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CHATGPT AND GENERATIVE Al TOOLS:
REVOLUTIONIZING THE MARKETING LANDSCAPE

exchange&4media | June 08, 2023

ChatGPT and Generative Al Tools:

Revolutionizing the marketing landscape

Guest Column: Atul Raja, Career Marketer, Leadership Mentor and Growth Strategist, shares other
Generative Al tools and their importance in today’s world

by Atul Reje @@
2 Published: Ju B 2023 12:35 PM | % MIN READ

Recently, we witnessed a new record in the technology industry. OpenAlI's ChatGPT
hit 100 million users in just two months of its launch. The significance can be
understood from the fact that TikTok took nine months, and Instagram took over two
years to reach the same milestone. The development of large language models like
ChatGPT is the most significant milestone in Al in recent times, as they have the
ability to simulate human-like responses to a wide variety of prompts, with the
potential to be used in different applications, from chatbots to language translation to

content creation, etc.

Generative Al tools have emerged as a formidable tool shaping the engagement
dynamics with consumers and are increasingly used to create and support a variety of
marketing assets, including images, videos, and text, all of which can be used to reach
and engage consumers in new and innovative ways. Let’s first take the obvious
example of ChatGPT, a large language model developed by OpenAl which has shown
enormous potential for Marketing.

1. Personalized Marketing: ChatGPT can analyze large amounts of customer
data, such as social media interactions, website visits, and email responses and
help marketers identify patterns, trends, and insights to improve their marketing
strategies, increasing conversion rates and reducing the cost of customer

acquisition.

ChatGPT can suggest different ideas for personalizing banners for each audience
segment. Additionally, it can carve out target audience segments and analyze data
accordingly, allowing advertisers to run PPC campaigns on laser-sharp keyword

management.

2. Automated Content Creation (perhaps the most telling impact): ChatGPT
has the potential to generate high-quality content for marketing purposes, such
as social media posts, blogs, product descriptions etc. Marketers can use Chat
GPT to automate content creation, save time, and reduce costs,

Zomato and Swiggy are using Al-generated content to engage consumers better. For
instance, Swiggy's food blog, 'Swiggy Diaries', uses Al to generate content based on
trending food topics, customer interests, and loeal food scenes. BY.JU's has employed
Al to customize learning paths based on student responses, with content generated
by tools similar to ChatGPT.
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3. Targeted advertising: ChatGPT can analyze customer data and generate
advertising messages that are more likely to appeal to customers. With
ChatGPT's ability to understand natural language, it can help create more
relevant and targeted ads that can lead to higher conversion rates and generate

numerous alternative slogans for A/B creative testing.

The Mint Mobile ad created by Ryan Reynolds is a classic example of how a
commercial can be created with ChatGPT. Storied, a genealogy website, recently
utilized ChatGPT alongside the Al art generator, Midjourney, to design video ads.

4. Integration with chatbots: This provides a more natural and human-like
experience to customers. Chatbots can leverage the power of ChatGPT to provide
personalized recommendations, offer support, and help customers complete
transactions seamlessly.

Flipkart has employed ChatGPT-driven chatbots for handling customer queries
leading to improved response times, higher customer satisfaction rates, and
significant cost savings in customer service.

Now let us look at a few other Generative Al tools that may not have made a big splash
like ChatGPT but are progressively defining the contours of modern marketing by
driving customer engagement, hyper-personalization, automated content creation,
predictive insights, and effecting big cost savings.

» DALL-E is an image generator focused on creating images from text
descriptions. It is being used by brands to create product images, marketing
campaigns, and social media posts.

HDFC Bank used DALL-E 2 to create a series of images that depicted the bank's
products and services in a creative and visually appealing way.

» Midjourney is another image generator that is similar to DALL-E. It is being
used by brands to create high-quality images for a variety of marketing purposes.

San Francisco Ballet experimented by pairing Al-generated art with live performing
art by using Midjourney.

«» Jarvis is a writing assistant that can help you write blog posts, articles, and other
marketing content. It is being used by brands to save time and improve the
quality of their content.

Indian IT majors like Infosys, Wipro and TCS are using Jarvis to create and
manage their content marketing campaigns and content-led assets.

+ Persado is a tool that can help you create high-performing ad copy. It uses Al to
analyze your target audience and create ad copy that is tailored to their interests.

Reliance Jio is using Persado to create more effective customer journeys by
personalizing the content and offerings at each stage of the consumer journey to

enhance customer satisfaction and decrease customer churn.

The potent combination of Al and marketing offers stunningly transformative
prospects for businesses. So, the next time you visit your neighbourhood grocery store
or call for home delivery, don't be surprised if the shopkeeper reminds you of your last
order, the stocks of which may be running out or details new offers on the same using
predictive analytics software (being used by companies like Hindustan Unilever).

The advent of Generative Al in marketing is exhilarating. Going ahead, to be
suceessful will not be defined by what we know but by what we can do with what we
know. Al-led marketing, folks, is a case in point.
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UNRAVELLING BRAND ARCHITECTURE AND ITS IMPACT:

NAVIGATING THE MAZE

Adgully | May 30, 2023
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Brand architecture is the logical, strategic, and relational structure
of brands within an organizational entity. It allows the consumers
to understand and appreciate the breadth and depth of its
offerings, create a clear-cut differentiation for internal operations,
achieve resource optimization and streamline the structure for any
future merger and acquisition. Understanding brand architecture is
pivotal to attaining brand clarity and synergy. Let's delve deeper
into the four types of brand architecture and their importance.

1. Branded House — the "Monolithic’ Brand Architecture

Occurs when a company uses its corporate brand name for all its
products or services. All sub-brands align under the primary brand,
leveraging its reputation and brand equity. Monolithic architecture
is ideal for brands seeking a strong, unified identity. It allows
companies to channel all marketing resources towards promoting
a single master brand, reducing marketing complexity and
enhancing cost efficiency.

Google uses Monolithic brand architecture. Whether you're using
Google Maps, Google Drive, or Google Docs, they all fall under the
umbrella of the Google brand. This approach allows Google to
maintain brand coherence and consistency across its vast
portfolio of digital services.

Similarly, the FedEx brand follows the monolithic structure with sub-
brands like FedEx Express, FedEx Ground, FedEx Office, etc. Each
sub-brand carries its unique proposition but remains closely
associated with the FedEx brand's overall credibility and trust.

2. Endorsed = The 'Hybrid’ Brand Architecture

Occurs where sub-brands have their distinct identity but are still
visibly associated with the parent brand. The parent brand lends
credibility, while the sub-brand focuses on the specialized offering
providing flexibility to cater to diverse market segments without
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diluting the parent brand's equity. This Hybrid brand structure
benefits companies with a wide range of products/services that
cater to varying customer needs but still want to maintain a
connection with the parent brand.

Marriott is an example of the endorsed brand architecture where the
parent company is recognized, but the individual brands like Ritz-
Carlton, Courtyard, Residence Inn, Four Points, Sheraton etc,,
maintain their unique identities. Each brand caters to a distinct
market segment, yet each is associated with the reputation, quality,
and credibility of the parent brand, Marriott.

3. House of Brands — the Pluralistic Brand Architecture

Occurs when the parent company's brand operates in the
background, and individual brands take the limelight. Each brand
has its identity, disconnected from the other brands under the
same corporate entity. This architecture benefits companies with
diverse offerings that appeal to varied customer segments. It
allows them to target markets without brand overlap, as each sub-
brand can adopt a unique market position.

Proctor & Gamble (P&G)is a classic example of the pluralistic
architecture with multiple independent brands such as Tide,
Pampers, and Crest, each having its own identity, target market,
and marketing strategy. Consumers often aren't even aware that
these brands belong to P&G, reflecting the company's focus on
building strong individual brands.

4. Sub Brand Architecture

In this architecture, the sub-brands closely leverage the parent
brand while benefiting from the parent brand equity and recall. Sub-
brands tie back to the parent brand's qualities, values, and
message while having unique qualities. This benefits the
organization in terms of increased brand awareness, improved
market share and reduced marketing costs.

Sony is a good example of sub-brand architecture where all its sub-
brands, like PlayStation, Bravia, Xperia etc., are successful in their
own right, but they also benefit from being associated with the
strong Sony master brand

The question arises if there is a 'fit for all’ brand architecture. The
answer is an emphatic ‘NQ'. Brand architectures depend on a
number of factors, including the size and complexity of the
business, the target market, and the company's goals. Businesses
with a small number of brands and a simple target market may get
away with using the House of Brands architecture. Businesses with
a large number of brands or a complex target market may need to
use a more complex architecture, such as a branded house or a sub-
brand architecture.

Read Online
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INCREASED DIGITISATION IS A BOON
FOR WOMEN ENTREPRENEURS

BW Disrupt BusinessWorld | March 06, 2023

Increased Digitisation Is A
Boon For Women
Entrepreneurs

Women entrepreneurship in India still has a long way to
go. As per the Government of India’'s 2021-22 annual
report on the MSME sector, only 20.37 per cent of MSMEs
in the country are currently led by wormen entrepreneurs

Multiple global studies corroborate that women's entrepreneurship results in positive
outcomes at the economic and societal levels. According to a recent Boston Consulting
Group (BCG) analysis, if women and men participated equally as entrepreneurs, global
GDP could rise by approximately 3 per cent to 6 per cent, boosting the global economy by
USD 2.5 trillion to USD 5 trilllon. However, women entrepreneurship in India still has a long
way to go. As per the Government of India's 2021-22 annual report on the MSME sector,
only 20.37 per cent of MSMEs in the country are currently led by women entrepreneurs.

To increase women's participation in creating ventures, central and state governments have
launched several schemes and programs to assist them with credit, technology,
infrastructure, skill training and capacity development to help increase their market
presence. These programs are designed to realise the full potential of women
entrepreneurs, including providing them with the right tools and support for more rapid
integration with domestic and intemational supply chains.

However, daspite all support, a basic fact remains —Women are mare likely to bagin their
entrepreneurial journey from their hormes, meaning that it is impertant to provide digitally
anabled programs that empower and skill women entrepreneurs from the comfort of their
homes and give them the confidence to scale their businesses. So, digitisation has
provided women entrepreneurs with a level playing field for starting a business like no other
development in recent times. There are five clear-cut benefits.

1. Overcoming Mobility Constraints: The adoption of digital technology by women
entrepreneurs allows them to evaluate new business models and facilitates the realisation
of entrepreneurial projects operating from the confines of their homes. For example, online
payment and e-commerce innovations are simplifying their ability to trade across borders
and reach new markets in a manner which less capital and less labor-intensive.

2. New Options to Access Capital: The well-known impediment of women entrepreneurs in
actessing capital can be increasingly streamlined by Digital Financial Services that include
payments, credit, savings, remittances, and insurance. With online platforms like Kickstarter
and Indiegogo, women can now raise money from a global pool of inveslors. What's more,
numerous venture capitalists and angel investors are now specifically looking to invest in
businesses run by women. This is helping the digital financial ecosystem to take root and is
changing the game for women entrepreneurs.
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3. Talent Hunt Is less Cumbersome: One of the biggest challenges entrepreneurs face is
access to the right talent who can help them grow their businesses. However, we now have
freelancing platforms like Upwork, and Fiverr that are making it easier than ever for women
entrepreneurs to find talented professionals who can help them with a range of activities
from marketing to web development.

4, Global Markets at a Click: In the past, another significant barrier to entry for women
entrepreneurs was access to markets. However, with the internet now reaching far and
deep, including rural India, women can reach customers all over the globe with just a few
clicks. That's why we're seeing a surge in e-commerce businessas run by women in India.

5, Leveraging the Digital Media: A recent study by the Indian Council for Research on
International Economic Relations (ICRIER) and Bain & Company found that women
preneurs are increasingly using digital tools to start and grow their businesses. For
example, nearly 60% of women surveyed said they use social media to promote their
businesses, and 50% said they use online marketplaces to sell their products or services.

Additionally, 45% said they use mobile payments to receive payments from customers, and
30% said they use online banking services to manage their finances. This is a significant
change from 2006, when only 10% of women surveyed said they used social media for
business purposes, and only 5% used online marketplaces.

Evidence shows that women entrepreneurs are increasingly transitioning from cash
transactions to financial services like payments, transfers, savings, credit, insurance, and
even securities using digital technology. Therefore, the acceleration in India’s digital
economy and the simultanecus advances in financial inclusion, especially for women, will
become a key driver in the growth of women's entrepreneurship in India.

Having made a strong case for digitisation providing a fillip to women’s entrepreneurship in
India, it is important to simultaneously address the issue of digital literacy among many
women entrepreneurs. To have a strong online presence, a well-designed website
optimised for search engines and buzzing social media handles, digital literacy becomes an
essential skill. The faster we bridge this digital divide, the faster the benefits of digitisation
will accrue to women entrepreneurs.

(The given article has been written by Atul Raja is Executive Vice President, Global
Marketing at Wadhwani Foundation)
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OBSESSION WITH THE CUSTOMER IS
THE NEW NORMAL: ATUL RAJA

exchange4media | February 16, 2023
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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 pandemic.

“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 virlually 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 tectonic 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 ereatives 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. 1 think content plays a big role in Zomato's
size.”
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“Fourthly and critically, Data has come into marketing in a big way, and it is helping
marketing in smart decisions, and if you 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. 1 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 1994, 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 aveid it. “T
personally feel that to avoid clutter is to become part of the elutter. 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
408“6 as the year 2022 draws to a close. Adgully is reviewing the
year 2022 for the M&E, advertising, digital, marketing, PR and

5EVV£“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 ) i . ; . A i |
EXECUTIVE VP - Wadhwani Foundation shares how the year 2022 was a pivotal

GLOBAL MARKETING year for PR Industry, his projections for the trends in 2023 and

2

WADHWANI FOUNDATION s pro

much more

2022 has been a pivolal 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.

D

. Hyper-personalization has enabled a 360-degree view of the consumer.

= 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 plethora of new media

channels.

_Ad blindness has become rampant, posing a dilemma for online marketers.

o

- The traditional marketing and PR funnel no longer captures the shifting nature of consumer engagement.

O

/. Content is paramount and has surged ahead of creatives.

00

- Data-led marketing and PR are the order of the day for informed decision-making.
& High Frequency is high visibility - an essential antidote to clutter.

10 Issue Based Marketing and PR have come to the fore.

17 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 efforls 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 Read Online

The emerging sectors favorable for hecmmseny

women entrepreneu rs in |ndia 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

When women start their businesses, they create jobs for other women and help india for several reasons. First, the Indian g rnment has been supportive of

empower them economically.
the growth of this sector. Second, there is a growing awareness among Indian

Updatad: Nevambar 71, 2022 15254 prm (P rotow s ) @ o O consumers about the importance of environmental sustainability. And third, 3
=
large pool of educated women is looking to start their businesses.

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

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

HealthTech

HealthTech is ane of India's most rapidly growing sectors, with new startups
entering the market every day. Accerding to a recent industry report,

magol : ‘Unleashing the Healthtech Patential' by RBSA Advisors, India's HealthTech
ecosystern will be a $50 billion market by 2033, growing 39% CAGR between

By Atul Raja 2020 to 2023

Lack of proper education, access to finance, and social norms are just a few This sector offers several advantages to women entrepreneurs, including a

factors inhibiting werrien's entrepreneurship in India. However, despite facing supportive ecosystem, a large talent pool, and a growing customer base. In

various barriers and stumbling blocks, wormen in India have gone on to create addition, many HealthTech startups are often founded by wornen with

flourishing businesses and jobs. experience in the healthcare industry. As a result, these startups have a deep
) . understanding of the needs of their customers and can provide innovative
A study by the Clobal Entrepreneurship Monitor found that the number of
; : ] ] _ =z solutions that address those needs.
women starting businesses in India has increased by 50% since 2014, partly

due to the changing conditions for business growth, such as an increasing

EdTech
pool of educated women, more capital-raising avenues, and supportive
government policies. Similarly, as per a report by Geogle and Bain & Company, EdTech has evolved as one of the fastest-growing sectors and offers many
boosting women's entrepreneurship can create over 30 million women-owned advantages to women entrepreneurs, including a supportive ecosystem,
enterprises and generate 150-170 million jobs in India, which is more than 25% access to capital, and a large talent pool. In addition, ed tech startups often
of the new jobs required for the entire working-age population, by 2030. focus on providing innovative solutions to problems in the education system,

So, which sectors are emerging as the most favorable for wernen . : 3 :
The reasons for this sector being high potential for women are not far to seek.

entrepreneurs in India? Here are details of four emerging and high-potential H : 3 = :
Firstly, wormen have played a pioneering role in the education system for

sectors for women entrepreneurs in India. . el L
generations, and their involverment as teachers, mentors and school principals

has only accelerated with time. Secondly, women's inclination for nurturing

E-Commerce

the youth, empathy and desire to mentor are well-known. Thirdly, the flexibility
The Indian e-commerce sector is poised to grow exponentially. As per that EdTech offers using technology and digital tools has made it even more
GlobalData, it is estimated to reach the INR 7 trillion mark by 2023, Even the open to those keen on a work-from-home or flexible role. Lastly, with the new
smallest of local 'Kirana® stores or homemade food businesses hold the work normal, inclusivity and empathy have come inta focus which is given to
potential to scale up exponentially over the next few years, women
Also read| Majority of women job seekers prefer remote working Female entrepreneurship is not only good for the economy—it's also good for

society. When women start their businesses, they create jobs for other women
E-commerce business is amenable to the ‘'minimum investrnent, maximum and help empower them economically. in addition, female entrepreneurs are
profit’ concept and is, therefore, helping women entrepreneurs to start and often more likely than their male counterparts to reinvest their profits into
grow their businesses while working from the comfaort of their homes or their communities. This creates a virtuous cycle of growth and development
creating their schedules. The relatively lesser investrnent and low entry that can have a transformative effect on entire societies. With more and more
barriers, like doing away with large office spaces, encourage enterprising sectors now offering an olive branch to women entrepreneurs, there is a big
women who grapple with limited mobility and cultural restrictions. potential to belster the Indian economy to the next level.

(The author is executive vice-president, global marketing at Wadhwani

Foundation. Views d are
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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

The high potential of women entrepreneurship in India is cormobaorated by a recent study by the Global Entrepreneurship Monitor

Atul Raja, MOV 202022, 21:4515T| UPDATED: NOV 21 2022, 07:24 15T
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In recent years, there has been a surge in the number of women in india, gtoa
report by NASSCOM, the parcentage of women-led startups in India has increased from & per cent in
2014 to 13 percent in 2019, 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 women hip in India is cor d by a recent study by the Global
Entreprengurship Monitor, which shows that Indian women are twice as likely as men 1o start their
businesses and are more likely than men to see entrepreneurship as a good career choice. So why aren't
mora Indian women becoming entrepreneurs?

B P

The answer may lie in analysing some of the ¢ urs face in India, Only 3 per
cent of Indian women have access to formal financial institutions, such as banks or microfinance
institutions. This lack of sccess to capital is a significant barrier to entrepreneurship for women in India.
Then there are socio-cultural ssues that often prove to be stumbling blocks like joint families, running a
household and imul Iy, lack of family support, a patriarchal society and mobility
constraints, Also, historically, the lack of successful role models has been a deterrant.

Also Read: The Pune girl who 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 ises like cottage ind o New-age Startups. As per recent figures,
women comprise 14 per cent of the total entrepreneurs in India, which works out to 8 million. Also, 10
per cent of all formal enterprises are owned by women. Although the figures are small, natably, they
represent a steady rise In women p rs, whichisa trend.

WHAT OTHERS ARE READING IN THIS SECTION VIEWALL

According to a recent survey, the number of women-owned businesses in India has increased by 20 per
cent over the past five years, This is a significantly higher rate of growth than that of men-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 to have prior work experience than their male
counterparts. There are three primary reasons for this steady rise of women entrepreneurship in India
that gives us confidence that within the next five years, India will becorne a hub for wormen
entrepreneurs.

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 other conditions.
However, the increase in the number of digital lending platforms has made availing business loans much
more stralghtforward for women with a minimum wait time.

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

Online selling

This is anather major trend already on the rise, and the | ic only served to it. Now
women can sell products right from the comfort of their homes anywhere across the country and
globally. All they nead to do is to become digital and e-commerce friendly or sign up for online
marketplaces.

The annual growth in the number of social media users in India is 4.2 per cent, with more than 19 million
new users added in 2021, This provides a massive captive online business audience, especially for
women entreprenéurs with mebility issues. Looking back at the évolution of weman éntrépréncurship
in India over the years and the positive trends, notable opportunities 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 is lots of scope to inspire and
enable the ‘latent’ but ambitious women solopreneurs and small business owners and expand the
funinel. Thirdly, there is a strong demain-specific platform to build, gthen and scale productive rural
agripreneurs.

What is needed today is a coordinated effort acrass stakehaolder groups that will provide an enabling and
comprehensive policy framework, equal access to finance, expansion of mentarship and netwarking
channels, tailored 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 unified portal and a one-stop shop for
all things related to women's entrepreneurship 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, Indla will see 2 major shift towards women dominating its entrepreneurial horizon,

(The author is the executive wice prasident of global marketing at Wadhwani Foundation)

Read Online @
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CHALLENGES FACED BY WOMEN ENTREPRENEURS AND
HOW THEY CAN SEEK GUIDANCE
Read Online

The Economic Times | November 18, 2022

Challenges faced by women entrepreneurs and
how they can seek guidance

Last Updated: Nov 18, 2022, 0715 PM IST

By Atul Raja, ET CONTRIBUTORS
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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.

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.

Waomen 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 more 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)

(Disclaimar Tha spinions sxprassad in this column ars that of the writer, The facts and opinions
expressed here do not reflect the views of www.economictimes.coam.)
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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?
o] fi e

The metaverse markening apportLnity is expectad to grow ot @ CAGR of 37.1% to $758.6 Biitan in 2026 It offers o huge appontunily to
Inic, o reservoir of creative and T telent,

If you haven't heard of metaverse marketing, you're not 2lone. But don't let that mislead you: metaverse marketing is
towuted as nothing less than the future of marketing. Although still in its Infancy, a number of companies have started
using it to great effect. lkea, for example, has created a virtual showroom where customers can browse furniture and
see how it would look in their homies before they buy it. BMW has also created a virtual test drive experience so that
potential customers can experignce what ics like wo drive one of their cars without having to leave their living rooms.

S0, what is me arse Imar £7 It is a heady cocktall of 3D, virtual reality (VR augmented reality (AR} and
blockchain, in other words, IF5 a 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 their business in the next five years.
READ | India’s econemy from Mahry to Modi - a conversation with Pulapre Balakrishnan

Metaverse marketing offers a number of advantages over traditional marketing technigues. First, It allows businesses
1o create realistic simulations of their products or services. This means that customers can try before they buy, which
g is highly p ized, €
avatars and interact with brands in 2 way that feels natural to them, Third, Metaverse Marketing is imeractive and
engaging. Customers are more likely to remember an experience they had fum with than one that was routine or

«an choose their

reduces the risk of buyer's remorse. Second, Metaverse

tedious,

In PR and external relations, we usually use the term Confidence Building Measures (CBMs), here are a few CEMs
strongly Indicating that Metaverse Is here to stay.

CBM 1: Trends and data on metaverse marketing

= Internet searches for the term "mataverse” rose 7,200% in 2021

« The keyword "metaverse” generated 240 milllon 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 #WMetaverse resuited in more than 1.1
million posts on Instagram.

+ |n 2021, metaverse-related companies reportedly raised upward of $10 billion, 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 schoal, socialize, or
CONSUIME ENMETTANMENT,

= Af 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 USS758.6 Billlon, growing at a CAGR of 37.1%.
CBM 2: Web 3.0

Metaverse, 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 controlled by a few tech caompanies but relies on blockchain technology,
machine learning and artificial intelligence. Therefore, increasingly high bevels of consumer adaption will propel
fundamental change.

CBM 3: Rise of creator economy

The Metaverse needs content creators, Le. an army of talent, to fill its virtual space with interactive and Immersive
content, thanks malnly to advances in VR and AR. In contrast, creators need 3 space to grow thelr 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.
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CBM 4: Wider set of use cases

Gaming in the Metaverse already has malnstream traction. Consurmer use cases are now expanding into new
immersive retall, entertainment, sports, and educational experiences. Also, there are Metaverse’s sizable but less
talked about enterprise applicationis and oppartunities, including virtual employee training and team collaboration
with avatars, virtual prototyping in manufacturing and construction, and virtual-showroom displays for products such
a5 cars,

CBM 5: The "avatar’ pull factor

One of the mast 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 themselves in a
virtual world

CBM 6: Rise of interest-based communities

Interest-based community marketing could potentialfly take centre stage in this new virtual realm of opportunities,
bringing together a significant number of communities centred around specific interests and enabling marketers (o
create specific and targeted campaigns.

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 upeoming 5G will enable mobile devices to access these large worlds more easily, Also, the cost
aof praduction for augmented and virtual reality hardware s declining.

CBM 8: Demographic tailwinds

The oldest Gen Z consumers are in their mid-20s now, Increasingly, they are an iIncome-sarming 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
OFANIZATIONS OPPOFTUNILES to reach consumers in mew and innovative ways. |t has the potential to change mary
technologies, standards, conventions, and monetization models and will have a profound generational change. Most
importantly, it will reach many new categories marketers have long hoped for.

The metaverse is becoming popular by the day. In China, there are already metaverse platfornys 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 peaple can browse and
purchase products. The possibilities are endless. And with the number of internat users in India set to double in the
next five years, now is the time to start exploring the metaverse marketing opportunity.

{Atul Rafo is Execertive Vice President, Global Marketing ot Wadhwoni Foundation.}
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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

And II,I-I Exscutive Vice President = Global Ilm Wadhwani

@
‘\\

Also Read: IT Rules amended; new Grievance Appellale Committes for socisl media

Rajeev Chandrasekhas, Unlon Minister of State for Blectronécs and Information e-:hmlm
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RELENTLESSLY RELEVANT BRANDS ARE
CENTERED AROUND A STRATEGIC PURPOSE

Social Samosa | May 10, 2022

Opinion: Relentlessly Relevant Brands are centered

around a strategic purpose
=3

Atul Raja of Wadhwani Foundation talks
about the strategic purpose of increasing
brand relevance and sheds light on how it
reduces tactical marketing costs, over time.

A plethora of brand launches happen every year. Brands come and go. However, only a select group stands the
test of time and reaps the benefits of enduring customer preference. So, what makes these brands relevant
with a strong customer connect? What makes them special and aspirational? Though there is e one size fits
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 brard in consumer lifestyles.
If the customer reactlon is generally,”| can't imagine another brand”, "Caters to my needs’,"Makes me happy’,
and Connects with me emotionally’, 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 eriginal (Mr. Smith, it"s a Boy), and Brussels Airlines did this in an iconic way fifteen years later
with the same actars (Mr. Smith Jr, Happy Birthdayh)
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Next-level Customer Reach: It's all about doing whataver it takes 1o be there for the customers. If the
customer reaction is generally,"Is available everywhere’, "Makes my life convenient”, "Delivers a standard
experience’, and "It is dependabile’, then the brand is in assured space. sicts, with 1.4 lakh women
micro-entreprencurs [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: It's 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 urveiled the ability 1o 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,

Next: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”, 1 trust’and 7Is
modern and in-teuch’ then the brand has created top-notch equity. ‘Co-Create IKEX Is a digital platform
encouraging customers and fans to 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.

Next-level Partnerships: It's all about leveraging the partner’s reach and customer base, boosting visibility
amengst nev target audiences. If the customer reaction is generally, "0, | never knew this brand has 50 many

features”, "Never came across this brand - looks interesting”, and "Worth a try”, then the brand has created
new customers and new markets,

When Ola partnered with OnePlus, 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
throwgh the Ola app. Twenty-two thousand people interacted with OnePlus, and around a thousand phones
were sold as a result of this partnership.

Next-level Bonding: It's all about listening and understanding what matters to customers. It's not just about
how they think; it's also about how they feel If the customer reaction is generally,”] feel important” "l enjoy
the personalized touch’, and “The experience is wonderful’, then the brand is creating memorable
experiences through hyper-personalization.

Netflix is a great example of creating and distributing content that speaks to customers at every touchpoint
in the brand journey and continually tracks data with a stromg recc

on engine to ize the
customer experience,



https://www.socialsamosa.com/2022/05/opinion-relentlessly-relevant-brands-are-centered-around-a-strategic-purpose/

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 before’ experiences, smart engagemants, and

Increcsed conversions. The results of rwe recent surveys cought my attention but cenainty did not

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], a significant B4% of marketers reperted using
Al for marketing. This is up from 29% i 20181

As o career marketer, |feel Alis like o humanities discipling that enables undersianding and decoding human
inlelligence 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 a fasl-meving technology, and this just seems to be

the saril

So, how are the Al-bosed advanced machine learning algerithms building selutians that will conlinue 1o
streamline the rigors of crunching huge ameunts of dala analylics and lime-consuming tasks that markefers
sruggle to deal with on o day-lo-doy basis? While the Al hosizan is extensive, let us examine some of the
current and significant Al-led developments in the werld of Marketing,

P-E-M: Pre-emptive Marketing

Al is being leveroged 1o nchieve a high level of dote analytics thal mop coslomer parsonos based on virtual
and an-site inleractions, predict purchase palterms ond consumer behavios, identify referral sources and create

effective customer segmentation.

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

A mcellent example of pre-emplive marketing is Metflo and s 'you may also lke’ prompt. Mefflix’s hugely

pp | recammendation engne ! wiewing data and rwns i thicugh theie Al programs ta

penpaint similar shows or movies for a viewer o enjoy.
Hyper-Persanalization

A marketer's dream Is to reach out to individual customers or o specific group with customized communication.
Al is fast realizing this dream. The hallmark of hyper-perscnalization is that it lakes consumer expenience to the
et Jevel with the help of predicive analylics, UX, and content applications. The result is the creation of an
empathete brand that delivees seabs.

Currently, hyp lized merk pred by sees its opplications fructify in the retail and e-
commerce segments. Thanks to #s enarmaous lnventary and subscripbion oplions, Amazan engages with its

customers on o J60-degres bass nght fram the hame page. Not many know that Amazan alio delivern o

customized hamepage far svery customer based on their previads purchasing behavier, prefersnces, b

histery, and enties bo the carl.

Starbiucks has shawn that the more custamer dalo you caplure, the mare |aser-sharp your marketing can gel,
The compary succeasfully imtegrates the data fram s gamified mobile spp and layally /ewards pragram with
infarmation such o3 purchase histery and location lo provide perseaalized communication and offers 1o
Individue| eustomers.
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Optimizing Marketing Spends

Al can thraw up data 1o target advertising to higher-intent audiences and moximize retargeing efons, thereby
reducing the wastage factor, and siretching the value of the adverlising dollar; combining Al with tosls like
campaign budgel optimization, dynamic bidding, and dynamic creatives can power marketing budgets
tewards higher RO,

Al's inherent advanced data processing capabiliies o being leversged 1o identify the proper channels 1o
market, the right terget sudience, the right markels, the right influencers eapped with predictive analylics for
sl el calculation tal can save millions of dallars from odvertising budgeis.

Conversion Management

Trends cleatly show that hyper-perionalizalion can luibacharge o brand’s ROI by delivering smaner and mare
lurgeted compeigns

SEE ALSO

2 Guast Auticlas
"!f t Whi do brands need 1o have & personal touch and feel bor more eonsumer
* ¥ L engogement?

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

better culcarmes and aplimal cost/lead,

Lest’s foke an example of how Al can help morksters reach the right customers al the right place. The Al engines
can connect o CRM sysiems and oplimize the ads for muliiple plotfarms. They can olss shut down non-
performing ods. Simultanecusly, morketing campeigns are directed lo cudomers who are lioble to be in the
‘interasted category’. This kevel of outomation ocross platforms, customers, ood morkets hos the pofeniol 1o be a

game-changer for bath inbound and eulbound lead genercfion and conversion efforts
Content Efficiency

Altechnology can help content marketers oppesl to their target audiences more efficienly and easlly. Human
cieativity will remain al the core of the conlent, bul Al taals con help achieve mare humanily, Today, a
sigificant partion of spans and finance-related articles are writen by machines as beth thess sectors are
traditianally number-heavy, moking il easy for Al programs 1o understand the dota and renslate |t inte human-
readobbe artcles.

However, as markeling becames increasingly mote focused, the content will begin to be written (o al laast
oullined) by aulomaled progroms far ether sectars.

It is msiimated that the curment Al-led glabal spending on artificial intelligence hardware, sofiwaore, ond services
is mare thon $340 bilbon, and this will rise exponentially in the next few years as Al will have many more smart
opplicotions thon | could list in this article spanning from mointoining tust ond transparency through authentic
comminication [ovoiding the menace of Fake Mews|, Virduol and Avgmented Reality, efficient response in fimes

of erisis, undecsianding risks releted to corporote reputation and bridging communilies ond disciplines.
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THE ALL-PERVASIVE ROLE OF TECHNOLOGY
IN NEW-AGE MARKETING
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INDIANtelevision | February 05, 2022

4. The imminentrise of Web .0

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

‘Web 3.0, which is being budit on blockchain technalogy [undertying bitcoin and other cryptocurrencies], 2ims to efiminate all
controlling intermediaries and provide the key benefit of a single login across social media accounts for seamiess browsing.
networking. engagement, and aca securicy,

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 opportumity to become highly user-centric and transparent by

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

B Fch T SR IO P DT | By Auuifafe

Mumibai; it was October 2020 whena
Cadbury campaign featuring the
Boliywood star Shah Rukth Khan [SRK)
caught my attention. Christened as a
‘Mol bl ACadburyul, Ui cangraizn
hienrnd SRK's image and unics 11sing
Alto create customised ads for bocal
chaps by directhy naming them

This et tur st hoval bersimsses
whion they had faken 2 hig hit during
the pandemic was widely appreciated.
Alzo from a creative angle, the
campagn went viral |hs level of
hyper personalization could onky be
possible with the use of Al-ded
innovation and technology. This
refiects twa defining developments:

L Hownew age marksting i
developing a deep understanding of
the |atest technalogy toals now
playing a key role in developing
rrearinghul customer ralaticnships,
and refvering frirtinn frae rrncs.
channel experiences for consumers.

2 “Unifed Analytics" will replace ‘anabytics by channel’ and customer groups will see an elevated level of strategic
ireasurerirls atnd & el mone ot ves of U cosbone.

The chances are that while browsing through any marketing guide todzy. vou will find it nepoered with tech jareon. That's how
ubiquitous tachnology has become to the very essence and practice of marksting, As a result, brand campaigns have become
more personalised and immersive than ever.

While technology has exploded and there are hundreds of versions vying for space in the market, here are the Top five mast

arhaningies’ that wi e miarlefing in Himas b nme:
1 Incressinguse of Chatbots

11 Al 0 SCETWATE CN ML 31E MEaNINgHLA COMErsations vaith MEermet LSErs In 3 Natural EangUage INMOUEN 3 camiinaban ot

texct ard woik Fes p bry thie day d itz 24x7 rolc stomer guerics. Bluchot, the
chathaot of KLM Rowal Dutich edi exs of 1.7 milli om 500,000

According to Salesforce, 59 per cent of the U5 consumers prefer using chathots when engaging wil since it

to a promipt response. Aspe!esuma &5, ~40 per cent of big organisations an ing chatbots, and in the nect few years,

81 per cent of i o) the il be: done throwgh chathats.

2 The rise of Vioice Assistants

Vpics sesistants like Amazon's Alexa and Apple's Siri g alterad the way i t ha wob, Fact

gaining popularity in the voice ture of search engines due tant factors;

Awerage typing speed of 4 14 words per minute is far fess productive than the speed at which we speak, Le. 1860 words per

minute

The Matural Langusge Processing (NLP] technology has gotten very advanced, making it easier for voice assistants to pick up
and dissect queries acourately.

Recent statistics reveal that one-third of 1.5 million searches on Google are voice searches. Therefore, from a marketer's point of
iew. tha voice seanch SEO strategy becomes important by updating content and becoming mindful of keyword research toals to
come up with more voice search questions,

3 Fastgrowth of Virual Reslity

The rise of Virfual Reality [VR) is mainly due to two reasons. Firstly. the hardware i relatively inexpensive. A Google Cardboard
VR headset and 3 smartphone arme enough for you to immerse yourselfin another world. Also, mamy VR applications availsble on
smartphones are completely free to play.

Sacondly, tha wnigua user s wisoarsl, th trols 3rafar intuitive, 3ind tha characters mora relstable That's
wivy it hias been dubled as the ‘ultimate empathy machine.

Tmng. a fiew examples from the retail sector, Tanishg partnersd with Milestone Brandcom to install augmented realiity [AR]

hos [termed as 'METAR') for i jewellery shopping experience. O the ather hand, Lenskart offers 30 face
modeiing by measuring and mapoing the user's face from musk ID|! an;l-es_ theretry oro'.':du ng 3 350-degree view of the glaszes.
Simikarty, Sephora’s AR beauty app lets users try makeup by g in lipstick shades and eyefiner look's using users’
seifie poses.
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~AnalysINg Customer Durying habits across piathonms

Diath i inahie datann s interart with devires and penderts

-Gaining deeper insights onwhene a customer s in the buying journey.

International ey brands such & Balenciaga and Adidas are ahead of the curve and have staried experimenting with Vel 3.0,
hurt timne vl ek b such wirfual inferartinns ran kel and translate Fuen iy hirans e
Taco Bell, Coca-Coda, McDonadd's: Guccd, and Warner Music are 1sing non-fungibis tokens [NFTs|, thus introducing moreand
maore sufiences to the process of buying owning. and selling digital colectibles. A great way for marketers to leverage NFTsisto
use e technoiogy for HICKERs and SoUvenrs.

5 AMedHyper-Personalisation

The concept of @ hyper-personalised experience is based on the use of Al inunderstanding and learning from human responses
to commumication by using data such as recent ourchases etr. This hyper-acrurate segmentation of Al engines is 2 marketer's
defight in providing improved customer experience beyond assumgtions and practices by using Customer Data Piztforms [CDPs)
as sofutions for data anchitecture. infegration, and reliability problems.

Sarbucksis an excellent example of hyper-p lization. it took it already person w to the next level by
real-time personalization engine [primarily puling data from their loyalty appl that produces individualized offers for their

based on their prewi or and preferences.

Most organisations utlise only - 15 per cent of the technofogles and capabilities they are already paying for, Therefore, the
number of tochnalogies adopted is nat as impartant o ‘applying ' them to sahws business necds. Today, markciers arcat the
aitical junction of integrating human experience and technology. They hawe forever been trying to demystify the customer's
mind, Thanks to technodogy, now we have andless ways of knowing!

{TIE SUTYOr (5 EXECLTIVE VIDE DrEsiaont - EIO0al Marketing 51 WANWa FOUNGITon. The Wews SxOnessed in is codmn are
porsonal and ndisnteiovision.coot may Aot subseribe tathem]
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RIDING THE RESKILLING AND UPSKILLING TSUNAMI:
TACKLING JOB AUTOMATION-LED DISPLACEMENT

Business Today | December 26, 2021

Riding the reskilling and upskilling tsunami: Tackling job
automation-led displacement

The contendt created for future learners must use a "learmn to learn” philosophy that encourages and enables students to
continuously reskil and improve thdr value in job markets.

A3 technclogy restuapes job markeds, there wil b an Urgent Hoed 1o reskil exsting worklarces.

n Linien 0 Bhis armcbe now

Al taja <
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The World Economic Forum has good news for those worrled about technology and automation taking away jobs.
Its report, Future of Jobs, which makes a ferecast for the period ending 2022, says 75 million current job roles
may be displaced by the shift in the division of labour between humans, machines and algorithms, while 133
millian new job rales may amarge simultanaausly.

As vechnology 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.

Worse. millions will find that their skills don't match market needs. They will be rendered jobless, which is why
employers and governments nead to Increase the r tum around their reskilling and upskilling programmes,

Alse 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, etc.

But the march of automation will continue across industries and jobs. From accountants to factory workers, from
g ists to retail ves and h workers o c service agents, everyone will find the
technology component in their roles increase. The change is forecasted to be sharp.

WEF estimates suggest that division of labour measured in hours spent by humans will keep falling steadily; It
was 71% 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 billien people worldwide will need to be
reskilled.

The upside of reducing the gap between available skills amd market demands is attractive. Unemployment can ba
kept under cantrol, 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 of the differently-abled who could help fill
several roles,

The implications are clear: Reskilling and upskilling prog: mist be industrialised if society is to benefit fram
the technologies of the Fourth Industrial Revolution,

Iny addition, as the worklorce ; g hanges to include a higher percentage of the differently-abled, skilling
st cover areas such as emotional il llak and dination, disabifity and
sensitivity.

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

Also Read: Google announces Career Certificates in partnership with Coursera to boast digital skills

For organisations working to build 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 cycle,

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

The problem 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 relevant skills.

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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Gne way 10 overcome the challenges of scale is to ensure that “learn to learn” programmes are provided - while
the pinpaint focus is brought to developing 215t-century core employability skills through mobile-based video
content on the cloud, specially designed to improve an individual's chances of getting a job.

Simply learning new skills will not be adequate for future proof careers. Skills acquired today will quickly get
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 reskiil and improve their value in job markets.

(The autior is Executive Vice President, Glabal ing. J ion.)
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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.

26 S 2001 DZORPALIET | By s Bzfe

Mumbiat: Expérts and professionsis
have by debated the mer©ts of
Customergentricity versus brand-
centricity. | have 1o 53y that 11's not one
against e other; instead, bot
complement each other. With the fast-
changing busincss Isadscape, the
tenets of marketing and brand value
have evolved sgaily fast Backintha
dlay, wehen outhound marketing was
the primary method of sutraach, it
mace senss 1o put brand-cantricity at
the core a5 U oulbound effoits
imychvied advertisements via radi, TV,
and newipapers. Malnly, the brand
decided what fo communicate and
Mo Ehere was limited too-vay
communication

Bug with Inbaund markesting taking
centre stage, the marketing processes,
tuols, 3 furels are extiney
different. Digital has changed the
game compbetely. Companies cannat
affnedd to Ignews the sheer vokims af
Inbound traffic and how It's suitable
for the battom ine. Before making a
purchass today, customers proactively
tha ey resarch, wit , social media, peer-to-peey ciwersatbons, and mane. Thisshift In custo
Behaviour has heralded 3 change in the marketing mantra from brand push tBrand pul from branc-centricity to customer:
contricity. In essence, brand sNortT are now 3 aib-set of cLstomer-centric marketing.

"Customers 2020: A Progress Report’ by Waiker talke about customer experionce overtaking both price and product 22 the losy
rand difterentiator, This 13 valldation of what marieters already kpow. Similarly, Forrester Research has comsistently
highiighied how we (e in the ‘Age of the Customer’ where the customer experience with the brand is parameaunt. and obsession
with the: cusitomer i a defing change as per Exhibit ana,

KEY TEMETS OF CUSTOMER-CENTRICITY

360-degren Customer Approach

Tabe truly customer-centric, iT's vital 1o have a nolistic end-1o-end undersranding of [He CUSTOMAT by Mapong the persona,

burying patterns, and using marketing auwtomat! Ik to consymer d hednings, I nustshedl, deep custoimes
Inteli nalghts should he prime focus, Marketers today ane Increasingly warming up to the fact that higher
levels of customer unch [ bevols of cust rers

J&0-degree Organdiational Approsch

For any prisa, th STIeF HBEE 19 DO At tho Noart of Its msrkeoting Srategy anc part of s DMA. Firstly, inculcating

A customer-ceniric approach nesds to start with the inadership. Secondly, intermal restructuring needs to be aligned with the
custamer segments and needs. Thirdly, success and outcome need to be measured using key consummer metrics The customer
satistaction (NPS scores), order md delivory timelines, et
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360-degree Exceution Approach

The marira should be to sxecute fawlessty and acdress the customer's psin points, demands, and expectancies by snabysing all
avallable information. Take the examole of a famous t i ustomer feechack
the need for in d i i dlally Use. Exhibit bwo is self-explanatory,

Brand-Centric Customer-Centric

260-degres Customer Care

Trainkng customer service teamns to be the Test amongst thebest’ s critical. in marmy cases, e customar expenence & dosely
eiriven by first-hand interaction with the customer care executlve/helpbne. Bullding systerns and processes at an organtsational
Bevel that aliow a single customer visw 0 that sascific detads pertaining to each customer canbe accessed is the need of the
howr, Also, such information should be made avallable fo all functions for empovesing and aligning thom with the customer-
centric straegy.

d0-degree Customer Feedback

Whike the customer foedback 1s provided through multiple sources Bke Customer car and c3kes 1aams, websiies, survey
questionmaires, google forma scdal media ete. it s imperative to address each through a carefully created repository backed by
5 tech-oriented query resclution and product development process. This forms the backbone of a corsumer -centric culture

340-degnee Content

Over the fast fow yoars, Google's ssarch engine has shown a preference towards human friendly content, rankirg it higher thaa
juist comtent ehat hits 3l the right keywords. Therefors, the more bumanised the content strategy. the more it will eoneect with
the target audience. 360-degree content, bence, s people-certric and adds vale 1o the product fearures and business-led
articdation.

To sum up. customer-contricity is the bedrock for businesses and in many ways decldes thelr Fate in terms of 'intention to
Purchase (ITP Brands, shogans, products, and madia are only the spokes that help bridge the gap betwaen the customer and the
business and Influence o of the Ming Recall (TOMA)

In essance, the & y taday ks clefned by i ol 3nd Insights of the cstamens. Having sald this,
austemer-ceniricity is a Hetong aporoadh and needs constant attention fo changing customer/market needs, serceptions and
epectanzies.

TAB Raflr Is ecutive vice pressident, gloal mari

g ot Wadhwand Fowndation. The wic fin the coks
parsana )
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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 organisations overcome challenges and create

compelling and successful marketing strategies
——

30 August, 2021 8 Frint this article
By Atul Rajs

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

In the 2020 Non-profit's Trend Report by Salesforcs, the most significant marketing challenges listad
by 7000+ raspondent marketers are three-fold: budget constraints, implemanting large marketing
programs end creating a message that consistently resonates with the audience. Another crucial
challenge that came about was the sluggish technolegy adoption, due to which 753% 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 thelr
activitles.

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

MARKETING DYNAMICS

Outcarme! Bevenue L) Outearme! Impact
Mase Modia <> Word of Mowth
Brand Equity > Crad|pdlity
Consumaor Focus <> Boneficlary Foous
Tauching the Consurmer {> Handhalding the Danef iclary
Brand Loyalty [s Paramount £» Thought Lsadership is Critical

Fational based purchase declions. € 3 High Ematlenal Quotiont

“Exhibin |
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It's all sbout impact

At the core of non-profit marketing 15 an unwavering focus on impact orlentation, leading 1o two
distinct approaches: (1) the communicatien encompasses the company’s mizsion and values and (2) 2
clear demonstration of 'do &8s you say’. This s becauss the soclal objectives and Impact crastion are
ciomely imtartwined with the communication that showcasas the non-profit brand.

The bensficiary is your biggest customer

The key tasks for non-profit marketing are to put the banaficiary as the cantreplace of the
communization and for the communication to benefit the benefictary In terms of awareness,
rasources, and access 1o knowledge repositones. In essance, the creetives and communication
spproach must be human centred with real-world human perspectivas defining the relantbess focus
on peapla.

Credibility is your biggest assat

‘Walk the talk’ [ an important criterion that goes a long way In enhancing the “Trest Metric!, reaulting
In legltimacy, effectiveness, and non-fingncialfinancial support. This needs to be integrated Inta the
non-profit communication as an underlying theme and dotng so will rasult in enjoying a high degres
of social, bureaucratie, and political capital.

Handholding is the ‘memorable’ brand sxperisnce

In the non-profit world, 1t |s essentlal to partner with the beneficlary across the support life cycle.
This is the cornerstone of sustalnable impact. Handholding and proactively engaging with the
beneficlary bayond the Initial support will ensure enduring success. It also leads to assessing and
measuning Impact right till the last mils. The role of marketing is to showecase 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 needs to be worked upon assiduously and painstakingly to gain
tractlan. This is a powsarful tool that can open doors towards Influencing policymakears, attracting
rasources and partners, and initiating 8 debate In the ecosystem. Fublic Rstations (PR} and sharing of
wlews in the apinton-making forums plays & cruclal marketing-driven role here.

There is no competition, only partners

While substantial marketing sffors In the for-profic enterprses are concantrated 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 & big asset in meeting common
objectives. The approach in this sactor s to constantly ook out for like-minded organizations so that
a handshake takas place in the Interest of augmented Impact. So, 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 amployee in the not-for-profit space Invariably wears passion on his slesve and baliaves
In giving with & smils; sharing knowledge unseffishly and constantly losking to create meaningful
impact. Therefors, the MMM phenomena {Marketing Mesats Mission) glves tap priority  intemnal

communizations. |t s imperative that the emplayess are energlzed, and marketing communication
plays a cruclal roke In Inspiring them towards the mission, vislon, 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, acknowtedging their role in facilitating and meeting Impact
objectives.

The Author is Atul Raja, Exscutive 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

The rising significance of branding in the not-for-

profit sector

Decombar 3, F070 8:00 At

A non-profit brand strategy should facus on the brand as a strategic assel and necessarnily
drive cohesion and alignment to mission and objeciives,

AT DD with your

A cursory glance at some of the leading global non-profits and foundations reveals a
paradign shill in the way these ergantsations look at thelr brand management. Compelitive
advantage is not a prime driver here, but it's the collaborations. networks and parinerships
driven by a strong, empewered brand which plays an impertant role in the creation and

of lika-minded

RELATED NEWS

Work That Spesics | Ad Reviews | 21 1o
27 Dec 2020
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The non-profit brand ks more inclusive as in this secter it's the mission, purpose and
identily hat speak the lowudest and go on 1o creale a sirong platierm for parinerships and
networks that yield asgmented impact. Therafore, a non-profit brand strategy should focus on
the brand a5 a strategic assst and necassarily drive cohesion and alignment to mission and
objectives, leverage internal capacily before underlaking oulreach lo engage exiernal
stakeholders.

Building a brand that helps a cause

Share of Voice (popularly known as 50V} is the buzrword in the FMCG and consumer
durable space. However, In the absence of product lines, revenue orentation and big
advertising budgets, branding in the not-for-profit space is anything but having the loudest
voice in the market. I is mone aboul bullding relationships and a communily thal believes in
the same cause. Having worked for a no. of years in the non-profit space handling a giobal
Beand with high aquity, here are my five mantras for building a durable, sustainable and
leader beand in this sector,

Gredibility is Paramount

Strong brand credentials ane as imporiant as the right and genuine intent lo do social good.
Ealier | spoke about the noed to build a ke-minded community and partnerships. High
brand credibility will open the doors 1o this, and the best way o establish this is to "Be What
Yiou Are®,

Honest, transparent communication without any over claims always works. The wark being
dene and the impact it creales i told betler through the experience of the beneficiaries than

hest ing by th itsalf. The substantive difference boing mada in the lives
of some or many (s the most solid foundation that any brand can aspire for,

Thought Leadership is Critical

Mon-profit branding is nat just about the worldview of the brand bt also how the scosystem
networks with your organisation, Thought Leadership is all about being innovative, forward-
thinking, leading with ideas and hence beng a rendsetier. In essence, a thought leader
brand 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 communicalion siralegy o achieve thought leadership has 1o be driven on
cerfain teneds:

abways focus on the big idea

have a tone of vaice that inspires

be data-focused with an empircal approach

evoke debates and policy actions through concrete suggestions

communicate in reevant forums

be an opinion lsader in the media

creale a community of the like-minded

Networking is Key

The world's leading ron-peofit 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 strategy plays a significant role in faciiitating high-
performance networks and parnerships that have synergies and commaon grounds. | am a
witness bo the power of ring and how ication and the brand not just atiract the
ecosystem but also keep it glued together. The effective portrayal of the brand and its ethos
onfing and on social media platforms is an effective way to reach out 10 ecosystem,
communicate the vision and mission and energise those who co-relate with your ideas,
activities and desire to make a difference.

Technalogy for Seale and Connects

It's an accepted fact that any significant scale-up is nexd to impossible without tech support.
However, Y can be an ive and tim 1 Process;
tharefore, this is not everyona's cup of tea and bacomes a natural brand differentiator. Any
non-prafil that harbours lechnology s a pillar for ils expanding goals should therefore
highlight this (in varied forms) in s communication along with the specific benefits.

Storytelling is a Must
Mon-profit branding and cc are all about and inspiration. For the brand
to resonate with the social cause and the largel audi i by ful slodes

that strike a chord are the best way to win heasts and create lasting communities and
parinerships. A strong narrative approach enables different stakeholders to remain invested
in the brand.

COMMUNICATION CUES

ESSENTIALS

LD -

FIVE MANTRAS

The impact of a strong non-profit brand

It's not easy to tum a disinterested audi inta loyal As a result, lonal
farm of brand building ks now passe in the non-profit space, and there is a strong
acknowlsdgamant of the role that brand development can play In cultivating that musch-
desired extra-apecial bonding, and emotive connects which denors, partners, and internal
stakehoiders have with the mission of non-profits.

A slrong non-profil beand means a sirong capacily. When the brand idenlily and internal
perceptions of a non-profit brand match with its external image. i means that both internal
and exiernal stakeholders are aligned with its values and mission. It also means that the
branding and communication have done their task!

The author is an ive vice president - global marketing at Wadhwani Foundati
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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
India has to offer.

ETHRWorld Contributor « December 20, 2020, 15:55 IST
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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
Nl MR 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
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To meet the needs of modern workforce and achieve sustainable business leamning and
talent leaders have started taking the role of consultant - partnering with leaders and
managers to learn about the true challenges at hand.
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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.
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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 ete, 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 woman 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
amost 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
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Skill infrastructure
in India needs an
urgent upgrade

The country needs a combination of theory and tralning
ambadded in real-life work environmaoent, weites Atual 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 carcer aspirations were decided by one
sel of parents prou roclaiming, “My son will

urri-r::an 2 -_-frhue i dﬂﬂm'b‘m: other set
would tell you, “We are not Tata or Birda S'tu:l':.-'
hard to get into a job from where vou can retire
Insclians were traditionally risk-averse when it came
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 nntfubs:rk-
ers ismt lost on anvene, including the 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
mainly beéen due to a significant shafl in the way
Entreprencurship Education is now being impart-
ed at campuses. The new ftrends in
Entreprencurship 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 hnnﬁzg i dn :Hngel.wl facal-
ty for the same. This has gone a long way in gen-

erating more interest in entrepreneurship amongst

students,

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

Exposure to induostry ts, mentors and
entrepreneurs: [l is widely acknowledged that the
best teachers ol entrepreneurship are entrepre
peurs themselves who have dirtied their hands,

I t isan interesting reflection. When | was grow
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Faced myriad challenges and done it all. While
tndustry experts pive an outloak of the various

facets of the the entreprenears give a frst-
hand feel of whats to come in the entrepreneur-
ial journey.

Practice ventures: Practice ventures by stu-
dents fay a clear roadmap for venture creation and
hulldﬂﬂrtpmwu.rm] muscle. A number of star-
tups have arisen [rom Ld.l'll].'l'l.l-!- ventures as they

provide real-word learning into business planning,
customers, markets, revenue, competition and

Design thinking: Innovation and
Entrepreneurship are two sides of the same coin.
Fostering innovative thinking through coeative and
collaborative workflows helps to facilitate proto
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, Jearning 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 rﬁuca.t:d 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 President. Markebng at
Wadtwani Foundation
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GENDER DIVERSITY: THE SECRET WEAPON FOR
AN ORGANIZATION'S SUCCESS

Business Insider | September 29, 2020

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

« Atul Raja, Executive Vice President - Global Marketing at Wadhwani Foundation writes why it is
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

Kornerw all sbout goings-on f b i ¥

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 disconcenting 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%,

Benefits 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 female-dominated jobs, such as elementary education and nursing. This is a glaring
gap as global 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:

AD-AGHENCEES

Gender Diversity: The secret weapon for an
organization’s success

GUEST AUTHOR | SEP 29,
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A shift towards a more gender-balanced erganization requires structural and
systemic change.

* I o and women in posi ixed-gender boards and pervasive

presence across the rank and file have yielded better financial performance,
= A better employer brand’ perception: a progressive and positive reputation will attract the best talent.
* Employee retention: inclusive culture is a boester for motivation and morale,

» Aloyal and broadened customer bases a diverse ralent pool makes it easier to attract an inercasingly diverse
customer base.

* A quality-focused shift: since diverse teams are more creative and better at 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 towards a more gender-balanced organization requires structural and systemic changes:

1. A shift in the "human 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 ch. fons of diversity: ing an open, inclusive culture.
4. Leadership Prog rdeveloping an i | 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
McKinsey 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, ie.
$770 billton 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 Arul 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 Read Online @

The importance of startups innovating and pivoting in Pivot - the new catchphrase in the startup ecosystem

CDVID times As per a Nasscom 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.
The COVID-1% 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. Pivating is not necessarily about reinventing the business model. It makes business sense to pivat in
the same or 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 erisis.

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 salutions.
Take for example IIT Madras incubated startup, ‘Muse Wearables', which coats textiles with
nanoparticies-based antimicrobial agents that can ‘inactivate’ Corona Virus on contact.

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

The COVID-1% 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 mood when more than 20% of the respondents
say that they expect the fallout from COVID-1% to fundamentally change the way business s
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, loT, Cloud, videocenferencing, gaming and OTT platforms, streaming, online education,
grocery delivery and e-pharmacies, seems to be a viable survival option due to unsustainable unit

m STARTUPS | THURSD

By Atul Raja economics and high cash burn.
While resilience and adaptive measures to survive and thrive is important for startups, innovation
S P A S ¢ S SR S P
downturn.

Views expressed are author’s own
It Is a known fact that any crisis spurs innovation. However, the COVID-19 pandemic is unparallebed A Rl 5 Eaeritive i | reidont = Marketiog a2 Vaciwenl Fodndation
and needs to locked 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 Show us some love! Suppert our fournalism by becoming a TNM Member - Click here.
permanent in many cases. The situation is likely to be accentuated by estimates that 70% of
startups have less than three months of eash 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 $0% of Indian startups fall in any case, The
most 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 models.

50, 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 pivot 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 cut of the COVID-19 pandemic.

. Authored Articles By Atul Raja, EVP - Marketing, Wadhwani Foundation
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DEMOGRAPHIC DIVIDEND VS DEMOGRAPHIC DISASTER

Business World | July 15, 2020

Demographic Dividend vs Demographic
Disaster

Mare than 54% of its population is below 25 years of age and over 66% of the population in
the working-oge group (15-59 years), as per a recent report.
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by Atul Rafa

India is a nation with one of the youngest population profiles, More than 54% ol its population is below 25 years of age and aver
BE% of the population in the working-age group (15-59 years), s per a recent 5R5 report. On the other hand, the India Skills
Report estimates that =12 million youth between the age brackets of 15-29 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 15-53 age group over the next decade. This
demographic advantage is predicted to last only until 2040. India, therefore, has a narrow time frame to hamness its
demographic dividend and to cvercome ts skill shortages

Bridging the demand-supply gap of skilled labor

While there seermns (o be a great demographic oppartunity, it presses an alarm button, as there is currently a severe shortage of
a well-trained, skilled workiorce. Millions entering into the worklorce are far outpacing the no. of jobs being created. it has been
widely estimated that only 23% of the workforce in India has undergone formal skill training as compared to 68% in the UK,
75% in Germany, 52% in the US, 80% in Japan, and 96% in South Korea, 5o, if we do nok bridge the demand-supply gap of labar,
especially skilled labor, then a massive wave of unempboyment could feave India Boundering,

ment 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 transhormed, but education in India hasn't with a largely static curriculum ignoring the
relenthess advances in technology and new-age learning needs on mobile technofogies, Al, Maching Learming, green energy,
drone technology etc.

With 35% of graduates’ unemployable and nearly B0% of new entrants to the country’s workforce getting litthe of no
oppartunity for skills education, we seem to hawve underinvested in education for employability. As a result, a large section of
Indian population needs to be skilled, reskilled and upskilled.

This is corroborated by the Global Talent Shortage Survey 2018 of the Manpawer 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. A fracture in the skills supply chain could disrupt india®s plans of manufacturing dominance.

Soft skills for hard results

Salt skills or workplace skills or employabillity skills, are globally touted as the next big thing in the skilling domain. In today’s
chynamic work enveronment, advanced soft skills like o tion, b &, problem-solving, digital literacy etc. are given
top prominence by employers as technical skills can be acquired and taught but oft skills are alien to traditional education and
have more to do with character, relationships and personality.

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

According to Deloitte’s Global Human Capital Trends report, executives now consider soft skiils as impartant to fostering
employee retention, Improving leadership, and bullding 3 meaningful culture 92 % of Delaitte’s respondents rated soft skills as
a critical priority.

Linkedin's 2013 Global Talent Trends report shows that 32% of talent professionals and hifing managers say that soft skills are
Just as important-or more impartant-than hard technical skifls. The report concludes that 57% of talent professionals strugghe
to assass soft skills. According to a surwey by Talent Q, nine in 10 employers befieve that graduates with soft skills will become
increasingly important.

Perhaps one of the anly soft skill surveys in India was done by Wadhwani Foundation, wherein 1100 employers spread over eight
cities rated soft skills vs hard skills, and B85% of the employers said that they will be willing to pay a premium of 10-20% for a
prospect equipped with desired soft skills than otherwise
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Dusl VET - Vocational Education and Training
The Garman vocalional education and training system, also kncwn a8 the dusl training system, is a poid standard in creating an industry-
raady, job-mady workionoe through a professsonally implsmented combination of theory and training amibedded in a ral-ife wark
environmenl. We need 1o leam ard implemant the iolowing best practices:

Firmiy established vocational education and training in the education system

Cooperation between industry and academia to be requlated by law
Tha madel to be cwned by the industry, the standards and exams also set by it, and not by any other body
Training, 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 1o successtully bridge
the skifl gaps and ensure the employabillty of their youth. This dual apprenticeship system s vital for a successtul and smooth
transition from student life to a work environment, thus creating a skilled workforce in big numbers that India 2o direly needs.
We need to treat such disruptions in our education system as a prerequisite for a successful economy,

Going by the trends, india is likely to have the world's largest workforce by 2027, It is important that we disrupt our ald school
education system with increased expenditure on education and training and by Integrating new-age, industry-led =killing
pregrams that successhully transition the youth of today into a champhon workloree of tomarrow,

There lies a great opportunity 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 not ensure employment. Skilling will

Disclaimer: The views expressed in the article above ave thase of the outhors' and do not neceasonly represent or reflect the iews of this
publishing house
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IMPORTANT TO SET UP A MSME-COVID
RESPONSE TASK FORCE

Business World | May 27, 2020

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
Fresident- Global Marketing, Wadhwani Foundation.
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The Micro, Small and Medium Enterprises (MSME) sector i oflen described as the backbone of the Indien economy
amploying -120 million and responsitile for —45% of exports. About 20% of the MSMES are based in rural areas and
despite the odds and lack of adequate economic and technical support, the MSME sector has shown a consistent growth
of over 10%, COVID-19 could break the MEME backbone given that the manufacturing of textiles, furniture, electronic
components, hotel senvices, afc., has coma to a grinding halt. The pandemic, with no end in sight @ the momend, could
theeaten 40% of iotal GOP that s generated by the MSME ssctor. If anything can propel the indian aconomy o its target of
§5 trilion by 2025, it is tha MSMEs. Tha nation cannot aflord & catastrophic breakdown in the MSME sector and must act
with urgancy,

The government has been quick to respond with measwres 1o ensure that payments to MSMEs do nel remain frozen
during the leckdown. For axample, It asked the NHAI to release paymants for contractor bills to the wne of As 25,000
crowes. Public secior companies heve also been instructed 10 settie vendor bilts without procedural delay. This. of coursa,
partly takes care of wapges but does nothing 1o revive demand or put the MSME worklorce back into production.

5o far the ABI has instrucied banks to alow a movatorium on term loans, delerred inderest payment on working capital and
public sector banks have edended emengency cradit lines of up to Rs 50 lakhs {or 10% of existing working capital limits)
under the IND-MSE COVID Emergency Loan with a tenure of 60 manths and zero processing fee. An IND COVID
Emergency Salary Loan can be avelled equivalent of 20 times tha lxlest gross monthly salary with & cap of Rs 2 lakhs.
SIDB has announced concessional rates for loans thal will be ssued in 48 hours with minémal paper work lor those
providing emergency products and services refaled 1o the baltle against COVID-18, In addition, the Gol has allowed
MSMEs to debay payment of GST until Juna 2020 without panalty, One supposes that bill discounting on various platforms
will also ba enablad and power and wates bills will be daferred along with proparty tax paymant.
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Ona of tha reasonably fast measures the government can {ake is to launch an intaligent mobile app that aliows MSMEs to
upload tha required documents 10 access creddt lines, lax breaks and loans, The app should use Fobotic Process
Automation (FPA) a1 the back end to read the doouments, run the extracted data past an Al engine to match it with various
data bases, usa the data o complete forms and direclly approve loans/ refiel measures and release payments into the
accounts of the MSME practically overnight. The goal should be 1o minimize paperwork, the dependence on application
serutiny by human tesms that can cause damaging delay, eliminate the need 1o access bank and government websiies io
avall the financial assistanca using desktops, and daliver funds Using 2ere-louch online processes.

Given the number ol jobs andangored in the MSME sector, the prioity should be to bring them back on stream as quickly
a3 possibla by (this must have equal prianity as making funds available to MSMEs):

-Boosting healihcare faciliies around zones that have significant MSME activity

-Aamping up education around social
moblies

e tips and using onling videos distributed over

Craaling, implementing and supervising back-io-production protocals and processes

-Sefting up MSME-specilic COVID-19 service desks that use chatbols and are available onling as well a5 over IVA to
provide in related to tha p and the flscal assistence they can avall of (basically, zero-manpower call
cantars)

Also, it is extremaly imporiand io set up 8 MSME-COVID Response Task Force. This should have industry, govemnmmant and
banking reprasentation. The ramit of the task oree should be two-fold: First, draw up plans that bring MSMES 1o a back-io-
production mode; second, create & blueprint for &ction once the virus i brought under control and market demand retums
to normal levets. Many MSMEs will not have access to capital and labor required to get back 1o 100% production levels for
quite somae time. Can innovative pathways be created such as investments indo thosr businesses from axisting buyeds or an
industry 7 Cana driven, scalable, Human sendce, that works to revive the
MSME laber force, be provided? These sarvices can ba made avallable onlina/ over mobila using remote collaboration
technalogy in & bid to hasten the raturn 10 RoMMACy.

The MSME sector will have io bear the brunt of the biggest impact as COVID-19 rips acroess paopla and the economiy. In
this eodra-ordinary cicumstance, a vasiely of aid packages and gy-drivan low-cost i can ba the
mitigating factor between MSMEs and hull mpact of COVID-18.
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SOFT SKILLS CAN DELIVER HARD RESULTS

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 Read Online

( ]11»::L{: and egg: Only nations that focus on human
development fast track their economic growth
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WHY CREATING JOBS IS THE SILVER BULLET TO SOLVING
INDIA'S MANY DEVELOPMENTAL CHALLENGES

Time of India Editorial | August 28, 2018 Read Online

Why creating jobs is the silver bullet to solving
India’s many developmental challenges
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EMPLOYMENT IN THE AGE OF AUTOMATION: PREPARING
LABOUR WITH FUTURE-READY SKILLS IS ESSENTIAL

Time of India Editorial | May 3, 2018
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Employment in the age of automation: Preparing
labour with future-ready skills 1s essential
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STRATEGIES TO CREATE JOBS IN INDIA: HOW TO REAP
THE DIVIDEND GIFTED BY DEMOGRAPHY

Times of India | October 17, 2017
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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
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PHILANTHROPY: VITAL FOR GROWTH

Deccan Herald | September 11, 2015

Philanthropy:
Vital for growth
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A ‘SKILFUL STRATEGY
CHARTING THE JOURNEY FROM ‘TRAINABLE' TO ‘EMPLOYABLE
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IT IS HIGH TIME TO REBOOT AND REVITALISE
OUR EDUCATION SYSTEM

Times of India | August 11, 2015
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It is high time to reboot and
revitalise our education system
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CHALLENGE?

Financial Express | August 21, 2015
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WORLD ENTREPRENEURS' DAY

Can entrepreneurship
meet the job-creation
challenge?

According to the
ministry of corporate
affairs, about 1lakh
NEW companics were
regstered in India in
20014 S0,
entrepreneurship is
wrowing, But the
outcome of this
positive trend will be
tested by the number
and quality of jobs
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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
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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

29 MAR, 2016

Al Rajo

It was heartening to see that the Union Budget 2015-17 had ‘education skl development ond fob creaton’ os one of the nine pliors.
T, Q5 0 cirg need for gh-gquality joh fulfilimant ks a hot Dutton 1opic aoross

the g y, and with s fich talent poal, and o young, evar burgeaning weorkdorca, indio sits of the cusp of o

a0t 1o Indian

Qreat opportuniy to becoma the human resource copital of the world” indio’s potentiol to power tts globol competiveness as o
snciany 8 wall-k W, Tharatons, Raghor oaucanion & Irining a8 o e 1o WIrkiores, and on urwaveing facus
1 W ara strotegic itios bor tha country today,

Each year, 12 milion Indians join the workforce In India but majanty of therm are unskdled It is estimated that mare thon B4% of the
has no el rrvoty B% in 30 I Urtsan areas have g | of highar Y

ond above Hance, the urgent tosk ot hand ks to enhance tha current sidlling and tachnical education copoaity in the country from =4
million ko ~15 million [including traning requirsmants of the exiating woeridoroe|, Emphatic planning to fusl technical education and

akil-gots wil ploy @-crucial role in tha of lorreaching [} Mok in edic, Digital India and Jan-Dhon
Yojona.
Tha fesent Union Budgot 2016-17 has acknewledged the significanca of Righer a2 il Sk davel and tha

Iny this regord one Noteworthy.

# Allotrent of fis. 28,840 crores to Improve higher education under the pegls of Minlstry of Human Resource Bevelopment (MHSTY) os
ogoingt Re. 26,855 crones in 2015-16, an increase of 74X By 2030, India will e omongst This youngost Rations in the wankd and with
nacty iice pacphe in th i C0inG S 1, B0 i avery four graduateg in the werid will be o product of the Indian
higiver education system. To enhance vertical ond horizontod mokbsity of students today will create Intellectuol economic and social

walue for Womarmoew, ond fostar o culturs of Innovation.

# Setting up of the not-for-profit ‘Higher Education Financing Agency (HEFAY with on initial copital base of &s. 1000 crores; this
ovatar of a non-bonking financiol company & sloted to provide mterest-ree loans 1o higher institutions for

naw or 3 Dxisting indr top ngtitutes ko KT and M, and crooting state-of-tho-art

loborotonkss. Ovar the med e yeors, the capltol base of HEFA |8 projected to grow to ks, 20,000+ cromes theough leveroging of the
markets and CSR contributions. HEFA i o novel idea that recognizes the role of private sector in the education sector, but its

o e will B i 1. Wi will hova to wal for @ framewornk cumently being
developed by MHAD. The proposal of making afl i and state higher af fons aligible os memibers of HERA [with
riciers| could be far-reaching, However, thang s no doubt that HEFA will benatit Both the students as well as the tinancing system

# Allotmant of fs. 1700 orones for estabkshing 1500 multi-skill training institutes (MSTis) 1o frain youngstens for jobs and also ta
startup, This is @ redical change fiem imis, geed s th g \ e iocised 6 ek ad
penstration of skl development affens at block and district levels and pubiic-prvate partnerships (PPP) for better quality and ease

04 gelvery. However, 0 constant realignment of skill expectations with high-demand jolbs wil bo essential

## A slow of Mepasuras, in adation 1o tha nuiti-skdl trasning institutes (MSTIs), have resulted in the Govemment's anmbitious target of
skiling one crore youth over the nast thrae years undar the Pradnan Mantri Kaushal Vikas Yojora [PMivy]: the National Skl

[= Mission has akifing oco-sy f trgining t: 76 laikh youths entrepraneurship is

L nedutagod and demaecratized with Slons to pravh i edusation and talning i 2200 colleges 300 sehadl,
500 Government s ond 59 Vocotional Troming Centers though Mossve Open Online Courses [MOOCs]. Aspiring entreprenaurs,
porticularty from remate ports, will be connacted to rmentors and cradt morket; o banefits will be given to troining institutes til
2020; sening up of o Mational Boand for SKIl Developnant Certificalion i partnership with e industry and acadomic; maedal skil
CONErs pionned across SO0+ districts in the country, FMKVY is the engine thot will steer the skilling ecosystem in the country and the
Govarnment's positve mtent i clear with substantiol lunds cliocation. A strong industry inkoge to ersune high-quality employment

CREGUNAIOS Sa0 B G gaME Changar .

Gavgrmmant's focus an higher aducation aond skl development alang with the PPF nature of mut-skil institutes and Highos
Education financing sgancy Is likety to spur interest in Corporote indlo to fulfll thedr G5k obigations though ocused spending in

t " e with the Netonal prmont Corp {NSDC) in detivery, Also this is
nething new, n 15 kil o WE ke CRUGIS Shat atiracted lorge CSR spending: A 1otal of fs. 6338
crores were spent on C3& by 460 componies in FY15 and educotion and skill development ottracted 23% of the S5k spending.
oooording to data from the Ministry of Corporate Affairs (MCA), Theratare, In FY 17, there is every ikeinood of the CSR apends
Inermaing in 1his spoce

With 54% ol our popuiation bolow 25 yoars of age, we ane siting on o substantial but mainky unemgloyable worklarce. By 2020,
oimost 8% of india’s population of 13 billion wil be in the working oge group of 15-58 years. Of these, baroly 2 to 3 & are axpoctod to
have usable skils. S0 we are looking ot two scenosios here; o massive wove of unemploymnent thot could sweep india or generotion
of an unpiecedantad hurman sopital rosounce which will sulpoce rruch of the world, cotapulting India ints o kil loctary suppling
tolent to oll comeorns of tha gioba.

= The outhor is i i e ing at Foundertion
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WOMEN ENTREPRENEURS IN INDIA:
COOKING UP CHANGE

Huffington Post | September 3, 2015
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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

Barring a few exceptions, worme enfrienews m |ndia are el bo be bracketed o2
ead kel and ¢ slebrities. But don't bo surpnsed i this changes faat. Indin s
sifing a1 the cutsp of @ women snbreprensurstgy rovelunon. Thene isa growng kst of
traibéasess.

Rashmu Sinba, e fogmdes of 5inls wii b wor arcpieed By Livkedin in 2017,
was named amangst the wocd's Top 10 'Women infiarcers in Web 28 by Fast
Compary, Astwan Asnokon. the founder of bad Street Den il sobess proqies
il pdelpaage, Niseiy
g kvt rilbnes; Ao Seidharan 1t loude of el Deop that ks
uraon resedents trach mmiabsl ity of piped warter: Sheotal oaih whose Shant Lile
prenites merofirance o slum cwelers ostert ommesses and Sainse Chabal
Toiascler ol Seeoeds Tl &

i, Jinaiidesr ol Ditkre pelailss Inlibeam

i 1 | abetiled wsartsen oo ines iad) il 1L £ widf
oppertunities. Tho kst is aair growdng ond strengthening tha perconbion thatin
himes iocome women enbeprene urs will hold tremendous infleence on leda's

EEEn

The frend ol swomie Eakeng 1o ent reprorscrshin: has grown semtly. Blut hodoreslly
speaking, this -8 mast natural e 1o oo wise s wer el lonaam Lo roll
aul 'popaela’ g pckles - el & L Back a5 19501 dones Ly wH o ke
WEIVRA S COSETATTA, WOTS haen, Tooay i ampdogs A2 D00 peanie it nns 4
harcyer of pwar Bs . B00 crored 'With a legacy bhe that can Indian womon nol be at
b Toe efried of endraprensuship?

Acenroing 1o a 2005 report relossed by EMP Paribas covering US, Europa, Middis
Enstand A indin ronks s the most actre country dor successhulwomen
enireprensirs. The repard Dirgls Bhal an dstom AT ol enlrepremegry in She
ceati|ey s weiTaen i lacs vl g o Hang Koo atid Frases, [he olfie i

natians fhat Toflow India in termmrs ol activn women onfrepreneors.
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The trend is giving rise to multiplo support systems and accelerators amed at
promateng and sustainmg women ontreprenours. In March 20k, NASSCOM
Immchad (irks n Technology (GIT), @ programme o arsara that worman find if
pasier tasot wpinternet basad fechnology companies. Becently FICC lannched
Swayam' in Ahmedabad with the asm of suppoerting women entreprensurs. HSEC
3 Lal Kichwai, befittngsy chadrad this evenl, These ara just two
examples ol a heatihy and vibrand ecosystem that & tast talling in place 1o incubats
and support wornen entregrensurs in indig

Inchip chairrman, &

Education snd vocalional lraiming are the prsrary drivess for turming The
enrepreneinal aspiraticns ol women mio realty. Bul [hire are pihor sboo-

etenamis reasons for drvitg the ramtion ol imors sl more wornen starting
Businesses 35 dhvierse 25 pet care chinics, loan recovery fams, phessntation-shanng
plstfonrs, wheslchair manufacturing, telemarketing companies. herbal care
products, publishing, putilic reldions argangsalsons and lsaming oanagement
systeme. Tradtiona! formily structunes dre charging that ane allosang wornsn an
ke yoRce; This encir gap te baveen men and women has iameeed
enabing women 1o find their fest and unlock thasr potentinl, they are acguinng the
confidence and self-belel reguired for beirg @ rue entrepreneur, and they are able
N pesbwars, and fired funding and rmentoring mane easdy (han ever before

AL the bottom of s trend are gover mment soheimes and palicies that sugport and
encturage women entreprensurstig, making il easier lor them o develop
Eilirapranssial skitls (hnouph skl deselopment progianemesy and lnd
matibutional hivance, mlrasbeclure amd Lalend, As exampdes, we Pive e Trads
Related Entrepreneurshp Assstonce ord Development {TREAD) Scheme provided
by the Munesiry of Micre, Small & Meduen Enterpises (MEWE L TREAD proviiey
submidy ofup 1o 20% of project cost and Ehe balance T0% a2 loan b women
enfreprencuss, Addionally, thene are mnumerabie schermes lounched by banks
amed af wormen anfreprenewrs. Inlacl, the Bharabiva MafulaBank, wiuch oponed in
2013 and nan by Usha Asanthasubramanian — anothes role modal tar women m
Indlia — Socusies on urban and rural unbarked womaon and holps them establich thair
businesees.

The Organization lor Economic Co-operabion and Development (OECD) reports that
The anfusl prowih of the ecanamy could improve 2.9% 1 india imploments. pro
growih ond pro-gender pobcass. Ta truly leverage this trend. india must ensure thad
women have sasier scoess Lo sducalan and training. ba workshops that sddress the
chevelopment ol skills swch o accounbing, Markeling, BUrman rEsource management
and produebo. I S mmpartint thal women hove cater sodeds Lo irade las and
canfErences in Inde arsd abroad. So thal ey meet others fioe hemsalves and
mteract weih eeers in larger markets. And abose all, it is imperabiee el 2 Mabicral

Grigseancns” Farum s sel up whens Ehe profilers 1hal women amrepaeners Taoein
iy -ler-clay work envitonments ane quickly sodressed

Wnmen endrapEenoErs Ore a precious roscunce and the trend of growing
enfraprensurship among women i mos! walcome. Women ane strong. patent
cormpetitive, resowrcatul and nuriurmg by natiere, Thay have the ability fo bnng
Imnasation and new perspectives o runiing busness = alinbutes thal modem
businesses management theones have come o recognize a= onfical 1or sucoess
According 1o Workd Economic Foiur's (WEF) Globad Gendar Gap Repart 2004,
Inclin™s wiomen ke up shghtly over a thind of the sorkdonge mnd hence thes
merease] comiiifiton 1o GOF and he atehy 1o ereale amplaymen] couki be &
parre charger bor ichi's sbonomy

About the Author: Alul Raja s Executive Vios Prisicent -Markeing, Wadlvwan
Fourngation

(fiscirmar; The wews and opiuons Pgressed m s artaole are ihose of the authar
and g rol fecessardy reltact The wews af rawSiony)
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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
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