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Stock markets end higher for 2nd day led  Gera Developments appoints Paromita
by blue- Chlp buying, foreign fund inflows

MUMBAI, JULY 30:
Benchmark equity in-
dices Sensex and Nifty
ended higher on Thurs-
day, driven by arally in
blue-chip stocks Reliance
Industries, HDFC Bank
and foreign fund in-
flows.

In a volatile session,
the 30-share BSE Sensex
ended 273.55 points, or
0.35 per cent, higher at
77,928.15, helped by fag-
end buying.

During the day, it hita
high of 78,007.09 and a
low of 77,440.91, gyrat-
ing 566.18 points. His-
tory

The 50-share NSE
Nifty advanced by 66.95
points, or 0.28 per cent,
toend at 24,317.15.

From the Sensex pack,
Maruti Suzuki, Mahindra
& Mahindra, Reliance In-
dustries, State Bank of
India, HDFC Bank and
Power Grid were among

India’s
by 50%

NEW DELHI, JULY
30: India'sgold demand fell 6
per cent year-on-year (YoY)
to 131.4 tonnes in the second
quarter of 2026 as high prices
hampered jewellery sales,
even the total value of de-
mand increased by 50 per
centto a record Rs 1.98 lakh
crore, as per World Gold
Council (WGC) report.

While investment demand
for bars and coins remained
reasonably resilient despite
continued economic and
geopolitical uncertainty, the
decline in volumes was
mostly caused by reduced de-
mand for jewellery.

The value of purchases
reached the greatest level for
the quarter as a result of the
steep increase in gold prices,
offsetting the drop in physi-
caldemand.

According to the report,
many customers delayed
buying jewellery throughout
the quarter due to high do-
mestic gold prices. The cost
of purchasing gold also in-
creased due to higher import
levies and the 3 per cent
Goods and Services Tax

Kaleesuwari

the major winners. Adani
Ports, InterGlobe Avia-
tion, Bajaj Finserv and
Bharat Electronics were
among the laggards.
Foreign Institutional

Investors (FlIs) bought
equities worth Rs
2,981.87 crore on
Wednesday, according to
exchange data. As a re-
sult, domestic equities

gjold demand drops 6% In Q2;
to record Rs 1.98 lakh crore: Report

(GST), which further reduced
retail demand.

India's net gold imports
dropped 23 per cent YoY to
98.1tonnes during the quar-
ter, the lowest level since the
pandemic-affected Septem-
ber 2020 quarter.

The council cautioned that
arise in gold smuggling has
resulted from the govern-
ment's decision to increase
the import fee on gold to 15
per centin May, which hasin-

creased the price difference
between legitimate and unof-
ficial channels.

The report noted that in-
vestment interest in the pre-
cious metal remained strong
despite a decline in the de-
mand for jewellery due to
customers' persistent percep-
tion of gold as a safe-haven
asset in the face of market
turbulence and geopolitical
concerns.

It added that if prices sta-

stayed range-bound with
sharp intraday swings, as
investors weighed global
headwinds against re-
silient domestic funda-
mentals, he said.

Value rose

bilise, demand may increase
inthe second part of the year,
encouraging customers who
postponed purchases to buy
them again.

In recent market updates,
the council has also under-
lined that when domestic
prices began to decline from
their peak and orders for the
holiday season steadily in-
creased, the demand for jew-
elry began to show indica-
tionsof recovery.

Celebrates Retailer Engagement Event with

"Gold Winner - Mandl Dhamaka Sale Lucky Draw Contest"

Bangalore, July 30:
Gold Winner Refined Sun-
flower Qil, the flagship brand
of Kaleesuwari Refinery Pvt.
Ltd., successfully conducted
the prize distribution cere-
mony of its "Gold Winner -
Mandi Dhamaka Sale Lucky
Draw Contest", celebrating
the loyalty and continued
supportof retailersand trade
partners.

The event witnessed en-
thusiastic participation from
retailers, distributors, and
company representatives.
The programme com-
menced with an ice-breaking
session followed by a wel-
come address. Addressing
the gathering, Mr. Prem Ku-
mar, CEO of Kaleesuwari,
thanked partners for their
unwavering trustin the Gold
Winner brand and reaf-
firmed the company's com-
mitment to delivering qual-
ity products and rewarding
customer loyalty.

A major highlight of the
event was the announce-
ment of the lucky draw win-
ners and the presentation of
prizes. The winners were fe-
licitated by Mr. Prem Kumar,
CEO, Kaleesuwari, alongside
company officials and dis-
tributor representatives.

The highlight of the Gold

Sale Lucky Draw Contest
was the presentation of the
grand prizes to the lucky win-
ners. Two Wheeler Winner:
Mr. Shamanth, Sri Pad-
mashree Distributors

- 75-Inch Television Win-
ner: Mr. Babu, Joseph
Traders

Winner - Mandi Dhamaka

In addition to the grand
prizes, several lucky winners
were rewarded with exciting
household appliances as part
of the Gold Winner - Mandi
Dhamaka Sale Lucky Draw
Contest, including: 10 Cook-
ers, 10 Induction Stoves, 4
Washing Machines and 4
Refrigerators.

Reckitt clocks high single-digit growth In
India in April-June, led by Dettol, Durex

NEW DELHI, JULY 30: British
FMCG major Reckitt's India business
has recorded "high single-digit growth"
during the April-June quarter of the
current fiscal, driven by strong perfor-
mance of its germ protection, intimate
wellness and household care verticals,
and supported by expanded distribu-
tion and improved in-store execution.

India, which is part of Reckitt's
emerging markets business, delivered
high single-digit growth in the second
quarter (April-June), led by Dettol in
the germ protection segment and Durex

execution,”

inintimate wellness, the company said in
its earnings statement. The company
follows the calendar year (January-De-
cember) for its financial reporting.

"India delivered high-single-digit
growth, led by germ protection, inti-
mate wellness and household care, with
execution further enhanced by our ongo-
ing sales transformation driving ex-
panded coverage and improved in-store
itsaid.

Emerging markets, which account for
44 per cent of Core Reckitt's revenue,
reported like-for-like net revenue

growth of 9.4 per cent in the reporting
quarter, led by continued double-digit
growth in China and high single-digit
growth in India.

At the group level, Reckitt, which
owns brands such as Dettol, Durex,
Harpic, Finish, Lysol and Mucinex, re-
ported like-for-like net revenue growth
of 4.7 per cent. Core Reckitt, which
houses its key power brands, posted

like-for-like net revenue growth of 4.2

per cent, supported by balanced contri-
butions from both volume and
price/mix.

Deb Areng as Chief People Officer to
drive Its people and growth strategy

PUNE,JULY 30: Gera
Developments Private Lim-
ited (GDPL), one of India's
leading real estate develop-
ers known for pioneering
category-defining innova-
tions and the award-win-
ning creators of premium
residential and commercial
projects in Pune, Goa, Ben-
galuru, and California
(USA), has appointed Ms.
Paromita Deb Areng as
Chief People Officer (CPO).
With over 19 years of lead-
ership experience across
Human Resources, Talent
Management, Business
Partnering and Organiza-
tional Transformation,
Paromitawill lead the com-
pany's people strategy,
strengthen its high-perfor-
mance culture, and drive
organizational capability as
Gera continues its next
phase of growth.

Paromita has held HR
leadership roles at Zaggle,
Dr. Reddy's Laboratories,
and Palmonas (as Frac-
tional Head of HR), and
has worked across the full
spectrum of HR functions
at Roche Diabetes Care,
Boehringer Ingelheim, My-
lan, MSD Pharmaceuticals,
and Reliance Industries.

Commenting on the ap-
pointment, Mr. Gulzar
Malhotra, Chief Executive
Officer (CEO), Gera Devel-
opments Private Limited,
said, "At Gera, our people
have always been the foun-
dation of our success. As we
continue to scale our busi-
ness while strengthening
our culture of innovation
and excellence, investing in
leadership that can build
future-ready organizations
becomes increasingly im-
portant. We are delighted
to welcome Paromita to our
leadership team. Paromita
has spent close to two
decades building HR func-
tions across some of the
country's most demanding
industries. Her extensive
experience in building
high-performing teams,
driving  organizational
transformation and creat-
ing strong people practices
will play an important role
in supporting our long-
term vision and growth

journey."

Speaking on her appoint-
ment, Ms. Paromita Deb
Areng, Chief People Offi-
cer, Gera Developments
Private Limited, said, "l am
thrilled to join Gera Devel-
opments at such an excit-
ing stage of its growth jour-
ney. Gera has builtastrong
reputation  over five
decades not only for inno-
vation in real estate but
also for creating an em-
powering workplace cul-
ture. I look forward to part-
nering with the leadership
team to strengthen our
people capabilities, nurture
leadership at every level,
and build an agile, future-
ready organization where
people can thrive while de-
livering exceptional value
to our customers."

In her new role, Paromita
will oversee the Human Re-
sources function across the
organization, with a focus
on talent acquisition, lead-
ership development, em-
ployee engagement, orga-
nizational effectiveness
and culture building. She
will work closely with the
leadership  team to
strengthen Gera's people-
first philosophy while
building the capabilities re-
quired to support the com-
pany's continued expan-
sion. GeographicReference

Her appointment rein-
forces Gera Developments'
commitment to investing
in leadership and creating
a workplace that attracts,
develops and retains excep-
tional talent. As the com-
pany continues to expand

its footprint and introduce
industry-first innovations,
strengthening organiza-
tional capabilities and culti-
vating a high-performance
culture remain central to its
long-term growth strategy.

Gera Developments Pri-
vate Limited, a reputed
brand for over 50 years, is
one of the pioneers of the
Real Estate business in
Pune. Recognised as the
creators of premium resi-
dential and commercial
projects in Pune, Goa and
Bengaluru, the brand has
established a global pres-
ence through develop-
ments in California, USA.
Gera prides itself on pro-
viding long-term enjoy-
ment to customers, by hav-
ing a distinct
customer-first approach.
The philosophy at Gera of
"Let's Outdo" rests on the
trinity of Innovation,
Transparency, and En-
hanced Customer Experi-
ence. It is at the heart of
Gera's effort to infuse inno-
vation and transparency in
Real Estate and home
building, with an unwaver-
ing focus on meeting the
shifting lifestyle dynamics
of their customers, while
upholding the premium
living experience. Accord-
ingly, there are many "firsts'
that stand to Gera's credit.

The company introduced
a5-Year Warranty on Real
Estate, consisting of Pre-
ventive Maintenance & Re-
pairs and provision of in-
surance on buildings way
back in 2004 for the first
time in India. RERA man-

dated the same only in
2017. Geraalso introduced
India's firstand only 7-year
warranty in Real Estate.
They have designed and
launched a pathbreaking
concept, the award-win-
ning ChildCentric®
Homes, and WellnessCen-
tric Homes™ which revolu-
tionised the Real Estate
sector for both, the devel-
oper and the home buyer.
The company has also
launched Gera's Home Eq-
uity Power -- a first-of-its-
kind industry initiative
providing financial flexibil-
ity to customers to with-
draw funds from their prior
payments to meet financial

emergencies. Trend-
ingVideos
These products are

matched by the services of
the GeraWorld® Mobile
App, which brings speed,
convenience, and trans-
parency to the buyer, en-
hancing customer experi-
ence. Gera Developments
has also launched the Club
Outdo initiative, a tech-dri-
ven loyalty and referral
program that provides
multiple benefits, offers,
and community engage-
ment opportunities to ex-
isting and new customers.

The company empha-
sises delivering value-
added experiences to cus-
tomers, with projects
designed around the evolv-
ing needs of their cus-
tomers. Driven by trust,
quality, a customer-first
mindset, and innovation,
the brand has won several
national and international
awards on both the product
and service fronts. Gera
continues to be recognised
by the Great Place to
Work® (GPTW) Institute
among India's Best Work-
places.

Gera envisions raising
the standards of Real Es-
tate in India. As they rede-
fine new standards of ser-
vice orientation, product
innovation, real estate
marketing, and brand
building, they are consis-
tently generating fresh
value for its stakeholders,
while setting new bench-
marks for the industry.

Meet Orgaheal: An Organic Nutraceutical

Brand Focusec

RAJASTHAN, JULY
30: As Indian consumers
become increasingly mind-
ful of what they eat and the
ingredients they consume
every day, conversations
around nutrition are gradu-
ally shifting beyond labels
and marketing claims to-
wards transparency, quality,
and informed decision-mak-
ing. Growing awareness
around preventive wellness,
clean-label products, and
certified organic ingredients
has encouraged many con-
sumers to evaluate not only
what they consume, but also
how those products are
sourced, formulated, and
tested before becoming part
of their daily routine.

Thisshiftreflectsabroader
transformation taking place
across India's health and
wellness ecosystem. Con-
sumers today have greater
access to information, en-
abling them to research in-
gredients, compare certifica-
tions, understand product
labels, and make choices
based on quality and credi-
bility. As a result, nutrition
brands are increasingly ex-
pected to provide greater
clarity around their sourcing
practices, formulation
processes, and quality stan-
dards.

The changing consumer
mindset is also influencing
India's organic food and
wellness sectors. While con-
venience and availability re-
main important, ingredient
integrity, responsible sourc-
ing, and transparent com-

munication are becomingin-
creasingly significantin pur-
chasing decisions.

A key reason certified or-
ganic nutrition continues to
resonate with many con-
sumers is the assurance it of-
fers around two growing
concerns: ingredient in-
tegrity and cultivation prac-
tices. As public awareness
around pesticide residues in
food and genetically modi-
fied ingredients continues to
increase, recognised organic
certification has become an
important reference point
for consumers seeking
greater confidence in the
products they choose. Rather
than relying solely on mar-
keting claims, many con-
sumers are increasingly
looking for recognised stan-
dards that provide greater
transparency around how in-
gredients are grown and ver-
ified. Against this backdrop
of changing consumer ex-
pectations, the nutraceutical
industry is evolving beyond
product claims towards
greater emphasis on ingredi-

ent integrity, quality assur-
ance, and responsible man-
ufacturing. Trusttoday isin-
creasingly shaped by the
ability of brands to communi-
cate clearly about their
sourcing practices, formula-
tion philosophy, certification
standards, and quality .

It is within this changing
landscape that Orgaheal has
positioned itself as an or-
ganic nutraceutical brand fo-
cused on certified organic
supplements and clean
everyday nutrition. Rather
than responding to short-
term wellness trends, the
company says its approach
centres on carefully selected
organicingredients, straight-
forward formulations, and
transparency throughout
product development.

According to the company,
Orgaheal was established
with the belief that nutrition
should begin with ingredient
quality rather than compli-
cated marketing claims. Its
philosophy focuses on certi-
fied organic sourcing, re-
sponsible formulation prac-

on Clean Everyday Nutrition

tices, and clear communica-
tion that helps consumers
understand what they are
choosing.

The company says its com-
mitment extends beyond
meeting recognised organic
requirements in India.
Alongside India's National
Programme for Organic Pro-
duction (NPOP) framework,
Orgaheal also aligns its in-
gredient sourcing with
USDA Organic standards,
reflecting an additional em-
phasis on internationally
recognised organic practices.
According to the company,
this approach supports its
broader objective of offering
consumers greater confi-
dence through recognised
certification and transparent
quality standards rather than
promotional  messaging
alone. WorldNews Section

Instead of positioning nu-
trition as a quick solution,
Orgaheal emphasises consis-
tency, responsible sourcing,
and quality verification
throughout product develop-
ment. The company believes
long-term consumer trust is
earned through reliability
rather than marketing
claims.

This philosophy extends
beyond products them-
selves. Orgaheal says educa-
tion plays an important role
in helping consumers navi-
gate an increasingly complex
nutrition market, where in-
gredient quality, certifica-
tions, and formulation trans-
parency are becoming more
important considerations.



