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 “Don’t follow the crowd, let the crowd follow you.” — Margaret Thatcher

WHEN IN A CRISIS, what matters most is how much strength you have. 
Not just the strength to pull through, but the strength to dream, to create 
and to achieve. Covid-19 managed to bruise every industry globally. In 
India too the story is similar. Going by an early June 2020 report of the 
World Bank, India’s GDP is set to contract by 3.2 per cent in the current 
fiscal. 

Even so, amidst the tales of despair and ruin there are examples 
of resilience. The FMCG sector in particular has shown immense 
perseverance and innovation in the face of crisis. E-commerce became all 
important and a predictable rise in demand for personal hygiene products 
saw innovation being used not just in product lines, but communication 
as well. Grit and determination to keep going was apparent in the face 
of glitches in supply chains and restrictions on movement, among other 
hurdles.  

This issue looks at sectors that have persevered in the face of the crisis 
that the pandemic has brought on. Businesses have re-oriented time tested paradigms and re-
invented themselves to cope with drastic changes in consumption patterns and demands. We look 
in-depth into sectors like aviation,  luxury goods and agriculture that are all tryingto cope with 
these unusual times. Agrarian India will probably be blessed with a spurt in demand and a good 
monsoon, but will supply chain hurdles trip farmers? We take stock of key elements required to 
re-group and re-build businesses. 

In this issue we also bring to you a feature on the Top 50 Mid-Size Workplaces in India by Great 
Place To Work and a perception-based survey on the impact of Covid-19 on businesses across 
sectors by TechSci.  BW Businessworld has always lauded the strides women have taken to be equal 
partners in business and the economy. This issue has an exclusive interview with FICCI President, 
Sangita Reddy, who has initiated the FICCI-FLO project titled ‘Empowering the Greater 50%’.

On a different note, we playback to you some chords of Music Inc 3.0 – a music webinar organised 
by BW Businessworld, featuring top industry talents such as Yo Yo Honey Singh, Shibani Kashyap, 
Benny Dayal, Meet Brothers, Jasbir Jassi, among others. The Last Word in this edition of BW 
Businessworld goes to cricketer Yuvraj Singh, who underscores the need for determination and 
inner strength to overcome challenges. As always, we have the regular columns that all of you look 
forward to. I do hope you enjoy reading this issue, as much as we did writing it.

 Happy Reading!

ANNURAG BATRA
anurag.batra@businessworld.in
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NOT IN THE RIGHT SPIRIT
Apropos (“A New Path In the Wild”, BW, May 
24), the kind of hype that was created by some 
news channels, it seemed that the Prime Minister 
was about to make some big announcements, 
but it all ended as a damp squib. Prime Minister 
Modi’s announcement to extend the free food grain 
scheme till November is a welcome step. What is 
unfortunate is relating it with upcoming Hindu 
festivals. By mentioning only Hindu festivals, the 
PM seems to have sent across a message that only 
poor Hindus go hungry. Hunger has no religion. For 
the poor people, God can only appear in the form of 
bread. Such announcements should not be treated 
as election rally for the upcoming Bihar and West 
Bengal polls.
 MANOJ SAHA, EMAIL

END OF THE JOB?
This refers to the editorial (“Calling For Help”, 
BW, May 10). It is often argued that automation 
and robotics will spell the end of manufacturing 
jobs. However, in developing countries such as 
India, where labour costs are still relatively low and 
there are significant financial costs associated with 
adopting and implementing new technologies, the 
pace of automation is likely to be slower than in 
the advanced world. Therefore, even though it may 
be technically feasible to automate, it may not be 
economically feasible to do so. 

Data from the International Federation of 
Robotics suggest that thus far robotic usage in 
India has been concentrated in capital intensive 
sectors such as automobiles, while labour-intensive 
industries such as textiles, leather and wearing 
apparel have witnessed almost negligible usage 
of robots. While, the construction sector is an 
important source of employment creation, the 
importance of manufacturing cannot be ignored 
given the strong backward and forward linkages it 
has with other sectors of the economy.
 TEJASWINI TK, EMAIL

BLIPP  
THIS PAGE  
TO GIVE US  

YOUR FEEDBACK 
INSTANTLY

Submissions to BW | Businessworld 
should include the writer’s name and 
address and be sent by email to the 
editor at editor@businessworld.in or by 
mail to (Springhouse), Pioneer House,  
Lower Ground Floor, Sector-16, Block-A, 
Noida-201301
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DIGITAL BW
Rajesh Menon, Director General, SIAM, 
talks about the hurdles faced by the 
Indian auto industry due to Covid-19  
and the way forward

BW   TV

 www.businessworld.in
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INDIA ZEROS IN ON CHINESE APP

China brought the entire world at its 
knees with the spur of coronavirus. 
Hit by India’s revised FDI policy and 
now the embargo on Chinese apps 
shall not conceivably go in vain

AI VERSUS LAWYERS’ INTELLIGENCE

The efforts made so far may be 
appreciated but taking over 
lawyering is like having an AI 
system in place without human 
interference

Business Reboot:The Virtual Reality Way
In the post-Covid world, industrial sectors will require a major step 
change from the status quo. Using VR, AR, MR technologies to achieve 
a competitive edge, greater market access, customer satisfaction 
and improve productivity is the smart manufacturing approach for 
tomorrow. This bold approaches will definitely reboot companies to 
effectively meet all future challenges head-on.

OPINION

Eyeing A Better 
World Ahead
We have to find a new 
narrative in this new 
world, which is facing the 
pandemic and perhaps 
helping it get strong 
to face another one 
that may strike too. It 
is time to draw a basic 
or a modest model of 
progress that every living 
being on this planet 
must be entitled to, write 
SS Mantha & Yogesh 
Kochhar

Messy Play Or Clean Up Act?
RBI should be sensible and watchful while 
bumping radical changes at banks. Forceful 
governance standards won’t clean up the 
banking sector. Also its controlling organ on 
banks should be strong and review squads 
should alert the scandals before they occur. 
This can make governance reform truly 
effective and help the Central bank to keep 
its preamble shining

How Analytics Education In 
India Can Create  The Next-Gen 
Leaders
Gartner in October 2019 has 
identified technologies such as 
data and analytics services, text 
analytics, prescriptive analytics 
and augmented analytics as 
having matured beyond the 
innovation phase and heading within 2 to 5 years into a plateau of 
productivity.  Technologies such as augmented analytics, which are 
still in their peaks of expectations, will soon become ubiquitous

Photographs by Shutterstock
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How MSMEs Can Achieve The Self-reliant Vision
MSMEs can follow these five major foundations to achieve 
the vision: economy, which brings in the quantum rise and not 
incremental change; infrastructure; system, based on 21st-century 
technology-driven arrangements; dynamic demography, which is 
the source of energy for a self-reliant India; and demand, wherein 
the strength of our supply chain should be utilised to full capacity

‘BUSINESSES CAN THRIVE 
ONLY WHEN SOCIETY IS 
DOING WELL’
The pandemic did cause 
temporary disruption to the 
operations at some of our 
manufacturing locations 
and research centers.  
However, most of them 
were soon back on track 
and started operations 
fully,  says R Nanda, 
CHRO, Tata Chemicals 

Corporate Wellness Sops Needed
Corporates and organisations 
are following safety protocol and 
sanitation measures. While sops are 
being followed at workplaces and 
home turned into workstations, there 
is a special need to twist the employee 
welfare sops and schemes too

Understanding Atmanirbharta
Atmanirbhar India requires an environment, where government 
and industry work as partners, demand for manufactured products 
grows at a high rate, doing business becomes as easy as anywhere 
else and manufacturing is competitive in terms of cost and quality

Reviving The Indian SEZs
SEZs are industrial enclaves entitled with fiscal benefits and located 
within a country’s  sovereign borders and have the objective of 
increasing balance of trade and attract newer inward investments into 
the country, along with creation of newer jobs. SEZ, as a concept, started 
in mid-1950s in countries with larger presence in industrial sectors

Sony CH710N Review
The Sony WH-CH710N offers 
solid noise cancellation using 
artificial intelligent. It is also its 
most affordable noise cancellation 
headphones in India. The price 
on the box is Rs 14,990, but its 
launched at Rs 9,999

‘WOMEN CAN PROVED 
THAT THEY ARE ‘ATMA 
NIRBHAR’
Women constitute about 
half of India’s population, 
but their contribution to 
the nation’s economy has 
not changed for years and 
has in fact gone down in 
recent times. We cannot 
afford to have a lopsided 
growth structure where a 
good half of the population 
is not fully integrated into 
the economy, says Sangita 
Reddy, President, Ficci
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How FMCG 
Reinvented Itself
The rules of the game have 
changed, suddenly and 
dramatically. Read on for 
an insight
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WAS STILL IN SCHOOL when the 
1973 OPEC oil shock happened. 
Everyone around, including my 
parents, would be discussing it 
all the time, but I didn’t perhaps 
fully understand its implications, 
and its impact, on the world. The 
Chilean crisis of 1982 was stuff 

discussed at our business school in one 
of the lectures on International Trade, 
but I had at best a detached case-study 
attitude towards it. The Japanese Bubble 
in the mid-1980s to the early 1990s was 

I
The reverberations were felt all across the 
business world for quite some time. The 
2008 crisis was the severest of all. Busi-
nesses just melted down. We lost 30-40 
per cent of our top-line. Profits vanished. 
But we survived.

Nothing, however, has a past parallel to 
what has hit the world, and the economy, 
in the past three months. A virus has not 
only taken an unprecedented toll of lives, 
but has also devastated livelihoods at a 
never-before scale and magnitude. As a 
keen watcher of the world around me, I 

Why Adversity 
Quotient  is  So 
Important

again an event that didn’t directly impact 
my life as a young business executive. 
It all seemed like headlines from some 
distant land, to be treated as intellectual 
fodder, no more. The first time I actually 
felt interested, involved and impacted by 
an economic event was when India was 
engulfed in the 1991 crisis. 

I was old enough, working, and ex-
posed sufficiently to the world of busi-
ness by then to know that the adverse 
headwinds would impact me and every-
one around me. In the 2000-02 dot com 
bust, I was right there in the midst of all 
the action. I was by then the President of 
a large ad agency. Our US partners were 
in panic. Many of our clients in India were 
hit, and some unfortunately shut down. 

gies. But most companies, barring those 
in essentials, hygiene and FMCGs just 
lost their entire customer base in the 
lockdown months. But, why?  

Which is what left me wondering if 
the Indian manager has enough AQ – 
Adversity Quotient – which is the score 
that measures the ability of a person to 
deal with obstacles, and change, in life. 
Also known as the ‘science of resilience’, 
the term was coined by Prof. Paul Stoltz 
in 1997 in his book Adversity Quotient: 
Turning Obstacles Into Opportunities. 
To quantify the adversity quotient (AQ), 
Stoltz developed an assessment method 
called the Adversity Response Profile 
(ARP) which has become quite popular 
with HR experts over the years in the 

have witnessed the perplexed responses 
of civil administration, handicapped as 
they are by inadequate resources and 
whimsical political decision-making. 
But I have been more puzzled, if not dis-
appointed, by the lack of any cogent and 
coordinated response itself to the adverse 
circumstances faced by Corporate India, 
by its managers. It seems as if the entire 
business of clients and brands had gone 
into hiatus through the lockdown. And 
getting it back in the groove seems both 
tedious and tiresome even today. 

The factories were shut. What could 
I do? Supply chains were irretrievably 
broken. What could I do? The retail was 
all shuttered. What could I do? Televi-
sion had no new content. What could I 

do? Somehow one got the overwhelm-
ing feeling that corporate managers had 
just got completely stumped. Completely 
dumbstruck. Completely over-awed. 
Completely overwhelmed by the mag-
nitude of the lockdowns. There were 
no past precedents to look towards for 
inspiration, or insights. Adversity had 
literally blinded Corporate India for a 
hundred days. Of course, there was work 
from home (WFH). Of course. there were 
Zoom conferences all day. Of course, there 
was much to-ing and fro-ing on strate-

COLUMN By Sandeep Goyal FIFTY-FIFTY
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West. AQ is one of the probable indicators 
of a manager’s ability to combat adverse 
circumstances in life: useful in predicting 
attitude, mental stress, perseverance, lon-
gevity, learning, and response to changes 
in environment. 

Honestly, not one brand or client 
showed signs of combat in the past few 
weeks. Actually, there was one brand. One 
exception. Amul. They took the bull by 
the horns. During the months of April 
and May 2020, Amul’s ad volumes wit-
nessed a threefold (316 per cent) increase 
over the corresponding period last year. 
Amul dominated the ad volumes with 
over 87 per cent of share of voice in six out 
of 12 categories it operates in. Even in the 
non-aerated soft drinks category, Amul’s 
share was 51 per cent compared to other 
summer advertisers including packaged 
juice brands. It was the only significant 
advertiser on Doordarshan’s Ramayan 
and Mahabharat – it got ten times more 
viewership than the Indian Premier 

League (IPL), at one tenth of the cost. 
Amul did not suffer a single day’s outage 
on its milk supplies. In fact, during the 
80 days of lockdown, Amul handed out 
Rs 11,000 crore cash to its farmers. Their 
milk procurement shot up by 17 per cent, 
and there was a 30-40 per cent increase in 
the sale of milk, butter, paneer and cheese 
even while consumers stayed home.

For most other companies, it was as 
if the fight had gone out of them. And 
kicking back to life in the unlock period 
is being equally difficult. Except mobile 
phones, and a bit of IT products that 
had broken down during the WFH, lit-
tle else seems to be getting back to any-
where close to previous sales levels. That 
includes entrepreneur driven startups. 
Lots of moaning, and groaning. Have 
no funds. Crib. Crib. Crib. But where is 
the entrepreneurial drive, I enquired? 
I showed one young man a UV box to 
disinfect mobiles. A simple piece of engi-
neering. I said this is a 200 million units’ 

opportunity. May be more. Every home 
will need one, want one. Why don’t you 
make them here? He hee-ed. And he 
haw-ed. There was no alacrity, no enthu-
siasm. Just no bounce back in the face of 
adversity.

Intelligence Quotient (IQ), Emotional 
Quotient (EQ), Social Quotient (SQ) are 
all important. But without AQ, managers 
hit an insurmountable wall. Adversity 
needs adaptability. To adapt to change 
what is needed is to: 
l See it. Acknowledge need for change 
l Own it. Take charge of the situation. 
l Solve it. Have an action plan 
l Do it. Execute the change. 

It may not be easy in the face of adver-
sity. But it has to be done.   

The author has spent 36 years in the advertising 
& media business at HTA, Trikaya Grey, DDB 

Mudra, Rediffusion, Zee & Dentsu. He has 
worked on over 500 clients and brands 

The views expressed are personal and do not reflect 
those of BW Businessworld

FOR MOST COMPANIES (OTHER THAN AMUL), IT WAS AS IF THE FIGHT HAD 
GONE OUT OF THEM. AND KICKING BACK TO LIFE IN THE UNLOCK PERIOD 
IS BEING EQUALLY DIFFICULT. EXCEPT MOBILE PHONES, AND A BIT OF IT 
PRODUCTS THAT HAD BROKEN DOWN DURING THE WFH, LITTLE ELSE 

SEEMS TO BE GETTING BACK TO ANYWHERE CLOSE TO PREVIOUS SALES  
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COLUMN

As we enjoy the 
‘freedom’ from 
the lockdown, a 

secondary 
impact of the 
pandemic is 

imminent, once 
again triggering 

the Sophie’s 
choice i.e. if the 

virus is 
contained at the 

cost of the 
economy, many 
more will suffer

is a big actor. It has resources and can 
spend. The demographic structure is the 
fulcrum, where an underdeveloped and 
unpenetrated market provides the base for 
a quick revival. This and more, support the 
recovery velocity. 

However, policy makers must not be 
misled and must rejoice. More is needed, 
and holistically. The shape of the recov-
ery V-shaped (sharp and sustainable), 
U-shaped (or turbulent), W (double-dip 
recession) or in the worst-case scenario, 
L (depression) is important, but the ‘area’ 
under these shapes count more.
Area, not the shape of curve is key: 
The trajectory and area, not the velocity 
of revival should be the real pointer for 
policy makers. The lockdown has crip-
pled the economy and impacted potential 
growth. The government needs effective 
templates. It must induce significant and 
‘expansionary’ measures to augment de-
mand, build consumer faith and suppliers’ 
confidence for revival.

A mis-targeted and un-implementable 
stimulus package will subtract value. 
Businesses are tight fisted in a slowing 
economy and don’t invest. The govern-
ment has to lead investment and loosen 
the purse strings and spend, for recovery. 
Today.

Fortunately, the country’s fiscal health 
is rosy. Falling crude price insulates us. As 
we enjoy the ‘freedom’ from the lockdown, 
a secondary impact of the pandemic is im-
minent, once again triggering the Sophie’s 
choice i.e. if the virus is not contained 
many will die, but if the containment is at 
the cost of the economy, many more will 
suffer. Thankfully, the PM has ignored and 
dismissed jibes of the ‘cure (lockdowns) 
being worse than the disease’ camp.
Blunt & smart and whatever it takes: 
This is war. For tomorrow, the PM should 
use this opportunity and the learning as-
sociated with it and address the structural 
issues by laying new tracks that ‘reach’ 
ignored destinations. He must ‘call for 
action’ and ‘build from the start’, focus on 
impact and sustainability.  

EVEN AS WE REJOICE our 
‘freedom’ from the lockdown, we 
ask a key question – are we at the 
‘beginning of the end’?

Amid the already dysfunctional 
economy, a global recession is imminent. 
Technically, India may escape recession 
but endure collateral damage, wiping out 
the momentum of the last decade. The 
country has been under this fog before, 
even if this aspiring generation has not. 
Economic landscape is craggy: Our 
economy is fragile, precariously brittle and 
susceptible to any long-lasting socioeco-
nomic implications. As much as 50 per 
cent of  the workforce in the unorganised 
sector lives on sustenance. The consuming 
class, consisting of the poor and middle 
class, is vulnerable and cash strapped. 

The ‘centralised’ planning unfortunately, 
aided economic concentration at the cost 
of economic integration and development. 
Today the richest seven states contribute to 
about 65 per cent of India’s GDP. 
Ashad mah set in early – prolonged: 
The economic structure is lopsided; value 
at the top and volumes at the bottom, 
unlike in a ‘balanced’ pyramid. Economic 
activities and spends are ‘lumped’ with 
crop cycles, elections and festivals, which 
drive spending and purchases are delayed 
during inauspicious periods. And yet, this 
very fragility of our economy, positions it 
for a quicker rebound.

India is consumption led. Demand crea-
tion is ‘low hanging fruit’ because the pro-
pensity to consume is high. The consuming 
class is at an inflection point; a potent 
combination and aiding the multiplier. 
The deprived and the poor consume (and 
do not save), helping demand growth and a 
quicker economic turnaround. 

On the supply side, most of India’s 
workforce driving the economy is un-
derpaid, ‘flexible’ and ‘easily’ employed, 
accelerating job recovery. The government 

Area of the Recovery Curve 
Central, Shape Peripheral

VIKAS SINGH

The author is an economist & columnist
The views expressed are personal and do not 

reflect those of BW Businessworld
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HE COVID-19 PANDEM-

IC has awakened us to 
the rising inequality 
around the world that 
economists have long 
been warning about. A 
system proven to be the 
most efficient for allo-
cating resources is now 

revealed to be having fault lines festering 
within. The current crisis is an opportu-
nity to bring in some needed reforms.  

Instead of looking to replace eco-
nomic systems, it is important to under-
stand that it might not necessarily lead 
to change in motivations of individu-
als, and may lead to inefficiency with-
out mitigating inequality. Instead, we 
need to reboot capitalism with better 
underlying ethics. To this end, we don’t 

T
The 2008 recession was a culmina-

tion of those issues, but the Covid-19 
pandemic may deal a heavier blow to 
the capitalistic system, one that it may 
not recover from. During this crisis, 
inequalities have further widened. The 
less fortunate have been hit the hardest, 
revealing that modern-day capitalism 
only benefits a few. Moreover, the surge 
in lay-offs, limited access to healthcare 
and shutdown of small businesses have 
further emphasised the point that capi-
talism lacks resilience.  

The issues within the system, excused 
on the pretext of pursuing individual-
istic goals, have been manifesting for 
some time as corporate slavery, unequal 
distribution of risks in franchisor-
franchisee relationship and dispropor-
tionate distribution of returns in large 

The author is Chair, Institute for Competitiveness, India and  visiting scholar, Stanford University 
The views expressed are personal and do not reflect those of  BW Businessworld 

examples of such conscientious capital-
ism – some businesses readjusted their 
operations to produce essential medical 
supplies, others made heavy donations 
or financially supported small busi-
nesses in their supply chain, and some 
corporations hired new employees and 
went ahead with promotions despite un-
favourable market conditions.  

While reforming the modern-day 
capitalism is a herculean task, a silver 
lining to the current crisis is that it has 
put us on that path sooner than other-
wise expected. It has reformed us as in-
dividuals to become more empathetic 
and responsible towards our commu-
nity. Now, the next step is to reform the 
system that we are a part of. 

It can begin with large corporations 
stepping beyond Corporate Social Re-

Rethinking 
Capitalism

need to look outside our borders when 
India is where the concept of Dharma 
(righteousness) originated. It is not lim-
ited to Hinduism and Buddhism, but is 
more akin to a code of conduct, duty or 
ethics. 

Dharma is central to Eastern culture, 
in the sense that our thoughts and ac-
tions are guided by our concern for the 
society at large. Capitalism, on the other 
hand, originated in the West, where the  
individual is put above the community. 
While individualism does not contra-
dict Dharma per se and has ensured im-
mense prosperity under capitalism, an 
excess of it has birthed newer issues in 
the economic order. 

sponsibility (CSR) to uplift others. Prac-
tising Dharma in capitalism requires 
that businesses conduct themselves with 
the objective of earning revenue as well 
as generating value for the society. 

However, doing good to self as well as 
others is an ideal that requires creativity. 
Therefore, an ethical capitalistic order 
envisions innovation as the key to creat-
ing value for all stakeholders. In this way, 
capitalism underpinned by Dharma will 
not only lead to equitable and sustained 
economic growth but will also promote 
efficiency. 

corporations. For instance, franchisee 
stores make high-stake investments and 
have low profit margins, but even the 
most profitable retail stores earn less 
than the CEO of those corporations. 

At this time of reflection and change, 
capitalism also needs a reimagination. 
Capitalism underpinned by the ideals 
of Dharma imagines a system where 
businesses function in a manner that 
not only benefit themselves but also the 
society. 

It promises a more sustainable and eq-
uitable system. The pandemic even saw 

ARTHASHASTRA By Amit Kapoor 
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A
COLUMN By Vikas Singh

We Need 
a New 
Paradigm

 DECADE IS AN ETERNITY in global trade. The manu-
facturing sector has undergone a tumultuous decade 
and is still evolving. Its role has changed too. Manu-
facturing is a ‘progress’ multiplier, an employment 
generator and a growth driver. And much more. It 
stands for productivity, innovation and trade. It feeds 
the services sector and is a wealth creator.

Manufacturers will have substantial new opportu-
nities sparked by innovation and the emergence of a 
new global consuming class. While we were rejoicing 
the progress as a result of reforms, developed nations, 
particularly China, envisioned the big picture. It fo-
cused on innovation, scale, productivity and R&D 
to the ‘highway’ of competitiveness and has perched 

Consumers will suffer too. Banning 
cheaper imports could cause inflation, 
hurting the middle class and denying 
the poorest cheaper consumables. At 
the macro level import substitution will 
mean reallocating resources that can be 
better and more meaningfully deployed. 
Is this in our interest? The solution lies 
not in boycotting Chinese goods but in a 
pragmatic and holistic plan. 

We are not competitive because our 
policies have created bottlenecks. Our 
governments chose the lazy solution; 
jugaad, short-termism and populist 
decision making. It offered subsidy and 
protectionism, encouraged incompetent 
policymakers and pushed through dis-
banded and sketchy legislation. 

China has ‘replaced’ our domestic pro-
duction across 500 categories and 3,000 
products, including mobile phones, toys 
and several sundry household items. Ban-
ning these items won’t hurt us. 

China will bleed us by ‘denying’ us the 
‘intermediaries’ that ‘nourish’ our exports, 
undermining competitiveness. Sectors 
like pharma, automobiles, electronics, 
telecommunications will be on their 
knees, spiralling bankruptcies. The cas-
cading effect may wipe out about 15 per 
cent of profit- making MSMEs, rendering 
millions unemployed. 

itself as the ‘workshop’ of the world and eventual prosperity. We remain at the beginning 
of the curve, our share – a miniscule two per cent. We focussed on ‘serving’ the world. 
Manufacturing was reduced to a ‘path to urbanisation’ from subsistence agriculture. 
Admittedly many leapt out of poverty, into dignity. 

In today’s generation war is a lose-lose. The global trade war more so. The winner is 
comforted with a consolation prize. People of all hues are demanding boycott of Chinese 
goods. The noise is getting shriller by the day, many are taken in. The globe is concerned 
too. About 16 trillion and a fifth of the world economy is at play and account for 40 per 
cent of the people. Large economies are intertwined; both India and China are engines 
and growth drivers, and have the potential to grow for the next 50 years. 

Cutting the nose to spite the face
Goaded by the frenzy, our policymakers may resort to the easy and popular panacea i.e. 
‘ban Chinese, adopt Indian’. At stake is about Rs 1.5 lakh crores of  imports. Boycotting 
‘Made in China’ has taken on an emotional fervour. Jingoism adds to the clamour. Im-
ports are the visible end of the trade. But what most don’t realise is that these ‘cheap’ im-
ports make our exports competitive. We must face the harsh facts. Why is it that despite 
being the third largest economy our share of global trade is less than two per cent?
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Atma Nirbharata is not make ‘everything’ 
Economies take time and leadership to build. China planned for decades and imple-
mented its policies rapidly and better. Fortunately, India is at present better off com-
pared to China when they planned global domination.  Our economy is at the inflection 
point. We are consumer-led, domestically dependent. The demography supports us. 
Democracy is healthy. However, ‘Make in India’ should be an abject lesson. Modern 
manufacturing necessitates specialised and cutting-edge technology. Quality is the 
currency to compete with; capital and skill the key differentiators. 

Our labour laws are archaic and unfair. The tax structure is too complex. Land acqui-
sition is fraught with political overtones and is a cesspool. The government’s approach 
to trade negotiation is indifferent, timid, often aggressive, but always inadequate. 
Infrastructure is the big elephant in the room. Bureaucratic overreach and Inspector 
Raj only diminish competitiveness. Our industries are precariously leveraged. Debt is 
expensive. Equity is scarce. The skill ecosystem is 20 years behind time, with the best 
opting to ‘serve’ and the rest choosing to ‘code’ for the USA market. Even the shop floor 
lacks ‘trained and technical’ staff; with most preferring ‘white collar’ jobs and call cen-
tres. The young don’t see manufacturing as a career option.

Our supply chain is broken. Actually, it was never sufficiently built.  A Crux insight 
across 18 major sectors shows that every two per cent incremental share of the global 
manufacturing market will add 20 million jobs and is a three-fold multiplier. It 
highlights domestic bottlenecks as a result of poor policy frameworks that cost the 
economy about ten per cent of the GDP. The bottlenecks add to the woe. We have 
competitive advantage in about ten sectors and must focus on those. A Crux study 
indicates that an intensive approach across six sectors (especially labour-intensive 
ones) where we have strength and the base to be competitive, with adequate gov-
ernment support alone will create four million jobs and reduce dependence on Chi-

CHINA IS A FORCED CHOICE, A 
ROGUE TRADER, BUT INDIA IS NOT 
AN ‘AUTOMATIC’ ALTERNATIVE’

nese imports by 70 per cent. We could 
be more competitive if the government 
could negotiate trade and tariff better, 
especially where we lose out marginally 
as in the textile sector.

Industry lacks the support of effective 
tributaries and suppliers, reducing com-
petitiveness, subtracting value and hurt-
ing growth. Similarly, they face regulatory 
hurdles and policy upheavals when the 
dispensation changes. There is more col-
lateral damage. The rupee is overvalued 
but needs a calibrated call. The exchange 
rate is a double-edged sword. A cheaper 
rupee would make our exports competi-
tive. A stronger rupee will bring down the 
cost of imported intermediaries. It is a 
delicate balance.

China is a ‘forced’ choice for most 
economies. Their product quality is poor 
and their trade practices are unethical. 
It is a bully and a rogue trader. India can 
fill in, and chart a labour- intensive trade 
trajectory. But we must not day dream. 
India is straddled between the dragon 
(China) and the agile others (Vietnam, 
Bangladesh) and armed with a knife 
when a bazooka is needed. We need a 
new paradigm. Sacrifices may need to 
be made. Decisive policy actions that ad-
dress a holistic and sustainable approach 
are needed to secure the future. 

Our goal should go beyond establish-
ing India as a global hub for manufac-
turing, design and innovation. We have 
tried and often put the rail back on track. 
The leadership needs to lay new tracks. 
While the PM begins to ‘manufacture 
from the start’ the larger goal should be 
to keep the momentum, fuel growth, 
capitalise on the demographic dividend 
and propel India to the league of devel-
oped nations.

But it will not be easy. It never is. Sad-
ly, leadership alone will not be able to 
achieve it. It will require courage, skill, 
and wisdom and overwhelming support 
from every corner.   

The author is an economist and columnist 
The views expressed are personal and do not 

reflect those of BW Businessworld
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dynamics of  who gets laid off at who’s cost and at what stage, is a complex discussion 
involving individual effectiveness, the difference that once makes to the team, the in-
ternal dynamics of the team, criticality of the role the team performs, the performance 
of the Organisation, outlook of the sector etc.

So in case you are reading this piece and you happen to be one of the unfortunate who 
got laid off, don’t beat yourself down. Life is a journey across several streets. Some bright 
ones and some dark dungeons. Along with everything that one develops, one is expected 

to work on developing the adversity quotient. So, what’s 
Adversity Quotient (AQ)? AQ is one’s tenacity to travel 
through the deep dark dungeons. Some dark corridors 
are meant to be traversed alone. 

These are the places that render all the tools acquired 
in life useless and all the support system inept. These 
are the corridors that seem to take forever to cross and 

probably are the tests that He (God) makes one take. 
Oh, and just to make it a little more entertaining, He 
adds multiple such corridors and multiple layers of 
the dark alleys in each. What lies at the other end, 
one doesn’t know but all that one built till then is 
decimated. The one who is able to dispassion-
ately travel through that rubble reaches the next 
phase of one’s life.

 So, what keeps one going? One’s sense of be-
longingness to the family and to oneself. It’s the 
dogged determination not to let some blow bring 

you crashing down and to stand for what you be-
lieve. Belief that Life is benevolent and will give one 

more than what it has taken away. If it doesn’t, it isn’t 
the end of the tunnel. 
Get strong to last these phases. Learn something 

O THE ACTOR who 
took his life shocked 
the collective intellect 
of a majority. He also 
brought to light the dark 
underbelly of the Glam 
World. With each pass-

ing day, one is exposed to stories of how a 
few Power Lords desecrate and wilfully 
destroy lives and careers of many. India 
is outraged.

Many nondescript faces that cross the 
street with you, or live in the same vicinity 
– regular Joes doing some corporate gigs 
– may be facing the exact same demons. 
Depression and loss of self-esteem. These 
are unprecedented times with unprec-
edented Stress! One is stressed to keep a 

job and even more stressed without it!
While Death by Suicide shakes us up, 

Death by Cardiac Arrest doesn’t exactly 
stir us as much. We reason with ourselves 
thinking that the person must have been 
smoking or drinking too much, must 
have been feeble and buckled under 
stress, must have had a sedentary lifestyle 
which caused this et al. Studies point out 
that close to 60-72 per cent of employees 
over 40 (majority men) are prone to heart 
diseases. In times like these when several 
hundreds of thousands of people are be-
ing laid off, the above number may just 
balloon.

Layoff! A word that can give night-
mares to the best of professionals. The 

new! The world is evolving rapidly. The new world 
requires new skills. Using the break to acquire new 
skills is a great way to reinvent oneself. There are so 
many new programmes that one can enrol in and equip 
oneself with.

Reduce Liabilities! It is important to get back to 
the old school of living within one’s means. There is 

probably no shame in restricting/returning the car or the apartment instead of burning 
reserves trying to pay massive EMIs.

Get fit! Keep the heart healthy and beating! Start Fresh! You owe that to yourself and 
your loved ones! Success, Fame, Fortune are transient. Fighting through these phases, 
teaching your children how to weather a storm and emerge stronger is a permanent 
and invaluable lesson!   

S
GUEST COLUMN - By Satya Murthy

The author is an alumnus of IIM (B) and offers consultancy to startups and MSMEs. 
He also works on Analytics media tech and luxury and a lifestyle market startup

About the 
Deep Dark 
Dungeons and 
Demons  Life is a journey across several streets. Some 

bright ones and some dark dungeons. One is 
expected to work on the adversity quotient
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I
COPING 

WITH 
COVID-19

NDUSTRY SECTORS SUCH CON-
STRUCTION, automotive and engineer-
ing and industrial equipment have been 
adversely impacted by the Covid-19 pan-
demic, says a BW Businessworld-TechSci 
Research survey. 

BW Businessworld along with TechSci 
Research conducted a survey among mid-
dle and senior management of companies 
to measure the impact of Covid-19 on 
Indian industries. The perception-based 
survey takes into account the knowledge 
and experience of respondents working in 
companies across sectors. The ground 
work, research and survey was executed 
by TechSci Research

The survey, which covered 153 compa-
nies across six industries, however, found 
that sectors such as IT software and hard-
ware, consumer food and durables, and 
Telcom equipment and service providers 
were not as severely impacted as the oth-
ers. Here, the respondents were of the 
view that whilst the pandemic caused dis-
tress to their businesses, the impact was 
only ‘somewhat adverse’.

Adversely Impacted Categories
Out of the total number of respondents 
surveyed in the construction industry, a 
whopping 70 per cent said the sector was 
‘adversely’ impacted by the Covid-19 pan-
demic. Similarly, 65 per cent of respond-
ents from the automobile and ancillary 
companies admitted that the outbreak 
had adversely impacted the sector. 
Around similar percentage (63 per cent) 
of respondents from the engineering and 
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BW Businessworld and  TechSci Research 
conduct a perception-based survey 

among middle and senior management 
personnel across six key industries to 

gauge the impact of Covid-19 on them  
By Jyotsna Sharma & Ashish Sinha
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SURVEY COVID-19 IMPACT

industrial equipment companies 
agreed that the pandemic adversely 
impacted their industry. These 
respondents also agreed that revenue 
targets were not reached, expendi-
tures increased and expansion plans 
etc. got severely hampered.

However, these respondents dif-
fered as to the time period for recov-
ery of their respective industries. 
While only 55 per cent of the respond-
ents from the construction industry 
said it will take more than a year to 
recover, a larger chunk of respond-
ents (75 per cent) from the auto 
industry said it will take more than a 
year to recover, whereas 74 per cent of 
respondents from the engineering 

and industrial equipment sector put 
the recovery time from 6 months to 
12 months to set in after one year. 

On the question of adverse impact 
on revenue due to Covid-19, 60 per 
cent of those in the construction 
industry said that annual sales will be 
down 26-50 per cent based on their 
analysis of the revenue trends during 
Q1 of FY2020-21. In the auto sector, 
40 per cent of the respondents 
believed that sales would be down by 
26-50 per cent. But half of the 
respondents expected the sales to be 
down only under a quarter (1-25 per 
cent) for 2020-21. In the engineering 
and industrial equipment industry, 
67 per cent of respondents were con-

fident that sales will only be down by 
1-25 per cent for the full year as they 
expected the recovery to set in within 
a year’s time. 

On the question of hiring, a whop-
ping 85 per cent of the respondents in 
both construction industry and the 
engineering and industrial equip-
ment industries felt that there will 
not be any new hiring for 3-12 
months. Only 5 per cent of the 
respondents belonging to the con-
struction industry said that they were 
doing selective hiring even during the 
pandemic. In the automobile indus-
try 80 per cent respondents believed 
there wouldn’t be any new hiring for 
at least a year. 

As to hiring, a whopping 85 per cent of the respondents in construction and            engineering & industrial equipment see no new hirings for 3-12 months
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On productivity getting impacted, 
85 per cent of the respondents in the 
construction sector said that the 
employees are now less productive at 
‘higher employee costs’ due to the 
nature of business, which requires 
personal presence and shortage of 
skilled resources in the industry. In 
the automobile sector, it was the quite 
the opposite. Around 85 per cent of 
the respondents said that employees 
are now less productive but at ‘lower 
employee costs’ due to compensation 
reduction measures taken by compa-
nies resulting in salary cuts. In the 
engineering and equipment industry, 
about 74 per cent of the respondents 
said that the employees are now less 

As to hiring, a whopping 85 per cent of the respondents in construction and            engineering & industrial equipment see no new hirings for 3-12 months
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productive at higher employee costs. 
Why? Due to the nature of business, 
which requires personal presence. 
And of course there is a shortage of 
skilled resources in this industry.

The construction sector expects to 
see an overall annual marketing 
budget cut of 15-20 per cent and a 
large backlog of unfinished projects. 
Respondents felt that there would be 
significant cuts in the employment 
budget in terms of less hiring, salary 
cuts, etc. 

Due to nationwide shutdown the 
automobile industry has experienced 
a major adverse impact. When asked 
about the business impact on the 
industry, the respondents said that in 
April 2020 for the first time in history 
they clocked zero sales, while in May, 
the players’ experienced a 70-90 per 
cent fall in demand compared to May 
2019. The respondents said the 
decline in sales will continue till the 
festival season in October 2020 and 
production related issues due to 

THE Covid-19 impact on Indian industries is a percep-
tion-based survey of the respondents based on their 
knowledge and experience from operating in their 
respective companies. The objective of the study is to 

map the perception of the respondents regarding the impact of 
Covid-19 on specific Indian industries and companies. TechSci 
identified six prominent industries and selected 153 companies 
out of the BW 500 companies list. 

The research team conducted the survey with 2 to 4 respondents 
in each company thus contacting 470 unique respondents and suc-
cessfully conducting 130 interviews mainly with executives at the 
senior management level. The six industries covered include 
Construction and Real Estate, Automotive and Auto Ancillary, IT 
Software and Hardware, Consumer Food and Durables, 
Engineering and Industrial Equipment companies and Telcom 
Equipment and Service Providers. 

The entire survey exercise was divided into five stages and took a 
month to complete the process. It began with developing the ques-
tionnaire in close coordination with the BW Businessworld team, 
followed by respondent identification and selection, administering 
the survey online with the respondents as well calling them to get 
their insights, survey data colla-
tion and analysis and finally pre-
senting the data as a survey report. 

The questionnaire had five 
close-ended questions and three 
open ended ones covering parame-
ters like impact of Covid-19 on 
business plans, time of recovery 
from the impact, revenue impact, 
productivity of the employees, 
impact on new hiring, major busi-
ness impact, budget cuts and 
impact on employment budgets. 
The respondents were identified 
from various social media plat-
forms including LinkedIn and 
were selected based on their work 
experience and designation in the 
company. The respondents include 
‘C’ level executives, Presidents, Vice-Presidents, Senior Managers, 
etc. At least 20 successful interviews were conducted in each of the 
six industries which were selected for the survey. 

Finally, all 130 responses obtained from the respondents were 
consolidated for each of the industry based on the defined parame-
ters. In the final stage, responses collected for each industry were 
analyzed and summarized to present an insightful industry wise 
impact of Covid-19.                                                           — TechSci Research

The respondents 
were identified 

from various 
social media 

platforms 
including LinkedIn 

and were 
selected based 

on their work 
experience and 

designation

HOW WE DID IT
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skilled labour availability disrup-
tions. The respondents said they 
expected permanent layoffs for 20 
per cent of the workforce in the indus-
try. The engineering and equipment 
industry was no different. The 
respondents here said they expected a 
10-15 per cent cut in annual market-
ing budget and 8-10 per cent layoffs 
this year. 

 
‘Somewhat Less’ Impacted 
Categories
In the IT industry, 65 per cent of the 
respondents termed their sectors as 
somewhat less impacted whereas for 
consumer goods it was 60 per cent 
and 50 per cent for telecom equip-
ment & services. As to the recovery of 
their respective sectors, a whopping 
81 per cent of respondents on an aver-
age from three categories believed 
recovery would set in less than 12 
months. 

Around 60 per cent of the respond-
ents, on an average, from these three 

incurred major losses. Also, respond-
ents said cyber related attacks on per-
sonal computers and routers had wit-
nessed a significant increase which 
was having a positive impact on the 
business of cyber security providers. 
Also, 65 per cent of the respondents 
said their companies were planning 
for marketing budget cuts to limit the 
adverse impact of Covid-19 on profit-
ability. However, they also warned 
that if the impact on business is 
higher than expected mainly led by 
decline in business from the US and 
Europe, then the marketing budget 
cuts will increase and may continue 
for three to six months. What about 
the employment budget cuts? Those 
in the IT sector said all campus 
recruitments were ‘on hold’ now. 
About 65 per cent of the respondents 
mentioned that if the pain at the cli-
ent side continues, a salary cut of 
10-15 per cent will be inevitable.

The consumer goods and the tele-
com sector expects cuts of 80 per cent 
and 75 per cent in their marketing 
budgets. The respondents in the con-
sumer goods and durables sector are 
expecting to see job cuts and lay-offs 
of 5-10 per cent in the industry.    

In the telecom sector, about 70 per 
cent of the respondents said the 
employment budget will be affected 
due to the adverse economic impact 
of coronavirus and a few specific roles 
will become redundant. “This will 
result in both salary cuts and layoffs,” 
they said. They felt that salary cuts 
will be in the range of 10-25 per cent 
while layoffs are expected to be 5-7 
per cent, if the situation worsens. 
However, the remaining 30 per cent 
opined that there will be no impact on 
the employment budget. That should 
be something to cheer about.  

ashish.sinha@businessworld.in;  
@ashish_BW 

jyotsna@businessworld.in;  
@Jyotsna_off

“Within five years, 
will be able to 
achieve produce 1 
achieve sales of 3 
lakh tractorWepl 
anto 
produce10,000units 
oftracto monthfrom 
May”
AMRIT SAGAR MITTAL,  
vice chairman, ITL

categories said they expected the rev-
enue impact of the Covid-19 pan-
demic to be under 25 per cent for the 
current financial year. A small per-
centage of the respondents in each of 
the three categories of companies 
said they expected the sales to grow 
this year. Only 8 per cent of the 
respondents on average believed that 
revenue may decline by 50 per cent 
compared to previous years. As to the 
impact of Covid-19 on hiring, an aver-
age of 17 per cent of respondents 
across the three categories said ‘selec-
tive hiring’ was an ongoing activity 
even during Covid-19. And no one 
believed there won’t be any hiring at 
all for a year. In fact, over 44 per cent 
of the respondents across the three 
sectors believed that hiring activity 
will be on. And none believed that 
there won’t be any hiring for a year. 

 Was there a business impact due to 
coronavirus? In the IT industry, those 
that had end consumers in travel, 
tourism, restaurants, hotels etc. 

31 | B W B U S I N E S S W O R L D | 25 June - 09 July  2020 Photograph by Shutterstock



S U M M I T  &  A W A R D S  2 0 2 0

WELLBEING
PRESENTS

IN ASSOCIATION WITH

S E C O N D  E D I T I O N

ANNOUNCING

R E C O G N I S I N G  T H E  B E S T  I N  W E L L B E I N G

Real Estate Partner Coworking Partner Knowledge Partner

For Queries
Tarun Ahuja; tarun@businessworld.in; +91 98103 37733

#WellbeingSummit

J U L Y
NEW DELHI

NOMINATE NOW
LAST DATE TO NOMINATE

JULY 20, 2020

Bhupendra Kumar Rana
Founding CEO 
Quality & Accreditation Institute
(QAI)

Dr. J.L. Meena
General Manager

Hospital Networking & Quality Assurance
Ayushman Bharat

Pradhan Mantri Jan Arogya Yojana
National Health Authority (NHA)

J
U

R
Y

 M
E

M
B

E
R

S



BUY NOW TO UP YOUR
MARKETING GAME

15th Edition of

PURPOSE, 
PERSONALISATION & 

PERFORMANCE
SCALING IDEAS THAT 

FUTURE PROOF BUSINESSES

Rs. 499/-

bit.ly/OrderMWB19

To Order, Please Visit:



34 | B W B U S I N E S S W O R L D | 25 June - 09 July  2020 

TECTONIC 
SHIFT IN FMCG 

BUSINESS

C O V E R  S T O R Y FMCG



35 | B W B U S I N E S S W O R L D | 25 June - 09 July  2020 

D
PHOTOGRAPH: SHUTTERSTOCK

Piling   inventory, 
staggered output  and 
a disrupted supply-
chain have not been 
able to daunt the FMCG 
sector, which is now 
resurging and re-
calibrating priorities 
By Jyotsna Sharma 
& Ashish Sinha

ESPITE THE PANDEMIC, three things 
still remain true of the Fast Moving 
Consumer Goods (FMCG) sector in 
India. Firstly, it is the fourth-largest 
in the country’s economy. Secondly,  
the organised market size stands at 
over Rs 4.2 lakh crore and is growing 
and thirdly, while urban India con-
tributes a little over half, it is semi-
urban and rural India that drives 
growth. What has indeed changed 
due to the Covid-19 pandemic, par-
ticularly in the initial days – from 
lockdown till mid-April –  was a sub-
dued consumer demand, increased 
need for ‘personal care and personal 
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hygiene’ category, drastic decline in 
demand for beauty care products and 
perhaps, greater dependence on local 
kirana stores and greater trust in 
ecommerce.   

Most organised FMCG companies 
responded to these changes in the on-
ground situation after the initial 
shock of a countrywide lockdown. 
Now that most publicly traded FMCG 
companies have declared their results 
for the financial year (FY) 2019-20 
and that of the last quarter (Q4 FY20 
- January to March 2020), a picture 
emerges. It is a picture of recovery, 
increased consumption, rationalisa-
tion of product categories and points 
to the direction the industry will take 
over the next few quarters. Analysts 
say that the top ten FMCG companies 
generated free cash of over Rs 26,000 
crore in FY20 despite the adverse 
impact of the pandemic in the sec-
ond-half of March.  With coronavirus 

cases on the rise, the market environ-
ment for FMCG companies are 
unlikely to change.

 
Adverse Impact
Covid-19 had an impact on one and 
all. Hindustan Unilever Limited 
(HUL), India’s largest fast-moving 
consumer goods company, saw a 
challenging business environment 
with lower GDP growth and slow-
down in consumption for FY20. 
“Given the disruptions to the supply 
chain arising from Covid-19 in March 
2020, for the full year 2019-20, 
domestic consumer growth was two 
per cent, with underlying volume 
growth of two per cent,” said Sanjiv 
Mehta, Chairman and Managing 
Director, HUL, in the company’s lat-
est annual report. 

Despite the challenges, HUL’s net 
profit for FY20 was up 11.48 per cent 
at Rs 6,756 crore while sales were up 
1.44 per cent at Rs 39,136 crore. It 
generated over Rs 9,600 crore as 
‘cash from operations’, up Rs 1,357 
crore over the previous year. While 
food and refreshments saw profitable 
growth, performance in the beauty 
and personal care division was 
impacted. Hindustan Unilever’s cost 
saving programmes delivered it a 
welcome seven per cent gross savings 
in its turnover last year. 

Sanjiv Puri, Chairman, ITC, 
recalled that the lockdown seemed 
like “an impossible task” but thank-
fully optimism prevailed when the 
top-brass of ITC realised that they 
would be able to sail through it. This 
Kolkata-headquartered diversified 
business conglomerate generated a 
gross revenue of Rs 46,323.72 crore 
that saw an increase of 2.4 per cent 
over last year despite tough market 
conditions. Its Profit-after-Tax grew 
21.4 per cent to Rs 15,136.05 crore, 
aided by reduction in corporate 
income tax rates during the year. 

The FMCG business of ITC had a 

significant contribution as it recorded 
a five per cent growth in revenue – Rs 
12,844.23 crore – over the previous 
year (on comparable basis, excluding 
the Lifestyle Retailing Business), the 
company said. Before the outbreak of 
the pandemic, the FMCG-others seg-
ment was on track to register a dou-
ble-digit revenue growth for the 
fourth quarter, on a comparable 
basis, it said after the results. “ITC 
responded to the challenges with 
agility, speed and resilience, together 
with a structured process of proactive 
planning, to operate in the ‘new 
norma’,” said B. Sumant, Executive 
Director, ITC, speaking to BW 
Businessworld.  

Mohit Malhotra, CEO, Dabur 
India, recalled how Dabur had surged 
forward on its growth track in the 

“The pandemic taught us 
many lessons and presented 
opportunities to accelerate 
our innovation pipeline to 
stay not only relevant, but 
emerge stronger as an 
organisation”
HARSHA V. AGARWAL, 
Director, Emami

C O V E R  S T O R Y FMCG

“ITC responded to the 
challenges with agility, 
speed and resilience, 
together with a structured 
process of proactive 
planning, to operate in the 
‘new normal’”
B. SUMANT,  
Executive Director,ITC Limited
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first two months of Q4 FY20, with its 
quarterly revenue from operations 
growing by 4.5 per cent till February-
end. “Covid-19 outbreak and the 
resultant lockdown significantly 
impacted our business in the month 
of March 2020, due to which the Q4 
revenue ended with a 12.3 per cent 
decline. For the full year 2019-20 too, 
Dabur was on track to deliver a six per 
cent revenue growth and 13.8 per 
cent growth in net profit but for the 
pandemic,” he added.  

Nestle India Chairman and 
Managing  Direc tor,  Suresh 
Narayanan, said Covid-19 has had a 
profound impact on the pace, chan-
nel, texture and frequency of con-
sumption, across a variety of seg-
ments in FMCG. “There is a re-cali-
bration of the consumer wallets tak-
ing place where ‘essentials’ are taking 
precedence over ‘luxuries’ however 
affordable they are. We are in for tec-
tonic shifts in FMCG and the story is 
still unfolding,” Narayanan added. 

Another diversified business entity, 
Emami, saw a dent in its FY20 reve-
nues owing to the pandemic. The rev-
enue for the full year stood at Rs 2,655 
crore, showing a marginal drop of 
one per cent due to a 17 per cent 
decrease in Q4 FY20 numbers.  
“Tight cost control measures helped 
improve gross margins by 130 bps 
(basis points) at 67 per cent and 
despite one-time write-off amount-
ing to Rs 11 crore, Emami generated a 
cash profit at Rs 639 crore that grew 
by two per cent during the year,” the 
company has said in a statement.  

Harsha V. Agarwal, Director, 
Emami said, “We strongly believe 
that even an adverse situation pre-
sents an opportunity.  The pandemic 
taught us many lessons and pre-
sented opportunities to accelerate 
our innovation pipeline to stay not 
only relevant, but emerge stronger as 
an organisation.”  

After the initial lockdown, panic 

How has Covid-19 impacted your sector?
There is a new word that has been added to the lexicon of consumer 
needs in the pandemic, which is “Immunity” for self and the family. A 
re-calibration of consumer wallets is taking place where “essentials” 
are taking precedence over “luxuries however affordable” they are. We 
are in for tectonic shifts in FMCG and the story is still unfolding!

What has been the impact on Nestlé India?
For the last 10-quarters without fail, including the first quarter of this 
year, Nestlé India has recorded double digit value growth and has also 
recorded about 8-10 per cent volume growth. For us, volume growth is 
still important and will depend on how the base levels of demand 
revive.

 
Did you launch any new products during this period? 
We have recently launched a new Maggi range as an addition to our 
noodles family – Yummy Capsica, Chatpata Tomato and Desi Cheesy. 
For the first time, consumers can taste and vote for India’s new loved 
taste, by logging onto our website www.Maggi.in.

In the post Covid -19 era what segments do 
you think will drive demand?
The coronavirus pandemic has led to cer-
tain changes in consumer behaviour, which 
going forward can create a host of new 
opportunities for Nestlé India. There is an 

increase in in-home indulgence; consumers 
are experimenting with new forms of 

cuisine. Alongside this, Covid-19 has 
also led to enormous concern for 
nutrition, quality and safety of 
brands and products among con-
sumers.

Your views on layoffs – how to rem-
edy this?
During tough times, such as the 
relentless lockdown, we at Nestlé 
India had one paramount concern 
– the safety and security of our peo-
ple. I have said this before, but fer-
vently believe every word, that, “In 

a crisis you do not run a company; 
you serve a family”. 

jyotsna@businessworld.in

‘STORY IS STILL 
UNFOLDING’

SURESH NARAYANAN, CMD, NESTLÉ INDIA

Photograph by Ritesh Sharma
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buying by consumers led to an 
increased demand for various essen-
tial products, especially household 
items and groceries. “While the 
FMCG sector is better placed than 
other sectors, I believe the annual 
growth will be sharply lower than in 
the past,” said Angshu Mallick, 
Deputy CEO, Adani Wilmar, one of 
the fastest growing food FMCG com-
panies in India and a joint venture 
between the Adani Group and 
Wilmar International of Singapore.

 Adani Wilmar clocked a total rev-
enue of Rs 28,000 crore in FY19 of 
which Rs 18,000 crore came from its 
consumer business. Its ‘Fortune’ 
brand is estimated to be worth over 
Rs 14,000 crore and is one of the 
leading brands in the packaged cook-
ing oil segment.  

C. K. Ranganathan, Founder-
Chairman, CavinKare, a diversified 
FMCG company headquartered in 
Chennai, confessed that due to sub-
dued consumer demand, economic 
slowdown and then Covid, FY20 rev-
enues for the company remained 
more or less similar to the previous 
year’s numbers of around Rs 1,800 
crore. “In April, we did only half of the 

Which segments will drive demand in the post Covid-19 era?
I feel, the importance of personal hygiene and preventive healthcare, 
particularly with Ayurveda, will grow in the consumer mind space. I 
feel healthcare will gain as consumers seek more of it.

What lessons have been learnt from this pandemic?
Prior to Covid, we were highly dependent on pre-season loading. 
Because of the lockdown disruption and our focus on healthcare prod-
ucts, we could not do this at the end of 2019-20, and this reflected on 
our results for the year. Now, we have reduced that dependence and are 
becoming more disciplined about it.

Given that the world has moved online in a big way, how does that 
affect you?
E-commerce is today the fastest mode to reach out to consumers, par-
ticularly with the lockdown in place. This is the reason we chose to 
launch several of our new introductions through the ecommerce route. 
That said, the neighbourhood kirana stores have again gained rele-
vance in the minds of consumers during this 
period and this will continue post-Covid-19.

Your views on layoffs and job losses suf-
fered – how to remedy this?
At Dabur, we have been clear of one thing: that 
there would not be any lay-offs, furloughs or 
salary cuts. This decision was taken to 
create a secure working environment. 
We also did not cut back on new hiring, 
both from campuses and lateral hiring. 
We, in fact, honoured all our commit-
ments with respect to placement 
offers made to B-School graduates for 
our Management Trainee pro-
gramme and the Young Sales 
Leadership programme. We have 
hired 15 fresh graduates for our 
Marketing and Sales requirements, 
and they are undergoing online 
induction and training through the 
virtual mode.  

jyotsna@businessworld.in

‘ECOMMERCE IS 
THE FASTEST 
WAY TO REACH 
CONSUMERS’

“While the FMCG sector is 
better placed than other 
sectors, I believe the annual 
growth will be sharply lower 
than in the past,”
ANGSHU MALLICK,  
Deputy CEO, Adani Wilmar

MOHIT MALHOTRA, CEO, DABUR INDIA

Photograph by Himanshu Kumar
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business compared to April last year. 
In May, the percentage improved to 
70 per cent of the business done in 
May 2019. In June, we hope to cross 
80 per cent. Minus some categories 
and verticals, we have managed to 
cope and work around the pandemic,” 
said Ranganathan. 

The Q4 FY20 for Godrej Consumer 
Products (GCPL) saw its India sales 
decline by 18 per cent to Rs 1,089 
crore while volumes declined by 15 
per cent. Secondary sales (sales from 
distributors to retailers) also dropped  
by 11 per cent. 

the company’s product portfolio. “We 
are thinking of ‘Hygiene’ (as a cate-
gory) very aggressively,” she had said 
in mid-May. 
Value Packs: ‘Small is large’ now. 
With the lockdown, salary-cuts, job 
losses and low consumer sentiments, 
FMCG players are also pushing value-
packs. “Our ratio of consumer packs 
and bulk packs has changed from 
65:35 to 85:15 now. This is because 
we are seeing more people buying 
smaller packs,” said Mallick of Adani 
Wilmar. Other FMCG firms also 
anticipate that consumers will now 
look for value packs. “You will start 
seeing the smaller packs starting to 
do better,” predicted Narayanan.
 Ecommerce & kirana: There is a 
clear shift in channel dynamics. “We 
ourselves have witnessed the contri-
bution of ecommerce going up sig-
nificantly, while the out-of-home sec-
tor has not done well. The channels 
are undergoing sharp change,” said 
Narayanan at Nestle India. The good 
old kirana shops will also play an 
important role, as they will have loca-
tion advantage, service to home 
delivery advantage, assortment 
advantage and credit advantage. If 
there is a lockdown in the future, you 
can run down to them and get what-
ever you want. “The old kirana stores 
will become a friendlier place to shop 
because of social distancing, sanitisa-
tion and hygiene norms,” he said.  

Malhotra of Dabur said the neigh-
bourhood kirana stores have gained 
relevance in the minds of consumers. 
“This will continue in the days post-
Covid too,” he predicted. But e-com-
merce is today the fastest mode to 
reach out to consumers, particularly 
with the lockdown in place. “This is 
the reason we chose to launch several 
of our new introductions through the 
e-commerce route,” said Malhotra.  

jyotsna@businessworld.in;  
ashish.sinha@businessworld.in;  

@ashish_BW

Savlon (ITC), Himalaya, BoroPlus 
(Emami) Protekt and Cinthol 
(GCPL), CHIK, Nyle (CavinKare), 
Sanitize (Dabur), Nycil (Zydus) and 
many more.  “We are clear that hand 
wash as a category will stay because it 
has become a habit and even sanitis-
ers,” said Ranganathan.

Emami also recognised the impor-
tance of health and hygiene, which 
was the need of the hour and launched 
BoroPlus Advanced Anti-Germ 
Hand Sanitizer in April. This was fol-
lowed by the launch of an Ayurvedic 
Sanitizer under the Zandu brand. 

C O V E R  S T O R Y FMCG

“In April, we did only half of 
the business compared to April 
last year. In May, the 
percentage improved to 70 per 
cent of the business done, in 
May 2019 ...” 
C. K. RANGANATHAN,  
Founder-Chairman, CavinKare

The company has recently expanded 
the BoroPlus range of hygiene prod-
ucts to antiseptic and moisturising 
soaps and handwashes.

Godrej Consumer Products 
(GCPL) responded to the Covid-19 
situation by reducing the price of the 
Godrej sanitiser (50 ml bottle) ‘in 
public interest’ and in line with ‘gov-
ernment regulations’ from Rs 75 to 
Rs 25, despite the rise in input cost by 
30 per cent. The company decided 
not to increase soap prices due to the 
coronavirus crisis. “We are planning 
for some very disruptive products as 
we have done in other categories. In 
fact, we are targeting for almost five 
per cent of our revenue in Q1 FY20 to 
come from hygiene,” Nisaba Godrej, 
Executive Chairperson & MD, Godrej 
Consumers Products had said during 
a call with analysts in mid-May. 
Godrej said there will be a strong 
demand for “at least 70 per cent” of 

Tackling Covid-19 
Push for Hygiene: Sensing greater 
demand in the personal hygiene cat-
egory, all players in the FMCG space 
not only increased production of 
hand-sanitisers, but also reduced 
retail prices. Those who did not have 
sanitisers in their portfolio quickly 
added it. These include leading 
brands like Lifebuoy (Hindustan 
Unilever), Dettol (Reckitt Benckiser), 
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SURVIVING 
THE PANDEMIC 
IN THE FIELDS
The monsoon promises to be good 
and sowing for the summer crop has 
begun, but the farmer is still at a loss 
for want of raw materials like seeds, 
fertilisers and agrochemicals. A BW 
Businessworld report from the ground    
By Prabodh Krishna 
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Nidhi) equipped farmers with the 
much-needed funds to buy raw mate-
rials. Agrarian India was also broadly 
exempt from the strictures imposed 
during the lockdown and many 
impediments to marketing the Rabi 
(winter crop) harvest were also ironed 
out. Concessions and exemptions 
were announced for farmers in 
phases, amounting to a Rs 1.2 lakh 
crore package, supply glitches in cru-
cial agricultural inputs like seeds, fer-
tilisers and agrochemicals arose for 
varied reasons. 

So the grumble in the fields, where 
green shoots of paddy, pulses, maize 
or groundnut are sprouting for the 
autumn harvest, is merely a murmur 
and not a rumble. One worry is that 
hurdles in transporting the harvest to 
the market could send prices of crops 
tumbling. In both the United States 
and the European Union, the severity 
of the pandemic made it difficult for 
farmers to get remunerative prices for 
farm produce. A FICCI- GT report 
says between mid-April and mid-May 
almost 90 per cent of the farmers in 
India were either unable to harvest 
their crops or were stuck with it after 
harvesting and unable to sell the pro-
duce at all.

Sowing Woes
Now that the summer sowing season 
has begun many are strapped for 
inputs like fertilisers and agro-chemi-
cals because the agro-chemical indus-
try has not been unable to source its 
raw material supplies. Incidentally, 
agro-chemical producers were not 
among those granted exemption dur-
ing the lockdown. On the contrary, 
many were stymied by the ban on 27 
p e s t i c i d e s  a n d  i n s e c t i c i d e s 
announced this year. 

Many fertiliser and agrochemical 
companies source their raw materials 
and intermediaries from China and 
have been hit by the clampdown on 
imports from there following the 15 

ANURE IS THE FARMER’S GOLD’ is 
an old Estonian proverb that means 
exactly what it says – that a cultivator 
is disadvantaged without a nourished 
soil for the crop to be sown. The sum-
mer sowing season of 2020 leaves a 
wide swathe of the Indian farming 
community scouting for that gold as 
the summer (Kharif ) sowing season 
begins. So far, the Rain Gods promise 
to be benevolent, which is more rea-
son for a clamour for seeds, fertilisers 
and agro-chemicals like pesticides – 
supplies of all of which have been dis-
rupted during the mayhem that broke 
out in the wake of the lockdown 
announced in March. 

Farmers’ unions admit that the 
timely instalments of the PM-Kisan 
(Pradhan Mantri Kisan Samman 

M
PHOTOGRAPH: SHUTTERSTOCK
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June clashes between Chinese and 
Indian soldiers at the Galwan valley 
in Ladakh.   

The Union government has 
announced a 11-point scheme to bail 
farmers out of the hurdles  foreseen 
during the spell of the pandemic, but 
farmers’ unions feel that the Rs 1.2 
lakh crore financial package was not 
enough. Pushpendra Singh, President 
Kisan Shakti Sangh says, “I have been 
asking the government to increase 
the amount of PM-KISAN from Rs 6, 
000 to Rs 24, 000 per year. Had this 
been accepted, farmers could have 
arranged for inputs like seeds 
and most importantly, fertilis-
ers, pesticides and insecti-
cides”. He acknowledges that 
more than Rs 1 lakh crore of 
government investment has 
been announced for agricul-
tural infrastructure, but 
points out that there was no 
immediate relief  in it for farmers. 

Seed for sowing
Seed supplies were among items 
exempted from movement restric-
tions during the lockdown, being an 
essential input for farming. Seeds for 
sowing involve a domestic trade of 
around Rs 28, 700 crore and the busi-
ness had already suffered a loss of 
close to 20 per cent when the exemp-
tion for movement of agricultural 
inputs was announced. 

Shortage of labour during the lock-
down pushed down the productivity 
of agro-industries and the most 
severely impacted were those 
supplying hybrid seeds of cot-
ton and maize. Moreover, 
constraints in logistics 
delayed seed supplies to small 
and marginal farmers and 
those not represented by 
F a r m e r  P r o d u c e r 
Organisations (FPOs) in 
remote districts of the coun-
try. Transport operators, for 

instance, often refuse to ply trucks 
across long distances. Farmer-
Producer Organisations have ironed 
out some supply glitches for farmers 
during the sowing season, but farm-
ers may still be stymied by the social 
distancing norms. 

In choosing crops to sow, farmers 
largely depend on their experience 
and profitability of the past few sow-
ing seasons. Choosing the right crop 
to sow involves enormous uncer-
tainty, which in turn leads to lacunae 
in the production of seeds. The Union 
government’s decision to incentivise 
research and development, may miti-

gate the problem in the long run.
Shivendra Bajaj,  Executive 

Director, Federation of Seed Industry 
of India (FSII), says, “The majority of 
labourers are stuck in cities due to the 
lockdown. In such a scenario, farmers 
will have to rely on farm machinery 
and equipment to offset the need of 
labourers. Also, good quality seeds 
and other agri inputs, along with gov-
ernment assistance, needs to be pro-
vided to farmers to deal with the neg-
ative effects arising out of the corona-
virus pandemic.” 

The farmer’s gold
“The fertiliser Industry falls under 
essential commodities and was 
exempted from the lockdown,” points 
out Satish Chander, Director General, 
Fertilizer Association of India (FAI), 
the executive body for fertiliser 
groups operating in India. The lock-
down, which imposed a ban on move-
ment except for essential services, 
posed a challenge for continued oper-
ations of fertiliser plants, though. 
Plants operate round the year, but 
consumption of fertilisers is seasonal. 

“To make fertilisers available in 
every corner of the country, it is very 
important for plants to operate 
throughout the year,” points out 
Chander. Transport was another 
challenge for the industry, because 
storage capacities of most fertiliser 

“To make fertilisers available in 
every corner of the country, it is 

very important for plants to 
operate throughout the year,” 

SATISH CHANDER,  
Director General, FAI

“With more money in farmers’ 
hands, they will increase 

investment in agriculture 
infrastructure as well as agri-

inputs and this will lead to 
overall development,” 

R. G AGARWAL,  
Chairman, Dhanuka Agritech 
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plants are limited. These plants were 
also handicapped by the unavailabil-
ity of labour and shortage of consum-
able items. Some had to opt for a 
shutdown or operated at reduced 
cost.   

The Union Ministry of Home 
Affairs had exempted the fertiliser 
industry from the lockdown and the 
Indian Railways had reduced freight 
charges for it. The industry was, how-
ever, starved of working capital. The 
Direct Benefit Transfer (DBT) sys-
tem, which puts subsidies directly 
into the bank accounts of farmers 
instead of making them available to 
fertiliser companies, tantamounts to 
delayed returns for fertiliser plants.
Instead of recovering their capital 
investment within a month or two, 
the recovery cycle of fertiliser compa-
nies now extends upto six months. 

 “The Union Budget also made 
inadequate provisions for fertiliser 
subsidy, which also halted payments 
(to the industry),” rues  Chander. 
Moreover, as part of its cash manage-
ment measures to tackle the Covid-19 
pandemic, the Union Ministry of 
Finance put monthly and quarterly 
restrictions on disbursal of funds. 
The Rs 10,000 crore loan taken from 
banks in March 2020 had to be set-
tled with interest in April this year, 
out of funds available for fertiliser 

points ...Likewise seeds and pesti-
cides are easily accessible.”

Problematic pesticides
Untimely rains in many regions and 
the high buffer stocks in government 
warehouses necessitated fumigation 
and pest management, but the agro-
chemicals industry had not been 
exempt from the lockdown. Moreover, 
says R.G. Agarwal, Chairman, 
Dhanuka Agritech, a major player in 
the agrochemicals market in India 
“The government’s decision to ban 27 
insecticides and pesticides isn’t well 
thought-out.” 

Many agrochemicals companies 
import inputs from China, along with 
technical support and finished prod-
ucts. Availability of proprietor mole-
cules, which are largely imported, 
have been affected by the spread of 
coronavirus in China since January 
2020. Imports from China have been 
limited and inventory stocks have 
either been depleted or are diminish-
ing fast. 

Agrochemical plants are also una-
ble to run at full capacity because of 
the shortage of both raw materials 
and labour. Cost of production is 
escalating owing to the short supply 
of labour and transportation. 
Meanwhile, the  demand for agricul-
tural inputs and farm labour is 
expected to be high in a year of a good 
monsoon. 

All stakeholders in agriculture, 
especially farmers’ unions, concur 
that credit relief is required. As 
Agarwal explains succinctly, “With 
more money in farmers’ hands, they 
will increase investment in agricul-
ture infrastructure as well as agri-
inputs and this will lead to overall 
development of the economy.” Till 
then, farmers have the monsoon on 
their side.  

prabodh@businessworld.in;  
@pricelessmidas

“Good quality 
seeds and other 
agri inputs, along 
with government 
assistance, needs 
to be provided to 
farmers to deal 
with the pandemic,” 
SHIVENDRA BAJAJ, 
Executive Director, FSII

subsidy, leaving no funds for payment 
to the industry in April. This posed a 
grave liquidity problem for fertiliser 
companies. ”The government recog-
nised the problem and released funds 
of Rs 22, 018 crore for the month of 
April,” concedes Chander and sug-
gests that the government should 
work out a financial package for the 
home-grown fertiliser industry to 
enable it to operate at full capacity. 

Timely availability of agricultural 
inputs is also very crucial for a better 
Kharif harvest. It will be difficult to 
meet farmers’ demands for fertilisers 
on time, unless production at the 
plant is in full swing. “The govern-
ment should work out a financial 
package for the domestic fertiliser 
industry which can help it to operate 
at full capacity,” says Chander. 

Ironically, fertiliser sales hit a 
record high during the Covid-19 
induced lockdown. Ashok M. R.  
Dalwai, Chairman of the Empowered 
Committee for Doubling Farmers 
Income and CEO, National Rainfed 
Area Authority says, “Right from 
March, the government took steps to 
rebuild disrupted supply chains with 
respect to both inputs and outputs. 
Preparations for Kharif, including 
seeds, fertilisers and pesticides, were 
begun well in time, and they have 
been positioned well at delivery 

Photograph by Ritesh Sharma
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GOLD’S  
GOLDEN  

MOMENT
Soaring gold prices have once again 

shown that the yellow metal will always 
remain a safe haven for investors — 

even during the pandemic   
By Ashish Sinha

HE LOCKDOWN MAY HAVE PARTIALLY dented the jew-
ellery business, but it has not dented the confidence of 
those in the jewellery trade. On July 2, the price of gold 
(per 10 gm) breached the Rs 50,000 mark, virtually 
jumping 55 per cent since March 2019. If experts, trad-
ers and those directly involved in the business of gems 
and jewellery are to be believed, gold is still ruling the 
hearts and minds of investors/buyers. 

In order to better understand the phenomenon of ris-
ing gold prices and the related optimism, let us rewind 
back a year ago. Fiscal year 2019-20 witnessed a high 
double-digit growth in the jewellery business, at least 
for the initial three quarters. The last quarter was a bit 
sluggish though and then came the lockdown. “In terms 
of sales for 2019-20, it was one of the best years in the 

past 10 years,” says Amarendran Vummidi, Managing Partner, Vummidi 
Bangaru Jewellers (VBJ), an iconic jewellery brand from Chennai. 

Agrees Aditya Pethe, Director, Waman Hari Pethe (WHP) Jewellers, an 
iconic jewellery name from Mumbai with over 20 stores across Maharshtra, 

T

IN DEPTH JEWELLERY



45 | B W B U S I N E S S W O R L D | 25 June - 09 July  2020 

Choksey from Shobha Shringar, a 
South Mumbai based four-storeyed 
jewelry boutique with clientele 
ranging from business tycoons to 
celebrities.

Vaibhav Saraf,  Director  of 
Gorakhpur-based Aisshpra Gems 
and Jewels, a third-generation jew-
eller terms 2019-20 as ‘a very good 
year’. “Sales were up nearly 15 per 
cent in volume terms on a year-on-
year basis. The sudden spurt in gold 
prices increased the consumer con-
fidence which further fuelled the 
sales,” he argues.  

Lockdown Impact? 
With the pandemic-induced lock-
down, the import of gold fell drasti-
cally. Those in the business say only 
around one per cent bullion was 
actually imported during the initial 
days of lockdown while retail busi-
ness came to a grinding halt. “In 
March, we worked till 23rd and it 
was looking like one of the best 
months of the year 2019-20 but 
unfortunately we had to close. For 
April and May, it is a complete 
washout and there is no reason why 
we should even do a comparison 
with the previous year,”  says 
Vummidi of VBJ. 

Saraf from Aisshpra is more can-
did. “On a month-on-month basis 
for March 2020 we lost around 8 
per cent of our sales. In May, only 
half the stores were opened, how-
ever, sales were down to 20 per cent 
for May 2020 over May 2019,” he 
adds. 

Choksey of Shobha Shringar 
Jewellers terms the lockdown as 
‘quite a challenging period for the 
business’. “We started integrating 
digital to connect with our consum-
ers. ‘Shop at Home’ service via vir-
tual tour of the jewellery on video 
call is one such solution,” he says. 
Saraf says, “At Aisshpra we enrolled 
most of our employees for ‘virtual 

“Even if gold is giving higher 
returns compared to other 
investment options (equity, 
mutual funds), there is going to 
be a resistance that will be 
seen until the job market starts 
recovering”
ADITYA PETHE,  
Director, WHP Jewellers

Goa and Madhya Pradesh: “In the 
last couple of years, there was a 
major shift in consumer’s interest. 
From focusing on heavy bridal jew-
ellery to everyday light wear jewel-
lery. The younger generation has 
been buying wearable pieces and 
not the heavy pieces for their lock-
ers or for investment purposes,” 
says Pethe. 

But what about the soaring 
prices? Snehal Choksey, Director, 
Shobha Shringar Jewellers says in 
the latter part of FY20 the price rise 
was quite steep which hit the jewel-
lers, vendors by up to 12 percentage 
points. “Globally, the gold prices 
have gone quite high in the last one 
year which has impacted consumer 
sentiment to a great extent,” says 

“Agreed that people’s 
purchasing power has gone 

down so the overall purchasing 
capacity will go down. But most 

of the other expenses like 
travel, entertainment and eating 

out have virtually stopped”
AMARENDRAN VUMMIDI,  

Managing Partner,  
Vummidi Bangaru Jewellers
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training classes’ focusing on per-
sonal growth and selling skills.”

Retailer-Manufacturer 
Relations? 
Has the pandemic impacted the 
relationship between retailers and 
those involved in the manufactur-
ing of jewellery? Vummidi of VBJ 
says it may be difficult to predict 
this relationship. “It will become 
stronger because most manufactur-
ers depend on the retailers and they 
depend on our clients. These are 
unusual times and ‘we need to take 
care of each other’,” he adds. 

Agrees Pethe: “It is a very old 
relationship. I don’t think an unex-
pected situation like the pandemic 
will affect business relations. Of 
course, demand is low and the 
manufacturers have not been pro-
ducing jewellery, hence the pay-
ments and supply chain cycle has 
been affected. But post-lockdown, 
things will start getting adjusted 
gradually.”

Choksey says like retail, B2B 
business will also see integration of 
technology in the order placement 
and selection process. “We have 
supported at least 30 per cent of the 
rural artisans and retained them in 
the city by providing them financial 
aid,” says Choksey. “By the time the 
demand increases, rest of the kari-
gars will be back to work,” he hopes. 

Saraf from Aisshpra Gems and 
Jewellery says that the relationship 
between the retailers and manufac-
turers used to be a very hands-on 

SOARING GOLD PRICES

2019  Price/10 gm(Rs) 2020  Price/10 gm (Rs)

March  31,640   March  42,230

April  32,600   April  46,756

May  34,010   May  47,350

Source: Jewellery Industry, Retailers

with either of the parties visiting 
another for physical selection of 
goods. “Post-pandemic all this is 
going to change and become digi-
tized,” says Saraf.

Has the reverse migration of 
labour impacted the business? “Yes, 
the work force from other states 
will take some time to return and 
this will affect the business,” says 
Vummidi. Agrees Saraf of Aisshpra. 
“Artisans and labourers going back 
has posed a major challenge as the 
production cycles have been bro-
ken.” So what is the solution? 
Creating a safe environment at the 
production units and artisan hous-
ing complex will certainly give con-
fidence to the work force, jewellers 
say. Pethe of WHP Jewellers is con-
fident. “We are positive that when 
the demand picks up, our artisans 
will be back,” he adds.  

Soaring Prices
The constant change in gold prices 
leave the consumer in doubt, say 
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Jewellers. But once the price stabi-
lises, consumers automatically 
start shifting their investment to 
gold, says Pethe, a seasoned jew-
eler. But why is that? It is the fear of 
missing out on better returns, per-
haps, he adds. “Lockdown has once 
again proven Gold as a safe haven 
for investors as it was the only asset 
performing in positive,” says Pethe. 

Agrees Choksey: “By now the 
customers have realised that the 
rapidly rising price of gold is actu-
ally positive. It is going to be work-
ing in their favour and they won’t 
be shying away from buying the 
commodity as they would not want 
to be left out considering the rising 
prices. Increase in gold prices tends 
to give more confidence to custom-
ers to acquire that commodity,” says 
Choksey. 

But at the same time, with a large 
number of job losses/salary cuts 
across industries, people have been 
left with limited disposable income. 
“Even if gold is giving higher 
returns compared to other invest-
ment options (equity, mutual 
funds), there is going to be a resist-
ance that will be seen until the job 
market starts recovering,” adds 
Pethe. 

But the picture is not all that rosy 
just because gold prices have been 
in an upswing. “The biggest down-
side of rising gold prices is the 
reduced sales in term of weight,” 
says Saraf. Which means that with 
limited funds and rising prices, 
customers will end up buying lesser 
gold. But they would invest in gold 
in anticipation of better returns on 
a future date. “Only need-based 
purchasing is happening now. But 
we are promoting jewellery as a 
safe investment instrument and 
trying to pull sales based on that,” 
adds Saraf of Aisshpra Gems & 
Jewels. 

Vummidi of VBJ has a different 

take on reducing weight of gold due 
to rising prices. “Agreed that peo-
ple’s purchasing power has gone 
down so the overall purchasing 
capacity will go down. But most of 
the other expenses like travel, 
entertainment and eating out have 
virtually stopped. So, there is some 
amount of saving with the people. I 
think this saving will probably 
come to the gold sector as it is seen 
as a better investment alternative,” 
says Vummidi. 

What about the recovery? By 
when can the business expect to 
recover? “The recovery from pan-
demic is going to decide how the 
rest of the year is going to be so we 
are in a wait-n-watch mode,” says 
Pethe of WHP Jewellers. 

Vummidi is confident that in the 
next six-months or so the gems and 
jewellery business will recover. Till 
then he has some practical sugges-
tions for those in the business. “In 
terms of design offering, we should 
be working to make the jewellery 
lighter. We should work to give the 
customers more options -- like one 
necklace can be made into three 
necklaces; a pendant can be trans-
formed into a ring or a ring can be 
made into a bangle. I think we need 
to look at these measures so that the 
client gets more value for whatever 
they are buying,” he says. 

Choksey expects the recovery 
process to begin by October-
November. But he wants the gov-
ernment to support the recovery 
process. “The gems and jewellery 
industry is around 7 per cent of 
GDP. We expect the government’s 
support in expediting the process of 
this revival. In the longer run, it 
would certainly benefit the econ-
omy,” he says. We hope so too, fin-
gers crossed.  

ashish.sinha@businessworld.in;  
@ashish_BW

“Sales were up nearly 15 per 
cent in volume terms on a 
year-on-year basis. The sudden 
spurt in gold prices increased 
the consumer confidence which 
further fuelled the sales”
VAIBHAV SARAF, Director, 
Aisshpra Gems & Jewels

“The lockdown was quite a 
challenging period. We started 
integrating digital to connect with 
our consumers. ‘Shop at Home’ 
service via virtual tour of the 
jewellery on video call is one 
such solution”
SNEHAL CHOKSEY, Director, 
Shobha Shringar Jewellers

IN DEPTH JEWELLERY
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In a candid video interaction, AJOY CHAWLA, CEO, Jewellery Division, 
Titan Company tells ASHISH SINHA of BW Businessworld that the 
jewellery business is up and running with a lot of pent up demand across 
smaller towns and the hinterland. Excerpts:

I N  C O N V E R S A T I O N

Can you give us some insights on consumer sentiment?
Consumer sentiment is far better for this category. In big-
ger cities— Mumbai, Delhi, Chennai and Kolkata — the 
sentiments are mostly impacted. But in the rest of the coun-
try, particularly in the smaller towns, the mood is better 
because the impact is less. We are seeing a good recovery 
rate since we started reopening our stores in May. As of 
early June, we opened 295 (of 330) Tanishq stores in 194 
towns (of 207 towns) because of improved recover rate. At 
same stores comparing the average daily sales (last year 
around the same period) — the dispersion is between 60-70 
per cent. On a weighted average basis, it is 67-70 per cent 
(Q12020-Q12019) between the same stores. The recovery 

‘We are 
seeing an 

upward 
trend each 

week’

‘We Are Seeing Upward Trend Each Week’ rate of stores 
that were opened for four weeks have climbed from 60 per 
cent to 70-75 per cent. Those that opened for three weeks 
saw the recovery rate climb from 70 per cent to 90 per cent. 
We are seeing an upward trend each week. We are not see-
ing ‘doom and gloom’ from the look of it.

What is driving demand?
There are components of demand. Pent-up demand -- 
the ones who missed buying jewellery on occasions like 
birthdays, anniversaries, Akshaya Tritiya (AT) and Gudi 
Padwa, are now driving the demand. Then there are those 
who deferred buying are enquiring about wedding related 
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has a natural edge. People are unsure of mutual funds and 
other investment instruments. So we launched a scheme 
where customers could buy a gold coin now, even if there is a 
making charge on it, we will set that off against future jewel-
lery purchase. So that has seen a lot of traction.

Are these trends that you talk of visible across the coun-
try or are they limited to certain geographies?
South India sees a lot of exchange compared with north 
India. In north, when people come for exchange, they end 
up buying more gold. Recovery rates are applicable to entire 
India — east, west, north, south. It doesn’t include Mumbai, 
Delhi, Kolkata and Chennai. The metro effect in trends is 

much more subdued.

How have you person-
ally handled the lock-
down challenges?
Personally, I see this as 
the nature’s way of teach-
ing us about many things 
— balance: people, plan-
et, all living beings are 
important; simplifying 
our lives: do we need so 
much consumption? It 
acted as a pause button 
in our hectic lives. It is 
also a time to reflect, a 
time for collaboration, 
a time to strengthen re-
lationships. It taught us 
that life is fragile, live it 
fully, now. As a leader and 
as an individual — it has 
been about being empa-
thetic, infusing positiv-
ity, reducing anxiety and 
about being thoughtful 

in our responses to the ecosystem. At the same time adopt-
ing and adapting to behave like a startup, experiment, learn 
and push forward.

Were there any layoffs at Titan due to Covid?
No layoffs. We have requested our vendor partners and 
franchise partners to follow this. In fact, they took care of 
our employees, paid their salaries during the shutdown. We 
supported some of our partners with working capital loans, 
but we have ensured that nobody in our 20,000 people 
ecosystem has had to face too much of a stress. 

ashish.sinha@businessworld.in;  @ashish_BW

purchases because weddings have got deferred from Q1 to 
Q3/Q4. On Akshaya Tritiya last year, we clocked sales of 
around Rs 1,800 crore. That number won’t come back. In 
April, everything was shut.

What factors determine the inclination of Indian con-
sumer towards gold and jewellery?
Local conditions determine the mood/consumer sentiment 
— it is true for India. Consumers are not seeing jewellery 
as a discretionary purchase for pure indulgence, but jew-
ellery is also seen as a product which has got an appreci-
ating/asset value. We have seen this in weddings. There 
are deep-rooted connections with gold when it comes to 
weddings and rituals in 
India. For every festival, 
gold has a certain aura 
and auspiciousness. We 
are serving to 6-7 million 
customers in the country. 
On an annual basis, last 
year, we served closer 
to 2 million customers. 
But the customer base of 
6-7 million represents a 
fraction of India’s popu-
lation. We are serving a 
different category of cus-
tomers. At lower price 
point, we may witness a 
certain amount of stress. 
Last year, because of the 
rise in prices of gold, we 
saw an impact on the 
number of buyers in the 
sub Rs 50K to Rs 100K 
price band. That base had 
poorer sentiment. It will 
again affect us this year. 
But overall, we may still 
be better off than many other players who cater more to the 
bottom of the pyramid segment.

How are gold prices impacting the customer behav-
iour?
In the last 14-odd months, gold prices have gone up by 50 
per cent. There has been an increase of 15 per cent in the last 
3-4 months. In grammage terms the purchase will become 
lower. On the preference front, we have not seen any increase 
in exchange. We haven’t run any offers yet. There is a lot of 
preference towards coins, 100 gm-500 gm gold biscuits. In 
jewellery, customers are preferring plain gold jewellery but 
studded jewellery is slowly picking up. Gold as an asset class 

 “South India sees a lot of ex-
change compared with north In-
dia. In north, when people come 
for exchange, they end up buying 

more gold. Recovery rates are 
applicable to entire India”

“In the last 14-odd months, gold 
prices have gone up by 50 per 

cent. There has been an increase 
of 15 per cent in the last 3-4 

months”
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Ronojoy Dutta, CEO, IndiGo, 
in an exclusive interaction 
with Ashish Sinha of BW 
Businessworld talks about 

the learnings from the pandemic and 
the way forward for the civil aviation 
business. Excerpts: 

I N  C O N V E R S A T I O N

‘We have 
learned 

valuable 
lessons 

about 
demand 

and cargo’
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think 30 per cent of capacity is too low. We feel very bullish 
about going to 50 per cent.

How do you see the role of flight attendants/cabin crew 
considering the restrictions and stringent guidelines for 
passengers? Do we foresee a reduction in the number of 
on-board flight attendants per flight?
The role of cabin crew has always been critical as they are re-
sponsible for both service and passenger safety on-board. The 
current scenario has added another dimension to the safety 
aspect, where they ensure that the passengers are following 
the guidelines enabling their own and the safety of everyone 
else around them. We expect the demand to further pick up 
and don’t see the need for any reduction in the number of crew 
members in the foreseeable future. In fact, the legal minimum 
of cabin crew on board an A-320 is four — which corresponds 
to the number of exits that are manned at takeoff and landing.

Are there any extra safety 
measures that IndiGo has 
taken for passengers and 
crew? Are there any new 
trends emerging?
We are strictly adhering to 
the guidelines as advised 
by the DGCA and going 
ahead as per the SOPs for 
resumption of operations 
after the lockdown. From 
ensuring social distancing 
and providing PPE kits to 
passengers on board to not 

serving meals, we are taking care of every aspect in order to 
bring back customer confidence in flying as the safest mode 
of travelling. As a protocol, IndiGo will continuously monitor 
safety and employee risk assessment to make changes as and 
when required. We do foresee a demand for a customised 
flying experience in the coming future with people prioritis-
ing safety and social distancing when it comes to air travel 
too. Charter flights are certainly an emerging trend where 
small groups of people will travel to ensure there is minimum 
possible crowd around them. So far we have seen demand 
for charter services from organisations for their employees 
and individuals for safe travel with their families. We are also 
seeing a sustained demand for international charters for re-
patriation of Indians stranded abroad, However, we assume 
that once international commercial flights are re-launched, 
this segment would see a decline.

How long will it take for operations to reach breakeven 
or a profitable level, given that the operations will remain 
capped till August?

What is the overall travel demand scenario following the 
resumption of flights?
The overall demand has been positive. We witnessed healthy 
traffic on the very first day of resumption of flights, supporting 
more than 20,000 passengers to be home by nightfall, and 85 
per cent of our flights reached their final destination within 
30 minutes of scheduled arrival time. Our mock drills prior to 
resuming flights ensured smooth operations with all the new 
guidelines and safety measures for Covid-19. In fact, it was 
heartening to support people from all walks of life in reaching 
their homes safely, including a group of 10 farmers on May 28 
from Delhi to Patna. We also ensured that any flight that is 
on sale during this period is compliant to the latest Covid-19 
guidelines issued by the state governments as well. Currently, 
IndiGo is operating close to 350 commercial flights daily, in 
addition to 10 aircraft for CarGo operations. In view of the 
30 per cent cap on operations till August, the routes that are 
non-operational are so due 
to state-wise restrictions on 
air travel.

Tell us about your cargo 
operations during the 
lockdown. Do we see a 
more focused air cargo 
division going forward?
Our cargo line of business 
has performed extremely 
well both until and espe-
cially during the lockdown. 
During the lockdown, we 
utilised our cargo capacity 
to carry essential supplies both across domestic and interna-
tional destinations. We have learned valuable lessons about 
the demand and scope for cargo during this lockdown and 
these lessons will serve us well for augmenting our cargo op-
erations in the months ahead.

How have passengers responded to the resumed flight 
operations in terms of booking/advance booking, average 
load factor since May 25?
We have been actually surprised with the booking trends, as 
there has been a sustained demand even after the first few 
days of flying. We are quite encouraged after seeing the result 
in the first three weeks of travel resumption. We were aware 
that there was pent-up demand that would play out in the first 
couple of days. We have analysed the traffic every five days 
and all the trends are up. Even though aircraft occupancy is 
not the same as pre-lockdown levels, it is encouraging that 
the demand is sustaining even 20 days (mid-June) after the 
resumption of flights, the travel trend keeps going up in terms 
of unit revenue and future bookings. Where we stand now, we 

“We do foresee a demand for a 
customised flying experience in 
the coming future with people 
prioritising safety and social 

distancing when it comes to air 
travel too”



54 | B W B U S I N E S S W O R L D | 25 June - 09 July  2020 

I N  C O N V E R S A T I O N

“We are also  
looking to raise  
finance against 
the various  
unencumbered 
assets of  IndiGo 
which could be 
a source of ad-
ditional liquidity 
for us”

charter services each day, either as part of the Vande Bharat 
programme, or for individual entities and corporations. 
However, we are expecting the government to resume in-
ternational operations soon in a phased manner by follow-
ing all the precautionary measures and guidelines. We are 
hopeful that the government will open international skies 
from July, but we are yet to get a final decision. We believe 
that we will see growth in demand for international travel, 
backed by passenger confidence with the safety measures 
and guidelines in place. International traffic will be key to 
the revival of the aviation sector, and contribute to overall 
economic recovery.

Is there any estimate of the debt in the aviation sector? 
By when can a total recovery be expected for domestic 
carriers?
According to IATA, the top-30 balance debt levels were high. 
Airlines are expected to lose $84.3 billion in 2020 for a net 
profit margin of -20.1 per cent. Revenues will fall by 50 per 
cent to $419 billion from $838 billion in 2019. In 2021, losses 
are expected to be cut to $15.8 billion as revenues rise to $598 
billion. We believe that it may take 18-24 months to recover 
from the current situation and come back to the pre-Covid 
levels, also depending upon how other countries resume their 
international operations and how receptive they are towards 

The revival will depend on travel demand, and will be con-
tingent upon the customer trust in safety of flying that we as 
airlines have to gain over time. We are taking all measures 
to ensure safety of passengers from infection through air, 
surfaces and asymptomatic passengers in the aircraft by cir-
culating clean air through HEPA filters every 2-3 minutes, 
rigorous sanitisation of the aircraft and all surfaces after every 
flight and ensuring the use of masks, gloves and face shields 
by all passengers and an additional protective gown for pas-
sengers on middle seats. It is heartening that there has been no 
evidence of transmission on-board so far. Capping of airfares 
has certainly helped in reviving demand through affordable 
fares, while keeping it viable for airlines to operate. However, 
once demand picks up the government should review the 
capped fares for airlines to be able to reduce cash-burn and 
retain jobs. We are hopeful that we will be at 85 per cent of 
our operational strength by April 2021, which will help us 
cover our costs and break even. We expect IndiGo to slowly 
and steadily rise even stronger. International operations were 
more profitable for the airline.

When do you see international travel demand picking up?
Yes, international operations were more profitable for the 
airlines but we have also seen resumption of domestic op-
erations as a great success. We are already operating several 
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new A-320NEOs to en-
hance cost-efficiency, 
freezing supplementary 
rentals; we are in talks 
with suppliers to provide 
more favourable credit 
terms and we are not pay-
ing out dividends this year 
to ensure liquidity. We are 
also looking to raise fi-
nance against the various 
unencumbered assets of 
IndiGo. We expect these 

measures to help us generate an additional Rs 30-40 billion. 
We are working to right-size our airline to the expected level 
of flying. We are glad that we have a healthy balance sheet 
and we should be able to handle this storm reasonably well.
In fact, given the sustained travel demand, there is scope for 
more capacity. We request the government to let us go to 50 
per cent capacity. We feel while unprecedented times call 
for such measures, the government must look at adopting a 
short-term correction approach for now, just as the airlines 
are doing. 

ashish.sinha@businessworld.in;  @ashish_BW

international travelers.

What is IndiGo’s strat-
egy to ride this storm? 
Your views on need for 
pilots, cabin crew, flight 
attendants and the jobs 
that the aviation sec-
tor was offering in the 
preCovid period — how 
much time would it take 
for the domestic aviation 
sector to again be on the 
growth trajectory? What can the government do to help?
Amidst the crisis situation, we strive to manage not profit-
ability or growth but liquidity. Our focus is on managing 
our cash balance by reducing costs, maintaining liquidity, 
exploring alternate sources of revenue and building con-
sumer and employee confidence through a safe and hassle-
free flying experience. We have taken undertaken measures 
like negotiating better prices and terms with our partners, 
staggered pay cuts, placed our discretionary expenses on 
hold and deferred certain capital expenditure projects to 
reduce costs.

Additionally, we are replacing our old A-320CEOs with 

“We are working to right-size 
our airline to the expected level 

of flying. We are glad that we 
have a healthy balance sheet and 
we should be able to handle this 

storm reasonably well”
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EING STUCK AT HOME is no fun and this period saw several luxury buyers pick up their 
dream products with the click of a few buttons. For them, it was a way of cheering them-
selves up while under lockdown and for the luxury sector it meant ‘sales’- a much-desired 
state of affairs for businesses globally, especially over the last three months. Having said 
that, it is imperative to mention that the pandemic has brought in changes to this sector.
The post-Covid-19 era will see fundamental changes in the way this sector interacts with 
its consumers. As per an early June 2020 report by the World Bank, India’s GDP is set to 
contract by 3.2 per cent in the current fiscal. The dismal figure is due to the pause in eco-
nomic activity during the lockdown. The impact of the lockdown across sectors has been 
varied, the hit for the luxury sector is between 25-40 per cent for 2020 as per the Boston 
Consulting Group.

PHOTOGRAPH: OCEANCO

IN DEPTH LUXURY 

Luxury as a sector has largely remained unscathed by Covid-19 
perhaps due to its insular nature and consumer’s deep emotional 
connect with the brands By Jyotsna Sharma

PANDEMIC-PROOF?

B
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All that glitters 
As per the luxury market expert, 
Anita Khatri, CEO & Founder of 
Anita Khatri Luxury Consulting, 
boasting of brands such as Audemars 
Piguet, Ulysse Nardin, Burberry and 
Salvatore Ferragamo among others, 
“Luxury brands in India over the last 
few years have encountered several 
changes. Around 2016, luxury sales 

were growing at a comfortable rate 
of 15 per cent to 20 per cent year-on-
year. In the same year, India had 
become a favourable destination for 
brands. Demonetisation happened 
in 2016 followed by a complex GST 
structure leading to a slowdown for 
the market in India. The economic 
and socio-economic conditions in 
2018 coupled with the political dis-
turbances further diluted this posi-
tive growth rate. The growth rate in 
India is currently between 7.5 per 
cent to 10 per cent.” 
     In general, it has been noted that 
political unrest and economic down-
turn do not impact the luxury sector 
that much because the UHNI (Ultra 
High Net Worth Individuals) and 
the HNIs (High Net  Worth 

Individuals) continue their tryst 
with luxury. Further, at times it has 
been noted that unrest ramps up 
sales. Psychologists believe that anx-
iety increases our desire to splurge 
on luxury objects. Oftentimes indi-
viduals use it as a way to alleviate 
anxiety and deal with emotional dis-
tress. 
   Amit Pande, Brand Head, The 

Collective & International Brands at 
Aditya Birla Fashion & Retail, with a 
portfolio of sought-after brands like 
Prada, Polo Ralph Lauren, Fred 
Perry and Tom Ford among others, 
highlighted that the brand did not 
get impacted much during the coro-
navirus pandemic. He said that the 
company is almost back to their pre-
Covid-19 double-digit growth and 
on the digital medium the trends 
have increased three times of what 
they were before the Covid-19 dis-
ruption. 
 
Winds of change
The coronavirus pandemic caused a 
big headache for most sectors 
because they got hit from several 
sides including financial markets, 

PHOTOGRAPH: BIVASH BANERJEE

loss in jobs and as a result loss of 
income. And it managed to dent the 
luxury sector too. When the corona-
virus outbreak took place, China and 
Italy were the first to feel the hit 
given that these regions account for 
the largest number of luxury buyers 
and house some of the biggest 
brands.
    As per recent findings by Bain & 
Company, sales in the sector (global 
luxury) could dip up to 35 per cent 
but companies could emerge innova-
tive, stronger and purposeful. There 
is a belief that the market could 
recover by 2022-23 and the China 
market, which accounted for 90 per 
cent growth of the market in 2019 is 
showing signs of recovery further 
adding to the positive vibes. 
  This pandemic has been a 
gamechanger in terms of how a busi-
ness will be done in the near future. 
For the luxury sector, in particular, 
things to be kept in mind is the fact 
that even post Covid-19 buyers will 
increasingly use the digital medium. 
It is quite possible that they might 
forsake the physical store altogether.     
Secondly, buyers are aligning them-
selves with brands that are purpose-
ful and ethical therefore, meaningful 
brands will come up as winners. 
Creating an emotional connect with 
the buyers will have an equal focus 
on ethics, purpose and aesthetics. 
      Thirdly, these brands need to note 
that the new buyer is no longer the 
ultra-wealthy individual with pots of 
disposable income. He, in fact, could 
well be the hardworking, ethical mid-
dle-class individual who values the 
experience provided by the luxury 
product/service. Therefore, in addi-
tion to being grandiose, it is neces-
sary for brands to keep their conver-
sation with the consumer intelligent 
and at the same time-sensitive.  

jyotsna@businessworld.in;  
@jyotsna_off
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IN 2007  Sangita Reddy, Joint Managing Director, Apollo Hospitals 
Enterprise, was recognised by FLO for her contribution to ‘Womens 
Power and Entrepreneurship’. Dr Reddy though, is best known today as 
a powerful influencer in the sphere of healthcare both within India and 

on global platforms like the World Health Congress. She has won accolades 
for initiatives to expand the outreach of healthcare services to the 
underserved and to remote locations. As the FICCI’s third woman president, 
she recently spearheaded ‘Empowering the Greater 50 %’ initiative, with 
FLO and  supported by the government. She talks at length on the concept 
and the mission in an interview with Madhumita Chakraborty.

The FICCI Ladies Organistion (FLO) was established 
in 1983 to promote entrepreneurship and professional 
excellence among women, almost three decades before 
FICCI had a woman professional at its helm. FICCI’s 
first woman president, Naina Lal 
Kidwai, initiated the FICCI Ladies 
Organisation (FLO) affiliation with 
the Women Corporate Director 
(WCD) and you have now re-ener-
gised FLO again with the ‘Empow-
ering the Greater 50 %’ initiative. What really inspired 
the project?
Women constitute about half of India’s population, but their 
contribution to the nation’s economy has not changed for 
years and has in fact gone down in recent times. We cannot 
afford to have a lopsided growth structure where a good half 
of the population is not fully integrated into the economy. 
A solid foundation for a New India cannot be built without 
women having an integral role in it. In fact, women have 

time and again proved that they are ‘Atma nirbhar’ and are 
the backbone of not only their families, but the entire society. 
Women deserve equal opportunities. 

FICCI has been at the forefront of  inclusive development 
and has always recognised the impor-
tance of  the encouragement our wom-
en need to successfully contribute to 
the country’s GDP. With that in mind, 
FICCI FLO was established way back 
in 1983. 

We felt the need to constantly reaffirm our faith and en-
thuse fresh ideas, hence the idea of  ‘Empowering the Greater 
50%’ initiative’ was born with the vision of enabling women’s 
inclusion at every level of the economy and enterprise as well 
as to augment the ongoing Women Empowerment move-
ment in India.  

 The initiative targets to make an impact on the lives of a 
lakh women over the next three years. The programme is 
designed to enhance entrepreneurial and decision-mak-

‘We as a country 
are holding behind 
almost one half of 
our potential’
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ing skills through engagements such as mentorship pro-
grammes, access to finance, business accelerators, training 
women to get into boards, special guidance to marginalised 
women on a business framework and financial models etc.  

At the Webinar with the Union Minister for Women and 
Child Development,  Smriti Irani, to launch the ‘Empow-
ering the Greater 50%’ programme, you said increasing 
women’s participation in the workforce by 10 per cent 
could translate into India’s GDP growing by another $70 
billion. Would you like to elaborate on this view?
The number is just an attempt to recognise the huge potential 
resource that the country has been missing on. By integrating 
women more solidly into the mainstream formal economy, 
not only will we bring about a significant change in their own 
lives, but we will be able to push the country’s growth frontier 
forward by a huge leap. 

This is just one telling data point and there are other nota-
ble numbers which bring about the existing gaps glaringly. 
Women make up 48 per cent of the Indian population but 
India has only 27 per cent women in the workforce at present 
(which is down from being about 35 per cent in 2004).   

A recent report on women entrepreneurship in India 
states that of  the approximately 432 million working-age 
women in India, about 343 million are not in paid formal 
work.  An estimated 324 million of these women are not in 
the labour force; and another 19 million are in the labour 
force but not employed. Women’s labour force participa-
tion rate (LFPR) in India, already among the lowest in 
the world, continues to decline. By 2030, India’s 
working-age population will surpass an unprec-
edented one billion, and up to 400 million 
women’s economic potential may be left 
unaddressed. (Source: Bain & Com-
pany and Google)

All these numbers need to be 
reflected on more seriously. We 
as a country are holding be-
hind almost one half of our 
potential. Thus, raising 
women’s participa-
tion in the workforce 
can definitely act as a 
catalyst for economic 
growth and inclusive 

I N  C O N V E R S A T I O N

nation building.
Moreover, India ranked 112 out of 153 

countries in the latest Gender Gap Re-
port 2020 by the World Economic Fo-
rum  – marking a slip of four ranks from 
the 108th position in 2018. However, 
what is also noteworthy from the report 

is the performance of Nordic countries on gender parity 
indicators. The top ten ranks feature four Nordic countries 
(Iceland  – first, Norway – second, Finland  – third and Swe-
den – fourth). 

These countries have been frontrunners on gender equal-
ity and have significantly high female labour force partici-
pation rates  – which has allowed them to make substantial 
gains in terms of economic growth. In fact, an OECD report 
suggests that in Denmark, Iceland, Norway and   Sweden, in-
creases in women employment account for about 0.25-0.40 
percentage points of the annual GDP per capita growth rate 
since the mid-1960s and early 1970s.

“The Minister of  Women and Child Devel-
opment, Ms Smriti Irani, has extended her 
full support to the programme ... we will also 
rope in all state governments ...” 
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The FLO National President, Jahnabi Phookan, spoke 
of impacting the lives of a lakh women within the first 18 
months of  launching the initiative. What kind of projec-
tions is this target based on?
The target is of impacting lives of a lakh women over the 
next three years. As I mentioned before, this will be achieved 
through robust mechanisms of mentorship, resource mobi-
lisation and strategic partnerships. The FLO for example, 
already works with a lot of  women entrepreneurs. FICCI also 
has a Diversity and Inclusion Task Force, which focusses on 
workplace inclusion of  women. The Greater 50 initiative will 
help identify skilling and training needs of women, provide 
them with guidance to access finance, connect them to ac-
celerator funds, mentor them through a diverse pool of men-
tors in not only setting up enterprises, but providing market 
linkages, scale up their business, inspire young women to 
take up jobs, complete their education, help aspire women 
to become leaders in the corporate world, provide mental 
health counselling etc. 

When we speak of one lakh women, it is not just the work-
ing women but also homemakers who will be made aware of 

their rights, will be provided financial literacy skills which 
will help boost their confidence and provide them with the 
ability to contribute towards economic decision making of 
their families. Grassroot level women will be provided with 
awareness on basic hygiene and health and access to sanita-
tion etc. 

We will also reach out to our target women through insti-
tutional tie ups with organisations such as UN Women, Great 
Place to Work, Micro Mentors, TiE, Rotary etc.

Here the aim is to make systemic changes so that women’s 
inclusion is lasting and sustainable.

‘Empowering the Greater 50%’ proposes to be a joint 
initiative of the government and the private sector. What 
exactly will be the role of the government in this venture?
The Minister of Women and Child Development, Ms Smriti 
Irani, has extended her full support to the programme. Apart 
from synchronising our efforts with that of the ministry’s we 
will also rope in all state governments to bring benefits of 
the government schemes to women registered under this 

programme, establish projects in PPP mode etc. and recom-
mend policy changes. The Women and Child Development 
Minister spoke of using funds earmarked for self-help groups 
under the Rs 20 lakh crore stimulus package for the FICCI-
FLO initiative.

 Do you propose to encourage the private sector too to 
contribute funds to this project?
Yes, private sector funds will be tapped through donations, 
grants, CSR funds etc. FICCI instituted the First CSR awards 
in the country way back in 1999. A number of corporates 
who apply for these awards are already supporting women 
empowerment programmes through their CSR funding. 
FICCI through the CSR network of  its members, will tap 
such programmes to bring it under the fold of the ‘Empow-
ering the Greater 50 initiative’. International Private Donor 
foundations with a gender focus will also be tapped to find 
support for this programme.

At the grassroots level the FLO already has skilling pro-
grammes for women since 2014 and has since 2019 ex-

panded its ambit to bring in women in 
agriculture. Will the new initiatives run 
parallel to these programmes?    

While we will try to bring in all existing 
initiatives of FICCI and FICCI FLO work-
ing towards women empowerment under 
the ‘Empowering the Greater 50 initiative’, 
there may be some programmes which 
may run parallel but in synergy with the 
overarching objectives of the Greater 50.

                                                                       
Do you as a woman leader really believe that the policy 
and legal initiatives taken in our country to give equal 
berth to the ‘Greater 50%’ in business, politics (33 per 
cent reservation for women in Parliament) and in the 
corporate space (inducting women directors into the 
boardroom) have gone beyond sloganeering? After all 
leaders like you, Ms Jyotsna Suri or Ms Naina Lal Kidwai, 
have been able to break through the glass ceiling despite 
the system and not because of it.
Yes, I would like to believe that rights of women have gone 
beyond sloganeering. But we still have a very long way to go 
to get equal rights not only in letter, but in spirit of not just 
our male counterparts but also of our women, which is why 
mass awareness programmes for behavioural and attitudinal 
change of  both women and men is required. It will not be an 
overnight change but through this initiative we will try to 
make that change in a steady and structured manner through 
well curated campaigns. 

madhumita@businessworld.in; @MChakraborty1

“I would like to believe that rights of wom-
en have gone beyond sloganeering. But we 
still have a very long way to go to get equal 
rights not only in letter but in spirit of not 
just our male counterparts but also of our 
women ... mass awareness is required”
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S In this edition of Great 
Mid-size Workplaces, 
the manager’s role will 
exemplify new ways of 
working and pave the 
way for new future  By 
Sreemoyee Sengupta

ERTAIN ELEMENTS OF GREAT WORKPLACES consistently 
fall harmoniously in place – like strong foundational pillars. 
Among these, the element of Fairness holds prime position. 
Great Mid-size Workplaces have reinforced the power of Fair-
ness this year. They also stand out for the Respect that their em-
ployees perceive they receive from the organisation. At Great 
Mid-size Workplaces, it was found that there was very little dif-

ference in reported employee experience across job levels. However, in the 
rest of the mid-size organisations, employees in middle management and 
below supervisory job roles report far lower engagement than senior man-
agement.

When compared to the experience reported in organisations with more than 
5000 employees, employees in the Great Mid-size Workplaces report that 
their managers are approachable and easy to talk with, while recognising hon-
est mistakes as a part of doing business. Employees also recognize these orga-
nizations as being fun workplaces and psychologically and emotionally healthy 
places to work at. 

A lesson from Great Mid-size Workplaces, therefore, could most definitely 
be leveraging managerial effectiveness. Our research reveals that managers 
are the crucial link between an organisation’s people practices and the re-
sultant employee experience. In the recently released annual research by the 
Great Place to Work® Institute, it was established that the 3Cs lie at the core 
of the culture of India’s Best Companies to Work For 2020. It defined how the 
management in Best Workplaces epitomize Credibility, demonstrate Care and 
chalk out Career Growth for their people. 

C
The People Manager’s Guide to 
Bring the 3Cs Alive 
Our research also shows us that 
managerial competence can be mea-
sured. How managers can impact 
the 3Cs can also be articulated. Here 
are the areas of the 3Cs where people 
managers have the most significant 
impact. Credibility: When a man-
ager’s actions match their words; 
when a manager genuinely seeks and 
responds to suggestions and ideas; 
when a manager can be asked any 
reasonable question and a straight 
answer is received. 
Care: When a manager shows a sin-
cere interest in the team member as a 
person, not just an employee; when 
a manager encourages team mem-
bers to balance their work life and 
their personal life . Career Growth: 
When a manager is able to establish a 
perception of fairness in the way per-
formance evaluations are conducted 
and communicated.

BUILDING GREAT 
WORKPLACES
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The Role of the People Manager 
Post-Covid in light of the 3Cs
Credibility:Managers will need to 
redefine communication for the vir-
tual world. The advantages of non-
verbal cues will be drastically re-
duced, and managers will be greatly 
dependent on only about 10 per cent 
of what constitutes communication 
– verbal cues. Managers will need to 
focus on personal connections and 
establish a human touch in their in-
teractions. Leadership for the post-
Covid generation which will involve 
ensuring that communication is 
constant, that managers are able to 
inspire from afar and that every com-
mitment is followed through. 

Managers will need to learn how 
to deal with and communicate un-
certainty. Managers will have to 
become comfortable with acknowl-
edging that they may not know the 
answers to everything and will have 
to continue to establish their cred-
ibility, while the definition of com-
petent management shifts. To be 
fair across co-located and remote 
teams. Exhibiting a genuine open-
ness and tolerance to diverse ideas 
and suggestions is far more chal-
lenging in a remote environment. 
Managers will have to ensure that 
their demeanor comes across as 
fair and their behaviour, bias-free. 

Care: Managers will need to rede-
fine collaboration & personal con-
nect in a dispersed world. As more 
and more organisations realize that 
there may actually be benefits of 
Work From Home and employees 
choose the flexibility that comes 
with it, managers will need to es-
tablish innovative ways of bring-
ing people together, ensuring that 
ideas are shared and establishing a 
feeling of a team or family. Working 
in silos will be a temptation, but the 
disadvantages of that will be chal-
lenging to reverse.

Managers will need to learn how 
to maintain and balance work and 
personal life in circumstances where 
the lines have (and will continue to) 
blur. How to deal with and commu-
nicate evolving ideas of productiv-
ity. While tracking time utilisation 
of their teams, managers will have 
to ensure that they do not micro-
manage.  How to support mental 
& psychological wellbeing in a vir-
tual world. Managers will need to 
encourage conversations regarding 
this and establishing ways in which 
team members can seek help if they 
need to. 
Career Growth: Managers will need 
to redefine career growth (tradition-
ally assumed to be vertical) – the 
focus will now be on professional 
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growth. The traditional structure 
of organisations will shrink in size 
and the nature of engagement with 
many more contributors beyond this 
structure will constantly be evolving. 
The need to engage those beyond the 
fixed workforce by accounting for 
their career growth will become even 
more critical.

Managers will need to learn how 
to have effective virtual performance 
conversations. While organisations 
will have to support managers with 
making performance conversations 
more effective virtually, managers 
will have to be very cautious that they 
do not become transactional. How 
to create a learning culture that may 
help to develop existing employees 
and to attract diverse talent.

In conclusion, Great Mid-size 
Workplaces have been successful at 
demonstrating how their managers 
are one of the biggest reasons behind 
their ability to create and enhance 
great workplace culture. They epito-
mize the strength of Great Manage-
rial capabilities and pave the way for 
the future – where managers will de-
fine how organisations wade through 
the choppy waters of these extraordi-
nary circumstances.  

The author is a Project Manager at 
Great Place to Work® Institute, India 
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1 SAS Research and 
Development (India) 

Information 
Technology

Pune

2 Mahindra Accelo Manufacturing 
& Production

Mumbai

3 Brigade Hospitality 
Services

Hospitality Bangalore

4 Feedback Energy 
Distribution Company  
(FEDCO )

Manufacturing 
& Production

Bhubaneshwar

5 Modicare Manufacturing 
& Production

Delhi

6 Burns & McDonnell 
Engineering India 

Professional 
Services

Mumbai

7 Dream Sports (Sporta 
Technologies )

Information 
Technology

Mumbai

8 Gera Developments Construction, 
Infrastructure & 
Real Estate

Pune

9 SenecaGlobal IT 
Services 

Information 
Technology

Hyderabad

10 Vuram Information 
Technology

Chennai

11 PubMatic India Information 
Technology

Pune

12 Vestian Global 
Workplace Services 

Construction, 
Infrastructure & 
Real Estate

Bangalore

13 Admiral Technologies Information 
Technology

Gurgaon

14 Junglee Games Information 
Technology

Delhi

15 Litmus7 Systems 
Consulting 

Information 
Technology

Kochi

16 Chalet Hotels Hospitality Mumbai

17 Enrich Energy Manufacturing 
& Production

Pune

18 SAS Institute (India) Information 
Technology

Mumbai

19 WinWire Technologies 
India 

Information 
Technology

Hyderabad

20 Bacardi India FMCG - Food & 
Beverage

Gurgaon

21 JM Financial Home 
Loans

Financial 
Services & 
Insurance

Mumbai

22 Zifo RnD Solutions Professional 
Services

Chennai

23 Little Millennium 
Education 

Education & 
Training

Gurgaon

24 SeedWorks 
International 

Agriculture, 
forestry and 
fishing

Hyderabad

25 SEWA Rural Non-profit 
and Charity 
Organisations

Bharuch

26 Epik Solutions Information 
Technology

Gurgaon

27 Equitas Development 
Initiatives Trust

Non-profit 
and Charity 
Organisations

Chennai

28 FieldFresh Foods Manufacturing 
& Production

Gurgaon

29 Ipas Development 
Foundation

Non-profit 
and Charity 
Organisations

Delhi

30 Forsys Software India Information 
Technology

Hyderabad

31 Gozoop Online Media Mumbai

32 Dorset Industries Manufacturing 
& Production

Gurgaon

33 Tavisca Solutions Information 
Technology

Pune

34 Creative Travel Professional 
Services

Gurgaon

35 F5 Networks 
Innovation 

Information 
Technology

Hyderabad

36 MoreYeahs IT 
Technologies 

Information 
Technology

Indore

37 HashedIn 
Technologies 

Information 
Technology

Bangalore

38 Doyen Systems Information 
Technology

Chennai

39 Gilard Electronics Manufacturing 
& Production

Mohali

40 Hella India Lighting Manufacturing 
& Production

Gurgaon

41 Guruvayoor 
Infrastructure 

Construction, 
Infrastructure 
& Real Estate

Hyderabad

42 MindTickle Interactive 
Media 

Information 
Technology

Pune

43 Inorbit Malls (India) Retail Mumbai

44 Boston Scientific India Health Care Gurgaon

45 Vestige Marketing Manufacturing 
& Production

Delhi

46 Gainsight Software Information 
Technology

Hyderabad

47 ThinkPalm 
Technologies 

Information 
Technology

Kochi

48 Maurya Group Manufacturing 
& Production

Kolhapur

49 GUS Global Services 
Indian 

Education & 
Training

Gurgaon

50 FireEye Cybersecurity Information 
Technology

Bangalore

Ranks Company Industry City
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VERY YEAR, MORE THAN 10,000 
organisations from over 60 countries 
partner Great Place to Work® Insti-
tute for assessment, benchmarking 
and planning actions to strengthen 
their workplace culture. Great Place 
to Work® Institute’s methodology is 

recognised as rigorous and objective, and is 
considered as the gold standard for defining 
great workplaces across business, academia 
and government organisations.

All organisations (having an employee 
strength ranging from 100 to 500 employ-
ees), that nominate themselves for India’s Great Mid-Size 
Workplaces list undergo an assessment. As part of this 
assessment, all organisations are studied through two 
lenses. The first lens measures the quality of employee 
experience through our globally validated survey instru-
ment known as Trust Index©. The survey helps in seeking 
anonymous feedback from employees and carries 2/3rd 
weightage. The second lens is Culture Audit©, which is a 
proprietary tool of the Institute that evaluates the quality 
of people practices of an organisation, covering the entire 
employee lifecycle. This carries 1/3rd weightage. The 
institute also considers whether an organisation that has 
met the criteria defined by the institute on employee expe-
rience and people practices is also a ‘Great Place to Work 
for All’ i.e all employees in the organisation irrespective of 
their tenure, age, gender, role etc. are experiencing a great 

E
HOW 

WE 
DID 

IT

workplace culture. In this criteria, any demo-
graphic group that forms 10 per cent or more 
of the company’s employee strength, should 
not have a significantly different experience 
(Trust Index© score) from the average score 
of the entire organisation. 

The Institute undertakes a robust valida-
tion process on the data gathered through 
the assessment process. The cumulative 
score of Trust Index© and Culture Audit© 
determines an organisation’s position in the 
ranking scoreboard and helps in identifying 
India’s Great Mid-Size Workplaces. No indi-

vidual or jury has a say in who makes it to the Top 50 list 
— only employee feedback and quality of people practice 
determine if an organisation is a great workplace. 

Disclosure: There is no fee charged for participation 
in ‘India’s Great Mid-Size Workplaces’ Study. All par-
ticipant organisations have the option of subscribing to 
various data insights and reporting options at their own 
discretion. Great Place to Work® Institute, India also has 
a Consulting Practice. The total consulting revenue of 
Great Place to Work® Institute, India from the companies 
recognized among the Top 50 India’s Great Mid- Size 
Workplaces in the financial year 2019-20 is Nil. 
Note: All the assessments for identifying the 100 Best 
Companies to Work for 2020 were conducted before 15th 
February 2020, prior to any impact of Covid-19 across the 
country.
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SUCCESS  STORY 
CONTINUES
MOTI N. THADANI, 

Head, SAS 
Research&Development India

INDUSTRY: IT 

G PG RE AT PL ACE S

SAS R&D INDIA, a wholly-owned arm of SAS Incorpo-
rated USA, is a key research and development center for 

products and solutions of SAS. It emphasises on inculcating 
a culture of innovation and learning. It believes in shar-
ing employee success stories and showcasing the value of 
employees’ work, which helps in promoting an individual’s 

work. While the company has a plethora of flexibility and 
wellness programmes to enable employees to maintain a 
work-life balance, one of its programmes include family 

assistance programme, which engages employees’ fami-
lies and showcases employee centricity beyond work. 

The organisation has a metric-driven approach that 
enhances the efficacy of its people practices. Fur-
ther, SAS India’s Enlighten Us series also helps the 
talent acquisition team understand the impact the 
company has on society, so they can better com-
municate that to the candidates. It’s employee tes-

timonial highlight that company enhances its 
employee roles by training managers to be 

a coach and be the agent of change. Moti 
N Thadani, Head – R&D, SAS R&D 

India, said: “I am continually in-
spired by our SAS family mem-
bers’ resilience and dedication 
in evolving the qualities that 

define us, describes who we are, and guide our actions. The 
essence of our culture, our values, influences everything 
from the software we create to the decisions we make and 
the interactions we have with colleagues. We see customers 
delighted by the products we develop and employees who 
would rather be at SAS than any other company.”  

THE MULTIPLIER 
EFFECT 
SUMIT ISSAR
MD, Mahindra Accelo
INDUSTRY: MANUFACTURING 
& PRODUCTION

MAHINDRA ACCELO  boasts its expertise 
and prowess in the steel sector, which 

helps it to operate India’s largest network 
of independent steel service centres. With 
a gamut of training and development pro-
grammes aiding in employee growth and 

development, it extensively puts efforts in percolating 
and imbibing the organisation’s values and philosophy 

amongst its new and old employees. Rewards and rec-
ognitions are woven into the culture of the organisa-
tion in a way to keep the people engaged, whether via 
collaborative projects, or new learning opportunities. 

Its best programmes include Retirement-The Joy 
Of Not Working, wherein the company it orga-

nises some sessions on financial planning to 
help employees welcome retirement and its 
different phases. The employee testimonials 
highlight the approachable management, 
which is always supportive in suggestions 
and practices freedom to express from each 
employee unequivocally giving employees 
a sense of responsibility towards their job. 
Sumit Issar, MD, Mahindra Accelo, said: 
“Association with Great Place to Work and 
recognition thereon creates tremendous 

positive energy and pride. A ‘Great workplace 
for all’ creates magic. We have practically ex-

perienced a multiplier effect that creating a great 
workplace has on our business results, customer 
delight and stakeholder engagement.”  

 RANK 2 

RANK 1
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INSPIRING 
EMPLOYEES
VINEET VERMA 

ED & CEO, Brigade Hospitality

INDUSTRY: HOSPITALITY

BRIGADE HOSPITALITY SERVICES, 

a wholly-owned arm of Brigade 
Enterprises, operates across multiple 
domains of the hospitality industry, 
including various lifestyle member-
ship clubs. It is involved in institutional 
catering, banquets, outdoor catering, 

and event management, and uses unique ways to inspire 
employees, recognise and reinforce role model behaviours 
such as honesty or living up to the core value. Celebrations 
are an essential part of its culture, where apart from festivals 
and personal achievements, special days are also recognised. 
It makes sure that celebrations are not limited to employ-
ees, but also extended to their families, and integrated with 
CSR initiatives as well. Various innovative sessions such as 
Soap Box sessions, role-plays, cross-training, and external 
programmes are organised for the learning and develop-
ment of the employees. One of its programmes called Buzz 
Room. It is a capsule learning module that goes out to all 

once a week via email to all employees to think alike 
on various issues, values ethics of the organisa-

tion. An employee shared, “This type of freedom 
is rarely provided and I am happy to work here. 
Management treats us like family. They not only 
recognise your successes but also help you learn 
and grow from your failures.” On this ED & 
CEO Vineet Verma said: “Our people are our 
priority and their welfare come first. Our 
congenial work environment motivates our 
people to always want to deliver their best and 

gives them a sense of ownership and belonging 
with the company.”  

BELIEVING IN 
TEAMWORK
SAMARJIT MOHANTY

CEO, FEDCO

INDUSTRY: MANUFACTURING & 
PRODUCTION

F EEDBACK ENERGY DISTRIBUTION COMPANY, an arm 
of Feedback Infra, is engaged in the business of elec-

tricity distribution. It serves over half a million consum-
ers in four electricity divisions namely Puri, Balugaon, 
Khurda, and Nayagarh under Central Electricity Supply 
Utility of Odisha. FEDCO has impeccable processes and 
policies in place. Its leadership is always willing to lend a 

helping hand. It truly believes in teamwork 
and follows its holistic statement of pur-
pose judiciously. The company provides 
its employees with the freedom to deliver 
along with good opportunities to learn. 
Its best practices include FEDCO SEVA, 
wherein it has adopted over 731 children 
across eight orphanages. At FEDCO, 
a Weekend Club is also launched by the 
team that organises various events and 
activities on every Saturdays, categorised 
into the Technology Week, Entertainment 
Week, Sports Week, etc. Employees find 
the work exposure quite appreciable as it 
is given to people irrespective of their rank 
and experience and helps people develop 
leadership, personal skills and learning 

ability. FEDCO’s employee testimonial highlights the 
management cooperative attitude. “They guide us to de-
liver our best output to improve the infrastructure of the 
organisation,” shared an employee. Samarjit Mohanty, 
CEO, FEDCO, said: “Stressfree and positive environment, 
coupled with empowerment, engagement has ensured 
vertical and horizontal business benefits.”  

 RANK 3 

RANK  4 
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CREATING 
VALUE

G PG RE AT PL ACE S

ACOMPANY BECOMES A great workplace when it pri-
oritises its employees. While Modicare is renowned 

for its agrochem, education, entertainment to retail busi-
nesses, etc, its guiding philosophy is to not measure suc-
cess by the financials alone. The objective of the KK Modi 
Group has been to create value – a change for the good, 

and give back to society. The company tries to recognise 
the aspirations of employees and focus on their growth 
and development through unique practices for leadership 
development. To encourage and recognise employees, 

HR conduct a host of reward and recognition pro-
grammes. Right from the induction to the exit 
interview, the organisation displays sensitivity, 
which has a lasting impact on employees. One of 
its spearheading practices includes Soch Badlo 
Meeting, where all executive members, includ-

ing key stakeholders and employees, have 
a weekly fixed day to discuss pre-
fixed agenda , and get the flexibility 
to add business-critical pointers. It 
believes that such meetings bring ev-
eryone on a single platform. Women 
in the company find the workplace 
safe. “As a mother of 2 kids, I have 
spent a greater chunk of my career 

with Modicare. With female-friendly policies, it helped 
me to balance my personal and work life,” shared a fe-
male employee at Modicare. Samir Modi, Founder & MD, 
Modicare, said, “My organisation is based on the concept 
of Samirness, which is centred around a Greek word called 
Meraki — whatever you do, do it with love and creativity.” 

HIRING  
THE BEST
JUSTIN SHERMAN

CEO & Director, Burns & McDonnell 
Engineering India 

INDUSTRY: PROFESSIONAL SERVICES

BURNS & MCDONNELL ENGINEERING INDIA, a worldwide 
company, keeps its employees and customers at the 

centre of services. Other than providing excellent health and 
wellness benefits, its commendable workplace facilities con-
tribute to a conducive and healthy environment. It organises 
a variety of employee engagement programmes to promote 

a fun and stressfree environment. Various 
flexibility programmes enable employees 

to maintain a work-life balance. The or-
ganisation focuses on employee safety 
and wellness. Amongst its practices, 
Make a Wish programme helps em-
ployees participate together to make 
office their dream place to work. In 
2019, 99 per cent of the wishes re-

ceived were fulfilled. Another best 
practice includes group blood donation. 

This practice demonstrates its humani-
tarian approach. Burn & McDonnell helps 

to build a career for a new engineer and its man-
agement provides more responsibility as its employees 

grow, which helps cut the work monotony in the workplace. 
Employees are treated as a family and they are free to give 
feedback, concerns, wishlist to the management and the 
same is acted timely. It has a dedicated team called Kizuna 
to act upon all the wishes and concerns of the employees. 
Justin Sherman, CEO & Director, Burns & Mcdonnell, 
said, “When you create a truly great workplace, hire the best 
people, and bring employee ownership to all, the company’s 
success just organically happens.” 

RANK 6

RANK 5 

SAMIR MODI

Founder & MD, Modicare

INDUSTRY: MANUFACTURING 
& PRODUCTION
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HARSH JAIN

CEO & Co-Founder, Dream 
Sports 

INDUSTRY: IT 

Capital, Hedge Fund and Think Investments. It has various 
initiatives, where employees collaborate and make changes 
in policies that affect their work environment. There are 
regular huddles and scrum meets that keep the communica-
tion open. Dream Sports appreciates the employees by plan-
ning gateways, international trips, special treats, gadgets, 
sporting experiences, movie vouchers, etc. Events and mile-

stones are celebrated and camaraderie is maintained at 
all levels. It also organises Sporta’s Relocation Plan 

wherein every Sportan living outside Mumbai is 
eligible for a relocation plan. This consist 

of flights, three weeks stay at a five-
star hotel, rent benefits up to 75 per 
cent, etc. Its employee testimonials 

highlight its positive envi-
ronment. “Truly an open 
door policy and everyone 

is made to feel a part of the 
great work,” shared an employ-

ee. On this, Harsh Jain, CEO & Co-Founder, Dream Sports 
said, “What drives Dream Sports ahead is our focus on in-
vesting in the right culture, because the culture is the only 
thing that scales. We believe that performance and culture go 
hand-in-hand, and this has been repeatedly demonstrated 
well by our Sportans working together.”  

SECURING 
FUTURE
ROHIT GERA

MD, Gera Developments 

INDUSTRY: CONSTRUCTION, 
INFRA & REAL ESTATE

GERA DEVELOPMENTS has a 
benchmark of 47-year-old em-

ployee-centric practices across all 
its branches. Pune headquartered, 
it has sustained various innova-
tions to create a mark in the indus-

try curve and live up to its vision of raising the standards of 
real estate in the country. Gera has pioneered the concept of 
building communities and continuously creates initiatives 
to build compelling relationships with its customers. Its em-
ployees are provided with a platform and support, in terms 
of funding and developmental initiatives, to outperform. 
Gera provides equal opportunities to all its employees 
and prides itself on being the first to set up an All Women 

Site project team. At Gera, diversity is not restricted to 
gender nor is it restricted to the regular norms associated 

with a particular gender. Its best practices include 
Employee Asset Creation, wherein all employees 
at Gera are provided with an opportunity to pro-
cure assets with an intent to support them secure 
their future. The management is approachable 
and always supports its employees as they care 

for them. “Objectives of the organisation are 
very clear to all employees and we all are on the 
same page about the company’s overall goal,” 
says a Gera employee. Rohit Gera, MD, Gera 

Developments, said that one’s culture is what 
propels an organisation to achieve exponential 

growth and our culture, fuelled by our philosophy 
of outdoing has put us on the growth path.

THE DREAM SPORTS  vision is to make fantasy sports a 
part of every sports fan’s life. While maintaining each 

employees’ skills, the company provides a great workplace 
as it believes in openness, and collaborating with employees 
to make the work environment a fun place. It received its 
series C-funding with investors like Multiple Equity, Kalaari 

FOCUSING ON 
CULTURE

RANK 7

RANK 8
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SHARING
KNOWLEDGE
RAO TUMMALAPALLI 

MD, SenecaGlobal IT Services

INDUSTRY: IT 
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SENECAGLOBAL,  a global delivery software product de-
velopment company, believes in its core values of giving 

strength to its stakeholders to achieve successful business 
growth. Established in 2007, the company produces a state 
-of-the-art software solutions in the cloud, mobile, and web 
technologies through effective engineering to generate 
business value to its clients. Seneca Global offers an open 

culture to provide ample career growth opportuni-
ties to motivate employees. The organisation 

emphasises maintaining worklife balance 
and treats all equally and respectfully re-

gardless of grade or gender. Its best prac-
tices include Margadarshaks – Beyond 
Office programme. The objective of 
this programme is to develop resources 
within every company that would guide 
any working women employee on the 

process of seeking basic policy and legal 
support when required. Its employee testi-

monial highlights the company’s supportive 
and down to earth attitude. “The entire leader-

ship team makes this a great place to work. People 
here are welcoming and share knowledge with their col-
leagues, and there are many opportunities for associates to 
develop professionally,” says an employee at Seneca Global. 
Rao Tummalapalli, Managing Director, SenecaGlobal, 
said, “SenecaGlobal has always believed in building an 
open and transparent culture, resulting in long-lasting 
and trusted relationships with different stakeholders. In 
an industry, where change is the only constant, our goal 
has always been to build a trusted organisation that lasts 
and stays relevant.”

BUILDING
CAMARADERIE
VENKATESH RAMARATHINAM 

CEO, Vuram

INDUSTRY: IT

VURAM SPECIALISES  in business process man-a g e -
ment consulting for customers and leveraging a specific 

software platform. The company sets a great example of 
employee involvement and collaboration. Employee opinion 
and sentiment is given primary importance, whether it is for 
strategic matters or workplace facilities and services. By de-

veloping and deploying customised software, it has 
been improving process efficiency for companies 
performing repeated complex tasks. Its warmth 
and camaraderie in the environment stands out 
amongst others in the industry. Its best people’s 
practices include Graduation: New Joiners train-
ing programme. In this training period, newly 
joined employees are given tutor from the tech-

nical team who teach them concepts. These 
trainees are given a task from their re-

spective team leaders, and further, the 
trained Vuramites will have their 

Graduation ceremony. Vuram 
has unique principles which are 
not only written in words but are 

implemented. “Freedom with re-
sponsibility principle impressed me a lot,” 

said an employee. Venkatesh Ramarathinam, 
CEO, Vuram, said: “When we create a great work-

place culture, everyone is motivated and energised to do 
their best to enhance their customer’s experience. A com-
pany with a strong culture is better equipped to have bond-
ing, camaraderie and teamwork. A great workplace culture 
is directly proportional to greater growth in the business.”  
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LORRIE DOUGHERTY 

VP- HR, PubMatic India 

CATEGORY: IT

mium inventory at scale. It provides a wholesome work 
environment to its people to enable opportunities to 
learn, grow, get recognised, and engage with colleagues. 

Processing nearly one trillion ad impressions per 
month, PubMatic has created a global infrastruc-

ture to activate meaningful connections. Its best 
practices include PubMatic Art Loving Souls 

(PALS) is an interest-based team encourag-
ing programme to practice a wide variety 

of art forms such as dance, drama, etc. 
PubMatic recognises such talent and 

encourages them to come forward to 
enrich and showcase their talents. 
Pubmatic makes all its employees 
comfortable with the work envi-
ronment and culture. It employee 
testimonial highlights its free work 
culture enabling employees to en-
joy working. Lorrie Dougherty, VP, 

Human Resources, PubMatic India said, “At PubMatic 
we focus on delivering experiences to our employees that 
drive engagement and create opportunities to learn and 
grow their careers with our organisation by upskilling, 
receiving continuous feedback and being recognised by 
their managers and peers for their efforts.” 

EMPOWERING 
WOMEN
SHRINIVAS RAO 

CEO-APAC, Vestian Global Work-
places Services

INDUSTRY: CONSTRUCTION, IN-
FRA & REALTY

VESTIAN GLOBAL WORKPLACES has always 
focussed on improving its employee 

experiences to provide them with a great 
place to work. It is a contemporary work-
place services firm, specialising in pro-

viding occupier-focused solutions for commercial, indus-
trial, retail and hospitality sectors in the real estate domain. 
Vestian is consistently improving its services and experienc-
es across all functions. Its practices such as the Video Wall of 
Fame, Ring the Bell, and CEO congratulation emails have 
created a culture of appreciation that sits well with both em-
ployees and management. Further, Vestian also recognises 
its women employees under the Vestian Women of Wonder 
initiative. The initiative ensures that special time out is taken 
for women employees to undergo special sessions with health 
therapists, industry experts on training modules on aspects 

such as work-life balance, stress management, etc. Its 
employee testimonials highlight Vestian as a friendly 

organisation. “They also give the required freedom 
to do things that are best suited for business. This 
trust towards employees, makes, the teamwork 
more productively and employees delivering their 
best effort,” said an employee at Vestian. Shrinivas 
Rao, CEO-APAC, Vestian Global Workplace Ser-

vices said,  “We have strived towards providing 
a nurturing, transparent and sustainable 

work environment. This recognition is a 
testimony to our people, our policies and 
our culture.” 

ESTABLISHED IN 2006, PubMatic has provided inno-
vative automated solutions to open the digital media 

industry. Featuring the leading omnichannel revenue 
automation platform for publishers and enterprise-grade 
programmatic tools for media buyers, PubMatic’s pub-
lisher-first approach enables advertisers to access pre-

DELIVERING 
EXPERIENCES
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BALANCING 
WORK-LIFE
TEJINDER SINGH 

Country Head, Admiral Tech 

INDUSTRY: IT

G PG RE AT PL ACE S

AS A TECHNOLOGY support wing of Admiral Group, 
Admiral technologies is one of the most trusted firms 

providing insurance products across the world for over two 
decades. Considered to be a cheerful, scalable, and high-
performance organisation, the company strives to provide 
technology and marketing solutions that bring positive 

changes to their clients and the general popu-
lace at large. Admiral Technologies promote 

employee skill enhancement and learning 
along with providing flexible and well-
ness benefits to maintain a work-life bal-
ance, along with timely recognition and 
appreciation boost employee morale. 
While a variety of engagement initia-
tives promote a stressfree and condu-
cive atmosphere, its Wheel of the Fun 

programme enables unlimited activities, 
which are performed monthly. It employee 

testimonial highlights Admiral as a great 
place to work because of its independent envi-

ronment. “A very candid environment at the office with 
flexible timings and other benefits like share schemes, cabs 
are quite helpful for the employees,” added an employee 
testimonial. Tejinder Singh, Country Head, Admiral Tech-
nologies, said, “Our philosophy at Admiral Technologies 
is to let people do better what they like to do. So we go out 
of our way to ensure coming to work is fun. We have four 
pillars that uphold the working culture of Admiral — com-
munication, equality, rewards and recognition and fun. 
It’s all about creating the right environment for people to 
let people prosper.” 

RIDING THE 
GROWTH WAVE
ANKUSH GERA

Founder & CEO, Junglee Games

INDUSTRY: IT

JUNGLEE GAMES  is India’s fastest growing skill and 
eSports gaming company with over 10 million users. 

The company uses innovative technology and ideas to en-
gage with employees. Renowned for its flagship games like 
Rummy, Eat me, and Howzat, it is strongly respected in 
the gaming industry. Programmes such as Get To Know, 

encourage employees to bond and learn about 
their colleagues from another function. The com-
pany makes sure the health of all its employees is 
taken seriously. The best practice of the company 

is leaders inspiring employees discussion, where 
sessions are organised for employees to live 

a balanced and healthy life. To promote 
deeper bonds and a higher note of collab-
oration between their employees, Jun-
glee Games launched the Get To Know 
Initiative where every two months em-
ployees from different departments 
are randomly picked and put in touch 
with each other via email. Through the 
initiative, it has established a culture 

of camaraderie that extends beyond 
departments. “This organisation follows a 

real and genuine work culture,” added an em-
ployee testimonial. Ankush Gera, Founder & CEO, Junglee 
Games, said, “Growth and success are temporary. Culture is 
permanent. The Junglee Games family has built an amaz-
ing culture that focuses on leading with love. This allows us 
to play big and even during challenging times, creates deep 
bonds with a strong sense of camaraderie.” 
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VENU GOPALAKRISHNAN

Founder & CEO,  
Litmus7 Systems Consulting  

INDUSTRY: IT 

training and development programmes aiding in employee 
growth and development. The leadership at Litmus7 puts in 
extensive efforts to percolate and imbibe the organisations 

values and philosophy. Its culture provides employees 
with an environment that values individuality and 
respects peoples’ opinions. Among its best practices, 
Radio Burfi is a cool radio broadcast organised by 
the company to enable a close-knit happy culture 
at the Litmus7. Every day is a celebration and this 

initiative is aimed to pep up each day and im-
prove communication among the people. Its 

employees praise its lead-
ership with a high level of 
transparency along with a 

clear sense of direction. “The 
organisation doesn’t have any 

typical employee hierarchy. So 
everyone feels equal here, and 
it fosters open communication,” 

said an employee. On this Venu Gopalakrishnan, Founder & 
CEO, said “We have a one-of-its-kind club culture where the 
employees collectively decide to innovate and wordriverds 
the success of the company. Mutual respect, passionate 
teamwork and innovations for the goodness of society drive-
Litmus7’s work ethics and business aspirations.” 

EMBRACING 
CHANGES
SANJAY SETHI 

MD & CEO, Chalet Hotels 

INDUSTRY: HOSPITALITY

CHALET HOTEL is a developer, and asset manager of high-
end hotels located in Mumbai, Hyderabad, and Benga-

luru. It practices relevant programmes, sharing informa-
tion and listening to employees to provide a great place to 
work. It also has good support programmes for its women 
employees and is an equal opportunity employer as evi-

dent in its programmes for its LBGTQ community. The 
Right Match is one of its well-known training pro-

gramme christened on interviewing skills, which 
has been designed internally and imparted to all 
its line-managers. This programme also focuses 
on imparting how to conduct competency-based 

interviews and behavioural events interview. “It 
has professionally managed and followed high 

standards of corporate governance. The 
work culture is great and there is a lot to 
learn each other,” said an employee. San-
jay Sethi, MD & CEO said, “Being rec-
ognised as a Great Place to Work is an 
honour in itself. I have always believed 
that embracing change along with con-
tinuous learning is the key to enhance 
creativity and boost productivity 
among all members. The people-cen-

tric practices at Chalet Hotels have been instrumental in 
our growth and have greatly contributed towards each em-
ployee realising their true potential. Our team is adequately 
empowered, transparent and we have a open work culture. 
The organisation has encouraged and welcomed fresh ideas 
from individuals regardless of their title.”  

LITMUS7’S MISSION  is to shape the digital-future of re-
tailing. While the company is engaged in stabilising, 

scaling, and transforming both retailers and brands, Lit-
mus7 bridges a specific gap of retailers’ and brands’ through 
creative technical leadership in designing and operation-
alising their digital commerce ecosystem. It has a gamut of 

BRIDGING  
THE GAP
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EASE OF 
WORKING
ANKIT KANCHAL

CEO & MD, Enrich Energy

INDUSTRY: MANUFACTURING & PRODUCTION

G PG RE AT PL ACE S

ENRICH ENERGY  is an integrated solar energy solutions 
provider focuses on employee-freedom. It offers the 

entire gamut of efficient and cost-effective solar energy 
solutions starting from solar radiation mapping, land ac-
quisition, infrastructure development, power evacuation, 
effective supply chain management, etc. Its employees find 
Enrich Energy a happy place as management supports them 

and provides freedom at work. Good facilities to 
work and team bonding events help employ-
ees to work amicably and enhance the ease 
of working. Ample opportunities are given to 

learn and grow. Its best people’s practices in-
clude One Change a Day programme to incul-
cate individualistic nature in employees. Em-

ployees at Enrich are always motivated 
to bring one positive change within 

themselves, which could be either 
personal or professional. Various 
such programmes are organised 
to make employees think about 
themselves in their busy sched-
ule without any rigid guidelines, 

which may inhibit employees to participate. At Enrich, ini-
tiatives are measured first by observation to provide the best 
possible environment for the employees. “The head office is 
supportive and ensures that all the requests made by us are 
fulfilled. The managers also personally help in resolving 
all our problems,” said an employee. Ankit Kanchal, Man-
aging Director & CEO, Enrich Energy, said, “Association 
with GPTW has given an edge over our competitors since 
it helps in better projection to our existing and prospective 
customers.”  

DRIVING 
INNOVATION
NOSHIN KAGALWALLA 

VP & MD, SAS Institute India

INDUSTRY: IT

AS A LEADER IN ANALYTICS, SAS Institute has been 
driving innovation through its solutions in analytics, 

business intelligence and data management software and 
services. Established in 1976, the company takes pride in 
its customer focus and innovative culture. The company 
practices flexibility programmes to enable employees to 

manage a work-life balance. At SAS, employees are 
given freedom at work and entrusted with respon-
sibility. Managers and colleagues are supportive 
and create a motivating environment to value 
everyone. Its best practices include Employee Di-
versity Referral Scheme, which is an endeavour 
to capitalise on the rich, human potential of a di-

verse workforce of its organisation. This 
is done by increasing the referral bo-
nus amount of SAS employees for 
attracting women at the workplace. 
The company’s management offers 
work opportunities across differ-
ent teams/roles, based on the in-
terest, aspirations, and skill-sets 
of employees. “This contributes 
to effective talent management, 

which is essential for motivation of employees,” said an 
employee at SAS Institute. Noshin Kagalwalla, VP & 
MD, SAS India, said: “SAS has always been known for its 
great work culture. We believe that happy employees are 
more engaged and productive, and our consistent growth 
is proof of this.  
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ASHU GOEL 

CEO, Winwire Technology 

CATEGORY: IT

concerns of its employees com-
monly prevailing in a workplace 
environment. It strongly believes 
in empowering and appreciating 
employees to help them discover 
their true potential. The company 
strives to keep its employees calm 
and focused by providing them 
with offsites, fitness and wellness 
events, team lunches and dinners, 
and awards. It has an initiative 
called ‘Outlook Champ’ to encour-
age Winwireans to level up their 
email communication and calen-
dar management. “This initiative 

inspired all to effectively use Outlook communication. Ev-
erything, including performance, is tied to the core values 
which are well defined based on the roles and cadres,” said 
an employee. Ashu Goel, CEO, Winwire Technologies, said, 
“We, at Winwire are honoured to be winning the Great Place 
to Work award again. It provides important external valida-
tion of our commitment to building a great work culture. 
We are delighted that our focus on the core value of People 
First combined with delivering competitive advantage to 
our clients brings out the best in our people.”

CELEBRATING 
EQUALITY
SANJIT RANDHAWA 

MD, Bacardi India

INDUSTRY: FMCG

WITH ITS ROOTS  in Santiago de Cuba, Bacardi India is 
a privately-owned spirits organisation in India. The 

brand came to India in 1998 and since then it has been using 
interesting ways to inspire, develop, and engage its people. 
The company refer its employees as Primos, meaning cousin 
and brings them to the forefront to create a family. Each 

employee is celebrated equally by showcasing their 
profes==sional and personal journey over e-mail and 
screen displays every day. Learning and development 
are led through programmes such as Learnfest that 

uses activities and games to drive learning amongst 
employees. It enables collaboration amongst 

employees through several innovative pro-
grammes such as Back to Bar, Cultural 
Hackathons and Founders Day Gift, where 
ideas and suggestions are given and driv-
en by the employees. Every month a video 
based on a woman employee’s life journey, 
family and career aspirations, is circulated 

on the intranet of the company to discuss 
about experiences, challenges, and achieve-
ments of a woman employee. Such practices 
at Bacardi India makes the company’s culture 

different from others. Sanjit Randhawa, Manag-
ing Director, Bacardi India, said, “At Bacardi, we strongly 
believe that our employees or primos have played a major 
role in making us a strong and relevant business. As we step 
into the next decade, we are determined to make the next 10 
years at Bacardi, our best ones yet. Undeniably, our primos 
are our biggest stakeholders.” 

WINWIRE TECHNOLOGIES,  a leader in digital transfor-
mation, is focused on making information actionable 

for businesses. While it helps business and technology lead-
ers achieve ‘on-the-go’ business environment using pre-built 
analytic solution accelerators and cross-platform mobile 
technologies, Winwire has a friendly working culture. The 
management excels in addressing day-to-day stresses and 

BRINGING OUT 
THE BEST
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REAKING-BREAD’ and 
deal-making go hand 
in hand. International 
travel in the boondocks, 
its good time for globe 
trotters to reflect, of  
how good they have 

been in acing a deal over 
a meal. The soft skill to 
navigate cross-cultural 
business entertainment 
is woefully overlooked. 
No wonder, manage-
ment schools are now 
offering ‘finishing’ 
courses to groom MBAs 
on social etiquette and 
entertainment basics. 

As an incurable food-
ie and having travelled 
50 countries, it’s fasci-
nating to experience 
the myriad cultures 
and cuisines. I have 
had some colourful 
and delightful experi-
ences as well as a fair 
share of  the ‘comedy of 
errors’. Here are some 
snippets, taboos, faux 
pas and insights from 
ground zero. 

Seoul, early 1990s – 
on my first ever visit to 
Korea, I was struggling 
to close a deal that seemed elusive. My 
difficult customer suddenly popped an 
invite to a SPA.  To my utter shock, I was 
greeted with the sight of men in birthday 
suits in a steam-room! As per custom, 
we had to drop our towels, no choice… 
and as I did, my customer shook my 
hand gleefully and said, ‘the deal is done’. 
I was perplexed. It dawned on me later. 
The dropping of towels was a symbolic 
act that meant – henceforth nothing is 
hidden between us, and we can trust 
each other! A revelation – and no pun 
intended!  

Western cultures are more business-

like, and relatively easier. The Brits have a limited food range, but can be sensitive to 
table manners or you end up offending them by asking for some soda for the exclusive 
malts – blue murder. 

In the US, it’s very international and formal dinners too have a certain informality. 
Remember to tip well, if you are the host. The Spaniards love their food. They respect 
you if  you can talk about gourmet foods and big-name restaurants. French believe 
food is a complete art form and are passionate about their gastronomy.  Dishes are 

presented in style, with a ‘A Voila!’. You 
are then expected to appreciate what is 
served, and engage in some small talk, 
before you go chomp-chomp. Italy is 
considered a food capital.  Dinners can 
start very late and stretch out well into 
the night. Germans are meticulous – 
punctual and to the point. No drama.  
However, make sure you eat that sand-

COLUMN By K. V. Rao

Seal a 
Deal 
Over a 
Meal?

wich with a fork and knife, and learn downing and drowning in huge beer mugs! 
Swiss, you can’t get away from the 1,500 varieties of sausages, and cheese overloads. 
If  you hear, ‘Yes, Mate – let’s go to the pub,’ you are in Australia and you are expected 
to ‘shout for a round’. 

Latin America – business entertainment is relaxed and often long winded. A Friday 
luncheon can stretch into dinner and beyond… Russia, it can be gregarious, noisy and 
a bit of dancing too thrown in. And beware – they are so fond of toasts that Vodka will 
appear from nowhere and everywhere. Preserve your capacity. 

In Asia, the cultures involve more traditions and rigid customs.  In Japan, it is seri-
ously ritualistic and pretty long drawn. Learn to savour some cold or warm Sake i.e. 
rice wine. Your host may ask you out for a late-night karaoke though. 

In South Korea traditionally, large amounts of  various dishes are placed in the 
centre, and diners draw their portions into small plates. Glasses are passed around 
pouring ‘Sikhye’, a popular  sweet rice drink.  It’s an honour to drink from the same 
glass as your host. So no safe distancing here.

B
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Malaysia – I felt offended 
when my host kept ask-
ing me, “are you properly 
stuffed, Mister Lao”! It was 
a poor translation of  “chiah 
pa bue” which meant “have 
you eaten?” or have you had 
enough? He was being po-
lite, I thought it otherwise. In 
Indonesia too you hear “Ma-
kan, iya?” and in Singapore 
‘Makan Already?’ as form of 
greeting – Had your meal? 

Vietnam has its own regi-
mens.  Dinners and karaokes 
intertwined into one. Noise 
is the measure of fulfilment.   

Some friendly advice to 
my vegetarian friends. Ask 
for  Buddhist food to be safe 
or ‘chap-chye’ which is es-
sentially greens and veggies. 
In Asia, plated options of 
sampler sizes, akin to Indian 
Thalis are often available. 

The Middle East abounds 
in big time indulgence – large 
oval plates piled  up with 
mountains of exquisite food. 
Emphasis is on the display 
and size! Helpings are huge, 
and don’t mention ‘waste’. The 
lavishness is a display of their 
generosity and hospitality towards you. 

The Chinese go great lengths to plan 
10 to 30 course meals. Presentation and 
service is always elaborate, but portion 
sizes are traditionally small.  Seating is 
important. 

Peek into Africa – don’t start eating 
or drinking till the eldest person on the 
table has started.  In Ethiopia, you nei-
ther use your cutlery nor hands, sit back 
and enjoy while someone feeds a morsel 
wrapped in a piece of  ‘Injera’ (some-
thing like a dosa)  into your mouth – a 
respected custom called ‘Gursha’. 

To avoid landmines on your interna-
tional entertainment.
l Punctuality – be on time, before 

the guests if you are the host, and if  you are the guest, arrive after your host !
l Dress Code – don’t you assume, ask. 
l Learn to greet, with cultural sensitivity. Brief or long, with the right gestures. 
l Seating is  serious. Don’t plonk anywhere but wait to be shown a seat.  
l Start-signal is important .  Watch out for the cue 
l Sequencing – drinks first and dinner late is Indian, most follow drinks after 

dinner. 
l State your preference upfront - Vegetarian, Non Vegetarian, Pescatarian, or a 

‘convene-tarian’ (one who will conveniently eat anything for a deal!).  
l Be sensitive about Halal, Kosher or no beef… based on the guests. 
l Master table manners and mannerisms. 
l Last but not the least, please ‘Ask’ if  you don’t know – “He who asks is a fool for 

a moment, but he who does not ask, remains a fool forever.”  
The eternal truth of Confucius – “Friends and food are inseparable, and life is in-

complete and improper without them” – plays out in international business too.   

PEEK INTO AFRICA – DON’T START EATING 
OR DRINKING TILL THE ELDEST PERSON ON 
THE TABLE HAS STARTED.  IN ETHIOPIA, YOU 
NEITHER USE YOUR CUTLERY NOR HANDS, 
SIT BACK AND ENJOY WHILE SOMEONE FEEDS 
A MORSEL WRAPPED IN A PIECE OF  ‘INJERA’ 
(DOSA LIKE) INTO YOUR MOUTH – A RESPECTED 
CUSTOM CALLED ‘GURSHA’  
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HE COVID-19 pandemic 
is bringing about signifi-
cant shifts in consumer 
behaviour, the business 
landscape and govern-
ment actions. In our 
previous article (http://
www.businessworld.in/

article/The-Post-Pandemic-Company-
What-The-Corporate-World-Needs-
To-Change/08-06-2020-194652/), we 
had offered perspectives on strategic 
shifts that companies will need to make 
to succeed in the new environment. In 
this article, we share some operational 
actions that companies could consider to 
strengthen their position in the future.  

Firstly, companies should use this op-
portunity to make costs as variable as pos-

GUEST COLUMN - By Vinay Dixit & Lloyd Mathias

Post - Covid 
Operational 
Imperatives
sible. In this era of constant disruption, 
the typical approach of  building high 
upfront fixed costs in the hope of longer 
term success is fraught with risk. There 
are several ways in which they can achieve 
this in the current situation: 
 nReview the role of fixed office space and 
strike the right balance between working 
in office versus working from anywhere. 
The need for working in office will remain 
as it plays an important role in team build-
ing, effective and efficient communica-
tion, even strengthening bonds around 
water coolers. However, the relative ease 
with which most companies were able to 
move to remote working has left several 
of them pleasantly surprised.  

There’s no reason why a part of an em-
ployee’s work cannot be consistently done 
from elsewhere, thereby reimagining the 

form with just images of receipts sent directly from mobile phones, with a five per cent 
receipts check audit. This helped reduce the headcount required for “checking”, reduced 
the time required by employees to submit their expenses and significantly improved the 
morale of the team.  Companies should keep in mind cultural and mindset elements 
when designing some of these processes to achieve optimal team performance. 

 Secondly, companies should find ways to develop and maintain Organisational Mem-
ory Banks. With employment durations generally shortening across most industries, 
often organisational knowledge gets lost over time. As an example, when Covid-19 hit 
the world, several companies in Hong Kong went back to the processes and knowledge 
that they had built during the SARS epidemic. This was also followed quickly by the gov-
ernment and the broader population – the use of face masks, regular hand sanitisation, 
minimising social contact – all these elements helped contain the impact of the outbreak. 
Companies quickly formulated A & B teams and through distributed working hours and 
working days, were able to ensure that operations were kept on track while minimising 

Boards and CEOs should not “let this crisis go 
waste” and bring about time-bound, significant 
changes in culture and behaviours that sets the 

company up for success.

T
role of office and throwing up cost- saving opportunities. Shifting the mindset from “as-
signing employee to work” to “assigning work to employee” can help identify the right 
location from where work actually gets done.  
 nReassess critical roles that need to stay within the company and aggressively leverage 
the gig-economy for shorter term utilisation of specific skillsets. This also serves the 
added benefit of working with the best available experts at any point in time based on 
the immediate need of the company.  
 nSimplify processes and then digitise them – there is significant opportunity to free up 
team members’ time from mundane roles through the use of technology.   

One company applied this to expense reports. Previously employees were required to 
paste all receipts on an A4 paper, then scan and send it for reimbursement, where each 
invoice was studiously checked. Instead, the company moved to submitting a simple 
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contact between various teams. There are 
three specific actions that companies con-
sider towards building Organisational 
Memory Banks:  
 nDevelop Business Continuity Plan 
(BCP) Manuals, and more importantly, 
keep them updated. Often companies 
develop plans when faced with a crisis, 
but with the passage of time, these are 
relegated to storage and knowledgeable 
team members move on to different roles 
or to other companies.   
 n Ensure that Scenario Planning is a key 
element of ongoing operational discus-
sions. This forces executives to constantly 

look outwards and not become internal 
company centric. Having discussions 
of potential scenarios and the range of 
responses that the company could take 
also makes for an inspirational conversa-
tion that allows leaders to be prepared for 
many eventualities.  
 nBuild a Knowledge Management Sys-
tem as a key investment within the com-
pany. In many situations, especially in 
companies operating across a range of ge-
ographies, there are excellent initiatives, 
but they fail to get widespread visibility 
and adoption because of lack of formal 
dissemination mechanisms. Consulting 
companies have been at the forefront of 

such knowledge management – all the 
team members are actively encouraged 
to publish (both internally and exter-
nally) regularly. It helps codify the learn-
ing and future client engagements can 
strongly leverage insights from the past 
as good thought starters. 

Finally, Business Agility needs to be-
come a way of life for companies. They 
must recognise that dynamic times are 
here to stay, and they need to develop the 
“Agility Muscle” across the organisation. 
This is not only to enable the company to 
stay resilient in times of crises, but on an 
ongoing basis. The biggest challenge in 
this endeavour is changing the mindset of 
the organisation. Leaders need to shape 
the narrative from “scarce resource com-
peting for a share of a pie in a zero-sum 
game”, to that of  “plethora of opportuni-

ties where collaborating with partners towards improved services and solutions” can 
unlock significant enthusiasm among the teams. 

Transparency of critical information across the company, regular experimenta-
tion and iteration, appropriate technology tools, flexibility in resource allocation and 
the ability to develop partnerships and ecosystems are some of the key drivers of  this 
agile mindset. One of the tools available to companies in this journey is the Balanced 
Score Card (BSC). Many companies have benefited from the process of developing and 
managing business through a BSC system. While some elements of the BSC, especially 
those relating to sustainability, resilience and agility, need to be updated, its implemen-
tation brings tremendous clarity and alignment across the organisation.  The impact of 
Covid-19 on lives and livelihoods is unprecedented. However, crises present opportuni-
ties. Boards and CEOs should not “let this crisis go waste” and bring about time-bound, 
significant changes in culture and behaviours that sets the company up for success.   

Business Agility needs to become 
a way of life for companies. They 

must recognise that dynamic 
times are here to stay, and they 

need to develop the “Agility 
Muscle” across the organisation. 
This is not only for times of crises, 

but on an ongoing basis

Photograph by Sanjay Sakaria
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Playtoome provides a 
virtual platform for the 
musicians to perform live, 
where the artists receive 
appreciation in terms of 
monetary value, and wider 
reach     By Navneel Maji

WEBINAR / MUSIC DAY-BW TV

MUSIC INDUSTRY: 
SURVIVING, THRIVING & 
COLLABORATING DESPITE 
THE PANDEMIC

T
he global music industry has seen one 
of the worst scenes because of the 
pandemic. To showcase the extent of 
the impact, the World Economic Forum 
(WEF) shared that a six-month shutdown 
could cost the performance industry 
about $10 billion. Also, given the fact that 
a majority of revenues are generated 

from live music has posed the fundamental challenge. 
To host any event successfully, one needs: sponsors, 
workable avenues and audience paying for tickets. The 
restrictions on each of them is unparalleled now. 
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Currently brands themselves are facing a cash 
crunch, so providing sponsorships is far from being 
the first priority. Amidst the cash crunch, brands and 
companies are reducing the investment in advertisement 
and marketing, and artists are bearing the finacial 
repercussions.

Yuri Dokter, Founder & CEO, DJ Monito, reiterated the 
those who are really hurt are the people who work at the 
events. Since the first week of March, major concerts, 
including the international gigs, which are a staple source 
of income for elite and middle-level musicians, have 
remained closed. Though they might have some revenue 

at hand to sustain though the pandemic, the worst hit 
are the sub-accompanists such as gharha and ghatam 
players as they are least paid and expendable when 
shows are run on a budget.    

During this times, few event organisers are hopeful 
still. Siddhartha Chaturvedi, CEO, Event Crafter, said: “As 
an event organiser we need to create SOPs (standard 
operating procedure). We have to lead into time sheering 
and work physically, and discover how to make safer 
events, make it boutique-ish, smaller but safer.” So far 
there has not been any music events happening in India 
– small or otherwise. However, industry experts suspect 
that a large percentage of people are likely to attend 
events in the coming days given their reluctance to let 
go of their tickets (instead of cancelling and refunding) 
which they booked before pandemic.                 

Vikram Mehra, MD, Saregama India, gave a 
macroscopic view: “The speed of change might have 
varied but the change is always there.” The big change 
that is being suspected is the move towards digitisation 
across all aspects of music. He pointed out in order 
to better understand and tackle the challenges it is 
important to speak to the consumers. “We need to spend 
time to find how the consumer behaviour is changing.” In 
fact, several reports suggest that there has been serious 
change in the consumer patterns of music consumption. 
Lloyd Mathias, Business Strategist & Angel Investor, 
informed that the people’s ability to receive streaming 
services has increased many folds. Also, during the 
lockdown period, music artists and fans have come 
together and shared time over social media platforms. 
Shameer Tandon, Bollywood Music Composer, said, “It is 
a great time for being a music artist because online music 
consumption has increased.” Addressing how effective 
the online platforms are for the music industry, Tandon 
informed, “There are multiple sources of revenues that 
artists can reach out to.” 

Webcerts (Web Concerts): The New Normal?
Entertainment Tech Platform Playtoome provides 
a virtual platform for the musicians to perform live, 
where the artists receive appreciation in terms of 
monetary value, wider reach, etc. The platform has seen 
a significant increase in numbers during the lockdown: 
in page views (from 34 K to 350 K). Subramanian 
Keerthivasan, Founder & CEO, Playtoome shared, “Earlier 
we used to do one show a day, now we do 10 shows in one 
day.” He informed the platform, which is seen best for the 
rising artists, pay them about Rs 10,000, which he pointed 
out is way more than what they may get performing in the 
pubs. 

Ketan Jain, Pianist, who has subscribed to the 



Playtoome shared: “As an artist, we get the needed 
appreciation. There are many icons present on the 
screen for the audience to appreciate the artist during 
the performance.” Keerthivasan, who also worked 
with musical giants like AR Rehman, shared that their 
company strives to identify the wannable talents. They 
also promote an artist with the company’s promoters. 
Even the music artists during the lockdown period have 
reached out to corporate houses for collaboration. 
Subir Malik, Founder, Organist & Manager, Parikrama, 
informed:” We targeted the corporates for our 
webcerts.” Chaturvedi of Event Crafter said: “We being 
the aggregators of happiness create those environments 
which bring in cult likeminded people, all kind of people 
get together to make experiences that lasts for lifetime.”

However, in general for the online performances, 
artists have expressed angst and disappointment that 
they are being asked to do free online concerts. Fouzia 
Dastango, Poet-Singer & Live Event Artist informed that 
people want them to perform for free due to the financial 
crisis everyone is facing, which is not easy for any artist. 
Sonam Kalra, Award-Winning Singer & Composer 
recommended all the artists to ‘stop selling themselves 
for free’. “We will survive this and the only way is that 
we can all come together with solidarity and no more 
free stuff,” Kalra added. On how artists are dealing with 
the pandemic challenges, she shared rather positively: 
“Experience of ours is normal’. “Artists loves deadline, 
multitasking. You could feel the energy if the room was 
palpable.”

                           
Digitisation – Freedom from Conformity
Bollywood has long been the benchmark for music 
artists to kick-start their careers. By and large 
that’s still the case, however, drastic changes 
can be observed. Lalitya Munshaw, Singer, 
Performer & Music Entrepreneur, “I see a lot 
of light, hope, and scope because artists just 
don’t want to stick in the bollywood world.” 
Famous Bollywood Singer & Music Producer 
Benny Dayal pointed out a major struggle 
that an artist faces in the music industry: 
“It is sad when a label asks you to change 
your music or your personality as an artist.” 
Dayal stands that all composers should be 
given creative freedom so their music 
does not remain a product. The advent 
of digitisation, which has vastly 
accelerated due to pandemic, 
has arguably given more 
wings to explore and 
deliver content. Viraj 
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Sheth, Co-Founder & CEO, Monk Entertainment, 
stated that one of the challenges faced by artists 
is discovery, and internet has provided a solution 
to the challenge. 

Manmeet Singh, Singer, Actor & Music Director 
argued that it is easier for artists these days to 
come and show their talent. “Social Media and 
Youtube have given an excellent platform to 
new artists. It is supporting all kinds of content, 
be it funny or musical. These days good content 
creators do not need any publishing houses for 
their content.” Arguably, the digital platforms 
have provided faster, wider reach of content 
along with more liberty on the nature of content 

being provided. In fact, many experts observe that 
whoever started the digital game earliest is winning 
now. Preeti Bhalla, Singer, asserted that the through 
technology and digital spaces the artists, who cannot 
associate with labels like T-series, can use the platform.

Priya Saraiya, Singer & Lyricist stated, “Now as an 
artist, I don’t want to sing similar kind of music, I want 
to be open to different choices.” The wider reach of 
digital space has democratised the music scenario in the 
country. Aayush Tiwari, Head of Music Business, Monk 
Entertainment said, “It is all about audience perception, 
what they love and want to hear.” Sherrin Varghese, 
Music Star shared, “There is a big hit at pricing, DIY (do it 
yourself), and need to collaborate in the future.” In fact, 
several industry experts emphasised the importance of 

collaboration in the coming days. 

Downside to Digital Space
The digital platform is far from a 

replacement of the physical 
platform. Instead, it may 

actually be harmful 
for an artist. 
Content Creator 

HONEY SINGH, 
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Film Actorr
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Rajat Sharma, who hosted IIFA great carpet last year, 
said, “Number becomes very derogatory for an artist.” 
Similarly, Lahiri, VP Content & One Digital strongly stated, 
“Internet has never been this toxic, there is so much 
hate. Bringing positivity to the platform is important.” 
Obsessive fame culture is one of the toxicities present on 
social media platforms. On that, Lalitya Munshaw, Singer, 
Performer & Music Entrepreneur stated, “The young 
generation is crazy for fame these days but they should 
remember that practice and patience is critical.” Many 
artists have been expressing that through online medium 
audience connect has been severely missed. 

Sudeep Lahiri, VP Content & One Digital argued, 
“The person that you are offline determines what kind 
of content you create.” Undeniably, the pandemic has 
caused a lot of irreparable damage to the musicians. 
One, being they have to continuously rehearsal in 
coordination with each other and they need to be 
maintain concert-fitness in order to continuously 
sharpen up their performance. Moreover, struggle 
to monetise the online space has never been more 
challenging and important at the same time. Dastango, 
shared: “There is no audience connect in the digital 
concerts.”

Many concerts such as classical and 

carnatic were mostly offered free to begin with and 
recordings of live shows were anyway available on social 
media platforms. Thus, suddenly asking for audience to 
pay for free stuffs isn’t going to go down well. Chaturvedi 
informed how ‘sponsorships’ are not paving the way 
virtually and how people are not paying through online 
platforms. Tandon firmly said with a deep hope that 
‘Music has to go paradigm shift and not paralyses. 
Musicians should upgrade their bands using technology 
because it is easier to create than web series. Brands 
can marry technology and experts are foreseeing that 
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brands will be more open to invest in music. He further 
stated: ‘Money going for outdoor events will shrink and 
that will come for digital mediums and affirm that the 
relationship ‘rishta’ between music and brands is here to 
grow.’ 

Manpreet Singh Kochar, Founder, A&M Studio strongly 
believes collaboration is the way forward in this dire 
times. In his opinion, collaborations need to be turned 
into visibilities, which will fruit into real monies and 
dollars in the future. For now, it  is by and large true that 
much of creative work being put out by the artists on the 
social media platforms have no revenue benefits in the 
present. 

Kochar pointed one an important observation made 
because of the pandemic that the physical costs in 
organising live performances of artist are way more than 
the digital costs. Indeed, organisers should be taking that 
into account. Moreover, Kochar advocates that artists 
need to make sure that the dependability on others have 
to be reduced. 

Shailaja Khanna, Music Veteran & Critic stated “The 
industry should be united so we know where we want 

to go. We can then address the problems we are facing 
in digital space.” “There is no replacement for live 
performances,” says Ronu Mujumdar, Flautist and 
Grammy award nominee. He thinks that the audience 
should always remember that the digital space is 
just a parallel platform. It is no doubt that a lot of 
transformation from the digital to physical is going to 
happen but to what degree the digital space is going to 
replace the physical space is yet to be determined and 
will only come to light once the pandemic is over and 
things start to become normal. 

Advice to Musicians in Changing Times
Famous Rapper, Pop Singer, Music Composer & Film 
Actor Honey Singh gave his perspective: “From the music 
industry’s perspective, it doesn’t matter where you are 
working from, the only thing that matters is your work.” 
Honey Singh shared that he is going to make music on 
the recent incidents. He also shared, “I try to hang out 
with youngsters to catch their pulse because it keeps 
on changing.” Honey adviced all the upcoming artists 
is to make good music. “Once the artists creates worthy 
music he gets accepted by the audiences. The audience 
is supreme and has the power to make an artist a star.” 
He believes that artists should incorporate recent issues 
that the world is facing in their songs. This way the songs 
can reach to a larger audience and create an even better 
impact.

Shibani Kashyap, Singer, Composer & Live Performer 
recommended artists to empower themselves with 
technology and adjust to the new normal. Reportedly, 
in the digital space, music covers are made by the rising 
artists to get a faster reach.The great classical singer 
Padma Shri Ustad, Wasifuddin Dagar stated“One 
alphabet needs another alphabet to be meaningful and 
hence we need the support of others.”  “Artists are the 
spine of the country; they connect every part of our 
system. But industry is neglecting them. If you’ll protect 
the artists, you’ll save the genre.”

Aleena Rehan Khan, Singer, recommeded the 
importance of cross-promotion - through this two or 
more artists can share their viewerships among each 
other. Chinmayi Tripathi, Musician & Poet, informed 
that 4,000 hours of viewerships is required on YouTube 
before one can monetise their content. She shared that 
if budding musicians can do unique covers of songs, 
it can provide rather faster coverage. Jasbir Jassi, 
Music Star reiterated, “In my opinion, remakes have 
a lot of advantages and the song reaches a new set of 
audiences.”

(With inputs from Resham Suhail, Namah Chawla, 
Sonakshi Goel and Shireen Sharma) 
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REGIONAL MUSIC HITS  
THE RIGHT CHORD

R
egional music in India – mostly the 
non-Hindi music – is fast gaining with 
Indian consumers. A report published by 
Gaana.com shared that regional music 
accounted for more than a billion music 
streams in December 2019 — recording 

eight times growth in the past two-and-a-half years. 
Also, Gaana Originals, with an initiative to promote  
the regional music, has clocked significant response 
with 100 million streams per month. Similar reviews  
have been received from other platforms such as Jio 
Music, Saavn.   

Rabindra Narayan, MD & President, PTC, shared that 
the Punjabi regional music has grown throughout the 
country, and it is now compared with the Bollywood 
music. A major stream of revenue for the Punjabi artists 

The category accounted for over 1 bn music streams  
last year, recording eight times growth in the past two 

-and-a-half years  By Navneel Maji

have been various live shows and concerts they perform 
throughout the world. He shared a figure: “In the past 
one year, he released nearly 200 Punjabi songs, which 
were mostly from the newcomers in the music industry.” 
This clearly suggests excitement among the budding 
artists to enter into the music scene. Renowned Punjabi 
singers likes B Praak, Guru Randhawa, who started with 
regionals now produce compositions that subscribe to a 
global audience. “Punjabi music is no more regional but 
global,” Narayan said.

Sukanya Ghosh, Singer, validated the fact, “The power 
of regional music is not only in India but it is abroad 
as well.” She went for a concert overseas and sang a 
Bengali song there, and said that ‘not only Indians but 
the foreigners  also appreciated her music’. Gaurav 
Dagaonkar, Founder, Songfest, believed: “Regional 
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stated that Punjabi is the second-
most played language on JioSaavn, 
ahead of English and behind 
Hindi. In terms of the percentage-
wise increase in year-on-year 
listenership, it’s the fourth on the 
list, which looks like this: Bangla 
(826 per cent), Kannada (593 per 
cent), Telugu (381 per cent),  
Punjabi (290 per cent) and Tamil 
(272 per cent).

Lalitya Munshaw, MD, Red Ribbon 
Music, shared: “We have regional 
music but they need to be put in 
a manner to make it digestible to 
millennials.” The famous singer and 
performer has experimented with 
multiple sub-genres like folkmusic 
(garba, lodi, etc.) in her work. She 
also added, “Presently, there are 
a lot of digital systems and so it is 
easier to put content.” She also 
pointed out that along with putting 
out content there is also a strong 
need for promoting them as well. 
One usual way is to revamp the 
original version into something 
more palatable to modern 
audiences. Jasbir Jassi, Singer, said: 
“In my opinion, remakes have a lot 
of advantages and the song reaches 
a new set of audiences.”

Viraj Sheth, Co-Founder & CEO, 
Monk Entertainment, informed that 
like regional music, “the alternative 
music has grown a lot in the past 
few areas”. One reason he stated is 

the increased democratisation because of the internet. 
“You get to choose what the genre you want to listen.” In 
fact, India, which is a post-NH7 Weekender country now, 
has been ripe for a second coming alternative music 
revolution, and this many music experts agreed.  
In fact, post-lockdown Bacardi NH7 Weekender and 
OML announced a series of online music festivals to 
bring artists of all genres to live stream performances 
every weekend. 

In the last 10 years of NH7 Weekender since its 
inception, over 600 artists from India and around the 
world have been featured. The bands like Rida and  
The Musical Folks, and Tetseo Sisters from the North-
east are receiving a wider appreciation, and  shows 
that the alternative music scope is not limited by the 
language barrier.     

music has started uplifting in other parts - like Marathi 
rap.” One example is Marathi rapper Umesh Khade, 
popularly known as ‘Shambho’. He has a dedicated 
audience in the Marathi youth with his YouTube channel, 
which presently has over two lakh subscribers. His 
earlier (two) songs did not get much traction but his 
latest song Tan Tan Ban Ban is a superhit. Regional rap 
music not only rose to prominence in the current scene, 
but it is being used as a force of mobilisation for social 
movements. For instance, Odisha-born and Delhi-based 
rapper Sumeet Samos sings in Odia, Hindi, and English 
about the exploitation of marginalised communities 
happening in his native Koraput, Odisha. Similarly,  
Tamil rapper Aviru highlights hypocrisy in society 
though his music.

A report shared by digital music platform Music Ally 
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Breaking Boundries with Bollywood 
Bollywood has long been the benchmark for music 
artists to kickstart their careers from across India. 
Musicians, particularly the newcomers, are still asked to 
perform Bollywood numbers during the live shows. The 
music industry is still strongly localised in the Mumbai 
and the newcomers are still asked to tag along with 
Bollywood singers to make their name. Undeniably, 
there are severe struggles in terms of the creative 
expression of an artist in the Bollywood landscape. 

On the other hand, Munshaw, Singer, Performer & 
Music Entrepreneur, shared: “I see a lot of light, hope, 
and scope because artists just don’t want to stick in the 
Bollywood world.”

Despite serious challenges, the mainstream has 
been giving the regional music its rightful due. For 
example, the Marathi soundtrack from the movie Sairat 
has become a major box-office hit. The composers 
in fact collaborated with the Symphony Orchestra of 
Hollywood to develop the iconic numbers. Several 
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Bengali folk songs are increasingly being incorporated 
in the Bollywood. Veteran artists like AR Rehman have 
made chartbusters in South Indian languages one 
after the other. To see it from a different perspective, 
one way of attracting attention towards its own, say 
regional music, is to do a score in Bollywood. For 
instance, the famous song Dilbaro in the film Raazi is 
sung by Kashmiri singer Vibha Saraf, who is now widely 
listened to a larger audience from across the country. 
Most regional musicians (like in Kashmir) don’t have 
the drive to take the state’s music outside Kashmir. The 
advent of digitisation, which has vastly accelerated due 
to pandemic, has arguably given more wings to explore 
and deliver content to every artist.    
    
Pandemic Impact 
Regional music undoubtedly has been facing similar 
challenges like other genres of music. However, since 
even the big labels are also facing the cash crunch, 
regional music and alternative music has got a level-
playing field with mainstream music. The musicians, for 
now, do not have to battle the geographical localisation 
of the music scene (vis-à-vis in Mumbai).  

During the lockdown, music artists and fans have 
come together and shared time over social media 
platforms. Experts agreed, “It is a great time for being 
a music artist because online music consumption has 
increased. There are now self-dependant on to look for  
multiple sources of revenues avilable online.” Manpreet 
Singh Kochar, Founder, A&M Studio, who has worked 
with hundred  of musicians,  advocated that artists need 
to make sure that the dependability on others have to be 
reduced. 

Fouzia Dastango, India’s first female Dastangoi 
informed, “As an artist, a big problem for me is that 
people expect us to do free concerts because of the 
Covid-19.” Even before the pandemic, the organisers 
have asked the non-mainstream musicians to play a few 
free gigs just for the sake of exposure. The pandemic 
has scaled up such challenges. “There is no audience 
connect in the digital concerts,” Dastango said on the 
performing in digital platforms. 

Undeniably, be it in the present difficult times of 
Covid-19 and even in general, good music should never 
go unnoticed. Ustad Wasifuddin, an Indian classical 
singer of the dhrupad genre and the son of dhrupad 
singer Ustad Nasir Faiyazuddin Dagar, said, “Artists are 
the spine of the country; they connect every part of our 
system. But the industry is neglecting them. If you’ll 
protect the artists, you’ll save the genre.”  

 (With inputs from Jai Krishan Soni and Shobhit Shekhar)
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NE OF THE ENIGMAS 
in life is the under-
standing of DNA.    

Three letters that 
have confused many 
around the world for 
centuries and perhaps 
the most difficult to 

decipher as a concept. Not many know 
the full form and not many understand 
the body and mind mechanism, and 
clearly not everyone can understand 
how it works!   

While we do understand that DNA is 
behind everything – do we really under-
stand people’s DNA?  

The DNA Conundrum  
One of the key areas that Talent Ac-

GUEST COLUMN - By Sunandan Bhanja Chaudhury  
and Manu Narang Wadhwa

quisition Heads and Executive Search 
Partners explore is the DNA of  the can-
didate and look for matches with the 
organisation’s DNA.   

We often talk of successful leaders’ 
DNA.   

DNA is not what their accomplish-
ments are!   

That’s the impact or effect of the 
DNA. That’s their CV!   

Beyond the CV
So, what causes these leaders to be suc-
cessful?  It’s really about looking at the 
other side of these successful leaders!  

What drives them?
What makes them do what they 

do?
What do they like or dislike and 

why?

So how do you discover a DNA?   
An organisation’s DNA, for example, is surely not easy for many to share and un-

derstand. Many articles  have been written, studies conducted and models coined 
towards identifying a company’s DNA. Some say it’s a blend of culture and strategy, 
others say it’s a blend of the way you are organised and how information flows.   

Simply put, to define the DNA of an organisation we must start by looking around 
at the vision and values of the founders and key leaders. What problems did they 
want to solve? What was the purpose of their coming into being? Thereafter, a 
deeper dive into its strategic game plan, value system and cultural thread comes 
into the picture.   

An important element of an organisation’s DNA, specifically in the current times 

Some say a company’s DNA is a blend 
of culture and strategy, others say it’s 
a blend of the way you are organised 

and how information flows

O
What are their fears?
What keeps them excited every morning?
What is their level of empathy or spirituality?
What makes them different?   
These are some of the questions that give us a glimpse of their DNA !   
In senior leadership hiring, DNA certainly becomes a key criterion! 
We find that it is not easy to understand someone’s DNA . That’s why there is only 

around 60 per cent success rate in matching an organisation with a candidate’s 
DNA. As for the 40 per cent, why is it that headhunters get it wrong so often?  

The DNA of the Candidate 
Reading the DNA is a tough job!   

Choosing 
Great 
Leaders
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when one is facing a historic pandemic 
and crisis all around, is the DNA of the 
leadership manoeuvring the organisa-
tion in these times.   

An Hour of Reckoning
This pandemic has made us think! 

It will also separate the men from 
the boys. Leadership will be absolutely 
Key!   

Leadership DNA in the current 
times, while akin to  an organisation’s, 
calls for these unique traits:   
lPatience: As the world around us is 
moving with the speed of light, leaders 
need to develop restraint and be able 
to influence the stakeholders in the 

ecosystem to assess long term impacts 
of key events, and not take knee-jerk 
decisions. With an average CEO span 
reducing due to pressures of financial 
performance and shareholders’ returns, 
this core DNA trait will set inspirational 
leaders apart from the others. 
l Intuition: This trait will differentiate 
success from failure – leaders who are 
able to derive decisions with “Intuition 
Based Wisdom” will take their organi-
sations ahead of the curve rather  than 
merely manage the crisis of the pan-
demic for sustainability   
lAgility: While this word has been a 
fad for many years, it has taken a signifi-
cant position in the successful leader’s 
DNA construct in today’s times, as one 
has to balance patience with agility and 
this is a tough proposition. 

Leaders must have the agility to move fast and 
take advantage of the opportunities ahead of them 
by breaking out of classical formats. All this while 
using their intuition to not react on every event and 
possibility coming their way.

Aligning the DNAs
Any future Strategy must be aligned to the com-
pany’s own DNA as well as the marketplace.  The 
objectives have to tie in with how the company as 
a whole will behave under different circumstances. 
Any best practices or structures put together need 
to be consistent with the DNA of the company.  

Finally, DNA is not only restricted to people and 
organisations!   

Cities have a DNA of their own! Countries too, as we all know, have a certain DNA! 
Even such a diverse country like India has its own DNA! Indian people, no matter 
which part of India they come from, behave differently from people from other 
countries – even their neighbours!   

An Art and a Science 
Understanding DNA is as much an Art as a Science. 

Understanding DNA is to be like a Sherlock Holmes!   
Like detectives, we have to not only read people and organisations well but we 

have to have our own tools and understanding. And surely, it’s about how accurate 
and sharp your forensics are – that’s what will determine how good you are in match-
ing people to organisations.

 Like Richard Dawkins very nicely put it, “DNA neither cares nor knows. DNA 
just is. And we dance to its music!”  

Like detectives, we have to not 
only read people and 

organisations well but we have to 
have our own tools and 

understanding. And surely, it’s 
about how accurate and sharp 

your forensics are – that’s what 
will determine how good you are 
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tion, or some form of creativity. Each per-
son has their frequency of  ‘me time’ that 
resonates with them. It helps recharge 
and return empowered and enlightened, 
ready to execute, resulting in higher en-
gagement and better performance. 

However, ‘being lonely’ is disempower-
ing and deserting. One can be lonely 
despite being surrounded by people. 
It is a passive choice absorbed by the 
individual feeling isolated, misun-
derstood and rejected. Human be-
ings are social animals living in a 
society. The word society originates 
from the Latin word ‘socius’ mean-
ing companion. Living in a society 
means having companionship and 
enjoying affectionate, authentic as-
sociation with others.

To lessen the loneliness pandem-
ic, we need authentic communica-
tion. We need engagement, time, 
and patience for ourselves and one 
another. The most significant set-
back of modern-day progress has 
cost compassionate human inter-
action. 

Why are we choosing Artificial-
ity over Authenticity? We can only 

make our society sustaina-
ble with sensitivity towards 
one another. Otherwise, 
sadly we may be distanc-
ing our human race into 
robots. Humans thrive on 
connection, communica-
tion, and compassion. Let 
us look out for each other 
and keep the circuit of 
companionship flowing. 

You never know how many lives can be 
saved by a small, yet authentic smile. Let 
us not make this physical distancing a 
social distancing. Reach out to others as 
there could be someone not in a space to 
seek help. Your attention could give them 
a reason to be alive again.    

Is ‘Loneliness’ the 
Silent Pandemic?

connect with our feelings, stories and pat-
terns. Since we are always on the go, we 
are often unaware of the patterns we get 
caught in and burn ourselves out by loop-
ing ourselves in stress. It is only in the ‘be-
ing’ that we attend to our internal chaos 
that creates constant mental chatter.

People choose to go on retreats; some 
undertake activities as their downtime 
like gardening, pottery, sports, medita-

id you know that be-
fore Covid, more than 
33 per cent of the world 
population suffered 
from loneliness? Im-
agine now with social 
distancing, fear of  in-

fections and scarcity of resources, 
how many more men, women, and 
children across the globe are getting 
lonelier still? Alarming, isn’t it? 

 Is protecting our physical health 
at the cost of our mental health a so-
lution? Often people associate ‘being 
alone’ with ‘loneliness’. Let us explore 
the difference and the impact the 
two terms have on individuals and 
our society. In this fast-paced exter-
nal validation driven lifestyle, almost 
everyone gets pulled down by num-
bers as a yardstick of suc-
cess. It results in us racing 
on a treadmill of achieve-
ments – afraid to stop – as 
that might push us behind 
on the winning charts. 

We all need ‘me time’ to 
cool down and recharge 
ourselves, just the way any 
machine or gadget does. 
When our computer hangs, 
we shut it down temporarily or reboot it. 
However, when our lives heat up and get 
discharged, we forget to pause and reset 
ourselves. We push ourselves till we crash 
and all our applications automatically 
collapse. 

‘Being alone’ is a conscious choice made 
to recharge ourselves. It is a reflective, 
restorative, and rejuvenating process to 

A F T E R  H O U R S   /   C O L U M N

SINCE WE ARE ALWAYS ON THE GO, WE ARE 
OFTEN UNAWARE OF THE PATTERNS WE GET 
CAUGHT IN AND BURN OURSELVES OUT BY 

LOOPING OURSELVES IN STRESS. IT IS ONLY 
IN THE ‘BEING’ THAT WE ATTEND TO OUR 

INTERNAL CHAOS
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How have the last 90 days 
been for you?
Last 90 days have been tough for 
the entire world. We need to live 
in the moment and do whatever 
best we can. Through my can-
cer foundation, I also wanted 
to contribute for coronavirus. 
There were a lot of health work-
ers who were putting their lives 
in danger. For the first time ev-
erybody was required to stay at 
home and help people who are 
out and fighting the virus.

You have played for the 
country for a period of two 
decades. Tell us about your 
experience as a cricketer? 
As an individual, I  have learned 
a lot in these two decades. I 
managed to be in focus despite 
the hiccups that I faced in my 
early days. I had to learn a lot of 
things on my own as a young kid. 
I have always tried to learn from my 
mistakes and become a better version of my-
self. The biggest moment of my life was when we won the 
World Cup and I was the ‘Man of the Tournament’. Battling 
with cancer was hard but I was able to set an example. I came 
back from that phase and played for India again, despite the 
fact that a lot of people had said that it might not be possible.  
Self-belief is very important in one’s journey.

Mental health is extremely important. What are 
your views on it?
Mental health has a direct impact on physical well-being. You 
should always speak to people and be around people who love 
you. When a person is battling these issues, self-belief is very 
important in surmounting obstacles. Failure is also crucial to 

understand the value of success. 

What are your top memo-
ries from the cricketing 
field?
The success that I have achieved 
as a cricketer. Definitely the sixes 
were a great moment in cricket. 
The 2000 World Cup was the 
pinnacle for my career. During 
the 2007 World Cup I was bat-
ting really well, but around the 
time of the 2011 World Cup I was 
struggling with injuries and self-
doubt. And it is very hard to ex-
plain in words. But the 2011 vic-
tory was very satisfying because 
India won after 28 years and 
it was also Sachin’s last World 
Cup on our home field. The day 
I achieved my highest one day 
score was another special mo-
ment of my career. 

What impact did cancer have 
on your life and how did you 

fight it?
As a sportsman, I never thought that I would get diagnosed 
with such a dangerous disease. I had always put cricket be-
fore my life. Coming to terms with cancer and eventually the 
whole journey with it was tough. But the impact I was able 
to make with the YouWeCan Foundation is going great. We 
have done almost 1.5 lakh screenings and run tobacco cancer 
awareness programmes. 

We have also provided student scholarships through the 
foundation and have recently provided over 10,000 PPE kits 
to minority workers. We will always work towards making 
a difference in people’s lives and giving back to society. That 
was the impact the disease had on me — I started helping 
people around me.   

Yuvraj SinghLAST WORD

‘Helping Others Gives 
Me Absolute Happiness’

We will always work  
towards making a difference in people’s 

lives and giving back to society.  
That was the impact the disease had  

on me — I started helping people  
around me

In a candid conversation with BW Businessworld, swashbuckling former Indian 
cricketer-turned-serial entrepreneur YUVRAJ SINGH talks about the highs and lows of 

his life,  Covid-19, cricket, his battle with cancer and many other things. Excerpts:
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