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China ops: Indian IT firms
in wait-and-watch mode

Development comes in the wake of the India-China border face-off in Galwan
SAI ISHWAR & NEHA ALAWADHI

THE CHINA FACTOR

Mumbai/New Delhi, 19 June

Indian IT firms have a small
market in China, but they use
it to cater to global clients
IndianITindustryisoneofthebiggest
employers of Indians in China
Infosys has 4,000 employees in
China and Wipro has over 2,000
India accounts for 8% of Asia’s
IT sector exports revenue; China’s
contribution is less than 1%
Nasscom plans to break into Asian
major’s IT market to reduce
dependence on Europe and US

W

ith the India-China
border face-off in
Galwan Valley of
Ladakh disrupting trade relationship between the two
sides, the country’s IT services
companies say they are watching the developments keenly.
China as a market is quite
small for Indian IT firms at the
moment, but they use the
country as a delivery base to
cater to global clients.
“The industry is in wait
and watch mode. This issue
with China is not economic. It
is a military and territorial
issue. We are hopeful the situation will be sorted, sooner
than later,” said Gagan
Sabharwal, senior director
(Global Trade Development)
at National Association of
Software
and
Service
Companies (Nasscom).
Decision-making has been
slow for the past three
months because of travel
bans due to Covid-19 and will
likely continue to remain so

for some time, he said.
Indian IT industry is one of
the biggest Indian employers
in China, with around 22,000
employees in the country,
including locals as well as
expatriates. Among the large
Indian firms, Infosys has
4,000 employees in the country. Wipro has over 2,000
employees, around 98 per cent
which are local.
“It is a multi-tangential
issue. Indian IT services have a
base in China though only to a
limited extent,” said Sanchit

Vir Gogia, founder and CEO of
Greyhound Research.
“In the long term, Indian IT
players have to tie up with
local Chinese partners from a
delivery perspective (similar
Facebook-Jio deal in India) as
even Facebook and Google
have not been able to enter
China for a long time.”
In terms of market, Asia
accounts for around 8 per cent
of the Indian IT sector’s exports
revenue while sources peg
China’s contribution at less
than 1 per cent. Nasscom has

been trying hard to break into
the Asian major’s IT market to
reduce its dependence on
European and the US markets.
Since2018,theindustrybody
has set up three Sino-Indian
Digital Collaboration Plaza corridors in Dalian, Guiyang, and
Xuzhou in partnership with
local municipal corporations
springing up opportunities
worth$18million.Nasscomalso
temporarily shelved plans of
openings fourth corridor in
Wuhan due to the pandemic
outbreak in December.

97% Indians will not buy Chinese goods: Survey
With anti-China rhetoric surging higher, a
recent survey on imports from China
shows that an overwhelming majority of
Indians want punitive steps to be taken
against the neighbouring country. The
survey conducted by LocalCirlces of over
32,000 Indians across 235 districts shows
that people are planning to deal a blow to
the Chinese economy by boycotting firms

A large majority plans
to boycott Chinese firms
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from the country for a year. Not only a
200% import duty on all goods and
services from China, Indians want
mandatory labelling of Chinese products
by regulators in India. However, many
Indian firms said Chinese efficiency is
ahead of India’s and, thus, steep import
duties should be restricted to finished
goods only.
ARNAB DUTTA
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HC declines monopoly to ITC and
Nestlé on noodles brand names
GIREESH BABU

Chennai, 19 June

Ending a seven-year dispute between two
FMCG majors over use of ‘Magic Masala’
and ‘Magical Masala’ as expressions to
market their noodles brands, the Madras
High Court said they are common
English and Indian words and both the
companies cannot claim monopoly over
them as these words are laudatory and
common to the trade.
Theorderwasissuedinadisputefiledby
ITC alleging that Nestlé India has used the
expression ‘Magical Masala’ for its instant
noodles brand Maggi in 2013. ITC had used
the expression ‘Magic Masala’ with its noodles brand Sunfeast Yippee! in 2010.
Justice C Saravanan observed in the
order that inroads made by ITC in the
instant noodles segment with use of the
expression Magic Masala was perhaps on
account of the attractive pricing of its
instant noodles as compared to Nestle. It
was also on account of the fact that ITC has
a very strong market and brand presence.
Both the companies cannot claim
monopoly over the laudatory words
‘Magic’, ‘Magical’ along with common word
‘Masala’ to the exclusion of one another, the
court said. “Therefore, neither the plaintiff
(ITC) nor the defendant (Nestle) can dissect

Nestlé

Turnover grew
from ~0.02 crore

in 1972 to ~2,377
crore in 2012 Maggi
brand products
Earlier, Nestlé
informed the court
that it has 80% of
the instant noodles
market share

ITC
Launched Sunfeast
Yippee! Magic Masala &
Classic Masalavariants of
noodles in 2010
Captured 12.5% share
in instant noodles sector
within 3 years
Approached Madras
HC in 2013againstthe
markMagicalMasala

IN 2015, COURT ISSUED AN INTERIM INJUNCTION
AGAINST NESTLÉ USING THE MARK
a portion of a label and claim monopoly
over it. As such, the plaintiff cannot claim
monopoly over the expression ‘Magic
Masala’,” said the Judge.
“In fact, if the plaintiff had filed a trademark application to register the expression
‘Magic Masala’ as a word mark, it would
have been rejected by the Trade Mark
Registry under Section 9 of the Trade
Marks Act, 1999,” he added.
ITC, in its petition in 2013, claimed that
the noodles with the expression Magic
Masala was a runaway success and had
cornered about 12.5 per cent of the market
share in the instant noodles segment with-

in three years. It entered the instant noodles market with two variants – Yippee!
Magic Masala and Classic Masala.
While Nestle’s brand has been
the market leader with 75-80 per cent
share in the segment, it was threatened
by the rival brand, alleged ITC. It
probably adopted the similarly sounding
expression Magical Masala to create
confusion in the minds of customers
and pass off its brand to the customer
instead of the Yippee! brand.
It sought the court to issue a permanent injunction against Nestlé for using
the expression Magical Masala.

