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OBSESSION WITH THE CUSTOMER IS
THE NEW NORMAL: ATUL RAJA

exchange4media | February 16, 2023

Read Online

Obsession with the customer is the new

normal: Atul Raja

At e4m PR & Corp Comm 40 under 40 Summit Atul Raja, Executive Vice President, Global Marketing,

Wadhwani Foundation, delivered a keynote address

At the e4m PR & Corp Comm 40 under 40 Summit, Atul Raja, Executive Vice
President, Global Marketing, Wadhwani Foundation, delivered a keynote address on
the “The Changing Face of Marketing in an Increasingly Digital World', wherein he
delved into the ever evolving marketing and communications industries as more

interactions, transactions and everything in between move into a digital setting.

“There have been two defining shifts. The first is the strategic shift from brand-
centricity to customer centricity, which is almost complete. Given that the pandemic
has changed the rest of the world, why won't it change marketing? And point two is
the corollary of point one, in that obsession with the customer is the new normal

now,” he said.

Taking these as the two jumping off points, Raja proceeded to lay down ten points
which he said were involved with the transforming nature of marketing thanks to

increased digitization during and post the pandemie.

“Firstly, the very economics of marketing has changed. Even smaller players can enter
what I call the advertising dogfight,” he said adding, “I'm not saying that bigger
players with deep pockets don't still have an advantage, but they no longer have a
decisive advantage, and it's a more level playing field. So from a marketing

perspective, a higher spend may no longer translate into a higher ROL”

Secondly, Raja noted that inbound marketing has taken center stage, and with the
media landscape virtually exploding, the number of footfalls coming into all platforms

of these organizations is following suit. “These are the footfalls that have done a lot of
research and are very pre-purchase savvy, Inherent to this is a tectonie shift from
brand push to brand pull. When I started my career, we used to concentrate on
pushing what we want to say through ads in different media, but today we have to put
out what the consumers want to hear, and so inbound is changing the face of
communications.”

Thirdly, Raja said that content has taken pre-eminence over creatives. “At the time of
my induction into the advertising field, first we used to conceptualize creatives with
our ad agencies and the content used to come in as an afterthought and that too has
reversed today. Some brands are very content driven, like Zomato, which has a
million and a half followers on Twitter and two million on Facebook. You'd think a
brand like that would be concentrating on getting footfalls to their app, so how are
they getting so much traction on their social media channels? It's because they use so
much humour and local cultural cues. I think content plays a big role in Zomato’s
size.”

“Fourthly and critically, Data has come into marketing in a big way, and it is helping
marketing in smart decisions, and if vou look at scenario based marketing it is helping
in measuring the ROI on your marketing in a very scientific manner,” said Raja,
noting that recently, AB InBev said their sales have gone up by 80% by using the data
of their 2.5 billion customers, while Nike is snapping up tech companies, as examples

of how brands are harnessing the power of data.

The fifth point, Raja said, was that customers are increasingly promiscuous in their
brand relationships. “Be it a manufacturer or a retailer or any other organization,
their marketing departments are finding it very hard to find what will ensure
consumer stickiness. I think brand and customer loyalty are going to be the bane of
marketing in the future and will be very hard to figure out,” he said.

Another aspect is ad blindness. “50 per cent of internet users are averse to any kind of
pop-ups. When AT&T introduced the very first ad banner back in 1904, the CTR
(Click-through Rate) was 44 per cent, while today a CTR of 0.5 is considered very
healthy. So marketers are going to have to figure out whether it is still worth spending
on pop-ups and what are the alternatives,” noted Raja.

Seventh was the very changing nature of consumer engagement, with Raja observing,
earlier, the typical marketing funnel had a wide base at the bottom, and that used to
be called the considered set. He said, "It was where we attacked consumers first, then
went down another level and attacked them again, and then reached the apex of the
funnel where there are two three brands left and you would endeavor to be one of
them. But now there is no considered set and the consumer starts by having only two
or three brands so it becomes a channel to hit them directly and be on their list

because there is no second opportunity.”

Point number eight was the clutter and how brands could manage to avoid it. “I
personally feel that to avoid clutter is to become part of the clutter, High frequency is
high engagement. In six months’ time, I must have done 600 creatives. There used to
be a time when we gave front page solus ad on TOI and a back page premium ad on
HT, and we thought we were done for the quarter, but that's no longer the case,” said
Raja, adding that today you needed a creative factory to leave any kind of impression

on a consumer in a crowded market place.

“Then with digital media exploding today, I feel becoming human has become
paramount. Today consumers are looking at brand values and that the values are
those that they want to associate with. It's no longer just about functional features,
and this digital explosion is bringing the human side of the brands to the fore,” said
Raja.

And finally, “360 degree view of the consumer is paramount today. You have to
dissect your consumer and understand them and what they want from every side and
angle. It's all about deep consumer intelligence and insights, because if you don't
understand your consumer, they will move out of your value chain very soon,”
concluded Raja.
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REWIND 2022: 2022 HAS BEEN A PIVOTAL YEAR
FOR INDIA'S PUBLIC RELATIONS- ATUL RAJA

Adgully | December 27, 2022 Read Online

It's time to review the most significant industry developments
as the year 2022 draws to a close. Adgully is reviewing the

0.5 e =)
95 year 2022 for the M&E, advertising, digital, marketing, PR and
R EWl N D communications, along with leading names in the industry as
part of our annual Rewind series.

Recapping the year Ajul Raja, Executive VP — Global Marketing,

ATUL RAJA _ ) _

EXECUTIVE VP - Wadhwani Foundation shares how the year 2022 was a pivotal
CLOBAL MARKETING

WADHWANI FOUNDATION

year for PR Industry, his projections for the trends in 2023 and
much more.

2022 has been a pivotal year for India’s public relations,
marketing and advertising ecosystem, with businesses
adapting their strategies to meet the fast-changing customer demands. However, what remains clear is that increased
digitalization is transforming customer engagement through valuable and in-depth insights into consumer behaviour
patterns. This cuts across the advertising, PR and marketing landscape with 12 defining trends:

1 Customer-centricity with inbound marketing is taking centre stage.
2. Hyper-personalization has enabled a 360-degree view of the consumer.
3. The changed economics of marketing has led to a level-playing field for small businesses.

4 Consumers are becoming increasingly promiscuous in their brand relationships due to a plethara of new media
channels.

5 Ad blindness has become rampant, posing a dilemma for online marketers.
&. The traditional marketing and PR funnel no longer captures the shifting nature of consumer engagement.
/. Content is paramount and has surged ahead of creatives.
2. Data-led marketing and PR are the order of the day for informed decision-making.
9. High Frequency is high visibility - an essential antidote to clutter.
10 Issue Based Marketing and PR have come to the fore.
11. MarTech is now essential to analysing consumers, markets and PR.

12. Campaigns have become reversible, and Moment Marketing is the in-thing.

In 2022, | invested time and efforts in Al-led tools that increased efficiency and productivity and Omnichannel
Marketing, which provides a cohesive, seamless experience to the consumer and increases customer retention and
ROI. Integrating communication channels like websites, apps, social media, emails and chatbots proved to be a
rewarding experience.
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THE EMERGING SECTORS FAVORABLE FOR
WOMEN ENTREPRENEURS IN INDIA

Financial Express | November 21, 2022

The emerging sectors favorable for
women entrepreneurs in India

When women start their businesses, they create jobs for other women and help
empower them economically.

Updated: Novernber 21, 2022 1:32:54 pm
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By Atul Raja

Lack of proper education, access to finance, and social norms are just a few
factors inhibiting women's entrepreneurship in India. However, despite facing
wvarious barriers and stumbling blocks, women in India have gone on to create

flourishing businesses and jobs.

A study by the Global Entrepreneurship Monitor found that the number of
women starting businesses in India has increased by 50% since 2014, partly
due to the changing conditions for business growth, such as an increasing
pool of educated women, more capital-raising avenues, and supportive
government policies. Similarly, as per a report by Google and Bain & Company,
boosting women's entrepreneurship can create over 30 million women-owned
enterprises and generate 150-170 million jobs in India, which is more than 25%
of the new jobs required for the entire working-age population, by 2030,

So, which sectors are emerging as the most favorable for women
entrepreneurs in India? Here are details of four emerging and high-potential

sectors for women entrepreneurs in India.
E-Commerce

The Indian e-commerce sector is poised to grow exponentially, As per
GlobalData, it is estimated to reach the INR 7 trillion mark by 2023, Even the
smallest of local *Kirana’ stores or homemade food businesses hold the

potential to scale up exponentially over the next few years.
Also read| Majority of women job seekers prefer remote working

E-cormmerce business is amenable to the ‘'minimum investment, maximum
profit' concept and is, therefore, helping women entrepreneurs to start and
grow their businesses while working from the comfort of their homes or
creating their schedules. The relatively lesser investment and low entry
barriers, like doing away with large office spaces, encourage enterprising

women who grapple with limited mobility and cultural restrictions.
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The Green Industry

As per a study by TerraChoice, India has seen a 73% growth in the eco-friendly
product market over the last 5-7 years. The green industry is flourishing in
India for several reasons. First, the Indian government has been supportive of
the growth of this sector. Second, there is a growing awareness among Indian
consumers about the importance of environmental sustainability. And third, a

large pool of educated women is looking to start their businesses.

From setting up an organic store to investing their time in recycling waste,
from making clothes from plastic to establishing brands and factories for eco-
friendly toys and handicrafts, all these segments hold huge potential and
opportunity for women entrepreneurs in India as it opens up a gender-free
level playing field.

However, the twin challenges of lack of mentors and role models in this field
will need to be addressed.

HealthTech

HealthTech is one of India’s most rapidly growing sectors, with new startups
entering the market every day. According to a recent industry report,
‘Unleashing the Healthtech Potential' by RBSA Advisors, India's HealthTech
ecosystermn will be a $50 billion market by 2033, growing 39% CAGR between
2020 to 2023.

This sector offers several advantages to women entrepreneurs, including a
supportive ecosystem, a large talent pool, and a growing customer base. In
addition, many HealthTech startups are often founded by wormen with
experience in the healthcare industry. As a result, these startups have a deep
understanding of the needs of their custormers and can provide innovative
solutions that address those needs,

EdTech

EdTech has evolved as one of the fastest-growing sectors and offers many
advantages to women entrepreneurs, including a supportive ecosysterm,
access to capital, and a large talent pool. In addition, ed tech startups often

focus on providing innovative solutions to problems in the education system.

The reasons for this sector being high potential for women are not far to seek.
Firstly, women have played a pioneering role in the education system for
generations, and their involverment as teachers, mentors and school principals
has only accelerated with time. Secondly, wormen's inclination for nurturing
the youth, empathy and desire to mentor are well-known. Thirdly, the flexibility
that EdTech offers using technology and digital tools has made it even more
open to those keen on a work-from-home or flexible role. Lastly, with the new
work normal, inclusivity and empathy have come into focus which is given to
women.

Fernale entrepreneurship is not only gooed for the economy—it's also good for
society. When wormen start their businesses, they create jobs for other women
and help empower therm economically. In addition, female entrepreneurs are
often more likely than their male counterparts to reinvest their profits into
their cornmunities. This creates a virtuous cycle of growth and development
that can have a transformative effect on entire socleties. With more and more
sectors now offering an olive branch to women entrepreneurs, there is a big
potential to bolster the Indian economy to the next level.

(The author is executive vice-president, global marketing at Wadhwani
Foundation. Views expressed are personal.)
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HOW INDIA CAN BECOME A HUB FOR
WOMEN ENTREPRENEURS

Deccan Herald | November 20, 2022

How India can become a hub for women entrepreneurs
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Atul Raja, MOV 20 2022, 21:45 15T | UPDATED: NOV 21 2022, 07:24 15T
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Inrecent years, there has been a surge in the number of women entrepreneurs in India. According to a
report by NASSCOM, the percentage of women-led startups in India has increased from 8 per cent in
2014 to 13 per cent in 20189, This increase is attributable to several factors, including the rise of digital
media and e-commerce, the proliferation of mobile phones and other technology, and the changing
social norms.

The high potential of wemen entrepreneurship in India is corrohorated by a recent study by the Global
Entrepreneurship Monitor, which shows that Indian women are twice as Likely as men to start their
businesses and are more likely than men to see entrepreneurship as a good career choice. 5o why aren’t
mare Indian women beceming entrepreneurs?

The answer may lie in analysing some of the challenges women entrepreneurs face in India. Only 3 per
cent of ndian women have access te formal financial institutions, such as banks or micrefinance
institutions, This lack of access to capital is a significant barrier to entrepreneurship for women in India.
Then there are socio-cultural issues that often prove to be stumbling blocks like joint families, running a
household and business simultanscusly, lack of family suppart, a patriarchal society and mability
constraints. Also, historically, the lack of successful role medels has been a deterrent.

Alse Read: The Pune girl whe self-made it to the India rich list

Having said this, a steadily growing tribe of woman entrepreneurs in India provides a great deal of
confidence for a positive direction that the entrepreneurial landscape for women is taking, cutting
across woman-friendly enterprises like cottage inclustries to new-age startups. As per recent figures,
women comprise 14 per cant of the total entrepreneurs in India, which works out te 8 million. Also, 10
per cent of all formal enterprises are owned by women. Although the figures are small, notably, they
represent & steady rise in women entrepreneurs, which is a welcame trend.
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According to a recent survey, the number of wemen-owned businesses in India has increased by 20 per
cent ever the past five years. This is a significantly higher rate of growth than that of man-owned
businesses, which have only grown by 10 per cent over the same period. The survey also found that
women entrepreneurs are more likely to be educated and te have prior werk experience than their male
counterparts. There are three primary reasons for this steady rise of women entrepreneurship in India
that gives us canfidence that within the next five years, India will become a hub for women
entrapraneurs.

Rise in digital lending

Access to capital has been the biggest bane of women entrepreneurs in India. Traditional lenders are
averse to lending to women and demanding collateral as a guarantor along with ather conditions.
However, the increase in the number of digital lending platforms has made availing business loans much

more straightforward for viomen with a minimum wait time,
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Online selling

This is another major trend already on the rise, and the pandemic only served to accelerate it, Now
women can sell products right from the comfort of their homes anywhere acress the country and
globally. All they need to do is to become digital and e-commeree frizndly or sign up for online
marketplaces.

The annual growth in the number of social media users in India is 4.2 per cent, with mare than 19 million
new users added in 2021. This provides a massive captive anline business audience, especially for
women entrepreneurs with mobility issues. Loeking back at the evolution of woman entrepreneurship
in India over the years and the positive trends, notable oppartunities exemplify the vast potential of
women entrepreneurship in India. Firstly, we can increasingly see a level-playing field for female
entrepreneurs, although there is much more to be done. Secondly, there s lots of scope to inspire and
enable the '|latent’ but ambitious women solopreneurs and small business owners and expand the
funnel. Thirdly, there is a strong domain-specific platform to build, strengthen and scale productive rural
agripreneurs,

‘What is neaded today isa coordinated effort across stakeholder groups that will provide an enabling and
comprehensive policy framework, equal access te finance, expansion af mentarship and networking
channels, tailered knowledge and capability building, and cultural openness. The good news is that
there are several initiatives to help female entrepreneurs in India, and Niti Aayog has taken the lead with
initiatives like the Women's Entrepreneurship Platform (WEP}, a unilied portal and a one-stop shop for
all things related to women's entreprensurship in India. The next phase of WEP was launched in 2021 in
partnership with Cisco and Flipkart to enhance the community experience. Hopefully, in the

coming years, India will see a major shift towards women dominating its entrepreneurial harizon.

(The autheor is the executive vice president of global marketing at Wadhwani Foundation)
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HOW THEY CAN SEEK GUIDANCE
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Challenges faced by women entrepreneurs and
how they can seek guidance

By Atul Raja, ET CONTRIBUTORS « Last Updated: Mow 18, 2022, 0715 BPM IST

India's growth story is an incredible
one, but the unfortunate truth is that it
has left behind a key demographic
component: women. Despite the
various advances in social indicators,
India's progress has been slow towards
economic inclusion and the
development of women.

part

Fostering women's entrepreneurship in
India is a critical part of the overall solution. Apart from boosting the economy
by generating jobs, it also leads to transformational social and personal
outcomes for women. In the last decade, the number of women-owned
enterprises went up from 14 per cent to 20 per cent, as per government
sources. However, India still lags behind when compared with other emerging
economies.

Which begs the question, what is holding back Indian women entrepreneurs?
And what can they do to seek the right kind of aid in order to succeed?

The number one hurdle that female entrepreneurs in India face is the lack of
monetary support. They lack adequate access to finances and credit-lending
facilities. There is a widespread but hugely erroneous belief that a woman's
right to ancestral property and wealth is limited to her dowry. However, this
limits women from staking their rightful claim to generational wealth and
acts as a barrier for women, especially in semi-urban and rural areas.

Women entrepreneurs have time and again spoken out against limited access
to formal credit-lending platforms as well. And when they do gain access, the
trend shows that their applications are less likely to be considered favorably as
compared to men.

Secondly, societal beliefs and cultural norms are major stumbling blocks for
women. The assumed role of women is that of primary caregivers. Professional
work, especially outside the confines of home, then becomes secondary. It's far
from easy to juggle running a household and a business at the same time, even
if domestic workers are brought into the picture, Moreover, social permission
to work is often tough to obtain due to cultural practices and safety
considerations. Together, this leads to reduced mobility, and in turn, reduced
likelihood of becoming successful startup founders,

Finally, budding women entrepreneurs have traditionally lacked inspirational
role models in terms of successful women-led businesses making it difficult
for them to visualize how success will look like. Although the winds of change
are blowing today with women-led unicorns like BabyChakra, MyGlamm,
Nykaa etc, there is still a long way to go. As per a 2021 IWAGE report, in the
organized/ formal jobs sector, only seven out of every 100 entrepreneurs in
India are women.
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With India ranking 70th among 77 countries covered in the Female
Entrepreneurship Index, a lot needs to be done at a policy and corporate level
to encourage women's entrepreneurship. At the same time, women must also
meet challenges head-on and persevere in the face of adversity.

A critical thing women entrepreneurs can do to further their entrepreneurial
ambitions is to tap into established platforms. In semi-urban and rural areas,
where resources are limited, it becomes all the more vital to seek assistance
from community networks. Such platforms can provide business guidance
and support to women, right from market reach to financial aid. Women must
not shy away from actively reaching out for help and seeking solutions.

Women should also keep an eye out for opportunities that will advance their
businesses. For instance, they can sign up for special training or peer-based
learning in developing and growing their business by participating in the
widely available incubator and accelerator programs that provide crucial
business inputs on concepts, frameworks, tools, and networks. Increased
digitization is now a major facilitating factor in addressing the erstwhile
accessibility and mobility constraints.

Women entrepreneurs should also aggressively seek out and engage with
business mentors who act as sounding boards and advisors giving objective
yet personalized suggestions. There are mentors who are experts in specific
business domains, and there are others who simply focus on strengthening
the business fundamentals and aiding in taking the right business decisions.
In many cases, mentoring has proved to be the secret sauce to achieving
entrepreneurial success. As India's entrepreneurial ecosystem matures, many
mentors now have vast experience in understanding the trials and
tribulations of starting a business and the market forces that come into play
while scaling up.

As India works towards its ambitious growth plans, we must put every effort
into increasing the share of women in the entrepreneurial landscape of India
as this will not only lead to their financial empowerment and independence,
but it also has the potential to foster tremendous social change. A World Bank
report of 2022 says India can grow in double digits if tnore women participate
in the product line of the economy. Ecosystem stakeholders must come
together with a sense of urgency and coordinate interventions and efforts to
enable women entrepreneurs to create jobs and million-dollar businesses.

(The writer is Executive Vice President — Global Marketing at Wadhwani
Foundation)

(Disclal The d in this column are that of the writer. The facts and opinions
expressed here do not reflect the views of www.economictimes.com.)
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WHAT IS METAVERSE MARKETING?
WHY IT IS IMPORTANT?

Policy Circle | November 15, 2022

What is metaverse marketing? Why it is important?
OrEEn

The metoverse marketing opportunity is expected 1o grow at 0 CAGR of 37.1% to $758.6 Billlan in 2026, It offers a huge opportunity to
frvdlic, @ resenvoir of creetive o IT tafent

If you haven't heard of metaverse marketing, you're not alone. But don't let that mislead you; metaverse marketing s
touted as nothing less than the future of marketing, Although still in its Infancy, a number of companies have started
using it to great effect. Ikea, for example, has created a virtual showroom where customers can browse furniture and
see how it would look in their homes before they buy It BMW has also created a virtual test drive expenence so that
potential customers can experience what it's like to drive one of their cars without having to leave their living reoms.,
S0, what Is mes rketing? it is a heady cocktail of 3D, virtual reality (VR), augmented reality (AR) and
blockehalin, In other words, it's 2 new, immersive, interactive way to reach your target audience. A recent survey of

marketing professionals found that nearly half the respondents believe that metaverse marketing will be “very
Important” to thelr business in the next five years,

Metaverse marketing offers a number of advantages over traditional marketing techniques. First, it allows businesses
to create realistic simulations of their products or services. This means that customers can try before they buy, which
reduces the risk of buyer's remorse. Second, Metaverse Marketing is highly personalized. Customers can choose their
avatars and interact with brands in a way that feels natural to them. Third, Metaversze Marketing is interactive and
engaging. Custamers are maore likely to remember an experience they had fun with than one that was routine or
tedious,

In PR and external relations, we usually use the term Cenfidence Buliding Measures [CBMs), here are a few CBMS

stronghy indicating that Metaverse i here to stay.
CBM 1: Trends and data on metaverse marketing

+ Internet searches for the term “metaverse” rose 7,200% in 2021
= The keyword "metaverse” generated 240 million results on Google this year, up from 164 million last year,

= Metaverse was tweeted over 1,800 times per hour on Twitter in 2021, and #Metaverse resuited in more than 1.1
million pests on Instagram.

= In 2021, metaverse-related companies reportedly raised upward of $10 billicn, more than twice as much as they

did in the previous year

A report by Gartner has predicted that by 2026:

« 25% of people will spend at least one hour a day In the Metaverse to work, shop, attend school, soci
consume entertalnment

= At least 30% of the organizations in the world will have products and services ready for Metaverse.

« The global market for Metaverse is projected to reach a size of US$758.6 Billion, growing at a CAGR of 37.1%.

CBM 2: Web 3.0

Metavarse, in effect, will replace many of the things done on websites today. Web 3.0—the backbone of the Metaverse

—affers a new channel to play with, not controfled by a few tech comp. but relies on blockchain technology,
machine learning and artificial intelligence. Therefore, increasingly high levels of consumer adoption will propel

fundamental change.
CBM 3: Rise of creator economy

The Metaverse needs content creators, e, an army of talent, to fill its virtual space with interactive and immersive
content, thanks mainly to advances in VR and AR. In contrast, creators need a space to grow their full potential.
Therefore, Metaverse could be the future of the creator economy. The relationship between Metaverse and the

Creator Economy looks like a pre-arranged marriage. Both cannot survive without the other

Read Online @

CBM 4: Wider set of use cases

Gaming in the Metaverse already has mainstrearm traction. CONSUMer use Cases are now expanding into new
immersive retail, entertainment, sports, and educational experiences, Also, there are Metaverse's sizable but less
talked about enterprise applications and opportunities, including virtual employee Lraining and team coltaboration
with avatars, virtual prototyping in manufacturing and construction, and virtual-showroom displays for products such

as cars.
CBM 5: The ‘avatar’ pull factor

One of the most important elements in the Metaverse is one's own Avatar, It has been widely reported that people are
willing to spend dollars to buy virtual products and dress up their avatars to depict their vision of themsebhes in a
wirtual world.

CBM &: Rise of interest-based communities

Interest-based community marketing could potentially take centre Stage in this new virtual reaim of opparmunities,
bringing together a significant number of communities centred around specific interests and enabling marketers to
create specific and targeted campalgns.

CBM 7: Continuous technological advances

Cloud and edge computing with intensive large-data processes, such as graphics rendering, are seeing improvements,
At the same time, the upcoming 5G will enable mobile devices to access these large worlds maore easlly. Alse, the cost
of preduction for augmented and virtwal reality hardware is declining,

CBM 8: Demographic tailwinds

The oldest Gen Z consumers are in their mid-20s now, Increasingly, they are an income-earning force to be reckoned
with. These consumers are more familiar with virtual worlds, transactions, and goods than previous generations are.

The Metaverse could be the next frontier of the internet, taking virtual experiences to the next level and giving
organizations cpportunities to reach consumers in new and innavative ways. [t has the potential to change many
technologies, standards, conventions, and monetization models and will have a profound generational change. Most
importantly, it will reach many new categones marketers have long hoped for,

The metaverse is becoming popular by the day. In China, there are already metaverse platforms with millions of users,
And in India, a few metaverse platforms are starting to gain traction for businesses, creating avatars to represent their
brand and interact with potential customers, Also, we will see many more virtual stores where people can browse and
purchase products. The possibilities are endless. And with the number of internet users in India set to douhble in the
next five years, now s the time to start exploring the metaverse marketing opportunity.

(Atwl Rafa Is Executive Vice President, Global g ot ian,)
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IT RULES AMENDMENT: GOVT INTERVENTION OR
SELF-REGULATION, SOME GREY AREAS REMAIN

Adgully | October 31, 2022 Read Online

IT Rules amendment: Govt intervention or self-regulation, some grey
areas remain

Atul Raja, Executive Vice President - Global Marketing, Wadhwani
F o =5 Infaini il

Alse Read: IT Rules amended; new Grievance Appellate Committes for social media complaints

Posting this an b dlies vanie. Rajeev Chandrasekhar, Union Mindster of State far and
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RELENTLESSLY RELEVANT BRANDS ARE
CENTERED AROUND A STRATEGIC PURPOSE

Social Samosa | May 10, 2022 Read Online @

0 p i n i on. Re | ent'essly Reteva nt B rands are Centered Mext-level Customer Reach: It's all about doing whatever it takes to be there for the customers, If the
. customer reaction is generally,"Is available everywhere”, "Makes my life convenient”, "Delivers a standard
a!’DUﬂd a Strateglc purpOSE expertence’, and "It Is dependable’, then the brand Is in assured space. Project Shakt, with 1.4 lakh women

m micro-entrepreneurs (Shakti ‘ammas’) across 18 states, covers half the villages in rural India and is a great
example of penetrating deep Into far-flung markets and creating livelihoods at the same time.

Next-level innovation: Its all about constantly shape-shifting to stay ahead of technological changes and
consumer trends. If the customer reaction is generally, “Pushes the status quo’, "Engages with me in new and
creative ways”, and "Has better products, services, and experiences than competitors’, then the brand has
created a strong foundation. Hilton unveiled the ability to unlock hotel rooms via smart-phone and created
the ‘Connected Room, which remembers a guest’s preferences like favourite TV channels, room temperature
and light settings and makes automatic adjustments each time they check in.

Mext-level Inspiration; It's all about a talismanic, aspirational quality that dovetails with consumers” dreams. IF
the customer reaction is generally, "Makes me feel inspired”,"Has a purpose | believe in”, " trust”, and “Is
medern and in-touch’, then the brand has created top-notch equity, Co-Create |KEA is a digital platform
encouraging customers and fans ta develop new products. If a suggestion for furniture or product design is
successful, IKEA may license the technology or agree to invest in future products.

Mext-level Partnerships: It's all about leveraging the partner’s reach and customer base, hoosting visibility
amongst new target audiences. If the customer reaction is generally, "Oh, | never knew this brand has so many
features”, "Never came across this brand - looks interesting”, and "Worth a try’, then the brand has created
new customers and new markets.

When Qla partnered with OnePius, it made complete sense because both brands target the upwardly mobile
consumer in urban India. Ola Customers were exposed to OnePlus’ latest smartphone, OnePlus X, on-demand

Atul Raja of wad hwani Foundation talks through the Ola app. Twenty-two thousand people interacted with OnePlus, and around a thousand phones
. . . were sold as a result of this partnership.
about the strategic purpose of increasing
- u Mext-level Bonding: It's all about listening and understanding what matters to customers. Its not just about
brand rEl.EVEI'ICE and ShEdS llght on hOW It haw they think; it's also about how they feel. If the customer reaction is generally, "l feel impartant”,”l enjoy

the personalized touch”, and “The experience is wondarful’, then the brand is creating memorable

reduces tactical marketing costs, over time. opssieaces Suuich Nipesparoniitian

A plethora of brand launches happen every year. Brands come and go. However, only a select group stands the Metflix is a great example of creating and distributing content that speaks to customers at every touchpoint
test of time and reaps the benefits of enduring customer preference. So, what makes these brands relevant in the brand journey and continually tracks data with a strong rec ion engine 1o ¢ ize the
with a strong customer connect? What makes them special and aspirational? Though there is no ‘one size fits CUStOMEr experience.

all' formula; still the reasons are not far to seek.

Next-level Strategies for Next-level Brand
Relevance

Mext-level Customer Centricity: It's all about working tirelessly to entrench the brand in consumer lifestyles.
If the customer reaction is generally, | can't imagine another brand”, "Caters to my needs’, "Makes me happy’,
and "Connects with me emationally”, then the brand is in great space, Brussels Airlines is a great example of
endearing the brand to the hearts of its customers. There are few commercial sequels that touch us the same
way as their original (Mr. Smith, it's a Boy). and Brussels Airlines did this in an iconic way fifteen years |ater
with the same actors (Mr. Smith Ir, Happy Birthdayl)
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WHY SHOULD STARTUPS INVEST EARLY
IN BRAND BUILDING?

Adgully | March 03, 2022 Read Online @
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ARTIFICIAL INTELLIGENCE IS MAKING
DEEP INROADS IN MARKETING

Agency Reporter | February 14, 2022

clionable consumer insights are crealing ‘never befare’ experiences, smart engagemants, and

Increcsed conversions. The resulls of rwo recent surveys cought my atlention but cenainty did net

catch me by surprise.

Delite’s 2020 global survey of early Al adopters shawed that amangst the 1op five Al objectives, thiee wene
marketing-led, Le., enhancing exisling products and services, crealing new products and services, and

enhancing relationships with customers.

Also, as per Salesforce's sixth State of Marketing report | 2020], & significant B4% of marketers reperted wsing
Al for marketing. This is up from 29% i 20181

As o career markater, | feel Al is like o humanities discipling that enables understanding and decoding human
intelligence and cognition. There is unanimity in the industry that Al is no longer the Tuture’. It has arrived, and
it's very much here to stay. | heve never seen or tracked such o fasl-meving technology, and this just seems to be

the saril

Se, how are the Al-bosed advanced machine learning algerithms building selutians that will conlinue 1o
streamline the rigors of crunching huge amewnts of dala anolylics and lime-consuming tasks thot marketers
struggle to deal with on o day-lo-doy basis? While the Al hosizan is extensive, let Ls examine some of the
current and significant Al-led developments in the world of Marketing.

P-E-M: Pre-emptive Marketing

Al is being leveroged 1o nchieve a high level of dote analytics thal map coslomer parsonos based on virtual
and an-site interactions, pradict purchase paterns ond consumer behavios, identify referal saurces ond create
effective customer segmentation.

Once these potterns are identified, marketers can presmplively promate solutions, preducts, or pregrams to their
respective oudience segments.

An excellent example of pre-emplive marketing is Metflix and its 'you may also like’ prompt. Mefflix’s hugely
appreciated recammendation engine amalgamates viewing data and rns it threugh their Al programs ta
pinpaint similar shows ar movies for o viewer 1o enjoy.

Hyper-Persanalization

A marketers dream is to reach out e individual customers or o specific group with custamized communication.
Al s fast realizing this dream. The hallmark of hyper-personalization is that it takes consumer experience lo the
next level wilh the help of predictive analytics, UX, and content applications. The result is the creation of an

empalhelie brond thet delivers seabs.

Currently, hyper-personalized marketing predominanily sees its applications fruchify in the retail and e-
commerce segments. Thanks lo is enarmaous inventary and subseripbion oplions, Amazon engoges with its
customers on o J&60-degres basis right fram the hame page. Not many know that Amazon alse deliver a
custamized hamepage for every customer based on their previads purchasing behavier, praferences, browsing
histery, and entries ko the carl.

Starbucks has shown thal the more custamer dala you caplure, the maore laser-sharp your marketing can gel.
The compary successfully integrates the data fram il gamified mobile app and layally fewards pragram with
infarmation such as purchase histery and location lo provide personalized communication and offers 1o
individual eustomers.

Read Online @

Optimizing Marketing Spends

Al can thraw up data 1o target advertising to higher-inlent audiences and moximize retargeting efons, thereby
reducing the wastage factor, and siretching the value of the adverlising dellar; combining Al with 1oals like
campeign budgel optimizotion, dynamic bidding, and dynamic creatives con power marketing budgets
lowards higher RO

Al's Inherent advanced data processing capabiliies are being leversged 1o identify the proper channels lo
market, the right terget sudience, the right markels, the right influencers capped with predicive analytics fer
sl el caleulation tial can save millions of dellars from odvertising budgets.

Conversion Management

Trends clearly shaw thal hypei-pananali zalion ean lutbocharge a brand’s ROI by delivering smarter and mare
targeted campoigna

SEE ALSO
Gt Artichay

™
‘!{ t Whiy do brands need 1o have & personal touch and feel for more eonsumer
* *1- engogement?

Lead Monagement is defined through ‘Grawth Markeling” and ‘Performance Marketing), two of the fostest
developing areas in the marketing domain. \While sales teams are looking of Marketing 1o get the so-called "hat
leads; Markeling leams have rodiionally siruggled 1o find the right TG ar customers in the ‘considered set’ for

better sulcarmes and aplimal cost/lead,

Let‘s loke an example of bow Al can help morketers reach the right customers al the right place. The Al engines
can connect o CRM systems and oplimize the ads for mulliple plotfarms. They con alsa shut down non-
performing ods. Simullanecusly, morkefing campaigns are directed 1o cusiomers who are liable to be in the
‘interested category’. This level of automalion across platforms, cusiomers, and markets hos the petential o be o

game-changer for both inbound and eulbound lead generotion and conversion effarts.
Content Efficiency

Altechnology can help content markerers sppeal to their target sudiences more efficiently and easily. Human
creativity will remain al the core af the content, bul Al laals con help achieve more humanily. Today, a
significant paition of span: and finance-related articles are wiiten by machines as both these secton are
iraditionally number-heavy, making il easy for Al programs 1o understond the data and ranslale it inte human-
readable articles.

Hewever, as markeling becames increasingly more focused, the content will Begin te be writlen [or al least

oullined) by autemaled progroms for ether sectors.

Itis esiimated that the current Al-led glabal spending on artificial intelligence hardware, softwaore, ond services
is mare than $340 billion, and this will rise expenentially in the next few years as Al will have many more smarl
opplications thon | could list in this article spanning from maintaining trust and iransparency through authentic

communication [ovoiding the menoce of Fake NMews|, Vidual and Avgmented Reality, sfficient response in fimes

of erisis, understanding risks reloted lo corporote reputation and bridging communilies and disciplines.
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THE ALL-PERVASIVE ROLE OF TECHNOLOGY
IN NEW-AGE MARKETING

INDIANtelevision | February 05, 2022

GUEST COLUMN: The all-pervasive role of
technology in new-age marketing

Understanding the top 5 technologies that will reshape the marketing industry in the
times to come

0% Fen 203 -0Z16PMST | By AnsRala

Mammbai: It was October 2020when a
Cadbury campaignfeaturing the
Bollywood star Sheh Rukh Khan [SRE)
caught my attention. Christened asa
‘Mot JustACadburyid', the campaign
btended SRECS image and voice using
Al to-create customised ads for local
shops by directhy naming them

This idea to promoie local busnesses
when they had taken a big hit curing
the pandemic was widely appreciated.
Mzg, from o creative angle, the
campaign went viral. This bave of
hyper-personalisation could caly be
passible with the tise of Al-led
innowation and technology. This
reflects two defining developments;

1. How new-age marketing is
develoging 2 deep understanding of
the latest technofogy tools now
playings key rode in developing
maaningful customer relationships,
and defering friction-free, cross.
channe! experiences for consumers.

Z  “Unified Analytics’ will replace ‘anafytics by channel’ and customer groups will see an elevated [evel of strategic
measLrements ard a much more holistic view of the customer.

The chances are that white browsing through any marketing guide today, yeu witl find & pepperedwith tech jargon. That's how
ubiguitous tachnofogy has become to the very essence and practice of marketing. As aresult, brand campaigns have become.
more personalised and immersive than ever.

‘Whiletechnology has expioded and thers are hundr=ds of versians vying for space in the market, here are the Top five most
transfarmative technologies' that will reshape marketi i

1 Increasing use of Chathets

This Al-led software ran simulate meaningful conversations with internet ssers in 3 natural language theough 3 comhinatian of
text ard woice messages. fts popularity isincreasing by the day due toits 24x7 role in solving customer queries. Bluebot, the
chatbet of KL Rayal Dutch Alrfine, reported in excess of 1.7 million messages from 590,000 passengers.

According to Salesforce, 6% per cant of the US consumers prefer using chathots when sngaging with brands since it ofter leads
to 2 prompt respense. As perestimates, <40 per cent of big isations are already using chatbots, and in the next fewyears,
=80 per cent of commumication between the customers and organisations will be done through chatbots.

2 The riseof Vioice Assistants

Voice assistants like Amazon's Alexa and Apple's Siri have greatly altered the way users search for information on the web, fast
gaining popularity in the voice search feature of search engines due to two important factors;

-fwerage typing speed of 41.4 words per minute is far less productive than the speed at which we speak, i.e.160 words per
minute

“The Natural Languzge Processing (NLP} technology has gotten very advanced, making it easier for vaice assistants ta pick up
and dissect gueries accurately.

Recent statistics reveal that one-third of 3.5 million searches on Google are voice searches. Therefore, from a marketer's point of
wiew, the voice search SEO strategy becomes important by updating content and becoming mindful of keyword research tools to
come up with more voice search questions.

3. Fast growth of Virtual Reality

The rise of Virtual Reality (VR) is mainly due to two reasons. Firstly, the hardware is relatively inexpensive. A Google Cardboard
VR headset and a smartphone are enough for you to immerse yourself in anotherworld. Also, many VR applications available on
smartphones are completely free to play.

Secondly, the unique user exparience is visceral, the controls are far more intuitive, and the characters more relatable. That's
why it has been dubbed as the 'ultimate empativy machine.

Taking a few examples from the retail sector, Tanishg partnered with Milestone Brandcom to install augmented reality [AR)
kiosks (termed as ‘MirrAR') for elevating the jewellery shopping experience. On the other hand, Lenskart offers 30 face
modelling by measuring and mapping the user's face from multiple angles. thereby providing a 360-degree view of the glasses.
Similarly, Sephora’s AR beauty app lets users try makeup by superimposing certain lipstick shades and eyeliner looks using users’
selfie poses.

Read Online @

4. The imminent rise of Web 3.0
‘Web 3.0, which is being built on blockchain technology [underying bitcoin and other cryptocurrencies), sims to eliminateall-
centrolling intermediaries and provide the key benefit of asingle login across social media accounts fior seamiess browsing.

networking engagement, and data security.

This blockchain-led tech has the potential to re<invent the digital marketing industry. With users having direct control over their
data and privacy, companies will have the opportunity to become highly user-centric and transparent by :

-Analysing customer barying habits across platforms

d. how consumers interact with devices and products

<Gathering
-Gaining deeper insights on where a customer is in the buying journey.

International luxoury brands such as Balenciaga and Adidas are ahead of the curve and have started experimenting with Web 3.0,
but time will tell how such virtual interactions can become stickier, and translate to potential sales. Even everyday brands like
Taco Bell, Coca-Cola, McDonald's, Gucci, and Warner Music are using non-fungible tokens [NFTz], thus introducing mare and
more audiences to the process of buying. owning. and selling digital collectibles. A great way for marketers to leverage MFTs is to
use the technology for tickets and souvenirs.

5. Alled Hyper-Personalisation

The concept of a hyper-personalised experience is based on the use of Al inunderstanding and learning from human responses
to communication by using data, such as recent purchases etc. This hyper-accurate segmentation of Al engines is a marketer's
delightin providing improved customer experience beyond assumptions and practices by using Customer Data Platforms {CDPs)
as solutions for data architecture, integration, and reliability problems.

Starbucks is an excellent example of hyper: isation. It took it menu to the next level by adopting a
real-time parsonalization engine |primarily pulling data from their loyalty app| that producesindividualized offers for thair
customers based on their previous behavicur and preferences.

Most organisations utilise anly ~15 per cent of the technologies and capabilities they are already paying for. Therefore, the
number of technologies adopted is not as important as “applying’ them to solve business needs. Today, marketers are at the
aritical junction of integrating human experience and technology. They have forever been trying to demystify the customer's
mind. Thanks to technology, now we have endless ways of knowing!

| The author [s executive wice president - global 3 The views i this colmn are

persanal and Indiantelevision.com may not subscribe to them.)
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RIDING THE RESKILLING AND UPSKILLING TSUNAMI:
TACKLING JOB AUTOMATION-LED DISPLACEMENT

Business Today | December 26, 2021 Read Online @

One way to overcome the challenges of scale is to ensure that "learn to learn" programmes are provided -- while

Riding the reskilling and upskilling tsunami: Tackling job
e " the pinpoint focus is brought to developing 21st-century core employability skills through mobile-based video
a Utomanon'led d 'splaceme“t content on the cloud, specially designed to improve an individual's chances of getting a job.

The cor for future | s o “learn Lo learn” phifosophy th cour - 1 . . " . .
e contert created for future Ealm.:d: musl Lse a “learn o learn” philosopby that encourages and enables students to Simply learning new skills will not be adequate for future proof careers. Skills acquired today will quickly get
contnuously reskill and improve their value in job markets.
outdated.
New technologies being incubated now-such as quantum computing-will drive further change.
Therefore, the content created for future learners must use a "learn to learn" philosophy that encourages and
enables students to continuously reskill and improve their value in job markets.

(=)

(The author is Executive Vice President, Global Marketing, Wadhwani Foundation.)

As technotogy reshapes job markets, there wil be an wgent need to reskil existng workforces,

Listen to this article now
O sian An

Azul Raja -
S < @ =
Dec 17, 2021, Updated Dec 22, 2021, B49 AM 15T

The Warld Ecanomic Forum has good news for those werried about technology and automation taking away jobs.
Its report, Future of Jobs, which makes a forecast for the period ending 2022, says 75 million current job roles
may be displaced by the shift in the division of labeur between humans, machines and algorithms, while 133
million new job rales may emerge simultaneously.

As technalogy reshapes job markets, there will be an urgent need to reskill existing workforces, Without reskilling
or upskilling, the new job roles will not be filled,

Warse, millions will find that their skills don't match market needs. They will be rendered jobless, which is why
empleyers and governments need ta increase the mementum around their reskilling and upskilling programmes,

Alsc Read: IT cos to slash 3 million jobs; 30% of low-skill force by 2022: BoA

Maturally, technical skills will be most in demand. These will center on data management, analytics, machine
learning, Al, blockchain, cloud, augmented reality, atc,

But the march of autornation will continue acress industries and jobs. From accountants ta factory workers, from
agriculturists to retail executives and healthcare workers to cusiomer service agents, everyone will find the
technology component in their roles increase. The change is forecasted to be sharp.

WEF estimates suggest that divisien of labour measured in hours spent by humans will keep falling steadily: It
was T1% in 2018, it will be 58% in 2022 and 48% by 2025; machines and algorithms did 29% of the work in 2018,
will do 42% in 2022 and will account for 52% by 2025, By 2030, 1 billion pecple worldwide will need to be
reckilled.

The upside of reducing the gap between available skilis and market demands is attractive, Unemployment can be
kept under control, bringing stability to sacieties, and it could add $11.5 trillion to global GDP,

Besides, the demand for new skills could work to the advantage af the differently-abled wha could help fill
several rofes.

The implications are clear: Reskilling and upskilling programs must be industrialised if society is to benefit from
the technologies of the Fourth Industrial Revolution.

In addition, as the workforce composition changes to include a higher percentage of the differently-abled, skilling
must cover areas such as emotional intellgence, collaboration and coordination, disability awarensss and
sensitivity.

Although regulatory requirements have forced increased attention to diversity, these areas can do with greater
attention and corporate commitment.

Also Read: Google announces Career Certificotes in partnership with Coursero to boost digital skills

Far arganisations working to bulld infrastructure and processes to meet skilling needs, such as the Wadhwani
Foundation, the larger challenge is how to reskill the workforce at scale and within such a short oycle.

Our concern is around reaching all parts of society, so there are no developmental imialances. We want to
ensure that in haste to roll out programmes; no one is left behind.

The prablem is that employment markets are changing so fast that no one can be sent back to college for a
three-year course hoping to acquire new and refevant skifls.

By the time they graduate, the job markets would have changed. Therefore, the focus must be on "learn to learn”
-- an essential life skill for the 21st-century adult -- that develops critical thinking and problem-solving abilities,

allowing students to pick up new skills continuously.
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WHY DO COMPANIES NEED TO BE MORE
CONSUMER-CENTRIC THAN BRAND-CENTRIC?

INDIANtelevision | September 25, 2021

GUEST COLUMN: Why do companies need to be
more consumer-centric than brand-centric?

Shift in consumer behaviour has heralded a change in the marketing mantra.
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Is critical. In many cases. the customer experience is closaly

Trainkng customer service teams to be the ‘best amo

by first-harsd Interaction with ¢ Cutl eipling, E 8 5y 4 and processes at an organisational
lewvel that aflow a single customer view so that specific details pertaining to each customer can be sccessed is the need of the
haur. Alsa, such information should ba made avallable to all functions far empowering and aligning tham with the customer:

centric ctrategy

360-degrae Custamer Feadhack

s fike customer care and b

While the cistamer fradhack i provided through muitiple <ol wisbriter, wirvey
quesHannalres, goagie forms, social medla, eic itis imperative to address each through a carefully created repositary Dacked by

i tech-uriented gueryresahution and product developrent process, This forms the backbane of @ comsumer ulture.

360-degres Content

earch sngine has pre
lsywords Therefare, the more huma
the target audience. 360-degres content, hence. Is people-centric and adds vah
articulation

wdly comtens, ranking it higher than
tapy, the more It will connect with
+featuras and husiness-led

T SUM L, Customer-Centricity is the badrock for businesses and in many ways decides thelr fate in 1erms of ‘intention to
Purchase {ITP). Brands, slogans, products, &d media s anly the spokes that help bridge the gap between the customer and the
busimess and influence Top of the Mind Recall [TO8M,

aday is dafined by its collnted parceptios

nd insights of the customars, Having sald

In assence, the brand real 3
1 b changi et nesds, fons and

Teity is 2 [felong apprach and needs constant

expectancies.

LAn Kasa is executive vic t The wiews exaressed in the column are

personal and indianteley
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A ‘DIFFERENTIAL MARKETING STRATEGY
IS CRUCIAL FOR NOT-FOR-PROFITS

A BW BusinessWorld Publication | August 30, 2021

A 'Differential’ Marketing Strategy Is Crucial
For Not-For-Profits

How can non-profit orgonisations overcome challenges and create

compelling and successful marketing strategies
e _J

30 August, 2021 8 Frint this artlcle
By Atul Raja

In today’s globalized business world, many non-profit organizations function like corporates in terms
of palicies and processes. Keeping the global Foundations aside, the sector faces unigue challenges
like budget constraints, unclear rcadmap, and quality of talent.

In the 2020 Non-profit's Trend Repaort by Salesforcs, the most significant marketing challenges listad
by 7000+ raspondent marketers are three-fold: budget constraints, Implementing large marketing
programs and creating a message that consistently resonates with the audience. Another crucial
challenge that came about was the sluggish technolegy adoption, due to which 75% of the
rezpondents are not able to measura how well their marketing Initiativas are parforming, and 40%
cited that they are not abla to analyze the Retum on Investmant (RO} and measure impact for their
activitles.

5o how can non-profits overcome these challenges and create compelling and successful marketing
stratagies? Whilz the twin piltars of productive operations, |.e., customer/benaficiary focus and
deta-bazad dectsion, remain commion, Exthibit 1 articulates the key parameters which defing the
nead for a differantial marketing strategy between for-profits and non-profits.

MARKETING DYNAMICS

Outcarms! Bevenue L) Outearme Impact
Mase Media L Word of Mowth
Beand Equlty > Crad|bdlity
Consumat Focus <> Honeliclary Focus
Tauching the Consurmer {>» Handhalding the Banefclary
Brand Loyalty [s Paramount £» Thought Leadership is Critical

Rational based purchase decisions. > High Emotional Quationt

“Exhibir |
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It's all sbout impact

At the care of non-profit marketing (s an unwavering focus on impact orlentation, leading 1o two
distinct approaches: (1) the communicatien encompasses the company’s mizslon and values and (2) &
clear demaonstration of 'do &s you say’. This is because the soclal objectives and Impact cragtion are
ciomely imtartwined with the commaunication that showecasas the non-profit brand

The beneficiary is your biggest customer

The key tasks for non-profit marketing are to put the bansficiary as the cantreplece of the
communization and for the communication to benefit the beneficiary in terms of awareness;
rasources, and access 1o knowledge repositones. inessance, the creatives and communication
approach must be human centred with real-world human perspectivas defining the relantess focus
on peopla.

Credibility is your biggest assat

‘Walk the talk’ s an important criterion that goes a long way in anhancing the “Trust Metric!, reaulting
In legltimacy, effectiveness, and non-financialfinancisl support. This needs to be integrated Inta the
non-profit communication as an underlying theme and doing so will result in enjoying a high degres
of social, bureaucratie, and political capltal.

Handholding is the ‘memorable’ brand experiance

In the non-profit world, 1t |s essentlal to partner with the beneficlary across the support 1ife cycle.
This is the cornerstone of sustainable impact. Handholding and proactively engaging with the
beneficiary bayond the Inital support will ensure enduring success. It also leads to assessing and
measuring Impact right till the last mils. The role of marksting ts to showease this last mile and
measurable impact to create equity in the ecosystem as a serlous player.

Thought leadership is akin to brand stewardship

Thought leadarship is a bong haul and nesds to be worked upon assiduously and painstakingly to gain
traction. This is a powsarful tool that can open doors towards Influencing policymakars, attracting
rasources and partners, and initiating & deabate In the ecosystem. Public Astations (PR} and sharing of
wlews in the apinton-making forums plays & cruclal marketing-driven role here.

There is no compatition, only partners

While substantial marketing stfors In the for-profic enterprses are concamrated towards addressing
the competition landscape and gaining & competitive edge, the cutlook | exactly the oppasite in the
not-for-profits. The ecosystem players here are not adwversaries but a big asset in meeting common
objectives. The approach in this sactor s to constantly look out for like-minded organizations so that
a handshake takas place in the interest of augmented Impact. 5o, a key marketing objective |s to
idantify and engage with stakeholders doing 2 stellar job in the space and run joint marketing
programs.

It's passion vs salary — the MMM phenomena

The average employes in the not-for-proflt space invariably wears passion on his sleeve and bableves
In giving with & smile; sharing knowledge unseffishly and constantly losking to create meaningful
impact. Therefore, the MMM phanomena {Marketing Mesats Mission) glves top priority  intemal

communications. It s imperative that the employess arg energlzed, and marketing communication
plays a cruclal roke In Inspiring them towards the mission, vision, and goals.

For long, marketing has been a neglected feature in non-profit operations. But ower the last five
wears, there has been a sea changa in thair outlook towards markating. Leading non-profits ere now
hiring top-natch marksting talent, acknowiedging thair rofe in faciiitating and meeting Impact
objectives.

The Author is Atul Raja, Executive Vice President, Global ing at Wadhwani Foundation
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THE RISING SIGNIFICANCE OF BRANDING
IN THE NOT-FOR-PROFIT SECTOR

Financial Express | December 29, 2020
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The rising significance of branding in the not-for-

profit sector

Cmcamber 28, 2020 800 AM

A ron-profit beand strategy should focus on the brand as a strateglc asset end necessarily
drive cohesion and afignment to mission and obiectives,

S

dviaw o tha brand but aiso he

e s

By Atul Raja

A cursory glance at some of the leading glebal nen-profits and foundations reveals a
paradigm shift in the way these organisations look al their brand management. Compatitive
advantaga s not a prime driver hera, but it's the i and i
driven by & strong, empowered brand which plays an imporiant role in the creation and

Mos-minded
gag of
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The non—pmhl brand = more inclusive as in this sector it's the mission, purpose and
identity that speak the loudest and go on to create a strong platform for parinerships and
networks that yield augmented impact. Therefore, a non-profit brand strategy should focus on
the brand as a strategic asset and iy drive cohesion and ta mission and
objectives, levarage inlemnal capacily before undertaking oulreach to engage extemnal
stakeholders.

Building a brand that helps a cause

Share of Voice (popularly known as SOV] is the buzaword in the FMCG and consumer
durable space. However, In the absence of product lines, revenue orlentation and big
advertising budgels, branding in the not-for-prafit space is anylhing but having the budest
woice in the market. It is more about building relationships and & community that believes in
the same cause. Having worked for a no. of years In the non-profit space handling 2 global
brand with high equity, here are my five mantras for bullding a durable, sustainable and
laader brand in this sectar.

Credibility is Paramount

Strong brand credentials are as important as the right and genuine intent ta do social good,
Earlier | spoke about the need to bulld a like-minded community and parinerships. High
brand credibility will open the doors Lo this, and the best way to eslablish this is 1o "Be Whal
You Are”.

Honest, transparent communication without any over claims always works. The work baing
done and the impact it creates is fold batter through the experiance of the beneficiarias than
chest ing by the ion itsedf, The difference being made in the lives
af same ar many is the most solid foundation that ary brand can aspire for,

Thought Leadership is Critical

Nor-profit branding is nol just about the workdview of the brand bul also how the ecosyslem
networks with your organisation. Thought Leadership is all about being innovative, foreward-
thinking, leading with ideas and hence being a trendseiter. In essence, a thought leader
vrand is a bank of ideas and knowledge that is seen as a resource by its ecosystem.

Authored Articles By Atul Raja, EVP - Marketing, Wadhwani Foundation

The brand and communication strategy to achieve thought leadership has o be driven on
oefain tenets:

always focus on the big idea
hava a tone of voica that inspires

he data-fo d with an

evoke debates and policy actions through concrete suggestions

commurkcate in retevant forums

be an opinion leader in the media

create a community of he like-minded

MNetworking is Key

The warld's leading non-profit brands wouldn't have been there today without having created

strong networks. And these networks wouldn't have been formed without the power of the
Brand.

The branding and communication stralegy plays a significant rode In facilitating high-

and par that have and cemmon grounds. | ama
witness to the power of ing and how and the brand not just attract the
ecosystem but also keep it glued fogesther, The effective portrayal of the brand and its ethos
online and on soclzl media platforms Is an effective way to reach out to ecosystem,

communicate the vision and mission and energise those who co-relate with your ideas,

activities and desire to make a difference.
Technolegy for Scale and Connects

It's an accepted fact that any significant scale-up is next to impessible without tech support.
However, technology develop can be an expensive and t TiNg pProcess.
therafore, this is nol everyona's cup of tea and becomes a natural brand differentator. Any

non-profit that harbours technology as a pillar for its expanding goals should therefore
highlight this {in varied forms) in its communication along with the specific benefits,

Storytelling is a Must

Nor-profit branding and

are all about an and For the brand

to resonate with the social cause and the target i i T i stories

that sirike & chord are the best way to win hearis and create lasting communities and
partnerships, A strong namative approach enables different stakeholders to remaln invested

in the brand.

COMMUNICATION CUES

ESSENTIALS
T T
ul other's tel your story

FIVE MANTRAS

-

PN Mought Leadarstiip

L) Sl

The impact of a strong non-profit brand

It's not easy to tumn a disinterested audience into loyal supparters. As a result, conventional
form of brand buliding is now passe In the non-profit space, and there is a strong
acknowledgement of the role that brand can play in culti thal much-
desired extra-spacial bonding, and emotive connects which donors, partners, and intamal
stakeholders have with the mission of non-profits.

A strong nen-profit brand means a strong capacity. When the brand identity and internal
perceptions of a non-profit brand match with its external image, it means that both internal
and external stakeholders are aligned with its values and mission. |t alzo means that the
branding and communication have done their lask!

The author Is an Ive vice p ~ global g at F
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OVERCOMING CHALLENGES FACING WOMEN
ENTREPRENEURSHIP IN INDIA

ETHRWorld Contributor | December 20, 2020

Overcoming challenges facing
women entrepreneurship in India

Women entrepreneurship is one of the largest possibilities and opportunities that
Indig has to offer.

ETHRWarld Contributor -
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December 20, 2020, 15:55 IST

By Atul Raja

Enterprises led by women grew
to 20% from 14% in the last
decade. And in the next few
years, we will have 150 million
students entering the
workforce, out of which half
are women. There have been
numerous women icons like
Kiran Mazumdar Shaw, Ritu
Kumar, Priya Paul, Ekta
Kapoor who have set the bar
high and there is an increasing lot of young women entrepreneurs who are
now in nationwide limelight for their achievements, Take Sanjana Patel of La
Folie or Bhavna Juneja who leads Infinity and Feel M Powered, for instance.
But these success stories of women entrepreneurship in India are few and far
between, as compared to their male counterparts. And there are several
reasons for this.

1. Lack of awareness: Most of you must have watched the film English Vinglish.
There is a very powerful scene where the protagonist, Sashi, played by the late
Sridevi whose speciality is her homemade ‘laddoos’ learns that she is an
Entrepreneur. And that makes her feel so empowered! Like Sashi, many
women in India don't even know that they are potential entrepreneurs and
that they have immense power to contribute to the economy.

Live Webinar

Beyond the Hype: Learning Tech for Emerging
Workplace

08 January 2021 (@ 03:00 PM

Ta meet the needs of moedern workforce and achieve sustainable business learning and
talent leaders have started taking the role of consultant - partnering with leaders and
managers o learn about the true challenges at hand.

[egister Now »  Register now to gain insights from industry experts!

2. Lack of exposure and inspiration: When it comes to growing their business,
women don't have sufficient role models they can learn and get inspired from,
and there is a gap in mentorship and networking to learn and replicate best
practices. Of the women-owned enterprises, only 17% hire employees; the rest
are single owned businesses. Also, around 10-30% of the reported women
entrepreneurships are not run by women but are disguised as women-owned
businesses.

3. Cultural inhibitors: Centuries of bias and conditioning have led to families
being unsupportive of women entrepreneurs. Cultural practices like maternal
parenting also restrict women to move away beyond motherhood and
household duties making it difficult for them to invest their time and energies
in building their business.

Authored Articles By Atul Raja, EVP - Marketing, Wadhwani Foundation
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4. Financial constraints / Limited access to funds: In the case of woman
entrepreneurs in India, the inability to provide tangible security to financial
institutions to be able to secure loans is especially predominant. Also, the
general perception still considers women as low-risk takers, and therefore,
venture capital is difficult to obtain.

5. Lack of women in a diverse workforce: Urban entrepreneurs and full-
fledged businesses in major cities face challenges around equal opportunity in
finance, finding women as co-founders or navigating complex administrative
processes as a fall out of the lack of inclusion.

6. Safety concerns: Lack of mobility due to safety concerns also hinders
women entrepreneurs from meeting suppliers, travelling long distance or at
night alone etc, making them work at lower than optimal efficiency.

Overcoming these challenges requires a series of socio-economic changes. As
a country, we must start developing effective solutions that bridge the existing
gaps and build key themes that will help the women entrepreneurship grow
exponentially.

- Policy changes across rural and urban areas to build a framework that will
accelerate women entrepreneurship. Currently, of all women owned
businesses, only 14% are businesses across urban and rural that employ other
people.

- Closing the gender gap through a more responsive financial sector. Also,
build educative and simplified processes for the demographic that has not
been exposed to knowledge. Financial literacy also needs urgent redressal.

- Increase in networking and mentoring platforms for women. This should
include celebrating more women entrepreneurs and having formal and
informal networks for women to learn and grow.

- Encourage more woman investors as they will, in turn, encourage more
woman entrepreneurs due to a better understanding of the challenges.

- Use of technology to overcome the traditional barriers that woman face in
terms of learning, networking, and access to finance.

India is full of opportunities, and the time has come where there is no holding
back on the rise of wornan entrepreneurship. The statistic that out of the 63
million MSMEs in India, only 6% are led by women entrepreneurs will not
make any progressive individual proud. We cannot fritter away the vast talent
pool of women, and it is high time we made a systematic effort to tap into and
harness the untapped and massive potential of woman entrepreneurs who are
a most precious resource for the country.

The author, Atul Raja, is Executive Vice President — Global Marketing at Wadhwani
Foundation.

DISCLAIMER: The views expressed are solely of the author and ETHRWorld does not
necessarily subscribe to it. ETHRWorld will not be responsible for any damage
caused to any person or organisation directly or indirectly.
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AN URGENT UPGRADE

terver mtherard i an

Skill infrastructure
in India needs an
urgent upgrade

The country needs & combination of theory and training
ambadded in real-life work environmaoent, writes Atul Raja
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A NEW GENERATION OF START-UPS

The Pioneer | October 07, 2020

A new generation of start-ups

We are now witnessing a paradigm shift with entrepreneurship fast
becoming the first-choice career for our best and brightest, and start-up
SUCCesses inspiring a new generation of Indians, says ATUL RAJA

ing up, and perhaps till a decade back, many

of the career aspirations were decided by one
set of parents proudly proclaiming, "My son will
become an engineer or a doctor”. The other set
would tell you, "We are not Tata or Birla S'tu:E:.-'
hard to get into a job from where vou can retire”
Inclians were traditionally risk-averse when it cune
to career choices.

However, the situation today has turned on
its head, and we sure have come a long way. The
fact that India needs job creators and not job seck-
ers isnt lost on anvene, ]'chh.ld.iﬂiﬂl: youth. We
are now witnessing a paradigm shift with entre-
preneurship fast becoming the first-choice career
for our best and brightest, and startup successes
inspiring a new generation of Indians. This has
iy Been due to a significant shafl in the way
Entrepreneurship Education is now being impart-
ed at campuses. The new ftrends in
Entrepren ip Education are experiential and
focused on learning by doing.

Mainstreaming ent urship course
with credits: Educational Institutions which are
serious about creating a culture of entrepreneur
ship at their campus are mainstreaming the course
with credits and bringing in an evanpelist facal-
ty for the same. This has gone a long way in gen-
erating more interest in entrepreneurship amongst
students,

Project-based ing: The course is now
less theoretical and focused on out-of- the-class and
out-of-the-book approach — validating the start-
up idea, how o create business models, under-
stand the nuances of Minimum Viable Product
(MVPY), dos and don'ts before starting up etc. are
real-time scenarios ensuring that startups of
tomorrow begin on the right footing.

Exposure o industry ts, mentors and
entrepremeurs: [ is widely u.-:Eml.-.-LEdgﬂj that the
best teachers ol entrepreneurship are entrepre
peurs themselves who have dirtied their hands,

I t is an interesting reflection. When | was grow-

faced myriad challenges and done it all. While
industry experts give an outlook of the various
facets of the busi the entrepreneurs give & first-
hand feel of what's to come in the entrepreneur-
ial journey.

Practice ventures: Practice ventures by stu-
dents lay a clear roadmap for venture creation and
build entrepreneurial muscle. A number of str-
tups have arisen [rom campus ventures as they
provide ral-word learning into business planning,
customers, markets, revenue, competition and
funding.

Design thinking: Innovation and
Entrepreneurship are two sides of the same coin.
Fostering innovative thinking through creative and
collaborative workflows helps to facilitate protio
typing and discovery of new solutions.

The new entrepreneurship education trends
at the campus are fostering innovation and
experimentation through hands-on experiential
learning and providing an opportunity to budding
startups for building and executing the business
idea, learning to challenge the status quo, and
developing a risk-taking mindset. More impor-
Lanitly, this will go a long way in grooming a new
peneration of educated and robust startups who
are more aware of the pitfalls that lead to fatlure
and hence, will maximise their success rate.

We are looking at a future where our entre-
preneurs will be heroes much like the Bollywood
stars and cricketers,

The writer 155 Exapufive Vice Presdent, Markebng at
Wiadtwani Foundation
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GENDER DIVERSITY: THE SECRET WEAPON FOR
AN ORGANIZATION'S SUCCESS

Business Insider | September 29, 2020

» Article » Gender The Secret Weapon For An Organization's Success
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Gender diversity ot workplace | Phabay

= Itis universally acknowledged that bridging the gender gap in India is not just a dire need, buta
herculean task.

writes why it is

* Atul Raja, E Vice P - Global M: ing at Wadh i Fi
important to build an inclusive work culture.

For long, organizations have ignored the value, importance and power play of gender diversity
despite many studies postulating that teams with a “balanced’ gender mix perform significantly

better on critical parameters like revenue and growth,

Gender Diversity in India
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In India, gender diversity bias is even more predominant. As per the ‘DivHERsity Benchmarking
Report 2019" which studied gender diversity in the Indian workplace across 300+ companies, only a
quarter of India’s workforce is female. This is corroborated by the "India Skills Report 2018 that
puts the economic participation of women in the workforce at 23% in 2018, a disconcerting fall
from 32% in 2016.

It is universally acknowledged that bridging the gender gap in India is not just a dire need, but a
herculean task loaded with multiples challenges like work-family balance, choice of job profiles,
work-place conditions and most importantly a mindset and attitudinal change.

With India ranked 142 out of 149 countries in the economic opportunity and participation of
women index [as per The Global Gender Gap Report 2018 of WEF], there needs to be concerted
effort to increase India’s female labour force participation closer to the global average of 49%.

R &

of a Gender-balanced Workforce

The nascent gender diversity across most companies in India has seen many roles such as oil and
gas, manufacturing, construction and engineering with a male skew. On the flip side, there are also
traditionally femal, d jobs, such as el ry education and nursing. This is a glaring
gap as plobal research, surveys and data-points clearly exhibit that companies which practice
greater gender diversity have reported inherent benefits as they fully leverage and utilize the talent
available:
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Gender Diversity: The secret weapon for an
organization’s success

SEP 29, 2020, 1418 15T

A shift towards a more gender-balanced organization requires structural and
systemic change.

Improved financials and profirability: women in leadership positions, mixed-gender boards and pervasive
presence across the rank and file have yielded better financial performance,

« A better ‘employer brand” jon: & prog) and positive reputation will attract the best talent.

Employee retention: inclusive culture is a booster for motivation and morale.

A loyal and breadened customer base: a diverse talent pool makes it easier to attract an increasingly diverse
customer base.

A guality-focused shift: since diverse teams are more creative and better ar problem-solving, a better
gender-mix signifies the shift from quantity to quality,

Creating Greater Gender Diversity

There has to be a clear distinction between gender diversity and gender equality, Gender diversity
doesn't mean a 50:50 mix of males and females across the organization but a fair representation of
both sexes and the critical fact that the hiring team should have an open mind for any openings
without assumptions or prejudices,

A shift a more gender-bal, d organization requires structural and systemic changes:

1. A shift in the Fruman capital” strategy: the diversity strategy to be strongly intertwined with the
recruiting strategy e.g. removal of gender-coded words from job descriptions and postings.

2. Internal Communications thrust: an internal mindset build-up is essential to begin on the right
footing and to shake-up any pre-conceived notions.

3. Leaders to be champions of diversity: creating an open, inclusive culture,

4, Women Leadership Programs : developing an internal pipeline as a "walk the talk’ showcase both
internally and externally.

5. A balanced pay and benefits structure: robust, family-oriented perks that account for any
‘unintentional” bias.

Small steps at organizational and employer levels can prove to be a great national asset. As pera
MceKinsey Global Institute (MGI) report titled, “The Power of Parity: Advancing Women's Equality
in Asia Pacific”, addressing the gender parity issues could lead to 18% higher GDP for India, Le,
3770 billion by 2025. So, if we are able to bring more women into the workforce, the potential for
impact is immense, transformational and with far reaching implications.

- By Atul Raja, Executive Vice President - Global Marketing at Wadhwani Foundation
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THE IMPORTANCE OF STARTUPS INNOVATING AND
PIVOTING IN COVID TIMES

The News Minute | August 20, 2020

The importance of startups innovating and pivoting in
COVID times

The COVID-19 pandemic may be a long-term one, but even il it isn't it has forever changed the way startups will
do business in the future.
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By Atul Raja

It is a known fact that any crisis spurs innovation. However, the COVID-19 pandemic is unparalleled
and needs to looked upon with a different lens. While the pandemic has had a debilitating impact
across most industries and sectors, startups and small businesses were worst hit. As a result, nearly
40% of startups in India have faced temporarily closure due to the pandemic, and this may become
permanent in many cases. The situation is likely to be accentuated by estimates that 70% of
startups have less than three months of cash runway.

However, there is a silver lining in every crisis with the potential to turn adversity into opportunity.
Taking a step back, let us analyse the fact that around 90% of Indian startups fall in any case. The
mast important reason for the failure of Indian startups is the lack of innovation coupled with the
lack of a widespread support ecosystem, There is a dearth of new technologies, top-notch technical
talent, Investment in R&D or unique business madels.

So, despite the distress, the pandemic has provided a once-in-a-lifetime and a forced opportunity to
startups to understand the newly emerging market and consumer demands and pivet quickly to

meet the same through change and innovation and building systems and processes to scale with new

business models and products. With business continuity and growth at tremendous risk, leveraging
innovation will be the game-changer. As a result, many startups today are innovating and changing
business plans to cater to new market demands arising out of the COVID-1% pandemic.
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Pivot - the new catchphrase in the startup ecosystem

As per a Masscom 2020 survey, 54% of the startups are now looking at new opportunities and
business models to stay afloat, survive the current crisis and stabilize, Growth is only an after-
thought right now.

Pivoting is not necessarily about reinventing the business model, It makes business sense to pivot in
the same ar similar categories and possibly get into product extensions,

A couple of days back, | was talking to Vikram Khinwasara, co-founder of ‘The Yellow Straw’, a fresh
juice startup from Kolkata and he explained to me how a product extension from fresh juice to raw
fruits worked for him in the COVID crisis.

Let's take the example of some other well-known startups. 'Cure.fit' shut down its core business of
gyms & health clinics across India and focused on digital yoga classes which generated substantial
revenues. Similarly, 'Licious' with internal delivery manpower for meat supply switched to delivery by
logistics providers like Yulu and Shadowfox resulting in a revival of business,

Then there are startups which have actually incubated in COVID times, with COVID-led solutions,
Take for example IIT Madras incubated startup, 'Muse Wearables, which coats textiles with
nanoparticles-based antimicrobial agents that can ‘inactivate’ Corona Virus on contact,

There are numerous other COVID-led solutions being launched by startups like contactless parking,
air sanitisation of centrally air-conditioned malls, hygiene analytics, suspect tracing etc.

The COVID-19 pandemic may be a long-term one, but even if it isn't, it has forever changed the way
startups will do business in the future. A recent survey by McKinsey and Company of more than
200 cross-sector companies, aptly summarizes the moed when mere than 90% of the respondents
say that they expect the fallout from COVID-19 to fundamentally change the way business is
conducted. In the short-term, the startups will have to ensure liquidity and slow-down of the burn
rate while in the long-run, pivoting to the all-new sunrise verticals like healthcare, and emerging
tech like Al, IaT, Cloud, videaconferencing, gaming and OTT platforms, streaming, anline education,
grocery delivery and e-pharmacies, seems to be a viable survival option due to unsustainable unit
economics and high cash burn.

While resilience and adaptive measures to survive and thrive s important for startups, innovation
il bm m el Fm b i bl i mmn S S T b — ST HE VI S R—

downturn,

Views expressed are author's own

Atul Raja is Executive Vice President - Marketing at Wadhwani Foundation

Show us some love! Support our journalism by becoming a TNM Member - Click here.
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DEMOGRAPHIC DIVIDEND VS DEMOGRAPHIC DISASTER

Business World | July 15, 2020

Demographic Dividend vs Demographic

Disaster
ik Live |

More than 54% of its population is below 25 years of age and over 66% of the population in
the working-age group (15-59 years), as per a recent report.
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india Is a nation with one of the youngest population profiles, More than 54% of its population is below 25 years of age and over
66% of the population in the working-age group {15-59 years), as per a recent SRS report. On the ather hand, the India Skilis
Report estimates that -12 milllon youth between the age brackets of 15-2% years, will enter India's labor force every year over
the next two decades. 5o, the country’s population Is expected to bulge in the 15-59 age group over the next decade, This
demographic advantage is predicted to last onby until 2040, India, therefore, has a narrow time frame to harness its
demagraphic dividend and to overcome its skill shortages.

Bridging the demand-supply gap of skilled labor

While there seems to be a great demographic opportunity, it presses an alarm butten, as there is currently a severe shortage of
a well-trained, skilled workforce. Millians entering inta the workforce are far outpacing the na, of jobs being created, It has been
widely estimated that only 2 3% of the workforce in India has undergane formal skill training as compared to 68% in the UK,
75% in Germany, 52% in the US, B0% in Japan, and 96% in South Korea. So, If we do not bridge the demand-supply gap of labor,
especially skilled labor, then a massive wave of unemployment could leave India floundering,

in for

One of the key reasons for the wide skill training gap, is the marked disconnect between what academia is producing and what
the industry needs. The world has transformed, but education in India hasn't with a kargely static curriculum ignoring the
relentless advances in technology and new-age learning needs on mobile technalogies, Al, Machine Learning, areen energy,
drene technology ete

With 95% of graduates’ unemployable and nearly BO% of new entrants to the country's workforce getting little or no
apportunity for skills education, we seem to hawve underinvested in education for employability. As a result, a large section of
Indian population reeds to be skilled, reskilied and upskilled

This i corroborated by the Global Talent Shortage Survey 2018 of the Manpower Group, where 63% of employers in India say
that they are having difficulty in filling jobs. With such an acute talent shortage, employers are challenged towards productivity
and output. & fracture in the skills supply chain could disrupt India's plans of manufacturing dominance.

Soft skills for hard results

Soft skills or workplace skills or employability skills, are giobally touted as the next big thing in the skilling domain. In today's
dynamic work environment, advanced soft skills llke communication, teamwork, probfem-solving, digital literacy etc are given
top prominence by employers as technical skills can be acquired and taught but soft skills are alien to traditional education and

have more to do with character, ps and ity

A study by researchers from Boston College, Harvard University, and the University of Michigan found that soft skills training,
like communication and problem-solving, boosts productivity and retention by 12 percent and delivers a 250 percent return on
investment,

According to Defoltte’s Global Human Capital Trends report, executives now consider soft skills as impertant 1o fostering
amployee retention, improving leadership, and building a meaningful culture. 32 % of Deloitte's respondents rated soft skills as
a critical priority.

Linkedin's 2015 Global Talent Trends report shows that 52% of talent professionals and hiring managers say that soft skills are
|ust as important-or more important-than hard technical skilis, The repart concludes that 57% of talent professionats struggle
to assess soft skills. According to @ survey by Talent Q, nine in 10 employers believe that graduates with soft skills will become
Increasingly important

Perhaps one of the only soft skill surveys In India was done by Wadhwani Foundation, wherein 1100 employers spread over eight
cities rated soft skills vs hard skifls, and 85% of the employers said that they will be willing to pay & premium of 10-20% for a
prospect equipped with desired soft skills than atherwise
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Dual VET - Vecational Education and Training

Tha Garman vocational education and training systern, also known as the dual training systam, is @ goid standard in croabing an indusiry-
ready, job-ready workioroe through & i o theory nd training embedded in 3 real-life work
anvironmanil. Wa need b leam and impamant the foliowing best practices:

Firmly established vocational education and training in the education system

Coeperation between Industry and academia to be regulated by law
The madel to be owned by the Iﬂdubl'y_. the standards and exams also set |Iy It, and net by any other body
Tfall\lt‘gl testing, and certificates to be standardized in all industries

China, Japan, Brazil, and Singapore, who had similar challenges in the past have adopted inspired models to successtully bridge
the skill gaps and ensure the employability of their youth. This dual apprenticeship system is vital for a succassful and smooth
transition from student life to a work environment, thus creating a skilled workforce in big numbers that India so direly needs.
We need to treat such distuptions in our education system as a prereguisite for a successful economy,

Going by the trends, India i likely to have the world's largest workforce by 2027, 1t is impertant that we disrupt our old school
education system with increased expenditure on education and training and by integrating new-age, industry-led skilling
programs that successfully transition the youth of today into a champion workforce of tomorrow.

There fes a great opportenity to leverage our demographic dividend as an unprecedented resource for wealth creation that will
outpace much of the world as a global HR powerhouse. The mantra should be to "Bulld your skills, not your resume”. Education
will net ensure 2mployment. Skilling will

Disclaimer: The wews expressed in the article above are those of the outhors' ond do not necessanly represent or refiect the wiews of this
pubiishing house
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IMPORTANT TO SET UP A MSME-COVID
RESPONSE TASK FORCE

Business World | May 27

Important to set up a MSME-COVID
Response Task Force: Atul Raja

The MSME sector will have to bear the brunt of the biggest impact as COVID-
19 rips across people and the economy writes Atul Raja, Executive Vice
President- Global Marketing, Wadhwani Foundation.
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Tha Micro, Small and Medium Enterprises (MSME) sector is often described as the backbone of the Indian economy
employing ~120 million and responsible for ~45% of exports. About 20% of the MSMEs are based in rural areas and
despile the odds and fack of adequate economic and technical support, the MBME sector has shown a consistent grawth
of over 10%. COVID-18 could break the MSME backbone given thal the manufacturing of textiles, furniture, electronic
companants, hatel services, elc., has come 1o a grinding hall. The pandemic, with no and in sight at the momaent, could
threaten 40% of 1otal GOP that ks generated by the MSME sector. If anything can propel the Indian sconomiy to it target of
5 trillion by 2025, it is the MSMEs. The nation cannot afford a catastrophic breakdown in the MSME sector and must act
with urgency,

The governmen! has been quick to respond with measures to ensure that payments to MSMEs do not remain frozen
duning the lockdown. For exampla, It asked the NHAI 1o release paymants for confractor bilks to the una of Rs 25,000
crores. Public secior companies have also been instructed 1o satile vendor bills without procedural delay. This, of course,
parily takes care of wages bul does nothing to revive demand or put the MSME workforce back info production,

So far the ABI has instructed banks to alfow a moratorium on term loans, deferred interest payment on working capital and
public sector banks have exiended emergency credif lines of up to As 50 lakhs {or 10% of existing working capital limits)
under the IND-MSE COVID Emergency Loan with & tenure of 60 months &nd zero processing fes. An IND COVID
Emergency Salary Loan can be avalled equivalent of 20 times the latest gross monthly salary with a cap of As 2 lakhs
SIDB has announced concessional rates for loans that will be Issued in 48 hours with minimal paper work for those
providing emergency products and services related to the battie against COVID-18. In addition, the Gol has allowed
MSMEs to delay payment of GST uniil June 2020 without penalty. One supposes thal bill discounting on various platiorms
will also be enabled and power and water béls will be deferred along with property tax payment,
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Ona ol tha reasonably fast measures the government can take s 1o launch an inteligent mobile app that allows MESMES 1o
upioad 1he required documents to access credl lines, lax breaks and foans. The app should use Fobolic Process
Automation (RPA] al the back and 1o read the documaents, run the extracted data past an Al engine 1o match 1 with varous
data bases, uss the data to complete lorms and directly approve loans/ relief measures and releass payments into the
accounts of the MSME practicalty overnight. The goal should be to minimize paperwark, the dependance on application
scruling by human teams thal can cause damaging delay, eliminate the need to access bank and governmant websites 1o
avall the financial assistance using deskiops, and defiver lunds using zero-touch onling processes

Given 1ha number of jobs endangerad in the MSME secior, the priarity should be to bring them back on stream as quickly
as possible by (this must have squal priority as making funds available to MSMEs):

-Boosting healthcare facilities around zones that have significant MSME activity

-Ramping up education around social distancing tips and using online videos distributed over
mabiies
-Creating, | and suf g back- duction protocols and processes

-Sefting up MSME-specific COVID-19 service desks that use chatbots and are avallable online as well as over IVA o
provide ien redated 1o the pand and the fscal assistance thoy can avail of (Dasically, zero-manpower call
cantars)

Also, it is extremely impartant to sel up a MSME-COVID Response Task Force. This should have industry, government and
banking repregentation. The remit of the task force should be two-fold: First, draw up plans that bring MSMEs to a back-to-
production mode; second, create a blueprint for action once the vinss is brought under control and market demand retums
to normal levets. Many MSMES will not have access to capital and labor required 1o get back to 100% production levels for
quite some fime. Can innovalive pathways be crealed such as invesimenlts inlo their businesses from existing buyers or an
industry consortium? Can a fechnology-driven, scalable, centralized Human Resource sarvice, that works fo revive the
MSME labor force, be provided? These senvices can be made available online! over mobils using remote collabaration
techneéogy in a bid to hastan the return to normaicy.

The MSME sector will have o bear the brunt of the biggest impact as COVID-18 rips across people and the economy, In
this exira: y . a variety of aid ges and technology-driven law-cost lunclicnal can be the
mitigating factor betwean MSMEs and full impact of COVID-18.
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Soft skills can deliver hard results
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CHICKEN AND EGG: ONLY NATIONS THAT FOCUS ON HUMAN
DEVELOPMENT FAST TRACK THEIR ECONOMIC GROWTH

Time of India Editorial | November 22, 2018
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{]IICL{IH and egg: Only nations that focus on human
development fast track their economic growth
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labour with future-ready skills 1s essential

haEremETe i ol T ey
Tinie o e il o e
i i o L T AR
o Tnii Pl S
e LA B P L R
al labewr This assreimn & @

Hreci joif ki Thr Fmll o
Lo, T Lo ety 0 | ooom '
Fier PRACIP . BT T
wil resalh B odlrven D Bssan
o driars ol mabs, rocks el
tws. Mler FEwEAEEDs cEcs
will e prgraan m e
12 kenld s, e vhe e ool s
ey i e can sfrich
[Ty ST Y

Ii dmrn ke resssTTR W
L A R i i e done
5 PR s Wil e S
gl 12 @ b P E
o> [T [TFGAHIM Y WTED ST

[i——"pf- |
‘Massoem predicied that
autemation would
result in & 2% 2%
reductia in T jobs in
thres pears. Liloor
Inberrdve mdustries will

became the frst targets
of sutomaliom

s s o e o
wagen (e saxly inoohe LR
lamnd e the sificen & one
IFREIE] SE W T T AT
TN T D W M
TN 138 % STV EFar i N
S MR T, a T A
i R STV PRy T
H FTU D SR PR

Authored Articles By Atul Raja, EVP - Marketing, Wadhwani Foundation

] T 1T e E e
FRANUIFIRG i il T ARG
ot [Ba] i Bafabis.
CHEREE A T e T ]
e GEd diedk] 18 mnd] B3 Tk
il ByTew o i Pl
S o e oh el ixlaroaies

W mah = rielye Fiema s
el 8 infvernsl Tskr Income
T G U700 prrtss mesnrs: — i s
& e ‘Emereseed Leubis
merrssr’ - pran e Bk ol all
rivirren. o pEsthns b

ISR B S &9 1D ST
EITRS BP R

M wrier b Fzoany 19w
iy e M v Flarmimedan


https://timesofindia.indiatimes.com/blogs/toi-edit-page/employment-in-the-age-of-automation-preparing-labour-with-future-ready-skills-is-essential/

REVERSING THE TREND OF JOBLESS GROWTH
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STRATEGIES TO CREATE JOBS IN INDIA: HOW TO REAP
THE DIVIDEND GIFTED BY DEMOGRAPHY

Times of India | October 17, 2017

Strategies to create jobs in India: How to
reap the dividend gifted by demography
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GOOD NUMBERS MAKE GOOD POLICIES: RELIABLE JOBS DATA
WILL HELP INDIA OVERCOME ITS JOBLESS GROWTH PROBLEM

Times of India | June 13, 2017

Good numbers make good policies: Reliable jobs data
will help India overcome its jobless gmwlh problem
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‘STAND UP’' OF ENTREPRENEURSHIP AND
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Sustained policy interventions can ensure a level-playing field
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Philanthropy:
Vital for growth
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It is high time to reboot and
revitalise our education system
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WORLD ENTREPRENEURS' DAY

Can entrepreneurship
meet the job-creation

challenge?

According to the
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regstered in India in
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entrepreneurship s
prowing. But the
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positive trend will be
tested by the number
and quality of jobs

ervatal

B aw s A s ey il

T = TR EEE Y Y

i the Gxsas 1S
which regesrs larpgs esecrys o @
Urprilcht Wilnklie &bl dkaam
making o= v mifh (G EnSFy o
Vi ewpreed Tl Fai
iy marywet Peer om paetE sl olk
ErFcA o B i L a Psn poai o el ETie

TANTUFY o S Al kil | sl i

wiich i e 1T, WS bl OIS Bl
1 A e m i P | AT Iy
hipvenlodl R

Tum o 1

rres Eaxhim  Pahsal

Fismsal of FEphart ael &
Ll wtw e BT Adnive Falbai of
S ol Pl sl S o I e b
W T g il B el
[ELLE ST
Hils, Mpemim Sam
T b b TS P e
Thii & & preerg liE S om

1 I

fralisiirk i jevnir B
! N E s in il s
Nelds surly = deciabn wremees, ol
el ek minly, et driie
bmin. sl e Py meidrile
i tEe. ghebal delises o Erad
I Frirml Frphsan e om e
[C ol | g ey

P
rhinh® Caeights rinEss oSakr

(]

man, w i
"y ey
g T ST T T
sy, T i |
wrred huk F

I was F i P

oot Vil

T
1 e
HTEL 2

[Py
il Mo B iperel wid
WUTHE BN 1 L] e el

Uirnr Imnid'irs b chlrosber dige
[ vy e wn] sk baren
trepeswes ITT Bl by Fissle,
u..l.."-,, sou vl

s s sl b alep ond @eed €
st beiter aied v i grasler
e siameyor ko s Thoe m b
1 e e arll

g [§

IR ] e B

riran i o dand
tgemr mial iy Teseed Tl Emn
g B rreie dpgesd dumired Al G
LRLREIEEL i) TR TE e g L

iy e wlells by ol 1l ers rpreneur
T W k7=l

Fimlied & sl P § . [ el e

Are | lakh new businesses
ARt create ermploy mant for
an estimated 10 lakh peopia
enpugh lor india? Whes you
corider that indin & adding
10 laehy oo b 10 e
workiorce each month—or
crores koking for jobs in the
mixt 10 years—Lthe argency
b acldress the problem starts
asburiig Importance
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FULFILLING THE PROMISE OF A SKILLED INDIA

AMPUS

Read Online

Fulfilling the promise
of a skilled India

Although decent progress has been made in skill enhancement across the board,
we must not forget that the numbers we need to address are in millions—the
vision of the National Skill Development Initiative is to skill 500 million by 2022

ATUL RAJA
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Traditonal education has faled 0 equip a lrge number of
Indians for the world of tomorrow, The numbers associated
with this problem are daunting by 2020, aimast 60% of our
popelation of over 1.3 bilfion will be in the working age group
of 1559 years. Of these, barely 2-3% are expected to have
wsable skdlls, That eventuality s ondy five yoars away!
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DEMOGRAPHIC DIVIDEND OR DISASTER

TOI - Ascent - April 2, 2016 Read Online @

Demographic dividend or disaster

Atul Rajo

It wors heartening to gee that the Union Budget 20i6-17 had ‘eoucation sk development ond job creqtior’ os one of the nine pillars
envisoged to transform Indion economy. Skill developrment os o dire need for high-guality job tulfilment is a hot Dbutton topic ocross
the gloioe todoy, and with It low laber-cost, rich tolent pool and o young, ever burgeoning workfcrce, indio sits at the cusp of
great oppartunity to become the ‘human resource copital of the world'. Indic's potential to power its giobo! competivenees os a

knowiedge-based soclefy is wall-knawn, Tharetore, righer education & raining os d feeder ta workforce, and an unwavering fosua

o akil Wt are atrotagic far the country fodey.

Ench year, 12 million inchans join the worktoree (0 india but majanTy of them are unskiled. It 13 esomotad that more than B4% af the

warkfarce hos no technical education ond merely B% in rural and 30% In wbon creas have general tion af higher y

tnv abovi, Hence, the urgent tosk of hand ls to enhonce the current skiling and techrcal educotion copacity in the country fram -4
miilioe o 15 millian |[inetuding troining requirernents of the edsting werdtarce). Empnatic planning ta fusl technical educotion and
skll-zats will ploy @ erueial role in the success of Tar-reoching initatives ke Skl indio, Make & Indic; Hgital India ona Jon-Ghan

Yojono

Tha recent Unlen Budgot 2016-17 nos ackrowlacdged e sigaileanca of higher eaucction ord skil devolopment. ond the ollecations

in this regord ore notewarthy

# allctment of Rs, 28840 crores to imprave higher education undler the asgis of Ministry of Buman Resource Development [MHRD]) as
ogoinst §s 26,855 crores in 2065-16 on increase of 74% By 2030, India will be omongst the youngest naticns in the warld ond with
nearly 140 milion pecple in the colege-going age group, one in every four groduates in the workd 'will be o product of the Incian
higher educotion systam. To enhance vertical and hortzontal mobility of students today will create intellectunl, economic and sccial

value for tomomow, ond foster o culture of Nnovation

# Safting up of the net-tor-profit. ‘Higher Education Finaneing Agency (HEFA) wim an inial capital bass of Rs 1000 crores; this

ovotar of o non- banking financial company |2 slated to provide interest-tree loans to higher v Institutions tor ¢ g
new eampuses, expanding or renovating existing Infrastructure in top matitutes like 87 and IMs, and creating state-of-the-ont
laboratceies. Oer the nist five yeors, the copital base of HEFS & projectsd to grow 1o 8% 30,000+ crores through kveraging of the

markets ond C3R contributions. HEFA is 0 novel idec that recognizes the mile of private sector in thi educotion sector but (s

and reg ¥ iz will e cricial to smosth implarentation We will hove Lo woit for o frarmework cuiiently baing
teveioped by MHRD. The propesal of making all central and state higher educotional institutions eligibée os membens of HEFA [with

tigders ]| could b taf-reaching Howower, theri 15 no cdoubln ot HEFA Wl bennlil both the studonts os well as the: Tnonoing Systam

# Allorment of RS, 1700 crores for estabishing 1500 multi-skill training instiutes (METES) to trair youngstors for jobs and oo to
SIoTup, This is o radion! ahonge frem troditional TS, METIS are ervisaged o the new generarion TS focusad on reach and
penetration of skl develapment aefforts ot block and district kevek and public-private partnerships (PRF) for better quality and ease

of delivery, Howevar, o constant reslignment of stl expectations with high- cemand jobs will be essentiol,

# A slew of measures, in oddition to the multi-skil troning institutes (M5T1s), have resulted in the Government’s ambitious target of
skiling cre crore youth over the newt three years urder the Pradhan Mantr koushal Vikas Yolana [PMEVY); the kational Seil
Development Migsion has cregted an staborate eklling eco-systern and imported training to 76 lakh youth; entreprensurship is
being encournged ond democratzed with plons 1o provide entrepreneurship education and training n 2200 colleges, 300 schools,
500 Govermment ITs and 50 Veconanal Tralning Centars threugh Massive Open Cnline Courses [MOOCs]. Aspiring entrepranaurs,
particularty fram remate parts, will be cornected 1o mentors and credit markets;: tax benetits will be given to Tainirg mstitutes il
20%0; satting up of a Naotional Board tor Skill Development Certification in partnership with the Industry ond ncademia; moded skill
centers planned across 5004 cistricts in the country. PMKVY |3 the engina that will steer the skiling acaaystam In the country and the

Gousemment's positve intant Is clear with substantial funds allocation. & strang ndustry Inkoge to ersure high-guality smpleyrent

oppartunities can be o game chonger bara,

Govermnment's focus on higher educotion ond skill Seveloprment along with the PAR noture of muiti-skill institutes and Highar
Education Financing Agency 15 [kely 10 Spur inlenst in Corporate india 1o fulfd their CSR obligations (hough fecusad snenading in
thess twe areas Thire oro procedents T pannering with the Natioral Skill evelapment Gorporation (NSDC) In dolvery, Also this I
nething naw, In 2019-15 toe, education and skl Govelopmaent wers koy 0ros thot ottractod large CER spanding. A total of As 6338

CIGRas wars Spant on C5R by 450 componias in FYS, and ad TN and skl [ 23% of the CSR spanding,
nccarding to data from the Ministry of Corporate Aflairs (MCA) Therefare, in FY 17, there is every likelihacd of the 2SR spends

increasing in this space

with S4% of our populotion below 3% yeors of oge, we are sitting on a substantiol but mainfy unemployable workdorce. By 2020,

aimost §0% of Indio's population of L3 oillion will be In the warking oge group of 15-5% years. Of these, boredy 2 to 3 % are expected to
hicrve usabide sdils. Sowe are lookng ot two scenarics here; o massive wove of unemployment that could swee india or genarotion
of an unprecedentsad human capital resource which will cutpace much of the world, catapalting indio Inte o ekills factory supplying

talent to ol comers of the globe
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WOMEN ENTREPRENEURS IN INDIA:
COOKING UP CHANGE

Huffington Post | September 3, 2015 q
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Cooking Up Change
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HOW WOMEN POWER CAN ADD 247 TO INDIA'S GDP

YourStory | November 19, 2015
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How women power can add 2.4% to
India’s GDP

Blarrmg & few exceptions, wormen enfraorenews m |ndia are el Lo be bracketed oz
sk ks and celebrities. But dan't o surpnsed i this changes faat India s
sifling a1 the cusp of o women snbreprensursigy revalunon. Thime s a growng kst af
trailvasess.
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x, e Foairde of Sinle 5w e which was pocpiesd By Livkedivin 2017
was named amangst the wodd's Togp 10 'Wamen Infisrcers in Web 2 0 by Fast
Compary, Astam Asnokon. the founder of bad Street Den tral sobees prooiems
PR ol it ge, Miseiy
Mt DG FUTOng bt e, Ao Seicharan 10 oo of hextOrop Bt lets
uraon resadents track meailabsl ity of piped water: Shontal Woish whose Shant Lite
nrenites merofirance o slum cwesiers ostert oamesses and Sainse Chabal
Toiacler ol Seeoadh Tl &

Ik ol nnlre pelailsr Inlibeam b

i 1 | bl wsatiein pocriess il ol 1 Eaf vt
oppostunities. Tho st s o growdng and Strengthening tha percenbion that in
i 2 come woimen enbreprenesrs will hold tremendous infleence o lndia's
wTorEy

The frend al womis takng 1o entreprorecrshig: has grown siemtly. Bul hidorically
spaking, this 158 mast matural dreevd i i wis e sormn wer e sl lonamn Lo roll
ol 'popeia’ arl pckies - el i L Back a5 19501 o w
WEIVRE S COCEREANTA, WOiS hortl. Today if ammpdons 43, TKH] poanike mni nas 4
haroyer of pver s B00 crored 'With alegacy bhe that can indian wan val be at
b Tt efried of endrepreneunship?

Accnrding o a 2% rep o refoased by ENP Paribas covering U5 Europa, Middie
Enstand fea indin ronks as the most actie country $or supcesshil women
enireprensir. The repard ings thal smbamshing 4F% ol enlrepremery n She
seadiTley s v i pleces Ieila i i of Hling Koo aid Frases, [T olfe beo

natians Ehat Toflow India in termes ol actvn women onfrepreneors.

Read Online @

The trend is giving rise to multiplo support systems and accelerators amed at
promatng and sustainmg women ontreprenours. In March 20k, NASSCOM
laumched fisks in Technalogy (GIT), 2 programma o arsarg that woman find if
aasr tasot wpinternat besad fechnology companies. Becently FICC laamched
Sevayam'in Ahmedabaa with the asm of supparting women entreprensurs. HSEC
Inchip chairrman, & il Kichwat, betittngdy chavad this event, These ara just two
examples ol a heatthy and viirant ecosystem that & tast talling i place 1o incubats
andl support wornsn entregrensurs in indig

Education snd vocaonal lraiming are 1he prrary drivess Tor turming The
enireprenenal aspirations ol women mio meahly. Bul thire are olbor so00-
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% Toe denvitgg Uhe transifion ol more and mone widnen Starting
Busine=ses 35 dhvierse 25 pet care chinics, loan recovery fams, phessntstion-shanng
platfonrs, wheschair manafacturing, telemarketing compaenies. herbal care
products, publishing, pubilic rdions argangsasons and lsaming oanagement
systeme. Tradtiona! lormilly structunes dre charging that ane slosang wormssn an
ket yorce; This gender gap e baeen maen and women b rnoed
enabing women 1o find hesr fest ardd unlock ther potentiol; they are acgquinng the
onfidence and self-belel reguirsd for being @ rue entreprensar;, snd they are able
N esbwrk and fird Tunding and rmantoring mone easdy (Ran ever before

AL The bottom of s Erend are gover miment soheames and palicies that suppoet and
enciurage women entreprensursteg, making il sasier for them Lo develop
Eitlrapranssial skitls (hnough skl deselopiment progianemesy and lod
matibulional hinance, mlrasbieclure amd Lalent, As esampdes, we Pve he Trode
Related Entrepreneurshp Assistence and Development [TREAD) Scheme provided
by the Minstry of Micro, Small & Medien Enterpnses (8500 TREAD provsdes
submidy afup 1o 20% of project cost and the batance T0% a2 loan 19 women
enfreprencuss, Additionally, these are mnumerabie schermes lounched by banks
aimed ab women antreprenewrs. Inlacl, the Bharabiva MafulaBank, which opened in
2013 and nan by Uisha Ananthasubramanian — anothes robe modal tor women m
Indlin — focusies on urban and rural unbarked womaon and holps them establich thair
businesses.

The Orgarizaton lor Economic Co-operation and Development (OECD) regorts that
The annual prowih of the econamy could improve 2.4% i1 india imploments. pro
growth pnd pro-gender pobcars. To truly leverags ths tend, india must encara that
wormen have sasier scoess Lo sducaban and training. bo workshops that sddress The
development ol skills such as accounbing, Markeling, urman resource Management
and productn. [F i mmporiint Thal woimen Pove cater aicess Lo irale Lars and
eanfErences in Inde and abroad. So that ey mee! others o hemcalves and
mbaract wiih bugisrs in

ger markeds. And abose all, if = imperathe that a Kational
Grigseancns” Farum s sel up whens B probilerms 1hal womaen amfepaeneuns Tece in
chay-1er-clay work envitonments are quickly sodressed

enmen endrepEenoETs are & precious roscunce and the brend of growing
Enfraprensis Bhip AIMCHE wWimen & mast walcome. Women ane strong. patsant
cormpelithe, resowroatul and nuerturmg by natere, Thay have tha ability fo brng
Innasation and new perspectives Lo runing busness = glinbutes that modem
businesses management theones have come o recognize as onifical Tor sucoess
According to Workd Economic Forur's (WEF) Global Gender Gap Repart 2004,
Inchin's womnen make up shghtly ower o hird o the workdonce and hence e
imeregse] comiifilon 1o GOF and the atihby 1o ereale amplaymen] coukibe &
garme charger lor lndin's economy
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PROFESSIONAL COURSES NEED TO GET
MORE PROFESSIONAL

Financial Express | August 8, 2016

Professional courses need
to get more professional

4

The importance

of including
entrepreneurship
as part of standard
curricula cannot be
undermined, We
can begin by
creating a formal
culture of
entrepreneurship
in classrooms
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Whale there are
successhisl examples of
young mnovators fike PC
Musthafa (iD Fresh),
Sampriti Bhattacharyya
(Hydroswarm) and Visay
Sharma (OnedT), the
harsh reality is that an
nordinately lage
number of start-ups fail.
That's the reason why
academic instintions
and organisations must
Assist and sapport the
development of
entrepreneurs in order to
ensure high survival rate
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AN ENABLING FORCE IN INDIA'S GROWTH STORY

labourgap

Hindustan Times | August 11, 2016

Read Online

An enabling force in India’s growth story
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