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Listing Department Capital Market-Listing, Exchange Plaza,
P.J. Towers, 15t Floor, Bandra Kurla Complex,

Dalal Street, Fort, Bandra (E),

Mumbai — 400 001 Mumbai- 400051
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Scrip Code: 500407 Scrip Name: SWARAJENG

Sub: Newspaper Advertisement — Disclosure under Regulation 30 and Regulation 47 of SEBI
(Listing Obligations and Disclosure Requirements) Regulations, 2015

Dear Sir,

Pursuant to Regulation 30 and Regulation 47 of the Securities and Exchange Board of India (Listing
Obligations and Disclosure Requirements) Regulations, 2015 and in compliance with Ministry of
Corporate Affairs General Circular No. 09/2024 dated 19" September, 2024 read with the circulars
issued earlier in this regard (collectively referred to as "MCA Circulars"), please find enclosed herewith
copies of the Notice for the attention of the Equity Shareholders of the Company in respect of
information regarding 39" Annual General Meeting scheduled to be held on Tuesday, 15" July, 2025
through Video Conferencing / Other Audio Visual Means and notice of Record Date, published on 13"
June, 2025 in the following newspapers:

S.No. Name of Newspaper Editions
1 Financial Express (English) All Edition
2 Ajit (Punjabi) Jalandhar

This intimation is also being uploaded on the Company’s website at
https://www.swarajenterprise.com.

You are requested to take note of the same.

With regards,

For SWARAJ ENGINES LTD.
RAJESH  Difalysioned

KUMAR KUMAR KAPILA
Date: 2025.06.13

KAPILA 163711 10530
(Rajesh K. Kapila)
Company Secretary
M. No.: ACS-9936

Encl: As above
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Tel. : 91-172-2271620-27, Fax : 91-172-2271307 & 2272731
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CIN - L50210PB1985PLC006473
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® Aims to connect
with Gen Z and
millennials

SAMANTHA KELLY
June 12

YAHOO IS ROLLING out new
artificial intelligence features
for its email platform in an
effort to better engage one of
its fast-growing subset of
users: Gen Z and millennials.
The company on Thursday
said it’s bringing AI features
to its Mail service aimed at
simplification. A new gami-
fied “Catch Up” feature will
provide Al-powered sum-
maries and email previews to
give users the option to
“delete” or “keep in inbox.”
The feature is the first in a
series of changes marking the
biggest upgrade the Mail app
has seenin a decade.
Overtheyears,the company

MAIL UPGRADES

m Aims to boost engagement
and modernise the Yahoo
Mail experience.

m New 'Catch Up' feature:
Offers gamified, Al-
powered email summaries
with quick "delete" or
"keep" options.

W Part of a broader effort to
stay competitive in the Al-
driven tech landscape.

has struggled to innovate as
competing platforms like
Gmail provided an easier-to-
useinterface.The companyalso
suffered a high-profile security
breach in 2013 that the com-
pany later estimated to have
exposed all 3 billion of its users,
dealing a blow to user trust.
Yahoo chief executive offi-

m Marks the biggest update
to Yahoo Mail in a decade.

B Designed to make inbox
management faster and
more engaging.

cer Jim Lanzone,who joined in
2021 to restructure the com-
pany, said in an interview
“there’s no doubt” Mail
remains one of its core prod-
ucts.“People have beenwriting
off or predicting the death of
email foryears,”he said.“But it
has an incredibly consistent
role in people’s lives, both at

Yahoo to make its mall
service relevant with Al

home and work?”

He said nearly half of cur-
rent Yahoo Mail usersare GenZ
or millennials and that one in
three Americans currently use
the service.Lanzone said ATwill
alsoplayabigrolein the future
of Yahoo, calling the technol-
ogy “incredibly important to
almost every product that we
operate.”

“We just want AI working
quietly in the background to
simplify tasks across all the
products that we operate from
search to mail to finance to
news,” he said. “We don’t want
toask people to have toengage
or take an extra step or learn a
new behaviour.”

Healso calls the brand “vin-
tage,” meaning he believes it
will stick around. “We’re just
getting started because we
believe there’s a lot of innova-
tionthat canbe done,”Lanzone
said.“Thereis so much more on
our roadmap.”

—BLOOMBERG

7590 of Indian recruiters turn to Al: Linkedin

FE BUREAU
June 12

NEARLY THREE YEARS into
integrating artificial intelli-
gence at the workplace, India’s
hiring landscape is undergoing
aprofound shift—from chasing
speed toprioritising precision.A
new study by LinkedIn reveals
that Indian recruiters are mov-
ing away from the “quick hire”
mindset to a more strategic
focus on “quality hiring,” with
three out of four recruiters now
allocating up to 70% of their
hiring budgets to recruitment
techand Al tools.

Based on insights from over
1,300 HR professionals across
10cities,LinkedIn’s India Hiring
ROI report highlights that the
toprecruitment priorities today
include sourcing high-quality
candidates with transferable
skills (57%),embracing smarter

hiring technologies (52%),and
proving hiring ROI to business
leaders (46%). Despite tech
upgrades,recruitersstill grapple
with challenges—chief among
them being the need to balance
soft skills (64%),the pressure to
hire quickly (58%),and ensur-
ingastrong cultural fit (54%).To
address these,69% are leverag-
ing data analytics and 63% are
deploying Al to boost both hir-
ingaccuracyand speed.

“With the pressure to hire
quickly,manyrecruiters cast the
netwide but not deep,choosing
volume over precision,” says
Ruchee Anand, Head of Talent
Solutions at LinkedIn India.
“Our research shows a decisive
pivot—recruiters are now using
AI and data to focus on high-
impact hires who bring long-
term value,with skillslike prob-
lem-solving and leadership
rising inimportance.”

While a majority of Indian
organisationsstill complete hir-
ingwithin two tofourweeks, the
definition of success is chang-
ing. A significant 729% of
recruiters now consider quality
of hire the most important suc-
cess metric—outpacing time to
hire (60%) and revenue per
employee (59%). Delays in hir-
ing,the studynotes,are proving
costly. Recruiters report losing
top talent to faster-moving
competitors (58%), increased
workload on existing teams

(64%), and declining morale
(639%0). Structural bottlenecks
such as lengthy approval cycles
(58%) and indecision by hiring
managers (56%) remain key
culprits.

Alis not just boosting effi-
ciency—it’s transforming roles.
With automation streamlining
repetitive tasks, 45% of
recruiters say Al enhances pro-
ductivity,while 429% say it frees
uptimeforhigh-valueactivities
like candidate engagement and
stakeholderalignment.
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Brands increase their focus on
influencers for consumer trust

® Influencer
marketing set to
grow as 92% of
brands adopt
itin 2024

CHRISTINA MONIZ

INDIA'S INFLUENCER MAR-
KETING industry reached an
estimated 3,600 crore in
2024, as per a report by WPP’s
influencer and content firm,
The Goat Agency in collabora-
tion with Kantar. The industry
issettogrowata CAGRof 25%
till 2026, as marketers con-
tinue to make influencers a
core component of their mar-
keting strategy.

Nearly 72% of the 52
brands surveyed demonstrate
a growing preference forlong-
term influencer partnership,
while 95% of these showed a
clear inclination towards
macro influencers (100,000 to
1 million followers). That said,
niche micro-influencers (fol-
lower count of 10,000 to
1,00,000) are gaining traction
across high-consideration cat-
egories such as automotive
and consumer durables, with
85% of marketersin thesever-
ticals planning increased
investments.

From the consumer’s per-
spective, the report observes
that creators continue toinflu-
ence the purchase funnel sig-
nificantlywith over two-thirds
of the 350 social media users
surveyed noting that they turn
to influencers for product dis-
covery, information and
action.70% of the brands cited
factors like trust and credibil-
ityasthetopreasonsto partner
with influencers, especially
those in categories like bank-
ing, finance and FMCG.

The explosive growth in
the influencer ecosystem
may be seen from the fact
that the country’s largest
FMCG advertiser, Hindustan
Unilever (HUL), enlisted over
8,000 influencers to drive its
marketing campaigns this

CREATOR ECONOMY GROWTH STORY

m Influencer
marketing industry is
expected to grow at a
CAGR of 25% till 2026

B The number of
creators in the
country rose from
9.6 lakh in 2020 to
40.6 lakh in 2024

m Over 70% of

the brands chose
influencer marketing
to drive up credibility
last year

Nano influencers

1,000 to 10,000
followers

Micro influencers

10,000 to 100,000
followers

Source: India Influencer Marketing Report, 2025 by Goat and Kantar

fiscal, up from just around
700 in the last fiscal (as per
media reports).

Apart from FMCG, brands
in categories like banking,
finance, beauty and wellness
arealsoramping up theirinflu-
encer spending. Some brands
say that their influencer mar-
keting spends are now a dou-
ble-digit share of theirad bud-
gets compared with single
digitsjust 2-3 years ago.

In the recently concluded
season of the IPL too, experts
estimate that brands spent
overZ500 crore on influencer
marketing. Instagram and
YouTube are the key platforms
here, although brands also
work with influencers on
Snapchat, Facebook, X and
LinkedIn.

Towards a creator economy
The influencer marketing
report explains some of the
reasons driving this shift
towards creators.In 2024, peo-
ple spent close to 50% of their
time on mobile phones brows-
ing social media. 59% of the
users surveyed claimed that
they follow between 1 and 5

influencers, 18% follow 6 to
10 and 13% follow over 20
influencers.

Furthermore, the Indian
governmentalsoannounced a
$1 billion fund to support con-
tent creators—boosting inno-
vation, production quality,and
reach. In 2020, India had
960,000 influencers,a num-
ber that has skyrocketed by
322%to4.06 millionin 2024.

Despite rising optimism,
the report highlights persis-
tent challenges around influ-
encer discovery with 83% of
marketers struggling to find
theright talent.

As Sonam Shah, founder
and CEO at Treize Communi-
cations points out, there is a
clear downside forbrandswho
rely too heavily on influencer
marketing. “Often brands are
notable to strategise and focus
onlong-term credibility build-
ing. They rely on influencer
marketing for short-term
gains for quick followers and
shoutouts. When they do this,
consumers may feel over-
whelmed or fatigue from the
same brand over and over
again and they may mute or

New Delhi

Macro influencers

100,000 to 1 million
followers

0/ ofsocial
59 /O media
users follow between
1 and 5influencers;

13% follow over
20 influencers

0oy ofsocial
63 /Omedia
users cite influencers
for product discovery

m Fashion (23%),
sports (22%)

and food (20%)

are the dominant
categoriesin
influencer marketing

Mega influencers

1 million followers
and above

flag the content,” says Shah.
Fake followers or bots are also
another concern for brands,
since they bring down their
campaign’s credibility and
messaging.

Experts note that while
influencer marketingisagreat
vehicle for consumer engage-
ment and feedback, especially
for digital-first brands, it does
have limitations compared
with mass media. Aman
Narula, COO, Mad Influence
notes thatitfaces challengesin
scalability, ROI and creative
control.

“Broadcast advertising
ensures high visibility, strong
brand recall, and full creative
control. TV commercials pro-
vide a mass-market presence
with repeated exposure, mak-
ing them ideal for large-scale
brand awareness, while influ-
encer marketingworksbest for
targeted, interactive engage-
ment,” says Narula.

Notwithstanding the chal-
lenges, the report says influ-
encer marketingwill only grow
with 92% of thebrandsadding
it to their marketing mix in
2024.
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