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THE FAMILY, FED UP WITH INSTANT COFFEE AND YEARNING for that 
addictive aroma of pure, ground coffee at the breakfast table, decided to buy a 
coffee machine. The young ones did their search and investigation; and one day 
a Flipkart delivery boy trundled up to the doorstep with a sleek looking ‘Oster’ 
machine for Rs 10,000. It was a steal! The machine carried a MRP of Rs 15,000, 
and the best high street retailers like Vijay Sales wouldn’t part with a similar 
piece for less than Rs 13,000. 

This coffee machine buy is a small part of the big eTailing success story. 
Millions of urbanites buy their day-to-day products via these online sites. 
The eTailing giants — Flipkart, Snapdeal and Amazon — in a short span 
have ballooned into a huge Rs 40,000-crore industry, weaning away 
customers from traditional retailers like Big Bazaar, and the mom-and-pop 
kirana shops. 

Their mantra is simple and logical — they deliver goods at 20-30 per cent 
cheaper than their high street counterparts. The eTailers, on the other hand, 
save on expensive rentals. The model is built on an ‘endless’ and galloping 
acquisition of the ‘consumer’ as real estate. Discounted pricing brings in 

waves of new converts, and the investors queue up to pump in money at mind-boggling valuations. These investments 
are based not on current P&L figures, but on the customer base of these companies. The game, therefore, is to acquire 
customers at any cost. 

Yes, it’s all about cash burn, and investors are willing to back them up to burn more to acquire more customers and to 
build an ecosystem that someday they hope will make profits. But when will that day come? Will the desi eTailers be able 
to pull out of discounting as long as Amazon with its deep pockets hounds them with better discounts? How long will the 
investors continue to support this model? Or, will they sell to another set of investors, who are willing to take longer bets, 
and who will then become victims of a Ponzi cycle? Organised retail had burnt its fingers in the last decade, pumping in 
over Rs 30,000 crore and chasing the chimera of the 400-million middle-class market. We have short memories — those 
400-million purchasers never existed!

We must make a distinction. E-commerce, or electronic trading of which eTailing is a small part, is here to stay. It 
is a $22 billion booming structure and galloping at over 30 per cent every year. The principles of e-commerce — first 
hooking the customer with great prices and the ease of trading and then slowly upping the prices to ensure decent 
margins — have been working well. MakeMyTrip for travel and BookMyShow for cinema and entertainment have 
done well to bring in their commissions once the customer is ensnared. Significantly, the barriers are breaking down 
too. Brick-and-mortar retailers are creating e-commerce models, while the e-commerce guys are tying up to create 
touch-and-feel stores. 

It’s all evolving. But for the eTailers, the last leg of the marathon has gone wrong. Read all about where they are all 
headed in our cover story authored by senior writers Vishal Krishna and Abraham C. Mathews, who worked over a month 
searching the marketplace and the lawyers’ corridors. 

There is interesting variety too in the issue. India has also suffered a long, hot summer and hopefully now the rains 
will bring some respite. It was a summer that saw for the first time consumption of power go down in rural India, and 
tractor and FMCG sales fall in villages. Well known writer Paranjoy Guha Thakurta analyses what the crisis of falling 
purchasing power of agricultural India means for the country’s economy. 
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HEALTHY TUSSLE
The story on the challenges before both the 
kirana stores and retailers was very well  
put forth (“Lucrative Liaisons”, BW,15 June). 
The biggest USP of these mom-and-pop 
shops is their location, which works well 
with the Indian mindset, and provides a 
personal touch. This is one major issue  
the giant retailers will have to address  
in all earnestness and seriousness if they 
really want to penetrate deeper into the 
Indian market. 

Also, since the kirana stores extend their 
services to a smaller group, they can address 
the concerns with keen interest, and here 
also, the supermarkets will have to devise an 
effective complaint mechanism. This tussle 
promises to be a healthy one, and one hopes 
it benefits both formats in equal measure.

  — SNIGDHA , EMAIL

KUDOS
I manage to read most of the 
BW|Businessworld, and what impresses me 
most is the fact that it is focuses on the youth 
and upcoming technologies more than other 
magazines. However, in the latest issue, the 
auto section (“The Shrunken Beast”, BW, 29 
June) didn’t have much data to read, though 
the story idea was good.  

 — RACHIT HIRANI, EMAIL

CORRIGENDUM
In The Young Entrepreneurs Awards issue,  

No. 2 TrulyMadly (“The Trio Playing Cupid”, 
BW, 29 June) was inadvertently ranked 4th. 
The error is regretted.  

BLIPP  
THIS PAGE  
TO GIVE US  

YOUR FEEDBACK 
INSTANTLY
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A LOAN THAT SOWED SEEDS OF 
VEDANTA-CAIRN INDIA MERGER 

After Cairn India, Vedanta will 
look to merge with its other 
companies like Balco and 
Hindustan Zinc

WHY INDIAN ALCOHOL MARKET  
IS NOT IN HIGH SPIRITS

SABMiller’s call to write off 
Rs 2,000 crore investment 
in India puts regulatory and 
excise challenges into focus

IndiGo Likely To Take The IPO 
Route Soon

The airline is said to be 
looking to raise up to  
Rs 2,400 crore through 
the initial public offer 
route

One For Everyone

Dell and Lenovo have launched a number of laptops for the Indian market in 
the past fortnight

OPINION

Centre Moots National Medical Device 
Authority

The draft policy also calls for a price 
control mechanism for medical 
devices to make them affordable
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DSLRs
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India debut with professional commercial 
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The Business 
of Sequels 
Why can’t our 
sequels generate 
even half the 
money the 
Hollywood sequels 
generate? When 
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languages?
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JOTTINGS

THE IDEA OF ROADS as a seamless 
economic corridor between India, 
Nepal, Bhutan and Bangladesh 
certainly sounds good on paper. 
Indeed, the four nations have 
signed a landmark Motor Vehicles 
Agreement (MVA) which will allow 
citizens and businesses to drive 
unhindered through each other’s 
geographical boundaries. The MVA 
will not only regulate the passen-
ger, personnel and cargo vehicular 
traffic between the four nations, 
but is also aimed at integrating the 
region and its economic develop-
ment. Road transport and highways 
minister Nitin Gadkari signed the 
MVA on behalf of India. The agree-
ment is touted to have the potential 
to increase intra-regional trade 
within South Asia by almost 60 per 
cent and with the rest of the world 
by over 30 per cent. Implementa-
tion is expected in six months. One 
cannot help but recall a similar 
initiative that was mooted 14 years 
ago to connect India, Myanmar and 
Thailand by road. The project is still 
far from completion. Have any les-
sons been learnt?   —Ashish Sinha

AST FORTNIGHT, the Basel Committee on Bank-
ing Supervision told us that the increase in non-per-
forming assets (NPA) is related to a reduction in GDP 
growth. “As GDP growth is projected to increase over 
the coming period, the problem of NPAs is expected 
to ease, leading to higher profitability and higher 

capital ratios.” Is it so simple? The nearly $100 billion bad loan pile 
is a sticky one. It’s unlikely that an uptick in the economy will set it 
right. Rather, if we go by what bankers out here think, it’s the other 
way round. You set NPAs right, and the economy will pick up! The 
fortnight gone by saw Mint Road undertake Strategic Debt Restruc-
turing (SDR). Simply put, if push comes to shove, banks can band 
together and convert a borrower’s loans to equity shares and kick 
out an errant promoter. There’s some distance between Basel and 
Mint Road!  — Raghu Mohan

L

Between Basel 
and Mint Road

SWEEPING CHANGES in any organisation 
often mean uncertainty, instability and job 
losses. So it’s not surprising that the All India 
Railway Federation, the biggest union of Indian 
Railways employees has asked the railway 
ministry to ‘tear up’ the report presented by the 
Bibek Debroy committee on railways restruc-
turing over the next five years. The committee 
has recommended the liberalisation (read 
privatisation) of railways as well as setting up 
of an independent railway regulator with an in-

dependent budget under the railway ministry. 
It has mooted the idea of a regulator with a view 
to scrap the railway budget. Besides, the panel 
wants the Railway Board to confine its work to 
the railways. Unions fear that under the veil of 
liberalisation, plans are afoot to open doors 
to private operators to run passenger, goods 
trains and other services. Can the NDA govern-
ment afford a nationwide stir by railways em-
ployees and opposition backlash? Perhaps not 
in the present circumstances. — Ashish Sinha

REPORT RILES RAILWAYMEN

A Corridor Of 
Doubt? 

100
billion dollars is 
the size of the 
NPA pile of In-

dian banks 
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MICROSOFT VENTURES has tied up with Reli-
ance Industries (RIL) to guide startups under 
its accelerator programme in their go-to-
market strategy and technology validation. 
The entry of RIL as a mentor means that it 
can help vet consumer technology companies 
because of its decade long retail experience. 
Until now, around 75 per cent of the startup 
businesses in 15-odd accelerator programmes 

around the country have only business-two-business revenue models. But this is 
changing now. Microsoft Ventures says the ratio of consumer servicing startups 
is going to rise with the growth of the Indian middle class. Based on the invest-
ments that are going into the consumer services industry, Microsoft Ventures has 
done the right thing to bring in RIL to guide its startups. The time for consumer 
related businesses and services has arrived. — Vishal Krishna

More Consumer Startups, Please

INTERNATIONAL YOGA 
Day could have been one of 
the government’s mostly-
harmless PR exercises. A little 
amusing a little annoying as 
one wondered whether there 
weren’t more important issues 
to take care of in this country, 
but otherwise just an event to 
connect with today’s health 
conscious generation and 
remind the rest of the world 
that Yoga belonged fairly and 
squarely to India — and Baba 

Ramdev. Instead, the event 
ends up exposing religious dif-
ferences, non-unity and a pur-
suit of the trivial as different 
factions literally bicker over 
who Yoga belongs to, whether 
it should be seen as a secular
health activity or a reflection 
of the BJP’s “saffron agenda”. 
Where the Yoga Day event 
could have been a mild 
branding exercise, it ends up 
with a reverse branding of 
sorts, laying bare vulnerabili-
ties and a lack of control over 
the chaos always bubbling 
under the surface. Where 
Yoga should conjure up im-
ages of tranquillity, strength 
and control, it only shows 
the contorted positions that 
paralyse progress in India.  
— Mala Bhargava

WHAT’S THE BIG DEAL?
IT IS OFTEN SAID that the chief 
ministers of states used to literally 
“beg” for fund approvals and alloca-
tions before the erstwhile Planning 
Commission. This attitude is said to 
have led to the demise of the Commis-
sion, and the birth of its successor, the 
National Institution for Transforming 
India (NITI) Aayog. As Gujarat chief 
minister, Prime Minister Narendra Modi 
had first-hand experience of the Com-
mission’s treatment. Even if Modi had 
retained the Planning Commission, 
the new mix of Centre-State revenue 
sharing, which leaves less money with 
the Centre to disburse or allocate, 
would have given lesser discretionary 
powers to the Commission. Hence, it is 
safe to assume that NITI Aayog is here 
to fulfil much bigger objectives. The 

Cabinet resolution constituting NITI 
Aayog came on 1 January 2015 and its 
members, including its vice-chairman, 
internationally renowned economist 
Arvind Panagariya, were appointed 
a month later. There are early indica-
tions that the institution may not have 
the powers to dictate terms to the CMs, 
but be the secretariat to their collec-
tive thought process. Providing larger 
vision and policy advice to the central 
and state governments and heed-
ing the final words of democratically 
elected representatives is not a bad 
idea. There is hardly anything ‘revolu-
tionary’ about it though, as even the 
Planning Commission could have been 
made to do this. But let us not rush into 
conclusions. Maybe time will show bet-
ter outcomes.  — Joe C. Mathew

Contorted 
Positions 

1Jan 
The day  

NITI Aayog was 
constituted
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JOTTINGSPlus

range of rollout across 
cities makes it the most 
complicated launch. 
Its tower installation 
programme has not gone 
too smoothly as the vast 
network has made urban 
residents wary of the 
exposure to emissions. Jio 
is also concerned that its 
massive rollout might hit 
a snag. The 4G technology 
and the integration of fre-
quency from 2,300 Mhz 
to 1,800 Mhz and to 800 
Mhz involving equipment 
vendors could prove chal-
lenging. The regulator and 
the telecom ministry are 
coming down heavily on 

RIL Changes Tracks

RELIANCE  INDUSTRIES 
(RIL) chairman Mukesh 
Ambani’s speech at the 
company’s 41st AGM 
made a splash for the 
vast spectrum of plans 
announced, particu-
larly the coming launch 
of its 4th Generation (4G) 
telecom services (see 
BW|Businessworworld’s 
preemptive cover story 
The 4th Gambit in the 
issue dated 15 June 2015). 
What was amiss though 
in the media commen-
tary was that the not-so-
consumer-facing giant 
was shifting focus from 
primarily a project man-

agement major known for 
refinery and oil explora-
tion execution, to becom-
ing a consumer service 
company. 

What emerged at the 
AGM was RIL is making 
its biggest investment in 
Reliance Jio, its telecom 
venture, and its retail 
unit. Ambani claimed 
that the company has 
made a record capital 
expenditure of  
Rs 1,00,000 crore. This 
is not only the largest in-
vestment by RIL, but the 
highest by any company in 
India. A bulk of it,  
Rs 70,000 crores, has 

gone into Jio, paying for 
spectrum fees and in 
building the network. 
The company plans to do 
a full commercial launch 
by December 2015, and a 
‘beta’ launch in more than 
1,000 cities spread across 
29 states in the country, 
probably the largest beta 
launch in the world.  

Not used to facing retail 
consumers, Reliance is ex-
pectedly worried. There’s 
good reason for that. The 
company is trying to offer 
long-term evolution (LTE) 
on frequency bands that 
are hitherto not tried 
extensively before. The 

The size of RIL’s  
capex in its telecom and 

retail ventures

Rs 1 
 lakh cr

Photograph by Tribhwan Sharma
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the menace of call drops, 
and RIL-Jio is trying to 
avoid being slotted with 
other telecom companies 
as an ‘offender’. 

Beta Launch
The company is currently 
in the alpha stage of its 
network where its services 
are being tested by the 
regulator for roll out. 
Once the regulator sees 
the coverage in terms of 
expanse of the population 
covered and quality, it will 
give a go ahead for launch-
ing the service. But to be 
on the safe side, Jio will 
not open up its services 
to all consumers; initially 
the service will be offered 
to the consumers of Reli-
ance Retail to monitor 
both usage and gaps that 
need to be plugged. 

DTH and cable opera-
tors should be concerned 
too as Jio has been given 
the licence to provide 
cable TV services. Cur-
rently, high-definition 
quality broadcast is only 
available on DTH, and it 
is expensive. Jio is plan-
ning an offering called 
Jio Drive that will store 
programmes for the last 
seven days on its servers 
that consumers can access 
whenever they want to. 
So if you have missed the 
last few episodes of Game 
of Thrones, you can still 
catch up on them without 
paying anything extra.

Data Centres
Reliance Jio is all set to 
emerge as the largest 
provider of data services 

again. Ambani said that a 
1 million square feet data 
centre will be ready by 
the end of the year. This 
might be a new trend in 
the telecom industry as 
most operators have not 
invested in such large 
data centres.

For quality streaming, 
particularly of videos, an 

end-to-end connectivity 
is a must. This means, if 
the data is also hosted at 
the telco’s end or if it has 
fiber going into the content 
centre, it might be able to 
provide better services. 
Google, the largest pro-
vider of video content in 
the world through youtube.
com, builds, owns and runs 

its own data center. 
In a very limited way, Jio 

is also trying to do that, by 
investing in a data centre, 
last mile and also terabit 
under sea fiber connectivi-
ty to foreign countries. RIL 
is part of the consortium 
that is building an un-
dersea connectivity from 
Malaysia-Bangladesh-Sri-

lanka-Oman. Google is 
the first port of call when 
people search for videos 
because it is able to provide 
a better streaming service 
than anybody else. But 
while Google keeps mak-
ing occasional noises about 
providing fast broadband 
services, it has not put in 
any serious money in it. 

E-commerce &  
Retail Expansion
The vast telecom and 
internet infrastructure 
could well serve as a 
natural backbone to RIL’s 
e-commerce retail foray. 
As part of the consumer-
centric theme, Ambani 
spent a fair bit of his speech 
on the retail business. The 
company has the larg-
est retail network in the 
country which is expected 
to quadruple over the year. 
This may be the largest 
expansion in retail, at a 
time when all other retail 
companies have almost 
frozen investments. From 
200 cities, RIL wants to go 
to 900 cities in a year. 

Both RIL and Future 
group are now foraying 
into e-commerce with an 
omni-channel strategy.  
Here, inventory within 
the store is offered to 
customers. Instead of 
large warehouses, these 
traditional retailers are 
planning to use their own 
stores as quasi warehous-
es to store products for de-
livery. RIL will offer fash-
ion and lifestyle formats 
of Reliance Retail online 
before the end of the year. 
Grocery e-commerce via 
www.reliacefreshdirect.
com, currently in the pilot 
stage, will be scaled up to 
serve new markets.  

The combination of 
telecom and retail has en-
thused investors, and the 
RIL stock, mostly quiet in 
the Narendra Modi era, 
has appreciated by almost 
3 per cent.  

 —  K. Yatish Rajawat

RIL’S RETAIL NETWORK  
IS EXPECTED TO 
QUADRUPLE OVER THE 
YEAR. IT MAY BE THE 
LARGEST EXPANSION IN 
RETAIL AT A TIME WHEN 
OTHERS HAVE ALMOST 
FROZEN INVESTMENT
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VERBATIM
“I believe and trust that Jack Dorsey is there on a 
temporary basis” 
— ALWALEED BIN TALAL, Saudi prince and one of Twitter’s earlier 
investors, believes the social messenger’s interim chief executive should 
not get the job permanently because of his other job commitments 

“As far as succession goes, I am still in 
command and I am getting all professional chief 
executives as I do not want a family member to 

be chief executive of the company” 
— ANIL AGARWAL, CEO, Vedanta Group, soon after he announced the merger of oil explorer 

Cairn India with Vedanta. He wants to separate ownership and management, appointing professional 
managers rather than kin to top posts

“We have a wearable technology 
that’s coming out next year with 
Michael Kors that could really 

turbocharge the entire industry” 
— KOSTA KARTSOTIS, CEO, Fossil, hoping to 

capitalise on the buzz for wearable technology being 
ushered in by the Apple Watch and other new gadgets.

“It’s not enough just to set goals to  
hire more women and minorities for  

the sake of diversity. You have to build the 
whole ecosystem”

— BRIAN KRZANICH, CEO, Intel, after the announcement of the creation of Intel Ventures’ $125 
million venture capital fund to fund companies led by women and under-represented minorities

“The new devices will be  
‘super-thin, super-flexible’, so readers will 

be able to roll them up and put them in  
their jacket pocket” 

— MATHIAS DOEPFNER, CEO of Axel Springer SE, on how the news of the future will 
be consumed on electronic paper and not on mobile phones or tablets 

“40 per cent of businesses in 
this room, unfortunately, will 
not exist in a meaningful way 
in 10 years. If I’m not making 
you sweat, I should be. It will 
become a digital world that will 
change our life at the pace of a 
technology company change” 
— JOHN CHAMBERS, CEO, Cisco, 
in his last keynote speech to 25,000 
attendees 
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“If you take care of your employees they will take care of your 

business. That is a philosophy that has served us well for more than 
four decades, and is the foundation of everything we do at Virgin” 

— RICHARD BRANSON, CEO, Virgin Group, in a blog post, after the UK-based group  
announced that it will now offer staff up to a year’s parental leave on full pay 



The action is
elsewhere.
Why fight for metro cities?
The unmetros are full of bigger possibilities.

More durables and automobiles are sold in unmetros.
Durables Purchased
in the Past One Year Car/Jeep/Van Mobile phone Fridge-Refrigerator Personal Computer

 / Laptop
Television Washing Machine

Urban India (000s)

Metros 50L+

Unmetro (Tier 2/3/4)

Source: IRS 2013  Figs 000's

 2,619  23,943  8,601  4,830  11,510  4,467 

 628 24% 6,818 28% 2,554 30% 1,495 31% 3,631 32% 1,496 33%

 1,991 76% 17,125 72% 6,047 70% 3,335 69% 7,879 68% 2,971 67%
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Can Beijing make 
AIIB transparent?
With China facing a slowdown, it will not be easy for the bank to 
address issues of other countries with objectivity

By Nayan Chanda

China has yet to dispel the impression that 
AIIB will become a vehicle to support Chinese 
foreign and domestic interests. 

E HAVE TO MAKE  to sure America writes 
the rules of the global economy,” Presi-
dent Barack Obama said last month. “Be-
cause if we don’t write the rules for trade 
around the world, guess what, China 
will.” But what happens if American rule 

drafters join the Chinese in drawing up regulations for a 
Beijing-backed institution? 

It is not a hypothetical question. When the Asian Infra-
structure Investment Bank (AIIB) holds its first general 
meeting in Beijing this month, it will adopt articles of incor-
poration based on western best practices, prepared with the 
help of Western experts and former US officials. The bank 
has already appointed as its general counsel Natalie Lichten-
stein, a Harvard-educated lawyer who worked at the World 
Bank (WB) for over 30 years and helped 
draft the AIIB charter; AIIB may tap ex-
pertise from other alumni from interna-
tional financial institutions. Round one to 
China courtesy of an American own goal.

Beijing’s deftness in managing the 
launch of AIIB and in getting 57 countries 
(double the anticipated number) to join as founding members 
is a testimony as much to the declining influence of the US 
as to China’s growing clout. Having failed to get Congress to 
agree on proposed reforms to the International Monetary 
Fund (IMF) , which would have allowed new powers like 
China greater voting share, the Obama administration was 
left with a threadbare justification for blocking the AIIB 
initiative: China equals bad governance. The fact that Asia 
needs a massive investment in infrastructure that the World 
Bank and Asian Development Bank (ADB) have failed to 
deliver, plus the sense among developing countries that they 
are being unfairly shut out of the rich nations’ club, means 
that pious talk about values and good governance sound like 
self-serving claptrap.   

AIIB has also decided to dispense with the white elephant 
— resident board of directors  costing the World Bank $70 
million a year.  The AIIB directors will instead hold telecon-
ferencing to decide on and supervise the projects that the 

staff will present to them. 
In contrast, China is not only offering to open up the in-

vestment spigot (it holds $4 trillion in foreign reserves) for its 
poorer neighbours but has also won over Western countries 
who might have been wary of becoming supporting cast 
members in service of China’s foreign policy goals. Beijing 
appointed a sophisticated banker, Jin Liqun, who was vice 
president of ADB, as the interim head of the AIIB. Even 
though China will have the largest share, he assured the Eu-
ropeans, it would not use its veto power — like the US does at 
the IMF, with its mere 20 per cent voting share.  

To allay fear of corruption, the Chinese also sought help 
from experienced western bankers and legal experts to draw 
up the bank’s regulations. Like, David Dollar, a veteran Man-
darin-speaking former WB official, who also served as the 

US Treasury Department’s representative in Beijing, was 
engaged as an unpaid consultant in drafting the rules.

Despite China’s savvy handling of the AIIB launch so far, it 
has yet to dispel the impression that once underway, the bank 
will become a vehicle to support Chinese foreign and domes-
tic interests. As its own officials acknowledge, there is an 
economic rational at play here: facing an economic slowdown 
at home, China wants to build infrastructure “as a counter-
cyclical measure.” Already Chinese construction firms are 
canvassing for contracts on the promise of receiving AIIB 
loans. Only time will tell whether its international directors 
succeed in keeping AIIB corruption-free and transparent — 
and whether it succeeds in furthering Beijing’s foreign policy 
agenda — for now, the bank is ready for launch with a bang. 

The author is editor-in-chief of YaleGlobal Online, published by  
the MacMillan Center, Yale University; boundtogether.bw@gmail.com

For other columns by Nayan Chanda, visit www.businessworld.in
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Jaeger-LeCoultre-
Grande ReversoUltra Thin1931 special edition
marks the opening of London agship boutique

Jaeger-LeCoultre unveils its latest tribute to Britain, the Grande ReversoUltra 
Thin 1931 Special London Flagship edition. With only 26 pieces to be made, 
following on from the acclaimed “Rouge” model and the delicious “Chocolat” 
model in this tribute collection, the special London Flagship edition dial is a 
beautiful deep green lacquered dial, reminiscent of the rolling British countryside 
and of course with a nod to the legendary sporting colour.”

Ofcine Panerai-RADIOMIR 1940

The Radiomir 1940 is available for the rst time in a new version in titanium, with 
an automatic movement using a decentralised oscillating weight which winds in 
both directions. The Radiomir 1940 collection is enhanced by a new model which 
interprets the combination of elegant simplicity of design and sophisticated 
technical content in an original way: the Radiomir 1940 3 days automatic Titanio. 
The appearance of the Radiomir 1940 is classic, with the large cushion case – 
45mm in diameter – of pure minimalist lines, its lugs formed out of the block of the 
case, a polished bezel and a cylindrical winding crown. 

Rado-HyperChrome Ceramic Touch Dual Timer

Rado’s hero for 2014 showcases the brand’s pioneering spirit, as well as its 
material mastery and technological innovation. For the person who travels this is 
the perfect timepiece. Lightweight, hypoallergenic and scratch-resistant it can 
stay on your wrist whatever you have planned. In full high-tech ceramic you 
won’t even need to take it off to get through airport security. The touch 
technology of this timepiece enables you to touch the ceramic case at 9 and 3 
o’clock simultaneously and watch time y as the Rado magic swaps the times on 
the dials.

THE LURE OF LUXE

TIMEPIECES
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Huge Hangout 
Latest findings reveal 
that 33 per cent of all 
professional people are 
on LinkedIn, making it a 
gold mine for professional 
acquisition, recruiting and 
industry networking.

All That Hype   
In a recently released study 
of more than 3 million social 
media user interactions, 
Forrester found that for 
every 1 million followers 
of a brand on Facebook, 
only about 700 active 
engagements occurred (i.e., 
liking pictures, commenting 
on threads, etc.). Twitter’s 
active engagement rate 
was about 300 for every 
1 million followers. After 
all the math was done, the 
average follower to brand 
engagement rate for top 
social media platforms was 
about 0.1 per cent.

Dig The 
Data

Kiran Mazumdar Shaw
@kiranshaw  
Chairman & MD, Biocon
“Every investor I speak to 
in the US is now getting 
impatient n wants Modi 
Govt to ‘Walk the talk’ 
of regulatory hurdles n 
business ease.”

Jeff Weiner 
@jeffweiner  
CEO, LinkedIn 
“Compassion is not 
conditional. To the contrary, 
it’s arguably of greatest 
value when most difficult to 
summon.”

Brand Buzz
Facebook Goes Lite 
Social networking giant 
Facebook has rolled out its 
lighter version — Lite — for 
users accessing its services with 
slow data connectivity and poor 
bandwidth. The application, 
which is less than 1 MB in size, 
comprises Facebook’s prime 
features such as news feed, 
photos, and notifications, among 
others. “Facebook Lite was built 
to give people a reliable Facebook 
experience when bandwidth is at 
a minimum,” says Vijay Shankar, 
product manager of Facebook 
Lite, in a blog post. The application 
is available on all Android phones.

V I R T U A L  R E A L I T Y

powerhouses such as Amazon globally 
and Flipkart and Snapdeal in India. 
That said, the new feature is expected 
to get Pinterest a larger user base that 
will see the application as an online 
shopping destination. 

Buyable pins are a treat for sell-
ers too as Pinterest will also feature 
promoted pins on its application to 
garner greater revenues for itself and 
more visibility for the sellers’ prod-
ucts. In the US, Apple users will be able 
to enjoy the option of ‘buyable pins’ 
on Pinterest sooner than their Android 
peers who will see the button being 
rolled out a couple of weeks later.

PLYING PINS  
OF INTEREST

#LEADER

SOON, Pinterest users will have 
the option to buy pins they like 
on the  platform. The innova-
tion on Pinterest, brought on 
public demand, is expected to 
increase the rate of impulse 
buy through digital media 
among mobile shoppers.

Pinterest is a social media 
site that allows users to create col-
lections of photos, articles, recipes, 
videos and other images that are 
called “pins”. 

While browsing through Pinterest, 
if a user comes across an item with a 
blue pin button, he can buy the prod-
uct directly through the social media 
platform. Further, Pinterest has also 
developed a secure payment gateway 
for completing transactions; it allows 
users to pay through Apple Pay or 
credit cards.

With buyable pins, Pinterest will 
now enter the arena of e-commerce 
where it will have to compete with 

THE SOCI A L CIRCUIT

Illustration by Champak Bhattacharjee

“Will I see you…
around?”. 

I’ll always be  
around…on Twitter, 
Facebook, Google+ 

and Whatsapp.  
Good night, Lois.

Will I see you…
around?
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M A RK ETING A ND A DVER TISING

The latest figures on 
consumer behaviour show 
Google has narrowed the 
conversation down to 
moments that brands can 
relevantly integrate them-
selves in, terming these 
as ‘micro-moments’. Such 
moments can be broken 
into four categories: ‘I want 
to know’, ‘I want to go’, ‘I 
want to do’, and ‘I want 
to buy’. “These reflect the 
intent to do something. 
These are times when 
consumers need to learn, 
discover, watch, find, or 
buy something and they re-
flexively turn to the closest 
device, to act on that need,” 
says Simon Kahn, chief 

marketing officer, Google.
The growth of smart-

phones, especially in Asia 
Pacific, has a key role in 
the trends that Google 
identified in formulating 
marketing strategies for 
the region. Kahn reiterates 
that Asia is fast grow-
ing as the digital centre 
of the world with a high 
number of mobile-first 
markets coming from the 
region.  Asia’s embrace of 
the smartphone has made 
micro-moments more im-
portant to marketers here. 

Relevance
The ‘I-want-to-do’ mo-
ments are rooted in intent 

to achieve something, 
where in most cases a 
brand or service is relevant 
to the consumer. Kahn 
elaborates, “I-want-to-do 
moments are those when a 
consumer wants to know 
something specific as to 
how to curl hair, fix a bike, 
or bake a cake. These mo-
ments can be incredibly 
valuable for brands and 
there are more of these 
moments in Asia than in 
the West.”

Videos play an impor-
tant role here. Unilever 
India recognised this when 
it created its ‘Be Beauti-
ful’ YouTube channel — a 
hub for beauty tips and 

tutorials — and Nestle also 
tapped into this behav-
ioural shift by featuring 
cooking videos on its 
channel.

On the other hand, the 
‘I-want-to-buy’ moments 
describe those times when 
consumers pull out a 
smartphone to compare 
prices or look up reviews — 
even when shoppers want 
to buy offline.

But mobile isn’t just 
about e-commerce as 
consumers also turn to 
their phones for local 
information to find a 
gym or restaurants, and 
when they do this in Asia 
they want answers fast. 

IMPROMPTU

MAKING THE 
BEST OF 
MICRO 
MOMENTS 
Google’s latest study of consumer behaviour shows 
that on average, people turn to their phones as 
many as 150 times a day, making the ‘mobile-first’ 
phenomenon a reality that impacts all aspects of 
life, and of business. The global study titled Con-
sumer Barometer puts a lens on the several pur-
poses that mobile phones serve. SIMON KAHN, chief 
marketing officer of Google, tells SHUBHI TANDON 
how brands can best leverage mobile for marketing.
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INDIANS love their chai — home-
made, roadside or from a posh tea 
parlour. Besides giving that kick, tea 
also helps in breaking the ice in awk-
ward situations. Hindustan Unilever 
has been exploring this idea in its latest 
campaign for Brooke Bond Red Label tea. In 
its last ad film, it had an elderly Hindu couple  
bonding with their Muslim neighbour over a 
hot cup of chai. 

The latest ad , concep-
tualised by Ogilvy & Mather, 
shows a live-in couple getting 
a surprise visit from the boy’s 
parents. In this situation, a hot 
cup of tea, made just the way 
the parents like it, takes away 
the tension.

Explaining the concept, 
Kainaz Karmakar, execu-
tive creative director (ECD) 
at O&M says, “Starting last 
year, we moved the Red Label 
proposition to the bonds that 
are strengthened over a great 
cup of tea. The core idea is 
encapsulated by the tagline 
— Swaad Apnepan Ka.” 

Harshad Rajadhyaksha, ECD at O&M, 
adds, “The heart of the campaign is the 
same as the earlier ad about the neighbours 
— the role of tea in dissolving awkwardness 
remains consistent across both the films.” 

BRINGING PEOPLE CLOSER

AD iNFiNiTUM

BREAK THE ICE 
Brooke Bond’s 
Red Label’s latest 
ad  shows what a 
cuppa can do

“These data points are only 
reminders of how mobile 
has transformed consumer 
behaviour and how that 
is, in turn, interesting 
and transformative for 
marketers. Consumers are 
expecting immediacy and 
relevance,” says Kahn.

Adding Value  
Kahn explains that brands 
can be present in a con-
sumer’s life in interesting 
ways in the course of the 
various I-want-to mo-
ments. “There are two im-
portant things here. First, 
brands need to understand 
that intent matters more 
than identifying the 
consumer, and conversion 
matters like awareness. 
Second, there is a need for 
the right mobile assets in 
addition to right advertis-
ing assets.” 

His advice to marketers 
is to fully adopt the best 
practices so brands can 
relevantly be present in a 
consumer’s life, and add 
value, creating a meaning-
ful place for themselves.

“Consumers are expect-
ing intelligence from 
devices. With voice search, 
various environments are 
created that need to in-
tuitively understand what 
a consumer wants. The 
consumer is putting faith 
in the device to guide in 
situation such as routes or 
general queries, and that 
is the opportunity for busi-
nesses,” sums up Kahn.  

 shubhi@businessworld.in; 
 @shubhs78

Research 
Radar

INDIA NO. 1 IN MOBILE APP SPENDING

India is a leader in mobile apps use Growth of in-app revenues

Mobile applications have defined the era of smartphones. And India is touted as the fastest growing  
market for smartphones with the deluge of cheaper smartphones. This has spiked the use of mobile 
apps by leaps and bounds

MOBILE  APP  USAGE  REPORT  BY  TUNE  FOR  MARCH  2015
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GLOBESCAN
BLOWING HOT & COLD: Prime Minister Alexis Tsipras 
accused Greece’s creditors of trying to “humiliate” 

Greeks with more cuts as he defied a growing drumbeat of 
warnings that Europe was preparing for his country to leave 
the euro. The unrepentant address to lawmakers after the col-
lapse of talks with European and IMF lenders at the weekend 
was the clearest sign yet that the leftist leader has no intention 
of making a last-minute U-turn and accepting austerity cuts 
needed to unlock frozen aid and avoid a debt default within 
two weeks. Meanwhile, the White House warned that an 
agreement was needed to avoid shaking financial markets fur-
ther and Tsipras assured US Treasury Secretary Jack Lew that 
Athens aimed to bridge the differences with creditors. 

COPYCAT ACTION: China’s 
Alibaba plans to launch an 

online video service that mimics US 
streaming giant Netflix, a report 
said, marking the e-commerce 
giant’s latest move to expand its 
business scope. Alibaba will offer 
Tmall Box Office via its own set-top 
box and smart televisions that use 
its operating system in about two 
months, president of Alibaba’s 
digital entertainment business Liu 
Chunning said. Alibaba did not im-
mediately respond to a request for 
comment. 

CALL UPGRADE: Singapore’s 
three telecommunications 

operators — Singapore Telecommu-
nications, M1, and StarHub — said 
they would stop providing older 2G 
mobile technology services in the 
wealthy city state from 1 April 2017, 
as rising smartphone ownership has 
led to higher data usage rates. “To ca-
ter for consumers’ increased demand 
for mobile data and faster access 
speeds, the spectrum currently used 
for 2G will be used to provide faster, 
more advanced 3G and 4G services,” 
the companies said in a statement. 

PLAN B: HSBC Holdings and JPMorgan Chase are in talks to relocate parts 
of their businesses to Luxembourg from the UK as they weigh the possibility 
of a British exit from the EU. JPMorgan is close to setting up a bank based in 
Luxembourg to handle the clearing of euro zone transactions, paving the 
way for the US bank to transfer more of its business out of the UK in the event 
of a Brexit, according to a newspaper report. The banks are also consider-
ing the tougher rules imposed by the EU for conducting business outside the 
euro zone. The changes are not likely to lead to a large number of jobs mov-
ing to Luxembourg, and London would remain the European headquarters 
of JPMorgan for the present, the paper cited. Representatives at HSBC and 
JPMorgan were not available for comments. A British exit would take some 
time to implement after a vote to leave, JPMorgan said.
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JOINT RIDE: General Motors will 
re-enter the US medium-duty 

truck market next year with Chevrolet-
branded vehicles supplied by Japanese 
truck maker Isuzu Motors, people famil-
iar with the matter said. The long-time 
partners have in the past jointly devel-
oped trucks such as the Chevy Colorado 
pickup, sold as the i-Series by Isuzu. GM 
sold its stake in Isuzu in 2006 after a 35-
year capital alliance, as it faced financial 
difficulties, and later announced its exit 
from the medium-duty truck market 
when its problems escalated and it filed 
for bankruptcy in 2009.

GUNNED DOWN: Colt Defense, 
the 179-year-old gunmaker that 

supplies M4 carbines and M16 rifles for 
the US and foreign militaries, filed for 
bankruptcy, amid delayed government 
sales and declining demand. The West 
Hartford, Connecticut-based firearms 
maker listed assets of as much as $500 
million and debt of as much as $500 mil-
lion in a Chapter 11 filing in bankruptcy 
court in Wilmington, Delaware. Wilm-
ington Trust Company is listed as the big-
gest unsecured creditor with a $261-mil-
lion claim. Colt’s current sponsor Sciens 
Capital Management has agreed to act as 
a stalking horse bidder for all of its assets 
and liabilities related to existing agree-
ments, according to a statement from the 
gunmaker. 

POWER OF TWO: Blackstone Group and Carlyle Group are 
making a joint bid for NCR Corp in a leveraged buyout that would 

be the year’s biggest at more than $10 billion, including 
debt, people familiar with the matter said. Blackstone 

and Carlyle, the world’s two largest private equity 
firms, have joined forces to outbid other buyout 

firms and acquire Duluth, Georgia-based 
NCR, which manufactures cash registers 

and ATMs. The auction for NCR is several 
weeks away from completion, the people 
said. Other buyout firms vying for NCR 

include Apollo Global Management and 
Thoma Bravo, the people said. Some of the 

other private equity firms that are competing 
could also team up, the people added. There is no 

certainty that the Blackstone and Carlyle consortium 
will prevail, or even that NCR will agree to a sale with any 

party, the people said. The company has been exploring options 
in recent months in light of shareholder pressure.

KICKBACKS? US authorities are 
examining payments made by Nike under 
a 1996 soccer sponsorship deal with Brazil 
for possible evidence of any wrongdoing 
by the company or others. Citing people 
familiar with the matter, allegations of 
corruption around Nike’s $160-million 
agreement to sponsor Brazil’s national 
team are discussed in barely veiled terms 
in the Justice Department’s indictment of 
officials in soccer’s governing body, FIFA. 
The indictment describes a multinational 
US sportswear company that struck a 
deal to sponsor the Brazilian federation, 
and then cut a side deal with a sports-
marketing middleman, who allegedly used 
payments from the company for bribes 
and kickbacks. The people familiar with the 
matter confirmed the company is Nike.

GREEN GIFT: The White House 
announced $4 billion in pledges 
from major foundations and insti-
tutional investors to pay for innova-
tions that reduce carbon pollution. 
US President Barack Obama is also 
helping to make the investments 
easier. Vice-president Joe Biden will 
draw attention to the effort during a 
Clean Energy Investment Summit at 
the White House. The White House 
said the investment commitments 
come from hundreds of organisa-
tions from Sierra Club Foundation to 
Goldman Sachs. Among the initia-
tives is the creation of a non-profit 
group that would identify and assess 
companies and commercial invest-
ments that result in projects that are 
both profitable and aim to address 
climate change.

US probes Nike’s 
$160 million pay-

ment under a Brazil 
soccer deal

Blackstone,  
Carlyle in joint 
$10 billion bid 

 for NCR
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Credible 
Diplomacy
Significant gains have been 
made during Modi’s visit to 
Bangladesh, yet there are 
impeding issues to be addressed

By Kanwal Sibal

RIME MINISTER NARENDRA MODI’S  visit  
to Bangladesh has been successful at differ-
ent levels. Bilateral relations have got a major 
stimulus. Modi’s neighbourhood policy has 
gained more credibility; with a positive re-
gional fallout. The Act East policy has received 
an impetus, and the prospect of development 

in our Northeast has improved. 
The long pending Land Boundary agreement was the most 

significant outcome of the visit.By reversing the position of 
the BJP on the issues of enclaves and adverse possessions 
Modi has changed perceptions about himself and India in 
Bangladesh. Last year’s settlement of the maritime boundary 
through international arbitration removed another 
contentious issue in the relationship. The Sheikh 
Hasina government took important confidence 
building steps by acting against anti-Indian insur-
gent groups operating from its soil. Its suppression 
of radical Islamic elements at home was conducive 
to India’s interests in containing their spread in the 
sub-continent. Bangladesh was doing in the east 
what Pakistan was failing to do in the west. Condi-
tions for an important breakthrough in relations had 
thus been created. 

Modi’s political stature was enhanced by his success in per-
suading West Bengal chief minister Mamata Banerjee to ac-
company him to Bangladesh, as this demonstrated his capacity 
for consensus building in the larger interest of the relations be-
tween the countries, which the unanimous parliamentary ap-
proval of the Land Boundary agreement had also established.

Progress in many areas were made during the visit. In 
the power sector India agreed to augment supply of power 

to Bangladesh from 500 MW to 1000 MW. Consensus was 
reached on evacuating power from our Northeast through 
Bangladesh, with India agreeing in principle to provide power 
from this line to Bangladesh. India has offered partnership in 
achieving Bangladesh’s goal of establishing an installed capac-
ity of 24,000 MW by 2021, with the participation of Indian 
corporate whose entry in the power generation, transmission 
and distribution in Bangladesh was sought by us. We noted 
Bangladesh’s interest in importing power in the Bangladesh, 
Bhutan, India and Nepal (BBIN) framework. China’s great 
strength in the power sector, even in India, makes the PM’s 
push for greater Indian involvement in Bangladesh’s power 
plans that much more politically important. Modi and Hasina 

agreed to enhance cooperation in the nuclear energy sector, 
including training for technical personnel. This sensitive area 
needs vigilance in view of Bangladeshi plans for civil energy 
and China’s interest in this sector.

Strengthening economic ties with Bangladesh being the 
right strategy, Modi batted for more Indian investment and 
welcomed their decision to allocate land for Special Economic 
Zones (SEZs) for India at two sites. A bilateral Trade Agree-

P
By reversing the position of the BJP 
on the issues of enclaves and 
adverse possessions Modi has 
changed perceptions about himself 
and India in Bangladesh

OPINION
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The author is a former foreign secretary of India and former envoy to the US and Russia 

ment with new trade facilitation provisions to narrow the trade 
imbalance was approved and the issue of non-tariff barriers 
was also addressed. Modi announced a second Line of Credit 
worth US $2 billion for undertaking development projects, 
particularly public transport, roads, railways, inland water-
ways, ports, ICT, education, health etc.

Transit and connectivity issues have always been conten-
tious with Bangladesh. Transit to India’s Northeast has always 
been crucial for its economic development and national inte-
gration. In these sensitive areas too, there was progress, with 
both prime ministers recognising the importance of seamless, 
multi-modal connectivity including roads, railways and water-
ways for regional economic development.  A joint task force to 
commence negotiations on a Multi Modal Transport Agree-
ment has been forged. The Dhaka-Shillong-Guwahati and the 
Kolkata-Dhaka-Agartala bus services have commenced. India 
will mull over introducing a second train between Khulna and 
Kolkata, with new bus services on the Khulna-Kolkata and the 
Jessore-Kolkata route being considered. A Coastal Shipping 
Agreement to enhance bilateral and regional trade and con-
nectivity was signed.

The joint statement notes “the unparalleled level of coopera-
tion” in countering extremism and terrorism in all forms. On 
the issues of counterfeit currency, human trafficking, cross-
border criminal activities, irregular movement, deaths at the 
border and so on, greater cooperation is envisaged.

Water-sharing is a highly sensitive issue for both sides. 
India believes it has been uniquely generous on this issue 
with its neighbours, acting as a responsible and responsive 

upper riparian, unlike China, for instance. Yet, on this issue 
India is constantly put on the defensive. Modi was pressed 
to conclude the Teesta agreement. For Bangladesh, 52 rivers 
flowing from India are involved, not just Teesta and Feni. 
Common basin management to address the water sharing 
issue has been mooted. Modi reiterated the earlier commit-
ment that India would not take any unilateral decision on the 
Himalayan component of their River Interlinking Project 
which may affect Bangladesh or on the Tipaimukh Hydro-
Electric Power Project. The water and illegal migration issues 
are fissures in the relations that might jolt the relationship 
in the future.

Significantly, Modi appreciated Hasina’s steps to strengthen 
democracy in her country, when the West is criticising her 
for policies towards the opposition, and judges her conduct 
insufficiently democratic. This may not have pleased the op-
position parties in Bangladesh, whose leaders met Modi. While 
the two sides pledged to work closely on furthering regional/
sub-regional cooperation, it is puzzling why India supported 
the Chinese proposed BCIM Corridor project in the joint state-
ment, with a specific mention of the Kolkata-to-Kunming 
Highway Project. Hasina repeated her country’s support for 
India’s candidature for permanent membership of the UN 
Security Council.

That the joint statement noted the “excellent bilateral rela-
tions between Bangladesh and India” shows the extent of change 
that has occurred in the ties between the two countries. 

A bilateral Trade 
Agreement with new 

trade facilitation 
provisions to narrow 
the trade imbalance 

was approved and 
the issue of non-
tariff barriers was 

also addressed
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 Sensitivity to environment and 
governance issues among investors 

makes green bonds an attractive means  
to raise low-cost funds

By Monica Behura

 NEW BOND IS IN TOWN ; the name’s green-bond (GB). On 16 
February this year, Yes Bank launched the country’s first: a  
Rs  500-crore 10-year paper with a coupon of 8.85 per cent per 
annum. When the issue closed a week later, it had mopped up 
Rs 1,000 crore — the Rs 500-crore green-shoe option was fully 
subscribed. Insurance firms, pension and provident funds, foreign 
portfolio investors and mutual funds had lapped it up.

But first things first. What are GBs? They fall into a category called 
“theme bonds” — akin to what was issued to fund the railways in 
the 19th century, the war bonds (to kill one another!) in early 20th 
century, or the ones issued to finance highways in the 60s. Of course, 
all of this was largely in the western world — the idea being, you 
raise funds where investors know where exactly the proceeds will be 
deployed. It’s this that differentiates such issuances from the “general 
purpose” variety. And as the name suggests, GBs help finance green 
concerns; it’s caught fire of late.

 “Demand for GBs is mostly from institutional investors, 

      THE
GREEN 
ISSUE

IN DEPTH FINANCE
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particularly those with a mandate to consider the 
environmental or social impact of their portfolios, and that’s 
where the big money is,” says Jaideep Iyer, group president, 
financial management , Yes Bank. Proceeds (from the issue) 
will fund 5,000 MW of renewable energy (RE) projects. Iyer 
concedes that it will take another 3-4 years for GBs to mature in 
India, but early signs hold promise.

On 25 March, we saw another first: a dollar-denominated 
GB issuance by the Export Import Bank of India (Exim 
Bank): a five-year $500-million offering priced at 147.50 
basis points over US Treasuries (2.75 per annum). It was 
priced tighter than Exim’s $500 million (Regulation S 
bonds) issued a month earlier with a tenure of five-and-a-
half years.  The issue attracted bookings worth over $1.6 
billion across 140 accounts with significant participation 
from green investors. “The goal was to get India global 
visibility in this huge market,” says Kaku Nakhate, president 

& country head, Bank of America-Merrill Lynch, one of the 
lead managers of Exim Bank’s offering.

 Many others like state-run energy firms, which have been 
given a target by the Centre to invest more in RE , now look to 
raise funds through GBs, be it rupee or dollar-dominated.

What’s The Driver?
A report prepared by the Partnership to Advance Clean Energy-
Deployment’s (PACE-D) technical assistance program, funded 
by the United States Agency for International Development, 
tells us how the market has shaped up. Globally, GBs have 
grown exponentially since 2013: fresh issuances over the past 
two years accounted for 80 per cent of the outstanding. As of 
October 2014, the size of the GB market stood at $54 billion, 
which included $32.5 billion of fresh issuances — that’s more 
than the cumulative issuance of GBs over the last eight years. It 
forecasts that issuances will top $100 billion by the end of 2015.

IMAGING: CHAMPAK BHATTACHARJEE,  PHOTOGRAPHS: SHUTTERSTOCK
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“The growth of GBs can be attributed to an overarching trend 
towards environment, social and governance (ESG) issues in 
the decision process for investments by institutional investors. 
Currently, $45 trillion of global assets under management 
incorporate ESG issues,” says Anirban Chatterjee, manager, 
Second Party Audit and Sustainability Services, Bureau Veritas.

This trend presents opportunities for Indian entities to 
participate in GBs at this nascent stage with ticket sizes in the 
range of $150 million to $250 million. It will help them capture 
the attention of investors in an uncluttered market, and ensure 
better terms due to the low-risk perception of international 
investors for prospective similar issuances.

It’s Just Begun
With an aggressive target of 165 GW of installed RE by 2022, 
the Centre will require large investments. As on date, project 
financing sources — be it commercial banks, non-banking 
finance companies, multi-lateral and bi-lateral lines of credit 
(to financial institutions) and domestic bond issuances — are 
inadequate. It holds true for not just green causes, but about 
every other big, long-gestation project.

And you need to explore options beyond traditional sources 

of funds. GBs will enable us to attract capital and consequently, 
scale up RE investments and meet the target set under the 
National Action Plan on Climate Change. Along the way, 
analysts feel large-scale foreign capital inflows will boost the 
forex kitty and help offset the energy (read oil) import bill.

Climate Bond Initiative (CBI), an international not-for-profit 
investor that focuses on tapping the potential $100-billion GB 
mark has set standards to be met by issuers. It has appointed 
seven global certified verifiers: Bureau Veritas, KPMG, EY, 
DNV-GL, Ethifinance, Oekem Research, and TRUCOST. 
Their job is to verify RE projects which meet environmental 
and financial guidelines set by CBI and issue a Climate Bond 
Certificate.

To get funded, projects have to meet criteria in five areas: 
environmental protection, contribution to local development 
and the well-being of local communities, fair and ethical 
relationships with suppliers and sub-contractors, human 
resources management, and good corporate governance. 
“These (projects) need to have positive longer-term societal 
impact. They have to be sustainable and should not turn out to 
be negative for the society and the environment at any point, 
otherwise the projects can be withdrawn or rejected,” says Das.

“THE GOAL WAS TO GET 
INDIA GLOBAL 

VISIBILITY IN THIS HUGE      
MARKET”

KAKU NAKHATE 
President & country head of India, Bank of  

America-Merrill Lynch

“IT WILL TAKE 
ANOTHER 3-4 YEARS 
FOR GBS TO MATURE IN 
INDIA”
JAIDEEP IYER 
Group president, Financial Management, 
Yes Bank 
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Adds Santhosh Jayaram, director, Climate Change and 
Sustainability Practice, KPMG: “Investors need to be assured 
that GB proceeds are being allocated to qualifying projects 
appropriately, and are subsequently producing the intended 
positive impacts.”

The Centre has floated proposals to private, state-run 
financial institutions and certified verifiers to become part of 
the accredited National Implementing Entity (NIE), which is a 
single entity to govern the functioning of GBs. The Department 
of Public Enterprises (DPE) has approached PSUs to raise 
low-cost long-term funds to quadruple its RE production and 
make it viable for debt-laden distribution companies to buy 
clean power.

Challenges Galore
In our context, GBs entail high hedging costs due to poor 
sovereign ratings (currently at ‘BBB’)  and shorter tenures (they 
are concentrated in the 3-10 years bucket with only some at 
or over 15 years). While capital demand from the sector — in 
general — has been low in the past 2 -3 years due to policy 
paralysis and the economic slowdown, the need to diversify 
capital pools to meet fresh capacity targets remain intact.

 “In order to meet the needed RE, the financial markets will 
need to bring in instruments and mechanisms which meet 
the specific requirements of the sector such as long tenure, 
high infusion of funds, and active participation of a variety 
of investors such as pension funds, sovereign wealth funds, 
insurance companies (which are estimated to manage over $80 
trillion),” says Chatterjee.

 “It is tough to educate foreign investors about the viability 
to invest in India in GBs, as the standards and norms are still 
evolving,” says Nakhate. She feels that the fact that the domestic 
debt market is yet to offer depth and flexibility will be a key 
limitation as demand (for debt finance) is expected to rise 
in the near future, and that instruments that allow financial 
institutions and independent power producers to access capital 
at suitable terms are critical.

 “In India, GB is not yet huge, as there are only two so far. 
But there is opportunity, given the financing needs. We expect 
to see 5-10 more GBs from India before the end of the year,” 
says Sean Kidney, CEO, Climate Bond Initiative (CBI).

GB is one bond that’s going to shake and stir up RE!   

monica@businessworld.in  @monicabehura

COSTLY PROPOSITION
The high cost of hedging and low sovereign credit ratings make green 
bond issuances in foreign currencies unattractive for Indian entities
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THE  
LONG HOT  

SUMMER
Rural India for the first time saw 

a drop in power consumption 
and tractor sales.What does 
this mean for the economy?

By Paranjoy Guha Thakurta

AXMINARAYAN YADAV is a wealthy farmer. He lives in Ghumanhera village 
located on the Delhi-Haryana border. He grows wheat and mustard on five-
and-a-half acres of irrigated land. Unseasonal rain destroyed 40 per cent of 
his winter (rabi) crop in March. The grain that remained edible got col-
oured; its price is down. He is not exactly happy, but far from despondent. 
Reason: the Delhi government will be paying him Rs 13,999 as compensa-
tion. “I will break even this rabi season,” says he. “I won’t earn any profit but 
at least my costs will be covered.”

Yadav is fortunate. Millions of farmers across the length and breadth of 
India are not. Many more landless peasants who work on other people’s 
land for a livelihood are in a state of acute distress wondering how they will 
survive the long, hot summer. They are unsure whether they will have food 
for their children in the coming weeks. Among them are the families of at 
least 300,000 widows of male farmers who have committed suicide over 
the last few years.

Even the prospect of earning the statutory minimum daily wage after toil-
ing eight hours under the blazing sun digging earth, seems uncertain. 



30 June - 13 July 2015  | B W B U S I N E S S W O R L D |  41

Payments under the Mahatma 
Gandhi National Rural 
Employment Guarantee Act have 
been delayed in many states. The 
alternative for them is to travel to an 
urban area to lift bricks and carry 
pans of concrete on their heads.

Jaideep Hardikar, special corre-
spondent of The Telegraph who has 
reported extensively on farmers’ 
suicides in Maharashtra, talks 
about Ram Rao, a farmer from 
Hiwra village in Yavatmal district. 
In February, Rao tried to kill him-
self by swallowing two bottles of 
pesticide. It is not known if the liq-
uid he ingested was adulterated. 

ing consumer goods are far from 
comfortable for different reasons. 
Their sales targets won’t be met.

For manufacturers of tractors, 
the writing on the wall is clear. 
Escorts recorded a 31 per cent fall 
in sales in March. Tractors sold by 
Mahindra & Mahindra fell 13 per 
cent in April and by around a fifth 

But he survived. He now laments: 
“Death would have been cheaper; 
life has become more expensive.”

Farmers are not the only ones 
who are worried. Far from the dusty 
killing fields of Vidarbha, inside 
plush air-conditioned chambers in 
Mumbai, executives of multina-
tional corporations selling fast-mov-

LANDLESS PEASANTS 
ARE IN A STATE OF 
ACUTE DISTRESS 
WONDERING HOW THEY 
WILL SURVIVE THE LONG, 
HOT SUMMER
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the following month. It’s not just 
tractors or toothpaste, there are 
indications that even power con-
sumption in rural India is stagnat-
ing and even falling in particular 
drought-prone areas.

“It is not as if those living in vil-
lages are not buying tractors or 
motorcycles because they are expect-
ing an unfavourable monsoon,” says 
Ajay Jakhar, chairman of Bharat 
Krishak Samaj, the oldest farmers’ 
organisation of its kind in India. “The 
situation that is currently prevailing 
is a consequence of many years of 
farmers not getting a remunerative 
price for their produce.”

He points out that over the last 
12-18 months, the prices of a wide 

range of agricultural commodities 
have come down by proportions 
varying between 25 per cent and 75 
per cent. These include cotton, 
sugarcane, paddy, wheat, potato 
and rubber.

The MSP Mirage
The minimum support prices 
(MSP) announced by the govern-
ment on Thursday (17 June) should 
have been higher given the prevail-
ing rural distress, Jakhar contends, 
adding that less than a fifth of the 
country’s farmers benefit from the 
MSP because they have surplus 

JEAN DRÈZE
Visiting prof., Deptt. of 

Economics, Ranchi Univ.

“What is unusual in 
India is the large 

share of services in 
total employment, 

and the small share of 
the manufacturing 

sector”

commodities, India’s government 
agencies seem to have still not been 
able to master the skills of trading 
in markets where speculation is 
rampant. Whenever babus in 
Krishi Bhavan and Udyog Bhavan 
announce a decision to import, 
world prices of that particular com-
modity shoot up.

This familiar story has been 
repeated. Prices of a number of 
pulses (tuar, urad, moong and 
chana dal) shot up by 50-64 per 
cent over the last year, largely on 
account of a fall in production by 
nearly two million tonnes from 
19.25 million tonnes between July 
2013 and June 2014 (the crop year) 
to an expected 17.38 million tonnes 
in 2014-15. The rise in prices does 
not match the fall in output.

On 10 June, the Cabinet 
approved the import of lentils in 
“whatever quantity is required”. In 

crops to sell. Besides, while the gov-
ernment announces MSP for some 
two dozen crops, it purchases 
barely six of these. “Over the last 
year, maize or corn prices are below 
the MSP, but the government is not 
buying maize,” he points out.

The India Meteorological 
Department has forecast that the 
monsoon will be 88 per cent of the 
long-term average. These percent-
ages will probably change in the 
weeks ahead. In many areas, rainfall 
has picked up. Much depends on the 
timing and spread of precipitation 
across the country’s different agro-
climatic zones that the average num-
bers do not adequately reveal. Floods 
in Assam and drought in Bihar can 

happen simultaneously. 
If inclement weather reduces 

crop output and widens the gap 
between demand and supply, why 
then have prices of many crops been 
falling instead of rising? The answer 
to this conundrum can be found in 
the fall in world prices of commodi-
ties that has exerted downward 
pressures on domestic prices. 
Farmers and even traders are wary 
of hiking prices excessively for fear 
that they will get priced out of the 
market by cheap imports. 

In today’s highly-integrated 
world markets for agricultural 

ASHOK GULATI
Infosys Chair Professor for 
Agriculture, ICRIER

“Farmers are already 
reeling under heavy 
losses. Now they 
don’t have money to 
irrigate their fields”

AGRICULTURE
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the days before and after the deci-
sion, world prices of pulses shot up 
by 30-40 per cent.

This indeed has been the peren-
nial complaint of India’s farmers. 
When they produce more, prices fall 
and they don’t gain. But when out-
put falls, the government intervenes 
to protect the consumer (often by 
subsidising imports) and the farmer 
loses once again — a classic heads-I-
win-tails-you-lose situation.

The last time a drought was 
declared by the government was in 
2009-10, but in that year as well, 
total agricultural output went up by 
1 per cent. This financial year, how-
ever, there are expectations of an 
actual fall in total farm output after 
a gap of a decade brought about 
largely by deficient rainfall in two 
successive years.

“Farmers are already reeling 
under heavy losses ... and now they 
don’t have money to irrigate their 

V.M. SINGH
Convenor, Rashtriya Kisan 

Mazdoor Sangathan

“Such bailout 
schemes (for soft 
loans) don’t help 

cane cultivators, but 
rich industrialists”

LAXMINARAYAN YADAV
Farmer, Ghumanhera 
village, NCR

“I will break even 
this rabi season. I 
won’t earn any 
profit, but my costs 
will be covered”

of assistance include disbursement 
of interest-free loans and subsi-
dised diesel for use in agricultural  
pump-sets.

The same day the Cabinet 
announced its decision to import 
pulses, it approved a proposal to pro-
vide soft loans to the extent of  
Rs 6,000 crore to the sugar industry 
with a one-year moratorium on 
repayment and agreed to bear the 

fields or use an optimum level of 
inputs like fertiliser,” Ashok Gulati, 
former chairman of the 
Commission on Agricultural Costs 
and Prices, told Reuters.

Impact Of Slowdown
Gulati pointed out that slow or no 
agricultural growth would severely 
impede the government’s efforts to 
create jobs and reduce poverty even 

THE ANNOUNCED MSP 
SHOULD HAVE BEEN 
HIGHER GIVEN THE PREV-
AILING RURAL DISTRESS

if industry and services grow in a 
robust manner. He added that each 
percentage point growth in agricul-
ture is two to three times more 
effective in reducing poverty than a 
similar rise in non-farm sectors.

Government officials claim they 
are gearing up to provide relief to 
those in drought-hit areas. Plans 
have been drawn up to distribute 
high-yielding varieties of seeds 
that can be sown late. Other forms 

interest subvention cost to the extent 
of Rs 600 crore for this period.

To ensure that farmers are paid 
their dues expeditiously, the govern-
ment mandated that banks would 
obtain from sugar mills, lists of farm-
ers with bank account details for pay-
ment of dues for purchase of cane so 
that the funds are paid directly into 
the accounts of cane farmers on 
behalf of the sugar mills. Subsequent 
balances, if any, would then be cred-
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ited into the mill account.
Not all are convinced that this 

scheme would benefit sugarcane 
farmers. “Similar schemes were 
announced by the Manmohan 
Singh government in 2013-14, but 
only mills gained not farmers,” says 
V.M. Singh, convenor, Rashtriya 
Kisan Mazdoor Sangathan.

He points out that while sugar 
mill-owners in Uttar Pradesh are 
claiming that they are in dire straits, 
the fact is that the number of mills in 
the state has gone up from 35 to 95 
over the past decade. “Such bail-out 
schemes don’t help cane cultivators 
but rich industrialists,” he alleges.

Land Acquisition
Agriculture and land have always 

been extremely emotional issues. It is 
hardly surprising that the Narendra 
Modi government’s decision to 
amend the land acquisition law 
raised such a huge political storm. 
For the government, the timing of 
the proposed amendments to the law 
could not have been worse. 

The world’s second-most popu-
lous country with 1.25 billion peo-
ple (roughly 17 per cent of the plan-
et’s population) has barely 2.5 per 
cent of the world’s land area. At 
least half — or more than half — 
the people of India depend on 
farming for their livelihood. The 

groundwater declined as much as it 
has in northern India where the 
country’s “grain bowl” is located. It 
was found that large-scale irriga-
tion had caused 108 cubic km of 
groundwater loss in Haryana, 
Punjab, Rajasthan and Delhi 
between 2002 and 2008. The situ-
ation has worsened since then. 

In July 2012, when there was a 
massive grid collapse and around 
half the country’s population had 

average size of a farm is around 1.3 
hectares (due to fragmentation of 
holdings) and roughly half the total 
cropped area in India does not have 
irrigation facilities. 

From the farmer in the field to the 
finance minister, everyone in India 
prays to Indra, the god of rain.

Satellites data analysed by the 
National Aeronautical and Space 
Administration of the US found 
that nowhere on the planet has the 

NOWHERE ON THE 
PLANET HAS THE 
GROUNDWATER 
DECLINED AS MUCH AS IT 
HAS IN NORTHERN INDIA

IN DEPTH

SHIFTING BASE The percentage of Indians living in villages 
has seen a steady decline over the years

SOURCE: CENSUS 2011
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no access to electricity for several 
hours, many argued that this was 
contributed by low supplies of 
power from hydro-electric projects. 
These hydel projects did not gener-
ate enough electricity because of 
drought and farmers also increas-
ingly used diesel-powered generat-
ing sets to  draw water from under 
the ground to irrigate fields.

The problems faced by Indian 
agriculture are structural in nature. 
Short-term solutions will not help. 
Whereas agriculture currently 
accounts for 16-17 per cent of India’s 
gross domestic product and this pro-
portion has shrunk consistently over 
the years, the share of the country’s 
population dependent on agriculture 
has not come down commensurately. 

As economist Jean Drèze pointed 
out to this writer in an interview in 
Farmers’ Forum (June-July 2014): 
“What is unusual in India is the large 
share of services in total employ-
ment, and the small share of the 

the most) risky professions. 
Secondly, when people move out of 
farming and migrate to urban or 
semi-urban areas, they earn higher 
wages, even if they are engaged in 
uncertain, short-term and risky 
work such as construction. 

“Government policies over the 
years have made agriculture unvia-
ble,” says Biswajit Dhar, professor of 
economics at Jawaharlal Nehru 
University. “There are some people in 
the government who want the share 
of the population dependent on agri-
culture to come down very quickly in 
the belief that this will make India a 
developed country. I believe this is a 
bit like trying to cure a headache by 
chopping off your head.” 

Dhar believes: “We have to change 
our mindset. The reason why we 
have surplus foodgrain in the coun-
try is because there are large num-
bers of people in the country with 
inadequate purchasing power. If we 
were a developed country, we would 
be having food shortages and would 
not be exporting food.”

India lives in its villages. So said 
the ‘father of the nation’ Mohandas 
Karmachand Gandhi. In the 1960s, 
former Prime Minister Lal Bahadur 
Shastri coined the memorable slo-
gan to honour the soldier and the 
peasant: Jai Jawan Jai Kisan. 

But successive generations of 
political leaders paid only lip ser-
vice to the toiling Indian farmer 
engaged in arguably one of the 
most risky professions anywhere. 
Even after they started committing 
suicide in large numbers, the atten-
tion of the elite towards the crisis in 
agriculture has been perfunctory at 
best and callous at its worst.   

manufacturing sector. No doubt the 
share of employment in agriculture 
would be smaller today had there 
been faster growth of the manufac-
turing sector and especially of 
labour-intensive industries. But the 
share of agriculture in total employ-
ment today would look abnormally 
high only to someone who thinks of 
India as some sort of middle-income 
country. That illusion is quite com-
mon, but the fact is that India is still 
a poor country, despite robust eco-
nomic growth in the recent past.”

Desertion From Farms
Despite the growth of India’s popu-
lation, there has been an absolute 
decline in the number of people 
engaged in agriculture: by around 
23 million between 2005 and 2010 
and another 13 million between 
2010 and 2012, or a total of 36 mil-
lion. Why are people leaving agri-
culture? First, farming has been 
and remains one of the most (if not, 

The writer is an independent journalist, 
educator and documentary film-maker. His 

most recent book is titled Gas Wars: Crony 
Capitalism and the Ambanis

DOWNWARD SPIRAL
India’s agricultural production growth has 
witnessed a sharp decline since 2010-11

SOURCE: GOVERNMENT OF INDIA *Advance estimates
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CAUGHT IN THE

BIG SA LE
BIG VISION 

Founders of Snapdeal  
Kunal Bahl (top)  

and Rohit Bansal 

THE DEALMAKERS 
Founders of Flipkart  
Sachin Bansal (L) and  
Binny Bansal 
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T
HIS SCENE REPEATS EVERY DAY. Every morning, trucks loaded with crates of un-
sold and damaged goods returned by e-commerce companies and other retailers 
are brought to a 2,00,000 sq. ft. warehouse of Reverse Logistics (RLC) at Tumkur 
Road in Karnataka. These goods are then cleaned up, refurbished and then sold on 
RLC’s stores and website greendust.com. 

How much of e-commerce sales end up in warehouses? Hitendra Chaturvedi, 
founder and chief executive officer of GreenDust, says that it could even be up-
wards of 24 per cent as compared to the international norm of 12 per cent. Large 
eTail companies such as Flipkart, Snapdeal and Amazon are Chaturvedi’s cli-
ents. This is just a little glimpse of the back-end of India’s booming e-commerce 
industry. And the buzziest, within the sector, is eTailing, or the sale of goods over 
the Internet.

The e-commerce sector, though miniscule, is rising fast. So fast that all eyes CAUGHT IN THE
Sure eTailing is growing by leaps  
and bounds. But eTailers are 
booking more losses than profits. 
Deep discounts and returns are  
a downward spiral they can’t pull  
out of   By Vishal Krishna & Abraham C. MathewsBIG SA LE

PICTURE 
PERFECT 
CEO of Amazon  

Jeff Bezos (L) and  
Managing Director  

of Amazon India  
Amit Agarwal 



50 | B W B U S I N E S S W O R L D | 30 June - 13 July 2015

COVER STORY eTAILING

HOW THEY STACK UP

10

10

70
60

50

9

1,00,000

Warehouses
2,50,000

3,00,000

Fulfilment 
centres

90

25

75

18

Flipkart

Snapdeal

Size 
(sq. ft)

M
ar

tm
ob

i

R
up

ee
po

w
er

Ex
cl

us
iv

el
y

W
is

hp
ic

ke
r

Le
ts

G
oM

o

N
at

iv
e5

A
pp

ite
ra

te

A
dE

qu
it

y

Je
ev

es

NA 35 32

1215

12

200 60

 The top three e-commerce players in the  
country have built themselves a sizeable base 

Both Snapdeal and Flipkart 
suffer from a very high rate 

of product returns

The top e-commerce players have seen their losses 
mount even as their marketing spends have surged

ON A BUYING SPREE

SHODDY SHIPMENTS BLEEDING PROFUSELY
Amazon

Deliveries
Deliveries

Deliveries

Returns

Losses

Flipkart
Snapdeal
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3

Marketing 
spends
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Snapdeal and Flipkart have invested in or bought 
nearly a dozen companies between them
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are trained on it. According to a PricewaterhouseCoopers 
(PwC) 2015 report on e-commerce in India, the sector has 
grown by 34 per cent CAGR (compound annual growth 
rate) since 2009 to $16.4 billion in 2014, and is expected 
to touch $22 billion in 2015. eTailing, which comprises 
online retail and online marketplaces, is the fastest-grow-
ing e-commerce segment; it has grown at a CAGR of 
around 56 per cent between 2009 and 2014.

PwC pegs the size of the eTail market at $6 billion in 
2015 with books, apparel, accessories and electronics con-
stituting around 80 per cent of product distribution and 
sales. Compared to India’s huge retail industry, which is 
$550 billion according to Ernst and Young, eTailing is mi-

niscule and will only account for 3 per cent of the trade by 
2020. In comparison, the share of eTailing in China today 
is 8-10 per cent of its retail economy. It’s no wonder that 
though it is small today, eTailing in India is seen as a  
goldmine of opportunities.

Despite deep discounting of goods and mounting 
losses, investors are still keen on investing in eTailing and 
e-commerce businesses. And so is the valuation of such 
ventures. Paytm sold a 25 per cent stake to Alibaba Hold-
ings recently for $575 million, valuing the company at 
$2.4 billion. Broadsheet reports say Snapdeal is in talks 
with China’s electronic-parts maker Foxconn and Alibaba 
to sell a 10 per cent stake to them jointly for $500 million, 
valuing the eTailer at a mind-boggling $5 billion.

But there is something wrong. The simple logic of the 
rat race between Flipkart, Snapdeal and international 
competitor Amazon is this: Offering a spectrum of goods 
at the cheapest prices with easiest terms of delivery and 
returns to keep your customer base expanding at geomet-
rical progression, and then leveraging the ‘customer real 
estate’ to get in the next set of investors. This money is 
used to offer higher discounts. And once the consumer is 
‘ensnared’ to eTailing practices, prices will be restored to 
‘normal’ levels, and you have a good business going.

What if the investments stop, and with them, the dis-
counts. Plus, there’s a legal minefield lurking with respect 
to the country’s foreign direct investment (FDI) norms. So 

ALIBABA PICKED 
UP 25% IN PAYTM 

FOR $575 MILLION, 
VALUING THE 

COMPANY  
AT $2.4 BILLION
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before. In FY13, Flipkart’s loss (before taxes) was Rs 5,440 
crore on a turnover of Rs 11,631 crore (see Black Hole). 
Sources say Snapdeal had suffered losses worth Rs 5,300 
crore in FY14. Meanwhile Flipkart, Amazon and Snapdeal 
together have spent Rs 9,774 crore on reverse logistics and 
discounting in the last financial year to acquire customers, 
as explained later. 

Some believe that the online business models work be-
cause there are no rental costs. Remember what killed the 
organised retail boom in the previous decade? It was dis-
counting and rental costs. Unfortunately, e-commerce has 
followed the same route today. Though most eTailers do 
not own physical stores, but Snapdeal, Amazon and Flip-
kart spend upwards of Rs 350 crore each every year on 
marketing and advertising to acquire the new real estate 
called the ‘consumer’. That apart, they are also paying 
rentals in maintaining warehouses. Last checked, each of 
the big three maintained at least 10 large warehouses at a 
huge rental cost. 

The vast monies spent to acquire customers through 
deep discounting remind us of the halcyon days of the 
brick-and-mortar retail boom between 2003 and 2009. 
During that period, it is estimated that upwards of $5 bil-
lion (Rs 30,000 crore) was pumped in by retailers. Many 
of them, such as Provogue and Subhiksha, ultimately shut 

is it already a bubble waiting to burst? 

Bitten Too Much
The last few years have spawned a variety of entrepre-
neurs, who plunged into this digital revolution. Both Flip-
kart and Snapdeal acquired about 10 companies in 12 
months, spending $500 million (see On A Buying Spree). 

Other marketplaces that have raised large sums of 
money are Urban Ladder, which raised $77 million  
(Rs 493 crore), Shopclues (Rs 746 crore) and BigBasket 
(Rs 278 crore). “It is still early days for the e-commerce in-
dustry, but the business is no doubt here to stay,” says San-
jeev Aggarwal, co-founder of Helion Ventures. 

Unfortunately, acquiring consumers and weaning them 
away from the normal retailing practices have been ex-
pensive business for eTailers because they are compensat-
ing the seller for discounts. One estimate put the losses 
suffered by the big three as follows: Flipkart lost Rs 2.23 
for every rupee earned; similarly the loss for Amazon was 
Rs 1.90, and for Snapdeal, it was Rs 1.72. 

What does this add up to? Data acquired by 
BW|Businessworld from Accounting and Corporate Reg-
ulatory Authority (ACRA), Singapore showed that Flip-
kart suffered a loss of Rs 10,289 crore on a turnover of Rs 
29,377 crore in FY14. Losses had doubled from the year 

REVENUE

BLACK HOLE Over the past three years, Flipkart, registered with Singapore, 
has continued to burn cash in ever increasing amounts 

 2014 2013    2012
REVENUE  29,37,71,83,000 11,63,10,46,000  1,98,94,32,000
Loss before tax from continuing operations   -10,28,89,26,000  - 5,44,06,02,000   -1,29,05,58,000
Loss after tax from discontinued operations      -1,43,26,000      -1,00,15,12,000   NA
EBIT   -9,16,76,24,000 -5,01,53,25,000  -1,24,00,49,000

CASH FLOW
Net cash flow from operating activities  -5,91,24,00,000   -5,21,56,93,000  -1,54,86,91,000
Net cash flow from investing activity   -6,27,13,000 -3,51,50,50,000   -94,45,86,000
Net cash flow from financing activities 1 9,88,74,44,000  8,80,01,27,000 4,91,38,05,000

FINANCIAL RATIOS
Current ratio  3.46 4.48   3.20 
Operating profit margin (%)    -31.26      -51.73     -62.00 
 Net profit margin (%)     -35.07    - 55.39  -64.87 
 Return on Assets (%)   -34.31    -66.88    -25.89 
Return on Equity (%)   86.00  134.89   1 46.06 
Total Liabilities to Equity (times)   -3.23     -2.88   -6.42 
Total Asset Turnover Ratio  1.10   1.29    0.42
Data  as  of  31 March 2014 Source :  ACRA

Figures in Rs
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shop because of high-operations cost that included rentals 
and inventory cost. Others, such as Future Group and 
RPSG’s Spencer’s Retail, kept afloat by restructuring and 
incurring heavy debt. Flipkart, Snapdeal and Amazon did 
not respond to questions raised by BW|Businessworld 
through email on the challenges they are facing today. 

For the fledgling e-commerce industry, it is probably a 
case of having bitten off too much, too soon. India prom-
ises a market of more than a billion customers; the indus-
try hopes it is just a matter of time before the customer 
warms up to the idea of using smartphones to shop. Ex-

cept, India isn’t really the homogenous stereotype as the 
marketing gurus like to think, where a huge customer 
base automatically translates into profits.

However, Sachin Bansal, co-founder of Flipkart, be-
lieves that the online platform creates so much data that 
cultural diversity is at the heart of the game. He says that 
technology, including data analytics, can change the way a 
region is being served with the help of real data collected 
from the browsing habits on phones. He is optimistic that 
the next step is going to be hyper local, and places more 
emphasis on the growth of mobile shopping. 

COVER STORY eTAILING

Investment 

 INVESTORS’ CHOICE
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Investors have sunk nearly $3 billion into Snapdeal 
and Flipkart hoping to cash in on the eTail boom  
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Ghost Of Back-end Losses
What Sachin Bansal’s optimism hides is the fact that 
eTailers are paying big time for inventory on behalf of 
their associate distribution companies. These distribution 
companies are exclusive to each marketplace. Amazon 
works with CloudTail and Flipkart works with WS Retail. 
These companies generate 40 per cent of the deliveries for 
their eTailers. FDI rules (from 2010) state that not more 
than 25 per cent can be sourced from an associate com-
pany. The rule was scrupulously followed by the now de-
funct Bharti and Walmart partnership; but the same can-
not be said of the eTailers. In the case of Bharti Retail, it 
sourced only 25 per cent from Walmart’s wholesale busi- P
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ness in India — Best Price Cash and Carry.
The inventory costs for eTailers are the root cause of the 

losses along with discounts. Company sources say that to-
day there is enough evidence of the losses, and it remains 
a permanent feature of this business. Retail is a cash-
burning business and has the lowest margins, say about 4 
per cent. Of the 195 million deliveries made, till FY14, by 
the big three eTailers, 23 per cent of the products were re-
turned, with Rs 6,900 crore borne as the reverse logistics 
cost by these companies (see Shoddy Shipments and 
Bleeding Profusely). About 35 to 40 per cent of the total 
returns were from associate distribution companies, and 
the rest were from registered sellers. Inventory is main-
tained for distribution companies and this amounted to 
Rs 2,462 crore. Two reputed brand heads of big marketers 
— Puma and Samsung — preferring anonymity told 
BW|Businessworld that their contracts with Flipkart, Am-
azon and Snapdeal included a limited return clause. That 
is, if customers returned products for whatever reason, 
the vendor will accept only 5 per cent of the returns. The 
eTailers take the risk for returns above that level.

Now for discounts: an average of 20 per cent is borne by 
these three e-commerce giants; they pay sellers to make 
good on discounts. This number rounded up to Rs 7,312 
crore in FY14. Now add the returns cost of Rs 2,462 crore 
to the cost of maintaining discounts at Rs 7,312 crore, and 
this totals to a whopping Rs 9,774 crore as their losses only 
from discounting and reverse logistics. Everyone would be 
happy if new and existing investors keep the money com-
ing and the discounts flowing for the next 15 years. But is 
that realistic? 

Regulatory Warning Signals
There are warning signals. In May, minister of state for 
commerce and industry Nirmala Sitharaman told the 
eTail industry that relaxing of FDI rules will not happen 
till the government’s ‘Make In India’ campaign spurs do-
mestic manufacturing. FDI rules currently put the onus 
on states to permit foreign investors in retail outlets that 
sell multiple brands. Most states have so far resisted. 

Thus, Amazon is a marketplace in India. However, ac-
cording to its submissions during a hearing before the Au-
thority of Advance Rulings for Indirect Taxes, in 2012, 
Amazon said it would provide two types of services in In-
dia: A front-end online platform to facilitate merchants, 
and the second would be to provide logistics support in re-
lation to the goods sold by the merchants. The details are 
where things get murky. The order at warehouse: Amazon 
unbundles wholesale packages into individual retail pack-
ages, sometimes sorting the packages if the wholesale 
package includes different items. It then wraps them with 

required protective material, and bundles products when 
two or more items are to be sold together. Arguably, going 
by this, Amazon is more than just a neutral platform. It 
takes up a much more active role in the sale procedure. 
Logistics is not limited by the FDI rules, but when com-
bined with the online platform, like a shop-in-shop, for 
multiple vendors and moving the product through ware-
houses, it replicates a Central or a Shoppers Stop.

This muddies the companies’ usual rhetoric about be-
ing just a marketplace. The point is if there’s ‘transfer of 
risks and rewards’. R.Muralidharan, senior director for In-
direct taxes at Deloitte, says: “If only the companies have 
contracts that oblige them to take ownership of goods at 
any point, then it will be difficult to argue that risks and 

THE ROAD AHEAD

Consolidation is going to 
happen in 18 months

Regulation will force them to de-
fine themselves better (Are  
they technology companies,  
eTailers, logistics, or marketing 
companies?)
Indirect taxation on the origin 
of taxes and which state col-
lects taxes

Transfer pricing and related 
party transaction rules are 
going to be enforced by the 
authorities

Life as e-commerce players have 
known so far is expected to undergo 
a sea change soon

1

2

3

4
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rewards have not been transferred.” Once that is estab-
lished, tax implications would change and they would fall 
foul of FDI rules. The Enforcement Directorate has been 
investigating Flipkart for similar violations since 2012, for 
its relationship with WS Retail, which sells more than a 
third of its products. WS Retail was sold to private inves-
tors to alienate the ownership from Flipkart’s manage-
ment. How independent is it really?

“Regulators will ask e-commerce companies to come 
out with a clear idea of their business; whether they are a 
technology company, a market place, or a logistics busi-
ness,” says Ganesh Prasad, partner at law firm Khaitan 
and Co. He says regulators will go after the tax liability of 
these companies and not valuations. “Things like the ori-
gin of the product and where, in which state, should the 
tax be collected will need clarity,” adds Prasad.

And then, there is lobbying by brick-and-mortar busi-
nesses for a level playing field for raising foreign money. 
“The current protectionist policies are leading to an im-
balance in the market, as the players exploit the gaps in 
government policies,” says Vikas Agarwal, general man-
ager (India), One Plus, a Chinese electronics company. 

Defending these eTailing practices, Sachin Bansal of 
Flipkart, said on the side lines of a press conference: “The 
business has seen phenomenal growth. The capital raised, 
so far is being used to better technology and offer the best 
to the customer.” Bansal’s counterpart at Snapdeal, Kunal 
Bahl, agrees with him on the growth of the business. “The 
younger generation’s propensity to shop online is clear, for 
the future, and smartphones are a great way to engage 
with them.” But both agree that regulation was something 
that all e-commerce companies had to cope with and were 
struggling to seek clarity in the long-run. 

The tax issue too is being debated vehemently by the 
state of Karnataka. Last year, local tax authorities stopped 
sellers from trading, especially Amazon, from warehouses 
operated and managed by eTailers. The tax authorities’ 
case was that eTailers should collect tax on behalf of sell-
ers. The eTailing companies, on the other hand, did not 
want to follow such direction because it would bring them 
in direct conflict with FDI regulations, which does not al-
low multi-brand retailing. The status quo continues to 
this day with no settlement in sight.

Long-term Value
Regulatory hassles have not dissuaded investors. In fact, 
there is a glut of foreign money chasing a few e-tailers. 
The Russians (DST Global), the Americans (Tiger 
Global), the Japanese (Softbank), and the Chinese (Alib-
aba) are on the prowl. Every acquisition has been at an 
eye-popping valuation. So far, Rs 9,774 crore has been 

spent on servicing 36 million regular consumers, and the 
industry will need a further Rs 27,000 crore to acquire 
100 million regular customers by 2018. The target for the 
VCs has always been the number of consumers their ‘in-
vestee’ companies can acquire and not the number of sell-
ers who came on board. Flipkart, Amazon and Snapdeal 
have only 10 per cent of their total 1,00,000 registered 
sellers, as regular merchants.

“It is quite possible that the liquidity in the global funds, 
and the promise of the Indian eTail story is driving the 
prices up to unreasonable levels,” says Aviral Jain of valua-
tion firm American Appraisal, a division of Duff & Phelps. 
“The premise of e-commerce valuations in the US is cus-
tomer loyalty, says Jain. In India, however, the challenge is 
that the loyalty is absent and survival until consolidation 
is the key, he says. In India we are loyal to prices, thus 

SO FAR, RS 9,774 CR 
HAS BEEN SPENT 
ON SERVICING 36 
MILLION REGULAR 
CONSUMERS

making discounts de rigueur.
With extensive experience in e-commerce industry and 

related investments, Shinoj Koshy, partner, Luthra & Lu-
thra, says:  “E-commerce players are not in the business of 
handing out discounts. What they are interested in is al-
tering consumer behaviour by weaning customers from 
traditional brick-and-mortar outlets. Once a habit has 
been formed, then discounts will get rationalised and ser-
vices are likely to come at cost. An indication of what is to 
come is paid services at Flipkart First and Amazon Prime.”

Investors’ Waiting Game
“That the customer is going online is true. But like any re-
tail business, it requires capital to sustain operations,” says 
Vinay Parekh, CFO and co-founder of BigBasket.com. He 
says the industry needs long-term capital to build trust 
with consumers and offer the best services. Big Basket de-
livers grocery in six cities to 20 million customers every 
year. Perhaps, they are the only ones who have not spent 
heavily on acquiring customers. Paytm, which has har-
boured an ambition of making it big in eTail, plans to 
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bring on board a hundred thousand sellers by end of the  
year, and bring in one million Chinese sellers.

“These goods, ordered on our app or website go to our 
delivery centres and do not remain in there for long,” says 
Amit Lakhotia, general manager of Paytm wallet. He adds 
the opportunity to bring Alibaba’s merchants was enor-
mous and could supplement the revenues garnered from 
the online wallet business. Logically, everyone is betting 
on the fickle smartphone user. However, the average In-
dian (600 million Indians under age 40) is still not using 
the smartphone for regular transactions.

Not being able to acquire customers is beginning to 
glow in the darkness. These companies do not generate 
cash from operations, which is the lifeline of a company. 
The accounts filings with the Registrar of Companies, in 
India, show serious losses. 
The trio of Flipkart, Ama-
zon India and Snapdeal 
posted losses totalling Rs 
1,300 crore (Amazon Rs 
320 crore, Snapdeal Rs 
264 crore and Flipkart Rs 
716 crore) in 2013-14. Can 
one of the three rivals af-
ford to turn off the dis-
count tap without losing 
their market share? 

On the other hand, a 
synchronised move to do 
away with discounts, when they have a firm control of the 
market, is sure to earn the censure of the Competition 
Commission of India. 

Will Investors Stay?
The eTailers are at the mercy of investors who have differ-
ent timelines for closing their funds. Most of them will be-
gin exiting by 2018 and the top two Indian eTailers must 
create a sustainable business by then. The total share capi-
tal of Flipkart was $3.2 billion (Rs 20,000 crore) and it 
has already eroded by Rs 10,288 crore. Flipkart has not 
been generating cash from its operations and its negative 
cash flow stands at Rs 592 crore. Similarly, Snapdeal too 
has not been generating cash, and carries on its shoulders 
a negative cash flow of Rs 300 crore on the Rs 6,000 crore 
it has raised so far. 

When fresh money stops coming, do these home grown 
eTailers have the fundamentals to remain afloat? Or will 
they become victims of a fire sale by investors offloading 
to private equity funds, who usually take long-term bets. 
Private equity seems to be the only option. Flipkart regis-
tered in Singapore has 148 investors. Many of them are 

pension funds of Xerox Corp, ConAgra, Rio Tinto and 
Shell. Seeing Flipkart’s downward spiral, how long will 
they wait before exiting? 

Sanchit Vir Gogia, CEO of Greyhound Knowledge 
Group, says most investments were made between 2013 
and 2014; so funds may want to exit before 2018-19, since 
VC fund cycles last only for five years. Institutional inves-
tors look for an exit by either selling back to the promoter,  
or to another investor or to the public through an initial 
public offering (IPO). An Indian IPO looks remote when 
there are no profits on the horizon. Making new investors 
pay more than the current valuation could be a tough ask.

That is when things get tricky. Devangshu Dutta, CEO 
of Third Eyesight, a retail consultancy, says that these 
businesses, like any retail business, will not make money 

in the short run, but like steel or infrastructure businesses, 
these would take a 15-year cycle to make money. India’s 
home grown eTail companies are expectedly worried be-
cause by committing $2 billion to their India foray, Ama-
zon has neutralised the advantage Flipkart built over the 
last five years. Today, they compete as equals.

There are the long-term hopefuls. “Global investors will 
back these companies, and will bailout existing funds, be-
cause India is the largest consumption market,” says 
Ganesh Prasad of Khaitan and Company. The investors 
may lead yet another large round of funding, he says.

“When you have the money, raise funds,” says Aviral 
Jain of American Appraisal. But what if your business 
model itself is flawed? Then the next round of funding 
becomes difficult. One will have to wait and see if the in-
vestors blink. Warren Buffett put it thus: “Only when 
the tide goes out, do you discover who has been swim-
ming naked.”  

vishal@businessworld.in; @vishalskrishna
matabrahamc@gmail.com;  @ebbruz

For more on eTailing, visit www.businessworld.in
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INDIA’S E-COMMERCE REVOLUTION will see a lot 
of small players emerging with similar or differenti-
ated business features, but ultimately, only one or two 
large integrated organisations will survive the bubble. 
These large organisations would follow a fully-inte-
grated model marked by better customer interface, ef-
ficient distribution network, dedicated payment sys-
tem and a consistent technology backup, says Stefen 
Bradley, the William Ziegler Professor of Business Ad-
ministration Emeritus at theHarvard Business School, 
and author of the bestselling book, The Broadband Ex-
plosion: Leading Thinkers on the Promise of a Truly 
Interactive World.  

“I won’t be surprised if large-scale retailers in the 
country, such as Reliance and Tata Group, which al-
ready own efficient supply management systems, build 
strong technology platforms and emerge as e-com-
merce giants in a short span of time,” says Bradley in 
an exclusive chat with BW|Businessworld.

The other scenario in India, according to him, could 
be a large-scale consolidation wherein strong interna-
tional e-commerce players or even local organisations 
(focused on the retail space) will buy out most targets 
with different areas of strength to build one integrated 
e-commerce mammoth to sustain in the market.

“In the case of Alibaba, which really changed the 
market in China where there was no strong retail busi-
ness, the company leveraged its digital capabilities and 
the distribution structure to maximise the business 
and create the biggest e-commerce company in China,” 
he says.

China is fast moving in the direction of online retail, 
which even prompted Walmart to downsize its plans 
for the country. But, it is always the nature of a particu-
lar market that decides the success of a business. Plus, 
the complete adaptability of the business to that cul-

ture would help in taking the market along with it.  Al-
ibaba has a shipping arm that directly ships products 
to customers. It could build a strong trust factor, which 
is very critical in online business. Alibaba even certifies 
the products on its site to ensure no fake product 
comes into the channel.  

“But it is not necessary that these giants can survive 
in all the markets as it will fully depend on the nature 
of that market and the players’ adaptability” he says.

It is always a mix of revenue models that makes a 
business sustainable in different markets. While ad-
vertisement revenue is still the major chunk, the mar-
gin that these companies make on the transaction will 
purely depend on the volume and scale they can han-
dle on their technology platforms, says Bradley.  

 As told to C.H. Unnikrishnan
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‘ONLY LARGE INTEGRATED 
PLAYERS WILL SURVIVE 
THE E-COM BUBBLE’
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BLENDED 
FUTURE

AMONGST the biggest shifts of the last decade 
has been the ‘consumerisation’ of digital tech-
nology. From being confined to certain indus-
tries and research labs, digital technology has 

become pervasive. Technology has shrunk time and con-
sumers now demand more convenience, customisation 
and consistency. 

The last couple of years have seen a large number of 
etailers built solely around technology-enabled web or 
mobile interfaces. One presumes that the increased use of 
technology will either improve efficiency 
and reduce costs for the business or that 
the consumer will be willing to pay a pre-
mium for the convenience that technol-
ogy-enabled services offer, or both. 

Yet, evidence suggests that neither of 
these transformations has happened in 
India. Consumers will not pay extra for 
the convenience of ordering from home 
and being delivered at the doorstep. 
Barely anything sold by pure digital retail-
ers aren’t discounted. The core proposi-
tion of these firms is deep discounting to 
the extent that it scares away brand own-
ers who fear losing their brand salience. 
Even a subscription model similar to Amazon Prime, so 
popular in the US, has been tried and quickly withdrawn. 
On the other hand, millions of customers come to experi-
ence the real markets, cherish the happiness of having the 
product in hand and pay the price for this experience. 

It is evident that costs incurred by virtual retailers are 
significantly higher. The cost of delivering from central 
distribution hubs to the doorstep of consumers, the size 
and scale of the offices and warehouses required and the 
customer acquisition costs far exceed the costs associated 
with running a store within four walls.

It is therefore not surprising that the mindshare occu-

pied by virtual retailers (VR) 
is much higher than their 
marketshare. The Mobile 
and Internet Industry Asso-
ciation estimates that online 
transactions will touch Rs 
1,00,000 crore by the year-
end. However, virtual com-
merce will account for only 
24 per cent of it, with the 
bulk of spends being in travel, 
financial services, media, 

classifieds, etc. Of the Rs 24,000 crore worth of merchan-
dise sold, more than half is accounted for by mobiles and 
laptops which are low margin businesses. The larger real 
retailers are close or comparable to the size of the entire 
virtual commerce business in India.

The growth of VR is not led through own brands or 
products or by achieving operational efficiencies or scale. 
It is entirely led through reducing the prices of products 
subsidised by the investments made by foreign companies. 
On the other hand, real retailers face severe restrictions in 

fund raising; especially foreign funds.
The future lies in multi-channel retail 

that blends the benefits of real world re-
tailing with virtual or digital interfaces. 
More than half of VR sales come from 2 
or 3 cities; Delhi-NCR accounts for the li-
on’s share. Barely any courier company 
services more than half the pin codes in 
the country. Future Group alone is pre-
sent in 244 cities and our logistics net-
works catering to these stores cover al-
most 13,000 pincodes. By treating our 
stores as both distribution and delivery 
points, logistics costs for a multi channel 
retailers like us will be less than one-

fourth of costs incurred by a pure play virtual retailer. 
Role of technology in business cannot be denied. Real 

world retailers manage thousands of transactions every 
minute, source and transport tonnes of goods every day 
and operate networks that span the length and breadth of 
the country. These are possible because of a credible tech-
nology backbone. To replicate such technology for a front-
end consumer interface is only a function of finding the 
opportune time and optimum investment that can deliver 
benefits to all stakeholders.  

The author is founder & CEO, Future Group

KISHORE BIYANI
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BEST YET 
TO COME

THE world was a different place when we 
started our first e-commerce venture Fabmart 
in 1999. Internet connections were few and far 
between, and ran mostly on flaky dial-up lines. 

People distrusted an “invisible retailer” and were unwill-
ing to use their credit cards online. 

Today, with more than 30 crore people connected to the 
Internet (thanks in large part to smartphones), secure 
payment systems, and increased willingness to transact 
online (thanks to IRCTC and other websites), the e-com-
merce industry has truly taken off. In addi-
tion, people are increasingly strapped for 
time, and value the convenience offered by 
e-commerce companies much more than 
they perhaps did a decade ago.

Besides the benefits to customers, e-com-
merce as a business model has several ad-
vantages over traditional retail models. 
First, rentals constitute a significant chunk 
of the cost base for a traditional retailer 
given their need to be present in locations 
with high footfalls; e-commerce companies, 
on the other hand, can have their ware-
houses in relatively faraway locations with cheaper rent-
als. Second, for people in smaller cities and towns (home 
to more than 50 per cent of the retail market) with the 
same aspirations as those in large cities, e-commerce of-
fers access to a much greater range than traditional retail. 

Third, e-commerce companies can have centralised 
control over inventory, which allows superior operational 
efficiency and also curtails shrinkage (loss of inventory due 
to inefficiencies and theft). Fourth, e-commerce compa-
nies have the ability to use data and analytics to help cus-
tomers make better purchase decisions. Fifth, many e-
commerce companies operate as marketplace models, 
which significantly reduces the need for inventory and as-
sociated capex. While e-commerce companies have struc-

tural pluses  over traditional  
retail, there are some key 
success factors for them that 
are worth keeping in mind:
=Merchandising skills to 

enable them to buy the right 
products at the right time 
from the right place, and the 
ability to set and control 
quality standards. BigBasket.
com carries more than 
15,000 SKUs today and en-

sures that each is delivered at the right price and quality 
requires strong processes and capabilities in the team.
=Supply chain management skills to manage a frag-

mented and varied supply chain for procurement and 
same day/next day delivery for customers across the 
length and breadth of the country.
=People management skills to manage, recruit, train 

and motivate blue-collar workforce that works in the 
warehousing and delivery of the orders.
=Technology skills to ensure that they are able to con-

sistently offer customers a great experi-
ence while buying online and to keep 
them current with rapid technology 
changes, and also to lay the foundation 
for processes within the company.

With all the news of funding in the 
sector, there is some concern whether 
seemingly sky-high valuations are jus-
tified. While it is hard to answer this 
definitively one way or another, a few 
facts keep me optimistic. In the US, af-
ter all these years, e-commerce consti-
tutes only 4-5 per cent of the retail 

market; on the other hand, in China, the e-commerce 
industry constitutes nearly 10 per cent of the overall re-
tail market. I think India may follow the trend of China 
rather than the US. 

We still have a lot of runway left. Internet penetration is 
still at less than 20 per cent in India versus over 50 per 
cent in China, and only 10 per cent of Indian Internet us-
ers are online shoppers versus close to 50 per cent in 
China. It is also no coincidence, in my view, that for Ama-
zon, India was the fastest international market to clock $1 
billion in revenues. Overall, I am confident that the best 
days of Indian e-commerce are yet to come.  

The author is co-founder  of online grocery store BigBasket.com
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Following the legalisation of e-rickshaws, 
organised players are looking to tap into 

their potential  BY NEERAJ THAKUR

IN DEPTH AUTO

THE GREEN DRIVE

“WE SOLD 200 E-RICKSHAWS 
IN MAY, AND EXPECT TO SELL 

AROUND 50,000 BY 2017” 
AYUSH LOHIA

CEO, Lohia Auto Industries
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big and small without adding to the pollution. The 
upshot of all this has been that e-rickshaws, which 
were being assembled from kits imported from 
China, have caught the attention of organised play-
ers who earlier stayed away from them due to is-
sues of legality.  

This newfound interest of governments and in-
dustry in e-rickshaws has, however, come about 
more as a result of a series of developments going 
back a few years, than by any planned positioning of 
e-rickshaws by authorities as an alternative and 
cleaner mode of commuting in cities. 

In 2009, the Delhi government first introduced e-
rickshaws ahead of the Commonwealth Games to 
showcase and facilitate clean commuting to and 
from the sporting venues. Soon, the electric tricycles 
caught on and became a convenient mode of trans-
port over short distances in the capital. 

But as e-rickshaws grew in number, they caused 

chaos on the roads of Delhi and adjoining cities, 
drawing the ire of citizens and courts. In the absence 
of rules and regulations for e-rickshaws, the Delhi 
High Court in July 2014 slapped a ban on them. As a 
result, people who had invested in these vehicles lost 
money and the companies that assembled imported 
kits also suffered. The ruling impacted the livelihood 
of over a lakh in Delhi. 

After months of standoff with the Delhi HC, 
which refused to revoke the ban on e-rickshaws, the 
Centre brought the Motor Vehicles (Amendment) 
Bill, 2015 seeking to legalise e-rickshaws. 

The Bill’s passage in March opened the gates for 
organised players such as Hero Electric, Terra Mo-
tors and Lohia Auto Industries to enter a space 
that has the potential to grow to Rs 5,000 crore in 
a few years.

The law lays down that e-rickshaws of specific de-
signs only can ply on the roads, that all drivers must 

W
HEN US President Barack Obama visited India this January, the quality of 
air in New Delhi made more headlines in his country than the Republic 
Day celebrations at which he was the chief guest. The US media could not 
be faulted for highlighting the alarming levels of pollution in the Indian 
capital, which ranks among the most polluted cities of the world. 

The truth is that New Delhi and many other Indian cities are choking on 
polluted air. Even with measures like the introduction of CNG buses, ex-
pansion of the Metro rail network and phasing out of old vehicles, the 
quality of air in Delhi has tended to improve only for brief periods before 
getting worse again. The culprits: The ever increasing vehicular traffic and 
construction activity in and around the capital.  

As authorities in New Delhi and the states have sought to grapple 
with rising pollution, the now-ubiquitous e-rickshaws have come to be 
touted as an answer to the problems facing the cities. There is now a 
thinking in states and at the Centre that electric and battery operated e-
rickshaws can serve as an alternative, cleaner mode of transport in cities 

Photograph by Ritesh Sharma

Cost per unit  
Rs 1.2 lakh
Life cycle  

3-5 years

Revenue per day for driver  

Rs 600-700
Fare per passenger  

Rs 10 per 5 km
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get themselves registered for a licence and that certain 
safety norms have to be followed. 

Besides Delhi, Allahabad, Lucknow, Mohali, Ballabh-
garh, Raipur, Tripura and Kolkata are among other cit-
ies that have introduced e-rickshaws to provide last-
mile connectivity to commuters. Mumbai, which faced 
strong protests from auto and rickshaw unions, is con-
ducting a feasibility survey.

With the new amendment making it easier for states to 
legalise electric three-wheelers in their cities and towns, 
organised players are ready to launch their own products. 
Take, for instance, Lohia Auto Industries, which launched 
its Humrahi electric tricycle at a price of Rs 1.10 lakh soon 
after the government regulated the sector and notified the 
safety norms for e-rickshaws. In fact, 
it had been ready with an indigenous 
design for over two years. To push 
sales, it is tying up with companies to 
make loans easily available.

“We manufacture 99.9 per cent of 
the 512 parts of Humrahi in India. 
Our product meets all the safety 
standards and we are looking at a 
pan-India business,” says Ayush Lo-
hia, CEO, Lohia Auto Industries, 
which also manufactures electric 
scooters and diesel three-wheelers in 
the ration of 10:90. Lohia is positive 
about the e-rickshaw business and 
expects the segment to be the highest 

contributor to the company’s topline 
in the coming years. Over the next 
five years, he expects e-rickshaws to 
contribute over 40 per cent of the 
company’s revenue. “We sold 200 e-rickshaws last month 
(in May), and expect to sell around 50,000 by 2017. This 
segment will contribute around Rs 300-400 crore to our 
topline,” he adds.

 Hero Electric, a big name in electric cycles and scoot-
ers, has also entered the fray with its Rahi this April. 
Other than Delhi, the company is targeting four states in-
cluding West Bengal and Gujarat, according to Sohinder 
Gill, CEO of Hero Electric.

Even foreign firms are now showing interest. Japa-

nese startup Terra Motors, which sells e-scooters and e-
rickshaws, has opened its office in India. The group, 
present in the Philippines and Bangladesh, sees India as 
its biggest market in the coming years. It has decided to 
import spare parts from China and Japan and assemble 
the vehicles here. 

“We believe India is going to be a big market in the 
coming years. There is a need for last mile connectivity in 
Indian states, and we want to exploit that,” says Teppei 
Seki, the founding member and director, Terra Motors.

Risks Galore
There are quite a few challenges for e-rickshaw players, 
though. For one, the laws around them need to change. 

Only then, as Hero Electric’s Gill 
says, unorganised players will not 
be able to sully the sector by making 
and selling sub-standard products. 
Also, urban planning experts do 

not think e-rickshaws are entirely 
clean. Shriya Gadepalli, regional 
director, Institute for Transporta-
tion and Development Policy, says, 
“E-rickshaws... mean pollution 
elsewhere as the electricity re-
quired to charge them is produced 
by burning coal.”

Besides, the e-rickshaw business 
has to contend with the unions of 
auto and taxi drivers who feel threat-
ened by the entry of this relatively 
cheap vehicle. In Mumbai, even as a 
feasibility study is on, the unions are 
putting up stiff resistance against e-

rickshaws. In 2014, many companies that had tied up 
with dealers in Mumbai had to shelve their plans because 
of the opposition.

One can’t tell whether these noise- and- smoke-free ve-
hicles will turn into a big sector. But what one safely say is 
that while these vehicles may not rid cities of their pollu-
tion, they will certainly not be a party to it. 

neeraj@businessworld.in;           @neerajthakur2 
For more on the auto sector, visit www.businessworld.in

“THERE IS A NEED FOR LAST 
MILE CONNECTIVITY IN INDIA, 

AND WE WANT TO EXPLOIT IT” 
TEPPEI SEKI 

Co-founder & director, Terra Motors

“THERE ARE FLY-BY-NIGHT 
OPERATORS WHO SELL SUB-
STANDARD PRODUCTS” 
SOHINDER GILL
CEO, Hero Electric
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Players in the co-working 
space are trying every 
trick in the book to create 
a sustainable business 
for themselves and a self-
sufficient ecosystem for 
startups  By Sonal Khetarpal

Going Places
91Springboard’s Anuj 

Pulstya, Anand Vemuri, 
Pranay Gupta  and Varun 

Chawla (L-R) have quickly 
expanded from a 10,000 sq. 
ft basement in Delhi to  three 
co-working spaces in Delhi, 

Gurgaon and Hyderabad 
used by over 110 companies

N MAY 2015, Sushanto Mitra, founder and CEO of Lead Angels 
Network, an angel investment firm, decided to bet on the business 
prospects of MyCuteOffice, a Mumbai-based online portal that 
connects users to shared office spaces in six cities across the coun-
try. Mitra’s company invested an undisclosed sum in the market-
place for co-working spaces for one specific reason, its asset-light 
model, which he says provides opportunities to grow and scale the 
business much faster.

Though Mitra’s investment was in the digital platform, 
MyCuteOffice derives its core value from the brick and mortar 
business of the fast-growing co-working space. The cities — Delhi 
NCR, Bengaluru, Hyderabad and Mumbai — which the portal 
covers are all startup hubs, where there is an ever-increasing 
demand for cost-effective office space for budding entrepreneurs.

MyCuteOffice is adding one new city to its portfolio every two 
months, a clear indication of the growing presence and demand 
for shared office spaces all over the country including in tier-two 
and tier-three pockets such as in Barauni, Bihar and Nagpur.

Roaming Workers
World over, the concept of co-working places, where different 
companies or individuals share working space, gained steam with 
the increase in the number of individual workers and freelancers. 
According to a survey done by online co-working magazine 
Deskmag in February 2013, there was an increase of 83 per cent in 
co-working spaces in just one year serving a total of 117 per cent 
more members.

Unlike globally, there is no concrete data on co-working spaces 
in India, perhaps because it is still in its nascence. A broad indica-
tion though, comes from the number of people who are opting to 
freelance. The Global Online Work Report 2014, published by 

IN DEPTH

I
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Players in the co-working 
space are trying every 
trick in the book to create 
a sustainable business 
for themselves and a self-
sufficient ecosystem for 
startups  By Sonal Khetarpal

WORK, PLAY, 
SHARE...
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California-based online staffing platform Elance-oDesk, 
says there are 1.9 million Indian freelancers (or potential 
co-working space hunters) registered on the site and this 
number has been increasing at 62 per cent for the past 
three years. The report lists India among the top 10 free-
lancer-earning countries globally with a growth rate in 
these earnings of 22 per cent year on year.

Success Formula
One of the main benefits of co-working spaces is that they 
provide the infrastructure which otherwise would have 
been prohibitively expensive. Aakriti Bhargava, co-
founder of startup marketing firm Boring Brands says: “I 
used to work out of Gurgaon-based co-working space 
91Springboard for a year. What helped is the easy access 
to facilities such as a meeting room and the fully-

equipped, 24/7 corporate canteen which is difficult to 
afford in a rented office. Also, there is absolutely no hassle 
of handling the administrative work and one can focus on 
getting the work done. The place also helps to attract good 
talent as they expect a certain quality of workplace 
hygiene in addition to a decent pay and benefits.”

The presence of like-minded people under one roof also 
helps with opportunities to exchange ideas, barter services 
or boost each others’ morale, which comes in handy espe-
cially in the startup culture that is otherwise replete with 
ups and downs, say people who have used co-working 
spaces in their entrepreneurial journey.

While customers find co-working spaces convenient, 
providers of these services are yet to find a sure-shot for-
mula for success. Says Pranav Bhatia of Stirring Minds, an 
8,000 sq. ft co-working space in central Delhi, “We keep 

Photographs by Umesh Goswami
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the margins low to ensure full occupancy of the space and 
sometimes give the space at half price or even less to social 
enterprises.” Bhatia, in fact, started a co-working space in 
August 2013 because he wanted to create a ready pool of 
talent to outsource projects for his California-based tech 
startup Lemon Interactive Inc. But as he grew more 
involved with the co-working space startup, VCs and indi-
vidual investors began contacting him for steady advice. 
Now he too has become an investor with equity in four 
startups.

Most of these spaces charge per workstation and one 
can rent a place on a day-to-day, monthly or an yearly 
basis. Pranay Gupta, co-founder of 91Springboard says 
the payment model of co-working spaces can be com-
pared with that of Amazon’s Web Services — pay only for 
what you use.

The Side View
It isn’t just service providers who are experimenting with 
different models but developers who own the real estate as 
well. One basic model involves earning more cumulative 
rental income from different clients than what one would 
have got from just one customer.  “As a developer if one 
can get better rent from the property by renting it as a co-
working space then it’s a no brainer. Another way to rent 

Bang For The Buck
(Left): Sharin Bhatti  (sitting)and Sudeip 
Nair (standing) of Mumbai-based The Hive 
convert their co-working space into an 
events venue in the evening for additional 
revenue; (below): an event at The Hive

BY TAKING CARE OF 
ADMINISTRATION, 
CO-WORKING 
SPACES ALLOW 
STARTUPS TO 
FOCUS ON THEIR 
PRIMARY WORK
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out the property is through revenue sharing so the co-
working space provider pays the property owner a certain 
amount as the base rent component and the remainder in 
revenue share. Co-working space providers prefer this 
method as it saves them from paying large rents upfront, 
especially when they are starting out the business,” says 
Ankush Johar, partner, Lloyd Venture, a multinational 
investment company that has recently invested in a 
10,000 sq. ft co-working space in Gurgaon.

The revenue share percentage depends on the negotia-
tion between the two parties. Usually, there is a base rent 
to be paid and the revenue sharing can be in 50:50, 70:30 

or 80:20 ratios. The terms of the negotiation are based on 
the risk appetite of the real estate owner and also on the 
trust and goodwill of the operator.

Topping Up
Lloyd Ventures may have invested in the co-working 
spaces business, but the fact remains that building and 
managing space is capital-intensive and not many inves-
tors are willing to fund the developers. “The returns one 
can expect in this business aren’t as high as one can get 
from successful exits from a mobile business, where it can 
go as high as 100x. The returns usually vary 20-40 times 
depending on investment made in the co-working space,” 
explains Stirring Minds’ Bhatia. 

To meet the high cost of investment this business 
requires, these entrepreneurs have come out with alterna-
tive streams of revenue in addition to the fees they charge 
their users.

 One way is to collect a finder’s fee by connecting free-
lancers to companies who want to outsource projects or 
by helping the VCs identify potential startups for fund-
ing. Sobin Thomas, founder of Geek Out, a co-working 
space for techies, with two locations in Mumbai, says 
most of the revenue that they earn is from the finder 
fees alone. “In this industry, the finder’s fee varies from 
anywhere between 5 to 10 per cent depending on the 
project. There are companies who contact us on a 
weekly basis for outsourcing the projects. The average 
cost of these projects is around $4,000 which the devel-
oper gets. We charge 5 per cent of the total project’s 
cost,” he explains. 

What makes it easy for space providers is their ready 
access to the community of freelancers and startsup and 
also the insider’s information they have about their 
products and services, talent, etc., information that 
would interest the venture capitalists intensely. Being 

THE RETURNS IN  
THE CO-WORKING 
SPACE BUSINESS 
VARY BETWEEN 20 
AND 40 TIMES 
DEPENDING UPON 
THE INVESTMENT

WORKPLACE
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able to connect these dots is a 
win-win for all the entities — 
more revenue for the operator, 
the VCs and for the users who 
get greater exposure and rec-
ognition.

Another source of revenue for 
co-working spaces is through events to provide mentor-
ship, technical skills and networking opportunities to 
these young companies. The promoters of The Hive see 
their co-working space as a place that metamorphoses 
into an events arena in the evening for performance art-
ists, stand-up comedians, or music groups. “What we are 
trying to do is build the business model focused on where 
the maximum returns are. So, we have divided this place 
into a co-working space during the day and for hosting 
events at night for full utilisation,” says Sharin Bhatti, co-
promoter of The Hive. In fact they designed their three-

storied bungalow into a co-working space, a workshop 
and a cafeteria so there is enough space for all kinds of 
events — founder-dating events, hackathons, bookkeep-
ing or taxation workshops. 

Co-working spaces are trying every trick in the book to 
create a sustainable business for themselves and a self-
sufficient ecosystem for startups. The investment Mitra’s 
Lead Angel Network made in MyCuteOffice could just be 
the beginning. If the new approaches enhance the busi-
ness prospects for these co-working space providers, the 
target of future investments could well be these brick and 
mortar co-working space entities themselves instead of 
online portals. If WeWork, a New York based shared 
office space provider can raise its fourth round of funding 
of $355 million in December 2014, can Indian players be 
far behind?   

 sonal@businessworld.in,  @sonalkhetarpal7

Full House
Pranav Bhatia of Stirring 
Minds, a co-working space 
in Delhi keeps the  margins 
low to ensure full occupancy, 
sometimes even giving the 
space at half price 

91SPRINGBOARD
Rs 7,499     

STIRRING MINDS
Rs 7,999 
THE HIVE
Rs 9,000
GEEKOUT
Rs 5,500
Rates charged per month for a workstation  

USE AND 
PAY 
By charging a daily fee,  
co-working spaces have 
spared many startups from 
investing in office spaces

Photograph by Ritesh Sharma
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ARENTS always 
want the best 
for their kids. 
Especially, 
when it comes 

to education. Needless to 
say that the best comes at 
a price. Children bank 
upon their parents to 
fund their dreams. But, 
are parents ready?

The cost of education, 
especially higher studies, 
is rapidly going up. It’s es-
timated that inflation in 
education is double that 
of general inflation, which 
presently is hovering 
around 6 per cent per an-
num. At any rate, an MBA 
course from a premier in-
stitute in India would cost 
in excess of Rs 15 lakh and 
a minimum of Rs 20 lakh 
outside India. Engineer-
ing courses cost between 
Rs 5 lakh and Rs 10 lakh, 
while a five-year course in 
medicine from a private 
college could set you back 
by up to Rs 50 lakh. 

Parents today are well 
aware of the sky-high 
costs of education and, 
therefore, invest in mu-
tual funds, insurance and 
fixed deposits. But some-
times, all these invest-
ments put together can 
still be less than what is 
required. In such cases, 
there’s education loan. 

Where To Start 
The first step is to zero in 
on the course one wants 
to pursue. The next is 
clearing the entrance ex-
ams of institutes offering 
the course. And then 

comes funding. Accord-
ing to Ajay Bohora, co-
founder and 
CEO of Credila 
Financial Ser-
vices, an HDFC 
company, “Stu-
dents and parents 
are advised to start 
planning and sav-
ing for education 
much in ad-
vance. So while 
preparing for 
entrance ex-
ams, it’s 

wise to also prepare for 
your funding options.” 

Most reputed institutes 
have tie-ups with banks 
offering educational 

loans. Banks have an ap-
proved list of courses 

and institutes for 
which loan ap-
proval is faster 

and even the terms 
and conditions are 

favourable for stu-
dents. Typically, a 
loan issuer insists on 
four things when pro-

Parents do whatever it takes to give their children a 
good life. Despite the high cost of education, they 
want the best. But only few can afford. For others, 
there’s education loan By Sunil Dhawan

FOR THEIR 
BETTER 
FUTURE
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cessing education loans: 
student’s academic pro-
file, university and course, 
collateral and the co-bor-
rower’s profile. 

 
How The Loan Works  
Unlike home, car or per-
sonal loan, education loan 
doesn’t need to be serviced 
from the very first month 
of its disbursement. The 
equated monthly instal-
ment (EMI) in the case of 
education loan begins af-
ter the completion of the 
course and only when the 
student starts earning. Ac-
cording to Naveen 
Kukreja, managing direc-
tor of loan comparison 
website Paisabazaar.
com, “Typically, educa-
tion loan lenders ex-
tend multiple re-
payment 
options, in-
cluding re-

payment after ‘a morato-
rium period / holiday’ and 
a ‘step-up EMI’ under 
which the EMI increases 
as the years progress.”  

The Moratorium
What makes education 
loans unique is the mora-
torium period that 
stretches across the dura-
tion of the course. During 
this period, different issu-
ers can structure the loan 
differently. For instance, 
in some cases, the mora-
torium is as long as the 
entire course period, 
which means no simple 
interest has to be paid 

during that time, 

pending on the course 
and the institute. 

Banks grade institutes 
on the basis of their repu-
tation. The more premier 
the institute, the higher 
the grade and so is the 
loan amount that comes 
with a lower interest rate. 
The borrower should get 
an estimate from the 
bank on the EMI that has 
to be paid towards the 
loan when the course 
ends. Ideally, it should not 
be more than 25 per cent 
of students’ net take- 
home salary.
  
Collateral  
Depending on the loan 

amount, banks can ask for 
collateral. Typically, for a 
loan of up to Rs 4 lakh, no 
collateral is required, but a 
co-borrower is needed; 
usually, parents become 
one. For loans between  
Rs 4 lakh and Rs 7.5 lakh, 
most banks make parents 
the co-borrower as well as 
ask for a third-party guar-
antee. And for loans above 
Rs 7.5 lakh, banks see col-
lateral — property papers, 
post office savings prod-
ucts, life insurance policy, 
share or mutual funds and 
bank deposits amongst 
others — of equal value. 

Collaterals aren’t a 
must in all cases. A bank 
may have a maximum 
limit of Rs 30 lakh, but 
can ask for collateral for 
loans above Rs 20 lakh. 
Also, banks have different 
slabs for different insti-
tutes. For instance, State 
Bank of India can offer 
loans up to Rs 30 lakh 

while for 
other banks, 

the moratorium 
could only be on 

principal repayment 
and not simple inter-

est. In the case of most 
banks, the moratorium 
can be extended up to 
6-12 months even after 
the course ends.

How Much Will The 
Bank Lend 
As per Indian Bank’s As-
sociation guidelines, the 
maximum loan for stud-
ies in India can go up to 
Rs 10 lakh, while for stud-
ies abroad up to Rs 20 
lakh. The guidelines, 
however, allow banks to 
offer a higher amount de-

HOW MUCH FUND-
ING: Find out if a bank will 
provide 100 per cent funding 
or if margin money is required
INTEREST RATE:  Go for 
a competitive rate. Prefera-
bly, a rate closer to the 
bank’s base rate
MORATORIUM:  Under-
stand the structure of the 
loan. Is interest payment 
compulsory during course? 
How long is the moratorium 
period and is there any 
grace period?
COLLATERAL:  What 
kind of collaterals will the 
bank accept?
COSTS: Know about pro-
cessing, pre-payment, legal, 
stamp duty charges

ZEROING 
IN ON THE 
RIGHT 
LOAN
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without collateral in case 
of specific institutes. 

Will There Be Margin 
Money?
In some cases, borrowers 
are asked to furnish mar-
gin money (for loans 
above Rs 4 lakh), which 
could be up to 5 per cent 
of loan amount for 
courses in India and up to 
15 per cent for outside In-
dia. A few banks, however, 
provide 100 per cent 
funding. Says Bohora, “It’s 
important to see that the 
education loan covers the 
entire cost of attendance 

PERSONAL WEALTH

and not just the tuition 
fee. Most students end up 
spending a lot of money 
on entrance test prepara-
tions, application process 
related expenses, etc. Liv-
ing costs in overseas desti-
nations also add up quite 
a bit. It’s important to find 
a lender that doesn’t re-
quire any margin money.”

When The Loan Has To 
Be Repaid
Repayment has to be 
made within eight years of 
completion of the course. 
The simple interest pay-
ment is mostly made by 

parents who avail tax ben-
efit on such payment un-
der Section 80E of the In-
come Tax Act, 1961. Once, 
the moratorium ends, stu-
dents can start paying 
EMIs. For tax benefit, 
there is no ceiling on the 
interest amount and such 
deduction from income 
can be availed for eight 
years. However, principal 
repayment doesn’t fetch 
any tax benefits. 

Interest Rate 
The interest rates for edu-
cational loans are floating. 
Every bank has its own 

base rate (BR) and the in-
terest rate of education 
loan is linked to it. Typi-
cally, the interest rate is 
BR plus 1.5-3 per cent; it 
could be higher in case of 
a few banks and vary as 
per loan amount. Cur-
rently, the BR is around 
10 per cent for most 
banks, which makes the 
interest rate for  education 
loans around 14 per cent. 
Vijaya Bank has a fixed 
rate of 11.75 per cent for 
students of premier insti-
tutions such as IIMs and 
IITs. Credila, according to 
Bohora, doesn’t follow the 

AJAY BOHORA 
Co-founder and CEO, 

Credila Financial Services

“EDUCATION LOANS 
SHOULD COVER THE 

ENTIRE COST OF 
ATTENDANCE AND 

NOT JUST THE 
TUITION FEE”

NAVEEN KUKREJA 
Managing director, 
Paisabazaar.com

“DISBURSEMENT OF 
LOAN TO FOREIGN 
SCHOOLS CAN TAKE 
TIME AND HENCE, IT IS 
ADVISABLE TO APPLY 
FOR IT BEFOREHAND”

WHAT DOES 
AN EDUCATION 
LOAN COVER
N Fee payable to the 
educational institution 
including examination 
and library fees
N Cost of books, 
equipments, instruments
N Travel expenses
N Purchase of computer 
or laptop 
N Any other expenses 
related to education
N Reimbursement of 
fee paid at the time 
of counseling  (if loan 
applied within 60 days)

EDUCATION LOAN
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LOAN HUNT
If you are looking for a bank loan to 
fund your way to a B-school or an 
engineering degree, here is how 
you should go about it: 

1 Get a fix on the course and the  
institute 

2 Select 2-4 banks offering loan for 
the course. Look for banks with tie-

ups with the institute 

3  Evaluate on the basis of any prefer-
ential treatment for the course or in-

stitute in terms of interest rate or loan 
amount or collateral

4 Consider conditions for moratorium 
and provisions for grace period 

5 Compare the processing fee, prepay-
ment charges and other costs to see  

if they are on the higher side 

6 Get an estimate of EMI from selected 
banks. Ideally, EMI should not be 

more than 25 per cent of your net take-
home salary 

7  You need a co-borrower. Spouse, 
siblings, parents or even parent-in 

law can be one. For loans between  
Rs 4 lakh and Rs 7.5 lakh, a third-party 
guarantor can be required 

8 If the loan amount is high, make sure 
you have enough collateral to satisfy 

bank’s requirement

‘one size fits all’ approach. 
“Parents’ background, 
employment track record, 
credit scores, academic 
record of students, coun-
try of study, the institute 
and the course being pur-
sued, collateral security, 
etc., play an important 
role in defining the inter-
est rate,” says Bohora.

The Cost Of Loan 
There could be a loan pro-
cessing fee of about 1-1.5 
per cent of the loan 
amount depending on 
whether the course is in 
India or broad. Plus, there 
could be a pre-payment 
charge as well. 

So how long does it take 
for a loan to be sanc-
tioned? Says Kukreja, 
“Dedicated education loan 
providers such as Credila 
and Avanse promise to dis-
burse loans within 5-10 
days of filing an applica-
tion, while public sector 
banks can take close to 3-4 
weeks for processing the 
loan. Disbursement of 
loan in case of foreign in-
stitutes can take time and 
hence, it is advisable for 
prospective students to ap-
ply for loan at least 5-6 
weeks in advance.”

Pitfalls
Not all education loans 
qualify for tax benefits. To 
avail benefits under Sec-
tion 80E, the loan has to 
be from an approved en-
tity. Sometimes simple in-
terest payments are ig-
nored or are not paid to 
bank on time. Doing so 
disqualifies the borrower 

from getting the agreed 1 
per cent concession on the 
rate of interest. Besides, 
the bank keeps adding the 
defaulted amount to the 
principal, which keeps 
growing until the repay-
ment begins after the com-
pletion of the course. 
Avoiding such situations 
make the best out of the 
funding facility of banks. 

To avoid ending up with 
a bad loan or a lender, 
Kukreja suggests, “You 
must enquire about inter-
est rates, tenure of loan, 
margin money, prepay-
ment charges and pro-
cessing fee that may be 
levied by banks. Take all 
expenses, including tu-
ition fee and lodging ex-
penses, into consider-
ation, and quote the loan 
amount accordingly.”  

Conclusion  
A loan is a liability and 
hence, the co-borrower 
should get an insurance 
cover equal to the loan 
amount, preferably a 
pure-term insurance plan. 
The borrower should try 
to keep a healthy repay-
ment record to ensure a 
high credit score so future 
requirements for debt do 
not get impacted. 

Taking an education 
loan to fulfil one’s dreams 
could also help students 
in learning the nuances of 
money. After all, it is the 
first loan for most. 
 

sunil@businessworld.in 
For more on consumer 

loans, visit  
www.businessworld.in



he �rst event under the HR Roundtable Conference was held in TMumbai in association with Careerista on 27th February at the 
Palladium. The event theme was �Building a Strong Talent pipeline: Key 

to Business Growth� and the topic of discussion was primarily on Innovative 
talent management strategies and the signi�cance of learning & 
development initiative as a critical tool for retaining and building skill sets to 
match today's market needs. The conference saw participation from eminent 
speakers in the likes of Mr. Manoj Biswas (Managing Director � HR, Accenture 
India), Mr. Ajaybir Singh Bakshi (Director � HR, Vodafone Shared Services 
India), Mr. Sudhakar Adapa (Founder & CEO, Careerista), Mr. Vijay Sinha (Vice 
President � HR, JSW Energy Limited), Mr. Shriram Darbha (Head � HR, BSE 
Limited), Dr. Asit Mohapatra (Senior Vice President � People O�ce, Future 
Supply Chain Solutions). The event also saw giving away awards to HR 
leaders who have done yeomen service to the �eld of Human Resources. 

The award winners are:

 Ajaybir Singh Bakshi, Director HR, Vodafone Shared Services
 Ajay Kumar, General Manager HR, Robert Bosch
 HR Shashikant, Group President HR, Aditya Birla Group
 Manoj Biswas, Managing Director HR, Accenture 
 Milind Mutalik, Sr. Director HR, Synechron
 Mushtaque Alam, Senior Vice President HR, IDFC
 Paneesh Rao, Senior Vice President & Head HR, ATOS India Pvt Ltd.
 Saurabh Nigam, Vice President HR, Snapdeal
 Subrat Chakravarty, Chief People O�cer, Birlasoft India Ltd.

Dun & Bradstreet in association with 
Careerista and Himentor organized 
a series of HR Roundtable Conferences 
across cities in India.

Ajaybir Singh Bakshi
Director HR, Vodafone Shared Services 

Manoj Biswas, Managing Director HR, Accenture; Sudhakar Adapa, Founder & CEO, 
Careerista; Paneesh Rao, Senior Vice President & Head HR, ATOS India Pvt Ltd.;

Ajaybir Singh Bakshi, Director HR, Vodafone Shared Services
Manoj Biswas

Managing Director HR, Accenture 

Dr.Sripada Chandra Shekhar
President & Global Head HR, Dr. Reddy's 

The second edition of this initiative was organized in association with 
Himentor on 30th April at the Vivanta by Taj, Hyderabad. The theme of the 
event was �Building a high-performance workforce through talent 
management� and topics of discussion were 'The key role of HR to link 
Talent Management with business strategy', 'Insights & Overview on 
Talent Acquisition at the entry level' and 'Creating an optimized & high 
performance organization � a new-age business imperative'. Some of the 
eminent speakers at this forum were Dr. Chandrashekhar Sripada 
(President & Global Head � HR, Dr. Reddy's Laboratories Ltd.), Mr. Sudhakar 
Adapa (CEO, Himentor), Mr. Deepak Gupta (Country Head � HR, Karvy 
Consultants), Mr. Ramesh Kumar (Head-HR Verizon data services), Mr. G P 
Rao (Chief Advisor � Himentor), Mr. K P Mahapatra (Group Head � HR, Tata 
Consultancy Services), Mr. Satish Kadiyala (Director � HR, Capital IQ). Mr.Ramesh Kumar

Head HR, Verizon Data Services Ltd 

Also, with an objective to take the HR 
Roundtable Conferences to the next 
level Dun & Bradstreet organized the 
'People Leaders' Summit' co-partnered 
by Himentor on 22nd May 2015 at the 
ITC Grand Central, Mumbai. The central 
theme of the forum was on 'Aligning 
talent management strategies with 
business strategies'. This initiative was 
represented by senior dignitaries like 
Mr. Arun Sawhney (CEO & Managing 
D i r e c t o r ,  e r s t w h i l e  R a n b a x y 
Laboratories Ltd.), Mr. Sandip Sen 
(Global Chief Executive O�cer Aegis 
Limited), Mr. Adil Malia (Group President 
� HR, Essar Group), Mr. Vivek Khanna 
( C h i e f  O p e r a t i n g  O � c e r,  F i r s t 
Advantage),  Mr. Sudhakar Adapa 
(Founder & CEO, Himentor). Mr. Vivek 
Paranjpe (Group Advisor to Chairman, 
Reliance Industries Ltd.), Mr. Sudhanshu 
Tripathi (Group President � HR, Hinduja 
Group),  Mr. Vinay Deshpande (Chief 
People O�cer � Financial Services 
Sector, Mahindra & Mahindra Ltd.), Dr. 
Sujaya Banerjee (Chief Talent O�cer & 
Senior Vice President, Essar Services 
India Private Ltd.). These conferences 
across cities were moderated by Ms. 
Preeta Misra (Director � Learning 
Solutions, Dun & Bradstreet India). This 
initiative concluded on a positive note 
capturing the various challenges and 
opportunities in the HR domain and 
despite the changing market dynamics, 
the HR function will continue to be an 
integral part contributing towards the 
growth of the organization.

Satish Kadiyala, Director HR, S&P Captial IQ; Suresh Anubolu, Head HR, GVK Bio Science 
Pvt Limited; GP Rao, Chief Advisor, Himentor;  Krushna Prasad Mahapatra, Group Head � HR, 

Tata Consultancy Services Limited;  Ramesh Kumar, Head � HR, Verizon Data Services Ltd 
Shekhar Murthy, President, IIC Academy

Vivek Khanna, Chief Operating O�cer, First Advantage; Preeta Misra, Director � 
learning Solutions, Dun & Bradstreet India; Sandip Sen, Global Chief Executive O�cer, 

Aegis Limited; Arun Sawhney, CEO & Managing Director, erstwhile Ranbaxy 
Laboratories Limited; Adil Malia, Group President � HR, Essar Group

Sudhakar Adapa, Founder & CEO, Himentor

Preeta Misra, Director � Learning Solutions, Dun & Bradstreet India; Vivek Paranjpe, 
Group Advisor to Chairman, Reliance Industries Limited; Sudhanshu Tripathi, Group President � 

Human Resources, Hinduja Group; Vinay Deshpande, Chief People O�cer � 
Financial Services Sector, Mahindra & Mahindra Limited; Sujaya Banerjee, Chief Talent O�cer & 

Senior VP, Essar Services India Pvt. Ltd.
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represented by senior dignitaries like 
Mr. Arun Sawhney (CEO & Managing 
D i r e c t o r ,  e r s t w h i l e  R a n b a x y 
Laboratories Ltd.), Mr. Sandip Sen 
(Global Chief Executive O�cer Aegis 
Limited), Mr. Adil Malia (Group President 
� HR, Essar Group), Mr. Vivek Khanna 
( C h i e f  O p e r a t i n g  O � c e r,  F i r s t 
Advantage),  Mr. Sudhakar Adapa 
(Founder & CEO, Himentor). Mr. Vivek 
Paranjpe (Group Advisor to Chairman, 
Reliance Industries Ltd.), Mr. Sudhanshu 
Tripathi (Group President � HR, Hinduja 
Group),  Mr. Vinay Deshpande (Chief 
People O�cer � Financial Services 
Sector, Mahindra & Mahindra Ltd.), Dr. 
Sujaya Banerjee (Chief Talent O�cer & 
Senior Vice President, Essar Services 
India Private Ltd.). These conferences 
across cities were moderated by Ms. 
Preeta Misra (Director � Learning 
Solutions, Dun & Bradstreet India). This 
initiative concluded on a positive note 
capturing the various challenges and 
opportunities in the HR domain and 
despite the changing market dynamics, 
the HR function will continue to be an 
integral part contributing towards the 
growth of the organization.

Satish Kadiyala, Director HR, S&P Captial IQ; Suresh Anubolu, Head HR, GVK Bio Science 
Pvt Limited; GP Rao, Chief Advisor, Himentor;  Krushna Prasad Mahapatra, Group Head � HR, 

Tata Consultancy Services Limited;  Ramesh Kumar, Head � HR, Verizon Data Services Ltd 
Shekhar Murthy, President, IIC Academy

Vivek Khanna, Chief Operating O�cer, First Advantage; Preeta Misra, Director � 
learning Solutions, Dun & Bradstreet India; Sandip Sen, Global Chief Executive O�cer, 

Aegis Limited; Arun Sawhney, CEO & Managing Director, erstwhile Ranbaxy 
Laboratories Limited; Adil Malia, Group President � HR, Essar Group

Sudhakar Adapa, Founder & CEO, Himentor

Preeta Misra, Director � Learning Solutions, Dun & Bradstreet India; Vivek Paranjpe, 
Group Advisor to Chairman, Reliance Industries Limited; Sudhanshu Tripathi, Group President � 

Human Resources, Hinduja Group; Vinay Deshpande, Chief People O�cer � 
Financial Services Sector, Mahindra & Mahindra Limited; Sujaya Banerjee, Chief Talent O�cer & 

Senior VP, Essar Services India Pvt. Ltd.
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IN CONVERSATION

‘India has a robust 
IPR framework’
The minister of state for commerce and industry says the USTR report questioning 
India’s patent laws are not consistent with WTO  rules
By Joe C. Mathew & K. Chandra Mohan, Photographs by Sanjay Sakaria
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RADE AND COMMERCE has been a top 
priority for the Narendra Modi-led National 
Democratic Alliance government ever since it 
came to power last year. This is evident from 
the importance accorded to the ‘Make in India’ 
campaign among all the flagship initiatives 
launched by Prime Minister Modi, as well as 
the string of measures, including those meant 
to improve India’s investment climate and ease 
of doing business, that have been announced 
to strengthen manufacturing in the country. 
The foreign trade policy, announced recently, 

is in sync with the Make in India plan. In an exclusive interview with 
BW|Businessworld, Nirmala Sitharaman, minister of state (independent 
charge) for commerce & industry, highlights the efforts of the govern-
ment in reviving the economy and explains the country’s stand on global 
trade negotiations that can directly impact India’s industry and its inter-
national trade. Excerpts:

Growth is yet to pick up in the core industrial 
and manufacturing sectors. Exports are also 
sluggish. How do you plan to boost growth?  
Growth is not at all slow. The econ-
omy was in the slump and paralysis 
mode for several years, but the new 
government has turned it around 
in 11 months. All the international 
rating agencies, which have been 
tracking the economy, have clearly 
said that the economy is taking a 
turn for the better. I think the big-
gest challenge for the governent is 
to get the economy up and running, 
and we have succeeded in putting it 
back on track.

Exports will also grow. As much 
as we can see, we have revived the 

economy. We have restored the  
industry’s confidence as far as eco-
nomic reforms are concerned. It is 
now possible for people to conduct 
their businesses honestly. I think 
this is one of the biggest achieve-
ments of this government. And 
now you find that not only has the 
flow of foreign funds improved, but 
Indian businesses too are no longer 
thinking about moving out of the 
country. These are certainly signs 
of economic growth. But for this 
momentum to continue, we have 
to move forward on reforms. We 
are taking steps to increase ease of 
doing business and provide a better, 
corruption-free environment.

How do see cooperative federalism playing 
a role in this growth drive?
States are responding positively. 
They are engaging with the Centre. 
The first meeting (with the chief 
ministers of states) took place 
when ‘Make in India’ was launched 
in September. In the second meet-
ing in December, when the finance 
minister, the Prime Minister and 
state chief ministers came to-
gether, there was a sort of tripartite 
discussion between the Centre, 
states and the industry to under-
stand the kind of hurdles — ad-
ministrative and otherwise — that 
existed. At the end of the meeting, 
the state governments agreed 

NIRMALA SITHARAMAN 
SAYS STATES HAVE 

REALISED THEY CAN 
COOPERATE AND  

COMPETE WITH EACH 
OTHER AT THE  

SAME TIME
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on 98 actionable points, with 30 
June 2015 fixed as the deadline for 
putting most of them into action. 
These will help ease administrative 
burdens at the state level. I believe 
states have now realised that it is 
possible for them to be part of this 
federalism as well as compete with 
each other, with each deciding on 
the areas they should be concen-
trating on.

Will you be ranking states on the basis of 
these 98 actionable points?
Ranking will come later. It will not  
be on the basis of this exercise, which 
in fact, is intended more to make 
the environment investor friendly. 
We will start the ranking exercise 

subsequently because we will like to 
see which states are offering better 
environment for the industry.

India has signed the WTO trade facilitation 
agreement. How are we complying with it? 
Even before the trade facilitation 
agreement was signed, the Indian 
government had expressed its com-
mitment to unilaterally respect and 
implement all the components of 
the trade facilitation agreement. 
The Union Budget too had several 
features, which commit the govern-
ment to trade facilitation. Easing the 
customs procedures, reducing the 
turnaround time of ships, round the 
clock availability of customs staff at 

IN CONVERSATION

ports and issuance of e-visas, are all 
steps to facilitate trade. So, we are 
fulfilling all that is required for trade 
facilitation. 

The WTO director general has said that 
progress on the Doha Development Agenda, 
including agriculture and commitment 
towards poor nations, has been slow...
As far as the WTO ministerial 
meeting, which is scheduled to 
take place in Kenya in December, is 
concerned, we have worked out the 
agenda, the language, and the ex-
pected outcome. We are very clear. 
Trade alone is not the only agenda. 
The Doha Development Round 
remains incomplete. We should 
complete that. 

Again, on the issue of least devel-
oped countries (LDCs), India has 
opened up its entire tariff lines for 
LDCs. We are already providing the 
kind of waivers and assistance that 
we are expected to offer under the 
Doha plan. We believe in multi-
lateralism, we are committed to the 
WTO body.

Are we happy with the ‘perpetual’ peace 
clause pertaining to food security?
We want a permanent agreement on 
agriculture subsidy. We are happy 
that we have a peace clause in perpe-
tuity. But we are not going to sit over 
it, that’s not our intention. We want a 
permanent solution at the earliest.

What have we done do far?
The talks are happening.

The US and the EU have for long been 
demanding a change in India’s intellectual 
property rights (IPR) rules. They have 
always complained that India’s patent laws 
are not good enough to protect the IPR of 
global corporations. What are you doing 
about it?
There has been no demand from 
the US or the EU on IPR, except 
that they wanted to know what our 
position was. There has not been 
any pressure from them either. I 
don’t know where this is coming 
from. In fact, if they want to know 
more about our IPR policy, they are 
welcome to take an appointment 
with our (IPR) think tank that is 
finalising our policy. Even as I say 
this, I acknowledge that India has 
a wonderful, robust legal frame-
work, and there has never been any 
complaint from any country about 
India’s IPR laws. There is not even 
one case against India in the inter-
national courts. If our laws were 
not consistent, wouldn’t they have 
dragged us to the courts?

The Annual 301 Report of the US Trade 
Representative is all about the level of 
IPR compliance of various countries, 
including India. It clearly states the US 
position...
First of all, out-of-cycle reports 
or reviews are not consistent with 
the WTO. No country can review 
another country’s position. So if 
somebody is claiming that we are 
reviewing the IPR of some other 
country, that itself is not consistent 
with the WTO. Our IPR laws are 
TRIPS (trade-related aspects of 
IPR) compliant. I have said that 
so many times. And if I had said 
something which was not factually 
right, people would have ques-
tioned me. Nothing has been chal-
lenged so far. So if I say that I am 

‘We will start ranking states 
soon because we want to see 
which ones are offering better 
environment for business’
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‘There is no noose, there is no 
pressure. India is very proud of 
its IPR laws. We are consistent 
with TRIPS’

Our foreign trade policy admits that the 
government cannot help promote exports 
beyond a limit. Has the industry stopped 
asking for more?
Stopped asking for more? No. Take 
the example of our textile exports that 
now account for 3.5 per cent of the 
global textile trade. Once you reach 
that kind of threshold, no more sup-
port should be extended to the sector. 
However, the Indian textile sector 
feels it is not ready to live without 
support even today. They want us to 
continue the assistance. I keep telling 
them, how long would they continue 
asking for support? After all, there 
are so many other sectors that also 
have export potential. Shouldn’t we be 
helping them?

India-China trade is skewed in favour of 
China. Do we have a strategy to balance it? 
We have a strategy for increasing 
exports to everywhere, not just 
China. But in China, even in sectors 
where we are competent, we have 
not made much inroads. For in-
stance, our drugs, pharmaceuticals 
and textiles are internationally ac-
claimed, and regulators across the 
world have authorised or certified 
our products. But even then, our 
penetration in China is not as much 
as it should be. We are taking this 
up with the Chinese authorities. 

What are the priorities for the next year?
Prime Minister Narendra Modi 
has clearly stated what will be the 
priorities for the second year. It’s 
P2G2, which means be proactive 
and people-friendly and ensure 
good governance. All that will 
be reflected in the policies and 
programmes related to trade and 
industry in the coming year. 

joe@businessworld.in;  @joecmathew 
kcm@businessworld.in 

For more interviews,  
visit www.businessworld.in

TRIPS compliant, I am right.
 
Are more stringent IPR provisions that go 
beyond TRIPS being thrust upon us as part 
of regional trade pacts that are negotiated  
outside the purview of the WTO?
If there is a discussion on it, we will 
participate with an open mind. We 
are very clear that we are TRIPS-
compliant. Why are you worried 
about it? I feel a sense of deja vu 
when journalists keep asking me 

the same question, which I have 
answered several times. There is no 
noose, there is no pressure, there is 
no stress on this matter. India is very 
proud of its IPR laws. We are consist-
ent with TRIPS. With our generic 
drugs, for instance, we have shown to 
the world that it is possible to manu-
facture affordable medicines for the 
poor. No questions have been raised 
against it. On the contrary, India’s 
position has been upheld.
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CASE STUDY

LIVING IN FEAR
The only time you fail is when you fall down and stay down  

— Stephen Richards
By Meera Seth

ARVIND WARRIER WAS IN TEARS. 
His EMI was due at the end of the 
month. Rumours of ‘No salary’ com-
bined with the lending bank’s fame 
for using debt collecting thugs had 
cost him his sleep. 

Arvind worked at Beta Advertising. 
As a busybody in the media buying 
department, there never was time to 
think. Going to work also meant not 
being able to even remember home — 
that was how intense work was. And 
now he had heard that only 40 per 
cent of the salaries were being paid 
and to rein in costs, the company was 
also retrenching staff. Arvind lost all 
concentration as his heart thudded 

and mind broke into chaos.
Beta was a fairly successful agency 

for over 40 years until the owner 
Vidyadhar Desai decided to shift his 
business to film making and, thus, to 
sell the agency. The buyer was an ex-
creative director, Arth Munim.

Arth’s return to the agency after 
eight years was received with mixed 
feelings. He had been a good creative 
director but could he run an agency? 
Management was different from 
writing copy, some felt.

With the coming of Arth, a major 
facelift was expected at Beta. Arth 
was well known in advertising circles 
hence the feeling was he would be 

good for business.
The first year was business as 

usual. In fact, it was a year of hope as 
Beta, which had struggled with some 
creditors and poor collections in the 
previous two years, began to see a 
systematic cleansing and tidying up. 
Arth was very sincere in putting a new 
system in place. He hired a consulting 
firm at a huge price to revamp payroll 
and accounting, create more depend-
able debtors’ warning systems, col-
lection systems and even an incentive 
system for faster collections.

Only one major change was visibly 
felt: Beta was in a leased office and the 
lease was in the personal name of the 

Illustrations by Dinesh S. Banduni
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previous chairman-owner. Arth de-
cided to give up a part of the lease that 
was on the 7th floor and keep only the 
office on the 8th. Consequently, all 
departments moved to the same floor. 
But for this, Year One was as if noth-
ing had changed. There was an air of 
freshness, but there was also doubt.

Then the inevitable began as the 
new broom swept. A deo spray client 
wanted a new campaign and Arth 
clashed with creative director Omana 
George who went for the intellectual 
while Arth wanted a competitive 
(hence provocative) appeal.

Something snapped rather badly 
and no one could tell what it was. 
Omana who was always known for 
her poise and grace and intelligence 
clashed rather sonorously with Arth: 
“It is my client and I know what their 
brand needs. I will appreciate it if you 
kept out.”

Arth said, “It is my agency and  
I know what we need for our revenue 
and bottom line.” Daksh Vaidya, the 
Account Group Head, shook his head. 
Omana who also directed the creative 
for his client Noryk, an online fashion 
store, was growing increasingly bris-
tly and defensive at client meetings.

Daksh did not know about her 
flare-up with Arth until someone else 
told him. But sadly, when they were 
presenting to Noryk, Omana told the 
client that they needed to be clear as 
to her directorship on the account.

Daksh was alarmed. He did not 
wish to ask her anything just then. 

But later, Omana said to him, “I 
saw your stricken look. Arth has been 
messing with my clients and this is 
the best way to ensure purity of pur-
pose by talking to the client directly.”

Within days, Daksh began to see 
a slow crumbling of the dependable 
edifice at Beta. The first was Sabari 
Dalal, the payroll accountant. When  
he went to settle some allowances, she 
said in a whisper, “All hell is break-

ing loose. Not enough money in the 
payroll account.”

Arth had not been transferring 
money, she said. “I went to him twice 
in the last 24 hours, as salaries have 
to be credited and he told me to come 
later. This is serious. Naik (produc-
tion head) also spoke to me. The art-
ists have not been paid. I believe four 
have stopped work — but they are 
freelancers and they don’t care. But 
who will do their work?”

Was the edifice cracking? But he 
tried to comfort Sabari saying it was 
just a phase, and she said, “No, no 
phase-wayz. Dinoo Daftary has not 
been paid for his film — Rs 48 lakh. 
Arth told him he had over charged — 
something nobody tells Dinoo... there 
was a messy yelling match I believe.”

One story unravelled more stories.  
One after another, the dark stories 
came out from different people who 
each believed in a variation of: “we 
thought it was temporary, we thought 
he was joking, we thought, new man- 
agement... he must have changed sys-
tems....”. The sorrow was spreading. 

Daksh picked up his mug of coffee 
and went to meet Nana Naik as they 
called him. Nana was a consultant art 
director and much loved at Beta. Last 
year, he had been made the produc-
tion head. He was in his mid-60s and 
retained by Beta because they loved 
his work far too much. Nana looked at 

Daksh and said, “Kay re bala, there is 
a storm brewing on your face?

Daksh said, “I hear not very encour-
aging talk around the office....”
Nana Naik: One person is having a 
bad time which he piles onto another 
fellow. That fellow on another fellow. 
Soon the whole home has too much 
tension. Find the culprit.
Daksh: Nana! Not joking, yaar. Seri-
ous stuff....Arth is not paying... he is 
interfering as well. Yesterday Omana 
gave the client a bad time. Dinoo has 
not been paid, he is refusing to part 
with the film...

Nana, it is my client finally! If 
Omana gives Arobindo (another of 
Daksh’s star clients) a bad time, he 
will walk out. I cannot afford it.
Naik: I think, Omana also cannot 
afford it. But she is reacting to her 
immediate feelings.... Omana bai 
changli bai aahe... but stressed. Too 
much on her plate. Bubble Khanna, 
her counterpart, is in hospital, she is 
handling his work as well. Her day has 
become very, very long and she has a 
father-in-law who is unwell... 
Daksh: Nana, we all have some 
difficulty or the other, yaar. It can’t 
become an excuse. 
AS Daksh stood at the door talking to 
Nana, looking grim and worried, Ajay 
Soman, one of the senior group heads 
was walking past. Seeing Daksh, 
he said, “Yaar, you are here? And I 
have been looking for you. Bad news. 
Omana just quit, we are up the sewers 
without a paddle...!”

Daksh went white. No Bubbles, 
now, no Omana... He cursed under 
his breath as Ajay said to Nana, “I too 
would not say die, but now I see we are 
far gone. Arth has told Omana, Beta 
can work without her and thereby 
driven the last nail into the coffin. 
And here is worse news: Arth says he 
will work on all the accounts! How 
can he?”
Daksh: He can if he chooses to, but 

If a soldier 
is felled, 
do the 
others 
stop the 
fight?
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question is do we want him to be 
interfering? I don’t! 
Nana: Omana going is sad. But she 
has made a choice. Nobody asked her 
to leave...
Ajay: No, Nana, that is wrong. She 
has been pushed to the wall...
Nana: Then, you push the wall, don’t 
cave in. If you cave in, it is again a cho- 
ice you make to not fight. To not nego- 
tiate. To not arbitrate. Socho zara, we 
cannot go about using our emotions 
like bird feed. If she has chosen to 
quit, we are still holding on to the  
organisation and its clients. We have 
to find solutions. But look at your con-
dition, Ajay! You are senior. Where is 
your kshatriya sense? In a war, if a 
soldier falls or is felled, do the others 
stop the fight and grieve or get on 
with the battle? A soldier may fall for 
various reasons including for having 
made the wrong move. Grief has no 
place in life. Omana has breached the 
battle rules for her reasons. What is 
your battle? Or just warming up to 
rumours?

I fear the bitterness of the news 

channels has gotten to everyone. 
Being angry all the time, blaming 
anyone, blaming without researching 
facts ... why do you believe the worst? 
AND that was when Arvind appeared 
at Nana’s door looking unsure. Seeing 
Daksh and an extreme senior like 
Ajay, he withdrew his steps gingerly, 
when Nana called out, “ Arvinda! ye 
re bala...! You want something?”
Arvind: Sir, I will come later, I just 
remembered something..
Nana: Come come, I also remem-
bered something, to make my tulsi tea 
for everyone, help me with the cups, 
can you? 
ARVIND smiled as Ajay put an arm 
around him and teased, “Come, bala, 
I need that tea..” Then as Arvind 
helped out, Nana said, “Arvind, are 
you sensing there is trouble in the 
organisation? Any problem?”

Arvind was embarrassed. He said, 
“Nana my work in media buying is 
small. I actually have a different prob-
lem ... maybe we can talk later, I also 
have a presentation to work on ...

And then, as if fearful of letting the 

moment go, all too suddenly Arvind 
said, “Nana, salary has not come last 
month. EMI ...” and without warning 
Arvind began to sob. Everyone in the 
room was taken aback. Nana seated 
Arvind and said, “Arre, did you ask 
Sabari?” 

No ,Arvind had not. He was scared 
to find out a truth that he would not 
be able to hear.
Daksh: I told you, Nana, there is no 
money and Arth is not transferring 
anything.
Nana: But you got your salary last 
month? Ajay did, and I too got my 
fees. Then the real question is: Why 
Arvind?
Arvind: If my EMI does not go on 
the 24th they will harass my parents. 
That bank is known to do unscrupu-
lous things. They use debt collectors.
Nana: We will sort out your EMI 
and your salary in a second. But tell 
me, when you knew that bank was of 
questionable character, why did you 
take a loan from them? 
Arvind: I needed to buy a treadmill 
for my dad and mom. They needed 
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to exercise and they cannot go out for 
walks, because the building com-
pound is filled with cars and outside 
the building all the pavements are dug 
up and have remained like that for 
two years. So many problems....
Nana: You did a very good thing for 
them. But my question remains. If the 
lender was a known crook why did 
you engage with him? Bala, there is 
an old saying, ‘He who sups with the 
devil should have a long spoon...’ you 
shouldn’t have engaged with the dev-
ilish bank! Now see your condition!
Has anyone asked Arth about all this?  
Ajay, you are senior; meet Arth, tell 
him there are doubts filling the air. If 
he does not address them more people 
will believe the rumours. Morale is 
getting affected. 
Ajay: And what if he does not wish to 
talk to me?
Daksh: I know... he has not taken 
Sabari’s calls either! He does not 
speak to vendors. He rarely comes to 
work and when he does he stays in his 
room. 
Arvind: There has been a huge de-
fault on paying Doordarshan. This is 
what has scared me more. You think 
when he has not paid DD, he is going 
to pay my salary? Or even keep me in 
the job?
AJAY was stunned. He did not know 
about the DD default. As he made a 
few quick calls, Nana pondered. Sure 
Arth was a year old at Beta. But he 
had an industry history which did not 
look bad. Yes, all through that Arth 
had been an employee, not an entre-
preneur.  

Nana bought the peace of the men 
for the time being, but he also now co- 
nnected all this with a piece of conver- 
sation he was privy to: Nana had been 
with Arth last month in his vast of-
fice. Arth was talking to Bharatbhai, 
the chief accountant who had come in 
to show him a statement he was send-
ing the banks. At one stage, Arth had 

taken his pen and cancelled a whole 
line from the ‘statement of  revenue 
and profits’ and said, “No bonus this 
year. We will have to sacrifice that. 
That will release Rs 1.5 crore.”

Nana knew there was difficulty. 
The year-end bonus was a practise 
that had been in place for last 12 
years. Taking that away would hack 
at the root of faith and trust. But he 
could not mention this to Arth with-
out also telling him, ‘I overheard you.’ 
If he added the facts they did speak 
of a financial difficulty. But he had 
thought that with the giving up of one 
of the offices, revenue was better. 

Now when he heard about Arvind’s 
EMI and that he was borrowing 
from friends, Nana went to Sabari’s 
office and said, “I am wondering who 
should shoulder a part of this respon-
sibility to ensure that salaries are 
paid in time. These are days of EMIs, 
young boys and girls sincerely trying 
to look after family and giving them 
the best... I am wondering if there is 
not a responsibility devolving on us as 
employers to pay employees on time?”
Sabari: Nana, where am I stopping 
the payment?
Nana: Ah... now we can ask that 
question differently. ‘How may I 
ensure that payment does not stop?’ 
Sabari, bosses sometimes get very 
immersed in the complexities of busi-
ness and their minds can slip, leading 

to neglect. Payroll being with you, you 
must point out these issues to Arth. 
Sabari:  Is that my job?

Nana met Arth that week. “A lot of 
people are thinking a lot of confused 
thoughts about this organisation and 
their career. People are anxious and 
worried. When a workplace is filled 
with restlessness, it will affect the 
product it produces, Arth. And the 
workplace is a part of the total society. 
Grief here will impact the society. 

“I am sure you as the MD are deal-
ing with a lot. But you also owe it to 
the people to tell them some things 
they need to know, some things they 
need to do, some things they need not 
worry about. I quote the Ramayan to 
you Arth, ‘A servant depends on his 
master for his needs and a child on 
its mother and both remain free from 
anxiety; for a master needs must take 
care of his servant....’ And these words 
are spoken by the servant of the Lord 
beseeching Him to not forsake him. 
As an employer, there is upon us a 
moral responsibility to ensure that 
the faith the employee vests in us is 
respected and honored.”
Arth: I understand you are trying 
to be the old Beta company. I have 
nothing to say right now, save this: I 
am trying very hard to make sense out 
of a bad acquisition. A lot of mess lay 
under the woodwork, so to say. I ex-
pect to do a good job of managing this 
organisation. I have nothing to say to 
those living in fear. As for what God 
says or does not say, the workplace is 
no place for spirituality, religion, God 
and such like. So, I would urge you to 
not waste my time.
NANA did not report what Arth said. 
Or if Arth responded at all.  When 
Ajay asked him, “Nana, I hear you 
met Arth ... did you talk?” Nana only 
shook his head. 

casestudymeera@gmail.com 
   Businessworld case studies

I am trying 
very hard  
to make 
sense out 
of a bad 
acquisition. 
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LOSING  
THE SECOND ME 

If our thoughts are right, our actions would be 
right and would benefit all

ROHIT DAS

N MY CAREER, I HAVE BEEN  

associated with five corporate 
takeovers. In all of them, I have 
observed five classic phases of 
emotions through which most 
employees go through. 
The first is uncertainty and skep-

ticism. What will happen to me? 
The next phase is of euphoria. “Oh 

things will improve for us” — better pay 
and perks, better working condition — 
gains of personal nature. But not much 
thought go into what the new manage-
ment expects from them. This is also 
the period where the new management 
starts noticing unpleasant things which 
they had missed during due diligence. 
And then, the inevitable process of 
change management sets in. 
The third phase lasts till the new com-

pany kick-starts the process of change 
management. This is a time the employ-
ees get ruffled. Their comfort zones are 
questioned and shaken. This is the crib, 
cry and gossip period. And it ends with 
some people leaving by choice and some 
people made to leave.
The fourth phase is being alert and 

putting the best foot forward. Caution 
prevails as not to make any wrong move. 
And then, finally, the team gels with the 

new ethos and it is time for business as 
usual. 
From the people point of view, the 

second and third phase is critical. Some 
companies handle it well by better com-
munication and behaving humanely, 
while others handle it rather ruthlessly. 
Beta is a small agency, which is moving 

through the second and third phase. Let 

us observe the behaviour of each charac- 
ter and see if they could have acted diff- 
erently for a better outcome. This alter-
nate reaction is what I call ‘The Other 
Me’, a ‘Me’, which strives for a better out- 
come for all.  
Desai
Desai decision to sell his 40-year-old 
baby to get into a new business clearly 
indicates that things were not well at 
Beta. He should have communicated 
the issues to his long associated team 
members. He owed that much to them. 
Arth
A successful professional with a big 
ambition. After taking over Beta, he 
realised that ‘collections’ needed to be 
tackled and that a ‘new positioning’ 
was required in tune with the times. 
He started the process of streamlin-
ing the system, and put up a collection 
incentive scheme for his staff. For ‘new 
positioning’, he spoke to Omana, but 
not as a suggestion but as an order. Ac-
tions are the culmination of thoughts. 
If our thoughts are right, our actions 
would be right and would benefit all. 
Arth’s thoughts appear to be that of an 
arrogant person who does not believe in 
inclusiveness. Even while his money and 
reputation was at stake he did not take 
his team into confidence for setting the 
right agenda. He chose to remain aloof. 
He should have known that if going into 
a shell was a perfect solution, then the 
whole world would be an oyster. 
Nana
Nana, because of his age and experience, 
was perceived to be a friendly, spiritual 
guide. And he appears to enjoy this 

position. How one projects himself is 
not as important as how others perceive 
him. But if how you project yourself is 
also how others perceive you, then you 
have to fulfil the responsibility that goes 
with it. 
Nana was aware of some of the prob-

lems (a month ago, he came to know 
the bonus had been cancelled.) at Beta 
much before the others. But he chose 
not to share or do anything about it. 
Finally, when he approached Arth and 
didn’t get the required ‘importance’, he 
chose to abandon the team. 
It appears he is more interested in his 

superannuation from Beta. (Some of 
the simile he used also shows his not-so 
spiritual mindset. The war simile — war 
creates destruction on both sides. Peace 
is desirable. The master-servant simile 
is misplaced in an employer-employee 
context. In the Ramayana, the context 
is that of a bhakt and aaradhya.) 
Employees
They have to take a call whether to 
confront, compromise or construct. But 
they need a leader. Can Omana be that?
This, in a nutshell, is the story of me-

first. Alas the other me (Beta) is lost. 
Two souls alas, dwell within my breast, 

Each wants to separate from the other; 
One in the Hearty lovelust, Clings to the 
heart with clutching organs;  
The other lifts itself mightily from the 
dust;  
To high ancestral regions  
– Goethe, Faust I, 1112     

I

The writer is director, Intrim Business Associates. A 
corporate consultant, he is a start up and turnaround 

specialist and also a life coach and mentor
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PURPOSE AND 
MEANING

In the spiritual workplace, the culture is one of 
patience, caring and ownership

ANALYSIS SUSHEELA VENKATARAMAN

HEN  WE 

DEAL WITH 

OBJECTS and 
people for 
what they are 
and who they 
are, while 
being true to 

ourselves, we respect them for their 
strengths, at the same time, we also 
respect their differences and seem-
ing frailties. Such is the attitude of 
the spiritual person. 

It is well known that spirituality 
helps us be calm, think clearly, take 
better decisions and be more efficient. 
Because being spiritual (as defined 
above) also results in an agitation-
free mind. Only such a mind responds 
well to crisis. An environment of 
spirituality provides individuals with 
meaning and feelings of understand-
ing, support and inner wholeness 
(From the International Centre for 
Spirit at Work).  

While survey statistics vary, they 
all show that globally, workplace 
stress has risen to alarming propor-
tions. Stress lowers productivity and 
mars relationships in work and social 
situations. A dash of spirituality 
would certainly reduce stress. Often, 
organisations do not pay heed to the 
symptoms of stress beginning to un-
fold and thus, wait until the situation 
gets out of hand. This certainly seems 
to have been the case at Beta Adver-
tising, as seen from the behaviour of 
Arvind Warrier, Omana  George and 
Arth Munim and the high level of 

anxiety in an organisation that had 
done well for 40 years. 

Bad news comes in torrents:
When bad news starts to emerge, it 
quickly turns into a torrent. We see 
this at Beta Advertising. Ajay Soman 
recognises that things are too “far 
gone”. To what extent did senior 
managers ignore the signs that must 
have been visible to them all? When 
should everyone rally round to resolve 
the issues, especially someone as well-
respected as Nana Naik? 

Irish philosopher Charles Handy, 
who specialised in organisational 
behaviour and management, in the 
1980s described the future of the 
organisation as a ‘Shamrock Organ-
isation’, with temporary workers 
bringing in essential skills – thereby 
being an integral part of it; we see this 
model all around us today.

In this context, treating contrac-
tors such as Dinoo Daftary and the 
artists as expendable would be a big 
mistake. Maybe, Arth was finding 
that nobody had questioned the 
status quo, with the result that a com-
fortable relationship between Beta 
Advertising and Dinoo turned into 
an expensive one as well. 

Arth’s response to Omana’s resig-
nation, to work on all the accounts 
himself, seems almost irresponsible. 
This would result in utter chaos, not 
only failing to take advantage of all 
the obviously good people in the firm, 
but also alienating them. But most 
importantly, he will lose sight of stra-

tegic issues as he gets caught up in day 
to day operations. 

Implementing change:
Beta Advertising had been struggling 
before and after Arth took it over, 
gave good results in the first year. 
However, further due diligence before 
making the acquisition might have 
revealed the extent of the problems 
sooner. He started with revamping 
the processes and systems, and using 
a good consultant would surely help. 
But all such initiatives fail without 
focus and prioritisation – both miss-
ing at Beta Advertising. 

While Arth got very involved 
with the revamp, it seems that he 
lost sight of strategic direction and 
got swamped by detail. He should 
have picked the critical areas first, 
and paced the rest. Surely, a payroll 
system could not have done much for 
an ailing company. 

One could question how well the 
changes were implemented. It looks 
as if there has not been any attention 
to systematic change management. 
In particular, did he and his imple-
mentation team recognise the level of 
change the employees were being sub-
jected to? Did they understand how 
the changes were sinking in? Was he 
too caught up in the systems to notice 
the crumbling, and the people break-
ing down? In short, was Arth trying 
to do too much too soon? 

Trust:
Given the extent of the problems 

W
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The writer is Principal Director,  Office of Information 
Systems and Technology at Asian Development 

Bank. The views expressed here are those  
of the author in her private capacity

Arth and Beta Advertising were 
facing, Arth has taken on much 
more than he can single-handedly 
manage. Why would he not have 
taken the staff, particularly the 
senior ones, into confidence and 
sought their help in finding solu-
tions? After all, as Nana points out, 
no one can afford a failure. Arth’s 
interference in the day-to-day run-
ning of the company could point to a 
lack of trust, (when he knew that the 
company had a good reputation for 
40 years) or to a huge ego, thinking 
he can fix it all by himself. 

Did Arth spend adequate time 
with the staff and with clients, so 
that the most appropriate solutions 
could be proposed? Did he articulate 
what he  wanted Beta to stand for? 
His statement that “It is my agency” is 
rather surprising and points to Arth 
being as stressed as everyone else! It 
is hard to find statements more pro-
vocative than this, especially when 
used with long-standing employees. 
Omana’s resignation could be the 
start of an exodus, unless Arth takes 
immediate steps. 

Daksh Vaidya seems to be brushing 
Omana’s personal and work issues 
away too lightly. Today, when there is 
a blurring of the boundary between 
work and personal time, it is more 
important than ever to be sensitive to 
the personal situation of employees. 

During transitions, people need 
support and assistance. We do not 
see much of Beta Advertising’s HR 
department here, but if Nana  
as agony uncle is the best support 
staff can get, there certainly is a 
problem. For example, his criticism 
of Omana on hearing of her resigna-
tion is rather disquieting. Did she 
breach rules as Nana suggests? Or did 
she simply choose a different battle, 
one in which she felt she had a better 
chance of winning? And do organisa-
tions expect more from employees 
than is fair? 

Communications: 
This case study clearly demonstrates 

a complete lack of communications, 
the most important element in any 
kind of major transformation. Was 
Arth so involved in fixing things, that 
communicating the situation was the 
last thing on his mind? His refusal to 
take calls from his own staff, as well 
as vendors is extremely surprising, 
given that the solutions probably lay 
in their minds. 

What sort of CEO is Arth if he 
refuses to deal with issues? Is he over-
whelmed? Or, were his critics right, 
that he does not have what it takes 
to run an agency? But let us also ask 
when the despair started: was it when 
Arth took over, or did it start earlier, 
when Vidyadhar Desai decided to 

sell Beta Advertising? Did Vidyadhar 
bother to communicate with the staff 
at that time, to allow for a smooth 
transition? 

Arvind had heard about salary cuts 
and retrenchment – and is so sick 
with worry that he cannot possibly 
focus on his work. The trick in any 
change is to catch the ‘sorrow ‘early. 
If left until too late, the bad news can 
take a life of its own and turn into a 
self-fulfilling prophecy. Additional 
interpretations come into the chatter 
and patterns suspected where per-
haps there are none. 

When he decided not to pay the 
bonuses that year, Arth certainly 
had a duty to communicate that to 

his team. In high-strung situations, 
language has to be chosen vary care-
fully and therefore, Arth’s choice of 
words seems rather unfortunate. The 
comments made by Arth to Nana 
are rather telling: “nothing to say” – 
Really? Does he not have to provide 
direction, tell his team what he ex-
pects them to do until he sorts out the 
issues? If he does not give them clear 
targets to achieve, he should expect 
only disarray. He believes that he can 
turn the company around but if he 
does not share that confidence, there 
won’t be much of a company left for 
him to turn around. 

Spirituality 
Finally, let us also ask what responsi-
bility the employees have to see that 
Beta Advertising does not collapse. 
Do they not see it as their job? What 
kind of culture would have helped 
smooth such a painful transition? 

The Chandogyopanishad says: 
“yadeva vidyaya karoti sraddhayo-
panishada, tadeva veeryavatharam 
bhavati”. That work, which  is done 
with understanding, alertness, 
sincerity and deep analysis, alone 
becomes effective. 

In the spiritual workplace, the 
culture is one of patience, caring and 
ownership. Apart from salary, people 
also need an enabling environment to 
work in, where they can all collective-
ly succeed – and a safe one. There is an 
emotional commitment to the organ-
isation, vastly greater than a contrac-
tual one. People go farther than doing 
their defined work alone, spreading 
positive energy and ideas throughout 
the company. There is then no place 
for hatred, anger or retribution. 

Arth must pause, step back, and 
think about purpose: his, Beta’s and 
that of his people. He has to rally his 
people together for this common 
purpose so that they together create a 
meaningful workplace.   

Was Arth too 
caught up in the 

systems to notice 
the crumbling or 

the people break- 
ing down? Was he 

trying to do too 
much too soon? 
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Worldwide Is Not 
World-class
The quest for fresh value from new markets, new consumers 
or even new offerings are all risks to running performance

By Ramesh Jude Thomas

The reason why so many of the Fortune 
500 still come from a clutch of Western 
nations is not hard to find

OMOFUKUS STARTED as a single 
noodlebar in New York, arguably the 
toughest food and beverages (F&B) 
market on the planet. When they 
opened their doors for business in Au-
gust 2004, Manhattan already had 
over 13,000 places to eat. But Momo-
fukus obviously found their niche quite 

quickly with a reputation that went far beyond New York 
City. With that they later expanded to locations as far away 
as Sidney. It is a testament to their obsessive commitment 
and standards that their 37-year-old founder, David Chang, 
is the only Asian chef to make it to TIME magazine’s list of 
the 100 most influential people in the world.

Many businesses have limited locations and a finite 
set of clients. But a few of them choose to subscribe 
to exacting standards far above the norm for their 
business. These could be in design, manufacturing, 
packaging or customer experience. One or more of 
these will be of a level far above the demands of the 
limited catchment that they service.

And at times this could be a virtue. Theobroma in Mum-
bai is a fine example of a small but rapidly growing bakery 
business that is obsessed with maintaining its impeccable 
product and innovation standards. As a result, I suspect, they 
have a fervently loyal set of regulars who are driving growth 
through thoroughly well-deserved advocacy. It’s very dif-
ficult to play catch up with an obsession like that. 

On the flip-side, there are any number of businesses which 
have achieved international footprint by a combination of 
scaling and acquisition. We know through hard experience 
that many of these “global businesses” trade in standards in 
exchange for market presence. Or at least fail to keep pace 
with the increasing demands of an expanded play in their 
rush to conquer new territory. I dare say, the undoing of two 
of the biggest handset brands had less to do with the advent 
of Apple or Samsung than a comfortable sense of numbness 
about what they were serving up each year. 

M
Last fortnight, we explored the cross-border ambitions of 

Indian aspirants. An increasing number of players, in an ever 
widening number of categories from metals to automobiles 
and even consumer goods, are planting their flags on foreign 
shores. There is an unfathomable urgency amongst these 
worthies to get going as soon as they land. A ringside view 
will reveal the need to convince an impatient shareholder 
that it was indeed worth the investment. 

Many of them come apart quite quickly. And this happens 
primarily for two reasons: either there is little understand-
ing of what it takes to play in more complex environments, 
or worse, there is a substantial dilution of already existing 
standards in their anxiety to cover new ground. For example, 
domestic leadership in Indian telecom doesn’t necessarily 

equip you for the African market! 
Most well-meaning firms struggle with the ability to retain 

(or build) the exacting standards that are absolutely essential 
to retain the essential character of their businesses. The  quest 
for fresh value from new markets, new consumers or even 
new offerings, are all risks to running performance. It is only 
the firms that can scale the standards that can overcome the 
pangs of expanding globally.

The reason why so many of the Fortune 500 still come 
from a clutch of Western nations is not hard to find. They 
set high bars. They are relentless about raising that bar and 
they usually are uncompromising (with the entire ecosystem) 
about adhering to these in letter and spirit. 

Going worldwide is not the same as becoming world-class. 
There’s a world of difference.  

The author is president and CKO, EQUiTOR Value Advisory

BLINDSIDE
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RAINDROPS 
ON ROSES...

The monsoons are finally here and it's 
time to pack your bags and explore 

some of the most beautiful destinations
By Vikram Malhi 

H
EAVY RAINFALL,  
umbrellas, clogged 
roads and puddles 
of muddy water 
   — these are some 

of the things that come to 
mind when we think of 
monsoons in India. But 
the rains and the monsoon 
season have so much more 
to offer. With the long 
haul of summer finally 
approaching an end,  most 
of India is enveloped in 
a dense refuge of rains. 
There are more than a few 
places to visit during the 
monsoons, as most holiday 

destinations are less cha-
otic and offer great deals 
to travellers. These are 
the places where you can 
truly experience the gentle 
winds, cool drops of rain 
and the earthy smell that 
welcomes the first showers 
of the season. 

Monsoons in India are 
truly a rhapsody of bliss, 
beauty and relief from the 
scorching summer sun 
and they are meant to be 
savoured.
Kerala: Monsoons add a 
Midas touch to ‘God’s own 
country’ and are the per-

AFTER HOURS      LIFESTYLE
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Chalakkudy River. This 
rushing watercourse, with 
the backdrop of the beauti-
ful Sholayar forest range, 
is surely going to take your 
breath away. 

Munnar is one of the 
most beautiful destina-

tions in India. The great 
mountains, deep valleys, 
dense forest and variety 
of wildlife makes Munnar 
a must-visit destination, 
any time of the year. But 
the monsoons add an 
extra streak to the place as 
it turns fresh green. The 
undulating stretches of tea 
and cardamom planta-
tions, randomly criss-
crossed by babbling moun-
tain streams and tumbling 
waterfalls, give this place a 
heavenly ambience.

 
Tamil Nadu: Tucked away 

in the southern Western 
Ghats in Theni district of 
Tamil Nadu, Meghamalai 
is among the least accessi-
ble hill stations in the coun-
try. Wildlife and birdlife 
are abundant in the dense, 
rain-gorged jungle. The 
place has some of the most 
exotic and interesting flora 
and fauna to be seen. The 
cardamom plantations and 
tea estates also add amaz-
ing fragrance to the whole 
experience. Silver-lined 
clouds seem to rest gently 
on green hilltops and 
nestled somewhere in this 

fect season to experience 
what Kerala is best known 
for —  Ayurveda and reju-
venation therapies. 

Athirapalli and 
Vazhachal Falls are a must 
visit during monsoons in 
Kerala. Located in Thris-
sur district, around 90 km 
from Kochi, the water at 
Athirapalli plunges about 
80 feet to join the Chalak-
kudy River and leaves a 
cloud of mist, which gives 
a heavenly feel. Vazhachal 
Waterfalls are located 
just five km away from 
Athirapally Falls on the 

PICTURE PERFECT: 
(Clockwise from left) 
Dudhsagar Falls in Goa; 
Khasi Hills in Shillong;  
City Palace in Udaipur — 
adding monsoon charm
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AFTER HOURS      LIFESTYLE

region is the place where 
the river Vaigai originates. 
This lovely place is ideal for 
both animal lovers and tea 
enthusiasts.

Goa: There is much more 
to Goa than just those pris-
tine beaches and pictur-
esque landscapes. Dudh-
sagar Falls is one such 
place to get a thrill of the 

rainy weather. Mollem and 
in close proximity to the 
Karnataka border, Dudh-
sagar waterfall is at its 
best and is much-admired 
throughout the monsoon. 
Dudhsagar waterfall is pic-
ture perfect with thriving 
green forests. From a dis-
tance, the waterfall looks 
like the flow of milk down 
the mountains and hence, 
the name Dudhsagar, liter-
ally meaning ‘Sea of Milk’. 

The author is the Managing 
Director-Asia, Expedia  

For more lifestyle stories, visit 
www.businessworld.in

Rainforest treks, monsoon 
festivals, white-water 
rafting and bird watching 
in the backwaters are all 
monsoon tourist attrac-
tions in Goa.

Coorg: With its fascinat-
ing view of beautiful hills, 
waterfalls and coffee 
plants, Coorg is one of the 
most sought after monsoon 

destinations in Karnataka. 
But it is not the only one. 
There are several other 
places such as Mullangiri, 
Ayyanakere, Gokarna and 
Bandipur National Park 
that are an absolute plea-
sure during the monsoons. 
The 20 per cent dense 
forest area of Karnataka 
makes it a biodiversity 
hotspot for flora and fauna. 
The astonishing Jog falls, 
the second highest plunge 

water fall located near 
Shimoga district is a major 
tourist attraction during 
this time.

Lonavla: This tiny hill sta-
tion is a favourite monsoon 
picnic spot for travellers 
from Mumbai and Pune. 
It is famous for its hills 
and valleys and one can 
see numerous waterfalls 

during rainy season which 
enhances the beauty of 
this place. Lush greenery 
encompasses the land as 
far as the eyes can see. Fog 
encloses the mountain tops 
and people of all age groups 
are seen enjoying the rain 
beating down from head to 
toe. Lonavla is the perfect 
place to enjoy serenity and 
beauty of nature as well 
as caves, mighty forts and 
small hikes.

Udaipur: Life in Udaipur, 
pretty much resembles its 
beautiful lakes, which are 
in full bloom during these 
magical spells of rain. A 
must visit for the romantic 
souls, this city surrounded 
by mountains gives a 
glimpse of  local flavour 
with various festivals cel-
ebrating the rainy season 
in style.

CALM AND PEACEFUL: 
Coorg with its coffee 
plantations, waterfalls 
and serene hills is a 
sought-after monsoon 
destination

Shillong: The place re-
ceives the heaviest rainfall 
during the monsoon 
season and rain usually 
lasts longer than the rest 
of India. 

Cherrapunji and 
Mawsynram located 
within 16km of each other 
receive maximum rainfall 
on the planet. They are 
surrounded by pictur-
esque valleys of Khasi and 
Jayanti hills, adorned by 
numerous waterfalls and 
offer a panoramic view 
of green natural scenery. 
Blessed with natural 
beauty, rolling hills, big 
waterfalls and deep val-
leys, the place offers virgin 
forests and valleys with 
their innumerable water-
ways to explore.  
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Cholestrol  
Decoded
You can keep off statins as well as protect your heart by 
following a few simple dietary and lifestyle changes

By Rachna Chhachhi

E’VE ALL HEARD AND read 
about how high cholesterol is 
bad for you and how statins 
have severe side-effects. So 
how can we ensure that we 
don’t get high cholesterol to 
avoid medication and keep 
our hearts healthy? 

Cholesterol is a waxy, fat-
like substance that the body needs to function normally 
and is naturally present in the body. It performs three 
main functions: Helps make the outer coating of cells, 
makes up the bile acids that work to digest food in the 
intestine and allows the body to make vitamin D and 
hormones, like estrogen in women and testosterone in 
men. Without cholesterol, none of these functions would 
take place, and without these functions, human beings 
wouldn’t exist. But, it takes only a small amount of cho-
lesterol in the blood to meet these needs. 

If a person has too much cholesterol in the bloodstream, 
excess is deposited in arteries in the heart, brain and legs. 
Blockage to the leg arteries causes claudication (pain with 
walking) due to peripheral artery disease. Carotid (brain) 
artery blockage may cause stroke, and blockage of the coro-
nary arteries leads to angina (chest pain) and heart attack.

High cholesterol levels are due to a variety of factors 
including heredity, diet, and lifestyle. Less commonly, 
underlying illnesses affecting the liver, thyroid, or kidney 
may affect blood cholesterol levels. 

If a person has high lipoproteins and thus high cho-
lesterol, you need to drastically change your diet and 
lifestyle to reduce cholesterol and become heart friendly. 
Follow these simple but very effective steps to get rid of 
high cholesterol and protect your heart. 

Increase good fats and reduce bad ones. Reduce 
your intake of cooked and saturated fats, and increase 
intake of good fats at room temperature like cold com-
pressed extra virgin olive oil, flaxseed oil, oily fish like 
tuna, salmon, sardines, trout, rawas, nuts and seeds like 

W
almonds, walnuts, sunflower seeds, and avocados, which 
are high in mono unsaturated fats.  Good fats lower LDL 
(the bad cholesterol) and raise HDL (the good cholesterol 
that protects the heart). Total calories from fat should be 
20 per cent, 15 per cent out of which should come from 
good fats. Vegetarians should take fish oil capsules.

Eliminate milk and milk products. Many vegetar-
ians wonder why they get high cholesterol. It’s because of 
milk, ghee, butter, paneer, etc.  Cholesterol is caused by 
animal fat, and milk is animal fat.

Reduce coffee to two cups a day. Regular heavy cof-
fee consumption can raise cholesterol so reduce it to two 
cups a day.

Swallow garlic. Garlic is a natural antibiotic and 
cleanser. Countries that use a lot of garlic in their diets 
have a naturally low incidence of heart disease, like Ja-
pan, Thailand and China. Garlic reduces blood pressure 
and prevents our arteries from getting deposits since it 
reduces the lipids in blood.

Increase fibre intake. It is essential to wash away bad 
cholesterol, bad fats from our blood, and a higher intake 
of fibre does this action of washing away these. Fibre is 
present in raw fruits and vegetables that are very effective 
in flushing bad lipids out of your blood. 

Munch on red grapes. These contain antioxidants 
that protect our hearts by lowering bad cholesterol and 
reducing blood pressure and blood clots. In fact, red wine 
is good for the heart for this reason only. The action of 
crushing and fermenting the grapes releases a higher 
quantity of resveratrol and catechins in red wine, hence 
one unit of red wine (150 ml) 3-4 times a week is even bet-
ter than eating grapes or drinking grape juice. 

Follow these, get off statins and reduce your risk of 
heart disease. Such a simple remedy to avoid spending 
lakhs of rupees on surgery, right?  

The author is a certified nutritional therapist and WHO certified in nutrition. 
She is the writer of Restore, a book on how to fight diseases for working 

professionals. Order your copy from amazon.in

BEING HEALTHY
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I
HAVE TO SAY STRAIGHT 

off that the Yoga 2 
Pro tablet would look 
great on any table. It’s 
really not a tablet in the 

traditional sense, mean-
ing it’s not a book-sized 
handy portable little thing 
that you can slip into a 
handbag or whip out in the 
car. It’s a whole 13 inches 
of hardware and more like 
half a laptop, the keyboard 
missing in action. But there 
is a nice use-case for it, and 
it’s on the CEO’s table, or 
the CMO’s briefcase. That’s 
because you can make a 
presentation in minutes. 
Here’s how:

The cylindrical base of 
this tablet has a whole lot 
of stuff inside. There’s a 
battery, there’s a hinge to 
move the screen into dif-
ferent positions, there’s a 
power button and indica-
tion light, and there’s a pico 
projector. A few moments 
to take it out of a bag, a 
second to switch it on, ten 

seconds to tap your presen-
tation in its app, a second 
to press the projector on 
— and you’re good to go. 
If the room can be dark-
ened, you’re in luck and 
will just need to make sure 
the tablet is in the right 
tilt position and height to 
hit the wall. If there’s too 
much light, I’d switch to 
the tablet’s screen itself, 
a gorgeous QHD display 
with nice enough colours, 
brightness and viewing 
angles. 

You do get a non-pro ver-
sion of this tablet without 
the projector, but come 
on, a projector is fun. You 
can just switch to the wall 
and a 50-inch image to 
watch a movie or catch 
up on YouTube. This isn’t 
home theatre. The picture 
on the wall will never be 
as beautiful as the one on 
the screen — but there are 
all sorts of situations when 
you could find the flexibil-
ity of projecting the screen 

on the wall helpful. There’s 
30 to 50 lumens of bright-
ness to this pico projector 
but yes, it will take up bat-
tery and resources if you 
use it for long. 

The kickstand on this 
tablet is released with a 
little switch and the panel 
located there lifts to let 
you put in an SD card. But 
this is a Wi-Fi-only tablet. 
That’s another reason why 
it’s really best on a desk or 
table. 

The positions you can 
get this tablet to perform 
include standing straight 
up or with a varying 
amount of lean-back. Lie 
it flat on the table and then 
lift the back by 20 degrees 
or so — that’s the position 
for projecting as well as for 
typing. You can also hang 

CHECK OUT

BEND IT, 
TILT IT, 

HANG IT
Another Yoga from 

Lenovo brings a big, 
versatile tablet — with a 

built-in projector 
By Mala Bhargava

LG G FLEX 2

1.86GHz quad-
core Intel Atom 
processor

2GB RAM, 
32GB storage, 
SD Card slot
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the tablet on the wall, but 
you probably won’t find 
yourself doing that too 
often. 

Sadly, this tablet doesn’t 
have a stylus else it would 
be even more enjoyable 
to work with. You 
can get one 
optionally, 
but it isn’t 
optimised 
for a stylus. 
The key-
board is big 
and full and 
if you’re a one-
finger typist you’ll find 
yourself making too many 
big side to side movements 
looking for keys. You 
have KingSoft software 
pre-installed and it’s just 
like Microsoft’s Office 
suite. However, you can as 
well get the original since 
it’s now on Google Play. 
Yes, this device runs on 

Android KitKat, a version 
behind the current Lol-
lipop. It performs well and 
smooth for the most part, 
but there are sometimes 
unexpected falters and 

even a crash or two. 
Somehow, the 

interface isn’t 
optimised 
through and 
through for 
the sheer 
size of this 

display. 
Battery life 

is a little wanting, 
but since it’s a more 

desk-bound tablet, you 
should have the charger 
handy. Rs 43,990 isn’t bad 
for the Yoga 2 Pro, but add 
the cost of an optional key-
board to that and it should 
be closer to Rs 45,000. The 
thing is, it’s very pretty.  

mala.bhargava@gmail.com

There’s 30 to 50
 lumens of brightness 
to this pico projector 
but yes, it will take up 

battery

THE first time the LG G Flex came around, it cost 
around Rs 70,000 and no one understood why 
it should be curved in the first place. Its banana 

shape not only seemed like a gimmick, it had scaled 
down specs — such as a not-good-enough 720p 
screen. Not forgivable for such an expensive phone. It 
was also really large and wouldn’t fit in pockets. 

But LG has been listening to more sensible people 
and has improved upon the original. The G Flex 2 is 
much smaller at 5.5 inches. It’s comfortable to hold and 
fits the face by curving into it. The phone comes with 
a matching case in the box. It is probably best to use it 
as the gadget can be quite slippery. The glossy plastic 
back is removable, but the battery is sealed in. 

The curved shape of this phone actually does aid the 
viewing which becomes just a shade more immersive. 
But it’s not enough to make a difference over the host 

of other expensive phones around. It’s a whole  
Rs 54,990 worth of phone. 

This phone should probably have been called Curve, 
but it’s Flex because it can be pressed down on and will 
bounce back into its original shape. It’s also supposed 
to self-heal scratches. Nice, but not a reason to buy.  

The G Flex 2 flexes some muscle in the processor de-
partment. It has a Qualcomm 810, a 64-bit octa-core 
CPU running at 2.0GHz. There’s 2GB of DDR4 RAM and 
the internal storage is just 16GB, though the microSD 
slot lets you expand to 2TB. Except that the cards 
you get are only 128GB. A shocker is that 4G in India 
won’t work on this device. The cameras are 13MP and 
2.1MP and they’re full of features such as optical image 
stabilisation. Photos and video are good on this device. 
The 3,000mAh battery doesn’t perform that well. The 
phone also heats up a little on heavy tasks.  

13-inch 
2560x1440 
QHD display

9600mAh 
battery

Rs 
43,990

Pico projec-
tor and JBL 
speakers
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 I
RASHLY ASKED A LIT-

TLE  girl I know what 
she wanted for her up-
coming birthday. Tab-
let, she announced 

promptly, without batting 
an eyelid. But while this 
child is longing for her 
own device, the rest of the 
world isn’t so keen on tab-
lets anymore. One reason 
may be that smartphones 
have become so large. 

Another that hybrid 
laptops are now getting 
more affordable and 
are more common. And 
yet another may be that 
there’s little to differenti-
ate between one tablet 
and another.

iBall begs to differ with 
the launch of yet another 
tablet called the iBall 
Slide Stellar A2 tablet. 
That mouthful is a nar-

row compact 7-inch tab-
let that looks like a phone 
that didn’t know when to 
stop growing. 

It’s got itself a pretty 
good build: metalized 
on the sides to give it 
an expensive look, and 
synthetic on the back. It 
isn’t, in fact, expensive, at 
Rs 11,999, and not a bad 
option for someone who 
wants a tab they can slip 

into a bag. Handy is the 
word that comes to mind 
when I pick it up every so 
often in the day. Except 
that I have a phone that’s 
just a little smaller than 
the tablet is so it’s fairly 
superfluous for me as it 
could be for many others 
who have a large phone.

The Stellar A2 runs on 
an 1.7 GHz octa-core Me-
diatek processor with just 

Rs 
11,999

AFTER HOURS      GADGETS   & GIZMOS

A LITTLE BUDDY

The Stellar A2 from 
iBall has a good build 

and is a smooth 
operator. But I 

wouldn’t buy it for 
the cameras it touts 
By Mala Bhargava
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1GB of RAM and 8GB of 
storage space. But it does 
have space for a micro-SD 
card. You’ll wonder where 
that is housed on this de-
vice until you try to tackle 
the tough task of opening 
the little panel at the back 
and bottom of the device. 
There, you’ll find two SIM 
slots as well. You can call 
using this tablet and a set 
of earphones with mic.

The tablet is on 
Android KitKat and is 
smooth performing. It’s 
just that the 1280x800 
pixels IPS display is a 
little blocky and un-
finessed. It’s bright 
enough, but not crisp. 
If you need a fabulous 
screen, you’ll have to look 
further up the food chain. 

The big USP claimed 
by the maker is the set of 
two 8MP cameras on the 
device. This should have 
been really cool except 
that the images are a little 
pinkish-blue and dark, 
proving that sheer mega-
pixel power counts for 
little. It’s meant for “selfie 
addicts” but honestly, 
smartphones will do that 
job better.

There are many situ-
ations in which a tablet 
like the Stellar A2 will be 
a good fit. Businesses that 
need to give on-the-go 
workers a device to record 
data, for example. Or 
indeed, a toy and learning 
tool for a little girl who 
could drop it, but hope-
fully won’t.  

W
HEN photography was still in its 
analogue era, Edwin Land un-
veiled the first commercial instant 

camera in the year 1948. A few years later 
Polaroid stepped in, improved the process 
and patented the technology. Sadly, the 
company couldn’t keep up and today Fu-
jifilm is the sole maker of instant cameras 
and instant films.

The company recently announced a 
bunch of instant cameras in India ranging 
from Rs 6,444 to Rs 10,999. The most 
affordable of the lot is the Instax Mini 8 
which comes in a variety of peppy colours 
including white, black, blue, pink, yellow 
and purple. It is a simple point and shoot 
camera which uses a cartridge of instant 
films which are loaded at the back of the 
camera, similar to a film-based one. A 
standard cartridge contains 10 instant 
films which cost approximately Rs 500 for 
a pack. This might not sound a very cost 
effective way to get 10 small photos, but 
since you instantly get a print, your time 
and cost to get your photos printed from a 
photo studio is reduced. 

The shutter speed of the camera is fixed 
at 1/60 and the flash always fires, which 

can be annoying at instances like when 
you are shooting under the bright sun. 
The camera is very easy to use as there 
aren’t any settings on the camera except 
for brightness control via four modes; In-
doors, Cloudy, Sunny and Bright. Basically 
these settings offer different aperture 
settings varying from f/12.7 to f/32. The 
viewfinder on the camera is disappointing 
as it is very tiny and the coverage area is 
also very less, which means that what you 
frame in the viewfinder is not the same 
in the photos. The small glossy photos 
definitely give you nostalgia even though 
the quality is not top notch. Frankly, one 
cannot expect high quality prints from 
such a low-priced camera.

This camera is not for your everyday 
usage as a digital camera or even your 
smartphone offers better quality and are 
more practical. The instant camera is 
rather a fun tool to have for those special 
memories like a birthday party or a trip to 
Disneyland, or for someone who prefers to 
have a physical copy rather than staring at 
his/her display. 

Rs 
6,444 

PHOTOGRAPHY NOSTALGIA
Fujifilm is on a mission to keep the 
tradition of instant cameras alive with the 
new Instax series By Kunal Khullar
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DRIVE SAFE, 
SAYS FORD

The Figo Aspire isn’t just stylish but has 
safety features with a twist of tech

 By Mala Bhargava

The key can be  
programmed to 
set a speed limit

Up to 10 devices 
can be paired 
in case several 
people happen to 
be using the car 
at different times 

T
EENS ARE NO DOUBT 

going to want to 
jump right into 
the Figo Aspire 
and make off with 

it, but if they’re aiming 
to zip around unchecked 
into the crowded streets 
of India’s cities, they can 
think again. The keys to 
this snazzy beauty can be 
programmed to set a speed 
limit and any attempt to 
rev up beyond that just 
won’t work. “MyKey” as 
this feature is called, is 
one of the features Ford 
is putting in to encour-
age safe driving in India. 
The volume of the in-car 
music system will also be 

restricted so that the ten-
dency to drive with pound-
ing dangerously loud 
music is also controlled. 
Less fun for some — but 
safer for everyone.

That’s one of the smart 
tech features in Ford’s new 
Figo Aspire which will be 
launched sometime close 
to August. Ford won’t let 
us in on the price just yet, 
but the various models are 
estimated to cost between 
Rs 5 lakh and Rs 8 lakh. 
It’s in the same segment as 
the Swift Dzire, Hyundai 
Xcent, Tata Zest and 
Honda Amaze. 
The Figo 
Aspire 
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Built into the 
dashboard are 
controls for a 
smartphone and 
music system

Ford’s SYNC 
AppLink lets you

 make calls, control  
the music and  
navigate using 

MapMyIndia
 maps

is the first Ford to be 
manufactured out of the 
American car maker’s Gu-
jarat plant, so yes, a “Make 
in India” product. It’s the 
first of three new products 
Ford plans to launch in 
India over the next twelve 
months.

This sub four-meter 
compact sedan has man-
aged to merge style with 
economy rather well. 
Best in plush red, it has 
an Aston Martin style 
grill and long swept-back 
headlamps. The styling, 
unlike so many other cars, 
isn’t squat and stolid but 
streamlined, giving a look 
of momentum. There are 
echoes of the Ford Fiesta 
and popular Ecosport here 
and there and overall, it’s 
not a departure in design 
but very much unmistak-
ably Ford. The interiors 
are sporty, leathery and 
rich with enough head-
room and legroom though 
squeezing in more passen-
gers will be uncomfortable. 

Other safety features 
include warnings on the 
seat belt not being on, but 
unlike other cars that do 
the same, the Figo Aspire 

has an additional surprise 
up its sleeve: you won’t 
be able to play the music 
unless the seat belt is on. 
This way, those who ignore 
warning beeps and get 
used to them, the with-
holding of music should be 
enough encouragement to 
belt up. The car has six air 
bags and their deployment 
in case of an accident will 
call for emergency help, 
using the phone. There 
are also smart warnings 
on fuel level, with enough 
time to act on the alert.

Built into the familiar 
dashboard are controls for 
a smartphone and music 
system. MyFord Dock lets 
you dock your phone (no 
matter which one, Ford 
says) and charge it or use it 
to connect to the enter-
tainment console or use 
apps in a more safe way, 
using voice con-
trols. A button 
on the steer-
ing triggers 
openness 
to voice 
commands. 
Once paired 
with Bluetooth 
(no NFC yet), 
Ford’s SYNC AppLink 
will let you make calls, 
control the music and 
navigate using MapMyIn-
dia maps. You can also get 
cricket scores via CricInfo. 
Ford is keen for developers 
to create apps to use in-car 
with AppLink and is talk-
ing with other partners to 
enable more apps. Food 
apps, flight info and other 
useful apps would make 
sense in a car like this, 
but partnerships are not 

finalised yet. The idea is to 
reduce distracted driving 
and drivers looking down 
at their phones and get 
them focused on the road 
more.

The connectivity for the 
tech you will use in-car 
is borrowed from your 
smartphone, so you will 
need a healthy cellular net-
work. Up to ten devices can 
be paired, in case several 
people happen to be using 
the car at different times.

The Ford Figo Aspire 
will come with two engine 
variants: a 1.2-litre TiVCT 
petrol and a 1.5-litre TDCi 
diesel. Both will work with 
a 5-speed manual gearbox. 
There are electronically 
adjustable ORVMs.

Bookings have begun 
for the Ford Figo Aspire, 
but whether this entry level 

sedan will be as popular 
as the Ecosport or 

even the Figo, 
we’ll only 
know over 
the coming 
months. The 
tech features 

are a begin-
ning, but old 

habits die hard 
and we’ll see whether 

drivers stop glancing at 
their devices for navigation 
and communication and 
change to using the phone 
while it’s docked into the 
car’s system instead. Either 
way, of course, the in-car 
Wi-Fi comes from the 
phone. It’s also interesting 
to see how smartphone-de-
pendent new cars are going 
to be, going forward. 

MyFordDock 
lets you dock 
your phone 
and charge it
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MAKING SHORT  
OF NEWS
A SNAZZY LITTLE app called News 
in Shorts makes short work of news 
while at the same time looking nice 
and visual to prevent you from get-
ting bored. You have one half of the 
screen taken up by a photograph. 
The bottom half has the short head-
line and a para summarising the news 

it relates to. 
If you want to 
know more, just 
swipe to get 
the original and 
full article from 
the originating 
source. If you’re 

done with an item, flick from bottom 
to top and you get to the next item. 
This is really great for news “snack-
ing” when you’re busy, or otherwise 
want to be aware of the top stories. 
You can select from among several 
subject categories. The app also 
has a card-based widget. Sharing 
from News in Shorts however, leads 
back to the app, which is downright 
annoying.

IT COMES 
RECOMMENDED
THERE ARE NOW groups on Facebook, 
such as Gurgaon Moms, in which 
members help each other find all 
sorts of stuff, including local busi-
nesses. Now a new app, Toost, takes 
a similar approach. Download it free 
on an Android device and when you 
open it, it reads your contact list and 

flags unknown 
callers. Then it 
picks up what-
ever numbers it 
thinks are busi-
nesses or ser-
vices — your 
electrician, a 

doctor, plumber, etc. — and presents 
them to you to recommend or ignore. 
If you recommend them or give a 
rating, others in your contact list 
using the app can benefit from this. 
If everyone keeps this up, you soon 
have a network of people reviewing 
and recommending local businesses 
—and that can be most useful. Toost 
also flags spam numbers and gives 
you caller ID.

A VIRAL 
PASSTIME

IMGUR, AN 

APP on both 
iOS and 
Android, aims 
to be a sort of 
Instagram of 
viral images. 

You can post and browse through 
an endless stream of pictures, GIFs 
and memes whiling away time and 
having yourself a laugh. 

It’s a fuss-free sign-in and noth-
ing much to do after that but swipe 
through the stream. While Insta-
gram focuses on photos of things 
as one wants them to be, Imgur is ir-
reverent, in-your-face humour — at 
least according to a young majority 
online. 

And that’s a reason why anyone 
who wants to market to this genera-
tion should have a look. Virality is a 
strange beast that no one has been 
able to quite pin down, but flipping 
through images will give you an 
overall picture of what this mobile-
first generation has on its mind.

WHAT 
HAVE  
YOU  
APPS
Spend your time recommending 
local businesses, flipping through 
pictures or reading news  

By Mala Bhargava
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What Twitter  
Needs 
Twitter is like a cocktail party where everyone talks rubbish 
at the same time. Its sheer chaos puts new users off

By Mala Bhargava

HEN HE VISITED INDIA FOR  
the first time in March this 
year, I thought Twitter CEO 
Dick Costolo looked none too 
happy — for a former comedi-
an. The “Digital Samvad” ini-
tiative with the government 
and the acquisition of ZipDial 
to encourage non-active users 

to get tweets with a missed call had their fifteen minutes 
of fame and then evaporated to leave Twitter stewing in 
its own troubles.

What troubles, many Indians may well ask, because if 
you’ve ever watched television in India, you won’t be able 
to escape hearing what Twitter thinks 
about every piece of news. Anchors 
switch between television screens and 
tweets as they announce their stories are 
now trending at #1 on the social network. 
Our current government and Prime Min-
ister, of course, took to Twitter like fish 
freshly introduced to water — so ironic 
when you look back to how much fun was 
had by politicians at the expense of the first tweeting minis-
ter, Shashi Tharoor. Twitter has, more than anything else on-
line, been a lifeline during disasters and has played no small 
part in making and unmaking governments. It’s also taught 
businesses a thing or two about who really owns companies.

But none of this has helped Twitter grow enough or fast 
enough to satisfy its inventers and the company is trading 
lower than its stock price at IPO in 2013. Shares jumped 
about 7 per cent when Costolo announced he was stepping 
down from July 1 with Jack Dorsey taking over as interim 
CEO. As Twitter searches for a new CEO, there are specula-
tions of whether it could be Adam Bain, Twitter’s current 
president of global revenue, or even co-founder Jack Dorsey 
himself. Whoever it will be, he’s got a job ahead of him be-
cause everyone agrees about one thing — Twitter doesn’t 
have enough users to be attractive to advertisers.

W
In the years since Twitter started in 2006 as a “micro-

blogging” site, social media has become a game for num-
bers. Twitter has 320 million active users, but the more 
staggering figure, said to be about a billion, is the people 
who signed up, took one look, and fled. If you were to look 
around you, you’ll find that while journalists, politicians, 
activists, and of course businesses and social media mar-
keters, are comfortable on Twitter, young people are not. 
They flock to their Snapchats and other messengers and it 
doesn’t help that Twitter has finally now tried to become 
a bit of a messenger by removing its 140 character limit 
from direct messages. By now, there are too many other 
options. The incentive for young people to be on Twitter is 
low. It’s like a cocktail party where you don’t know anyone 

and they’re all talking rubbish at the same time anyway. 
“It’s too many opinions and topics and very tedious to keep 
abreast of everything that’s flying around,” said one young 
girl I asked. An active user said she loved Twitter because 
so many odd and bizarre ideas could be shared freely, “You 
can talk as much as you like about your interests and no one 
cares,” she said. But obviously she is in the minority and 
the greater number consists of those who find Twitter too 
chaotic and the onboarding so difficult that it makes them 
feel like they’re the only ones too dumb to follow conversa-
tion. The intimidating trolls, the speed with which content 
randomly streams past is just too overwhelming to keep 
users involved — which is just what Twitter needs. 

The incentive for young people to be on 
Twitter is low. The intimidating trolls, the speed 
with which content randomly streams past is 
just too overwhelming to keep users involved

mala@pobox.com, @malabhargava
For other columns by Mala Bhargava, visit www.businessworld.in

THAT’S IT
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W
ITH ‘MAKE IN 
INDIA’ BECOM-
ing a national 
ambition, 
D.V. Kapur’s 

remarkable account of the 
early years of the National 
Thermal Power Corpora-
tion (NTPC) must be read 
by India’s industry leaders 
and policymakers. Indus-
trialists complain that it 
is very difficult to make 
in India. It was even more 
difficult to make in India 
in the 1970s when NTPC 
was created. The country’s 
industrial base and its 
infrastructure were even 
less developed then and 
imports of technology and 
components were severely 
restricted. Kapur recounts 
how every constraint on 
NTPC’s growth was taken 
as an opportunity to learn 
something that NTPC had 
not done before. Kapur 
and his team focused 
on rapid learning and 
building institutional 
capabilities which helped 
achieve results that were 
unexpected from an 
Indian organisation at 
that time. That NTPC 
was a government-owned 
organisation, subject to 
government rules and pro-
cedures, makes the story 
even more compelling. The 
spirit of ‘if it must be done, 
we will build our capabili-

ties and get it done’ was the 
indomitable spirit of the 
institution Kapur built. 

‘Make in India’ will suc-
ceed when leaders of enter-
prises in India —whether 
owned by Indians or 
foreigners — build the ca-
pabilities of organisations 
to produce products and 
services of world-beating 
standards. The capability 
of an enterprise to do what 
it could not do before lies 
in the spirit of its people. 
The author emphasises the 
critical role of the human 

side of the enterprise — the 
development of skills of 
workers, engineers, and 
above all, managers; the 
nurturing of trust among 
them; and the pride people 
take in what they do. Kapur 
describes the turnaround 
of  the ailing Badarpur 
thermal power plant which 
was handed over to NTPC. 
No laws were changed. Yet 
the workforce was down-
sized and performance 
standards were vastly 
improved. Because trust 
was built, capabilities were 

improved, and employee’s 
respect for their organisa-
tion was enhanced. 

Some years ago, a 
famous Indian film-maker, 
who was making a docu-
mentary to commemorate 
NTPC’s silver jubilee, told 
me this story: he once 
asked an employee of 
NTPC in one of its remote 
locations what he would 
like to do in his next life. 
The answer was, to work 
with NTPC again! People 
take pride in learning to 
do what they cannot do, 
and to do it to standards 
that they could not before. 
This is the joy of doing good 
work. It is a joy that perme-
ates Kapur’s book. 

He writes about his deep 
dismay too — with the 
‘chalta hai’ approach to 
projects in India. Dead-
lines are blithely missed 
with no consequences. 
Our leaders have not 
focused on the managerial 
capabilities that must be 
built for India to catch up 

THE BLOOM IN THE  
DESERT: The Making 
of NTPC
D.V. Kapur 
HARPERCOLLINS INDIA 
Pages 296; Rs 550 

LEAD 
REVIEW

LEADING 
THE CHANGE

BY ARUN MAIRA

Kapur recounts 
how every 
constraint on 
NTPC’s growth 
was taken as an 
opportunity to 
learn something 
that NTPC had not 
done before
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F  
AILURE FASCINATES 
AND INTRIGUES ME” - 

Thus begins possibly 
the most compelling book 
on entrepreneurship to 
come out of India. Ronnie 
Screwvala, the founder of 
UTV, is, of course, no fail-
ure by any standard. A pio-
neer of several revolutions 
in the Indian media and 
entertainment industry — 
cable television, five-days- 
a-week soap operas, digital 
animation, gaming — he 
has done it all, and set the 
benchmark for entrepre-
neurs across industries.

And yet, in his story — 
passionately retold in his 
autobiography Dream 
With Your Eyes Open 
— failure (often, just a 
setback) makes a constant 
appearance. The differ-
ence, as he says, is your 

attitude. He starts with 
the example of the first 
Bollywood movie he made 
— Dil Ke Jharoke Main, 
which nobody will even 
admit to having watched, 
he says. But he didn’t stop. 
Between 2006 and 2012, 
UTV won 25 national 
awards with nine films, 
sweeping the categories for 
three of those years.

But that is not to say that 
there was no method to his 
madness. Before the media 
foray, there was Lazer 
Brushes, which went on to 

become the largest manu-
facturer of toothbrushes 
in India. Screwvala was 
at a toothbrush making 
factory in London, when 
he spied what appeared to 
be brand new machines 
but were actually three-
year-old and being readied 
for sale as scrap. Then in 
his early 20s, without a 
rupee to his name and 
with zero knowledge about 
the toothbrush industry, 
he still figured that if he 
brought those machines to 
India, he could make them 

KICKSTART YOUR 
DREAM

with rapidly developing 
countries like China. 

Kapur explains the 
necessity of professional 
‘project management’ 
methods. These are 
learnable methods. The 
Planning Commission 
had noted that in 2000, 
both China and India had 
fewer than 100 interna-
tionally certifiable ‘project 
managers’. Within 10 
years, the number in 
China was in many 
thousands; in India only a 
couple of hundreds. Chi-

na’s very impressive hard 
infrastructure is admired. 
The ‘soft ’  infrastruc-
ture and skills that have 
enabled China to build it 
are not noticed. It is not 
enough to throw money 
into infrastructure. The 
money must be well used. 
Projects must be complet-
ed on time. Then only will 
more money be invested 
in more projects. It does 
not cost much to build 
project management 
skills or the skills to build 
faster learning industrial 

enterprises that have been 
mentioned before. It 
requires a recognition, by 
those who are responsible 
and must lead the change, 
that these ‘soft skills’ are 
the indispensable keys to 
industrial development 
and growth, and must be 
followed by a determined 
effort to build them. 

The author makes 
references at the end of 
his book to other success-
ful examples of ‘Make in 
India’. One is Maruti. The 
other that he only names 

is the erstwhile TELCO 
led by Sumant Moolgao-
kar. By the 1980s, TELCO 
was not only making 
in India, but exporting 
trucks and buses made in 
India to over 50 countries 
where it competed with 
much larger, international 
producers.  We Indians 
can do it, when we learn 
how to do it.  

DREAM WITH  YOUR 
EYES OPEN:  An Entre- 
preneurial Journey  
Ronnie Screwvala;  
RUPA PUBLICATIONS  
Pages 208; Rs 500

work for 10 or 20 years. 
Then began the scramble 
to raise the required funds 
to import them within 60 
days. Armed with a Letter 
of Intent from a company 
which was hooked by the 
promise of advanced 
technology, and a bank 
loan, he pulled it off. That 
gumption plays out over 
and over again in each of 
his ventures as he details 
them, and quite dramati-
cally, betraying his theatre 
roots, over the book.

When he was first build-
ing the cable TV empire, 
he personally went door 
to door selling the idea 
of a cable TV connec-
tion to people. When the 
iconic teleserial Shanti 
was planned, they had to 
shoot one episode a day to 
meet the target of airing 
all five afternoons a week. 
When he marked a foray 
into digital animation, he 
had to train a team of 400 
in animation. But he did it, 
and as we all know, lived 
to tell the tale. In 2013, 

BY ABRAHAM C. MATHEWS
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Screwvala sold his stake in 
UTV to Disney for around 
Rs 900 crore, turning his 
attention towards rural 
India.

This book talks about 
what it takes to succeed in 
a world that is not neces-
sarily flat, and when you 
aren’t born with the silver 
spoon. Did luck play a 
role? He strongly advises 
you to downplay the idea 
of luck as a necessary ingr- 
edient (The first two times 
he planned an IPO, the 
markets crashed), attrib-
uting hard work and focus 
on goals as the real source 
of success. Entrepreneurs 
don’t worry about whether 
or not the world is flat, he 
says. They are too busy 
building businesses.

But ‘what is most fas-
cinating is the tiny bits of 
advice he gives for young 
entrepreneurs, and even 
other professionals — like 
not interrupting people 
mid-sentence, treating 

your employees as equals, 
or setting the right tone 
and culture at the top of 
the organisation. He gives 
a peek into the constant 
networking (He does his 
deals directly, rarely using 
investment bankers), talks 
about relying on instinct 
(including the times when 
it backfired) and about 
exiting businesses (“You 
can’t time exits”).

“It’s all possible,” he says, 
in conclusion. “Dream your 
own dream... dream with 
your eyes open”.   

I
NDUSTRY BODY NASSCOM  IN 
its recent report on startups 
says that India will see nearly 

11,500 startups by 2020. With 
over 3,000 startups in the city 
in 2015, Bengalore is already 
home to the largest number of  
startups in India. Of these, 10 
technology startups that have 
flourished in the city are the 
subject of Startup City: Ten 

Tales of Exceptional Entrepreneurship from Banga-
lore’s Software Miracle (Collins Business) by authors 
Moloy Kumar Bannerjee, Siddharth Bannerjee and P. 
Ranganath Sastry. 

The book shows how Bharat Goenka founded 
accounting software Tally Solutions out of sheer 
necessity — to help his father run their textile busi-
ness using computers for functions such as account-
ing. It describes Microsense founder N.V. Krishna, an 
IIT and IIM graduate, as a “reluctant” entrepreneur. 
Microsense provides a software for billing and au-
thentication solutions to businesses, as well as Wi-Fi 
and specialised Internet facilities in public areas such 
as in the hospitality industry or at airports. Tales of 
struggle and determination are chalked out in detail 
across the chapters. The authors have also provided a 
list of URLs that serve as a guide to budding entrepre-
neurs. The book shows that success in entrepreneurial 
endeavours doesn’t come easy and perseverance and 
the will to learn always comes in handy.    

Smart Hub

A pioneer of 
several revolutions 
in the media and 
entertainment 
industry, 
Screwvala set the 
benchmark for 
entrepreneurs 
across industries
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RETHINC 
T.T. RAM MOHAN  
(Random House)    
Rs 499

An IIM-A 
professor on the  
issues that ail 
Indian corpo-
rates and how to 
solve them

DISRUPTING DIGITAL 
BUSINESS
R. ‘RAY’ WANG 
(HBR Press) Rs 895

Businesses 
need to pay att- 
ention to all 
aspects of 
transformation  
in order to grow

WORK RULES  
LASZLO BOC 
(Hachette)  
Rs  599

Google’s head 
of people 
operations on 
how to change 
the way we work 
and live

ONLINE GRAVITY  
PAUL X. MCCARTHY
(Simon & Schuster)  
Rs 599

How rapid  
advances in 
the Internet is 
changing the 
face of work and 
employment 





108 | B W B U S I N E S S W O R L D | 30 June - 13 July 2015

How inventive 
intelligence 

comes handy in 
a non-traditional  

environment

T 
HE FLOW OF THE KAVERI, 

THE GREAT RIVER OF 

south India, is arrested 
at Tiruchirappalli in the 
state of Tamil Nadu by 

a stone dam built by the Chola kings 
in the second century ce. In Tamil, the 
local language, the 2000-year-old dam 
is called kallanai (kallu= stone; anai= 
dam), but it is more popularly known 
by the name the British colonizers gave 
it—the ‘Grand Anicut’. The word ‘anicut’ 
is perhaps a corrupted combination 
of two Tamil words — anai and kattu 
(build) — designed to roll easier off 
English tongues.

However, the anicut is not technically 
a dam but a stone weir — weirs are 
rather low structures that are built 
across rivers not so much to stop 
their flow, but more to break them 
into multiple streams that are more 
manageable from the perspective of 
irrigation, and also, often, to prevent the 
river from flooding. The Grand Anicut, 
in particular, is a 5.4-m-high wall that is 
29 m long and 20 m wide and separates 
the Kaveri into four streams: Kollidam 

THE  DAM 
DESIGNS

AFTER HOURS     BOOK EXTRACT

Aru, Puthu Aru, Vennaru and Kaviri.
Although the Grand Anicut was 

built many centuries ago,our story 
begins much later. In 1827, a twenty-
four-year-oldBritish engineer, Major 
Arthur T. Cotton, was charged with the 
task of inspecting the Grand Anicut. 
The young engineer recommended 
some minor but urgent repairs to the 
structure. The British Government of 
Madras, however, dragged its feet. It 
did not do anything until 1830, when, 
ironically, Arthur Cotton himself, and 
his younger brother and assistant, 
Frederick Cotton, also an engineer, were 
again tasked with re-examining the 
Anicut.

Following this second inspection, 
the Cottons were commissioned to cut 
sluices in the Grand Anicut through 
which the silt sediment that had built up 
over the centuries would flow out.

The Madras School of Engineering: 
2000-Year-Old Lessons in Frugal 
Innovation: Lady Hope, Arthur 
Cotton’s daughter, recounts a 
memorable event in her biography of 
Arthur Cotton. Upon cutting the Grand 

BABA PRASAD
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Anicut, Frederick discovered a strange 
fact. To his amazement, he found that 
the Grand Anicut was not — despite 
its name — a stone wall at all. Rather, it 
‘was hardly more thana mass of rubbish, 
mud, stones, and logs of wood, the safety 
of which depended solely on its then 
plastered surface’. As Bret Wallach, a 
cultural geographer and professor at 
the University of Oklahoma, sums up, 
‘It was an important, perhaps even a 
revolutionary discovery: simple inertia 
had been great enough to withstand 
sixteen hundred annual floods.’

What is important to us today is that 

for Arthur and Frederick Cotton, this 
discovery gave rise to what they termed 
‘The Madras, or the Cheap School 
of Engineering’ — a model of ‘frugal 
innovation’ that the Cholas had built, 
almost 2000 years before the term was 
reinvented with its modern fad status 
among management theorists.

After the Grand Anicut cleaning 
project was completed, Arthur Cotton’s 
next project was to build the Coleroon 
Anicut, slightly downstream across the 
Kaveri (Coleroon was the Anglicized 
name for Kollidam). 

Here, Cotton applied what he had 

learned from the Grand Anicut: instead 
of a grand European style of dam, he 
chose a minimalist design. And we can 
say that he had learned the lesson well, 
for the Coleroon Anicut stands even 
today, irrigating a vast tract of about 
half a million acres. Some modern 
refurbishments had to be made over 
the years, and sometime later a similar 
dam had to be constructed further 
downstream when the river threatened 
to change course; but, despite this, 
the Coleroon Anicut is a shining 
example of the Madras Cheap School 
of Engineering. Emboldened by his 
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experience at replicating the design of 
the Grand Anicut in his work on the 
Coleroon anicut, Arthur Cotton used 
the same minimalist, resource-savvy 
design in a tremendously ambitious 
project elsewhere. 

As Frederick Cotton writes, It may  
be of interest to those who are following 
Sir Arthur in his work in Hydraulic 
Engineering that the most important 
step in his education was the lesson he 
learned from the builder of the so called 
grand anicut ...it gave him, even with  
the slender means extended to 
engineers of that period, the power to 
control and master the greatest river of 
the country.

And the ‘greatest river’ that Frederick 
Cotton is referring to is the Godavari. 
The Godavari is the second-largest  
river in India (after the Ganga) — it 
starts in the western mountains in 
the state of Maharashtra and runs 
south-east for roughly 1465 km 
(approximately 900 miles) across the 
Deccan Plateau through the states of 
Andhra Pradesh and Telangana and 
empties itself into the Bay of Bengal on 
the east coast of India. Its basin extends 
over nearly 3,13,000 sq km. Before 
joining the sea, the river divides into 
two at Rajahmundry and forms a large 
delta. The British estimated that the 
maximum discharge of the Godavari 
was more than 200 times the water of 
the Thames and three times that of  
the Nile. Until about the mid-
nineteenth century, however, the 
parts through which the mighty 
Godavari flowed ironically suffered 
from repeated famines — there was no 
structure to harness the river, which 
often flooded the region. In addition, 
the region, which cultivated cotton 
with its rich black soil, was facing severe 
competition from the cotton factories 
of Manchester. Consequently, farmers 
in the region were poverty-stricken and 
virtually hopeless.

Arthur Cotton, following his 
experience with repairing the Grand 

Anicut and then building the Coleroon 
Anicut, proposed to the British 
government that a major project be 
undertaken across the Godavari. 
And thus, in 1847, Arthur Cotton was 
commissioned to build a dam across 
the river. Cotton chose a spot close to 
the village of Dowleswaram, where the 
river is approximately 6 km (3.5 miles) 
wide, but is broken by three islands 
which together cover about a kilometre 
and a half. The Godavari Anicut, also 

called the Dowleswaram Barrage, was 
completed in 1852 as four twelve-foot-
high anicuts that span 4 km (2.5 miles), 
and irrigate a million acres. The success 
of the project can be seen in the effect 
it has had over the last century — what 
was an impoverished, famine-struck 
area in the mid-nineteenth century has 
been transformed into a resource rich 

and prosperous region today—in fact, 
one of the most wealthy regions of India. 
Arthur Cotton is well regarded even 
today by the people of the two states.

Frederick Cotton wrote about  
his brother:
The fact was learned from an engineer 
of old times, but the courage with which 
Sir Arthur put the idea into practice in 
his great works was all his own. . . . The 
four anicuts he built across the Godavari 

are not solid masses of masonry, but 
surface coatings of stone over the sand 
of the river bed, for which he substituted 
cut-stone for the plaster of the early 
engineers, but the principle was the 
same. . . . Indeed, the cheap School of 
Engineering, which he did much to 
introduce is, it appears, set aside for 
the extravagant system of England. 
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And, after all, what is good engineering 
but economy! Any engineer can do 
anything with money; the question is 
how to do great things at little cost.

Inventive Intelligence and  
Inventive Agility
The story of Sir Arthur Cotton and 
the construction of the Coleroon and 
Godavari anicuts in nineteenth-century 
India provide a remarkable illustration 
of the use and the impact of inventive 

intelligence. Inventive intelligence, 
as its name obviously indicates, 
becomes necessary when a creative, 
non-traditional solution is required 
for a problem. It becomes particularly 
apparent when a leader or a company 
draws lessons from one domain and 
applies it to another context or domain.

While operational intelligence 

drives the process of adaptation as 
it makes scale and scope changes in 
accordance with the environment, 
inventive intelligence drives 
innovation, often resorting to an 
alternative process of exaptation. 
Exaptation is an evolutionary process 
by which biological organisms find 
alternative uses for features they 
already possess. A classic example 
is that of birds — feathers originally 
evolved to help birds fly, but, over 
millennia, they became useful 
in regulating body temperature. 
The connection of exaptation to 
intelligence is brought out by a simple 
unconscious act that we often execute 
in our daily lives: to change a light 
bulb, if we do not have a stepladder, we 
use a chair. The chair is designed for us 
to sit on, but of course, it can be used to 
change a light bulb. In extending the 
parallel to innovation, exaptation may 
create new uses for a product either in 
the same market or in different.

What Inventive Intelligence Does
Inventive intelligence provides 
tremendous advantages to the leader 
or the agile organization. Among 
others, three critical roles of inventive 
intelligence are its ability to provide 
broad systemic perspectives, its 
ability to challenge the status quo and 
established dogmas, and its ability to 
complement the analytical perspective.

Broad Systemic Perspectives
Inventive intelligence is most useful in 
discerning the uniqueness of individual 
phenomena and using this knowledge 
to make connections and establish 
interrelationships between diverse 
phenomena. Since creative insight 
comes mostly from perceiving the 
everyday world, inventive intelligence 
is critically involved in transforming 
sensory experience into deep insight.

Challenging the Status Quo
Inventive intelligence and inventive 

agility drive that flash of creative insight 
that combines seemingly unrelated 
phenomena in ingeniously productive 
ways. While analytical intelligence is 
concerned with the question ‘Why?’ and 
operational intelligence is concerned 
with ‘How?’, inventive intelligence 
is centred on the question ‘Why 
not?’. Thus, a person or organization 
possessing high inventive intelligence 
is able to quickly think of solutions that 
challenge established orthodoxy with 
out-of-the-box perspectives.

Enhance Analytical and Operational 
Agilities
Inventive intelligence enhances the 
analytical agility of an agile leader or 
organization — as analytical agility tries 
to resolve ambiguity through analysis, 
inventive agility helps to connect the 
dots and see patterns that enable the 
analysis and judgement. In conjunction 
with operational intelligence, inventive 
intelligence is able to visualize the 
practical details in implementing ideas, 
and to adopt an appropriate course of 
action for a given situation.

Shaking Up the Organization
Inventive intelligence becomes useful 
when creative solutions are needed, 
or when the status quo needs to be 
rattled. Given its ability to deal with 
ambiguity, inventive intelligence assists 
in handling situations in which there 
are no clear-cut data or solutions, and 
there need to be a lot of experimental 
forays and judgements based on the 
results of those experiments. Finally, 
inventive intelligence is useful whenever 
it is necessary to see the forest rather 
than the trees — larger contexts and 
connections becomes visible with 
inventive intelligence, which may add 
more value to analysis and operations 
that have been taking more limited 
perspectives. 
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Knight Rides West
He is out conquering new territories yet again. This time, it’s 
the West. Bollywood superstar and Kolkata Knight Rid-
ers owner Shah Rukh Khan, along with Juhi Chawla and 
her husband Jay Mehta, has bought Caribbean Premier 
League (CPL) team Trinidad & Tobago Red Steel. It is the 
first instance of an IPL franchise investing in an overseas 
Twenty20 league. “This is in line with our vision to expand 
globally and we are thrilled to become part of the great 
cricketing tradition of Trinidad & Tobago. We hope to bring 
all the best practices of KKR to the T&T franchise,” Khan 
said of the acquisition.

Passing The Baton
The 84-year-old media mogul RUPERT MURDOCH is 
ready to cut back on his work. He will stand down 

as CEO of 21st Century Fox at the 
end of June, handing over the reins 
to his son James. Murdoch, who is 
currently chairman and CEO of the 
company, will become executive 
co-chairman alongside his eldest 
son Lachlan. Chase Carey, the 

president and chief operating officer of 21st Century 
Fox, will leave those posts as James takes over, but 
stay as an advisor on the board.

Spot-fixing
Union External Affairs Minister SUSHMA SWARAJ 
has come under fire for helping tainted former IPL 
boss Lalit Modi in getting travel documents from 
UK authorities. The Opposition parties alleged a 
conflict of interest after reports said that Swaraj’s 
daughter had represented Modi in court, and 
demanded her resignation. Modi is wanted by the 
Enforcement Directorate for alleged financial 
improprieties in the money-spinning IPL.

EXTRA COVER
Cricketer YUVRAJ SINGH has gone where no Indian 
celebrity has ever ventured before. The out-of-favour 
all-rounder has turned angel investor, floating a $10 
million fund with the ambition of fostering the next 
generation of Internet entrepreneurs. Betting money 
on enterprises that have nothing to do with cricket is 
a big risk, but Singh sees this as an opportunity that 
could well be the next big thing for him after cricket.

SUNSET?
The Union home minis-
try has denied security 
clearance to 33 televi-
sion channels belonging 
to KALANITHI MARAN-
controlled Sun TV Net-
work, one of India’s larg-
est media groups with 
a reach of more than 
95 million households. 
Maran has written to fi-
nance and I&B minister 
Arun Jaitley complaining 
that his company was be-
ing unjustly singled out.  
The Sun Network moved 
the Madras High Court for 
interim relief in the mat-
ter and has been granted 
a stay till the disposal of 
the petition.

END OF A SCRIPT
MAHINDER.K .KHANNA , 
popularly known as Mike 
in the ad world, passed 
away on 6 June 2015 at 
the age of 76. The erst-
while CEO of Hindustan 
Thomson Associates 
(now JWT) retired in 2004 
after spending over 38 
years with the agency in-
cluding two years at the 
helm. Following his retire-
ment, he assumed the 
role of chairman emeritus. 

PEOPLE            IN THE NEWS

Bows Out
One of the few Indians to head 
a global financial giant, ANS-
HUL JAIN stepped down as the 
co-chief executive of Deutsche 
Bank, as he was unable to cope 
with pervasive investor and 
employee disenchantment 
and regulatory woes that had 
a bearing on the performance 
of the bank. He will now work 
as an advisor to the bank until 
his departure six months later. 
Jain will neither receive any 
severance pay nor compensa-
tion for his services during 
these six months.

HOME COMING
J A C K  D O R S E Y  h a s 
stepped in as an “interim” 
CEO while Twitter con-
ducts a search for a CEO, 
fo l low ing the 
resignation 
by Dick Cos-
tolo. Dorsey 
returns to a 
job he had 
unt i l  being 
p u s h e d  o u t 
in 2008 from the 
firm he helped create. 
Dorsey is following in the 
footsteps of his Silicon 
Valley idol — Steve Jobs. 
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Prices of food items have tended to remain high despite the 
overall downtrend in inflation.BW|Businessworld looks at the 
movement of prices of some fruits and vegetables from the 
farm gates to the retail consumer to understand the market 
dynamics that push up prices by nearly 300 per cent...

Compiled by Haider Ali Khan;  
Graphics by Prashant Chaudhary
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Change in price from farm to fork in per cent

Figures are  prices in Rs/kg
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