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Voices within
this Mumbai-
based conglom-
erate are grow-
ing louder
following a
court verdict

that derailed its acquisition of a
struggling company. We hear
that some board members—al-
ready uneasy with the group’s
overall direction—are now
demanding answers, not just for
this public setback but also on
broader governance issues.
Adding to the tension, the
leadership appears divided:
insiders say the son was never
fully on board with the acquisi-
tion, unlike his father, which has
further strained internal dy-
namics.

Family Rift

her there are any side effects.
“These medications have become

very popular in the west and there is
a lot of  hype around them, so many
people in India have been waiting to
try this out,” said Dr Neeraj Tulara,
general medicines and infectious di-

seases specialist at
LH Hiranandani
Hospital at Powai,
Mumbai. “Global-
ly, there are many
people who have
lost a good amount
of  weight and there
are significant
numbers who have
also stopped using.

So, it will take about six months to
tell if  there is significant benefit on
Indian patients or once it is stopped
there is weight regain.” Besides, he
said, “We have to see how patients to-
lerate the medication because the
Indian profile is different compared
to western patients.”

Rica Bhattacharyya

Mumbai: Consumption of  Moun-
jaro, Eli Lilly’s blockbuster we-
ight-loss drug, more than tripled
within a month of  its launch in In-
dia, according to data from in-
dustry tracker and market resear-
cher PharmaTrac.

According to the data, sales of  Mo-
unjaro 2.5 mg injections surged to
`4.8 crore in April from ̀ 1.42 crore in
March, when the drug was launched
in the country.

Doctors, however, are of  the view
that while popular weight-loss medi-
cations such as Mounjaro and Wego-
vy, which Novo Nordisk is expected
to bring to India, may be a boon in a
country of  more than 80 million obe-
se people, their efficacy remains to
be seen for the initial four-six
months in terms of  actual weight-
loss benefits to Indians, possible we-
ight regain once stopped and whet-

Doctors
usually
suggest a dose
escalation to 
5 mg after 
one month of
starting the
medication

Slim is In
Need to wait for initial 4-6 
months to assess weight-loss 
drugs’ effect on Indians: Doctors

`14,000-17,500
Cost of drug on a monthly basis

Drug can 
be a boon 
in tackling 
rising 
obesity 
on India: 
Doctors

80m
obese people

in India

GETTING FIT India sales of Eli Lilly’s drug more than triple to ̀ 4.8 crore in April, within a month of its launch, shows PharmaTrac data 
commercial, PharmaTrac, said
the initial tripling of  sales may be
an indicator of  adherence to the
once-a-week dosage schedule. 

“A few more months of  tracking
of  these products will give a clear
idea about the increasing accep-
tance of  the product among the
eligible Indian population,” she
said.

Studies on the effect of  the drug
in India —done in a few hospi-
tals—so far suggest that the

most common side effect is cons-
tipation, said doctors.

Other common side effects may in-
clude nausea, vomiting and diarrho-
ea. Currently, doctors are mostly
prescribing Mounjaro to patients
who are obese and have tried other
means but not lost weight.

Many have spoken about the af-
fordability of  the drug in the price
sensitive Indian market, where a
six month treatment could cost
about ̀ 1 lakh.

Mounjaro’s Now a Heavyweight in Weight-loss Fight

Dr Anurag Lila, visiting consul-
tant endocrinologist at Dr LH Hira-
nandani Hospital, Mumbai, said,
“Obesity is like a pandemic in India
and diabetes is very common and it
is one of  the useful drugs. It has been
well marketed abroad before it has
come to India. Thousands of  presc-
riptions have been there and clinical
trials are also done. It is a good and
useful molecule, so people were wai-
ting in India for a long time and peo-
ple are using it.”

Accor-
ding to a recent study pub-

lished in Lancet, 70% of  India's ur-
ban population is classified as ‘obe-
se’, or overweight.

Aasim Maldar, consultant-endo-
crinologist and diabetologist at
Mumbai’s PD Hinduja Hospital, sa-
id, “Tolerability level as of  now to
the drug is good but it will take at le-
ast four-six months to tell how bene-
ficial it is and what is the extent of  si-
de effect on patients. The side effect

profile, tolerance
profile and also the affordability fac-
tor are things that have to be taken
into consideration.” 

In India, Mounjaro is priced at
`3,500 for a 2.5 mg vial and ̀ 4,375 for a
5mg vial, which works out at ̀ 14,000-
17,500 per month depending on the
weekly dose. Doctors usually recom-
mend a dose escalation to 5 mg after
one month of  starting the medica-
tion, depending on side effects.

Sheetal Sapale, vice president,

ning to profitability with $557-mil-
lion Ebitda and reducing net debt
to $712 million from $775 million.
Globally, the company’s 4,000
workspaces span over 120 nations.

In terms of  the
number of  centres,
India is the fastest-
growing market in
APAC for IWG.

The uncertainties
caused by global
economic condi-
tions might help
the flexible work-
space industry, the
executive said.

“When there is
uncertainty, one of
the typical reac-

tions from companies will be to fo-
cus on their core business, which
could be manufacturing, trading,
marketing, or IT. Investing in offi-
ces or renting offices is not their
core business,” said Descrozaille.

Co-working Co IWG Sees
India as 3rd-largest Mkt

Faizan Haidar

New Delhi:India will be the third-
largest country in terms of  the
number of  co-working centres for
the International Workplace Gro-
up (IWG), a global hybrid workspa-
ce platform with brands including
Regus and Spaces, Marc Descroza-
ille, regional CEO of  Asia-Pacific
and Middle East & Africa regions,
IWG, told ET.

The firm, which has 105 centres
in India, will add 40 centres in the
current year. “India is among the
top 15 countries for IWG in terms
of  the number of  centres. But the-
re is no reason why we won’t be in
the top three in the next three to fi-
ve years. We need to add another
300 centres for that, and we will do
it,” said Descrozaille.

In 2024, IWG achieved record net-
work growth with 899 new centre
signings and 624 openings, retur-

Will reach target in 3-5 years: Senior exec

The firm,
which now
has 105
centres in
India, will 
add 40 
more in the 
current year

some offsets will slash 2025 ear-
nings before interest and taxes by
about 20%, the company estimates.

Other US automakers – the very
companies Trump says he’s trying
to help – will suffer as well, if  not
quite as much as GM. Except for
Tesla and startups like Lucid
Group and Rivian Automotive,
they all build cars elsewhere to sell
in the US. Ford Motor Co. on Mon-
day said it is facing a $2.5 billion
tariff  hit this year, which it aims to
offset with $1 billion in cost savings.

“It used to be that when you bo-

ught a Toyota, it was made in Japan
and when you bought a Chevy, it
was made here in the US,” said Erik
Gordon, a professor at the Universi-
ty of  Michigan’s Ross School of
Business. “Now, some Toyotas are
made in Japan and some are made
in the US. And if  you buy a Chevy, it
might have been made overseas.”

GM shares have fallen more than
14% this year as tariffs and an
uncertain economy weighed on the
stock. Among American automa-
kers, only Ford, which has the
lowest tariff  exposure, has seen its

shares gain this year.
GM will use cost cuts to offset 30%

of  its tariff  impact, rather than
raise prices on its cars, Chief
Financial Officer Paul Jacobson
told reporters last week. It also is
moving production of  some mo-
dels, including pickup trucks, into
its US factories. Analysts say GM
could get some relief  if  a new trade
agreement can be reached with
South Korea, where the company
operates three factories.

“There are ongoing discussions
with key trade partners that may

also have an impact,” Mary Barra,
GM’s chief  executive officer, said
in a May 1 letter to shareholders.
“We will continue to be nimble
and disciplined.”

GM said in an email that it can’t
comment on its import strategy.

But the automaker remains com-
mitted to its Korean operations,
which play a critical role as a global
export base for GM’s lower-priced
models, a company official said,
asking not to be identified because
the plans were confidential.

Jeff  Schuster, former vice presi-
dent of  research at GlobalData,
projects that car makers selling in
the US will cease building 1.5 mil-
lion mostly lower-priced vehicles
because the tariffs will make them
uncompetitive. That would worsen
an auto affordability crisis in the
US, where the average price of  a
new car tops $48,000, up 21% from
five years ago.

“It does take away the entry mar-
ket and obviously hurts those
buyers that are in that space,”
Schuster said. 

American Car, Made in Korea: Why GM’s Hurt by Tariffs
Tariffs have auto co scrambling to manage levies of up to $5 b this year, which may reduce its 2025 Ebit by about 20%

Bloomberg

Long gone are the days when an
imported car meant a foreign car.
And no company proves the point
more than General Motors Co.

The Detroit stalwart imported
more cars into the US last year than
any other automaker, even Japan’s
Toyota Motor Corp. Nearly half  of
the vehicles GM sold in the US last
year – 1.23 million autos – were built
abroad, according to researcher
GlobalData. That includes many of
its most affordable models, like the
Korean-made Chevrolet Trax and
Buick Envista SUVs, whose low
prices depend on cheap production.

Now, no American automaker
stands to lose more in President
Donald Trump’s trade war. Trump
has slapped 25% tariffs on impor-
ted autos, arguing it’s a response to
unfair barriers that American-
made cars face in other countries.
But the tariffs have GM scramb-
ling to manage levies of  up to $5
billion this year, which despite

� Nexus Select Completes
Ludhiana Property Deal

MUMBAI Nexus Select
Trust has completed the
acquisition of MBD Comp-
lex, which consists of an

operational mall and a hotel in Lud-
hiana at a total enterprise value of ̀̀ 531
crore including consideration of ̀̀ 490
crore. The transaction comprising a 0.3
million sq ft urban consumption centre
and a 96-key Radisson Hotel marks the
REIT’s second post-listing asset and
reinforces its inorganic growth strate-
gy. The enterprise value includes a
purchase consideration, associated
stamp duty of ̀̀ 10 crore, closing costs
and a provision for planned capital
expenditure. —Our Bureau

� IndiGo Flight, IPL
Match Get Bomb Threats 

MUMBAI An IndiGo flight
from Chandigarh made an
emergency landing at the
Mumbai airport following a

“bomb threat”, police said on Wednes-
day. Separately, a bomb threat e-mail
sent to the official account of the
Cricket Association of Bengal caused a
security scare during an IPL match
between Kolkata Knight Riders and
Chennai Super Kings at Edeb Gardens.

�Aster DM to Invest
`̀480 cr in B’luru Hospital

NEW DELHI Aster DM
Healthcare said it will
invest ̀̀ 480 crore to set up
a430-bed multispecialty

hospital in Bengaluru. The company
has signed a lease agreement to es-
tablish its fourth multispecialty hospi-
tal in Bengaluru, which will be located
at Sarjapur. Spanning 4 lakh sq ft, the
hospital’s first phase, with 300 beds,
will be operational by the second half
of FY27, with the remaining 130 beds
to be added by FY29, it said. 

In a Nutshell

growth in this financial year.
The maker of  GoodKnight and

Cinthol reported a 4% increase in
volume sales during the March qu-
arter and 6% in 2024-25 over a two-
year compound annual growth ra-
te (CAGR).

The company said factors such
as lower food inflation, income-tax
reduction and government's wel-
fare schemes will help sales

growth over the next 12-18 months.
“There’s also a pay commission,

which is due in the next 12 months.
We have seen in the past that every
time there’s a pay commission in-
crease, FMCG does well. So, these
are the reasons why, over the next
12 to 18 months, I feel like FMCG
may see some sort of  revival from
where it is,” said Sitapati.

In the past few years, Godrej Con-
sumer Products entered the deo-
dorants segment through the ac-
quisition of  Park Avenue and Ka-
masutra, expanded its organic
play in the fast-growing liquid de-
tergent segment with Godrej Fab
and tapped into the growing pet fo-
od market through a new subsidia-
ry, Godrej Pet Care, that recently
launched pet food brand Ninja.

The company said these catego-
ries have a multi-decadal growth
runway with lower per capita con-
sumption compared to other mar-
kets it operates. For instance,
spending per capita in Indonesia
is three times higher in deodo-
rants and seven times higher in
perfumes compared to India. Besi-
des, the body wash and liquid de-
tergents category has grown at 30-
35% CAGR over two years.

FMCG Likely to Bounce Back in
12-18 Mths: Godrej Consumer MD

Sagar Malviya

Mumbai: Godrej Consumer Pro-
ducts said there has been a devia-
tion over the past two years with
volume growth of  the fast-moving
consumer goods market lagging
gross domestic product (GDP)
growth. The company expects ea-
sing food inflation, normal monso-
on and pay commission in 2025-26
will boost demand.

“FMCG volume growth peaks
GDP growth. So if  GDP growth is
6%, median volume growth in
FMCG should be 7-7.5%. Over the
last two years, it has been 4%. So
there has been a 2-3% deviation,
which I think is a short-term devi-
ation, and it should come back," sa-
id Sudhir Sitapati, MD, Godrej
Consumer Products, guiding a
mid-high single-digit volume

Lower food inflation,
normal monsoon, pay
commission to help 
in revival, says Sitapati

SLOW SPEED

The maker of Good-
Knight and Cinthol 
posted a 4% increase in
volume sales during 
the March quarter

Rising tensions
between India
and Pakistan are
taking a direct
toll on corporate
travel. At least a
dozen top-tier

companies have either can-
celled or postponed plans for
cross-border conferences,
meetings, and offsites this
week. Several high-profile
events were called off immedi-
ately after news broke of India's
retaliatory strikes on terror
launchpads across the border,
with companies citing employ-
ee safety as their foremost
concern.

Safety First
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SALES HURTING, BUT HOPE IS AROUND THE COUNTER

India”, double down on e-com-
merce, quick commerce and mo-
dern trade.

“We will also focus on consolida-
tion of  stockists for better ROI, re-
ducing cost to serve in the urban
GT channel and enhanced use of
digital tools to boost extraction,”

Malhotra said.
Homegrown Da-

bur reported a net
profit of  `320 crore
in the quarter,
down from ̀ 350 cro-
re in the year-ago

quarter. Revenue from operations
increased marginally by 0.5% ye-
ar-on-year to `2,830 crore. Its reve-
nue for the full year stood at ̀ 12,563
crore, compared to ̀ 12,404 crore in
the previous year.

The company’s shares closed ne-
ar-flat at ̀ 480.8 apiece on the BSE.

Malhotra said in a statement that
he expects consumer demand in
India “to recover progressively in
the coming quarters, both in ur-
ban and rural markets”. Rural
markets contribute to nearly half
of  Dabur’s annual sales.

The company said foods grew
over 14% in the quarter, while
its skin and salon business grew
by 8%.

Malhotra added in the investor
call that the company will conti-
nue to premiumise its portfolio
across categories such as se-
rums, conditioners and masks
in its hair care portfolio and va-
lue-added toothpastes and gum-
mies, powders and efferve-
scents within healthcare.

He said Dabur has seven nearly
`500-crore brands, which contri-
bute over 70% to its portfolio.

Our Bureau

New Delhi: Packaged goods ma-
ker Dabur India reported an 8%
year-on-year decline in net profit
for the quarter to March, which it
said was impacted by a continued
challenging demand environ-
ment with high food inflation
and surge in cost of  living limi-
ting urban spending.

The maker of  Vatika shampoo
and Real juice added in an investor
call that it would rationalise slow-
moving products and double down
on quick commerce, as well as con-
solidate stockists and reduce costs
in urban general trade.

The company is looking at “ratio-
nalisation of  underperforming
products and SKUs in order to re-
lease capital for bigger bets... A
few examples of  these are Vedic
tea, adult and baby diapers and Vi-
ta,” Dabur’s chief  executive Mohit
Malhotra said in a post-earnings
investor call on Wednesday.

He said the company will drive
its go-to-market “for effective ex-
pansion across urban and rural

Revenue from 
operations 
rose 0.5% to

`2,830 cr
in Q4

Mixed Signals

Demand 
to recover 
progressively 
in the coming 
quarters: CEO

14% growth 
for foods biz, 

while skin 
and salon 
business 
grew 8%

Surge in cost 
of living 
limited urban 
spending

Co will 
continue to 
premiumise 

portfolio 
across 

categories

As net profit falls 8% to
`320 cr in March qtr, 
co plans to rationalise
underperforming items

Dabur to Focus on QComm,
Cost Cuts as Demand Slows

TCS Picks Up
Over 1 m sq ft
Space on Lease
in Hyderabad

Sobia Khan

Bengaluru: In one of  Hydera-
bad’s largest commercial real es-
tate deals, Tata Consultancy Ser-
vices (TCS) has leased more than
one million square feet of  office
space in the city’s financial dis-
trict, signalling its continued ex-
pansion and long-term commit-
ment to the region.

The Grade-A property—jointly
owned by Rajapushpa Asset Ma-
nagement LLP and Paradigm Cor-
poration—has been leased for 15
years at an annual rent of  `̀52.44
crore, with a 12% annual escala-
tion claus, showed a lease docu-
ment accessed via Propstack.

The lease spans all 19 floors of
the building, from ground to the
18th floor, at a monthly rent of  ̀̀ 43
per sq ft, totalling around `̀4.37
crore per month. TCS has also de-
posited a six-month security
amount of  `̀26.2 crore, underli-
ning the scale of  the transaction.

“This deal reinforces Hydera-
bad’s emergence as a major tech-

nology and busi-
ness hub, attrac-
ting large-scale in-
vestments from IT
majors like TCS,”
said a person fami-

liar with the
transaction.

According to Sa-
vills India, Hyde-
rabad continues
to show strong
momentum in of-
fice leasing. In Q1
2025, the city saw

over 2 million sq ft leased by large-
and mid-sized occupiers—accoun-
ting for over 80% of  total activity.

“Buoyed by a strong Grade-A
supply pipeline, a deep talent eco-
system, and the rising presence of
Global Capability Centres (GCCs),
Hyderabad has become a strategic
destination for both global and do-
mestic occupiers,” said Sarita
Hunt, managing director–Benga-
luru and Hyderabad, Savills India.

In Q1 2025, the technology sector
led office leasing across India with
a 32% share, followed by BFSI
(21%) and flex workspaces (13%).
Large deals over 100,000 sq. ft. ma-
de up 47% of  gross leasing activity.

Overall office absorption across
India’s top six cities stood at 18.9
million sq ft in Q1—up 10% year-
on-year—marking the strongest
first quarter since 2020.

TCS, which employs about
680,000 people globally, hired 625
employees in the March quarter
and 6,433 in FY25.

Co has leased
the property
for 15 years at
an annual rent
of ̀̀ 52.44 cr ,
with a 12%
yearly
escalation

REUTERS

could be a tad higher,” he said.
So far, consumer goods compani-

es have posted mixed volume
growth trends. HUL posted a 2%
volume growth, while Godrej Con-
sumer Products (GCPL) volume
was slightly higher at 4%. Tata
Consumer's volume rose about 6%
and Marico saw a 7% volume
growth during the March quarter.

DEMAND REVIVAL?
While companies have flagged a
softness in demand amid shrin-
king household budgets, most of
them predicted a strong recovery
in this fiscal year. GCPL mana-
ging director Sudhir Sitapati sa-
id he was bullish about consumer
demand over the next 12 months.

“El Nino impacts food prices in
India, and food inflation immedia-
tely has an impact on FMCG con-
sumption. So now that El Nino has
reversed, price inflation has come
down in January, February, March,
and we should see some kind of  de-
mand coming back,” said Sitapati,

adding income tax
reduction and go-
vernment's welfare
schemes over the
last year will start
to bear fruit.

The market grew
4.2% in FY25, slower than 6.6% in
FY24. While personal care has
held on to its growth levels at
4.6%, food and beverages slowed
significantly, down from a
growth of  7.8% in FY24 to just
4.4% last fiscal as sales of  catego-
ries such as atta, biscuits and sal-
ty snacks slowed down sharply in
the year.

“Urban demand is compressed,
but recently, we have started to
see rural areas being quite ro-
bust, especially in the north-cen-
tral and eastern regions. And
with the expectation of  a good
monsoon and a good crop, there's
clearly more positivity in the ru-
ral areas. We feel the macro situa-
tion is going to move more to-
wards consumption, and con-
sumption will start to play a grea-
ter part in the next few years of
GDP growth,” Rohit Jawa, MD at
HUL, told ET last month.

Less to Spend,
India Buys Less
of Daily Needs

Sagar Malviya

Mumbai:Demand for daily groce-
ries, household and personal pro-
ducts worsened to a 2-year low du-
ring the March quarter, indicating
delayed turnaround for the fast-
moving consumer goods sector.

Global research firm Kantar said
FMCG volume sales growth in the
March quarter was 3.5%, slowest
since the same period of  2023. A ye-
ar ago, the market had grown 5.5%
during the same quarter. Sales vo-
lume in rural markets rose 2.7%,
significantly slower than 6.3% a
year ago, while demand in cities
remained largely unchanged at
4.4% from a year earlier, according
to data from the research firm.

“At the household level, urban
areas are driving the growth whe-
re smaller local brands are outper-
forming bigger brands. However,
established companies are strong-
er in the rural markets, but the sta-
tus quo is expected to continue in
the next quarter also. The slower
growth last quarter is perhaps in-
dicative of  a slower recovery of
the FMCG sector,” said K Ramak-
rishnan, managing director, So-
uth Asia, Worldpanel Division.

Kantar monitors branded and
unorganised products, including
unpackaged voluminous commo-
dities and the numbers reflect slo-
wer sales across categories and
markets in the last many quarters.
For most listed companies, urban
markets account for anywhere
between 50% and 70% of  their ove-
rall sales and over the past year, in-
flationary pressures, low wage
growth and higher housing ren-
tals weighed on urban demand for
daily groceries and staples.

“Commentary for unlisted play-
ers, including Indian subsidiari-
es of  multinational corpora-
tions, D2C players, and regional
brands indicates a slightly better
performance, underscoring bro-
ader demand resilience,” said
Saugata Gupta, managing direc-
tor at Marico, at an earnings call
last week. “Data of  some of  the
D2C and unlisted players does
not get captured and the growth

Cart Trouble

Sales volume 
in rural 

markets 
went up 

2.7%, slower 
than 6.3% a 

year ago

Demand 
in cities 
remained 
largely un-
changed at 
4.4% from 
a year 
earlier

What’s 
weighing on 
urban demand?

Inflationary 
pressures

Low wage 
growth

Higher 
housing 
rentals

LONG ROAD TO RECOVERY Demand for groceries,
household products hits 2-year low in Jan-Mar
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