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Hajmola, a popular product
of Dabur , is back in the news
as the Directorate General of
GST Intelligence (DGGI)
has issued a show-cause no-
tice on its classification—
whether it should be treated
as normal candy or an ay-
urvedic preparation.

O�cials confirmed to
businessline that a show
cause notice had been issued
post completion of the in-
vestigation. Earlier, a sum-
mons was issued to the com-
pany, and it made certain
submissions. 

For normal candy, the
GST rate is 18 per cent, while
for ayurvedic preparations, it
is 12 per cent.

A similar issue was raised
during the pre-GST regime
when the Supreme Court in
2002 dismissed an appeal
filed by the Commissioner of
Central Excise, Chandigarh,
against a ruling by the
erstwhile CEGAT (Central
Custom, Excise & Gold Ap-
pellate Tribunal, now known
as the Customs Excise and
Service Tax Appellate
Tribunal or CESTAT),

that Hajmola tablets are ay-
urvedic medicines.

After a ruling by the Alla-
habad High Court in 2016,
Uttar Pradesh’s Commercial
Tax Department appealed
against a ruling by a tribunal
which held ‘Chyawanprash,’
‘Hajmola’ and ‘Hajmola
Candy’ are medicines for the
purposes of tax. 

The Department chal-
lenged the ruling by ques-
tioning “whether, on the
facts and circumstances of
the case, the tribunal was
legally justified in holding
these products to be medi-
cines even though they are
not sold in medical shops but

rather in general stores?”
The court took note of the

tribunal’s observation,
which stated that Dabur In-
dia manufactured all three
products for many years un-
der a licence granted to it by
the licensing o�cer of Ay-
urvedic and Unani Services
under the Drug and Cosmet-
ics Act, 1940. 

LICENCE CATEGORY
The tribunal held that for
any product manufactured
under a licence for a drug,
the nature of the product
would be that of a medicine.
The place of sale is not a rel-
evant criteria, it said.

Hajmola candy is the
latest case under the issue of
classification after donuts.
Mumbai-based MOD re-
ceived a ₹ 100 crore tax no-
tice from the DGGI for al-
legedly misclassifying its
donut. The chain is charged
with paying a 5 per cent GST
rate on donuts, claiming they
qualify as restaurant ser-
vices, instead of the 18 per
cent tax applicable to bakery
items. The matter is pending
in the Bombay High Court,
though the notice has been
stayed.

Shishir Sinha
New Delhi

Dabur’s Hajmola faces GST heat
over candy versus ayurvedic tag 

The products are licensed
under Ayurvedic and Unani
Services under the Drug and
Cosmetics Act, 1940

Drugmaker Lupin has cre-
ated a separate entity for its
consumer healthcare busi-
ness. LupinLife Consumer
Healthcare Ltd will be a
wholly-owned subsidiary
from July 1, the company
said.

In a move similar to in-
dustry peers who created
separate outfits for con-
sumer healthcare, Lupin
said, its specialised con-
sumer healthcare entity will
focus on India’s rapidly
growing self-care market.
Drugmakers including Cipla,
Glenmark and Mankind
Pharma, besides interna-
tional drugmakers Sanofi, to
name a few, have adopted a
similar strategy. 

Anil Kaushal will lead Lu-
pin’s new independent en-
tity as Chief Executive Of-
ficer, the company said,
adding that the restructuring
would enable enhanced fo-
cus with targeted

investments.
Earlier this year, Lupin

said it was transferring its
over-the-counter (OTC)
consumer healthcare busi-
ness to a wholly-owned sub-
sidiary for ₹550-650 crore. 

OTC BUSINESS
The rationale in separating
OTC as an independent en-
tity positioned it “to thrive in
the rapidly growing OTC
market while allowing it to
sharpen its focus on core
strengths in prescription

drugs,” the company said. 
The revenue of the OTC

consumer healthcare busi-
ness for FY24 for brands pro-
posed to be hived o� was
about ₹148 crore, or about 1
per cent of the turnover of
the company on a standalone
basis for FY24 (₹14,666
crore), it added. 

BRANCHING OUT
LupinLife Consumer
Healthcare has emerged
with its portfolio of scien-
tifically formulated brands,

including Softovac, Beplex
Forte, Corcium and Aptivate,
the company said. 

Explaining why pharma
industry players are choos-
ing to spin-out consumer
healthcare, Krishnanath
Munde, Associate Director,
India Ratings and Research
Pvt Ltd said, companies were
started and built with a
pharma focus, and today they
find they have strong con-
sumer healthcare and OTC
brands, as well. 

Having achieved a certain
size, they are carving-out
consumer healthcare to
streamline operations and
focus between prescription-
driven medicines business
and OTC products (that
would have a more FMCG-
style of promotion.) 

Also, it will help bring in
funds to fuel growth, as com-
panies could look at a pos-
sible listing of the entity, he
said. With the parent com-
panies being listed entities, it
would not be di�cult for the
subsidiary to also take that
path, he said. 

Lupin floats dedicated arm for
consumer healthcare business 
IN THE RACE. The wholly-owned subsidiary will focus on growing the self-care market 
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HEALTHY MOVE. Earlier this year, Lupin had said it was
transferring its OTC consumer healthcare business to a wholly
owned subsidiary for ₹550-650 crore REUTERS 

Zango AI raises $4.8 m, led
by Nexus Venture Partners

Bengaluru: Zango has raised
$4.8 million in a seed round led
by Nexus Venture Partners with
participation from South Park
Commons. Others include
Richard Davies, CEO of Allica
Bank; Alan Morgan, Senior
Partner Financial Services at
McKinsey (EMEA) and
Chairman Adfisco; Mark
Ransford, Notion Capital, No
Label Ventures and Start
Ventures. Zango will expand
into other verticals of financial
services as well as into
insurance and asset
management. OUR BUREAU

QUICKLY.

Bambrew secures 
₹90 crore funding

Bengaluru: Sustainable
packaging start-up Bambrew
has raised ₹90 crore in a
funding round led by Ashok
Goel, former Managing
Director of Essel Propack,
along with Japanese venture
capital firm Enrission India
Capital. This investment will
power R&D, scale the
company’s manufacturing and
expand its presence in global
markets, including West Asia
and North America. OUR BUREAU

As AI continues to automate
repetitive tasks across
sectors, its influence is
rapidly expanding into
finance and accountancy.
While accountants have
always adapted to new tools,
AI marks an inflection point
for not just how work is
done, but the very skills
needed to stay relevant.
According to Lucia
Real-Martin, Executive
Director- Relationships,
Association of Chartered
Certified Accountants
(ACCA), “It’s not the
accountant who uses AI that
will be replaced, but the one
who doesn’t.” 

Edited excerpts: 

How is the role of
accountants set to
change with AI coming
into the picture?
The profession is moving
from traditional number-
crunching to strategic de-
cision-making. Future ac-
countants will be required to
excel in data governance,
critical thinking, and leader-
ship skills that go beyond
automation. While AI will
take over tasks like data min-
ing and report generation,
managing data integrity,
identifying AI errors, and
driving value will fall
squarely on accountants.
This evolution also reflects a
shift in roles, from CFOs to
Chief Value O�cers .

How is ACCA updating
its curriculum to stay
ahead of these changes?
We’re transforming our
qualification to be not just
future-fit but future-relev-
ant. Technology, including
AI, is embedded throughout
the curriculum, from found-
ational levels to advanced
areas like tax, audit, and per-

formance management.
We’ve introduced employab-
ility skills much earlier, re-
flecting what employers now
demand- graduates who can
contribute from day one. We
continue to emphasise ap-
plied knowledge but with a
stronger focus on digital flu-
ency and real-world
problem-solving.

Are employers globally
demanding more
job-ready professionals?
Absolutely. Employers no
longer have the luxury to
train extensively post-hire.
The pace of technological
and geopolitical change is ac-
celerating, and companies
need talent that is immedi-
ately productive. Our cur-
riculum changes are de-
signed to meet that
challenge.

Sustainability is gaining
prominence. How is
ACCA embedding
sustainability in its
curriculum?
Sustainability is embedded
across the curriculum, but
we’re taking it a step further.
It’s now a core pillar of the
qualification. As ESG and
sustainability accounting be-
come mainstream, future ac-
countants must be equipped
to lead in this space. 

How important is the
Indian market for
ACCA?
We have over 80,000 stu-

dents and 3,000–5,000 mem-
bers and a�liates.

There’s strong mo-
mentum in regions like Ker-
ala, Karnataka, Tamil Nadu,
and Maharashtra. Global
mobility is a major draw, our
members can work in or re-
turn from international mar-
kets, especially with India’s
growing economic influence.

What kind of traction
are you seeing in tier-2
and tier-3 cities?
We’re actively expanding
through partnerships with
universities in non-metro
cities. 

We now have over 100
education partnerships, in-
cluding with Christ Univer-
sity, Jain University, and
State institutions like Uni-
versity of Mumbai and
Bengaluru. We’re also collab-
orating with IIMs across the
country.

Is there a
demand-supply gap in
the accountancy talent
pool in India?
Yes, and it’s growing. Eco-
nomic growth, policy re-
forms like GST and IFRS,
and innovation across sec-
tors are driving up demand
for skilled professionals. But
there’s a noticeable short-
age, especially in IFRS imple-
mentation and high-end fin-
ancial analysis. That’s why
we’re focusing on accessibil-
ity and professional
development.

Aishwarya Kumar
Bengaluru
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‘AI won’t replace accountants, but
those who ignore it might be replaced’

The pace of
technological and
geopolitical change is
accelerating, and
companies need talent
that is immediately
productive.
LUCIA REAL-MARTIN

Executive Director-Relationships,

ACCA 

Sony India aims to garner
revenue of ₹10,000 crore
over the next few years,
fuelled by various categories
including audio, gaming
devices, TVs and digital sig-
nage. The company on
Monday expanded its Bravia
Theatre portfolio with the
launch of two soundbars, in a
bid to strengthen its pres-
ence in the audio segment.

Sunil Nayyar, MD, Sony
India, said the company aims
to increase its market share
in the soundbar segment to
50 per cent from the current
share of about 39-40 per
cent. 

He added that the com-
pany is witnessing strong

growth in the overall audio
segment.

The Bravia Theatre Bar 6
has been priced ₹39,990 and
will be made available from
July 1, while the Bravia
Theatre System 6 has been
priced ₹49,990 and will go on
sale from July 3.

INTEGRATED SYSTEM
“By bringing our home
theatre products under the
Bravia brand, we are creating
a truly integrated entertain-
ment ecosystem. As Indian
consumers increasingly de-
mand richer audio-visual ex-
periences, we are confident
that this range will set a new
benchmark in the premium
home entertainment seg-
ment,” he added.

Talking about the com-
pany’s growth plans, Nayyar

said, “Overall, we are looking
to garner revenues to the
tune of ₹10,000 crore in the
next 2-3 years. Despite a
tough year for the industry,
as a company we grew in
FY25 in nearly double digits.
This year, with the launch of
new products, we are expect-
ing to see stronger growth. ”
The company ended FY24
with revenue of ₹7,664 crore.

SCREEN SIZE MATTERS
In the television business,
“while the 32 inches sub-seg-
ment is shrinking, the 44
inches segment is stable.
There is strong growth vis-
ible in 55 inches and above
sizes over the past three
years. In fact, 75 inches and
above sizes are growing at a
faster pace,” Nayyar
explained.

Meenakshi Verma Ambwani
New Delhi

Sony eyes ₹10,000 cr revenue in 2-3 yrs 
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