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India Market Overview 

ECONOMY 

It was a year of COVID-19 as it subsumed everything in 
its wake! During the Financial Year 2019-20 (FY20), the 
discussion was about US-China trade war along with the 
ensuing geopolitical tensions and general elections in 
India among others. FY20 was a witness of the start of 
the COVID-19 pandemic. However, FY21 was simply about 
the COVID-19 pandemic and its impact on individuals, 
communities, companies and nations. 

According to the International Monetary Fund (IMF), US 
GDP de-grew by 3.5% in CY20 as against a growth of 2.3% 
in CY19. Overall, Advanced Economies posted negative 
growth of 4.7%, with the sharpest contractions reported 
in Spain, the UK and France at 11%, 9.9% and 8.2%, 
respectively. Even the traditionally fast growing Emerging 
Markets & Developing Economies could not insulate 
themselves against the COVID-19 impact, recording a 
2.2% decline in GDP. China was the only bright spot with a 
growth of 2.3%. 

India too faced an uncertain FY21. The fiscal year began 
with a lockdown leading to multiple socio-economic 
challenges, such as mass exodus of the migrant labour 
population, subdued demand as consumers became 
cautious, job losses and reduced salary. The Indian economy 
contracted about 24% in Q1, FY21, with most businesses 
recording a washout quarter. As the lockdown gradually 
eased, with aggressive government policies to spur the 
economy, industries saw some demand returning. However, 
consumer sentiment remained weak, resulting in 
low offtake. 

As per the data from India’s National Statistical Office, the 
country’s GDP contracted by 7.3% for FY21 as compared to 
the growth rate of 4.2% in the previous fiscal.

Auto segment 
The industry was already witnessing a slowdown as the 
growth rate fell to 5.2% in FY19. It reported further 
negative growth with a fall of 14.2% in FY20 owing to 
overall economic slowdown, lack of government stimulus, 
liquidity crisis and poor consumer sentiments in face of the 
pandemic. The auto industry experienced a considerably 
poor Q1, but found the tide turning with steady increase in 
demand during the remaining quarters. According to the 
Society of Indian Automobile Manufacturers (SIAM), the 
industry saw a huge decline of 79% in Q1 numbers. As the 
lockdown gradually lifted, demand made a comeback to 
the market even as the production for Q2 continued to be 
negative with a de-growth of 7%. Q3 marked the beginning 
of the recovery phase, which can be largely attributed to 
the pent-up demand, positive agricultural economics and a 
moderate shift from public to private transport. 

During this quarter, Passenger Vehicle (PV) and Two-
Wheeler (2W) segments gained momentum while 
Commercial Vehicle (CV) and Three Wheeler (3W) 
segments were in the negative zone. The PV segment led 
the recovery quarter-on-quarter with sales at 0.9 million 
units, marginally above the previous best sales of 0.8 million 
units in January - March 2018. CV sales rebounded strongly 
in Q4 with 0.2 million units, accounting for nearly 40% of 
total yearly sales. 

However, despite the strong performance in the second 
half, the CV segment continued its FY20 downward spiral, 
reporting a 21% drop in sales to 0.57 million units in FY21 
from 0.72 million units in FY20. The 2W and 3W business, 
which together account for over 80% of the national sales, 
witnessed a de-growth of 13% and 66%, respectively, for 
the fiscal. 

The PV segment reported a 2.2% drop in sales to 2.7 million 
units from 2.8 million units in FY20. The silver lining was the 
continued demand for utility vehicles, which resulted in a 
healthy growth of 12% to 1.1 million units and accounted 
for 39% of the total PV market, up from 34% in FY20. The 
Electric Vehicle (EV) segment reported registration of 4,588 
units compared to 3,000 units in FY20.

Overall, the automobile industry remained in the negative 
territory with a 13.6% decline over FY20. 

Tyre Segment
Invariably, the slowdown in auto sales directly impacted the 
tyre industry. In the past, sales of tyres in the replacement 
market supported the industry in offsetting any de-growth 
in Original Equipment Manufacturers (OEMs). However, 
FY21 was different as lockdowns and poor consumer 
sentiment led to a negative growth in the tyre sector in 
India. According to the data released by the Automotive 
Tyre Manufacturers’ Association (ATMA), the tyre industry 
declined nearly 4% as compared with the year-ago period. 

As the unlocking phase progressed in India, aggressive 
measures were implemented to spur demand and, 
consequently, the industry witnessed traction in the 
Medium & Heavy Commercial Vehicle (M&HCV) segment—
with a reduced fall of 3% for FY21 compared to the 
staggering 12% in FY20. In April 2020, the segment saw 
a fall of 96% along with an overall decline of 56% for Q1. 
However, the tide turned in September 2020 when the 
segment showed a 39% growth over September 2019. 
If one looks at the performance of this segment since 
September 2020 till February 2021, it grew by 28%. 

The story for the other major segment, PV, is also similar. 
While it posted an overall drop of 10% for the 11 months 
period, the segment recouped its losses of the initial period 
in the second half of the fiscal. Production from September 
2020 to February 2021 accounted for 74% of total units for 
FY21 as compared to only 56% for FY20.
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Europe Market Overview 
ECONOMY

Europe struggled with further economic slowdown in CY20 
amid falling demand, persistent global trade tensions 
and uncertainties over Brexit—intensified by the looming 
challenges of the COVID-19 outbreak. 

The start of the year bore witness to the resolution of 
Brexit as the UK formally parted ways with the European 
Union (EU) on January 31, 2020. This was followed by the 
outbreak of COVID-19 pandemic across EU. Additional 
factors that continued to aggravate the situation in Europe 
included the falling oil prices threatening bankruptcy for 
many companies and discouraging consumer sentiments. 
Impacting the overall economic performance, the situation 
demanded a renewed evaluation of growth estimates and 
forecasts. The labour market showed a positive trend with 
reduction in unemployment resulting in purchasing power 
gains. However, private consumption declined indicating 
higher household savings amid uncertainties. 

Based on a report issued by Eurostat, the statistical office 
of the EU, the GDP for CY20 fell by 6.6% in the Euro markets 
and by 6.2% in the EU after gains of 1.3% and 1.6%, 
respectively, in CY19. 

Auto segment 
According to the European Automobile Manufacturer 
Associations, CY20 proved to be one of the worst years for 
the passenger car market with the highest yearly decline 
in car demand. The segment contracted by 24% to 9.9 
million units as a direct result of the COVID-19 pandemic. 
Containment measures including long and complete 
lockdowns among other restrictions had an unprecedented 
impact on car sales across the EU. 

New car registrations fell by 3 million units compared to 
2019 and all 27 EU markets recorded decline in double-
digits through 2020. Looking at the region’s biggest car 
markets, Spain faced the sharpest drop of 32% followed 
closely by Italy with a 28% decline while France de-grew by 
25%. In Germany, full-year losses were significant but less 
pronounced as it saw a decline of 19%.

The EU commercial vehicle segment struggled as the 
market shrank by 19% to reach 1.7 million units. While the 
industry did gain momentum in September and November 
2020, lockdowns and poor demand during the first six 
months continued to weigh on the yearly performance. All 
EU markets posted double-digit declines in 2020 with the 
exception of Denmark. Of the four major markets, Spain 
suffered the most at -26% followed by France at -17%, Italy 
at -15% and Germany at -15%.

Tyre segment 
Intrinsically connected to the auto industry, the tyre 
industry faced a difficult year as well. Imposition of 
lockdowns and mobility restrictions along with the 
economic crisis led to suspension of operations and 
shutdowns. This situation strongly impacted sales giving 
rise to unemployment. The OEM sector suffered greatly 
with a fall of 23% for consumer tyres and decline of 
18% for trucks. Given the poor consumer sentiment, the 
replacement market took a beating. Consumer tyres 
reported double digits decline of 12%—with both car winter 
tyres and summer tyres registering falls of 20% and 13%, 
respectively. Breathing life into the industry, the shining 
star was the all season car segment with a growth of 5% 
for CY20. The truck tyres segment registered a de-growth 
of 4% while agricultural tyre sales remained stable in 
comparison to the previous year.
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Industry Structure and Developments

India 
The tyre industry is directly dependent 
on the business from the OEMs and 
the replacement market. As the 
OEMs for PV and CV continued to 
show poor sales, demand from them 
impacted the tyre industry adversely. 
The replacement market, on the 
other hand, continued to support the 
industry and partially recouped the 
losses. 

The ATMA data shows replacement 
sales for M&HCV accounted for 
81% of total domestic production—
the highest across categories. A 
remarkable increase from 72% in the 
previous fiscal. Exports accounted for 
around 12% of the total volume for the 
segment. PV replacement accounted 
for 55% of total domestic availability, 
while OEMs contributed to around 
37% of the business. During the year, 
demand increased in rural India as is 
evident in the double-digit growth in 
the Tractor, Tractor Rear and Tractor 
Trailer segments, which grew by 47%, 
70% and 24%, respectively. 

India constitutes one of the biggest 
2W market in the world with more 
space for growth. Despite the 
pandemic, this segment is witnessing 
demand with people moving away 
from shared/ public transport and 
opting for personal vehicles, including 
two-wheelers. This trend drove the 
demand for tyres as well.

On the raw materials front, two 
distinct themes played out during 
the year. In the first half, lockdowns 
led to demand contraction along 
with a decline in raw material cost. 
However, in the second, recovery in 
automobile production and support 
from the replacement market resulted 
in a sharp rise in cost of raw materials. 
The challenges faced by the industry 
and its players included shipping and 
logistics management. The industry 
faced shortages of containers, blank 
sailings and port congestion leading 
to sharp spike in ocean freight rates 
during the second half of the year, 
adding to the cost push. 

Europe 
The first wave of the COVID-19 
pandemic saw subdued demand from 
the important passenger car tyre 
markets, such as Germany and Spain. 
The subpar demand continued from 
November due to a mild winter and 
the uncertainties linked to the second 
wave. Meanwhile, imports of PV tyres 
witnessed growth during the year and 
gained market share with majority 
resting with Ultra-High Performance 
(UHP) and winter tyres. 

While the truck tyre segment saw 
negative trends between March and 
July 2020, the segment recovered after 
September 2020 and showed positive 
growth.

After six continuous years of decline, 
agricultural tyre sales exhibited 
improved performance this year. 
This can be attributed to the focus 
on agricultural goods during the 
pandemic as well as the barriers faced 
by external trade and imports. The 
EU agricultural sector demonstrated 
resilience during the COVID-19 crisis. 

81%
Replacement sales for 
M&HCV accounted for
81% of total domestic 
production—the highest 
across categories.
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STRENGTHS WEAKNESSES

SWOT Analysis

• Apollo Tyres has the advantage of a diversified market 
base across geographies and therefore, it is not completely 
dependent on the Indian market alone. Further, the Company 
is working towards establishing and expanding its operations 
in newer large markets, including Association of Southeast 
Asian Nations (ASEAN) and North America.

• With a reasonable presence in the two-wheeler segment, the 
Company is recognised as a full-range tyre player in India 
with capabilities of servicing the large and growing two-
wheeler tyre segment in India.

• The Company is powered by strong product brands in its key 
markets, namely Apollo and Vredestein. 

• Apollo Tyres enjoys an extensive distribution network for its 
products across its two key markets.

• In Europe, Vredestein has a legacy of over 110 years with an 
established reputation and premium positioning, especially in 
the winter and all season segments. 

• With a strong manufacturing base in India and Europe along 
with a wide-spread network, the Company is strategically 
positioned to distribute and sell its products across the globe.

• Following the successful launch of its PV range in North 
America, the Company has forayed into the truck-bus tyre 
segment in this market.

• In India, the Company is a leading brand in the CV segment, 
which accounts for the bulk of the industry’s revenue. The 
Company is best positioned to maintain its leadership position 
in the truck radial segment and drive growth through it.

• With a global and culturally diversified management team, 
the Company drives growth across geographies.

• The Company’s Research & Development (R&D) facilities 
for PV and CV tyres play a key role in bringing cutting-edge 
technology and innovation. 

• Increased investment on building the corporate brand has 
been effective in strengthening Apollo Tyres’ position in India 
and establishing its presence on global platforms. 

• Through its long-established relationships with international 
OEM manufacturers in India, the Company has entered the 
premium OEM segments in India.

• The Company is aggressively pursuing its strategy of 
building OEM relationships in Europe and has found success 
towards this.

• The Company’s new ranges like Vredestein Wintrac Pro and 
Vredestein Quatrac Pro have been awarded high-level ratings 
by multiple external media and tyre testing agencies.

• In a rapidly rising raw material cost scenario, the 
Company may be unable to pass on cost escalations to 
consumers, in a timely fashion, due to intense competition 
and various market dynamics resulting in pressure on 
margins.

• European operations have been witnessing financial strain 
due to a dwindling market scenario along with pricing 
pressure and an internal operational struggle with a high-
cost plant in Western Europe and a ramping up plant in 
Central-Eastern Europe.

Management Discussion and Analysis
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OPPORTUNITIES THREATS

• The economic downturn or slowdown in the Company’s 
key markets (India and Europe) can result in decreased 
volumes and impact capacity utilisation.

• The continuing lockdown at the Company’s operational 
locations can have a significant impact on the business.

• The Company will continue to invest in the plant in 
Andhra Pradesh. There would be pressure on margins as 
the utilisations ramp up gradually and reduced demand 
due to COVID-19 pandemic.

• A weak Indian currency can result in pressure on margins, 
since the Company is a net importer.

• A growing influence of budget tyres, mainly Tier 2 and 
3 brands from established manufacturers, could further 
impact business in Europe.

• Consolidation in the distribution landscape as 
independent dealers are disappearing, wholesalers and 
company owned networks are growing. Internet is playing 
a major role in this change and this can impact the 
Company network and profitability. 

• High capital intensity resulting in regular need of large 
capex for growth putting pressure on free cash flows.

• Increase in raw material cost can impact the profitability 
of the Company.

• In India, the Company has maintained a healthy lead over its 
competitors with respect to capacity and market share in the 
Truck Bus Radial (TBR) segment. This is indicative of positive 
growth prospects with increasing ‘radialisation.’

• The Company is witnessing gains in market leadership gains 
in the passenger car tyre due to its strong and robust product 
portfolio.

• In the Indian market, the Company’s two-wheeler tyre 
product has been widely accepted with opportunities of 
scaling up its market share in a fast-growing and profitable 
segment. 

• The Company’s highly automated state-of-the-art 
Greenfield plant in Hungary is now scaling up and it is well-
positioned to grow in the European market due to a new 
cost-competitive manufacturing facility.

• The Company initiated deliveries to European OEMs 
endorsing the premium position of its Vredestein brand in an 
effort to generate replacement demand.

• Together, the Vredestein brand and the state-of-the-art 
plant in Hungary will prove instrumental in improving the 
Company’s product offerings leading to a more profitable 
premium car tyre segment.

• The Company plans to introduce the Vredestein brand in 
India which will cater to the higher segment of the market.

• The Company has launched truck radial tyres in Europe, 
which will further enhance revenue and market presence. 

• Growth in premium segment of PV (17” and above) in all 
product categories (Summer/All Season/Winter) where 
Vredestein has a strong presence. 

• The anti-dumping measures in EU against Chinese imports 
will lend support in  expanding Apollo’s TBR footprint.
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Segment-wise performance 
The Company continued to focus on its key regions—India 
and Europe. Also, it continued to build its presence in North 
America with product releases and seeding the market. 

In FY21, the APMEA (Asia Pacific, the Middle East and 
Africa) operation continued its focus on key themes for 
the Indian market—consolidating its leadership position 
and expanding market share by introducing new products 
across segments. During the fiscal, the Company also 
inaugurated its new greenfield plant in Andhra Pradesh, 
India. Committed investments in R&D and brand building 
continued to fuel the growth journey of the region to attain 
its vision. The region has seen continued OEMs approvals 
with high satisfaction as well as increased customer 
acknowledgements. For other countries in the APMEA 
region, the Company continued seeding the markets with 
country-specific products, building brand salience and 
expanding distribution networks. 

COMMERCIAL VEHICLES 

Apollo continued to consolidate its leadership in the CV 
segment. In the M&HCV category, Apollo Tyres’ truck range 
registered its highest figures in the replacement market 
with an all-time high demand. There was a gradual increase 
in demand from OEMs and Q3 onwards, it peaked at the 
highest recorded levels month on month. The Company 
gained market share during FY21 across bias and radial 
segments. New launches, increased network and investing 
in dealer relationships were some factors that contributed 
to this growth. 

In the Truck Bus Bias (TBB) segment, the Company 
launched its bias rib tyre, Apollo Abhimanyu, which 
became the new benchmark of performance within the 
segment. With more than 2.5 million kms of field and indoor 
testing, the product has been accepted for the growing 
performance demand for bias tyres by customers.

In addition, the premium drive tyre, Apollo XT100 HD, 
was launched. A combination of superior durability, tread 
mileage and world-class design, this product is the new 
flagship bias drive tyre in the Apollo TBB range. 

Apollo Tyres took the year to prepare for the high growth 
segments in the market. The tipper segment witnessed a 
greater demand for 11.00 R20 special application tyres.  
The Company’s Endutrax is a much-preferred brand in this 
application, and it has garnered major business from OEMs 
and saw strong volumes in the replacement market. 

In the Light Commercial Vehicle (LCV) segment, the 
Company continued to play on its strength of radials and 
dominated the market with an extremely high replacement 
market share. The product quality gained favour with the 
OEMs, which led to Apollo earning one of the highest shares 
of its business. 

In Pickup and SCV radials, the Company’s EnduMaxx LT 
initiated its journey towards leadership. In the replacement 
market, it gained market share and found fitments in 
reputed OEMs, including Ashok Leyland, Tata Motors and 
Isuzu. Increased focus on rural journeys also supported the 
growth in this segment.

PASSENGER VEHICLES 

In FY21, the Company continued to cement its market 
leadership position in India in the PV segment. The growth 
strategy was driven by high decibel marketing campaigns, 
expansion of its distribution footprint, new product 
launches and increasing the base of OEM clients. Even as 
the economic downturn continued, the Company leveraged 
its strengths to find opportunities in the various challenges 
it faced across the country. As a result of its initiatives and 
strong branding, the category recorded good growth over 
FY20 and improved its market share by 2%. 

Management Discussion and Analysis
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50%
Upward growth in Company’s 
OHT replacement market in 
FY21 compared to FY20
 

In the passenger car segment, the Company saw strong 
growth across all its brands. The Aspire 4G range, which is 
known for its exceptional high-speed braking and control, 
posted a strong growth and reinforced its presence in 
the luxury segment owing to range expansion, multiple 
branding initiatives and increasing penetration among 
the dealers. Having expanded its Aspire 4G portfolio, the 
Company can cater to a wide range of luxury car brands, 
such as Audi A6, Ford Mustang, BMW 3 Series, Mercedes 
CLS, Mercedes M Class, Porsche Cayenne and VW Touareg.

The other brands for the segment, including the Alnac 
and Amazer, posted strong growth. In fact, the Company 
recorded an unsurpassed figure of about 345,000 units  of 
Amazer 4G Life in the month of March 2021. On the OEM 
front, Apollo witnessed positive growth due to the revival 
in OEM sales. It also added OE fitment to its portfolio for 
prominent OEMs, such as Creta and Venue from Hyundai 
and Seltos and Sonet from Kia.  

SUVs have become fastest growing segment in the Indian 
market with the success of the compact SUV (CSUV) 
segment outperforming all other car segments in the last 
5 years. Every single CSUV launched by OEMs garnered 
record bookings and long waiting periods. The Company has 
focused on developing a dedicated CSUV tyre for two years 
and through the efforts of the R&D team, the fiscal saw the 
Company successfully launched a dedicated tyre for the 
CSUVs—Apterra Cross. The Company outlined a robust 
plan for the SUV segment while its flagship pattern, Apterra 
HT2, continued to show the highest growth. 

OFF-HIGHWAY TYRES

The Company’s Off-Highway Tyres (OHT) category is 
focussed on three key sub-segments: Agriculture, Industrial 
and Earthmovers.

The Agriculture segment proved to be the silver lining for 
the economy during the pandemic-laced fiscal. The segment 
saw good growth as it was supported by two consecutive 
years of normal monsoons, two bumper crops, increase 
in agriculture income and higher allocation to Mahatma 
Gandhi National Rural Employment Guarantee Scheme 
(MGNREGS) by the Government.

During the lockdown, India was home to a mass exodus 
of migrant labourers returning to their native villages. 
This reverse migration pushed farmers to invest more in 
mechanised agriculture, which resulted in a strong growth 
in demand for both tractors as well as agricultural tyres.  

The Company showed upward growth of 50% in the 
replacement market in FY21 compared to FY20 and 
gained substantial market share in this space. It further 
consolidated its position by increasing its share of business 
with OEMs. 

By expanding its already strong portfolio, Apollo created 
a firm foothold for its brand within this segment. Besides 
its established products, such as Farmking, Virat 23 and 
Krishak Gold, the Company also offers a host of products 
across special applications, including puddling, compact 
tractors and row crop propelled the growth.  

In the Industrial tyres category, the Company reported 
unprecedented figures in the replacement market and 
increased its market share. Moreover, the robust OEM 
demand from the second half of the fiscal was promising 
with the addition of Case and Indofarm to the client base. 

During FY21, the Company introduced next generation 
products for backhoe loaders, graders and compactors 
under the ‘Terra’ brand. The Company offers a wide range of 
products for every mass application in this category. 

In the Earthmover category, Apollo Tyres continued to bag 
key tenders with Coal India. The Company’s latest product, 
which has been developed specifically for limestone mining, 
caters to coal and limestone mining accounting for 80% of 
India’s mining activity.

~345,000 
Highest number of Amazer 
4G Life sold in March 2021
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TWO WHEELERS

Apollo Tyres aims to build a strong foothold in the high 
value and profitable premium motorcycle tyre market, 
which caters to the top 20% of motorcycle market in India. 
It continued towards this vision driven by new product 
launches, effective marketing campaigns, increasing 
distribution footprint and creating a strong consumer 
demand for technology-backed products. 

During FY21, the Company inaugurated its motorcycle 
tyre plant in Limda, Gujarat, for high-end X-ply and steel 
radial products. With this advanced and futuristic facility, 
the Company has developed a global portfolio of high-end 
bias and steel radial tyres. The fiscal saw the Company 
extending its steel radials portfolio to the entry-level sports 
motorcycle (150-200cc) segment. This has facilitated a 
multi-fold increase in its volumes over the previous year 
leading to a market share of 20% in the premium sports 
motorcycle segment. The Company’s high-decibel digital 
campaign #TestTheAlphaChallenge encouraged consumers 
to test its steel radial products with a 30-day return policy 
on payment made, if the consumer was dissatisfied.

In the high-end X-ply products for premium motorcycles, 
the Company launched a specialised off-road pattern 
for Royal Enfield motorcycles, actiGRIP R6 and actiGRIP 
F6. The product caters to the everlasting need of these 
consumers to explore uncharted geographies and offers 
them the freedom to ride confidently.

The Company derives nearly 20% of volume sales from  
rural markets. The wide 2W product portfolio has enabled  
cross-selling agricultural and car products. 

RETAIL FOCUS

Over the years, the tyre industry in India has been 
witnessing a change in the retail landscape. The major 
players are focused on enhancing the consumer experience 
at the retail point and Apollo has been at the forefront of 
this change. Today, over 50% of its sales comes from over 
650 plus branded retail network across 150 cities. The 
Company’s branded retail outlets provide  
state-of-the-art infrastructure ensuring superior customer 
experiences through skilled staff. 

Driven by its objective of developing its rural distribution 
footprint, the Company introduced a new low-cost format 
‘Apollo Tyre Sarpanch’ during the year. In the first year, the 
Company set-up more than 550 stores. With this initiative 
added to its existing ‘Apollo Rural Exclusive Dealership’ and 
‘AVK/ ARD’ format, the Company has extended its reach to 
the hinterland of India. 

For the CV segment, the Company continued to focus on 
expanding its retail network of Apollo CV Zones, which offer 
best-in-class tyre service to commercial truck and bus fleets. 
The Company has the largest network of 76 CV Zones within 
the tyre industry. In addition, it has a strong network of 
around 50 Apollo Retread Zones offering the most reliable 
re-treading service to ensure maximum value realisation from 
truck bus tyres. 

BRAND BUILDING 

The COVID-19 pandemic called for reduced brand-
building initiatives in terms of investments and volume of 
advertisements. Nevertheless, in terms of brand salience 
and recall, Apollo Tyres held its ground at the second place. 
In FY21, the Company’s brand-building campaigns were 
primarily designed for digital platforms, including social 
media initiatives. 

The Company’s initiatives like ‘Vehicle and Tyre Care during 
Lockdown’, ‘How to get tyres during the lockdown?’, etc 
were channelised through digital mediums. Further, the 
Company also focussed on showcasing its CSR work done 
during the year including initiatives done in Gurgaon slums 
and for the trucking community to build on brand affinity. 

Beyond brand specific and CSR related promotion, the 
Company also encouraged people to ‘Maintain the 
Distance’, follow proper sanitisation when travelling, etc. 
bringing lot of readers on our social brand handles as well 
as on our website. After the lockdown, as the Company 
witnessed a surge in demand, its hyperlocal initiative to 
help consumers locate its nearest dealers worked wonders 
to generate footfalls for its partner network.

Apollo Tyres continues to invest heavily in rural markets to 
create a brand presence in the hinterland with targeted 
campaigns running during farming seasons to promote its 
tractor tyres and specific pickup segment vehicle tyres. A 
strong rural distribution network was established helping 
the overall business.

Management Discussion and Analysis
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In FY21, the Company launched its first motorcycling-
based web series with PowerDrift. The four-part video 
content series built on different journeys across the country 
with more than 4 million views on YouTube and a much 
higher engagement index on other social media platforms. 
The initiative not only established a shared passion for 
motorcycling with consumers but also became the first of its 
kind in the industry.

The Company also continued connecting with its loyal 
communities across cities via digital variants of its flagship 
‘Bad Road Buddies’ initiative and regional biking. 

In the CV space, the Company continued to build the 
driver connect programme, ‘Apollo Swastha Saathi’. The 
programme expanded to include new districts and has 
been recognised by the driver community for ensuring their 
health and safety, especially during the pandemic. 

Building a strong brand across segments, the Company 
become the first Indian tyre company to introduce the 
branded retail concept in agriculture tyres and opened 
four ‘Apollo Farm Zones’ during the year. It also expanded 
its concept of ‘Apollo Farm Points’ with more than 200 
additions in FY21. 

Beyond expanding the retail network, the Company 
connected with end consumers through digital and social 
media platforms. The Company’s digital campaigns for 
puddling and compact segment were a huge success 
reaching more then 25 million people and attracting over 5 
million views on various social media platforms.

The Company also organised the second edition of 
Apollo Farm Power Awards in collaboration with ICFA 
(Indian Chamber of Food & Agriculture) to recognise the 
best tractor models introduced in India across different 
categories. This event was graced by the Agriculture Union 
Minister with active participation from all key OEMs. 

BEYOND INDIA 

With operations in key countries like Thailand, South Africa, 
Philippines, UAE, Ethiopia and Indonesia—in the APMEA 
region, the Company continued to invest in creating brand, 
working on the requirements of each region to bring country 
specific products. 

EUROPE    

In Europe, the Company largely operates in the 
replacement market in PV radials, agriculture, industrial, 
TBR and bicycle segments, even as it continues to make 
inroads into the OEM segment across all segments. 

For the Europe region, the fiscal was an important one as it 
completed the specialisation of its plant in Enschede, The 
Netherlands. The Dutch operations were facing challenges 
of economic viability against the accelerated market 
transformation. For a long-term sustainable future, the 
Company initiated the specialisation process which entailed 
focus on profitable products, such as agricultural tyres and 
high value—niche segment passenger car tyres. 

Owing to the dual impact of the COVID-19 pandemic and 
revamp of the Company’s product portfolio of the ‘Apollo’ 
branded tyres, volumes for passenger car tyres decreased. 
However, the market share of the Vredestein brand 
remained stable over the fiscal. Given the decline in the PV 
tyres market, the Company inched its market share up in 
UHP and ultra, ultra-high performance (UUHP) segments. 

In the agricultural segment, the Company witnessed stable 
sales and continued to hold on its market share. While the 
region has a significant presence in the OEM sector, its 
sales slightly declined in line with reduced production by 
OEMs due to pandemic-related challenges. However, this 
was compensated with the increased sales in replacement. 
In the Industrial Construction segment, the Company 
added new OEM customers, including Caterpillar and 
Liebherr, and posted growth as a consequence of strong 
replacement volumes. 

200+
Apollo Farm Points  
expanded in FY21
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In the TBR segment, the Company showed growth in most 
countries across Europe and closed the year delivering a 
strong performance over FY20. 

On the Bicycle tyres segment, the pandemic had both a 
positive and negative impact. While lockdowns lasted, 
cycling became increasingly popular as anxiety over public 
transportation and surge in exercise meant that more 
people choose to use (electric) bicycles. This led to spike 
in demand and a growth in sales. On the other hand, the 
disruption in the supply chain meant shortage of raw 
materials, absence of workers and infrastructural and 
logistical challenges. It proved difficult for the Company to 
optimise on the opportunity in this scenario. 

OUTLOOK

The second wave of COVID-19 pandemic implies further 
challenges for various economies, including India. 

According to the International Monetary Fund (IMF), global 
prospects remain highly uncertain. New virus mutations 
and the accumulating human toll raise concerns, even as 
growing vaccine coverage lifts people’s sentiments. The 
outlook depends not only on the outcome of the battle 
between the virus and vaccines—it also hinges on how 
effectively economic policies are deployed to limit lasting 
damage from this unprecedented crisis.

The IMF is projecting a global growth at 6% in 2021 
moderating to 4.4% in 2022. However, uncertainty 
surrounds this outlook considering the path of the 
pandemic, the effectiveness of policy support to provide a 
bridge to vaccine-powered normalisation and the evolution 
of financial conditions.

In Europe, the economic activities are currently undergoing 
stress due to lockdowns and falling demand. As per the IMF, 
the European economy is expected to recover by 4.7% in 2021.  

For India, the IMF holds a bullish outlook. As per its April 
2021 update, the IMF projected India’s GDP to grow 12.5% 
in FY22—the highest among emerging and advanced 
economies. The GDP growth for FY23 is pegged at 6.9%. 
India is the only country expected to register a double-digit 
growth this fiscal. However, the rapid spread of the second 
wave of COVID-19 might temper this outlook.

COVID-19 has grave consequences for the automobile 
industry and all related sectors. In its outlook in April 2021, 
SIAM estimates Passenger Vehicle (PV) sales to grow 
between 3-5% and Commercial Vehicle (CV) at 10-12%. The 
Two-Wheeler (2W) segment is expected to grow between 
5-7% and the Three-Wheeler (3W) segment is pegged to 
grow between 7-9%. With the imposition of lockdowns 
across the country, the outlook might be subject to change.

Considering this volatile outlook, Apollo continues to have 
a cautious approach. The focus is on employee safety and 
conserving cash. The Company is re-engineering production 
and rethinking avoidable costs while investing in R&D, 
eTraining and brand building. 

The APMEA region is witnessing some traction in demand in 
the CV segment and the agricultural space and has initiated 
strategic action to tap this demand. In the M&HCV category, 
key launches have been scheduled for FY22 in the TBB and 
TBR categories, including some future flagship products 
to expand the market share. In other categories, like LCV/
SCV, 2W and OHT, the Company will continue its efforts to 
drive radialisation offering the best value to customers and 
maintaining its technology strength. It  is confident that the 
agricultural segment will continue to hold in FY22 and with 
a robust product offering, it will continue to see continued 
growth momentum in this category.

The European region has focused on revamping its portfolio 
over the past 2 years. The region is confident that the 
upgraded products will help it to consolidate and grow its 
position in the market. The region will continue to prioritise 
the all season market where the Company has been a pioneer. 
Through its latest high-performing products and the widest 
portfolio of sizes, the Company will strengthen its position in 
this segment and continue to delivery positive growth.  

Further, the Company has refreshed its summer range with 
the new Ultrac and upgraded Vorti+. These new products 
will help establish a stronger presence in the summer tyre 
category. The region will continue to work on growing its 
overall distribution footprint by recruiting new customers 
across Europe and expanding its retail networks. The plan 
to accelerate the introduction of Apollo branded TBR tyres 
and Industrial tyres in key European markets will provide 
the necessary leverage  across all levels of the trade.

Management Discussion and Analysis
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Risk and Concerns from the point of view of the organisation
The Company has in place a robust risk management 
framework that identifies and evaluates business risks and 
opportunities. The Company recognises that these risks 
need to be handled effectively and mitigated to protect 
the interest of the shareholders and stakeholders, achieve 

business objectives and create sustainable value and 
growth. The Company’s risk management processes focus 
on ensuring that these risks are identified promptly and 
a mitigation action plan is implemented and monitored 
periodically to ensure that the risks are being addressed 
accordingly. 

The Company’s risk management framework operates with the following objectives:

Facilitate discussions around risk 
prioritisation and mitigation

Provide a framework to assess 
risk capacity and appetite; 
develop systems to warn when 
the appetite is getting breached

Proactively identify and  
highlight risks to the right 
stakeholders

FINANCIALS

1. Raw material price volatility
• Natural rubber is an agricultural commodity and subject 

to price volatility and production concerns.

• Most other raw materials are affected by the movement 
in crude prices. Any volatility in crude oil prices may 
impact the prices of some of the raw materials.

• Both natural rubber and crude prices are controlled 
by external environment and are, therefore, beyond 
reasonable control of the management.

2. Ability to pass on increasing cost in a timely manner
• Demand-supply situation must remain in favour of the 

industry to enable it to undertake price increases.

3. Continued economic growth
• Demand in the tyre industry is dependent on economic 

growth and/or infrastructure development. Any 
slowdown in the economic growth across regions 
impacts the industry.

• In past few years, the Company has made significant 
investments to increase production capacities, both in 
India and Europe. Any slowdown in economic activities, 
may adversely impact return on such investments. 

• In Europe, the Company’s tyre sales in winters are 
subject to seasonal requirement, which can be adversely 
impacted in case of a mild winter season.

4. Radialisation levels in India
• Slower than expected increase in the radialisation level 

in the truck tyre segment may affect Indian operations. 
Excess capacity may result in competitive pressures and 
decline in profit.

• At the same time, an unexpected quicker increase in 
the level of radialisation can result in faster redundancy 
of cross-ply capacities and create a need for fresh 
investments.

5. Future growth
• Lower profitability due to some of the above factors 

impacts the ability to invest in future growth.

• Increased competition from global players such as 
Michelin, Bridgestone, etc. in India, may also hamper 
growth.

• The continuing lockdown situation due to the COVID-19 
pandemic can lead to a serious impact on the 
organisation including a significant drop in demand, 
drop in profitability, liquidity concerns, etc.

SOCIAL

1. Manpower and Labour
• Retaining skilled personnel may become increasingly 

difficult in India due to the growth ambitions of other 
players in the Indian tyre industry.

• Tyre manufacturing is significantly dependent on 
availability of skilled labour. Any labour unrest, shortage 
of labour, diversion of labour to other industries may 
impact its tyre production 

The list of key risks and opportunities identified by the Management are the following:
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Internal Controls and Systems
The Company believes that Internal Control is one of the 
key pillars of governance, which provides freedom to the 
management within a framework of appropriate checks 
and balances. It has a robust internal control framework, 
which has been instituted considering the nature, size 
and risks in the business. The framework comprises, inter 
alia, a well-defined organisation structure, roles and 
responsibilities, documented policies and procedures and 
financial delegation of authority. Information Technology 
(IT) policies and processes also ensure that they mitigate 
the current business risks. These policies are complimented 
by a management information and monitoring system, 
which ensures compliance with internal processes, as well as 
with applicable laws and regulations. 

The Company’s internal control environment ensures 
efficient conduct of operations, security of assets, 
prevention and detection of frauds/errors, accuracy 
and completeness of accounting records and the timely 
preparation of reliable financial information. The Company 
uses SAP—an Enterprise Resource Planning (ERP) 
software—as its core IT system. The systems and processes 
are continuously improved by adopting best-in-class 
processes and automation and implementing the latest IT 
tools. The operating management is not only responsible for 

revenue and profitability, but also for maintaining financial 
and commercial discipline.

The Company has a well-established independent in-house 
Internal Audit function that is responsible for providing 
assurance on compliance with operating systems, internal 
policies and legal requirements, as well as suggesting 
improvements to systems and processes. The Company 
has also identified and documented key internal financial 
controls for critical processes across all plants, warehouses 
and offices wherein financial transactions are undertaken. 
The financial controls are evaluated for operating 
effectiveness through management’s ongoing monitoring 
and review process, and independently by Internal Audit.

The Head of Internal Audit reports functionally to the 
Audit Committee and administratively to the Chairman 
and Managing Director of the Company. Key internal 
audit findings are presented to the Audit Committee at its 
quarterly meetings.

Most importantly, the senior management sets the tone at 
the top of no tolerance to non-compliance and promotes a 
culture of continuous innovation and improvement. 

Management Discussion and Analysis
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Discussion on financial performance with  
respect to operational performance 
The financial statements have been prepared in accordance with the requirement of the Companies Act, 2013, and applicable 
accounting standards issued by the Institute of Chartered Accountants of India. The management of Apollo Tyres Ltd accepts 
the integrity and objectivity of these financial statements as well as the various estimates and judgments used therein. The 
estimates and judgments relating to the financial statements have been made on a prudent and reasonable basis, in order 
that the financial statements are reflected in a true and fair manner and also reasonably present the Company’s state of 
affairs and profit for the year.

(C Million)

Sl. 
No. Particulars

Year ended Year ended

March 31, 2021 March 31, 2020 March 31, 2021 March 31, 2020

Standalone Consolidated

1. Revenue from operations
Sales    113,545    108,327 169,546 160,965
Other operating income        3,789        2,356 4,424 2,537
Total (1)   117,334    110,683 173,970 163,502

2. Expenses
a) Cost of materials consumed      62,383      60,730 70,653 70,498
b) Purchase of stock in trade        6,948        6,517 20,093 18,342
c)  Changes in inventories of finished goods, 

stock-in-trade and work-in-progress
             69        1,128 3,198 1,917

d) Employee benefits expense        9,109        8,261 25,134 24,822
e) Other expenses      18,481      20,055 26,917 28,537
Total (2)      96,991      96,691 145,995 144,116

3. Operating profit (EBITDA excluding other income) 
(1 - 2)

     20,343      13,992 27,975 19,386

4. Other income        1,215           286 1,294 237
5. Less: Finance costs        3,794        2,257 4,430 2,808
6. Less: Depreciation & amortization expenses        7,134        6,207 13,150 11,381
7. Profit before share of profit/ (loss) in associate / joint 

venture, exceptional items & tax
     10,630        5,814 11,689 5,434

8. Share of profit / (loss) in associate / joint venture                -                  -   0 (0)
9. Exceptional items          (110)                -   (6,077) -
10. Profit before tax      10,520        5,814 5,612 5,434
11. Less: Provision for tax   

           Current tax        1,904        1,027 2,247 1,274
           Deferred tax        1,388         (299) (137) (604)
Total        3,292           728 2,110 670

12. Profit after tax        7,228        5,086 3,502 4,764

KEY FINANCIAL RATIOS 

In accordance with the SEBI (Listing Obligations and Disclosure Requirements 2018) (Amendment) Regulations, 2018, the 
Company is required to give details of significant changes (i.e. change of 25% or more as compared to the immediately 
previous financial year) in key financial ratios. Please note that there is no significant change of 25% or more in Key Ratios viz. 
Debtors Turnover, Inventory Turnover, Interest Coverage Ratio and Debt Equity Ratio as compared to the previous year other 
than the following:-

Sl. 
No Particulars FY21 FY20 % Change Explanation

1 Current Ratio 1.13 0.71 59% Increase in current ratio is due to increase in working capital.
2 Operating Profit Margin 18.99 13.18 44% Increase in operating profit margin is due to saving in fixed cost and better raw material prices.
3 Net Profit Margin 6.37 4.70 36% Increase in net profit margin is due to saving in fixed cost and better raw material prices.

CHANGE IN RETURN ON NET WORTH

Sl. 
No Particulars FY21 FY20 % Change

1 Return on Net Worth* 8.42 6.63 27%

*Return on Net Worth is computed as Net Profit by Average Net Worth. Increase in Return on Net Worth is primarily due to increase in Net Profit 
from ₹ 5,086.24 million to ₹ 7,228.21 million.
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Information Technology
In FY21, a new Chief Digital Officer, Hizmy Hassen 
joined the team at Apollo. His introduction has led to the 
development of a detailed digital strategy to underpin 
the business goals focused on driving transformation in 
customer experience, integrating the global supply chains 
to deliver target customer service and efficiency gains 
as well as drive the agenda on Industry 4.0. The digital 
strategy will also support the back-office optimisation 
project by facilitating the creation of Centres of Excellence 
(CoEs).

The Company has already started its journey to the cloud. 
All IT users have migrated to the cloud for their mail, 
personal files and collaboration, which also facilitates the 
‘new way of working’ post the pandemic. Cloud technology 
is also being used to stream data from its production 
plants to use advanced analytics to drive greater machine 
efficiency.

The Company recognises that cyber threats have increased 
significantly during the pandemic owing to perimeter 
security issues when employees work from home. To address 
this, a major programme has been implemented to enhance 
security, upgrade servers and network devices and increase 
awareness across its IT users, globally. 

During this pandemic year, there has been increased 
digitisation in go-to-market across industries. In tandem 
with these changing times, the Company launched several 
digital tools to drive transformation in customer experience. 
In the APMEA region, it launched a consumer-facing app 
that enabled online purchase and fitment of tyres in one 
omni channel experience. It has also extended its B2B 
portal in India to facilitate export orders. In Europe, the 
B2B platform was upgraded to provide customers with 
access to tyre stocks across the supply chain. This increased 
availability and empowered customers through fulfillment 
choices.

The Company’s supply chain strategy will see an increasing 
level of inter and intra-regional product movement. To 
facilitate this, it has been using technology to digitise and 
integrate supply chains into a single global one. Driving 
efficiency and agility enabling greater accuracy, this 
integration will be key to delivering seamless customer 
service at target working capital levels. An Advanced 
Supply Chain Management system will be introduced to 
implement this strategy.

In addition, the Company has implemented several new 
technologies to improve internal controls, especially in the 
purchase-to-pay process. Privileged access to the systems 
have been secured with new tools and added governance. 
Access control has been implemented with stronger 
passwords and two-factor authentication.

Health, Safety and 
Environment (HSE)
Apollo Tyres is steadily moving forward in its HSE culture 
transformation journey with strong integration of the 
practices with business processes. Synergised efforts 
are introduced in key focus areas across the Company’s 
eco-system to structure HSE risk management along with 
mechanisms to ensure active participation of members. 

During FY21, the Chairman and Vice Chairman and 
Managing Director (VCMD) conducted periodic 
engagement sessions to inculcate the HSE culture within 
the organisation. HSE KPIs were reviewed and monitored at 
various governance levels and necessary actions were taken 
to drive the agenda. The impact of this effort was evident 
in the Company’s FY21 Safety performance, where the lost 
time injury frequency rate (LTIFR) reduced by 31% over the 
previous year.

Intensive efforts were made to review the Risk Management 
practices pertaining to the COVID-19 situation. Functional 
level controls were introduced, new workplace models and 
guidelines were developed and training and awareness 
initiatives were  conducted periodically. The relevant 
guidelines undergo regular review and updation based on 
the latest information about COVID-19 risks and controls.  

Safety measures were further consolidated through 
technology-based interventions. The Virtual Gemba 
observation and video standard systems were introduced 
in line with the leadership’s vision of re-engineering Apollo.  
Establishing the foundation of Apollo Tyres Health and 
Safety mission is underway with the aim to launch in FY22. 

With HSE being essential for sustainable progress, several 
steps were taken to accentuate its importance to the 
management. The  ‘Speak Up for Safety’ programme was 
introduced in FY21 to personally reach out to associates as 
part of a micro-learning programme. 

Management Discussion and Analysis
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In view of the challenges posed by the ongoing pandemic, 
the Company published and reviewed weekly status reports 
to ensure timely interventions were put in place to manage 
the risk. Proactive changes were introduced to reduce 
impact. These included changes in the transportation 
system and manufacturing and non-manufacturing 
operations and introduction of a remote working model 
that prioritised the health and safety of the people. 

Functional Ownership HSE leading and lagging indicators 
are defined at a functional level and monitored periodically 
through safety council meetings. This has led to proactive 
identification of accident-prevention opportunities through 
near-miss reporting, unsafe acts and unsafe conditions 
reporting.  

The Company expanded its IRF certification to its CV zones 
across India. Apollo Road safety month was celebrated 
with engagement activities across CV zones emphasising 
on COVID-19 preventive controls, vehicle visibility on road, 
vehicle health and personnel accident insurance among 
drivers. Social media campaigns on road safety were 
rolled out in an effort to promote awareness, including a 
‘Dim the Lights’ campaign focusing on the impact of high 
beam systems. 

The Company’s manufacturing plants further strengthened 
risk-based approach and established the controls on 
machine safety and introduced additional guards, interlocks 
and physical barriers. No-go inspection parameters were 
introduced to minimize critical risk behaviours. Emergency 
mock drills continued to be conducted to test and upgrade 
the emergency response system in various scenarios with a 
focus on the pandemic-laced risk factors. 

Structured and timely awareness and communication 
initiatives played an important role in the precautions and 
actions undertaken in face of the changing scenario. All 
communication adhered to the respective country and 
WHO guidelines.

Development in Human 
Resources & Industrial Relations 
Human Resources (HR) at Apollo Tyres continued to play 
a pivotal role in managing, guiding and motivating the 
Company’s workforce. As a strategic partner, the function is 
aligned with the business needs. 
During the pandemic, the Company focussed on Learning 
and development as a key to future-proof the organization. 
It launched Apollo Virtual Academy (AVA) for employee 
engagement and learning and development. Under the 
umbrella of AVA, 23 in-house and live global webinars 
were hosted, and 38 virtual online self-paced courses 
were offered to employees globally on its digital learning 
platform. In Europe, specialised programme was run for Key 
Account Managers in Sales to build up their skills. Further 
in the Enschede plant and due to its specialization various 
training schemes were put in place to upskill the employees. 

In India, the focus was also on organisational behavioural 
programme titled Apollo ONE. This is a change 
management programme which aims at building high-
performing and high-trust teams. The ADMIRE programme 
on capability development in sales continued to provide 
the necessary learning. Multiple L&D initiatives have 
been carried out at various plants including Knowledge 
House and ASPIRE in Limda plant.  A special Learning Day 
was celebrated at the Kerala plant to upskill functional 
knowledge. At Andhra plant, apart from conducting 
an E-Learning Week, an Internal Capability Building 
programme was organised. In Chennai, programmes like 
FLM training and Skill Connect were conducted, wherein 
under Skill Connect, digitalisation of skill level assessments 
were done for employees. 
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Recognition and Appreciation Badges were given to the 
colleagues and leaders for their amazing work and out-of-
the-box thinking. 

With the outbreak of COVID-19, the Company introduced 
a COVID Helpline, additional insurance covering parents of 
employees, the Corona Kavach policy, home ergonomics 
and the Sanjeevani programme to ensure employee health 
and wellness.

Labour relations remained conducive in all Indian 
operations. The Company has consistently worked in 
collaboration with trade unions and other employee bodies 
to improve the working environment for its people as well 
as the productivity and cost-effectiveness of operations. In 
Enschede, the focus remained on specialisation in an effort 
to significantly improve the future viability.

Sustainability and CSR 
The sustainability journey started in 2010 and has grown  
from strength to strength over the years. As part of 
Sustainability Governance, the Company actioned a plan to 
adopt the ISO 26000, the international guidelines on social 
responsibility and sustainable development whereby the 
Standard Operating Procedures (SOPs) of four core of the 
seven issues - Fair Operating Practices, Consumer Issues, 
Environment and Community Development – are assured 
by a third party. The adoption of the fifth core subject on 
Labour Practices is under progress.  Further, across its key 
regions, the Company continued to focus its CSR activities 
around its two key themes - ‘Environment’ and ‘Social’. 
Within Social, there are two sub themes - Health and 
Community Development. 

Apollo Tyres believes in providing learning and growth for 
its employees through lateral opportunities. The approach 
facilitates the employees’ prospects while the organisation 
can leverage well-inducted candidates with a deep 
understanding of the business and culture. 

Employee engagement became paramount in the year 
of the pandemic. In India, the Company explored several 
engagement initiatives in the form of competitions, 
employee forums and interest groups that proved to be 
enjoyable and effective.

In an effort to boost morale and motivate employees, 
the Company runs several recognition programmes. The 
Chairman’s Award ‘Employee of the Year’ is reserved 
for high performance in senior management while the 
coveted ‘Roll of Honour’ is awarded for excellence in middle 
management. The long service award ‘Apollo Pillars’ 
was introduced to recognise and reward the long-term 
contribution of the employees towards the growth and 
success of the organisation. 

During FY21, the Company introduced the ‘Chairman’s 
Recognition Week 2020’ which was celebrated by 
employees globally. The event recognised the contribution 
of those who won the Apollo Pillars and Catalysts 
awards. Winners of ‘Roll of Honour’ were announced and, 
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In Europe, the Company joined 
hands with Municipality of 
Enschede on the ‘Stadsbeek’ 
project, which aims to address 
the issues pertaining to 
rainwater and groundwater.

ENVIRONMENT 

During FY21, the Company continued its efforts in the 
core areas of Biodiversity Conservation and Waste 
Management. Local initiatives included activities towards 
Climate Change Mitigation and Watershed Management. 

The Mangrove Conservation initiative was appreciated by 
the Haritha Kerala Mission of the state government. The 
mission recognised the ecological restoration initiatives 
undertaken by the project and its contribution towards the 
‘Pachathuruth’ initiative led by the state. 

 In Europe, the Company joined hands with Municipality of 
Enschede on the ‘Stadsbeek’ project ,which aims to address 
the issues pertaining to rainwater and groundwater to 
improve the living environment of the area.

SOCIAL

Within the health space, the Company continued to ramp 
up its healthcare programme for the trucking community 
across 32 centres in 19 Indian states. There was extensive 
effort to create awareness with the distribution of 
resources and information about COVID-19 through various 
mechanisms and platforms across various communities of 
over a million people. 

Apollo has joined the ‘Jan Andolan’ to contribute to India’s 
National Tuberculosis (TB) Elimination Programme, which 
aims to eradicate TB from India by 2025. Towards this, the 
Company has collaborated with the Union and Central TB 
Division. In the reporting year, two webinars on the theme 
of Partnership for Action against TB were organised to 
encourage corporate partnerships for TB elimination. The 
effort has earned recognition from the Ministry of Health 
and Family Affairs. The Healthcare Centres continue to 
provide COVID-19 awareness and first screening to the 
trucking community.   

Under the Community Development theme, the focus has 
been around aiding the livelihood and income generation of 
women and farmers to improve farming practices. As part 
of this initiative, women who received tailoring training 
contributed to the production of face masks and PPE. 
Around 100 underprivileged women from various tailoring 
units across locations stitched over 1 million reusable cloth 
masks for employees, communities and other stakeholders 
with earnings over C1 million in a month’s time.

One of the Company’s livelihood initiative for 
underprivileged, Navya, ran an ongoing campaign in 
partnership with the French Institute in India to felicitate 
eight exemplary women beneficiaries for the second 
consecutive year.




