a
broad-basing of the operational
pyramid.

Two, a streamlined supply chain
— products supplied to the USA
to be manufactured in India -
will enhance our critical mass,
economies of scale and speed of
responsiveness.

Three, we intend to deepen
value-engineering that moderates
the cost of materials used in
products being manufactured for
the Australian market products;
we expect to use metal parts,
reducing the need for proprietary
manufacture that liberates
investment in equipment, people
and working capital.

Four, we intend to streamline the
supply chain for products shipped
to Australia with the facility to
deliver finished goods directly to
the warehouse, thereby saving us
much of internal transportation in
Australia.

The company’s
revenues improved
10% in FY2020-
21 (in Australian
dollars) compared
with the previous
financial year.
This by itself

was a significant
achievement

at a time when
most consumer
appliance
companies the
world over went
through a decline
in uptake
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Principal challenges faced by Climate

Technologies, FY2020-21

Pandemic Supply chain Container
overhang; fears disruptions due to shipping delays;
of revenue de- factory closures in increased

growth China container

shipping costs

Our response, FY2020-21

Commaodity
inflation (steel,
plastic, copper,
others) towards

the year-end

Significant Materials air Products sourced

USA business freighted from from Symphony

expansion; net countries apart India at a lower
revenue growth from China cost

What drove
revenues
at Climate

Technologies
in FY2020-21

Manufacture of
some products
relocated to
Symphony India

Strong growth in Introduction of Symphony
ducted gas heater India-manufactured
sales in Australia portable air coolers for

the US market
(routed through Climate
Technologies)
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Expansion of the
Symphony India
portable coolers
range in Australia



Mexican subsidiary review

How our
IMPCO
operations

performed
In Mexico

Dverview

When we acquired IMPCO in
2009, we did not just acquire
this Mexican company for

the way it would empower
our presence in the Americas.
We acquired it from a holistic
perspective of how IMPCO
would hand-hold us towards
complementary capabilities
that we did not possess and
how the sum of that whole
could gradually become larger
than the simple aggregation of
the constituents.

The company’s performance
was challenged during the
last financial year when the
market suffered extensive
demand destruction. Despite
this unprecedented reality,
IMPCO reported 79% revenues
of the previous financial year,
which, given the realities

and consumer resistance to
making fresh investments, is
an achievement. This relatively
creditable performance

was achieved despite the
unforeseen bankruptcy of a
major appliances and furniture
retailer in Mexico and one of
IMPCO's leading customers.

Besides, the pandemic affected
the capacity of IMPCO to
deliver and install installable
products for customers at a
time when demand would
have been the highest. The
result was not just a potential

revenue loss but also a
sustained compulsion to incur
overheads and reversing what
could have been a winning
proposition into a challenging
reality.

The closure of dealers and
their stores (completely

and partially) between April
and July 2020 affected the
company’s capability in
achieving sales at a time when
air-coolers would have been in
peak demand.

The company did not just
experience a moderate decline
in offtake; it also experienced
an extension in receivables
cycle that affected working
capital efficiency.

Despite these extensive
bottlenecks, IMPCO
downsized to emerge leaner;
it moderated marketing,
travel and non-essential
expenses; it passed on a 10%
price escalation on imported
products to consumers. The
company grew on-line sales
(through on-line dealers).

The company experienced

a performance revival from
the fourth quarter, enhancing
optimism of an improved
outcome in the current
financial year.
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IMPCO remained
flexible at a time
when the operating
conditions
transformed with
speed. Due to

the lockdown
restrictions, office
responsibilities
were moved

to employee
residences; the
company’s factory
and distribution
operations
remained
uninterrupted.
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Strategic differentiators I

IMPCO remained flexible at
a time when the operating
conditions transformed
with speed. Due to the
lockdown restrictions, office
responsibilities were moved
to employee residences;
the company’s factory and
distribution operations
remained uninterrupted.

As a cautious response,
IMPCO moderated its
headcount; travel, promotion
and other expenses were
contained. As the company’s

competitiveness strengthened
in a shrinking cooler market,
IMPCO's share grew.

The company’s e-commerce
focus enhanced revenues
from this channel 2x, a trend
that is expected to sustain.
Increased direct stores sales
and strengthened offtake.

The heater segment reported
significant growth when

the easing of the lockdowns
coincided with the winter.

Cutlook T

At IMPCO, we are optimistic
of prospects related to

the sales of air-coolers

and the introduction

of new categories. The
support from the parent
company is expected to
translate into sustained cost
competitiveness including the

design of two new product
SKUs to be added to IMPCO's
portfolio, that widens its
market presence, strengthen
its brand and enhances
competitiveness.



Chinese subsidiary review

How our
China
subsidiary
performed

In FY2020-21

Cwverview

When Symphony acquired
Guangdong Symphony Keruilai
Air Coolers (GSK) in 2016, there
were two perspectives at play
- gaining access to the rich
research base of the acquired
company that could feed
Symphony’s global innovation
pipeline and gaining access to
the vast market of China with
Symphony group’s products.

During the last few years,
Symphony moderated the
operational loss of the Chinese
subsidiary, right-sized the team,
enhanced engagements with
Symphony’s global subsidiaries
and parent, and widened
synergic cross flows.

The pace of the turnaround
of the subsidiary was affected
during the year under review
following the outbreak of the
pandemic.

The subsidiary GSK was among
the first batch of companies to
resume operations following
government permission.

In the first quarter, GSK signed

a co-operation agreement for
1,000 units of the flagship model
of industrial coolers for Jd.com
warehouse across China. This has
also opened up an opportunity
for continuing supplies as a
"oreferred supplier”for newer
warehouses for Jd.com planned
in subsequent years.

GSKinvested in a new industrial
cooler model KM35 and a new
portable spot cooler model
called ‘Crown’

GSK entered GOME, a large
appliances Chinese retailer
present in key cities and stores.

GSK launched stores on online
platforms like Pinduoduo,
Taobao, Youzan and Alibaba,
which should enhance visibility
and offtake in FY2021-22; the
company decided to sell live’on
the YiHe TV shopping platform.

GSK participated in the 127th
online Canton Fair by investing
in VR content making.

In June 2020, the Keruilai brand
was promoted on Tik Tok, the
most famous app in China,
enhancing Keruilai's exposure
to nearly 5 million views and
collecting more than 300 clues.

Due to revised regulations

in China, GSK came under
increased banking pressure to
repay borrowings, drawing on its
parent for timely support.

By the last quarter of the
financial year under review
when the Chinese economy

had returned to normal. GSK
reported domestic revenues
higher than the corresponding
quarter of the earlier years (even
as the international business was
yet to revive).

Cutlook

GSK continued to introduce
products, develop new sales
channels for the Chinese market
and acquire new South East
Asian customers.

The launch of new products
will also widen sales to Mexico

and Australia through group
companies.

Besides, GSK will catalyse
product development for the
parent across the industrial and
commercial segments.
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How our
business

enablers
performed in
FY2020-21
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Emerging focus

Growing our
Industrial
and
Commercial

Air Coolers
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Cwverview

During the first half of the year
under review most companies
deferred their capital spending
even as the industrial and
commercial air coolers.

Earlier, the product was
manufactured in Mexico and
China and imported into
India. From the last financial
year, we made a critical switch
in approach: we began to
manufacture the product in
India. We launched a simple
plug-and-play solution that
could be commissioned

in a single day as opposed
to the erstwhile workflow
that extended into weeks.
We indigenised virtually
everything that could be
made within a few hundred
kms, so that we could
provide customers with a
complete solution (modular
ducts, stands etc.). Because

these products were now
manufactured in India, they
carried cost advantages;
more than that, they were
available just when required,
which circumvented the

long shipping tenure and
investment in working capital
outlay.

By virtue of providing these
products through our
quality appraisal filter we
were putting our Symphony
stamp of quality approval on
them; we were guaranteeing
that the integrated solution
would work just right and
we eliminated any misgiving
in the event of operational
downtime (‘That other
product is not working. We are
not to blame. Our Symphony
products are working just
right’)

Cutlook

When it comes to industrial
air-cooling, we see ourselves at
the same point where we were
in the early Nineties in respect
of domestic air-coolers. The
market was extensively under-
penetrated; the awareness
about air-coolers was low side;
there was a question on 'Will
this provide a better holistic
value than the air-conditioner?’

A large part of India lives
through at least five months
of the year in temperatures
higher than 35 degrees
centigrade with nothing more
than a ceiling fan for refuge.

In this fastest growing global
economy (FY2021-22 estimate)
there are literally thousands
of factories, warehouses,
educational institutions,



banquet halls, restaurants, open-
air restaurants, resorts, hospitals,
hostels, places of worship, movie
theatres, gyms, showrooms,
service centers and data centers
who would not wish to spend

on sophisticated air-conditioning
systems to provide their guests
or employees with a superior
experience.

During the financial year under
review, the company worked with
eight models manufactured in
India (as opposed to importing
equivalents from China or Mexico),

an attractive critical mass of
choice. The company's ‘Made in
India"models helped moderate
air-cooling cost down to 35 per
hour; when used in classrooms, the
models moderated cooling cost
to 10% of the electricity generally
consumed by an air-conditioner;
when installed in retail stores, a
single commercial unit moderated
interiors temperature nearly 10
degrees centigrade across 2,500
sq ft.

Our time in this supplementary
revenue engine starts now.

We believe that
the world's second
most populous
market needs to
be made aware
of the benefits

of industrial air-
cooling and how
even a reasonable
decline in
temperature can
enhance interior
productivity

China

The products would be
assembled in Mexico and

A large proportion of
the solution would be
completely imported

The installation time would
take a few weeks

time in India

The company manufactured
these products for the first

The company indigenised a
number of components

The company shrunk the
installation time to a few hours

Probable downtimes at the
customer’s end considerably:
shorter due to spares
available locally

Probable downtimes at the
customer’s end were long
due to the import cycle time
for spares

Accelerated launches

Slow category launches (industrial and commercial)

Hesitant dealer confidence

Stronger dealer confidence
in the company’s intent
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Corporate social responsibility

Symphony.
Committed
to make

the world a

better place
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Cverview T

Symphony is a responsible and
sensitive corporate citizen.

The company is not only
driven by the need to make
the world a better place
through an air-cooling solution
but also through widening the
prosperity circle.

At Symphony, our
engagements in corporate
social responsibility projects
are aligned with national
and regional priorities. We
have extended beyond
‘cheque-writing'to a deeper
engagement.

The company’s engagement

is directed by a defined CSR
Policy, implemented under the
guidance of a CSR Committee
and senior management.

The outcomes of these
programmes are periodically
tracked.

The Company is focused

on health care (general and
preventive), addressing
hunger and, poverty and
malnutrition and environment
conservation.

Cutcomes

The year under review was
the first full year of Symphony
Forest Park that was launched
as a public-private partnership
model, which has already

begun to attract numerous
species of exotic birds, and a
resuscitated lake with aquatic
species.



The creditable features of the
park comprised the following:

The area was a waste dump
transformed into a unique
urban forest opened to the
public from February 2020.

Differentiated from the usual
hangout zone for residential
neighbourhoods; positioned
as an‘oasis'for office goers to
take a stroll in during breaks,
for artists to find inspiration

in, for students to seek
knowledge from, and for other
interested visitors.

The concept drew from
national parks and jungles
of Sri Lanka, tropical national
parks in Singapore and those
in Madhya Pradesh, Southern
India and Guijarat.

The urban forest sourced
locally available species (no
imports from outside the State

or country), moderating the
carbon footprint of the facility
from the design stage. The
urban forest nurtured local
endangered species that could
possibly have become extinct
(Salvadora or Piludi).

The planned use of indigenous
species was designed to make
the urban forest sustainable

without ongoing maintenance.

The facility will require minimal
maintenance for the first three
years after which it should be
self-sustainable.

The urban forest has not
consumed and will not
consume, chemical fertilisers,
pesticides or manure. No
cement was used; walkways
were created by compacting
the earth and using
construction bricks.

Some rare species

planted
Anogeissus latifolia Dhavado
Salvadora persica Piludi
Putranjiva roxburghii | Putranjiva
Bombax ceiba Shemlo/Shemdo/
Semado
Tecomella undulate Rohido
Our CSR spending

3 crore,
FY2019-20

3 crore,
FY2020-21
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Management
discussion & analysis
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Global economic overview I

The global economy reported a
contraction 3.5% in 2020 compared
to a growth of 2.99% in 2019.

This slide in economic growth

was due to the outbreak of the
novel coronavirus, which led to
global supply chain disruptions.
Consequently, global FDI reported

a significant decline from US$1.5
trillion in 2019 to US$859 billion in
2020, the lowest since the 1990s
and more than 30% below the
investment trough that followed
the FY2008-09 global financial
meltdown.

World output (3.5 29
Advanced economies (4.9) 1.7
Emerging and developing (24) 3.7
economies

(Source: IMF)

Performance of some major economies I

United States: The country
witnessed a GDP de-growth of 3.4%
in 2020 compared to a growth of
2.3% in 2019.

China: The country’s Gross
Domestic Product grew 2.3% in
2020 compared to 6.1% in 2019
despite being the epicenter of the
outbreak of the novel coronavirus.

The global economy is projected to
grow by 5.5% in 2021 largely due to
the successful roll-out of vaccines
across the globe, coupled with
policy stimulus support in large
economies. (Source: IMF)

Indian economic review I

The Indian economy de-grew 23.9%
in the first quarter of FY2020-21, the
sharpest de-growth experienced

by the country since the index was
prepared. Thereafter, the Indian

and state governments selectively
lifted controls on movement,

public gatherings and events from
June 2020 onwards, each stage

of lockdown relaxation linked to
corresponding economic recovery.

The result is that India’s relief
consumption, following the lifting
of social distancing controls,
translated into a full-blown
economic recovery. A number of
sectors in India — real estate, steel,
cement, home building products
and consumer durables, among
others - reported unprecedented
growth. India de-grew at a
relatively improved 7.5% in the



July-September quarter and
reported 0.4% growth in the
October-December quarter and

an estimated 2% growth in the last
quarter of the year under review.

India's GDP contracted an
estimated 8% during 2020-21,

Y-0-Y growth of the Indian economy

FY2017-18

Real GDP growth 7
(%)

FY2018-19

largely on account of the sharp
depreciation of the first two
quarters. This sharp Indian
recovery underlined India’s robust
consumption potential.

(Source: Economic Times, IMF, EIU,
Business Standard, McKinsey)

FY2019-20 | FY2020-21
6.1 4.2 -8

Indian economic reforms and
recovery

There were positive features of the
Indian economy during the year
under review.

The per capita income was
estimated to have declined by

5% from %1.35 lac in FY2019-20 to
%1.27 lacin FY2020-21, which was
moderate in view of the extensive
slowdown in the first two quarters
of FY2020-21.

India’s foreign exchange reserves
continue to be in record setting
mode - FY2020-21 saw US$101.5
billion dollars accretion in reserves,
the steepest rise in foreign
exchange reserves in any financial
year; India’s forex reserves are
ranked third after Japan and China
and can cover more than a year's
import payments.

A slowdown in economic growth
and inflation weakened the
country’s currency rate nearly 2.83%
in 2020 from¥71.28t0%73.30toa
US dollar before recovering towards
the close of the financial year.

India reported improving Goods
and Services Tax (GST) collections
month-on-month in the second
half of FY2020-21 following

the relaxation of the lockdown,
validating the consumption-driven
improvement in the economy.

The gap between government
expenditure and revenue was
estimated at ~%12 trillion due

to increased borrowing by the
government in May 2020 to address
the COVID-19 outbreak.

The per capita
income was
estimated to have
declined by 5%
from<1.35 lacin
FY2019-20 to %1.27
lacin FY2020-

21, which was
moderate in view
of the extensive
slowdown in the
first two quarters of
FY2020-21.
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India jJumped 14 places to 63 in the
2020 World Bank's Ease of Doing
Business ranking and was the only
country in the emerging market
basket that received positive FPIs of
US$23.6 billion in 2020; the country
ranked eighth among the world’s
top stock markets with a market
capitalisation of US$2.5 trillion in
2020.

The Indian government initiated
structural reforms in agriculture,
labour laws and medium-small
enterprise segments. The labour
reforms were intended to empower
MSMEs increase employment,
enhance labour productivity and
wages.

Outlook

The outlook for the country appears
to be cautious following the
outbreak of the pandemic in the
first quarter of the current financial
year with all annual growth
guidances trending downwards.
However, the medium-term
outlook appears positive from the
second half of the financial year
under review.

Global consumer electronics market |

The global consumer electronics
market's revenue trade value stood
at US$358.5 billion in 2020, with a
year-on-year rise of 7%. With the
consumer electronics business
going through a rapid expansion

of new ideas, technologies and
economic models creating
changes, there is a premium to
keep in step. Although the market
faced disruptions in the first half
of the year on account of the

pandemic, the second half of
2020 witnessed growth. (Source:
Market Watch, Business Wire,
maximisemarketresearch.com)

Indian appliances and consumer electronic industry I

The Indian electrical appliances
market reached 376,400 crore
(US$10.93 billion) in 2019 and

is expected to double to reach
%1.48 lac crore (US$21.18 billion)
by 2025. Production of consumer
durables under Index of Industrial
Production grew in FY2020-21. The
Indian consumer durables market
grew 15 % in the five years ending
FY2019-20. Owing to COVID-19 and
dampened consumer confidence,
the industry lost over 25% of sales
in the first quarter of FY2020-21.

The market size of the consumer
durables sector was estimated

at 55,000 crore in 2020 and is
expected to double to over 1

lac crore by 2025. The S&P BSE
Consumer Durables index rose to
6.58% in February 2021 and stood
at 25.05% higher over the last year.

Despite temporary interruptions
caused by the strict lockdowns,
the consumer durables industry
rebounded during the second
half. The destocking within trade
channels was complemented

by a sharp increase in consumer
demand as a result of which

most manufacturers struggled to
keep pace with demand. Besides,
downtrading and price sensitivity
declined, strengthening the
market for established consumer
appliance brands. Extensive rural
electrification, relatively stable
disposable incomes and work
from home encouraged domestic
appliance companies grow through
the rest of the year. (Source: IBEF,
Economic Times)

Indian air coolers ma ket |1

Air-coolers have emerged as one
of the fastest growing segments
within the consumer appliances
space. They are energy-saving,
moderate in power consumption,
are eco-friendly and can cool
effectively. They provide superior
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air quality and do not make the air
overly dry. They do not use harmful
cooling agents (CFC or HFC). They
moderate the electricity bill by
~90% compared to ACs and is
priced attractively lower than air-
conditioners.

Due to above, the air cooler
industry market in India, is expected
to reach 9,000 crore in the next
few years following increased
incomes and temperatures,
widened market presence,
increased aspirations and a cost



advantage over air-conditioners.
The air cooler segment can be
categorised into residential and
industrial segments.

Although unorganised segment
players are sustaining the position
of dominant players in the air
cooler market, branded coolers are
penetrating deeper following the
introduction of GST, which reduced
the cost gap between the two,
favouring organised players.

Outlook

Owing to enhanced rural
electrification, increasing
urbanisation and the impact of
global warming, the Indian air
cooler market is anticipated to
report attractive growth. The
residential sector will continue

to be a dominant buyer in the
Indian air cooler market due to
the larger portion of the country’s
population belonging to the
lower and middle-income bracket
and the rapid implementation of
urban and rural housing projects
by the government. The industrial
and commercial segments are
anticipated to see demand growth
as various players implement
cooling solutions. (Source: Research
market)

Demand drivers

Digital penetration: India’s
e-commerce penetration is
expected to double to 11% by
2024. Growing urbanisation
coupled with increasing internet
penetration is expected to widen
the Indian e-commerce sector.
India’s internet user base stood

at 696.77 million in 2020 and is
anticipated to grow to 974 million
by 2025.

Young population: India is a
young country with more than 65%
of its population below the age

of 35 years compared with 38%

in China and 49% in Japan. The
median age of the country was 28.9
years, an economically productive
age as against the global average of
31 years.

Emerging non-metro markets:
Non-metro cities have seen rapid
consumption growth which

has transformed them into new
economic growth centers.

Urbanisation: Urbanisation

in India was 35% in 2020 and
estimated to grow to 40.76% by
2030, strengthening aspirations and
increasing the demand for products
like air-coolers.

Working population: India

is adding 12 million people to

its workforce each year. The
percentage of the working age
population in India is expected to
increase from 61% in 2011 to 65%
in 2036. This increase in working
population is likely to catalyze
growth for the air cooler segment.

Rural development: The
government strengthened
electrical connectivity down to the
last village, widening the market for
electrical appliances.

Global warming: According to
World Meteorological Organisation,
the global climate was 0.6 C
warmer in 2020 than averages
between (1981-2010) and around

1.25 C above pre-industrial levels.
The year ended with the hottest
decade registered out of which the
last six years were the warmest ever.

Technological innovations:
Technological innovations like
smart locks, feather-touch digital
control panels, remote control, auto
swings, alarms and other alcove
features are gaining popularity
against technologically backward
products of the unorganised
segment.

Low penetration: Low penetration
in India's consumer durables
market provides space for sustained
growth. Electronic items which fell
in the category of luxury goods

are going to be necessities of the
future.

Organised retail: Organised
retailers have penetrated the Tier-ll,
llland IV cities, enhancing visibility.

(Sources: Economic Times, Statista,
First post, population u.com, index
mundi, statistics times, Hindustan
Times, Euro news)
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The Company’s operation:s |

Background: Symphony Limited
(incorporated in 1988) is a pioneer
in the country’s cooling sector
with more than three decades

of experience. The Company is
engaged in designing, branding
and marketing residential,
commercial and industrial air
coolers for the Indian and foreign
markets. The operations of the
Company consist of two sections:
production of air coolers and
treasury management.

Products: The Company offers
products for the residential
segment comprising models like
tower, personal, desert, room and
window air-coolers. The installation
of the Company’s commercial
air-cooling solutions in open
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restaurants, large halls and party
plots enabled consumers to enjoy
improved air quality and ambience.
The company’s industrial air
coolers largely address the growing
demand from factories, schools,
malls, assembly halls, warehouses
and metro stations, among others.
The Company provides services to
industries like banking, automobile,
packaging, distilleries and railways.

Footprint: The Company is
headquartered in Ahmedabad

and has subsidiary companies

in Mexico, China, USA, Brazil

and Australia. The Company
concentrates on innovative design
for developing superior and energy
efficient products for domestic and
industrial consumption not just in

India but in more than 60 countries.

Manufacturing: Symphony is
associated with 11 OEMs. The
Company's operations comprised
no investments in manufacturing
facilities in its Indian operations
and a phased decline in its global
subsidiaries.

Technology: The Company
enjoyed a competitive advantage
due to strategic investments in
state-of-the-art technologies like
SAP-HANA, CRM, Data analytics etc.

Sustainability: The Company
pioneered energy-saving products
to moderate emissions and increase
energy conservation.



Risk managem ent |

Product risk:

A decline in demand for
air-cooling products was
witnessed in some months
of FY2020-21.

Industry risk:
Slowdown in downstream

sectors could impact offtake.

Quality risk:
Low quality could impact
the Company’s brand.

Distribution risk:

The Company may not be
able to expand its footprint
due to an inefficient
distribution network.

Competition risk:
Increase in competition
could affect sales.

Mitigation:

Symphony expanded its portfolio of residential, packaged and central
air cooling to stay relevant. Moreover, the increase in temperatures is
anticipated to strengthen the demand for air-cooling products.

Mitigation:

With comprehensive solutions in Air Coolers catering to Household,
Industrial & Commercial segments, the Company expects to have a
sustainable growth.

Mitigation:

The Company has access to state-of-the-art facilities owned by vendors
that ensure the manufacture of quality coolers at the lowest costs with the
quickest turnaround time.

Mitigation:
Symphony enjoys an international footprint across 60 countries, moderating
its risk in the event of one or few geographies encountering a slowdown.

Company is enhancing its footprint year by year in the domestic market.
Still, there seems to be a long runway.

Mitigation:

Following consistent investments in research and development, the
Company launched innovative products that resulted in a competitive
advantage.
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Financial performance |

The Company’s consolidated gross Company (excluding exceptional reported a PAT of R107 crore in
revenue was 3931 crore in FY2020- items) stood at 170 crore in FY2020-21 compared to %182 crore
21, compared to %1,157 crore in FY2020-21 compared to %266 crore in FY2019-20.

FY2019-20.The EBITDA of the in the previous year. The Company

Details of significant changes in the key financial ratios & return on net worth ( on standalone basis)

As per the amendment made under Schedule V to the Listing Regulations read with Regulation 34(3) of the
Listing Regulations, details of significant changes i.e. change of 25% or more as compared to the immediately
previous financial year in Key Financial Ratios and any changes in Return on Net Worth of the Company including
explanations therefor are given below:

Change | Explanation for change of 25% or more
2019- 20 2020- 21 )

Debtors 98.75 | Increase in Debtors Turnover is due to :
Turnover a) Decrease in sales in current year by 32% due to nation
(days) wide lockdown on account of COVID-19 during first two

month of FY2020-21 which is company’s main season
which has spill over effect in subsequent quarters.

b) 35% Increase in trade receivables.

2 Inventory 21 37 74.07 | Increase in Inventory Turnover is due to :
Turnover a) Decrease in sales in current year by 32%.
(days)

b) 20% Increase in Inventory to cater to seasonal
requirement of June, 21 quarter.

3 Interest N.A. N.A. N.A. | NA.
Coverage
Ratio
4 Current 494 438 (11.39) | NA.
Ratio
5 Debt N.A. N.A. NA. | NA.
Equity
Ratio
6 Operating 27 23 (16.15) | N.A.
Profit
Margin (%)
7 Net Profit 24 21 (11.93) | NA.
Margin (%)
8 Return on 28 16 (43.50) | Decrease in return on Net worth is due to
Net Worth (a) decrease in PAT by 40% on account of lower sales.

(b) increase in net worth by 2112 crore.
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Information technology |

The Digital transformation is

a journey & Symphony group
decided to take a first baby step by
digitising important documents
like invoices, LR copies & other
documents. The invoices generated
from SAP is having Eway bill no,
IRN number & Digital signature.
These three actions are performed
without any manual interventions.

Human resource management

The Company considers its people
to be its biggest asset and credits
its sustained improvements to
their ethics, dedication and energy.
Itis its endeavor to offer a work
environment and HR processes
that promote creativity, teamwork,
meritocracy, learning and
leadership.

All our service centre will share the
invoice with Aadhar authenticate
digital copy of invoices uploaded

in SAP so no physical document
handling process. All important
communication is going to endorse
the E sign as a token of acceptance.

All historical documents are
archived on the document
management system.

Our service centre human activities
have been partially replaced

with Speech to Text & Whats app
business functions.

The Human Resource Management
continues to be focused on
improving employee productivity,
reducing employee cost and
building necessary skill sets whilst
building employee motivation
through varied employee
engagement initiatives. The
Symphony employment base

(officers and workmen) was 452
as on March 31, 2021, while work
strength was ~694 including
overseas subsidiaries.

Internal control systems and their adequacy |

The Company’s internal audit
system has been continuously
monitored and updated to ensure
that assets are safeguarded,
established regulations are
complied with and pending issues

are addressed promptly. The

audit committee reviews reports
presented by the internal auditors
and statutory auditors on a routine
basis. The committee makes note
of the audit observations and takes

corrective actions, if necessary. It
maintains constant dialogue with
statutory and internal auditors to
ensure that internal control systems
are operating effectively.

Cautionary statement |

The Management Discussion and
Analysis report containing your
Company's objectives, projections,
estimates and expectation may
constitute certain statements,
which are forward looking within
the meaning of applicable laws
and regulations. The statements

in this management discussion
and analysis report could differ
materially from those expressed
or implied. Important factors that
could make a difference to the
Company’s operation include raw
material availability and prices,
cyclical demand and pricing in

the Company’s principal markets,
changes in the governmental
regulations, tax regimes, forex
markets, economic developments
within India and the countries with
which the Company conducts
business and other incidental
factors.
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ACHAL BAKERI
DIN: 00397573

Chairman and Managing
Director and Founder

Architect, MBA
(University of Southern
California)

NRUPESH SHAH
DIN: 00397701
Executive Director
B.Com., FCA and CS

JONAKI BAKERI

DIN: 06950998
Non-Executive Director
B.A.

NAISHADH PARIKH
DIN: 00009314

Independent Director
B. Sc. and MBA

Board of Directors

Mr. Achal Bakeri, a game-changer in the industry of
environment-friendly products, is the founder of the world's
largest air coolers company. In 1988, he founded Symphony
Limited with the aim of providing economically viable
cooling solutions that would be accessible to all. He has
infused respectability and aesthetics into air coolers through
an innovative approach.

Mr. Nrupesh Shah heads the company’s Corporate Affairs
functions. He is responsible for corporate affairs, growth,
performance, strategies, merger & acquisitions, finance,
M.LS,, secretarial, legal, treasury etc. He has been with the
Company since 1993. He played a key role in turnaround of
the Company and putting on growth trajectory.

She has an experience in various business
functions including sales and marketing, accounts and
finance, legal and product development.

Mr. Naishadh Parikh is an Entrepreneur-Manager with
education in the areas of Science & Management and

a track record of more than 40 years in performing

various roles at corporate level in diverse sectors viz. Air-
conditioning & Refrigeration, Textile & Engineering. Mr.
Parikh is currently Chairman & Managing Director of Equinox
Solutions Limited. He was also the Founder & Managing
Director of Amtrex Hitachi Appliances Limited (now
Johnson Controls- Hitachi Air Conditioning India Limited).



ASHISH DESHPANDE
DIN : 00498890

Independent Director

Industrial Designer
(National Institute of Design)

REENA BHAGWATI
DIN : 00096280
Independent Director
MBA

SANTOSH NEMA
DIN:01907138

Independent Director

B.E. (Mechanical)
MBA (IIM, Ahmedabad)

He is an experienced practitioner in the field of product
design and he leads the Product & Retail

Experience Innovation Group. He has led projects in
consumer appliances related to air, water &

energy, medical equipment, wearable electronics,
automotive products and the retail sector.

She is an industrialist having experience in providing Fiscal,
Strategic and Operations leadership in various Engineering
businesses and also leads operations and strategic
directions with full responsibility for top and bottom line
including strategy formulation, long-term planning, cross-
functional management, legal and financial obligations.

He has extensive experience in leadership roles across
consumer facing industries like Asian Paints

Limited, Shalimar Paints Limited and CERA Sanitaryware
Limited. He has expertise in sales, marketing, operations and
business development, strategic planning, dealer network,
leading and developing teams, P&L management, customer
centricity, brand building, JV and strategic alliances, change
management and building high performance cultures.
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BOARD'S REPORT

%MWW)

Your directors are pleased to present the Company’s 34" Annual Report on business and operations, together with
the audited financial statements for the year ended March 31, 2021.

HIGHLIGHTS OF RESULTS AND STATE OF COMPANY’S AFFAIRS

(R in Crores)

Particulars Standalone Consolidated
2020-21 2019-20 2020-21 2019-20

Revenue from Operations & Other Income 523.59 763.05 931.24 1157.36
Profit before Financial Charges Depreciation & 152.37 246.46 163.27 262.30
Taxation

Less: Financial Charges 0.08 0.25 10.71 10.68
Less: Depreciation & Amortisation Expenses 5.16 5.94 2142 21.15
Profit Before Tax 147.13 240.27 131.14 23047
Less: Income Tax 34.85 56.23 35.67 56.23
Less: Provision for tax of earlier years (0.