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We expect to grow at 10% on demand
from CV and two-wheeler segments

Giventhecurrentvulnerabilitiesin Europe,
coupled with the slow recovery in the
US, itisfelt that India’s auto industry will
take at least six months to recover the mo-
mentum of old. In an interview with
RRavichandranof FE, L Ganesh, chair-
man of Rane Groupof Companies—one of
the leading component manufacturers in
India—says the company will accelerateits
growth throughrenewed spending in R&D,
introductionof newer productsin the exist-
ing line-up and entering newer space.

Howhastheslowdowninsalesimpacted
the Indian auto components industry?

It was robust at the beginning of the
current financial year and projected the
growth at around 15-20%. However, with
the sudden slowdown in passenger car
sales, coupled with the rising interest
rates and inflationary pressures, the com-
ponents industry started feeling the pinch
mid-way. Given the recession in Europe,
the slower-than-expected recovery in the
US and therupee/dollar parity, the compo-
nents industry is increasingly under pres-
sure,asboth accountforaround50% of the
total component exportsfrom India.

While it will bedifficult for the industry
inthe shortterm, theexpectedeasingof in-
flation and the flooding of new vehicles in
India will push the demand for compo-
nents. Personally, I still believe that the
components industry will post a 10%
growth in the currentfinancial year on the
expected positive growth of both CV and
two-wheeler segments.

With the advent of global original equip-
ment manufacturers (OEMs) in India
and the demand for fuel efficient, envi-
ronment-friendly vehicles, how are the
Indian componentsplaced?

It is interesting to note that a sizeable

chunk of Indian component makers have
been involved in the shift towards incorpo-
rating technology advancements — both
onthemachinery frontand theIT side—to
not only meet the OEM demand in India,
but also serve their global clients. There
hasbeenasubstantial improvementonthe
electronic components front and they are
even geared up to serve hybrid andelectric
vehicles. Indian companies have devel-
oped capabilities on advanced designs, en-
gineering and environmental aspects.

You aim to at least double your sales by
2015 to more than ¥4,500 crore...

We have not been very aggressive over
the decades due to a variety of reasons.
Having gained brand equity for our prod-
ucts, both in India and abroad, due to our
quality standards and cutting-edge tech-
nological advancements, we have now de-
cided to grow aggressively and more than
double our turnover by 2015.

This could also be possible by introduc-
ing newer products in the existing line-up
or getting intoadjacent technologies, enter-
ing into newer markets other than Europe
and the US, tapping more customers in the
current exportmarkets, encouraging inno-
vative culture, grooming the workforce to
takeustonextlevel, creatingentrepreneur-
ialcapabilitiesamong the workforce, enter-
ingdeepintodefenceand aerospacesectors
and sprucingexportsfurther.

Are you open to accommodating new
partners by diluting your stake in any
of your group companies for techno-
logical know-how?

Weare not againstdiluting our stake in
any of our group companies, provided it
has long-term growth prospects and adds
value. We are willing to join hands with
global partners for JV, particularly in the
areas of defence, aerospace, electronic
componentsand earth equipment.

With Tatas and Mahindras having ven-
tured into defence and aerospace areas, as
a long-time component supplier to them,
wewould alsolike to supply required com-
ponents in these spaces. If required, we
will forge JVs with foreign companies to
meet their demands. This is evident from
the fact that we acquired 26% stake in a
Bengaluru-based company, which spe-
cialises in aerospace technology.

How confidentare youaboutachieving
your desired targets?

We have internally projected to grow 15-
20% annually and increasing the exports
contribution to our total sales from the cur-
rent 15% to 25% innext three years by tap-
pingnewer clients, newer markets and new-
er products. We areconfident that given our
brandequity, quality andaggressive growth
strategy, we would achieve the targets.



