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MAKING IN INDIA
Some already do. Many more can.  

With a little help...
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WILL OUR LION ROAR a la the MGM mascot? Or will it let out 
a half-hearted growl like its indolent cousin in Delhi zoo? Only 
time will tell. But for the Make In India campaign to achieve any 
measure of success, what’s needed — and by the bucketful — is 
national pride. Only then will we, as a nation, churn out quality 
products. All the ‘ease of doing business’ measures in the world 
cannot instil that in us. It has to come from within and permeate 
our entire body of work. 

It’s not that no one in this vast country has it. Some do, and 
have done well for themselves and their country proud. We look 
at three enterprises — Bajaj Auto, Trident Group and Dr Reddy’s 
Laboratories — that make in India, and make well. Their success 
and what they perceive to be challenges can serve others with 
similar aspirations well. Read about them on page 60.

PM Narendra Modi, in his address at Madison Square Garden, 
stressed the demographic dividend that India enjoyed, with 65 per 
cent of its population under the age of 35. But what good is that if 

most graduates are found to be unemployable? Skilling India is key to making in India, says Sunil Arora, 
secretary, Department of Skill Development and Entrepreneurship. Read his interview with Associate 
Editor Joe C. Mathew on page 74.

The Make In India package also deals with the opportunity that the defence sector presents as well as an 
insightful essay by senior policy analyst and political commentator Sanjaya Baru. He believes peninsular 
India will continue to hold the advantage when it comes to making in India.

Payment banks. What are they and is anyone at all interested? Do they have the remotest chance of 
survival in the do-eat-dog world of banking? Deputy Editor Raghu Mohan digs deep into his banking 
repertoire and attempts to answer these and more on page 32.

This issue, we also look at the residential property market. And it is, by no stretch of imagination, a pretty 
sight. While sales continue to head south, and inventory piles up, prices keep rising. What gives? Read 
Deputy Editor Gurbir Singh’s analysis of property trends on page 46.

Watch out for the galaxy of experts who will slice and dice the Budget in our next issue. 
Cheers!

The Big 
Opportunity 

EDITOR’S NOTE

ASHOK RAAJ

ashok@businessworld.in
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Rs 20,000-crore gambit pay off?

Download 
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TAKING THE EASY ROUTE
The story on the land acquisition ordinance 
was very insightful (“Landing In A Mess”, BW, 9 
February). It appears that the BJP too is heading 
the same way as the Congress. Since coming to 
power, it has pushed through 11 pieces of legislation 
through ordinances. The latest was an amendment 
to  the Land Acquisition Act, which didn’t go well 
with either the opposition or the public. The politi-
cians are not even afraid of superceding court deci-
sions. This is a dangerous trend for our democracy 
and must be checked at any cost. Politicians should 
not be allowed to act on their whims. 
 — MAHESH KUMAR, EMAIL

SETTING A BENCHMARK
This refers to the stupendous success of the Aamir 
Khan starrer PK at the box office (“Bar Raised For 
Bollywood”, BW, 23 February). Mr. Perfectionist is 
making headlines once again, thanks to the mega 
success of his latest film that has been catapulted 
to the position of the highest grosser for any Bol-
lywood movie. The film’s popularity has also been 
fuelled by the controversies  surrounding it. A 
section of society has been making noises about 
the negativity of the movie — though there are a lot 
of positives as well. PK shows how religion in the 
country is becoming more of a business for some 
money-minded people, and this too has earned it 
its own share of critics.

— MAHESHWAR BHUPATI, EMAIL

CORRIGENDUM
In “A Case For Taking Railways Private” (BW, 23 
February), tonnes-km (billions) and passenger- 
km (billions) were erroneously mentioned as  
billion tonnes/km and billion passengers/km, 
respectively. We regret the error. 

BLIPP  
THIS PAGE  
TO GIVE US  

YOUR FEEDBACK 
INSTANTLY
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Digital Transformation:  
Vision To Reality

Digital transformation 
depends on 3Rs — 
reimagining customer 
experience, reengineering 
business fluidity 
and reducing risk, 
says Happiest Minds 
Technologies’ Salil Godika

DIGITAL BW
Anwar Shirpuwala, ED, MAIT 
talks about what India Inc 
expects from the Union Budget

BW   TV

 www.businessworld.in

w w w . b u s i n e s s w o r l d . i n

HOW SAFE IS YOUR ‘SAFE 
ENVIRONMENT’?

Dell’s director & GM Murli 
Mohan looks at strategies 
that IT teams can adopt 
to improve efficiency and 
protect corporate networks

‘THE GOLD RUSH FOR BIG DATA IS 
BECOMING A NIGHTMARE FOR SECURITY’

Rajesh Maurya, country 
manager, Fortinet, says the 
gold rush for Big Data, which is 
being fed by Internet of  Things, 
is creating security challenges

Two Sides 
Of Indian 
Banking
Jan Dhan Yojna 
cannot end financial 
untouchability in 
most parts of the 
country unless 

some basic 
flaws are fixed 
in the banking 
system.
by Upendrra Rai

The Depository Receipt 
Scheme, 2014: Tax Aspects 
Missing

Till a clarification comes 
from the government, 
the existing tax 
treatments of GDR  
will prevail

How To Build And Motivate Startup Teams

No role in life is more dependent on success and failure than that of a  
leader, says Udit Mittal, managing director, Unison International 
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JOTTINGS

HE revelation that 1,200 Indians held $4 billion in 
HSBC’s private bank in Switzerland has the poten-
tial to derail the ambitions of foreign banks out here. 
For now, it is HSBC. What if more names in other 
foreign banks also pop into the headlines? There’s 

nothing to suggest that it cannot happen. Black money is a politi-
cal hot-potato; and in the ensuing buck passing, the casualty could 
be the near ‘national treatment’ that Mint Road says it is willing 
to weigh for long-domiciled foreign banks in the country. On the 
brighter side, India should make it contingent that co-operation 
of foreign banks is a must if they aspire for greater freedoms here. 
Reciprocity should be the name of the game.   — Raghu Mohan

T
Clear And Present Danger

WHAT AN IDEA, 
MR PRESIDENT! 
BARACK OBAMA,  in his many 
speeches while in India, did not utter 
the word ‘retrospective tax’. But by the 
promises by his Indian counterpart, 
Narendra Modi, one can presume the 
topic was raised. Barely a week later, in 
his budget, Obama proposed what can 
be considered as a retrospective tax 
for America. All money held abroad by 
American corporates would be taxed 
at 14 per cent. But Obama’s tax could 
have bigger implications for India. 
Going ahead, profits made offshore 
will be taxed at 19 per cent. Will that 
reduce the incentive to manufacture 
and make profits outside the US? Hard 
to say, but companies will sure get their 
calculators out. If that happens, will 
Obama have taken a leaf out of Modi’s 
book with a ‘Make in America’  
campaign? — Abraham C. Mathews

THE COUNTDOWN HAS 
begun for 1,606 urban co-
operative banks (UCBs). A Mint 
Road panel under Reserve Bank 
deputy governor R. Gandhi will 
examine the reasons for their 
existence. Among the points 
of reference are what lines of 
business are UCBs to go in for like 

commercial banks; the bench-
marks involved; size to which 
they can grow from here on; the 
criterion for conversion into a 
commercial bank; and whether 
it is opportune to issue new UCB 
licences. While UCB’s play a key 
role in financial inclusion, their 
small size and issues of corpo-

rate governance have been 
pinching regulators. The Mad-
hav Rao panel (1999) had ob-
served: “Some people call UCBs 
wallflowers of finance (mostly 
unaffected by the reforms in 
the financial sector).” The time 
may well have come for plucking 
them.  — Raghu Mohan

BEGINNING  
OF THE 

END?



A MASTERCARD REPORT on financial inclusion has listed India alongside coun-
tries such as Pakistan, Bangladesh, Nigeria, Uganda and Tanzania. “Bangladesh 
and India are in the initial stages of their financial inclusion progression,” it says. 
The reasons for the lag are not far to seek. People in far-flung villages do not have 
enough savings to maintain bank accounts. The government, therefore,  must stop 
relying on rural savings filling up retail accounts and, instead, start making all its 
payments — subsidies, scholarships, insurance payouts, NREGA proceeds, health-
care benefits, etc. — to rural folks through their bank accounts. Only such a mea-
sure will increase the adoption of banking infrastructure in the country. Forceful 
opening of bank accounts or the spread of the banking correspondent model alone 
will not bring about financial inclusion..   — Shailesh Menon

A Wrong Premise

Cricket Rights 
For Free
THE SUPREME COURT has 
stepped in and overturned a 
Delhi High Court order that 
had stayed public broadcaster 
Prasar Bharti from airing the ICC 
World Cup cricket matches. This 
means that Star Sports, which 
owns the cricket broadcast 
rights, will now have to share the 

signals with Doordarshan (DD). 
Star has pointed out that it has 
paid a humungous $2 billion for 
ICC World Cup rights for eight 
years and ‘free’ dissemination 
of signals will have a crippling 
effect on its business plan. It is 
not an easy task for the apex 
court to decide. The Rs 18 per 
month per subscriber Star 
Sports wants is not that cheap 
for a country where 22 per cent 
of the people are still below the 
poverty line earning less than 
Rs 35 a day. While the Supreme 
Court ruling is timely for those 
who want a free ride, why is no 
one asking cricket bodies like 
the ICC and India’s BCCI to limit 
their greed? — Gurbir Singh

Uncooperative Federalism
PRIME MINISTER Narendra Modi 
was at his symbolic best when he 
said he wanted state chief ministers 
to work towards a national cause 
that is “jointly defined”. Modi’s re-
mark came while he was addressing 
the first meeting of the governing 
council of the National Institution 
for Transforming India (NITI) Aayog, 
the think-tank that has replaced 
the Planning Commission, a legacy 
of the Nehru era. He urged the 
chief ministers — all members of 
the governing council — to forge 
a model of cooperative federal-
ism, whereby the Centre and the 
states can resolve differences and 
chart a common course of progress 

and prosperity. While one can only 
agree with the Prime Minister’s 
vision, what remains to be seen is 
whether India’s political class has 
matured to the level of “coopera-
tive federalism” that is required to 
make this happen. The difficulties 
encountered by the empowered 
committee of state finance minis-
ters for a “jointly defined” Goods 
and Services Tax regime perhaps 
best illustrates the complexities as-
sociated with “cooperative federal-
ism”. Not that it is a bad idea, but to 
believe that it will accelerate deci-
sion making is, perhaps, too ideal for 
Indian conditions.  
— Joe C. Mathew
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JOTTINGSPlus

wages and terms of service 
have moved towards 
uniformity from the days 
of the First Bipartite Wage 
Settlement (October 1966). 
The settlements are based 
on collective bargaining 
between unions and IBA, 
a club of predominantly 
state-run banks. In effect, 
state-run bankers deter-
mine wages and then crib 
in private about being 
poorly paid! 

In recent times, there 
has been a debate on 
whether pay at these 
banks should be decided 
on the basis of bilateral ne-
gotiations between a bank 
and its unions (read staff-
ers). It is part of a larger 
discourse to give more 
operational freedoms to 
the better among state-
run banks so that they can 
retain and attract talent 
based on their capacity to 
do so. The nuanced point 
that’s being made is that 
the same freedom if given 
to the laggards may fur-
ther push up their operat-
ing costs. But no headway 
has been made on the 
subject of bilateral talks as 
unions fear their hold at an 
industry level over bank 
managements will stand 
to be diluted and reduce 
their collective bargaining 
ability.  — Raghu Mohan

Time To Bite  
The Bullet

Forum of Bank Union’s 
(UBFU) to the Indian 
Banks’ Association (IBA) 
before the expiry of the last 
settlement.

“The IBA has gone back 
on its assurances and said 
it cannot afford the hike. 
It has offered a paltry 
increase of 0.5 per cent 
over the earlier increase 
offer of 12.5 per cent 
which we anyway con-
sider inadequate. We have 
been pushed to the path of 
agitation,” says Vishwas 
Utagi, general secretary 
of the Maharashtra State 
Bank Employees Federa-
tion, and vice-president 
of the All India Bank 
Employees Association. In 
2010, the IBA had revised 
wages by 17.5 per cent for 
the 2007-2012 period. 
UFBU’s demand is for a 

IT’S AN ISSUE that has 
been put off for long; not 
anymore. Bank unions are 
to go on a four-day strike 
from February 25th after 
talks failed to close out 
the 10th Bipartite Wage 
Settlement. It will not 
only embarrass the NDA 
government as it presents 
its first full Union Budget 
after coming to power in 
May last year, worse is 
in the offing — threat of 
an indefinite strike from 
14 March as advance tax 
inflows trickle in.

The wage revision is due 
from 1 November 2012 
subsequent to the expiry of 
the last Bipartite Settle-
ment (9th) on 31 October 
2012. The common charter 
of demands, separately for 
workmen and officers, was 
submitted by the United 

19.5 per cent hike; the pay-
out — if North Block were 
to accept the same — is 
close to Rs 7,000 crore. 

A breakthrough was 
expected after the concil-
iatory efforts of the central 
chief labour commissioner 
B. K. Sanwariya on 5 Janu-
ary. Negotiations between 
IBA and UFBU over the 
next two days saw the 
former increase its offer to 
12.5 per cent (up by 0.5 per 
cent) in pay-slip compo-
nents with an assurance 
to have further flexibility, 
while UFBU reduced its 
demand to 19.5 per cent 
(from 23 per cent).

In state-run banks, 

The increase in salary 
that is being sought 

by employees of pub-
lic sector banks

19.5%
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JOTTINGSPlus

free water (700 litres per 
day) is expected to incur 
an annual subsidy bill of 
around Rs 1,400 crore. 
That figure is unlikely to 
derail the finances of the 
state which has an annual 
outlay of Rs 40,000 crore! 
Moreover, that sum would 
hardly qualify as a big 
price to pay for the party 
which stormed to power 
on the support of 60 lakh 
slum-dwellers.

However, it is the 
other promises in the 
manifesto that will test 
Kejriwal’s mettle. Twenty 
new colleges, 500 schools, 
2,00,000 toilets, a power 
plant and homes for slum-
dwellers — all these will 
require him to innova-
tively think of increasing 
the state’s revenues.

Kejriwal has also prom-
ised to reduce value added 
tax (VAT) substantially. 
His logic: reduced VAT 
will mean more revenue 
as more people (traders) 
will be inclined to pay 
their taxes. It may work as 
capitalist economies all 
over the world run on the 
same principle. In case it 
does not, then Kejriwal’s 
government will find it 
difficult to meet its long-
term promises, as well 
as maintain its hold on 
power.
— Neeraj Thakur

Anatomy Of  
A Manifesto

AAP manifesto.
First, the issue of free 

Wi-Fi. The manifesto has 
promised to make Wi-Fi 
available at all public 
places for free. Many cities 
in the world already do 
that. In fact, even some of 
our own cities have begun 
offering free Wi-Fi at 
public places for limited 
time. A case in point is 
Varanasi, the Lok Sabha 
constituency of Prime 
Minister Narendra Modi, 
which offers free Wi-Fi fa-
cility at two of its ghats. It 
plans to eventually extend 

CRITICS OF ARVIND Kejri-
wal, who was sworn in as 
chief minister of Delhi 
for the second time in 14 
months on 14 February, 
have already started ques-
tioning his ability to de-
liver the freebies that his 
Aam Admi Party (AAP) 
promised in its poll mani-
festo — free Wi-Fi, free 
water, subsidised electric-
ity, etc. They believe that 
the AAP government’s 
finances will collapse if it 
tries to act on those prom-
ises. But they just need to 
look at the fine print of the 

the service to the rest of 
the city. 

According to experts, 
free Wi-Fi connectivity 
at public places can be 
viable if the people agree 
to watch some advertise-
ments before using the 
service. Kejriwal has al-
ready put the cost of a free 
Wi-Fi service at no more 
than Rs 150-200 crore 
annually.

His other two much 
talked about promises 
of reducing electricity 
bills by half and giving 

The number of new 
colleges that AAP has 

promised to build in 
its manifesto, in Delhi
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VERBATIM
“We suck at dealing with abuse and trolls on the 
platform and we’ve sucked at it for years”
—DICK COSTOLO, CEO, Twitter, taking personal responsibility for the 
platform’s slow response to user abuse and harassment 

“If Modi’s luck is benefitting people, what can be more 
fortunate? If because of my good luck, prices of petrol and 

diesel get reduced and common man saves more, then 
what is the need for bringing someone who is unlucky?”

—NARENDRA MODI, Indian Prime Minister, hitting out at rivals for giving all the credit for  
‘successes’ during his tenure to his ‘luck’, at a rally in Delhi before the elections 

“Greece is no longer the  
miserable partner who listens to 

lectures to do its homework.  
Greece has its own voice”

—ALEXIS TSIPRAS, Greek Prime Minister, after returning empty-handed from a tour undertaken 
with the agenda of winning support from partners to get debt relief and end austerity policies

“Let me tell you very clearly that ‘business as usual’ 
will not be there as far as our actions on climate 

change are concerned”
PRAKASH JAVADEKAR, Union environment minister, at a conference, citing 
how the government is already walking the talk by taking serious action on clean 

energy, accompanied by efforts to increase solar power generation

“Net neutrality stimulates a virtuous circle between more 
competition, lower prices, higher connectivity and greater 

innovation, benefitting all citizens, as well as Internet 
companies large and small”

—TIM BERNERS-LEE, founder of the World Wide Web, calling for full Net neutrality in Europe

“The interest rate 
wand isn’t going to 
produce all the magic 
people expect from it”
—RAGHURAM RAJAN, 
governor, RBI, suggesting 
that excess capacity in Indian 
industry and obstacles to project 
implementation are stronger 
impediments to growth than 
monetary policy
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AAP WINS, EXIT 
POLLS LOSE

Election forecasts should be based on  
‘reliable’ scientific enquiry

By Gurbir Singh

MEDIA MONITOR

XIT POLLS, AN IMPORTANT segment of news reporting today, 
again got it wrong for the Delhi assembly elections. Though 
they sensed the mood that the Aam Admi Party (AAP) and 
Arvind Kejriwal would romp home, their numbers were hor-
ribly off the mark. Half a dozen forecasts on Saturday evening 
after the end of polling gave the AAP between 31 and 54 seats 
in the 70-member assembly, while the Bharatiya Janata 
Party (BJP) was predicted to get between 17 and 35 seats. 

The actual tally at the close of counting on 10 February 
— 67 for the AAP and a miserable 3 for the BJP — went far 
beyond the dreams of even the most fanatical AAP supporter. 
‘Psephologist’ and AAP leader Yogendra Yadav did the best 
predicting a “landslide win of over 50 seats”. Among the 
pollsters, the closest, though still off the mark, was Headlines 
Today-Chanakya that gave AAP 48 and BJP 22. Others did 
worse. ABP-Nielsen’s tally was AAP 39 and BJP 28, while 
NDTV gave AAP 38 and BJP 29. 

The opinion polls forecasts about 10 days before polling 
day were even more skewed. The India TV-C Voter had given 
BJP the majority with 36 seats and AAP 31; IBN-7 was simi-
lar with BJP 36 and AAP 27. Some like ET–TNS were seen as 
‘bold’ predicting a slender victory for  AAP with 36-40 seats. 
Six opinion polls gave the BJP a majority, while 4 rooted for 
AAP. It is true that closer to the election date, the AAP swing 
became more pronounced; but there is no excuse for these 
pollsters to be so divorced from ground reality. 

Opinion polls in the 1990s rode on the newly proliferating 
news channels, and got good traction after their numbers 
came close to the Lok Sabha election results in 1996, 1998, 
and 1999. They were looked up to for ‘scientific’ forecasting; 
and psephology curiously became fashionable in the news 
circuit. However, opinion and exit polls took a big hit when 

they went all wrong for the watershed 2004 Parliamentary 
poll. All six election surveys that year said the BJP would 
form the government, whereas it was the Congress that in 
fact assumed power. The 2009 Lok Sabha results again gave 
exit and opinion polls a knock. Though some forecasters 
had said the Congress would sneak through, the seat-count 
showed they had misjudged the mood again; the Congress 
and allies went through with a comfortable 262 majority. 

Exit polls clawed their way back to some level of credibility 
when in December 2013 they correctly forecast a 4-0 victory 
for the BJP in the simultaneous state elections for Rajast-
han, Madhya Pradesh, Delhi and Chhattisgarh. Building 
on success, forecasting and opinion polls became a 24-hour 
business during last year’s run up to the May general elec-
tions. Some news channels like CNN-IBN ran a month-long 
‘prediction’ and ‘swings’ campaign. However, the results 
showed that though they had guessed the Modi mood, none 
of them except the Chanakya-News24 poll predicted that 
the BJP would get a simple majority of 283 out of 543 seats 
on its own steam. 

It is quite obvious that exit and opinion polls just don’t 
have the necessary scientific tools to provide robust data for 
correct forecasting. The sample size is probably too small, the 
sample design that should take into account gender and age 
is suspect, and the rigorous training required for enumera-
tors is absent. In the news media, there is unfortunately an 
obsession with ‘instant surveys’ which pretend to be sci-
entific. Hindustan Times, for instance, used to engage a 
survey agency called C-Fore that could turn in an opinion 
poll within hours of commissioning on subjects as varied as 
‘safety of school girls’ to ‘perceptions about Barack Obama’ 
after a few dozen phone interviews. 

Elections on the other hand are serious business. TV view-
ers and newspaper readers expect poll forecasts to be based 
on scientific enquiry; and it is the responsibility of news me-
dia to ensure that the agencies they hire go about their job 
investing the necessary skills and money. Opinion polls influ-
ence millions of voters, and these agencies and news channels 
cannot be allowed to continue to shoot arrows in the dark.   

E

gurbir@businessworld.in;              @gurbir110
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THE SOCI A L CIRCUIT

Super Brands 
With nearly 320,000 
mentions, McDonald’s 
won the title of the most 
talked-about brand on 
Twitter during Super Bowl. 
This gives McDonald’s a 27 
per cent share of the total 
mentions of brands during 
the game. Nationwide, 
however, was the brand 
with the highest social 
return on investment. 

The ‘A’ Game 
Facebook’s strong mobile 
advertising business 
helped the social network 
report positive results for 
the fourth quarter of 2014. 
Revenue was up 49 per 
cent to $3.85 billion, as the 
company’s profit grew 34 
per cent to $701 million. 
For the full year, Facebook 
reported a net profit of 
$2.94 billion on $12.47 
billion in revenue.

Dig The 
Data

Shekhar Kapur 
@shekharkapur  
Filmmaker
“Indian Intelligentsia always 
moaned lack of educated 
people in politics. Now we 
have ex IPS n IRS officers for 
CM, why r we still moaning”

Uday Kotak  
@udaykotak  
Exec. V-C & MD, Kotak Mahindra Bank 
“Vodafone CEO at Davos 
said spectrum is like oxygen. 
Therefore free. Policy 
makers say spectrum is 
oxygen for fisc! Consumers 
gasp for oxygen!”

Brand Buzz
A Minus For Plus Users
Since 21 January, WhatsApp 
has temporarily banned several 
users who were using third-party 
services such as WhatsApp 
Plus or WhatsAppMD, and 
directed them to download the 
official app on Play Store. In an 
attempt to clear up why this 
is happening, the WhatsApp 
team said, “WhatsApp Plus 
is an application that was not 
developed by WhatsApp, nor 
is it authorised by WhatsApp. 
The developers of WhatsApp 
Plus have no relationship to 
WhatsApp, and we do not 
support WhatsApp Plus.”

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

the camera roll. The move, however, 
raises some questions on the fate of 
Vine, the Twitter-owned video service 
that lets users record six-second clips.

The company said in a blog: “Twitter 
has designed its camera to be simple 
to use so that the user can capture and 
share life’s most interesting moments as 
they happen. In just a few taps, they can 
add a video to unfolding conversations, 
share their perspective of a live event, 
and show everyday moments instantly, 
without ever having to leave the app. 
Viewing and playing videos is just as 
simple: videos are previewed with a 
thumbnail and they can play them with 
just one tap.”

NOW CHAT ON 
TWITTER

#LEADER

MICRO-BLOGGING site Twitter has fi-
nally launched group messaging which 
allows users to participate in private 
conversations with groups as large 
as 20 people alongside a  new mobile 
video experience on its platform. 

Direct messaging on Twitter is 
a great complement to the largely 
public experience on the platform. 
Unlike regular direct messages, where 
you can only send a note to people 
following you, group messages allow 
everyone in the group to chat whether 
or not they follow one another. They 
simply need to be added to the group 
by someone they follow. 

This latest  feature will let users 
interact more with one another inside 
the app and even connect with those 
they don’t know. 

The other key feature, which is the 
mobile app’s built-in camera, allows us-
ers to shoot, edit and upload clips of up 
to 30 seconds on their timeline. iPhone 
users can upload videos directly from 

“Darling, 
we should 
spend 
more time 
together” 

“Don’t worry, I 
will send you 
a friend request 
on Facebook”

Illustration by Dinesh S. Banduni
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M A RK ETING A ND A DVER TISING

‘DATA’ has become quite 
the buzzword of our 
marketing ecosystem. 
In a digital world, every 
action is easy to capture; 
adding to the data store 
as we share it. The pos-
sibilities of interpreting 
and mining the multiple 
omni-channel informa-
tion reserves for meaning-
ful business is what makes 
data marvellous. 

Let’s take a look at how 
data stood out to make a 
difference in India in 2014:

The Modi election
When Narendra Modi 
started out, few imagined 
the controversial man 
and his campaign would 

turn cult. In a structured, 
strategic and well-planned 
election, ‘data’ was the 
force du jour that charted 
new pathways to reach out, 
interact and win. 

The campaign used 
data analysis and micro-
targeting to understand 
voter sentiment, concerns 
across constituencies, 
raise funds, identify male-
female-minority voter 
clusters, build engagement 
models for voters, enroll 
volunteers, rework the ad 
campaign and improve 
on ground efficiencies of 
volunteering teams.

The use of  ‘data’ online, 
offline, on ground, both 
with voters and the party 

team combined with tech-
nology made for a unique 
Indian election.

Data at the heart of  
‘programmatic’
The programmatic wave 
really hit Indian shores 
in 2014. At its heart 
was ‘data’ — capturing 
millions of data points, 
evaluating them, drawing 
insights, understand-
ing what touches people  
through analytics and 
technology. When done 
holistically, it ups the 
efficiency of the market-
ing campaign and also 
delivers a better and more 
personalised customer 
experience.

Indian customers  
rallying to e-tailers
The year 2014 has seen 
an explosion in e-tail. In a 
fast-paced option-orient-
ed world, the consumer 
can, at a click and glance, 
see what is available and 
for how much. Com-
parative pricing is also 
available online. The con-
sumer might have seen the 
product at a store or may 
go into a store to check it 
out before coming back to 
buy. As more customers 
buy online, the business, 
bolstered with data and 
analytics, becomes more 
robust; and for the adver-
tiser/marketer, they get 
the option to access a pool 

STANDPOINT

HOW DATA 
MADE A 
SIGNIFICANT 
DIFFERENCE 
IN 2014
Data has changed everythying today. From how we 
vote to how we buy to how we eat. Marketers can use 
data to understand their customers better and thus 
serve them better

By Anita Nayyar
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of target audience.

Health, Lifestyle and 
Wearable Tech
Amongst fitness fanatics 
and proponents, almost 
everyone knows or has 
seen or heard or read of 
someone in their circle 
using wearable technology 
to monitor their self for 
health and fitness reasons.

These devices are easy to 
get hooked onto as one can 
share through these; pow-
ered by data science these 
smart devices use ‘data’ 
and data science  to make 
a meaningful difference in 
the lives of its users. 

Data as a GDP  driver
GDP and economy cannot 
happen without consump-
tion, spurted by marketing. 
It is not only India’s corpo-
rates but the SME and in-
dependents that use ‘data’ 
and databases — their own 
or others — to interact and 
engage with existing and 
potential customers. 

2015 onwards data sig-
nificance will play an even 
larger role as it gets richer, 
smarter, faster and more 
complicated. 

Riding the wave, adapt-
ing, learning, unlearning, 
being flexible and respon-
sive to data, its platforms 
and technologies based on 
the ‘human angle’  is the 
way forward —  coupled 
with being creative, it is a 
game changer.  

The author is CEO of Havas 
Media Group, India &   

South Asia

TATA Capital  has launched another leg 
to its ‘Do Right’ initiative, with the aim 
to spread the spirit of doing right. The 
campaign has identified top five challenges 
that India faces, that of basic healthcare, 
illiteracy, food scarcity, child rights and 
women empowerment, and is showcasing 
them via individual stories of people who 
are affected by them and those who are 
coming forward to help them. 

The first story shows how people helped 
in alleviating food scarcity in the Kharag-
hoda district of Little Rann of Kutch. The 

team is currently working on 
its second story in Pune.

“The ‘Do Right’ initiative 
reflects the proposition of 
the Tata Capital brand – “We 
Only Do What’s Right for 
You”. Having identified the 
challenges that India faces, 
we began the journey of 
highlighting each of these 
using the powerful medium 
of storytelling,” explains 

Veetika Deoras, head, 
Brand Marketing, Cor-
porate Communica-
tion and Digital Verti-
cal at Tata Capital.

The purpose of the 
campaign was to get 

consumers to participate in the brand’s 
philosophy.  Anil Nair, CEO and managing 
partner, Digital L&K Saatchi & Saatchi, says, 
“The Journey of ‘Doing Right’ is live creativ-
ity as its best. A campaign that inspires 
and involves people to participate in the 
philosophy of doing right.” 

DOING RIGHT, DOING GOOD

AD iNFiNiTUM

Research 
Radar

BEING THE 
SOLUTION 
The good sa-
maritans come 
together to alle-
viate food short-
age in Kutch

MOBILE IN E-COMMERCE
The global e-commerce industry saw impressive growth in 2014 with goods and services 
worth $1.5 trillion bought by shoppers via desktops, tablets and smartphones. Going for-
ward in 2015, the market share of mobile is expected to grow further which, in turn, will fuel 
the growth of e-commerce

H1 2014 H1 2015H21 2014 H2 2015(F)
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10%
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0% 10% 20% 30% 40% 50% 60%

MOBILE % OF GLOBAL E-COMMERCE  
TRANSACTIONS

WHAT WOULD MARKETERS LIKE MOST FOR 
THEIR MOBILE MARKETING EFFORTS? 

SOURCE: CRITEO’S ‘2015 ECOMMERCE INDUSTRY OUTLOOK’ GRAPHIC BY PRASHANT 

Advanced location based targeting

In-store targeting

Cross- device targeting



28 | B W | B U S I N E S S WO R L D | 9 March 2015

SLICED ’N’ DICED

Compiled by Monica Behura;   Graphic by Prashant Chaudhary 

After splurging close to Rs 12,000 crore on ICC broadcasting 
rights, Star Sports pins its hopes on advertisers in the cur-
rent edition of the World Cup Down Under and on India’s (the 
defending champion) performance

ADDING UP

The RoI that  
advertisers  
are expecting

The growth in revenues 
that Star Sports 
expects vis-a-vis  
World Cup 2011

Total reach across Star 
Sports, ESPN, Star 
Cricket & DD of World 
Cup 2011 in India

25-30% 25-30% 576 MN^

^TAM
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The percentage difference in 
TVM ( television viewership 
in millions) between the 2011 
World Cup and the IPL that year

*INDIA-PAKISTAN 
MATCHES WERE 
SOLD AT A PREMIUM, 
UP TO RS 12 LAKH 
PER 10-SECOND 
SLOT
**IT COULD PLUM-
MET 50% IF INDIA IS 
KNOCKED OUT AT 
THE LEAGUE STAGE; 
APPLICABLE TO 
SPOT BUYERS 

SOURCE: STAR SPORTS & INDUSTRY 

THE 2015 EDITION WILL SEE 
REGIONAL SPONSORS SUCH AS 
TI CYCLES AND MANAPPURAM 
MAKE THEIR WORLD CUP DEBUT

THE DIGITAL AD SPACE WILL 
COMPRISE ANYWHERE BETWEEN 
6-10% OF THE TOTAL AD AND MAR-
KETING BUDGET OF COMPANIES

Rs 1,200CR

Rs 60CR

Rs 10-40CR

Rs 5LAKH

Rs 20LAKH

60% 51% 24% 54% 19%

Share of TVM 
during World 
Cup league 

matches

World Cup matches World Cup finalAll Hindi GECs Hindi GECs

Share of TVM 
during World 

Cup final 
match

The total advertising spend across

Is what each of the two presenting sponsors 

The rate, per 10-second slot, at which 

Is what a 10-second slot could cost if 

Is what each of the 5 associate sponsors pays to the network — 

platforms so far on World Cup 2015

pays to the offi cial broadcasting network, Star Sports

this inventory was sold*
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GLOBESCAN
AGREE TO DISAGREE: Greece’s new leftist 
government and its international creditors 

failed to agree on a way forward on the country’s un-
popular bailout and will try again on 16 February, with 
time running out for a financing deal. In seven hours of 
crisis talks in Brussels, euro zone finance ministers were 
unable to agree even on a joint statement on the next 
procedural steps. Both sides played down the setback, 
insisting there had been no rupture. “We had an intense 
discussion, constructive, covering a lot of ground, also 
making progress, but not enough progress to come to 
joint conclusions,” said Jeroen Dijsselbloem, chairman of 
the Eurogroup, a grouping of finance ministers.

STAKE SALE: Saudi Ara-
bia’s Kingdom Holding, the 

investment firm owned by billionaire 
Prince Alwaleed bin Talal, sold most of 
its stake in media giant News Corp as 
part of a portfolio review, according  
to its website. The sale of 5.6 per cent 
stake in News Corp generated $188 
million of cash for Kingdom and left 
it with a one per cent holding. The 
amount of profit or loss booked on 
the investment was not disclosed. 
Kingdom has held a stake in Rupert 
Murdoch’s media conglomerate since 
1997, the website said. 

RACING AHEAD: Audi and Mercedes-
Benz outsold BMW in January, bumping 
the world’s best-selling luxury car brand 
from its perch for the month. Audi, the 
second-biggest luxury brand globally, 
took the top spot for the first time since 
June 2014 as January sales rose 10 per 
cent to 137,700 vehicles. Daimler’s Mer-
cedes, which was No. 3, delivered 125,865 
cars, a 14 per cent jump as it outsold its 
Munich-based rival for the first time since 
September 2010. BMW sales increased 
6.3 per cent to 124,561 cars. Both have 
vowed to take the luxury car sales crown 
by 2020. To underpin its effort, Audi plans 
to spend $27 billion on new models and 
expand production in the next five years. 
Mercedes is rolling out the GLE coupe 
crossover this year to challenge the BMW 
X6 as the Daimler unit refreshes most of 
its sports utility vehicles.

UNDER SCANNER: HSBC faces inves-
tigation by US authorities and an inquiry by 
British lawmakers after admitting failings by 
its Swiss private bank that may have allowed 
some customers to dodge taxes. US pros-
ecutors have stepped up efforts to establish 
whether HSBC, the world’s second-largest 
bank, helped Americans evade taxes after 
media reports said the bank helped wealthy 
customers conceal millions of dollars of 
assets. US authorities are also probing 
whether HSBC manipulated currency rates.

VW’s Audi  
took the top slot 
as January sales 

rose 

10%
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GROUP EFFORT: The Group 
of 20 (G20) leading econo-

mies will pledge to act decisively on 
monetary and fiscal policy if needed  
to combat the risk of persistent 
stagnation, according to a draft 
communique. It pointed to the risk 
of prolonged low inflation, sluggish 
growth and demand weakness in 
some advanced economies. The draft 
welcomed the favourable outlook 
in some key economies but gave a 
gloomy assessment of the global 
economy as a whole, saying growth 
was uneven and trade growth slow. 

SEEING RED: Chi-
nese inflation 

plunged to 0.8 per cent in 
January, its lowest level in 
more than five years, official 
data showed, fuelling fears 
that the world’s second-larg-
est economy is on the brink 
of a deflationary spiral. The rise in the consumer price index 
was sharply down from the 1.5 per cent recorded in Decem-
ber, and was lower than the 1 per cent expected by econo-
mists. Moderate inflation can be a boon to consumption as it 
encourages consumers to buy before prices go up, while fall-
ing prices encourage them to delay purchases and companies 
to put off investment, both of which can hurt growth.

BOOSTER SHOT: Pharmaceuti-
cal giant Pfizer will acquire 

Hospira, a leading provider of inject-
able drugs, infusion technologies and 
biosimilars, at a total enterprise value of 
$17 billion. This is Pfizer’s biggest acqui-
sition after its failed $117-billion take-
over bid for UK-based pharmaceuticals 
firm AstraZeneca in May last year. The 
boards of directors of Pfizer and Hospira 
have unanimously approved the merger, 
Pfizer said in a statement. In a separate 
move, Pfizer has entered into an agree-
ment with Goldman, Sachs & Co to buy 
back $5 billion of its stock. Under the 
agreement, which forms a part of Pfizer’s 
existing buyback authorisation, about 
150 million shares will be bought. The 
settlement is expected during or prior to 
the third quarter.

AN OILY MESS: The accusa-
tions of corruption at Brazil’s 
state-controlled petroleum giant 
Petrobras have already led to a 
political scandal and a change in 
management. Now, the problems 
are threatening other Brazilian 
companies and may even tip the 
country into the recession. It would 
be hard to overstate Petrobras’s 
importance in Brazil. It produces more than 90 per cent of the country’s pe-
troleum, owns all of the nation’s refineries, operates more than 21,000 miles of 
pipelines, dominates wholesale gas and diesel distribution, and even owns the 
largest chain of service stations.

FRESH MENU: Starbucks 
said its 12,123 US outlets would 
begin offering coconut milk, in 
an attempt to keep pace with 
soaring demand for non-dairy 
and non-soy milk alternatives. 
Consumer tastes have evolved, 
driving strong demand for other 
non-dairy alternatives made 
from products such as coconuts, 
hemp, rice, almonds and other 
nuts. Starbucks declined to name 
its coconut milk supplier. As it 
does with soy milk, Starbucks will 
add a 60 cent charge to drinks 
made with coconut milk. 

SHIFTING GEARS: Google is 
preparing to offer its own ride-hail-
ing service, putting it in direct com-
petition with Uber. Google is one of 
the biggest investors in Uber. David 
Drummond, Google’s chief legal of-
ficer and a member of Uber’s board, 
has informed the app-based ride 
service of Google’s plans. The source 
also said Uber’s board was weighing 
whether to ask Drummond to resign. 
Uber executives have been made 
privy to screenshots of Google’s 
ride-sharing app, which is currently 
being used by Google’s employees. 
Google’s move may imperil Uber’s 
reliance on the search giant, as the 
cab service’s smartphone applica-
tions for drivers and riders are based 
on Google Maps. 

Starbucks’  
US outlets to offer  

coconut milk to cater to 
non-dairy demand
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The rush for licences 
notwithstanding, there 
are serious questions 
regarding their viability 
in a country like India 
By Raghu Mohan

Y WILL 
THEY  
WORK  
HERE?

IN DEPTH BANKING

OU WILL SOON get to see a new bank in your neighbourhood. 
It will accept deposits, remit money, hawk third-party products 
and services, and issue debit cards. But you will not get a dime 
as credit. The new beast is a payments bank. Now why on earth 
should you bank with one? We are told that’s the whole idea 
behind it —  it’s not meant for folks who are already part of the 
banking universe or think of it the way they are accustomed to.

 Touted as the best on offer after sliced bread, payment 
banks are meant to bolster financial inclusion so that the 
multitudes who fall outside the pale of banking (not seen as 
‘bankable’) — only around 60 per cent of the country’s 1.2 
billion people are covered by banks — can be brought within 
its ambit. Nearly 43 per cent of rural households relied on 
informal credit when the last All-India Debt and Investment 
Survey was undertaken in 2002. While the population per 
bank branch has come down to 12,300 from 64,000 in 1969 
(when such data began to be tracked), Basic Statistical Returns 
showed that rural India had only seven branches per 1,00,000 
people in 2011 (the latest figures in the public domain); most 
developed economies have over 40 branches.

 Payments is big business. Crisil Research puts the domestic 
remittance market at Rs 800-900 billion and expects it to 
grow at 11-13 per cent (CAGR) over the next few years. It needs 
to be mentioned here that the ratings agency has restricted the 
remittances’ turf to low-income migrants who are seen as early 
adopters of payments bank services. 

Non-banking financial companies, telcos, retail giants 
— even existing banks — can aspire to a payments bank 
licence from Mint Road. Telcos (current share 3-4 per cent of 
remittances) will snatch business away from an India Post or 
informal sources on account of superior reach (especially in 
rural areas) and lower cost of transaction; by fiscal 2019, their 
share is seen growing to nearly 15 per cent.

 Little wonder then that nearly 40 applicants have queued 
up at Mint Road for a payments bank licence; they include 
Reliance Industries (with State Bank of India), Aditya Birla 
Group (Idea), Bharti Airtel (with Kotak Mahindra Bank 

PAYMENT 
BANKS
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A bank with a difference 
Like any 

scheduled 

commercial 

bank, a payment 

bank has to 

maintain a cash 

reserve ratio

The entry 

capital 

required to 

set up a 

payment 

bank is  

Rs 100 crore

Similar to pre-paid 
instrument providers like 
Airtel Money and Vodafone 
M-Pesa, a payment bank will 
not be allowed to hold more 
than Rs 1,00,000 per 
customer or be involved in 
any credit risk

9 March 2015  | B W | B U S I N E S S WO R L D |  33



IN DEPTH BANKING

or KMB) and Vodapone (with Yes Bank) and business 
correspondents (BC) like Oxigen. A retailer, Future Group, is 
also in the race. If you look at the 70-odd applicants who have 
sought a small bank licence (full service, but with small ticket 
sizes), it’s clear that bottom-of-the-pyramid banking is seen as 
an El Dorado.

 Says Manish Khera, co-founder of FINO, a small-bank 
licence applicant and a BC: “There are scores out there who are 
not seen as bankable even by today’s small banks. The approach 
of most of them, too, has changed; it is like that of the bigger 
banks. They are not keen on the bottom of the pyramid.” Just 
how big is the scale of his ambitions? “Five years from now, I 
hope to have an asset size of Rs 2,500 crore,” he says. That’s the 
kind of bulk a medium-size bank puts on in two months!

 According to Monish Shah, senior director at Deloitte 
(India), “The approach of payment banks is to create 
supplementary access points from a customer’s perspective 
and this new supply of financial services will, hopefully, meet 

the unmet demand of providing banking at the doorstep.”
 What’s unsaid in all this is that any kind of banking licence 

from Mint Road can be a force multiplier for your branding and 
reputation. The irony is if payment banks do increase the ‘touch 
points’ to serve the needy, their very success has the potential to 
eat into many a weak commercial bank’s traditional deposit and 
payments business. And if that were not to happen, the question 
that arises is: what becomes of payment banks at the end of the 
day? Says Ravi Rajagopalan, CEO, Empays Payment Systems: 
“To the extent that all banks offer current and saving accounts 
(CASA), these (payment banks) are me-too in nature.”

 Yet just about everybody has jumped onto the bandwagon. 
Last September, when asked how many such banks will be 
issued licences, Reserve Bank of India governor Raghuram 
Rajan said: “I don’t have a number… my guess is, and this is 
just a guess, that it will be certainly more than two and I don’t 
want to put an upper limit, I don’t want to put a lower limit, 
other than saying that the lower limit will not be two... We 

THE VERTICALLY DIFFERENTIATED
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of India and corporate business correspondents such as FINO and 
white-label ATM providers such as Prizm
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morph into payment banks. The well-heeled may also troop in.
 Nielsen (India) in a study (it reached out to high, mid- as 

well as low-income consumers, between 22 and 60 years of 
age, who influence decision-making in households) says a 
majority have few, if any, existing investments and show little 
inclination to invest over the next 12 months. This segment’s 
financial requirements are mostly confined to basic banking 
transactions like deposits, withdrawals and fund transfers. A 
resounding 72 per cent of respondents — low, mid- and high-
income — said they would consider opening an account with 
a payment bank, with equal preference shown for retail and 
telecom players. While the response of low-income consumers 
comes as no surprise given that they are largely underserved by 
banks, those of mid- and high-income respondents is a bit of a 
surprise and come as a shot in the arm for payment banks.

 “In what may be of concern to banks, mid- and high-income 
consumers have cited the convenience of fewer trips to banks 
as the main attraction of payment banks. Younger consumers 

need to ensure that there are a variety of participants that are 
licensed here so that we can learn from the experience. That 
would imply a reasonable number.”

 Now your ubiquitous bank and its watered-down avatar 
cannot both laugh their way to the bank, although it needs to be 
said here that we are now in unfamiliar territory — nobody quite 
knows how the underfoot conditions in the park will play out.

 
Sound on paper...
 A payment bank has been conceived as a ‘scaled up’ version of 
a pre-paid instrument (PPI) player — an entity that accepts 
cash (‘deposits’) and tucks it into a ‘digital’ or ‘plastic’ wallet. The 
sums (aggregate) ‘raised’ by PPIs are parked in escrow accounts 
with banks (so that they are not diverted to ‘treasury play’) and 
earn no interest. Nor can PPIs pay interest to ‘depositors’ — now 
that’s a huge fault line as the sums are substantial relative to 
the savings of low-income households which are sought to be 
brought under the umbrella of financial inclusion. So PPIs can 

THE HORIZONTALLY DIFFERENTIATED
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not direct employees, to reach the customer 
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are more willing to open payment bank accounts because of 
convenience,” says Anand Parameswaran, director, Nielsen 
(India).  Adds Rajagopalan: “A very large proportion of 
accounts are of less than Rs 1 lakh in value – this is the bulk 
of Indian CASA. These can migrate to new payment banks. 
Competition is expected to improve service, better the return 
and cut the cost of operations for the banking system as a 
whole. This is the intent of the legislation.”

 A closer reading of what Parmeswaran and Rajagopalan’s 
views makes a few things clear: one, there is a universe which is 
laid-back, but has a cash surplus; and two, many with less than 
a lakh in the bank will move to a payment bank. On paper, 
payment banks will fire.

 But look at the math
A payments bank can accept deposits up to Rs 1 lakh from a 
customer (the limit may be revised upwards, but that’s in the 
future). To deposit a higher amount, you either have to go to 
another bank of its ilk or a ‘regular’ bank. Now, it’s a no-brainer 
that a payment bank must offer rates that are competitive. 
Recall that CASA (the more you have of them, the lower the cost 
of funds), is not exactly ‘cheap’. There is a cost to acquiring them 
other than the interest rate offered — branches and manpower, 
among others. That’s why it is the smaller banks such as Kotak 
Mahindra Bank (KMB), Yes Bank and IndusInd Bank that offer 
the best rates. But this game can be played only up to a point: 

when the share of CASA vis-a-vis total deposits is lower than 
that of peers. And while you do so, you have to be smart. Take 
KMB: its deposits grew 15.8 per cent to Rs 59,072.3 crore in 
end-March 2013; savings’ bank (SB) deposits rose 38.8 per cent 
to Rs 10,087.1 crore. But it may surprise you to know that while 
the bank offers 6 per cent on its SB accounts, its average cost for 
this mop-up stands at 5.5 per cent!

 If a payments bank cannot lend, has to maintain a cash 
reserve ratio (CRR), a statutory liquidity ratio (SLR) and invest 
its deposits only in government securities (which offer returns of 
about 6-7 per cent), how is it to make enough to cough up for its 
operations and pay interest on deposits? Let’s also not lose sight 
of the fact that a payments bank has to compete with credit co-
operatives (which cater to small and marginal farmers) which 
expand into urban cooperative banks; regional rural banks 
which incorporate features of co-ops and banks. And all of them 
offer credit too. If you are keen on numbers, here you go: we have 
26 state-run; 20 private (seven new, 14 old); 43 foreign banks; 
64 regional rural banks; 1,606 urban cooperative banks and 
93,551 rural co-ops — all of them chasing customers.

 That’s why Crisil points out that even though telcos are likely 
to capture around 15 per cent of the domestic remittances 
market, luring deposits is another ball game altogether because 
they will have to invest in brand building and gain the trust of 
depositors (just paying competitive interest rates will not do).  
“As a result, we forecast payment banks having a minuscule 

MOBILE WALLET SERVICE PAYMENTS BANKS

SERVICES PROVIDED M-w allet enables individuals w ith access to mobile 
phones to send and receive money, top up mobile airtime 
and make bill payments by approaching retail outlets 
offering such services. How ever, cash w ithdraw al is allow 
ed only if the player providing services has a tie up w ith a 
bank and the bank has undertaken know your customer 
checks on at least one leg (either the sender or the 
receiver of the money)

Payments banks can provide all services 
currently provided by m-w allet players. In 
addition, they can allow customers to keep 
demand deposits and w ithdraw cash, issue 
debit cards and also distribute financial 
products such as mutual fund units and 
insurance products 

SPREAD FROM 
DEPOSITS

In order to provide deposits, a player providing  
m-w allet services needs to have a tie-up w ith a 
scheduled commercial bank. Moreover, as the deposits 
belong to the partner bank, the resultant profits from 
deploying the deposits also accrues to it

No tie up is required w ith an existing bank to 
garner deposits. A payments bank can provide 
deposit services on its ow n and, therefore, any 
profit from deploying deposits thus garnered 
w ould accrue to the bank 

COMMISSION TO BANK The m-w allet player has to pay a commission to the bank 
whenever a customer w ithdraws cash

Since a payment bank can offer cash withdraw 
al facility on its ow n, no such commission w ould 
be payable

POINTS OF DIFFERENCE
Key dissimilarities between the mobile wallet service and payment banks

SOURCE: CRISIL RESEARCH REPORT
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“The approach of most 
small banks has changed;  

it’s like bigger banks. 
They are not keen on the 
bottom of the pyramid”

MANISH KHERA
Co-founder, FINO,a small bank 

licence applicant

“Financial inclusion is 
about providing emer-

gency credit. The 
maximum request from 

the poor is for such credit”

K.C. CHAKRABARTY
Former deputy  
governor, RBI

IN DEPTH BANKING

share of less than 0.5 per cent of CASA deposits of the Indian 
banking system five years after launch,” says Ajay Srinivasan, 
director, Crisil Research.  

 In defence of payment banks, Swarup Roy Choudhury, 
managing director of First Data, says: “It is not a brick-
and-mortar model. The cost structure is not like that of a 
commercial bank.” What if a commercial bank were to set up 
one of its own? “I don’t know how they (banks) will distinguish 
it from what they already offer their customers. You can’t (as a 
bank) just strip the entire payments business and push it into 
a new payments bank.” He stresses on cross-selling. “What 
matters is that you have a relationship with your customer on 
the credit side; it does not matter whether you ̀ manufacture’ a 
financial product.” You can’t argue with that.

 IndusInd Bank ‘sells’ home loans of HDFC Ltd; HDFC Bank 
also hawks those of its parent; and ICICI Bank vends AmEx 
cards; banks sell insurance products of their own and those 
of rivals. The point being made here is that as long as you can 
buy what you want to from a counter, it does not matter whose 
counter it is. At least that’s how the argument goes. But making 
cross-selling work is a different proposition; few have succeeded 
in pulling it off. The cross-sell ratio (relationships per customer) 
for the best of the lot will at best be a shade above three (there are 
no industry-level studies as yet). The global leader, Wells Fargo, 
claims in excess of six. You can’t expect payment banks to beat 
legacy banks straightaway on cross-sell.

 Let’s look at the fee income potential for payments banks. The 
offerings (third-party) will perforce have to be tailor-made for 
clients. It’s a hurdle that even the best of commercial banks have 
not overcome in their efforts to get into lower-tier cities. So it’s 
a tough ask to expect them to customise offerings for payment 
bank customers. Then again, the credit appraisal in such cases is 
done by the bank whose product is being cross-sold. 

 And,what stops commercial banks from playing the same 
game? They too can cross-sell a suite of services to their 
depositors (whatever the size of deposits) and offer them 
better pricing if they consolidate their relationship (with a 
bank) — discounts on car, home and personal loans. The 
coming of age of credit bureaus, data mining and analytics 
will hasten this process. Axis Bank has made sure existing 
depositors drive 60 per cent of its incremental retail assets. 
Of course, you have to make sure as a bank that your liability 
and assets businesses ‘talk to each other’ to increase cross-sell 
and not be silo-ed. Few state-run banks do so (which account 
for 72 per cent of market share), but there’s nothing to suggest 
that at least the better among the lot will not do so down the 
line for the financially excluded.

 
Out of context?
The case for a PPI to convert to a bank was valid as in case 
the bank in which the escrow was held went belly up, it could 
take the PPI with it — the amounts held by the PPI have no 
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“You can’t (as a bank) just 
strip the entire payments 
business and push it into a 

new payments bank”

SWARUP ROY CHOUDHURY
Managing director,  

First Data

IN DEPTH BANKING

deposit insurance unlike the direct depositors of the bank. 
The Nachiket Mor Committee on Comprehensive Financial 
Services for Small Businesses and Low Income Households 
observed: “All ̀ nested’ have this feature and there may be 
greater stability obtained from independent designs where 
the PPI deals directly with RBI rather than through a sponsor 
bank.” PPIs like Airtel Money and Oxigen are ‘nested’.

 The idea of a payments bank is not new. Brazil’s (Law 
12865) created a new legal entity known as a ‘payments 
institution’, to be regulated by the Brazilian Central Bank; 
in 2007, the South African Reserve Bank said non-bank 
payment service providers (PSP) can play an important role in 
the payments system. And, globally, in the inclusion context, 
Kenya‘s M-Pesa is the most successful ‘nested’ payments bank. 
Over two-thirds of Kenyans use this service and about 25 per 
cent of the country’s GDP flows through it. But the Indian 
version is an ‘independent payments bank’ which would be 
a direct participant in the payments system and, instead of 
escrow balances with a sponsor bank, hold reserves — CRR 
and SLR — with Mint Road.

 These examples cannot be stretched to make a case for 
payment banks. “We do not expect payment banks to repeat 
that success in India. Rather, the value of transactions through 
payment banks is likely to be less than 0.2 per cent of India’s 
GDP by fiscal 2019,” says Srinivasan. His view is that the M-Pesa 
service in Kenya benefited from lower banking penetration (less 

than 15 per cent at the time of launch in 2007), higher working 
migrant population and regulatory patronage (telcos in the 
country do not require tie-ups with banks). Safaricom was able 
to navigate KYC concerns as Kenya has a national identification 
system. “Compare that with India where users need basic 
identification to open ‘accounts’ and must go through some 
due diligence, which reduces adoption. Also, competition from 
other modes of money transfer (postal system, etc.) is significant 
unlike in Kenya where remitting money through people (which 
can be unsafe) was the predominant mode of money transfer 
prior to M-Pesa,” says Srinivasan.

 Yet some telcos may pull it off. That’s because, compared 
to them, an India Post, a large BC, PPIs and retail chains will 
be at a disadvantage as their customer base is limited. They 
will have to make significant investments on expanding their 
distribution network, technology and brand-building. The 
business will make losses for at least a few years (till volumes 
pick up), as spreads earned on deposits and earnings from 
remittances may not be sufficient to cover distribution, 
marketing and technology costs.

 The key driver for telcos is that they can increase the 
‘stickiness’ of their customers. That means a lower churn rate 
which, over a period of time, could  lead to an increase in average 
revenue per user (ARPU) which is in the region of Rs 119 per 
month. Another plus is the commission telcos can earn on 
transactions — big telcos have well over 100 million subscribers; 

“To the extent that all banks 
offer current and saving 

accounts, payment banks 
are me-too in nature”

RAVI RAJAGOPALAN
CEO, Empays  

Payment Systems
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 raghumoh@gmail.com 
For more on banking, visit www.businessworld.in

even if each one of them conducts one transaction a month, it 
translates into 1.2 billion transactions annually. The value of 
transactions through m-wallet have more than trebled in the 
past two years to over Rs 27 billion in the last fiscal, indicating the 
huge business potential. The additional channel of income for 
them as payments banks is deposits (difference in yield earned 
by investing deposits and the interest rate offered on deposits). 
Crisil feels it will hasten the EBITDA break-even period by 2-3 
years compared to plain vanilla m-wallet services. They can 
also save on commissions currently paid to a bank whenever a 
customer withdraws cash (technically called cash-out), but then 
telcos will have to take care of cash management on their own 
(which can be a challenge). 

 Former RBI deputy governor K.C. Chakrabarty is on record 
stating that “my only question about payment banks is what will 

be their viability? How will they earn money?” He said financial 
inclusion was not limited to merely opening bank accounts. 
“Financial inclusion is also providing emergency credit. The 
maximum request from the poor is for emergency credit.”

 Given the number of applicants for both payment banks 
and small finance banks, it is possible that Mint Road may go 
in for an ‘on-tap’ approach while issuing licences — dole them 
out as and when they are seen as fit, proper and needed (and 
not unlike the method adopted for new private bank licences). 
You might well see the first of this lot a year down the line. We 
are well on our way to ‘tap’ and ‘pay’.  

With inputs from Anup Jayaram
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 THE OLD ORDER 
CHANGETH 

Come 1 April, companies will  have to make a transition  
to a globally accepted accounting framework

By Vishal Seth

ITH THE OBJECTIVE OF IMPROVING THE CORPORATE GOV-

ernance framework around financial reporting and align-
ing financial reporting rules to a globally accepted frame-
work, Indian companies (other than certain prescribed 
companies) with a net worth of Rs 500 crore or more will 
be required to transition to the new accounting rules (Ind-
AS), from 1 April 2015 and report under the new framework 
for the financial year starting on or after 1 April 2016, in a 
phased manner. 

Ind-AS are the converged International Financial Report-
ing Standards (IFRS) and will replace the current account-
ing standards in India. The new norms will be applicable 
to both standalone and consolidated financial statements. 
Globally, over 140 countries either follow IFRS standards 
in their entirety or have converged to new standards with 
limited carve-outs. Also, there are countries, including the 
US, Japan and Russia, considering mandatory adoption or 
convergence to IFRS, in the near future.

The transition will have a significant impact on the busi-
ness models of companies and create a strong need to re-visit 
existing arrangements with customers and suppliers. The 
new framework places significant emphasis on the balance 
sheet, fair valuation of assets/liabilities and substance over 
legal form of a transaction. These principles are the complete 
inverse of the existing accounting framework and practice in 
India, which has been more focused on legal form, profit and 
loss account and historical value of assets/liabilities.

It is expected that the revised Ind-AS, once approved by 
the Ministry of Corporate Affairs, shall have minimal depar-
tures from the global IFRS, considering its overall objective 
to align the financial reporting framework to global norms. 
The new standards are expected to be finalised soon.

As per the existing version of Ind-AS, there are some sig-
nificant carve-outs from those prescribed under IFRS. Some 
of the significant carve-outs include: a)accounting service 
concession arrangement, b)accounting for embedded lease 
arrangements, c)accounting for revenue from construc-
tion of real estate, d)accounting for agricultural assets, e)
accounting option for investment property at fair value, f)
capitalisation and amortisation of foreign exchange differ-
ences on long-term monetary assets, and g) recording of gain 
arising from bargain purchase on a business combination in 
other comprehensive income, as opposed to income state-
ment under IFRS.

The impact of Ind-AS on computation of taxable income 
has been one of the key areas of discussion and uncertainty 
for companies. The Central Board of Direct Taxes issued 
the draft Income Computation and Disclosure Standards 
(ICDS) in January 2015 on 12 specific aspects, including 
revenue recognition, securities, tangible, intangible assets 
and leases. The new ICDS, open for public comments until 
8 February, are likely to be applicable from 1 April 2015. The 
recent draft tax standards are likely to provide significant 
clarity to companies, while they make a transition to Ind-AS.

Overall, the issuance of the revised ICDS clarifies many 
points arising from inconsistency with accounting rules 
and more so under Ind-AS. At the same time, the new tax 
standards are likely to increase the differences between 
book profits and tax profits. They may possibly accelerate 
tax outflows for companies. The other un-addressed issue is 
application of minimum alternative tax.  

It would also help if regulators can clarify whether com-
panies that are already reporting under global IFRS will be 
permitted to continue following the global standards, rather 
than the new Ind-AS standards. They also need to make clear 
whether companies can partially adopt Ind-AS in FY 2015-
16 given the option to adhere to them from FY 2016-17. We 
believe companies need to gear up to understand the im-
pact of the new standards not only on financial statements, 
but also on tax outflows, ratios impacting bank covenants, 
existing accounts, IT systems, business processes, etc.  

W

The writer is founder and chief executive of BERC Consulting



The 8th SCMHRD Annual Marketing Conclave - “The Symposium”.

The walls were adorned with classic Bollywood 
dialogues; the stage was decked with a mock cricket 
pitch. SCMHRD's Annual Marketing Conclave held at 
the Symbiosis InfoTech Campus had its theme set: 
�Sports & Entertainment Marketing�.
 
The 8th Annual Marketing Conclave presented by the 
Marketing Club of SCMHRD in association with 
Business World kicked o� on 9th January 2015. This 
two day event, since its inception in 2007, has been 
one of the most anticipated events on campus. The 
competitions held as part of the Conclave saw 
participation from around 3000 students belonging 
to the top 25 B-schools of the country. The hall was 
packed with students from various colleges and 
disciplines for the �agship event of the Marketing 
Conclave- �The Symposium�. Students from diverse 
backgrounds had the opportunity to interact with 
the luminaries of the Sports & Entertainment 
Marketing industry:
 
 Mr. AnuragBatra, Chairman, Business World
 Mr. Nitish Sharma, AVP, Multi Screen Media, 

SONY
 Ms. NeetiVirmani, ex-Station Head(AVP), 92.7 

BIG FM
 Mr. AtulPande, Entrepreneur and Seed Investor, 

Former CEO-TEN Sports
 Mr. Gaurav Natekar, CEO, Mahesh Bhupati 

Tennis Academies Pvt. Ltd.
 Mr. BijuNambiar, Head of Marekting West India, 

South Asia IBM India Pvt. Ltd.
 Mr. Rajeev Radhakrishnan,  Co-founder and 

Director, T7E
 
These interactive sessions were designed to help 
students understand the industry's secrets behind 
brands sponsoring large sporting events, why a 

particular celebrity is chosen to endorse a brand and 
how it all connects to the intended target audience. 
The session inspired and answered questions that 
one would have hardly conceived prior to this.
 
An array of online competitions were also launched 
three weeks prior to inauguration of the Conclave like 
�Dub It!�, sponsored by giftxoxo.com, and Re�ex 
Reactions sponsored by Malaka Spice. The live B-plan 
case study competition �Order of Merlin�, sponsored 
by Ratnakala Exports Pvt. Ltd., was cracked by a team 
from XLRI, Jamshedpur for a cash prize of Rs 50,000, 
followed by a team from NMIMS, Mumbai who 
bagged the second position for Rs 30,000. In �Shine 
your Stars�, a rigorous pitching competition that 
tested the limits of one's persuasive skills interlaced 
with one's love for celebrities, the �rst prize worth Rs 
30,000 was bagged by NMIMS, Mumbai and the 
second prize worth Rs 20,000 was bagged by 
SCMHRD, Pune.
 
The audience was kept on their toes during the 
�Re�ex Reaction� series where they won gift hampers 
and bumper prizes for on-spot mini games. 

The entire audience not only gained a lot of 
marketing �gyaan� but also won a lot of goodies from 
BRL Academy, Floweraura, TOSS Sports Lounge and 
Zaheer Khan's Hospitality Pvt. Ltd, with a few lucky 
winners even bagging away Swipe tablets sponsored 
by Swipe Telecom. 

We thank all our sponsors, Business World, Ratnakala 
Exports Pvt. Ltd., giftxoxo, Swipe Telecom, Spykar, 
BRL Academy, Seed Infotech, TOSS Sports Lounge, 
Zaheer Khan's Hospitality Pvt. Ltd, Malaka Spice, 
R.A.C., Budhani Bros., Bisleri, Floweraura, Zoom Car, 
Vinstar and Careeranna.com.
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A
The residential realty market 
is yet to see a pick-up. Unsold 
stocks are on the rise. Strangely, 
so are prices   By Gurbir Singh

Few Takers
According to Liases Foras, the 
unsold stock in the residential 
property market rose 17% to 
832 million sq. ft in Dec 2014

BUNCH OF recently released reports and 
surveys on the Indian real estate market 
for calendar year 2014 reveal a grim 
picture. It is also a perplexing scenario. 
The unsold stock of residential housing 
continues to climb; sales are either flat or 
declining in most markets; and yet there 
is no substantial reduction in prices. In 
fact, most surveys indicate that prices 
have perhaps been climbing at the rate of 
inflation, thus giving no breather to the 
consumer desperate to buy a home but 
unable to afford the prices. 

Like auto sales, the volume of home 
sales too tells us about the state of the 

economy; about how much money consumers have in their pockets, 
and how much they are willing to spend. And the story is not good. 

It is also high time these survey agencies — some of them brokers 
with fancy names — did an audit of their own data, and perhaps 
a little self-criticism too. They have been predicting better times 
since 2010, and “signs of green shoots” quarter after quarter; yet 
their own data over the years has disproved their wishful forecasts. 
Unfortunately, there is so little ‘official’ data on property trends that 
we often have to fall back on non-validated information. 

IN A 
BEAR 
GRIP
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Unsold Stocks, Fewer Launches 
Interestingly, for the first time private real estate surveyors and 
broking houses seem to be agreeing that the recessionary grip on 
the property market has hardly abated. A recent report of Liases 
Foras, a private ratings and research agency, shows that the 
unsold stock in the country’s residential property market rose 17 
per cent from 709 million sq. ft in December 2013 to 832 million 
sq. ft (translating into 620,000 unsold units) in December 2014. 
Data on yearly sales across six major cities, showed a decline of 
1.1 per cent (see chart). 

Property broking house Knight Frank India seems to concur 
with Liases Foras’s estimates. Residential sales across the six 
largest cities dropped 17 per cent, with Delhi NCR seeing the 
sharpest drop in home sales. New project launches also fell 28 
per cent through calendar 2014. Shishir Baijal, chairman and 
managing director of Knight Frank India, says: “The year 2014 
has not been great for Indian real estate as stated in our latest 
findings… It reflected a correction in stakeholder sentiments on 
the back of a slowing demand environment.” 

The US-headquartered broking house CBRE (formerly CB 
Richard Ellis), in its residential property market report, puts 
the decline in residential sales at approximately 30 per cent 
year on year at the end of 2014 for seven big cities “largely due to 
the high price points, sticky interest rates, and cautious buyer 
sentiments”. The report concedes that the slowdown in sales is 
across all major markets, except Mumbai where sales grew 7 per 
cent in the second half of calendar 2014 compared to the first 
half of the year. However, on an annualised basis, Mumbai sales 
dropped 2 per cent, the report admits. 

The reaction of private developers to the bearish sentiment 

for their high-priced homes appears to be to slow down 
the launch of new projects, thereby restricting supply. It’s a 
textbook response to maintain the price line. The CBRE report 
says new launches in seven cities declined by 25 per cent over 
calendar 2014. “Keeping in mind subdued end-user / investor 
sentiments, many developers abstained from launching new 
projects and, instead, directed their focus towards reducing the 
existing inventory pile-up.” 

This is corroborated by Knight Frank, which says new 
launches declined 28 per cent. The fine balance between 
controlling the volume of new launches and maintaining prices 
is evident in Mumbai where Knight Frank data shows that new 
launches are down 43 per cent, even as prices of homes have 
mysteriously risen 10 per cent.

Price Movement, An Enigma?
Despite the pressure of mounting inventories, builders seem 
to be holding on and are not too keen to cut prices. Across the 
board, prices of residential property have held their own, or have 
even gone up marginally through calendar 2014. In Mumbai, 
for instance, despite a 21 per cent rise in unsold stock, according 
to Liases Foras, the average home price climbed nearly 10 per 
cent to Rs 13,120 a sq. ft. Pune too saw a rise in prices by little over 
7.5 per cent. In comparison, Delhi NCR was heavily impacted 
because of unsold stock rising 11 per cent. Prices were almost 
stable — rising 3.6 per cent or just below the level of inflation  
(see Residential Market Performance). 

Why aren’t builders lowering prices to push sales and lower 
unsold stocks? “Builders, wherever possible, want to pass on 
benefits to the consumer, but are hemmed in because of high 

Region/
Cities

Sales in mn sq. ft Unsold 
stock in  
mn sq. ft

Inventory 
in months

Prices per sq. ft YOY

Q3 12-13 Q3 13-14 Q2 14-15 Q3 14-15 Q3 12-13 Q3 13-14 Q2 14-15 Q3 14-15 Sales Price

Bangalore 12.16 17.37 10.21 12.97 149.93 35 4,705 5,200 5,288 5,179 -25% 0%

Chennai 5.06 8.16 3.92 4.24 60.95 43 4,548 4,814 5,063 4,962 -48% 3%

Hyderabad 4.61 4.95 4.24 6.57 52.3 24 3,444 3,900 4,306 4,199 33% 8%

MMR 10.3 9.87 10.22 9.95 183.95 55 11,295 11,956 13,186 13,121 1% 10%

NCR 20.49 21.77 11.52 18.48 315.39 51 4,339 4,902 5,183 5,080 -15% 4%

Pune 9.2 8.05 9.02 12.3 69.58 17 4,549 4,997 5,375 5,381 53% 8%

Total 61.82 70.18 49.13 64.52 832.09 39 5,909 6,381 6,824 6,837 -8% 7%

RESIDENTIAL MARKET 
PERFORMANCE ACROSS SIX CITIES

*INVENTORY DENOTES THE MONTHS REQUIRED TO CLEAR THE STOCK AT THE EXISTING ABSORPTION PACE. A HEALTHY MARKET MAINTAINS EIGHT MONTHS OF 
INVENTORY        SOURCE: LIASES FORAS
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10 %  
The average rise 
in  home prices in 
Mumbai in 2014

construction and development costs. These 
are just not coming down,” says Sunil Mantri, 
president of the National Real Estate and 
Development Council (Naredco). 

In some areas, market forces are finally getting 
the better of builders. CBRE reports that the 
migration to suburban locations like Gurgaon 
and Noida from Delhi for more affordable 
homes has ensured a visible decline in capital 
values of property in New Delhi. Capital values  in the premium 
and luxury segments in locations such as Chanakyapuri, 
Vasant Vihar, Anand Niketan and Shantiniketan/Westend 
saw a downward correction of 3-4 per cent as was the case with 
Defence Colony and New Friends Colony. 

Internal movement and preferences within cities is also 
impacting demand and, hence, prices. For instance, in Mumbai, 
while there has been an overall rise in rentals and capital values, 
central Mumbai, considered over-priced, saw a 5-10 per cent 
decline in rentals. Conversely, because of migration, on a half-
yearly comparison, rentals rose  8-10 per cent in Thane city.

According to the CBRE survey, there was a steady stream 
of launches in Bangalore despite rising inventories. Most new 
launches were concentrated in Whitefield in east Bangalore, 
Kanakapura in southern Bangalore, and Hebbal, Hennur and 
Horamavu in northern Bangalore. Prices of high and mid-end 
homes in east, south-east and n orth Bangalore went up 3-5 per 
cent. Rentals in some areas went up as much as 14-21 per cent. 

Uptick In Commercial Realty
Commercial and office property has continued to be in a bear 
grip for a while, and with uncertain economic conditions, 
rentals and occupancy have continued to fall over the past 
2-3 years. This forced developers to change their plans in 
favour of residential property. However, with the change 

of guard at the Centre, and the new BJP 
government perceived to be more business 
friendly, business activity has picked up and so 
has demand for commercial property. Recent 
surveys by broking houses say that both 
occupancy and lease rentals are now on the 
upward trajectory.

According to Delhi-headquartered broking 
house DTZ, a total of 40.4 million sq. ft of new 

supply was introduced in 2014  — a 55 per cent increase over the 
supply introduced in 2013. “This reflects the focus of developers 
on execution of projects in the pipeline,” a DTZ statement said. 
Corporate activity and interest reflected in the actual offtake of 
Grade A office space on lease in seven cities stood at 35.3 million 
sq. ft for calendar  year 2014, a healthy rise of  31 per cent against 
the previous year. 

Bangalore registered the highest offtake among all cities, 
while Kolkata, Bangalore and Mumbai were top performers 
with respect to quarter-on-quarter increase in offtake. The 
DTZ annual report for calendar year 2014 reported that 
rents remained largely unchanged in the October-December 
quarter. However, Mumbai witnessed an 8 per cent decline, 
while Bangalore saw a 6 per cent increase. Mumbai witnessed 
a decline in rentals for central business districts (CBD) at 
Nariman Point and the Bandra-Kurla Complex due to 
increased preference for alternative micro markets in off -CBD 
and new CBD areas. Bangalore continues to find favour with 
corporate occupiers and the increased offtake resulted in 
increased rentals. 

Anshul Jain, CEO of DTZ, says: “The year 2014 ended 
with a take-up of 35.4 million sq. ft, a 31 per cent increase 
for commercial real estate. This clearly underscores positive 
business confidence in the new government. In retrospect,  
CY 2014 now appears to be one of inflection points.” 

Slow Progress
In 2014, there was an overall 
slowdown in new launches 
across all major Indian cities 
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Upbeat Sentiment
While the data points to a period of stagnation and drift, most 
corporate analysts are upbeat. The Asia Pacific 2015 report, 
by the Urban Land Institute and PricewaterhouseCoopers 
(PwC), says the sentiment around Indian real  estate is 
improving following the election of a new government 
and, consequently, the ranking of Mumbai, Delhi and 
Bangalore has improved significantly in the list of investment 
destinations. According to the report, Mumbai went up to 
11th position from the previous year’s 21st, while Delhi and 
Bangalore took up the 14th and 17th positions, respectively.  In 
the previous year’s report, Delhi was placed at the 21st position 
while Bangalore was at the 20th position.

Gautam Mehra, partner, PwC India, says 
increased investor activity in real estate points to  
growing positive sentiment. This can be gauged 
from global real estate funds focused on India 
looking to raise $6 billion in new capital. This 
does not include $1.6 billion raised in the first 
seven months of 2014. Most of this funding is 
aimed at residential projects.

Quarterly data seems to support the 
hypothesis of increasing sales. Liases Foras’s 
said Q3 data for FY2014 (October to December 2014) 
showed that sales recovered 31 per cent from the previous 
quarter. The maximum recovery was seen in the NCR and 
Hyderabad markets, where sales surged 60 per cent and 55 
per cent, respectively, from the previous quarter. However, 
this sharp rise has to seen in the context of Q2 — July to 
September 2014 — having been the worst quarter in the last 
five years in terms of sales. 

CBRE says “green shoots of recovery” can be seen in the 

IN DEPTH REAL ESTATE

business environment, and with Reserve Bank of India easing 
lending rates, housing demand will “improve sentiments in 
the sluggish property market”. Knight Frank’s Shishir Baijal 
hedges his bets by saying, though the “economic indicators 
look positive, the real impact will only be felt by the second 
half of this year” . Interestingly, the forecast for 2014 by Knight 
Frank had also predicted an upturn at the end of 2014. That 
never happened. 

But Pankaj Kapoor, CEO of Liases Foras, is sceptical 
of these rosy projections. “Unless there is a serious price 
correction, things can’t improve. Builders realise this and 
are selling stock through brokers and investors at 20 per 

cent below their official rate.” He says it is an 
inefficient system where “we are waiting for 
incomes to reach price points, rather than the 
other way around.” 

What these reports hide is the limited supply 
of homes in the sub-Rs 25 lakh ‘affordable’ 
segment; and that is where the pent-up demand 
lies. Liases Foras’s report shows 64 per cent of 
sales was in the Rs 25 lakh-Rs 1 crore range. 
Most of the new supply — 71 per cent to be 
precise — is in this segment. Unfortunately, 

for 80 per cent of the urban population, these homes are way 
beyond their budget. “Part of the stagnation is due to builders 
not offering enough ‘affordable’ homes,” concedes Mantri. 
It is only when builders and state bodies intervene to tap the 
humungous demand for small, inexpensive homes, will we see a 
turnaround in this sector.   

$6 bn  
The target of India 
focused global real 

estate funds

SHISHIR BAIJAL
CMD, Knight Frank India

‘2014 reflected a 
correction in 
sentiments’

PANKAJ KAPOOR
CEO, Liases Foras

‘Unless there’s a 
correction, things 

can’t improve’
SUNIL MANTRI
President, Naredco

‘Builders are 
hemmed in by  

high costs’

gurbir@businessworl.in           @gurbir110 
For more on real estate, visit www.businessworld.in
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ACCELERATE|ENTREPRENEUR is an exceptionally well  planned, focused and incisive 
3months/12weeks sector agnostic program designed to accelerate beyond-MVP, Pre-revenue and early 
stage companies with experienced hand holding, business intelligence and market access.

This program is built on knowledge and intelligence acquired over the years and has its foundation in a 
vision to create an initiative for early stage start-ups, focused towards fostering innovation, speeding 
business growth and accelerating entrepreneurial aspiration in the country.
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magine a world where smart systems, Internet of Things (IoT) sensors, and robotics combine to automate facilities, Ilinking wired and wireless networks throughout the world in the making of products, and relying on both structured 
and unstructured big data to get the job done. As big data and IoT remake factories into optimized and highly 

automated plants, goods will achieve greater speeds to market, with stepped up pro�ts for companies since more goods 
can be routed to market faster. Progressive companies are already investing in IoT-driven systems, which they believe 
will enable faster responses to changes in consumer demand and product innovation. 

Facility Manager's role is changing dramatically simply because of the large amounts of data being collected and utilized 
in order to optimize every day decisions.  FMs are leveraging analytics the most as it becomes recognized as a 
preventative, thus, more cost-e�ective solution.

However, many organizations are stymied by a disconnect between IT and Facilities�one wholly dependent on the 
other, both at the mercy of each other's actions, yet rarely working collaboratively for mutual bene�t. Apart, neither 
group can optimize energy consumption and system availability across the big picture. The data center could be 
consuming more energy than necessary. Essential IT applications could be at risk from infrastructure weaknesses. 
Ine�ciencies could force premature construction of additional power and cooling infrastructure. 

Keeping in mind this vision, with a fast-forward approach Schneider Electric (SE) and BW|BUSINESSWORLD co-
organised a multi city leadership colloquium to deliberate on strategies to achieve higher collaboration and 
convergence between IT & FM.

Chennai hosted a start to the multi city campaign and welcomed an elite representation from across industries.

BUSINESS-WISE. FUTURE-DRIVEN

L to R - Moderator: Sridhar Raghavendra, Founder, FM Zone India; Saravanan Elango, Associate Vice President - IT  Aricent; TG Dhandapani,  
CIO, TVS Motors; Shobhana P Ravi, CIO, TAFE; V Sendil, Deputy Vice President, IT Shriram Group; Saravanan Viswanathan, Head - Internal Systems, 

Hexaware Technologies; S. Venkatraman, Director, Schneider Electric IT Business Ltd.

L to R - S. Venkatraman, Director, Schneider Electric IT Business Ltd;Vasudev Prabhu, Head IT, Cognizant; Subrahmanya Hegde, 
Head Corporate Real Estate & Facilities, Avago Technologies; Ananth B Kini, Head Technical Engineering Functions, Bosch ( Power Tools Division); 

Kumara S, Director Facilities & Projects, SAP Labs India; Srinivas Arunachala, Head Real Estate & Facilities, Brocade; 
Srikanth Katuri, Director & Head IT, Quintiles; Moderator: Sridhar Raghavendra, Founder, FM Zone India (not in picture)

Chennai

Bengaluru

Following key points of discussion were elaborated across the four cities:

 Convergence of IT and Building Automation Systems 
 Internet of Things: A Big Use Case for Big Data Managing Smart Infrastructure 
 Intelligently balance workloads to optimize energy usage and control costs
 Big data: The next frontier for innovation, competition, and productivity
 How exactly will IOT and Big Data A�ect the Future of Facilities?
 Identify ways to improve data center energy e�ciency and power usage e�ectiveness



IoT Driven Collaboration Approach for IT & FM 

L to R - Sameer Saxena, Group Manager-Property Administration, Mercer; Deepak Ohlyan, Executive Director- Global Workplace & Environments, 
Dell International Services; Awita Badonia, Director ( IT- India CSM), Alcatel Lucent; Moderator: S. Venkatraman, Director, Schneider Electric IT Business

Sarvesh Goorha, CIO, iYogi ; Uttam Kumar, Head � New Technologies Innovation & Incubation, Aircel; Aniket Patange, Director 
DC Lifecycle Services , Schneider Electric IT Business

Delhi

L to R - Moderator: S. Venkatraman, Director, Schneider Electric IT Business; Makarand Kulkarni, Global Head Administration, Crompton Greaves 
Suresh A Shanmugam, Head Business IT Solutions, Mahindra & Mahindra; Sreejith G, GM & Head Datacenter Operations, Sify Technologies

Nilesh Rane, AVP- Product Development, Netmagic Solutions; Aniket Patange, Director � DC Lifecycle Services, Schneider Electric IT Business

Mumbai

If IT and Facilities could work collaboratively, organizations can operate more e�ciently and e�ectively while still 
meeting their business objectives.  It has become imperative to have IT management systems to create an integrated 
approach to energy management. A joint solution links IT assets, the data center infrastructure and Facilities assets into a 
holistic perspective aligned with business processes. When you have the CIO paying their own power bills, they can 
a�ord self-funded initiatives for driving savings into other areas of the company. As it is about a collective problem for IT 
and FM, they should think together for a better output with transparency, a metric driven business functioning.

Mr. S. Venkatraman, Director, Schneider Electric IT Business highlighted the criticality of FM & IT convergence, to build 
the capability, the motion and the business operating engine. Schneider Electric has tools and dashboards available to 
make good use of this convergence. The need of the hour is to structure organisations towards higher collaboration 
between FM & IT departments while leveraging IoT to engineer change and save energy for the planet.

Today, energy is at the heart of every ones concern. More than ever, the current situation compels each and everyone to 
achieve more while using fewer resources. Global specialist in energy management, Schneider Electric makes energy 
safe, reliable, e�cient, productive and green. How? Simply by making energy visible and gives you the means to act to 
optimise its consumption.

of world energy is consumed by infrastructure, industry, buildings and residential markets.

the energy savings that we can provide to these markets thanks to energy e�ciency solutions now.

72%

30%up
 to

Make the most of your energy

Energy Management Champions 

 How can we reduce energy costs and carbon footprint while meeting business objectives? 
 How much power and cooling capacity is remaining in the data center, given the virtualization and expansion plans 

we are undertaking? 
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IN A WORLD OF  
ITS OWN

China is replicating its ‘Great Walls’ in the Internet space too, at 
the risk of going against globalisation to keep its leaders happy

By Nayan Chanda

BOUND TOGETHER

S CHINA, the poster child for globalisation, about to shift 
into reverse gear on international engagement? A series of 
recent measures by Beijing to ostensibly protect its cyber-
sovereignty have raised serious questions about whether 
the country is turning its back on the World Wide Web, a key 
facet of globalisation.  At a moment when China should be 
basking in the glory of becoming the world’s largest economy, 
the apparent insecurity of its leaders seems to be instead 
driving it into a parallel online universe of its own. 

The ‘Great Firewall of China’, created in the early part 
of this century as a crudely simplistic effort to block anti-
government content on the Internet, has now pushed China 
onto a separate Internet continent.  Despite its grand name, 
the firewall presented little more than a speed bump for tech-
savvy netizens. Even though the government had blocked ac-
cess to Facebook, YouTube and Twitter, subscribers to virtual 
private networks (VPN) and other such services were easily 
able to view those sites, as well as news sites like the BBC, 
Radio Free Asia and Hong Kong’s South China Morning Post 
newspaper. Those days seem to be coming to an end now. 

Alarmed by their inability to effectively restrict the brows-
ing of Chinese internet users, the censors appear to be fol-
lowing through on decades-old plans to develop a country-
wide intranet called the ‘China Wide Web’. Phase one of that 
plan was unveiled earlier this month with a firewall upgrade 
that has successfully blocked even the trickle of uncensored 
content that had earlier flowed freely through VPNs.  The 
creation of this alternative online universe has outraged 
many of China’s 600 million Internet users. Even those who 
do not perhaps care about political issues are seething about 
their inability to follow the lives of South Korean pop stars 
on Instagram or watch Hollywood flicks on online video 

sites. University professors and academic researchers have 
publicly complained about their inability to access books and 
research articles without VPN connections. Businessmen 
are angry at their inability to monitor market developments, 
or use their secure email and Twitter accounts to communi-
cate with foreign partners and customers. 

For the authorities, software filters are clearly not enough 
to protect China’s cyber-sovereignty. Recently unveiled 
regulations aim to introduce “secure and controllable” (i.e. 
Chinese-developed and controlled) Internet and informa-
tion communications technology (ICT). Foreign suppliers 
seeking to manufacture hardware for use in China would 
be required to provide the government with “backdoors”, 
details about their patented encryption systems as well as 
assistance with decryption.  This would effectively require 
providers to build two different sets of equipment for use in 
Chinese and non-Chinese universes. A high-level US indus-
try group recently published an open letter to Chinese leader-
ship requesting “urgent discussion and dialogue” to stop the 
intended plan as “‘a secure and controllable’ ICT supply chain 
through complete indigenous production and control is sim-
ply not feasible.”  They warned that the planned approach 
“would ultimately isolate Chinese ICT firms from the global 
marketplace and weaken cybersecurity, thereby harming 
China’s economic growth and restricting customer choice.” 

China’s retrograde move is all the more striking given that 
the Internet has underwritten part of its phenomenal growth 
and enabled e-commerce giant Alibaba to emerge and raise 
China’s global share of ICT exports from just 2 per cent in 
1996 to 30 per cent in 2012. The China Wide Web also threat-
ens to undermine its plans to attract foreign professionals to 
boost innovation: the prospect of an American-style  ‘green 
card’ becomes far less appealing if immigrant workers are 
required to leave their social media accounts at the border.

Caught between their broad economic ambitions and their 
acute political insecurity, Chinese leaders seem to be signal-
ing a retreat from globalisation.   

I

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

For other columns by Nayan Chanda, visit www.businessworld.in



MAKING IN 
INDIA

Overview..............................................................56 

The Pioneers.............................................,........60 

The Defence Opportunity............................68 

Interview...............................................................74 

Column...................................................................76 

Photograph by Bivash Banerjee



WILL IT BE A ROARING       SUCCESS?

COVER STORY OVERVIEW

The Make In India campaign is off to a good start. The government                   has gone beyond hype to actually 
facilitate conduct of business. But a lot more needs to be done on                     the ground
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WILL IT BE A ROARING       SUCCESS?  
The Make In India campaign is off to a good start. The government                   has gone beyond hype to actually 
facilitate conduct of business. But a lot more needs to be done on                     the ground By Joe C. Mathew

AKE IN INDIA is the Modi govern-
ment’s catchphrase. Indian embas-
sies the world over are chanting 
these three words ever since the 
campaign was launched in Septem-
ber 2014. Investment summits in 
every state of the country since then 
have had it as their theme. Industry 
bodies and individual companies — 
both Indian as well as foreign — all 
have something to say on their Make 
In India plans. Even Raghuram Ra-
jan, governor, Reserve Bank of India, 
gave his take: Make in India, largely 
for India. 

Such has been the decibel level of 
the campaign that within three 
months of its launch, 4,896 appli-
cants representing sectors as varied 
as food processing, information 
technology, renewable energy, elec-
tronic systems and designs, auto-
mobiles, textiles and garments ap-
proached the commerce ministry 
to find out if the government had 
done anything beyond a high-pro-
file campaign to turn local manu-
facturing in these segments more 
attractive. While the government 
may not have done anything con-
crete to make the above-mentioned 
sectors more attractive, it has taken 
steps to help attract investment. 
Easing foreign investment caps 
and controls in high-value indus-
trial sectors such as defence, con-
struction and railways was the 
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most important measure. The 
Modi government has also identi-
fied four pillars of the Make In In-
dia initiative: New processes, new 
infrastructure, new sectors and a 
new mindset. 

It believes that focusing on these 
four aspects will improve the “ease 
of doing business”, an area where 
India ranks a dismal 142 among 
189 countries, acoording to a 
World Bank survey.

Going further, the Department of 

THE SHARE OF INDUSTRY 
AND MANUFACTURING  

IN INDIA’S GDP IS  
A MERE 41 PER CENT 

Source: CSO,  31 October 2014

jarat or Maharashtra.  
Luckily for the government, the 

size of the Indian market is a much 
stronger attraction for global cor-
porations than any of the sops it 
can offer. Zubin Irani, India head 
of US-based United Technologies 
Corporation (UTC) — the $63 bil-
lion company that makes Carrier 
air-conditioners and refrigeration 
systems, Otis elevators and escala-
tors, Pratt & Whitney aircraft en-
gines, UTC Aerospace Systems and 
Sikorsky helicopters — is a strong 
believer in the Indian market.

“It makes perfect business sense 
to have manufacturing in India. 
First, there is a 10-15 per cent re-
duction in cost because of lower 
duties, and hence a 20-30 per cent 
saving. Second, the lead time 
comes down as you need three 
months to produce something and 
get it imported from, say, China, 
whereas you can get it ready in a 
month (if made locally),” says Irani. 
He cites the ability to design prod-
ucts for the local market as the 
third advantage.

Nothing could have spelt out the 
attractiveness of making in India 
better than a recent global manu-
facturing survey by Deloitte. The 
survey, which captured the percep-
tions of Fortune 500 companies, 
ranked India fourth in terms of 
manufacturing competitiveness. 
With the government determined 
to push India into the top 50 in the 
‘ease of doing business’ rankings in 
the near future, Make In India does 
not look that far-fetched.

 The agenda is set. The goal is am-
bitious, yet achievable. Will the lion 
roar? 

THE ACTION SO FAR...
n E-filing of industrial licence 
applications
n Industrial licence validity 
extended to three years
n Dual use items having military 
as well as civilian applications 
de-regulated
n Integration of services of all 
central government departments 
and ministries
n Online environmental clearances
n Single electronic register for all 
businesses
n Self-certification for all non-risk, 
non-hazardous businesses
n Impetus on developing industrial 
corridors and smart cities
n New industrial clusters planned 
for promoting advanced practices 
in manufacturing

n Approval accorded to 17  
national investment and 
manufacturing zones
n Policy in defence sector 
liberalised and foreign direct 
investment (FDI) cap raised from 
26% to 49%
n Portfolio investment in defence 
sector permitted up to 24% under 
the automatic route
n 100% FDI allowed in defence 
sector for modern technology on 
case-to-case basis
n 100% FDI under automatic 
route permitted in construction, 
operation and maintenance 
of specified rail infrastructure 
projects
n Easing of norms under way for 
FDI in the construction sector

Industrial Policy and Promotion, 
under the commerce ministry, has 
zeroed in on India’s most industrial-
ised states — about a dozen of them 
— to understand what worked for 
them. The industry friendly policies 
and practices of these states will 
now be publicised as a template for 
others to follow. It could be industry 
friendly tax-filing practices of 
Andhra Pradesh or the land acquisi-
tion norms of Haryana. Or any such 
measure that helped states like Gu-

 joe@businessworld.in 
For more on the Make In India initiative, 

visit www.businessworld.in
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A handful of Indian companies has 
kept the Make In India flag flying high. 
Three notable ones are Bajaj Auto, 
Trident and DRL. Lessons from their 
journey for Modi’s pet project... 
By Joe C. Mathew

B

THIS IS HOW 
IT’S DONE

COVER STORY MANUFACTURING

AJAJ AUTO, Dr Reddy’s Laboratories (DRL) and Trident are among 
the leading foreign exchange earners in some key Make in India seg-
ments identified by the central government.  In fact, these companies 
achieved an admirable global presence long before the launch of 
Prime Minister Narendra Modi’s grandiose mission.

The industries they represent — automobiles, pharmaceuticals 
and textiles — have also done well. India ranks second in global tex-
tile exports, third in the volume of medicines produced, and sixth in 
terms of commercial and passenger vehicle manufacture.  

Yet the growth opportunities provided by these industry segments 
are still quite big as India’s share in the $772-billion global textile 
trade is just 5.2 per cent while China, the leader, has a 36 per cent 
market share. The Indian pharmaceutical industry is half the size of 
US pharmaceutical major Pfizer, which registered $51.6 billion in 
sales in 2013. In the case of automobiles, India’s share is just 4.4 per 
cent of global production. BW | Businessworld gets up close and per-
sonal with Bajaj, DRL and Trident to understand how they became 
leading exporters, and what Make In India means for their respective 
industries in times to come.
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EVERY 26 seconds, a motorcycle is made in Bajaj 
Auto’s production facility at Chakan, near Pune.

Over 60 per cent of these are exported. Bajaj 
Auto, as a whole, accounts for 66 per cent of India’s mo-
torcycle and 73.8 per cent of three-wheeler exports. The 
company dwarfs almost every other Indian automobile 
maker, including larger players such as Tata Motors, Ma-
hindra & Mahindra and Maruti Suzuki India when it 
comes to foreign exchange earnings.

“We are running today at Rs 10,000 crore worth of ex-
ports. It has trebled in the past five years, and our ambi-
tion is to double it in the next four,” says Rakesh Sharma, 

president, International Business, Bajaj Auto. 
India’s share in the global two- and three-wheeler mar-

ket is much bigger than it is in the commercial and pas-
senger vehicles segment. India is, however, not the biggest 
player. The Chinese and the Japanese have 65-70 per cent 
share of the global market. While the Japanese are known 
for their quality, the Chinese have gained ground through 
commoditisation. Bajaj has fought them both to create its 
own loyal customer base in Africa, South America and, to 
a lesser extent, in South-east Asia.

The Price Is Right 
In 2003, when Bajaj first participated in a motor show in 
Brazil with its 150 cc Pulsar motorcycle, that country was 
virtually a monopoly market for Japan’s Honda. Bikes 
powered by 135 cc Honda engines enjoyed a 90 per cent 
market share. But the minute Bajaj entered, Honda intro-
duced bikes of higher power and also slashed prices.

“That was the first time the Japanese faced real compe-

IN THE  
FAST LANE

Bajaj is India’s biggest two-wheeler exporter

Vroom Power
Motorcycles lined up at Bajaj 
Auto’s plant at Chakan, near 
Pune, before being shipped  
out for export
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tition in the affordable commuter motorcycle space. We 
were able to make a desirable, good product and export it 
at an FOB (free on board) price of $500-700, that is, an 
extra value of 30-40 per cent compared to the Japanese 
bikes,” says S. Ravikumar, president, Business Develop-
ment, Bajaj Auto. If it was the pricing game that allowed 
Bajaj to counter the Japanese, quality helped the company 
check the Chinese advance, especially in Africa.  “We did 
three things right.  The first is R&D, the second is a long-
term commitment to the market, and the third, the will-
ingness to learn,” says Sharma. 

Premium Partner
Bajaj’s international business got a boost after it acquired 
a 14.7 per cent stake in Austria’s loss-making sports mo-
torcycle manufacturer KTM in 2007.  Bajaj went on to be-
come its largest shareholder with a 48 per cent stake and, 
in the process, turned KTM around.

And how did Bajaj do that? Well, it started manufactur-
ing KTM’s low-end models at its Chakan facility. In 2013-
14, Bajaj manufactured 36,047 units of KTM Duke, two-
thirds of which found their way to the export market. The 

result was telling: Calendar year 2013 proved to be a re-
cord year for KTM, with sales and turnover touching the 
highest ever in its history. It sold 1,23,859 motorcycles, a 
growth of 15.6 per cent and achieved a turnover of €716.4 
million, a growth of 17.1 per cent. Profit after tax was at 
€36.5 million, a growth of 44.3 per cent.

 Like Bajaj, other Indian automobile companies have 
also made acquisitions overseas. Mahindra has acquired 
South Korean firm Ssangyong. Tata owns a majority stake 
in Europe’s Jaguar Land Rover. But the synergy that Bajaj 
has achieved indicates the direction in which India’s auto-
mobile sector is destined to grow.

Push Needed
India has the demand, the engineering talent, and proven 
capabilities in two-wheeler exports. Can it then become a 
global two-wheeler manufacturing hub?

 Not yet. “A shipment to Bangladesh today goes to Sin-
gapore first and gets re-routed to Dhaka,” points out 
Sharma. Changes in the rules of origin, easing of visa 
rules, active engagement of embassies, risk funding — the 
list of trade facilitation measures the government can take 
to strengthen India’s global prowess are many. 

Sharma says the ingredients for growth are all there. It’s 
the ideal mix that is required. Given the strengths in two-
wheeler manufacturing, this sector could perhaps be off to 
a great start. “But you will have to decide whether it 
should be a sprint or a hurdle race.”

WEAVING A SPELL
Trident’s terry towels are sold in 75 countries

L AST October, Ludhiana-based Trident inaugu-
rated the world’s largest terry towel plant in Budni, 
Madhya Pradesh. It took 15 years for Trident to 

achieve the size and scale in terry towels it has today. 
The company started with only a spinning unit in 1993. 

Yarn, however, was not very profitable, which led the com-
pany to go beyond making yarn and spinning. It created a 
niche business in home textiles.

“Having invested money over a period of time, we un-
derstood the potential in home textiles. Hence the scale-

RAKESH SHARMA 
President, International 
Business, Bajaj Auto

“WE DID THREE 
THINGS RIGHT. 
R&D, A LONG-TERM 
COMMITMENT TO 
THE MARKET AND 
THE WILLINGNESS  
TO LEARN”
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leverage these strengths?
“If the world can, why not India” says Gupta.  He says 

industries that are not very high-tech but can depend on 
local inputs can flourish in India. “We are net exporters of 
cotton. If China can buy cotton from us and be a world 
leader in textiles, why can’t we? Textiles was an obvious 
choice for us. This industry does not have high technologi-
cal barriers. Besides, the capital expenditure is not a big 
constraint,” he adds. 

Trident’s customer base spans across over more than 75 

Warp & Weft
Trident boasts of having the 
largest terry towel plant in the 
world. It has carved out a niche 
for itself in home textiles

up,” says Rajinder Gupta, chairman, Trident Group.
 “When we entered the textile segment, 25,000 spindles 

was the highest size for a unit. Today, we have 1,25,000 
spindles in one location. So, practically, we have gone 
from 10,000 spindleage to 2,00,000,” he says.

Unlike several other sectors in Modi’s priority list, tex-
tiles is a more traditional area where India’s strengths are 
well known. The country is a net exporter of raw cotton, it 
has a manufacturing base for rayon and synthetic fibres, 
and technology and human skills are handy. But can India 
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countries and six continents and comprises global retail 
brands such as Ralph Lauren, Calvin Klein, JCPenney, 
IKEA, Target, Walmart, Macy’s, Kohl’s, Sears and Burl-
ington. With the turnover from exports accounting for 
around 50 per cent of total sales (Rs 3,868 crore in 2013-
14) of the company, Trident is looking at broadening its 
product portfolio in the home textiles space.

“The right technology, scale and cost competitiveness, 
combined with innovation, have helped us grow.  We have 
a research collaboration with the National Institute of De-
sign,” says Gupta.

In addition to terry towels, the company is moving into 
the bedsheet segment. It is also widening its focus to other 
foreign markets besides the US.

 “One third of our revenues comes from the US. We 
were overbooked in that geography till now. But with new 
capacity, we will be able to serve the European and Aus-
tralian markets too,” says Gupta.

The home textiles range is wide. In addition to towels, 
there are tremendous growth opportunities in bedsheets, 
floor covers, window and wall cover segments. 

 It’s not just Trident. Textile companies such as Vardh-
man, Welspun, Alok and Arvind have all gone interna-

tional with world-class technology and global scale of pro-
duction in India in recent years.

That said, it will take more than individual efforts to 
turn India into a global hub of garment and home textile 
manufacturing.

The biggest hurdle when it comes to capacity expansion 
of existing companies and the entry of new players is in-
frastructure. “If you go to tier-2 cities, capex goes up. If 
you go to tier-3 cities, holding talent becomes a problem. 
Industry cannot afford to invest more as margins are very 
thin in this industry,” says Gupta.

The success of textiles in the Make In India campaign 
thus depends wholly on the government’s ability to set up 
integrated textile parks and the logistics and infrastruc-
ture support it can provide in the coming days.

COVER STORY

RAJINDER GUPTA 
Chairman,  

Trident Group

MANUFACTURING

“IF CHINA CAN BUY 
COTTON FROM US 
AND BE A WORLD 

LEADER IN 
TEXTILES, WHY 

CAN’T WE?”
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 TAKING THE  
GENERICS ROUTE
US and EU account for 57% of DRL’s revenue

First Mover
DRL  was among the first 
Indian drug makers to take 
advantage of a US  
law aiding the  
growth of generics

EUROPE and North America accounted for 57 per 
cent of the $2.2 billion in revenue generated by 
Hyderabad-based Dr Reddy’s Laboratories (DRL) 

last year. Only 15 per cent came from India. So DRL 
makes for a perfect case for Make in India.

The company’s revenue model, like most leading Indian 
drug makers, is to sell more pills, capsules and vials out-
side the country than within.“Export is in our DNA. We 
supply to the most discerning of customers globally,” says 
Satish Reddy, chairman, DRL. “We were the third largest 
producer of ibuprofen in the world.”

 The 30-year-old company started with manufacturing 
high blood pressure drug methyldopa for India and the 
world. It was the first bulk drug (active pharmaceutical 
ingredient or raw material) successfully launched by DRL. 
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In 1987, after the company got approval from the US Food 
and Drugs Administration to sell methyldopa in the US 
market, it ended up supplying the drug to the innovator 
company, Merck, Sharp, Dohme (MSD) to meet increas-
ing global demand. 

What worked in DRL’s favour? The very year it started 
its manufacturing operations, came a US law that directly 
aided the growth of the generic drug industry in the coun-
try, which accounts for 40 per cent of the global pharma-
ceutical market. Known as the Hatch-Waxman Act, it 
helped establish a drug regulatory system that rewarded 
early entry of low-cost generic medicines to supplement 
patented drugs. DRL and Ranbaxy were among the In-
dian companies that utilised this opportunity to make in 
India and sell in the US and other markets.  

As a result, India has the largest number of FDA-ap-
proved drug manufacturing facilities outside the US. 
Forty-nine per cent of all drug master files, a detailed 
document for market-
ing approval of bulk 
drugs submitted in the 
US, are from India.  

According to Reddy, 
the focus of Indian 
companies should be 
on high-value complex 
products and acquir-
ing partners and devel-
opment houses. “We 
need to identify and 
develop alliances.” 

“We give a signifi-
cant push to ensure 
that more revenues 
come from overseas, 
through fewer markets 
and deeper penetra-
tion. Most of it comes through alliances. It has worked 
very well for us,” says Reddy.

Even if more home-grown drug makers try and follow 
DRL’s model, India will still find it impossible to catch up 
with the US in terms of the value of pharmaceutical sales 
as the bulk of the latter’s numbers are derived from the 
patented drug business — an area in which India is yet to 
make a mark. That said, it is already an established player 
in the low-value generics business and, with a Make In In-
dia push from the government, things will only improve 
for the generics segment. But some hurdles remain.

Preception Problem
 The biggest threat to the Indian pharmaceutical industry 
today is the increasingly negative publicity around the 
questions raised by the US FDA regarding the regulatory 
compliance level of Indian drug companies. In addition to 
heightened US FDA investigations — which resulted in 
product recalls and bans in a few cases — the smear cam-
paigns carried out against India’s intellectual property 
rights environment by global pharmaceutical majors and 
lobby groups is really beginning to hurt.

The industry is also facing a problem of Chinese de-
pendence as a majority of its production is based on sup-
ply of raw materials from that country. “Especially when it 

“EXPORT  
IS IN OUR 
DNA. WE 
SUPPLY  
TO THE 

MOST DIS-
CERNING 

OF CLIENTS 
GLOBALLY”

concerns high-volume and low-value products, we are de-
pendent on China (for bulk drugs),” says Reddy.

According to him, the government can help revive the 
Indian bulk drug industry, especially manufacture of 
those ingredients that are needed to make high-volume, 
low-revenue medicines. “A private company will not find 
it feasible to set up such facilities as margins are very thin. 
But if the government provides necessary infrastructure, 
the private sector can produce such bulk drugs here.” 

India’s pharmaceutical sector could perhaps be the easi-
est among the 25 priority sectors to boost. Strengthening 
of regulations and enforcement mechanisms within the 
country could play a key role in achieving this target.  

joe@businessworld.in         
@joecmathew

For more on manufacturing, visit www.businessworl.in

SATISH REDDY  
Chairman,  
Dr Reddy’s Laboratories
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COVER STORY DEFENCE

The government’s efforts to promote 
investment in the defence sector is welcome, 
but not necessarily game-changing. There are 
multiple areas that need attention   By Anup Jayaram

I

PRIMED  
AND  
READY 

T WAS A SHOW OF STRENGTH in front of the most powerful man on the planet. 
As US President Barack Obama watched, the Indian armed forces displayed 
their might at India’s 66th Republic Day parade. It was perhaps the first time 
ever that Russian T-72 tanks lowered their turrets in front of a sitting Ameri-
can President even as a triad of Sukhoi Su-30 MKIs flew above in formation.

But that is going to change soon. Especially with India importing ever more 
defence equipment from the US — a trend that has set in recently. In the past 
three years, 40 per cent of the money spent on defence imports went to the US, 
with Russia  getting 30 per cent, France 14 per cent and Israel 4 per cent. India 
has inked defence deals worth over $8 billion with US companies. 

According to the Stockholm International Peace Research Institute (SIPRI), 
India has emerged as the world’s largest importer of defence equipment 
(2009-13), with a 14 per cent share. That is more than the combined share of 
neighbours China and Pakistan, that account for 5 per cent each. It is also twice 
the 7 per cent clocked by India during 2004-08. 

Obama is looking to grab a larger piece of the $150-billion Indian defence 
market over the next few years. His visit helped to push the defence engage-
ment. A day before Republic Day, India and the US renewed their 10-year De-
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fence Framework Agreement, and agreed in principle to 
pursue joint development and production projects. That 
is a key element in the Defence Trade and Technology Ini-
tiative (DTTI), which aims to bolster India’s military-in-
dustrial base. The countries have agreed on four products 
to be co-produced   — two involve the US government and 
two with American companies. These are: next-genera-
tion Raven unmanned aerial vehicles (UAV), ‘roll-on, roll-
off ’ intelligence-gathering and reconnaissance modules 
for C-130J Super Hercules aircraft, mobile electric hybrid 
power sources and uniform integrated protection ensem-
bles for soldiers.  

All this fits well with Prime Minister Narendra Modi’s 
ambitious Make In India plans. Defence is one of the 25 
sectors identified for the initiative. As a first step, the Cen-
tre raised the cap on foreign direct investment (FDI) in 
defence to 49 per cent, from 26 per cent. Antoine Caput, 
vice-president and country director, India,  Thales, says: 

THE CENTRE 
RAISED THE CAP 
ON FDI IN DEFENCE 
TO 49 PER CENT, 
FROM 26 PER CENT
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“That’s a step in the right direction. We already have man-
ufacturing ventures in India.”

Slow Start
India took the first step to opening up the defence sector 
in 2001, when it allowed 100 per cent private participa-
tion and ownership (with an FDI cap of 26 per cent). 
The objective was to curtail growing imports and ensure 
local availability of components. How-
ever, defence imports have only been 
rising. Apart from some indigenisa-
tion in the navy, the private sector’s 
end-to-end contribution has been 
negligible in the case of the air force 
and the army. The result: almost 70 
per cent of defence capital require-
ments are met through imports. With 
the Ministry of Defence planning to 
spend $150 billion in the next five 
years, it’s a huge opportunity that the 
Indian private sector cannot let go.

In the past decade, India has re-
ceived just $5 million in defence FDI 
— thanks to the 26 per cent cap. Now, 
as part of the Make In India initiative, 
the government has also removed the 
requirement that the single-largest In-
dian owner should have 51 per cent eq-
uity in the enterprise. The idea is to at-
tract global companies to set up 
manufacturing base in India. For de-
fence manufacturing to take off, FDI 
has to come in in the form of capital 
and technology. 

Waiting In The Wings
“We believe, as a group, we are ready to 
enter any defence sector that the gov-
ernment opens up,” says Mukund Ra-
jan, group executive council member 
and brand custodian, Tata Sons. The 
Tatas have been in the defence sector 
for the past six decades and have 14 

companies that can offer support. “We believe in long-
term value creation, and are a reliable partner for the gov-
ernment. We have invested in innovation and co-creating 
new technology,” he adds. 

The Tatas are among a clutch of Indian companies that 
have been looking to grab a slice of the growing defence 
pie. A PricewaterhouseCoopers-Assocham report lists out 
the established Indian companies engaged in defence 

Forging Ahead
Bharat Forge has developed  

Bharat 52 , a howitzer that is touted  
as a 100% indigenous field gun
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manufacturing, or rendering engineering, design and 
testing services. Some of the key players are: Larsen & 
Toubro (L&T), Mahindra Defence Systems, Tata Ad-
vanced Systems, Tata Motor Defence Systems, Bharat 
Forge, JK Group, Punj Lloyd and the Ordnance Factory 
Board (OFB). 

But Indian companies have not been able to make 
much of a dent in the defence market. One of the biggest 
problems is the lack of orders from the government. A 
classic case is the acquisition of howitzers. India has not 
inducted a single advanced 155 mm gun — foreign or In-
dian — since the infamous Bofors gun deal of 1986, which 
led to the downfall of the Rajiv Gandhi government.

While the country has not inducted any howitzers, it 
is not that there aren’t any potential suppliers. Many In-
dian companies have developed their versions of the 
howitzer. These companies are interested in capturing a 
share of the  defence budget, which was at Rs 2,24,000 
crore for 2014-15. 

Pune-based Bharat Forge has developed Bharat 52 — 
yet to be commercially launched — as a 100 per cent in-
digenous howitzer. Tata Power’s Strategic Electronics Di-
vision (SED) also has a howitzer prototype. Though 
developed before Bharat 52, it has fewer locally sourced 
components. L&T and state-owned OFB are the other 
known entrants in the howitzer segment.

A Long Battle
Before the Tatas or Bharat Forge came up with their how-
itzer prototypes, there was never any need for an Indian 
private manufacturer to test a gun that could fire a shell to 
a distance of 40 km. Therefore, the Ministry of Defence 
never put in place protocols for such artillery trials. As a 
result, there are no private test fields and the fields that ex-
ist are on army land. The companies, therefore, need the 
army’s permission for field tests. The army will then have 
to follow up with third-party tests before it can consider 
the guns for induction. 

“We need to conduct trials now. Once trials are over, we 
will offer it (Bharat 52) to the government,” says Amit 
Kalyani, executive director, Bharat Forge. “They (the 
army) have requirements and we have a product, which 
we think will definitely meet those requirements, if not 
exceed them, and be competitive (price-wise),” he adds. 
Despite Kalyani’s confidence, the road to bagging a de-
fence supply contract is long and arduous.

It’s been quite some time since the government decided 
to consider the case of procuring howitzers from Indian 

ARMS RACE
India is among the biggest importers of weapons
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vendors. Three companies, includ-
ing two private players, were short-
listed as the Defence Procurement 
Policy (DPP) accords preference to 
local sourcing. The trials, though, 
are yet to happen. And that broadly 
sums up the current status of the 
defence establishment’s ‘make and 
buy Indian’ policy.

This problem is not restricted to 
the army. In aviation, replacement 
of the Avro fleet was expected to be 
done through a private participa-
tion programme, which could be 
categorised as “buy and make in In-
dia with transfer of technology”. 
Global companies were asked to 
form joint ventures with Indian 
companies and supply transport 
aircraft that would initially be im-
ported, but made locally at a later stage, through joint 
ventures. It was expected that this would eventually result 
in the establishment of local production facilities and 
transfer of technology from the foreign players to their In-
dian counterparts. 

Global aviation majors such as Airbus Military, Em-
braer, Lockheed Martin, Ilyushin, Saab, Antonov and Ale-
nia Aeronautica were known to be keen to participate 
when the government developed cold feet on the pro-
posal. “Indian companies have already invested heavily in 
this project. Some of them have formed joint ventures, 
while others have confirmed partners and committed 
funds. The government’s dilly-dallying is frustrating,” says 
Anjan Das, defence expert with the Confederation of In-
dian Industry.

The Ministry of Defence puts the delays down to the 
complex nature of the process of acquiring weapons and 
equipment. According to the DPP, around 80-137 weeks 
are needed to complete the various stages of procure-
ment and conclude a contract. “However, delays some-
times occur in procurement cases due to several other 
reasons such as insufficient and limited vendor base, 
non-conformity of the offers to the RFP conditions, field 
trials, complexities in contract negotiations and long 
lead time for indigenisation,” says former defence minis-
ter A.K. Antony. 

According to the ministry, over 190 letters of intent and 
industrial licences have been issued to 104 private compa-

“WE ARE READY 
TO ENTER ANY 
DEFENCE 
SECTOR THAT 
THE CENTRE 
OPENS UP”

nies for manufacture of a wide 
range of defence items. Thirty-five 
of them have commenced produc-
tion. In addition, the Defence Re-
search and Development Organisa-
tion (DRDO) has utilised the 
services of approximately 800 
small, medium and large private in-
dustries for its research and devel-
opment (R&D) activities. Apart 
from the big groups, over 6,000 mi-
cro, small and medium enterprises 
such as Alpha Design Technologies, 
TAAL, Axis Aerospace and Centum 
Electronics are part of the defence 
ecosystem — from supplying raw 
material, components and sub-sys-
tems to partnering in the manufac-
ture and integration of equipment 
and systems. At least 25 of them 

have joint ventures with foreign companies.

The Opportunities
Many a foreign defence player is unlikely to set up a man-
ufacturing base in India owing to the lack of a consumer 
base. This could come as a shot in the arm for domestic 
companies. “Any company coming to India to manufac-
ture will think twice because China is a country with a 
huge market. We, on the other hand, are delivering and 
already in the game,” says Ashok Wadhawan, president, 
Manufacturing Business, Punj Lloyd. 

Besides, Indian companies are not only looking to bag 
orders locally. The Tata Group, for example, has become 
an exclusive supplier to many global original defence 
equipment makers. This, apart from playing a strategic 
role in India’s missile programme. Group company, Tata 
Motors, is working on a DRDO-funded project for a 
wheel-armoured amphibious platform. “Across the world 
private participation has worked. It reduces imports and 
helps support growth. Even now, the private sector is still 
a small part of India’s defence. We should see a greater 
role for the private sector in India’s defence sector soon,” 
says Rajan.  

Incidentally, many of the existing defence contract 
holders are component suppliers. Bharat Forge, for in-
stance, supplies steel forgings to the Indian industry as 
also some global players. 

Though India’s push to ‘make in India’ for defence may 
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not have yielded great results, it has 
not deterred newcomers from en-
tering the segment. Last year, Ajay 
Piramal-led Piramal Enterprises 
announced that it had picked up a 
substantial stake in Israel-based un-
manned air systems manufacturer, 
Bluebird Aero Systems. 

Needed: Some Support
According to industry experts, sup-
portive tax structures and research 
backing for private sector compa-
nies are urgently needed to speed up privatisation of the 
defence sector. “Global partnerships in co-development 
and co-manufacturing will be key and the policy regime 
needs to give a boost to such partnerships. That is the only 
way for securing access to restricted technologies, particu-
larly in areas of electronics and communication, missiles 
and smart ammunition, which are closely guarded by 
firms and nations. The lack of access to critical technolo-
gies, many of which are of dual use, delays projects,” points 
out an industry expert. He adds that companies find it dif-
ficult to commit adequate funds for R&D in the absence of 
guaranteed business at the end of the development cycle. 

In this regard, the Tata Group has a model worth emu-
lating. It has developed a wheeled armoured amphibious 
platform, Kestrel, jointly with DRDO. The bulk of the 
R&D expense was shouldered by DRDO, and Kestrel 
will, in all likelihood, be inducted into Futuristic Infan-
try Combat Vehicle (FICV) programme soon. While 
there is no doubt that the private sector needs to build 
capacity, the question is how to find alternative avenues 
to market products to convert them into a viable busi-
ness. Can the Indian private sector find export markets 
for its defence products? 

Sukaran Singh of Tata Advanced Systems (TAS) says 
the entity has orders worth Rs 4,000 crore from within 
the country and outside. “We cover seven areas — mis-
siles, aerospace, UAVs, radars, optronics, command and 
control, and homeland security. We have an operational 
footprint in all seven areas and cater to some of the largest 
original equipment manufacturers globally, and to the 

government,” says Singh. TAS 
claims to be the only source for as-
sembling fuselages of the Sikorsky 
S-92 helicopters. “We not only as-
semble cabins, we also produce all 
parts needed for the assembly, be-
fore shipping the cabins to the US 
for completion and customer deliv-
ery. Till date, we have delivered 50 
cabins. We also have a joint venture 
with Lockheed Martin, which is the 
designated source for assembly of 
the C-130J empennage (the tail as-
sembly). Starting 2015, we will be 
the single source,” adds Singh.    

Export of dual use components is 
indeed an option for Indian compa-
nies. But export of end-to-end solu-

tions will not happen until their products are recognised 
by the Indian armed forces. “We have got a lot of people 
who have come and evinced interest. But, at the end of the 
day, they will say India is the largest importer. If India is 
not buying, why should I?” says Kalyani. 

Indian companies may require export orders to sustain 
their businesses. At the same time, they need Indian or-
ders to bag foreign bids. 

FIRMS FIND IT 
DIFFICULT TO 
COMMIT 
FUNDS FOR 
R&D IN THE 
ABSENCE OF 
GUARANTEED 
BUSINESS
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‘DON’T HAVE 
THE LUXURY 
OF TIME’
Skilled labour is a pre-requisite 
to making in India. The National 
Skill Development Policy (NSDP) 
aims at skilling 500 million people 
by 2022. The target group for skill 
development includes 12.8 million 
people who enter the labour 
market annually, the 26 million 
employed in the organised sector 
and a further 433 million in the 
unorganised sector. The target is 
ambitious as the current capacity 
of skill development programmes 
is just 3.1 million. Sunil Arora, 
secretary of the newly created 
Department of Skill Development 
and Entrepreneurship, talks to 
BW ’s Joe C. Mathew on the Modi 
government’s thrust on skilling 
India. Excerpts:
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Q: The take-off of the Make In India mission largely depends 
on the availability of adequately skilled human resources. 
How does the government intend to plug the huge demand-
supply gap that exists in this area today?
A: Skilling India is a political vision and also an economic necessity.   
This vision has been articulated by none other than Prime Minister 
Narendra Modi himself on several occasions. He has always under-
scored the need for skilling India. The department (of skill develop-
ment) was created in July 2014 for this specific purpose. In No-
vember, after the reshuffle of the Cabinet, it became a full-fledged 
ministry (of Skill Development and Entrepreneurship).

 
Q: Does that mean the government is looking at skilling India 
in mission mode?
A: When you use the word mission, there are two different connota-
tions. One is mission as a structure. The other is mission as in the 
mission of a nation. It is indeed the mission of the nation. At the same 
time, a formal structure of this mission is also being worked out.
 
Q: Where do we stand today in terms of skilling India?
A: There are islands of excellence. In the five months since I took over 
as secretary (in September 2014), I have interacted with almost 180 
stakeholders from across the country. I visited Gujarat and saw the 
best practices in existence there for more than a decade. I reviewed 
the Rajasthan mission. I had an interaction with the Tata Institute of 
Social Sciences. My experiences have been very humbling. But that 
is not enough when the country aims to give a fillip to manufactur-
ing. The challenge is to scale this skilling to gargantuan proportions.  
It has to be done with speed while ensuring quality outcomes. We 
are dealing with people who possess skills traditionally passed on 
through generations.

Q: Which sectors are you hinting at?
A: The biggest will be construction, followed by retail. We also have 
traditional sectors such as handloom and gems and jewellery.
 
Q: Under the Make In India mission, the government has 
identified 25 sectors, which include information technology, 
pharmaceuticals, automobiles and chemicals. How do you 
see the skill deficiency in such priority sectors?   
A: These are areas where NSDC (National Skill Development 
Corporation, which comes under the administrative purview of 
the ministry) has already formed sector skill councils. The biggest 
supply-demand problem exists in the construction sector.

Q: What have the skill councils achieved so far?
A: So far, we have seen more than 14 lakh enrolments across 19 
skill councils. Training was imparted under 297 job roles across 35 
states and Union territories. It was possible through the involve-

ment of 719 training partners and 2,808 assessors from 29 as-
sessment agencies.

 
Q: What is the role of the private sector in skill development?
A: This ministry has two arms — National Skill Development Agency, 
created in 2013, and NSDC. The equity in NSDC is almost equally 
shared by the government and the private sector. It is a private 
company in that sense.

Q: Has there been any progress in terms of this framework?
A: One of the major developments that have taken place is the 
notification of the National Skills Qualifications Framework (NSQF) 
in December 2013. This framework (a quality assurance certifica-
tion which organises qualifications according to a series of levels of 
knowledge, skills and aptitude) attempts to align the certification 
process in terms of learning outcomes, which the learner must pos-
sess regardless of whether the skills were acquired through formal, 
non-formal or informal learning. At the moment, there is no conver-
gence or harmony in various certifications given by various bodies. 
NSQF provides this platform.

Q: How do you see the targets set under the NSDP?
A: There are several studies related to the 500-million target. The 
fact is if you have to grow at 7.5 per cent and higher, which is expected 
under the current scenario, you have to scale up 15-20 times. De-
spite the task being huge, we are trying. We are working on all fronts, 
and we don’t have the luxury of time. On the one hand, we are scaling 
up the numbers through NSDC, definitely increasing the output by 
over tenfold from current levels. We are also trying to work through 
NSQF for certification. In addition, corporate entities are being 
roped in. Also, infrastructure of various ministries like the Railways 
are being used for skilling instead of recreating the infrastructure. 
We are also working with the defence ministry to ensure that highly 
motivated ex-servicemen are roped in as trainers and entrepre-
neurs. So it’s a multi-front effort.  

 joe@businessworld.in

‘There are islands of 
excellence. I have 
interacted with  
almost 180 stakeholders 
from across India’
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MAKE IN 
INDIA IS 

MISSION 
POSSIBLE

NOBODY MAKES IN INDIA. THOSE WHO MAKE, DO SO IN  

some part of India. They make in Gujarat or Tamil Nadu, in 
Andhra Pradesh or Maharashtra, in Haryana or Karnataka. 
Will they ever make in Bihar? Depends.

The Narendra Modi government has launched what may 
be described as the ‘Fifth Attempt’ at promoting the indus-
trial development of India. The first shot was fired by Brit-
ish imperial rulers who, after having contributed to what 
historians have called the ‘deindustrialisation’ of India in 
the 19th century, tried to promote manufacturing activity 
with a policy of  ‘discriminating protection’, in the 1930s, that 
favoured the sugar, cotton textile and an assortment of local 
resources-dependent industries.

The second attempt at using policy to promote manufac-
turing was undertaken, albeit in a much more sustained and 
systematic manner, during the First and Second Five-Year 
Plan periods of 1950-60, and continued thereon into the 
1960s. Thanks to this era of what economists have dubbed 
“import-substituting industrialisation” the share of manu-
facturing in India’s national income increased from less than 
10 per cent during the 1930s and 1940s to almost 20 per cent 
by the end of the 1970s. 

After the late 1960s Indian industrialisation decelerated 
and many volumes have been written explaining why. It took 
the tentative steps towards economic liberalisation in the 
1980s and the major reform effort of 1991-92, when indus-
trial licensing and other controls were done away with, for a 
third surge of manufacturing activity. After stagnanting for 

SANJAYA BARU
Director, Geo-economics & Strategy, 

International Institute For Strategic Studies

COVER STORY COLUMN

Photograph by Sanjay Sakaria



9 March 2015  | B W | B U S I N E S S WO R L D |  77

years around 20 per cent, the share of manufacturing in na-
tional income went up to almost 25 per cent by the end of the 
century, thanks to the impact of liberalisation, deregulation 
and privatisation policies.

The fourth phase began tentatively during the first ten-
ure of the United Progressive Alliance government when 
a National Manufacturing Competitiveness Council was 
set up and a national manufacturing strategy was devised. 
However, fundamental differences between policy wonks 
in government like V. Krishnamurthy and V. Govindarajan, 
on the one hand, and Montek Singh Ahluwalia on the other 
prevented any clear cut policies from being adopted. 

While there was a surge in manufacturing activity during 
UPA’s first term, as is established by all the data available, 
there was a pullback during UPA-2 owing to what the media 
have called “policy paralysis”. Thus the gains of UPA-1 were 
wasted by the damage inflicted on 
investor sentiment during UPA-2.

Modi’s Make in India campaign 
is the latest of many such attempts 
by successive governments to ac-
celerate the pace of manufactur-
ing activity in India. This time the 
initiative is far more organised 
and has a focus. The Make in India 
website — makeinindia.com — 
is an impressive window into the 
government’s thinking and pri-
orities. Twenty-five sectors have 
been identified as areas where 
India has an existing or potential 
competitive advantage and where 
additional policy support can encourage new investment. 
Having identified the sectors, the Modi government is push-
ing through policy changes aimed at improving India’s rank 
on the global ‘Ease of Doing Business’ index. 

In the 1990s, when there was considerable criticism of 
India’s record at educating its people and investing in their 
health, the governments of the day chose to focus on improv-
ing India’s ranking in the UNDP’s Human Development 
Index (HDI) — a summary index measuring the educational, 
health and livelihood status of a country’s populace. Every 
year the media would report whether or not India’s rank had 
improved, and how it compared with its neighbours.

Perhaps a similar regular reporting on where India stands 
on the Ease of Doing Business Index could spur governments 
to action. In fact, it is worth constructing a state-wise index 
that would encourage competition between states.

The fact is that some Indian states are far ahead of others 
when it comes to the ease of doing business and that is why 

no one really ‘makes in India’ — they make in one state or 
another. Therefore, what the Make in India campaign really 
means is getting the laggard states to learn from the more 
business-friendly states so that there are no policy differences 
or basic infrastructure differences between states.

Even so, manufacturers will end up making in some cho-
sen part of India. And, if location is decided by factors such as 
‘ease of doing business’, on the one hand, and access to global 
connectivity (so that Indian manufacturers can be part of a 
global supply chain and import and export with ease), then 
it is more than likely that investors would prefer to make 
precisely in those parts of India where they have been making 
for a long time — namely, peninsular India.

There is no escaping the fact that when it comes to Make in 
India, businesses will continue to make in peninsular India 
— Gujarat, Maharashtra, Karnataka, Tamil Nadu, Andhra 

Pradesh and Telangana.  
The new Delhi-Mumbai In-

dustrial Corridor may incentivise 
moving manufacturing inland 
and northwards. However, what 
the new road and rail links will do 
is to create the required efficient 
connectivity. At the end of the 
day, good infrastructure is a good 
starting point. Not an end in itself. 
This has to be combined with good 
governance and a business-friend-
ly environment. Unless the state 
governments of Rajasthan, Mad-
hya Pradesh, Haryana and Uttar 
Pradesh provide a more business-

friendly urban environment, it is unlikely that businesses will 
shift their base away from peninsular India.

The key to the success of this latest attempt at promoting 
industrial development lies in the success of the DMIC proj-
ect. The Make in India (MII) website shows that the govern-
ment understands this challenge. It has linked MII to the 
DMIC initiative, which includes building new ‘smart’ cities. 

After the success of initiatives like Jamshedpur, Kharag-
pur and Rourkela in the 1950s, never has a programme for 
India’s industrialisation been so closely linked to a new pro-
gramme for urbanisation. The combination of the two in the 
MII-DMIC project suggests that this round is about more 
than merely improving the competitiveness of Indian manu-
facturing. It is a renewed attempt at defining industrial policy 
in strategic terms. If it succeeds, India could see a surge in the 
share of manufacturing in national income and an increase 
in India’s share in world manufacturing. That requires hard 
work more than just good policy.   

The key to the  
success of this latest 
attempt at promoting 

industrial development 
lies in the success of 

the DMIC project
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PERSONAL WEALTH WEALTH 

FINAL 
ORDER

A will is the best love note that 
you can leave behind for your 
near and dear ones. And now 

making a fail-safe will is just a 
click away  By Shailesh Menon

According to him, his fa-
ther did not specify that 
his inheritance was limited 
to Rs 2 crore in cash, and 
that he had a share in the 
house as it was family 
property. The old man did 
the right thing drawing up 
the will, but erred in not 
using legalese to drive 
home his point. This is a 
classic example of how 
‘layman’s language’ can 
create ambiguities.

Use  of proper language 
is crucial when drafting a 
will. More so for people in 

W
HEN HE 
drafted his 
will stating 
that his 
older son 

would inherit Rs 2 crore in 
cash and the younger the 
house, little did S. Ra-
ghuram know that his de-
cision would spark a bitter 
conflict between his sons. 

The will seemed 
straightforward and sim-
ple to execute, until the 
time the elder son con-
tested it, claiming he too 
had a share in the house. 

India, where succession 
wills can be written by 
hand on a simple piece of 
paper and can be put up 
for execution. In other 
words, it is not mandatory 
to have a registered will 
prepared on a stamp pa-
per. Handwritten wills can 
stand in a court of law. 

While this is a problem 
for people who make a 
will, a majority of Indians 
do not believe in making 
one. Customarily, Indians 
do not like to draw out suc-



per applicable succession 
laws. These laws have pre-
set proportions to distrib-
ute assets to family mem-
bers, which may not be as 
per the wishes of the de-
ceased. Absence of wills 
could also result in tedious 
legal tangles,” says Aseem 
Dhru, managing director 
and CEO of HDFC Securi-
ties, which offers will-writ-
ing services to its clients.

“By making a will, a per-
son can ensure that his as-
sets are distributed as per 
his wishes without dis-
putes or too many legal 
hassles,” he adds.

Complexities in be-
queathing assets — like 
consulting a lawyer or a 
private banker and mak-
ing personal disclosures 
 — also deter people from 
making a will. This is one 
particular problem that 
electronic wills (e-wills, 
online wills or do-it-your-
self wills) address quite 
effectively. According to 
professional will-makers, 
almost 90 per cent of In-
dians can make their 
wills online as most of 
them do not have com-
plex familial cross-hold-
ings, polygamous rela-

cession plans as it involves 
the subject of death. Large 
joint families, intricate 
cross-holdings and too 
many heirs also prevent 
people from writing a will 
as it can antagonise some 

family members. They 
simply pass on the head-
ache of ‘succession and 
transfer of property’ to the 
next generation which is 
then forced to fight pro-
tracted legal battles. It is 

no wonder then that only 1 
per cent of the 213 million 
home-owners in India has 
a will.

“When a person dies 
without a will, all assets in 
his name are distributed as 
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tionships, adopted 
dependents, overseas (as-
set) holdings and in-
stances of divorce and re-
marriage, among others.

“Do-it-yourself wills 
meet the requirement of 
most people with normal 
family backgrounds, in-
come streams and assets. 
It is also a cheaper op-
tion. Customised wills 
could be a bit expensive 
as it may involve a few 
rounds of discussion with 
lawyers,” says Jatin Popat, 
director, Willjini Succes-
sion Services. 

Digital Wills  
Making a general (tradi-

PERSONAL WEALTH

tional) will could cost any-
where between  
Rs 10,000 and Rs 50,000, 
whereas online wills come 
at Rs 4,000 to Rs 6,000 
(excluding taxes) per dec-
laration. Online will-writ-
ing is a simple process. 
You can approach e-will 
providers like NSDL, Wil-
ljini, HDFC Securities or 
Warmond Trustees for 
their services. The process 
is fully automated from 
service providers’ end in 
the case of (preparing) ba-
sic wills. 

The online conduit is 
also secure as service pro-
viders like HDFC Securi-
ties only offer this facility 

to their bank clients. The 
bank account number 
and KYC details are 
checked before giving an 
option to make the will. 
Individual, non-bank 
providers like Willjini 
have controlled login and 
passwords which get de-
leted at the end of 60 
days. All changes (in the 
will) have to be made in 
that short window. De-
tails of the will are not 
stored at the service-pro-
viders’ end.

Online will-writing is 
easy and hassle-free. Once 
you have made the pay-
ment for the service, you 
can start working on your 

will by filling up forms on-
line. You are required to 
disclose your religion (ba-
sis this wills are made in 
India), occupation, resi-
dential status, family de-
tails and the assets you 
own. You are also required 
to provide details of how 
you wish to distribute your 
assets after you are gone. 
Most portals allow a two-
month window to com-
plete the will-writing pro-
cess. Once you have 
fine-tuned your declara-
tion, you can generate a 
well-worded will by a few 
mouse-clicks. 

It is not mandatory to 
notarise or register a will 
in India. However, one can 
opt for registration any-
time after making the doc-
ument (the e-will). For 
registration, two witnesses 
are required at the time of 
signing a will. Plus, a med-
ical certificate issued by an 
MBBS doctor (certifying 
sound mental health of the 
person writing the will) 
has to be enclosed along 
with the will.

“It’s not compulsory to 
register wills, but for all 
practical purposes regis-
tered wills are stronger 
than plain hand-written 
declarations. Registered 
wills also get contested in 
court, but they stand a 
better chance of surviving 
the test because registered 
wills have witnesses and 
medical certificates to 
prove that the declaration 
was made without coer-

ASEEM DHRU, 
MD & CEO, HDFC Securities

“BY MAKING A 
WILL, A PERSON 

CAN ENSURE 
THAT HIS ASSETS 

ARE DISTRIBUTED 
AS PER HIS 

WISHES”

JATIN POPAT, 
Director, Willjini Succession Services

“DIY WILLS MEET THE 
REQUIREMENT OF 
MOST PEOPLE WITH 
NORMAL FAMILY 
BACKGROUNDS, 
INCOME STREAMS 
AND ASSETS”

WEALTH 
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cion and in sound mental 
health,” says Geetanjali 
Dutta, a Mumbai-based 
lawyer specialising in 
family law. 

Apart from movable 
and immovable assets, 
one can also bequeath 
pets, paintings, antiques, 
patents and copyrights, 
licences, social media ac-
counts and books to their 
relatives and friends. Any 
person above the age of 
18 years, with a sound 
mind (capable of under-
standing that his actions 
are free from any im-
proper influence), can 
make a will. 

“One should make a will 
early in life. If you are tak-
ing a life insurance policy 
at a young age, why not 
have a will too. Both insur-
ance and wills are aimed at 
securing the future of your 
dependants,” says Dhru of 
HDFC Securities.

People with joint own-
ership of a property can 
also make a will for their 
allotted share. It is neces-
sary to mention about all 
joint property titles in 
the will to avoid disputes 
later. The person writing 
a will should also include 
details of all nominated 
accounts (bank accounts 
and insurance policies) 
in the will. 

A will should also have 
a ‘general clause’ stating 
explicitly the beneficiary 
of residual assets (assets 
forgotten by the person 
while writing the will). 

Some wills also have ‘gen-
eral clauses’ to take care of 
all future assets accumu-
lated by the person writ-
ing the will.

Trending Up 
Will-writing is gaining 
popularity among profes-
sionals and the salaried 
class in India. For many of 
them, a well-drawn will is 
as important as a well-
balanced investment 
portfolio.

“Wills have become 
more of a wealth product 
now. Wealth managers 
and private bankers are 
selling this idea quite ef-
fectively to their clients,” 
says Popat of Willjini.

Echoing Popat, advocate 
Dutta says, “Online wills 
will fuel this trend even 
more. And if they register 
this will, it becomes a 
strong declaration to 
transfer property/assets of 
the deceased person (as 
per his wishes),” she adds.

It is often assumed that 
if you do not make a will, 
your assets are automati-
cally left to your loved ones 
in their entirety. This is not 
correct. In the absence of a 
will, your assets may get 
distributed as per relevant 
succession laws. By mak-
ing a will, you ensure your 
wishes are followed long 
after you are gone.  
 
shailesh@businessworld.in     

@alertsmenon
For more on digital wills, 

visit www.businessworld.in

WILL DO
If one doesn’t make a will, which is the 
case with most Indians, his or her assets 
will be distributed as per applicable 
succession laws in India, thus creating 
tedious legal tangles. So, make one!

1 ONLY 1 per cent of the 213 million home-owners 
in India has a will

2 IT IS NOT mandatory to notarise or register 
wills in India. Even hand-written wills have  

legal validity

3  ORAL WILLS or special wills are only for de-
fence personnel. Some Muslim community  

members are allowed to make oral wills as per their 
personal laws

4 SUCCESSION LAWS in India are different 
for different religions 

5 FOR HINDUS, it is Hindu Succession Laws. 
Christians and Parsis follow the Indian Succes-

sion Act. For Muslims, succession laws are as per  
Shariah laws. The succession rules are different for 
sects within Islam as well

6 WITNESSES signing the will need not have 
read the content. They just have to confirm their 

presence while making the will

7  LAST-DATED will (the most recent will) is 
considered the final will in most cases

8  TENANCY right on a property cannot be  
bequeathed while leasehold rights can be  

included in a will

9  SHARE IN Hindu undivided family cannot be 
bequeathed

10  A PARSI is allowed to give all his property 
to charity







‘A global patents regime 
only holds advantages’

WIPO  chief  Gurry  
believes India has no 
reason to fear  
the Patent 
Cooperation Treaty
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FRANCIS GURRY 
SAYS INNOVATION IS 
GOING TO BE A VERY 
IMPORTANT COMPO-

NENT IN THE SUCCESS-
FUL IMPLEMENTATION 

OF MAKE IN INDIA

Have you seen any change in India’s  
approach as a WIPO member since the  
coming of the new government? 
I can’t make any judgment based 
on the last seven months, but all I 
can say is that in the recent past, 
we have seen a more consistent en-
gagement from India. Also, in this 
period, we have seen a great deal of 
new energy, and announcements 
such as Make In India and Digital 
India, where we feel WIPO can 
make contributions.

I was referring to India’s stance on approving 
pending treaties and ongoing negotiations…
India was the first to ratify the newest 
pact — the Marrakesh Treaty, which 
facilitates access to published works 
by persons who are blind or visually 
impaired. That’s a very positive sign. 
India has joined our international 
trademarks system, which we feel 
will benefit Indian industry. Recently, 
the country has commenced opera-
tions as a searching authority in the 
international patent system — the 
Patent Cooperation Treaty (PCT). 
This is also a positive sign.

How do we justify the PCT system when 74 per 
cent of patent filings in India are done by foreign 
entities and not by local firms?
There are very few countries which 
have more patent applications 

domestically than foreign. If I am 
not mistaken, China is one of those 
exceptions where around 85 per cent 
of all applications are filed by local 
applicants. The US has always been 
around 50-50, and Japan is similar 
to China, where the share of local ap-
plications is around 83 per cent. The 
majority of countries, including many 
industrialised countries, receive more 
foreign applications than domestic 
ones. For instance, Canada is 87 
per cent foreign. And Canada is not 
a technologically unsophisticated 
country. Similarly, in Singapore — a 
technologically advanced Asian 
country — local applicants’ share is 
around 12 per cent. That’s under-
standable because you are measur-
ing one country’s output against the 
whole world. 

But how will it help Indian industry?
The PCT is a treaty that is procedur-
al in nature. It reduces transaction 
costs, and improves efficiency of the 
patent system and provides appli-
cants extra time to decide whether 
or not to seek patent protection. You 
don’t have to file separate applica-
tions in 148 countries (the number 
of countries that have ratified the 
PCT). You can search for patents in 
all these countries from a single da-
tabase. So, it can only help industry 

HE GENEVA-BASED World Intellectual Property Organ-
isation (WIPO) works to foster innovation through the cre-
ation of an international intellectual property (IP) regime. It 
strives to do this by balancing the interests of its 188 member 
countries — a task rendered complex as member states are 
not at the same level of economic development. Members, 
therefore, have differing priorities, shaping their outlook 
on IP. In an interview with BW | Businessworld, WIPO 
director general Francis Gurry elaborates on his efforts to 
bring about consensus among a divergent group of member 
nations, about India’s approach to IP and WIPO’s role in a 
world of fast-changing technologies. Edited excerpts:T
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as you have the advantage of a pre-
liminary international search, and 
preliminary application scrutiny. 
I can only see advantages, and no 
disadvantages. Further, the treaty 
does not touch either the national 
policy or the flexibilities extended 
by international agreements such 
as the Trade-Related Aspects of In-
tellectual Property Rights (TRIPS). 
The patent remains national. It’s 
just that the filing is simplified.

How do you rate India’s draft national IP policy?
When you look at what is happen-
ing in the IP world, you will see an 

IN CONVERSATION

‘We have 92 collaborations 
between firms, research 
centres, etc., for sharing 
specific molecules to 
accelerate drug discovery 
for neglected diseases’

extremely active agenda in bilat-
eral, regional, and multilateral fora. 
In some cases, multilateral agen-
das become extremely difficult to 
reconcile due to the asymmetry and 
diversity among countries. 

In a fast moving world, where 
everyone is impatient, there is a 
tendency to do things by taking  
the quickest route. There is also  
the reality of global economic be-
haviour where a company expand-
ing beyond its territory is looking  
to maximise its revenues. Seen 
from this context, we have to be 
careful not to ignore the multilat-
eral system. India’s draft policy  
is very much in that direction. It 
does pay attention to the multilat-
eral system. 

The World Trade Organisation (WTO) has the 
most powerful instrument related to IP in the 
form of the TRIPS agreement. What is WIPO’s 
significance as a global IP body?
The TRIPS agreement is not very 
recent. It dates back to 1994. Lots 
of things have changed in the world 
since then. For instance, commer-
cial activity on the Internet had not 
commenced in 1994. The burgeon-
ing digital market that you have 
today is a post-TRIPS development. 
The world hasn’t stood still. It has 
evolved. It evolved in response to 
the development in commerce and 
technology. Then, there are areas 

which require national policy im-
provements. Cultural policy is one, 
copyright is another. These are the 
areas where WIPO has been very ac-
tive, since the TRIPS Agreement. 

Can you elaborate... 
We have two treaties since 1996 to 
upgrade the international copyright 
system to the digital environment. 
We concluded the Beijing Treaty 
in 2004 to ensure the protection 
of audio-visual performances in 
the digital environment. And, we 
have an ongoing discussion on the 
protection of broadcasting organ-
isations, a sector where technology 
has changed in the last 20 years. For 
example, we once used to think of 
television as a box, an instrument. 

The reality today is that as many 
people are watching television on 
mobile platforms as they are on 
the stationary old television. And, 
indeed, broadcasting has become 
platform-agnostic. That’s where we 
see the need to adapt an interna-
tional framework. Likewise with 
traditional knowledge. It was not on 
the agenda in 1994. It is very much 
on the agenda now. I think there is 
more space for WIPO, particularly 
as IP becomes more central to tech-
nology development.

IP provides market exclusivity for some, and 
additional cost and less access to others.  
How is a balance between innovation and 
societal needs possible? What is WIPO’s 
development agenda?
Well that is the central question of 
IP, and the central challenge. It is not 
easy because different countries, with 
different interests, perceive this in 
different ways. For example, there is 
a movement amongst consumers and 
others for access to knowledge. But I 
don’t see a similar movement for ac-
cess to petroleum. Both are resources. 
That said, there is asymmetry in the 
world and different countries are ap-
proaching it differently. So, striking 
the right note is something that we 
need to do in every particular ques-
tion that we consider. The Marrakesh 
Treaty is perhaps a good example 
of how countries came together to 
address the problem of access to 
knowledge for persons who are blind, 
or visually impaired. 

Another instance is that of the 
Medicines Patent Pool (not admin-
istered by WIPO, but supported by 
it), where companies voluntarily pool 
their patents for HIV drugs. This 
will allow generic drug companies to 
manufacture medicines or stimulate 
more research, for example, devel-
oping a drug for pediatric indica-
tions. Another example is WIPO 
Re:Search, a multi-stakeholder 
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‘We hope India 
will join the 

international 
design system, 

which greatly 
facilitates the 

process of 
design 

protection’

platform that is administered by 
WIPO. IP assets are shared between 
members to develop new drugs 
for neglected diseases. We have 92 
collaborations between companies, 
national research institutions, etc., 
for sharing specific molecules to ac-
celerate drug discovery in such areas. 
So, meritorious groups and special 
circumstances will all get special 
consideration. All I can say is it is 
very complex and we need multiple 
instruments.

How important is IP to the  Make  
In India campaign?
The whole process of manufactur-
ing is undergoing significant tech-
nological change. We see the arrival 
of robotics. So, innovation is going 
to be a very important component 
in the successful implementation 
of Make In India. When we look at 
innovation, we need to have a com-
prehensive view. It is science and 
technology, but it is also branding 
and marketing. You need patents, 
design protection, trademarks and 
so on. In this context, we hope that 
India will join the international 
design system, which greatly facili-
tates the process of design protec-
tion in multiple countries.

WIPO has a lot of training programmes. Are there 
any that are specifically meant to create awareness 
about national IP laws, TRIPS flexibility, etc.?
We have many programmes. We 
look forward to having more collab-
orative programmes with national 
institutes in India. We also have a 
very good relationship with India’s 
patent office.

Unlike other global institutions, WIPO sustains 
itself through service fee-based revenues. Do you 
think this has in any way influenced its actions?
I agree that we are 95 per cent funded 
by fees for our services. But on the ex-
penditure side, we spend 21 per cent 
of our budget on development among 

member countries. This includes 
capacity building and infrastructure 
development. There are over 60 coun-
tries that use our IP administration 
system free of charge in their IP of-
fices. We have partnerships where we 
provide over 4,000 technical journals 
free to anyone in low-income coun-
tries. For middle-income countries, 
the facility exists, but there is a cost 
for universities, research institutions, 
and individual scientists.

 
You have recently been given a second  
term as DG of WIPO. What are the  
immediate tasks before you?
WIPO member states set the 
organisation’s agenda. Our duty 
is to facilitate those discussions. 
If you take an area like traditional 
knowledge, India is in the forefront 
of this discussion. All we can do is 
to facilitate the discussions. So, the 
agenda is member-state driven. The 
difference in the level of development 
among member states is so large that 
to devise programmes that will be 
useful in advancing their objectives is 
itself a complex task. For example, in 
Tanzania, the principal objective is to 
transfer the country from subsistence 
agriculture to modern, organised 

farming. We have a programme on 
appropriate technologies specifically 
for such purposes. We also share 
technologies that are no longer pat-
ent protected. That’s one area. The 
second is improving the effectiveness 
and efficiency of the patent system in 
the global arena.

India is one of the few countries that has 
developed a digital database of traditional 
knowledge. As you mentioned, the country is 
also keen to see more discussions and agree-
ments in this area. What is the hurdle?
There are two different aspects to it. 
One is defensive; that is to say, un-
authorised third parties are not able 
to acquire rights over traditional 
knowledge. This is where the digital 
library of traditional knowledge can 
come in handy. The other is posi-
tive: to enable commercialisation 
of traditional knowledge. What is 
the obstacle? Well, like everything 
else, the resources on traditional 
knowledge are differentially distrib-
uted among countries. Some have it, 
others don’t. So their interests and 
positions differ.   

joe@businessworld.in 
@joecmathew
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CASE STUDY

LET ME DREAM AGAIN 
“If you don’t build your dream someone will hire you to help build theirs.”

— Tony A. Gaskins Jr, life coach
By Meera Seth

ABHINAV ARYA ENTERED HIS  
office floor and gazed at the inactive 
row of work stations. Silently they 
seemed to bow to him in reverence. It 
was 8:00 a.m. and there was no one 
yet. He opened his office door just as 
his direct line began to ring.

It was Amol Sainik, buddy and 
cousin. “Why is your phone switched 
off? I was sick with worry! 
Abhinav: Sorry, yaar, I was driving.
Amol: How are you feeling today? 
Don’t think so much, life goes on.
LAST evening Abhinav had spent an 
hour and over talking to Amol. There 

had been far too much on his mind 
and Amol was there so he unloaded to 
him. Abhinav had been dealing with 
a growing sense of disinterest and un-
happiness and an accelerated feeling 
of poor self esteem. He was bored by 
the non-changing nature of his work. 
This had been the trigger and he had 
told Amol, “Not enjoying work, yaar! 
Everything is repetitive, the learning 
has stopped, the fun nature of work is 
fading, especially since mine is an en-
abling function. I do feel my growth is 
plateauing.”

Abhinav also felt challenged by  

people younger than him, yet smarter 
and able. Racked with self doubt 
he asked himself, ‘do I deserve the 
money I make?’ I can’t deal with this 
sinking feeling — earlier it came once 
in a while; but these days it sits on my 
shoulder, humming like a bad tune in 
the head that won’t go away. A feeling 
that says: I am not adding value… 

Let there be no mistaking, Abhi-
nav was a brilliant and highly valued 
resource at Seggo. But the song sang 
in his head, all the same. Then there 
was Bela whose brilliance in Kedar’s 
work could not be discounted. There 

Illustrations by Dinesh S. Banduni
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were Manish, Shayne, Prahlad, 
Gopi… all were climbing up — and 
they were climbing up fast. Yet, for 
all that climbing, he saw they were 
being paid significantly less than he 
was. Did that compare? Of course, it 
did if one saw it through the eyes of 
Abhinav. His comparison was how 
agile they were versus how agile he 
was with the same material; and even 
if someone were to reason with him 
that he brought 27 years of experi-
ence, that he assumed responsibility 
for the business, that the young were 
on a learning curve, Abhinav still felt 
he was overpaid.

I am getting five times what the 
next guy is getting, but that next guy 
is not five times than me, right? The 
difference between him and me is  
shrinking and every quarter I see the 
other guy getting smarter and able 
to do more and more, taking work off 
my table. 

Abhinav recalled the jpeg image of 
Kedar’s funding letter that he had  
received on e-mail. That was $4 mil-
lion. Clearly Kedar had the where-
withal to receive that sort of funding. 

But what am I doing? Can I do a 
startup? People far younger, less  
financially secure, are taking that 
leap of faith to build their dreams. 
And me? I will create yet another 
operating plan in February... that 
is how exciting it gets. And even that 
plan will just get replicated on the 
same excel sheet I did last year, and 
the year before last, and now, oh, heck, 
my junior can do it with a sleight of 
his wrist! Then, what am I doing? If 
Kedar can, if Gaurav can, can I?

To a concerned Amol he said now, 
“Yaar, I am okay. Evenings are de-
pressing because of the dark winters. 
I am great, thanks for being there!”

If he hung up, it was only to call 
Shiv Mull, his ex-boss at Delaware. 
Late last night in an e-mail to him 
Abhinav wrote (he had told him the 

Kedar story earlier): “Kedar had 
everything in his favour. He had 
age on his side, unmarried, and no 
responsibility; besides when he quit 
his consulting job, he was losing only 
Rs 2 lakh per month in remuneration. 
His intention was: ‘I will give it two 
years and if in two years, I am able to 
do it, fine, otherwise, at 29, I will find 
another job. He had time on his side. 
My remuneration of Rs 10 lakh per 
month is verily my exit barrier!

 Also, at 27, if you quit your job to 
experiment, fail, and come back to 
the workforce at 29, you can even put 
that into your CV and get badges for 
being adventurous. But at 50, if you 
do that and discover it did not work, 
no one will take you back at 52. The 
world does not forgive a 50-year-old.”

Abhinav often thought about quit-
ting work. Every day was a drag. He 
literally pulled himself out of home 
to get to work. There were some good 
days of course. But most days Abhi-
nav could not help but see himself 
as irrelevant. Of course, he attended 
innumerable meetings and travelled 
relentlessly for more meetings, but he 
remained unfulfilled.

Then there was this third thing. He 
had begun to get very, very angry with 
many things. There were days when 
he could sense his eyes sting with 
tears of frustration. What am I trying 
to accomplish? He trained his juniors 

and subordinates as he was very 
passionate about training. Of course, 
he periodically saw mediocrity and 
slipshod work. Once he had argued 
for them with his peers who had been 
angry, saying, ‘People sometimes take 
time to recharge and build steam. 
Finally they are all performers. Give 
them time to re-power…’

But Abhinav was not able to deal 
with those very traits today, losing his 
temper and then, going through acute 
remorse. He could not understand the 
anger he felt, helpless and hopeless, 
unable to do what he liked, unable to 
tell his boss that Seggo was painfully 
slow, unable to share it, express it. In 
short, the feelings were disruptive and 
inexplicable. It was not something he 
could share without the other person 
drawing unusual conclusions. He 
fought the growing sense of irrele-
vance, but it came back and expressed 
as physical pain, and meaningless 
sprains. Emotionally too, he had been 
feeling so frayed — all justifying to 
him his waning relevance. 

And his mail to Shiv had ended 
with, “Close to breaking point, boss. I 
must do something different. Please 
let us talk at 8:05 a.m. tomorrow.” 

And Shiv called. And after a brief 
preamble, he asked, “What makes you 
think that you must quit or change 
what you are doing or that your pres-
ent work is plateauing?” 
Abhinav: Eighty per cent of the 
people I know suffer from the same 
thing. Many who are 45-50 are in 
this unhappy state where they are not 
evolving for a variety of reasons. Some 
families are having to live in two 
different cities and with safety being 
a big zero, their mind is restless and 
as early as 45, they question: ‘Why 
this rat race?’ whereas they should be 
powering themselves and enjoying 
the new opportunities. Then again, 
more and more women are refusing 
to relocate saying ‘Why me?’ So... 

‘Learning 
has stopp- 
ed, the fun 
nature of 
work is 
fading’
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tension hai. So, even if opportunity 
exists, you cannot evolve.

“Or, take my brother-in-law Dhan- 
anjay, whose life is a mess. The busi- 
ness he was heading at a Foods com-
pany was taken over by an MNC, but 
Dhananjay did not have the dandy 
nature to nose his way forward. 
Excellent chap but did not make it. 
Today his juniors are raking in the 
benefits of growth and he watches 
them and feels rotten. His junior, 
who he taught and trained, is in the 
news all the time. Dhananjay feels 
cheated. I don’t want to be in his 
shoes. I feel he should have made bet-
ter choices sooner, and I don’t want 
to say that for myself five years from 
now. That is the crux.

“But I am really unable to make 
this move, Shiv. The biggest thing that 
a professional of my stature faces is 
stress — the stress of the unknown 
combined with an eloquent con-
science to boot. I have become very 
snappy and edgy... I don’t want to be 
like this.
Shiv: I am listening. Go on...
Abhinav: One is stress. Two, work is 
not enjoyable anymore. I am hav-
ing to drag myself out of bed every 
morning, because most of what I do 
is repeat functions. For example, the 
annual operating plan discussion 
exercise where leaders from every 
country congregated in US HQs to 
present their strategic plan and re-
quest budget approvals was like a visit 
to the Holy Land for the first couple 
of years, and a delightful challenge as 
well; now, it has become very predict-
able, then easy to crack, to today a 
‘Oh, not again!’ event. 

Three, having trained others 
around, they are good at replicating 
my work with ease. As time goes by, 
the younger perform with almost no 
supervision, because they are smarter 
for the times. But alongside, my op-
portunities are not growing! If they 

can do my work, then I can do much 
more too! Does this not make sense? 

So, in organisations where there 
is not much “change” or action, like 
Seggo, which has been a bit slow, I 
question the huge remuneration they 
pay me just to ‘keep the lights on’! Do 
I indeed deserve the money I get paid? 

Yet I also have this desire to create 
my own thing — I want to make my 
own culture, my own system, my 
own brand, I want to be known as 
someone who created something 
breathtaking. Not because of an 
ego, but because I have this burning 
passion to create. And I know I can, 
it is not some psychological venting! 
The possibilities today are mindblow-
ing Shiv;  I want to partake of the 
changing landscape, contribute to it, 
landscape it, make a difference... but I 
am unable to!. I know I can, Shiv. The 
physiological needs are mostly dealt 
with, I am looking for self... self... um...
Shiv: Self actualisation? 

Abhinav: No. Not that one. Maslow 
has revisited; What I am looking for is 
self esteem all over again! The fabric 
of the economy in India just changed! 
Self actualisation is very, very far!

Ten years ago, my self esteem 
peaked. But today my self esteem 
has got challenged again. I need to 
rework that. Just when I thought I 
had achieved it, I am being shown a 
mirror that says you are overpaid for 
being an underachiever. Today the 
edifice on which I stand has got rede-
fined, I have to rework my self esteem.
THEY talked and they talked.... Abhi-
nav dissected the MNC trail behind 
him. “Today India is at a stage where 
your MNC lineage is not enough. You 
need to be savvy with Indian business 
styles too. For that is your market! 
Those who work with the Indian 
businesses know how to manage 
an Ambani, a Wadia, a Munjal, an 
Adani. One of the big disadvantages 
that people in MNC have is, they are 
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not exposed to the infrastructure 
challenges that people in Indian busi-
ness houses are exposed to. 

I have never learnt the art of 
managing the sales tax guy, or the IT 
inspector or managing Dalal Street. 

In an MNC, your intellectual 
capacity gets constrained by the fact 
that most strategic decisions happen 
outside India. Indian operations are 
mostly templated, so that you have no 
space to innovate. 

The MNC was charming; they 
had the best legal guys, the best 
tax consultants, they had the best 
insurance companies. Those guys 
did your arguing, your negotiating, 
your strategising. You were good if 
you knew when an audit matter had 
to be given to KPMG or a legal notice 
to the Jyoti Sagar Associates. You 
yourself had no ideating to do. You 
were reined in…  And this is one of 
the reasons why when my son was 
yelling last week, I had nothing to 
say because I was asking myself if 
he was experiencing at 24 what I am 
experiencing at 49! 
Shiv: I understand self esteem needs. 
And the solution you see is quitting 
Seggo to reexamine your life. Are you 
sure your physiological needs are 
met? You have enough money to see 
your twins through education? You 
have enough money for emergency 
medical care? A house that is yours? 
Ok. But you will be on the risk curve 
now because if you are going to start 
something new you will be more out 
of the house than in. And at 49, do 
you think you are fit to deal with the 
vagaries of change?

Abhinav: Absolutely no doubt there! .
Shiv: Excellent. Ok, the age of your 
family today, does it permit you to go 
out and start afresh like a trainee? 
You are going to be out on the field 
trying to earn business. Can your 
family, at this stage of growth, be able 
to afford this? Twins are in their late 
teens and Robin is 24. There will be 
issues with wedding, or dating, or 
education. You need to be emotionally 
strong and cheerful. You can?
Abhinav: My wife is very capable. If 
I tell her this is how my life is taking a 
turn, she will deal with it. 
Shiv: Ok. Are you ready to deal with 
disappointment and failure? Maybe 
you will invest and reinvest. But 
some decisions can simply bomb and 
demand rework. Hence, there is a lot 
of toil ahead. No subordinates too to 
do the dog work. 

Importantly, there will be nobody 
to pick up the mistakes you make. In 
an MNC when you make a mistake 
the company, covers up, the profits 
absorb it for you. There is a common 
pool that bears your mistakes. In 

1994, when you failed to file advance 
tax in time, you did not pay out of 
your pocket. Your boss then knew 
you were under a lot of strain owing 
to that excise inspection going on 
at Delaware. He knew you were 
immersed in that. And he told his 
bosses the penalty to the I-T authori-
ties had to be paid. And the common 
pool of profits paid for it. Today, a 
family member may be grievously 
unwell or you may be held up in traf-
fic or in an ICU and you may miss the 
tax deadline. There will be no one 
to do vakalat for you. You will pay 
penalty and the tax as well.

Are you ready?
Abhinav: If the answer was that 
easy, I would be telling you Shiv, not 
asking! 
YET he thought about Kedar, who 
was nearly closing a deal with a social 
media company that was offering a 
fortune for his Klipp site! No, he was 
not competing, not at all  — just over-
whelmed by the possibilities of today. 
Was his challenge in being able to 
slum it out without an MNC parent as 
Shiv was hinting or was it what Amol 
had said: If the older could see what 
the young could, then they would ruin 
it with their risk averseness. Whereas 
dreams needed risk ability.... 

Abhinav was worse now than he 
was earlier. He could not quit work 
like Robin and Kedar, to pursue a 
dream…. Was he destined to endure 
his stresses and frustration in a job 
that did not fulfill him anymore?  

casestudymeera@gmail.com 
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THE MONSTER  
OF CHOICE

Choice is a new phenomenon; some are  
getting used to it while others are appalled  

at what is happening

KAUSHIK GOPAL

ANY YEARS AGO 

— PERHAPS 20 — I  
heard someone in his 
late 30s then with two 
children of 8 and 5, in 
a conversation that 
when he was a 
child he had to make 

do with a single piece of chicken that 
was doled out to him. His kids, on the 
other hand, he said with pride, chose the 
pieces they wanted and liked. What a 
huge difference between generations! 
Yes, to be sure, kids worked hard and 

earned the right to be considered for a 
great job with the high-profile MNC, but 
at the end of the day, they were the ones 
chosen and remained as such, being 
expected to do what was given them to 
do. In the succeeding generation, choice 
begins to get stronger and while the 
best are still ‘chosen’ by the discerning 
organisations, there is the important 
difference that now the young are armed 
with what they like or don’t like, want or 
don’t want — in other words, choice. 
The core of culture in India is limited 

choice: in Hindu families, there are 
three critical choices that you are not 
supposed to make (more in the past 
than now, I hope): you don’t choose who 
you marry, who you eat with and what 
you study. So, choice is a relatively new 
phenomenon and some are getting used 
to it while others are appalled at what 
is happening. Corruption of society is 
often seen interchangeably with choice. 
Things may be changing, and fast!
Abhinav seems to be in a good space of 

self doubt. He needs to protect it and not 

kill it. If he can negotiate this and toler-
ate his feelings towards his own job, his 
boredom or lack of challenge, he can  
make choices that allow learning. 
Clearly, Abhinav is taken completely 

by surprise at the intensity of his own 
feelings. Mindsets can be such that there 
is no space for anything else: This is 
based on the thinking that says, ‘this is 
the way to be and nothing else is possible 
or exists.’ But that is a sign of the self-
limitation of the older generation: the 
calcification of experience, a psychologi-
cal atherosclerosis. Luckily for Abhinav, 
he is feeling pain and discomfort. Those 
are two vital ingredients for re-thinking, 
putting himself in a position of choice. 
Fear may very well get the better of him 
and he can run back to safety, back to the 
plateau of his own career and life. If, on 
the other hand, he allows his inner voice 
to be heard, he may explore alternatives. 
Fear would be the enemy of such explo-
ration: fear of death by starvation for his 
children, or at least homelessness or no 
proper education for them, no security, 
no appreciation by friends, neighbours 
and family: all will say ‘what a failure 
Abhinav has become’, what a shame! 
A second enemy is perceived duty: “The 

company has given me so much I am 
now indebted (bonded?) for life. How 
can I let them down (and then it be-
comes holy), I am not like the youngsters 
today who are completely self-serving!”  
A third enemy is the belief that change 
or salvation will come.  Many years ago 
a plane crashed in the dense Amazon 
forest. There were survivors, thanks to 
the dense tree cover. One group decided 

to remain and use all their remaining 
‘battery power’ to signal their location 
to rescue aircraft. All of them died.  The 
other group decided to move to locate 
the nearest source of water, believing 
that to remain would be fatal. They were 
right. The ones who moved, survived.
The plateau effect in life is not at all 

uncommon. Many of us master what we 
do and have learned our lessons. We are 
ready for the next adventure of learning. 
And if we view life as a space where we 
are meant to learn and grow, the stifling 
of our feelings, will only stop us from-
growing, progressively becoming more 
and more irrelevant. What if we let that 
feeling, that self-doubt rear its head? 
What if we could tolerate the ambiguity? 
The uncertainty? How would the world 
in India look? Or should we just force 
conformity? No change, no choice. 
One can also see MNCs falling prey to 

this kind of stuck-ness. Recently, I was 
working with a senior leader from a glo- 
bal telecom firm who said that he felt he 
was plateauing and he was looking for 
someone within his firm to help him 
explore other options, which would help 
increase his own capabilities so that 
he could see himself grow once again. 
A lot of us want that kind of change 
— growth, variety.  This organisation 
however, hadn’t reached there and his 
only choice, sooner or later, would be 
to leave. The need to learn and grow is 
unstoppable. Thankfully.    

M

The writer is based in  Singapore and looks after 
the coaching practice for the Center for Creative 

Leadership in the Asia Pacific region
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TIME TO 
BUNGEE JUMP

Acceptance transforms the mind, begins to remove  
fear and opens new possibilities

SUBHABRATA GHOSH

N 1964, BOB DYLAN WROTE A 

SONG JUST WHEN A NEW WAVE  

of change was disrupting not just 
the social and moral fabric but, 
more importantly, the structure of 
the mind conditioned by notions of 
stability, conformity and predict-
ability. The first verse of the com-

position is worth quoting: Come gather 
‘round people/ Wherever you roam/ And 
admit that the waters / Around you have 
grown/ And accept it that soon/ You’ll be 
drenched to the bone/ If your time to you 
/ Is worth savin’ / Then you better start 
swimmin’/Or you’ll sink like a stone / 
For the times they are a-changin’.
Abhinav Arya may not be alone. His 

feeling of inadequacy is in his mind — 
activated by the change in contexts and 
the mental dynamics of the new genera-
tion. The new world of technology is 
causing tectonic shifts in the business 
world, changing behaviour and mind-
sets. Qualifications and experience are 
being pushed back by new currencies of 
ideas, skill, innovation and enterprise. 
‘Think like the corporation’ is losing out 
to ‘think original’.  The challenges are  
driven by constant churn in technology, 
nimble but gigantic competitors with 
innovative products or a completely new 
value chain inspired by global sourcing 
and local marketing. So, it may no  
longer be a multinational but a Micro-
max winning the android battle. 
Knowledge is becoming outdated even 

before someone can write about it. Java 
and Python are as important as spoken 
languages; apps as important as prod-
ucts. The paradigm now is ‘possibility’, 

not predictability. Uber, Bigbasket, Flip-
kart, Paytm confound with their finan-
cial model; could Abhinav have thought 
of it and on such large scales? How can 
these companies have billions of dollars 
in valuations with huge losses? What 
kind of risk appetite and skills do you 
need to be a serial entrepreneur? What 
is the formula of success for, say, Sachin 
Bansal or Elon Musk? Or how can Apple 
earn a quarterly profit of $18 billion on 
the strength of just the iPhone 6? 
These are few of the many phenomena 

of the new world that inspire Kedar and 
Abhinav’s son, Robin. Abhinav’s dilem-
ma has more to do with his inability to 
deal with a new mindset that shapes the 
future differently. Abhinav’s mind was 
shaped by controls and scarcity, while 
the minds of Kedar and Robin are sha- 
ped by the abundant opportunities and 
challenges they are born into. The new 
generation is beginning to demonstrate 
the power of the mind unfettered by fear.
They have put Abhinav at the cross-

roads of: 1) The old world of conformity 
and certainty where time essentially 
stands still, where questioning status 
quo is anathema and following proto-
cols is the rule. He followed the formula 
for success and successfully navigated to 
earn a financially rewarding and stable 
life. 2) The world of innovation, enter-
prise and possibilities where people 
stake everything to take a chance. 
The rewards are there for everyone to 

see. Achievement is measured by the 
ability to translate ideas into enterprise. 
The new metrics of performance are 
not just profits but customers acquired 

or funding or market valuation. And 
the most telling metric: the time scale. 
Three to five years is a lifetime to Kedar. 
So, how do these conflicts get resolved?
Abhinav has allowed himself to be-

come victim of his barriers. Acceptance 
transforms the mind, begins to remove 
fear and opens new possibilities. Isn’t 
the barrier, between him and Kedar or 
Robin,  just fear? What is Abhinav really 
apprehensive about? The illusion that 
he can control the future? Or losing the 
stability and good life? The more he 
resists the more amplified will be the 
conflicts. What has he got to lose? The 
reward of success in the new world may 
be many times more! So, at the core of 
the conflict is it only fear, or is it inertia 
and mental laziness? Lao Tsu, the 
Chinese philosopher famously said, ‘A 
good traveller has no intention of arriv-
ing!’  Isn’t success like a journey? It stops 
when we arrive. Abhinav has arrived, 
and the younger generations are travel-
lers. Abhinav can resolve his dilemma by 
choosing to travel.
And that can begin by choosing to rein-

vent himself. When was the last time he 
invested in himself? 
Success is now achievement, not just 

good life. When he looks in the mirror 
and asks, ‘What did I achieve for myself,’ 
the answer cannot be a large salary 
and good life and nothing else. There 
is possibly more joy in holding his son’s 
hand and bungee jump into the world of 
opportunities. The rush is in the jump.  
Times are surely a-changin’!  

I

The writer is  CEO, Celsius100 Consulting
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BUILDING URBAN INDIA 
THE SMART WAY
The best minds in areas like urban planning, housing, transport 
and infrastructure debate the way forward   By BW Team

BW EVENTS       URBAN CONCLAVE
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‘Urbanisation’ and ‘Housing’ as its focus areas. The 2014 
Union budget speech by finance minister Arun Jaitley 
declared building of 100 ‘smart’ cities as its long-term 
goal; and an allocation of Rs 7,060 crore was announced 
for the planning and development process. Simultane-
ously, ‘Homes for All by 2022’ is now a target slogan.

To discuss these significant challenges, BW | Business-
world convened a conclave: ‘Building Urban India the 
Smart Way’, bringing the best minds in government and 
the private sector, as well as experts in planning, trans-
portation, housing and civic infrastructure on one plat-
form at New Delhi’s Hyatt Regency on 6 February. 

Better Urban Planning
In her inaugural address, Isher Judge Ahluwalia, chair-
man, board of governors, the Indian Council for Re-
search on International Economic Relations, said the 

WE ARE in the throes of an urban crisis. A McKinsey 
Global Institute study released in 2011 predicted that In-
dia’s population in cities will balloon from 340 million in 
2008 to 590 million by 2030. In other words, in another 
15 years, 40 per cent of India’s population will be resi-
dents of cities and towns. More importantly, India’s cities 
will generate 70 per cent of the jobs available by 2030. 
However, civic infrastructure is not keeping pace. Ac-
cording to the Ministry of Housing & Urban Poverty Al-
leviation, the shortage of homes in the country is 24.7 
million units; and the number of people living in slums 
account for nearly 25 per cent of urban India.

How do we meet the civic demands of such rapid and 
unplanned growth? How do we transport millions of 
people over these huge urban sprawls?

 Trying to meet the huge backlog of urban deficit and 
disarray, the Narendra Modi government has identified 

No Room
By  2030, there will be 590 
million staying in cities. 
Given the poor state of civic 
infrastructure, it will  be a tall 
order for the government 
to tackle the various 
problems facing our urban 
conglomerations

Photographs by Sanjay Sakaria
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promise of the new government to build 100 smart cities 
will require not only new technology but also drastic re-
forms in the political and institutional environment in 
which our cities function. The focus needs to be on con-
nectivity, integrated land use, transport planning and 
environmental sustainability.

Urban planning has always been in silos, but for smart 
cities we should open a new account, Ahluwalia said. For 
example, within the framework of master plans, there is 
a sanitation policy, an urban transport policy, and so on; 
but what is required is to bring these together and see 
how to make it all work within our federal framework. 

Drawing attention to her book ‘Transforming our Cit-
ies’, Ahluwalia said she had attempted to capture the 
success stories of the Jawaharlal Nehru National Urban 
Renewal Mission including town planning schemes in 
Gujarat, Nagpur’s work towards a 24x7 water supply sys-
tem, and Navi Mumbai’s efforts to treat wastewater for 
reuse. These smart but scattered initiatives need to be 
brought under one comprehensive plan. 

Housing For All
In the module ‘Housing for All By 2022’, vice-chairman 
of Delhi Development Authority (DDA), Balwinder Ku-
mar, said public bodies such as DDA need to intervene to 
provide the necessary push to affordable housing. DDA 

will bring in 62,000 homes in the ‘affordable’, under-Rs 
20 lakh category in the next few years, he revealed. 

P. K. Das, town planner and architect, giving the ex-
ample of Mumbai, said, in the guise of redevelopment 
schemes, builders were taking away slum lands to create 
a stock of upper and middle-class housing. “Adequate 
land reservation is a must in development plans. We 
should also declare slum-occupied lands as reservations 
for affordable housing without trading these for high 
cost development,” he said. 

Ashish Karamchandani, managing director (MD) of 
FSG Group, said it was a myth that affordable and low 
budget homes were not commercially viable. Pointing to 
at least a dozen developers in this category such as Vas-
tushodh Developers of Pune, he said there is a strong role 
the private sector can play in meeting the goal of ‘Housing 
for All’ and complementing government efforts. “There 
are 10 housing finance companies that have given over Rs 
2,500 crore in loans to informal sector customers to help 
buy homes. But the need is in millions and we need policy 
changes and government support to scale this,” he said. 

Rapid Transport Systems
In the panel discussion on: ‘Building Rapid Transport 
Networks’, Mangu Singh, MD of Delhi Metro Rail Corpo-
ration, said that the answer to the people’s travel woes was 

Connecting 
India 

Suresh Prabhu,  Union 
minister for railways, 
spoke on making the 

railways a more efficient 
and profitable carrier of 

people and goods
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to build efficient public transport systems. This does not 
mean only a rail metro. “It has to be a well-integrated mix 
of public transport,” he said. “Unfortunately, the availabil-
ity of easy finance and the prestige attached to owning a 
car in our country has led to a large number of cars on the 
road, which is adding to the congestion.”

Talking of the success of the Delhi Metro, Singh said a 
CRRI study that had looked at benefits like saving time, 
reducing greenhouse gas emissions, and improving 
safety and quality of life, had revealed that the return is 
as high as 23 per cent annually. This means the entire in-
vestment comes back to society in just 4.5 years. 

Sanjay Ubale, MD & CEO of Tata Realty and Infra-
structure, said that though Mumbai had an efficient rail 
network with a huge carrying capacity, people continue 
to use cars as the overcrowding and heat in the non-air-
conditioned railway rakes is a real deterrent. Shreya 
Gadepalli, regional director of the Institute for Trans-
portation and Development Policy, a think tank that is 
helping many cities improve public transportation, 

pointed out that though less than 5 per cent of the people 
use cars, these vehicles hogged more than 80 per cent of 
the road areas due to the lack of mass public transporta-
tion. Pitching bus rapid transport (BRT) systems as an 
alternative to expensive metro systems, Gadepalli gave 
the example of Ahmedabad’s BRTS called ‘Janmarg’. It 
started in 2009 on a 12.5 kilometre corridor, and has 
since expanded to provide fast, air-conditioned and effi-
cient services on an 88-km network today. 

Concluding the session, moderator of the session 
Preeti Singh quoted Enrique Penalosa, former Mayor of 
Bogota and the pioneer of BRT systems. “An advanced 
city is not one where even the poor use cars but rather, 
one where even the wealthy use public transport.”

Defining Smart Cities  
Defining smart cities as modern, efficient habitats sup-
ported by technology to make life smooth and hassle-
free, M. K. Singh, CEO of Delhi-based Umang Realtech, 
said as much as $1 trillion was estimated to be the cost of 

setting up the targeted 100 smart cities. In planning 
these cities, Ranjit Sabhiki, a town planner and architect 
who has worked on Delhi’s master plans, said, “Housing 
for the economically weaker section will form a major 
component of these new urban centres as 70-75 per cent 
of the population will consist of villagers who will need 
cheap rental accommodation.” 

Rajeev Talwar, executive director, DLF, came down 
heavily on the government for creating bottlenecks, and 
regulatory speed breakers. He pooh-poohed ‘affordable’ 
proposals for housing the poor as attempts to push these 
sections ‘down under’ instead of raising them to the level 
of the middle class. 

On the other hand, Ashok Bajpai, MD of international 
security firm GS4, said good governance in the coming 
smart cities must aim at cutting down on expensive but in-
efficient government staff. Giving the example of the west-
ern societies, Bajpai said: “GS4 as a private security firm 
today runs prisons and police operations in several world 
cities. There is no reason why we can’t replicate it in India.” 

In another session on financing smart cities 
and the new urbanisation programme, panelists 
pointed out that the government had no idea on 
how this would be raised and what would be the 
cost of funding these projects. Deloitte partner 
Arindam Guha had suggested a figure of Rs 6 
lakh crore or around $100 billion. Union minis-
ter for urban development K. Venkiah Naidu es-
timated the cost to be “lakhs of crores” and sug-
gested putting together a public-private 
partnership model which would be aided by via-
bility gap funding through involvement of local 
bodies and state governments. 

Pointing to this maze of imponderables, Sunil Ro-
hokale, MD & CEO of ASK Investment Holdings, said 
that the absence of concrete projects, and specific invest-
ment opportunities so far had failed to enthuse interna-
tional investors for the smart cities programme. Anshu-
man Magazine, CEO of realty broking house CBRE, said 
the legalisation of the Real Estate Investment Trusts 
(REITS), however, could bring in private capital into the 
property market and help kickstart city infrastructure 
projects. Investing in property through REITs will allow 
even small investors to buy property assets through own-
ership of REIT shares, he said. 

However, in the discussion that followed, it was 
pointed out by participants that REITs had been in the 
pipeline for over five to seven years, and there was still 
no sign on an enabling notification. Further, delegates 
were also critical of the government not defining or noti-
fying the ‘100 smart cities’ it had spoken about. 

The closing address was delivered by union minister 
for railways, Suresh Prabhu.  

“IT’S A MYTH THAT 
AFFORDABLE AND LOW 
BUDGET HOMES ARE NOT 
COMMERCIALLY VIABLE”
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THE WAY 
FORWARD 
The BW | Businessworld Urban 
Conclave saw experts present 
their views on issues such as 
transportation, housing, financial  
and regulatory frameworks 
confronting Indian cities. The event 
witnessed lively discussions and  
a free flow of ideas
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FROM LEFT: 1. M. K. Singh, chief 
executive officer and head, Umang 
Realtech; Ashok Bajpai, managing 
director, G4S India; Ranjit Sabhiki, 
eminent architect associated with 
Delhi Master Plan; Rajeev Talwar, 
group executive director, DLF  
2.  Sanjay G. Ubale, managing 
director and chief executive offic-
er, Tata Realty And Infrastructure 
Ltd; Mangu Singh, managing direc-
tor, Delhi Metro Rail Corporation; 
Preeti Singh, executive editor-Spe-
cial Projects, BW|Businessworld; 
Shreya Gadepalli, regional director, 
Institute for Transportation and 
Development Policy 3.  Gurbir 
Singh, senior associate editor, 
BW|Businessworld  4.  Ashok 
Bajpai, managing director,  
G4S India

3

4
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5. Sunil Rohokale, chief executive officer and managing director, ASK Investment 
Holdings with Gurbir Singh, and Anshuman Magazine, chairman and managing director, 
CB Richard Ellis 6.  Sunil Mantri, president, NAREDCO and chairman, Mantri Realty; 
Balwinder Kumar, vice chairman, Delhi Development Authority; K. Yatish Rajawat, senior 
journalist, member of Livable Habitat; Ashish Karamchandani, managing director, FSG;  
P. K. Das, founder, P.K. Das & Associates 7.  The key speaker Mangu Singh 8. Sandeep 
Kohli, investor & entrepreneur; Colin Gonsalves, founder, Human Rights Law Network; 
Rajesh Agrawal, joint secretary, Ministry of Skill Development, Entrepreneurship, Youth 
Affairs and Sports; Abhaya Agarwal, partner – Infrastructure practice, EY 9.  An 
engrossed audience
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THE CAPITAL  
STRIKES BACK

The Delhi elections are a telling case  
study on how mindspace is won and lost 

By Ramesh Jude 
Thomas

BLINDSIDE

HE RECENT DELHI ELECTIONS reminded me of some of the 
more famous last words in marketing history. My personal 
favourite is what Decca Records said while rejecting the 
Beatles in 1962: “ We don’t like their sound and guitar 
music is on its way out.” In August of 1968, BusinessWeek 
predicted the demise of the Japanese auto industry in the 
US as a fading experiment. 

Writing off the challenger is never the wisest battle strat-
egy. Even so, when these iconoclasts insist on staying in the 
game, the market bestows them with curious sobriquets like 
upstarts, wastrels or even anarchists. At a dinner in Delhi,  
someone actually suggested that this AAP victory would run 
Delhi to the ground.

Wally Olins, the legendary brand guru who recently left us, 
would say that great brands can come from anywhere, in all 
shapes and sizes. And one of the defining traits of legendary 
brands is their penchant for stubbornly challenging the envi-
ronment into which they were born. Classics like Ford, Elvis 
Presley, Volkswagen, and the reigning heartthrob Apple, all 
rewrote the rules of their businesses.

So do upstarts and anarchist brands like AAP have a use-
ful role in the evolution of markets?
l They make us question what we are used to getting from 

incumbent players (tall promises) 
l They remind us that nothing need be a pipe dream (67 

out of 70 seats)
l They demonstrate that you can’t write off contrarian 

thinking( include your voters in developing the agenda) 
The Delhi election was as sharp a lesson in marketing 

myopia as any.  With large media budgets, hefty value 
propositions, sharp posturing, some desperate sales pro-
motions and not least of all, large-scale and ugly compe-

tition bashing, all made for a telling case study on how 
mindspace is won and lost.

What sometimes gets lost in the din is the defining ways 
in which markets themselves undergo a  dramatic change 
under such an onslaught. Not all for the bad though. 

Even our most cynical political commentators will 
admit that the great marketplace of Indian democracy 
experienced this change in no small measure since 2014. 
Undoubtedly, the dominating presence in this battle for 
the ballot was the 56” Modi. But was he the most definitive 
purveyor of change? I’m not entirely sure he did anything 
earth shattering. He just plastered an ageing brand to the 
wall and then proceeded to pummel it into submission. 
And with good reason. It was a sitting duck. When people 
were asking for the latest update on Tuesday’s counting, 
no one even enquired about the Congress tally. In the end 
there was nothing to tally. 

If anyone attempted to rewrite the rules of this great 
game it was Mr Kejriwal. Is he a future prime minister? 
Very doubtful. Are the bookies backing him to replicate 
Delhi elsewhere? Can’t say. Has he covered himself in glory 
on the stumps. Nah.  

But think of a struggling Apple in the 90s or the ridiculed 
Toyota in the 70s. Virgin was bullied and browbeaten in its 
formative years. But they all had one thing in common: they 
questioned the rules and stuck to their answers. And then, 
with time, they  forced the incumbents big and small to re-
think their strategies. Now every phone wants to look like an 
Apple when it grows up. Toyota is the only Asian brand in the 
top 10 of the brand league table. And Virgin, well is Virgin.

Love him or loathe him, no political party or voter can 
ignore Mr Kejriwal . He has a sharp point of view, often 
put very bluntly. He asks the most difficult questions about 
product delivery and after sales. And the competition is 
often in denial.

One final thought. Markets tend to overcompensate for 
the early doubts they have with challenger brands. Both 
Tim Cook and Arvind Kejriwal are still wondering about 
the margins.  

T

The author is president and CKO, EQUiTOR Value Advisory 
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AFTER HOURS      LIFESTYLE

ROMAN 
DELIGHT

Michelin-star restaurant 
Imago in Rome not only 

combines great views with 
great cuisine but also offers a 
six-course vegetarian taster's 

menu By Smita Tripathi

C 
ONFESSION: I AM 
neither a foodie 
nor a food critic. 
I do of course, 
love a good meal. 

But my ability to critique 
food is restricted to what 
I have gleaned from 
Masterchef. Frankly, my 
nightly tryst with George, 
Gary and Matt — the 
judges of Masterchef 
Australia — has taught 
me a lot more about sous 
vide, spherification or the 
uses of liquid nitrogen in 
the kitchen than I need to 
know. Truth be told, all I 
care about is lip smack-
ing fare which tingles my 
taste buds, engages all 
other senses and leaves 
me sated and satisfied 
but craving for more. I 
have no compunctions 

in leaving the important 
questions — whether a 
dish is technically correct, 
has the right balance of 
ingredients, or is authen-
tic enough — purely to the 
experts as long as I savour 
the food.

However, I’ve inter-
acted with enough chefs 
to know that cooking is an 
art where the chef com-
bines various ingredients 
on his palette to satisfy 
our palate. And like all 
artists, he craves recogni-
tion. The biggest of them 
being the Michelin star. 

In Lasse Hallstrom’s 
2014 release The Hundred 
Foot Journey,  Charlotte 
Le Bon’s character says 
that for chefs the Michelin 
Guide is their Bible and 
the stars their gods. Food 

MASTERCHEF: 
Chef Francesco 
Apreda cooks  
traditional Italian 
fare with a touch 
of the Orient
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rant and two two-starred 
restaurants — that offer 
creative interpretations of 
international, Mediterra-
nean and traditional Ital-
ian cuisine, leaving diners 
spoilt for choice. Except, if 
you are vegetarian.

There is almost a 
dichotomy between a 
vegetarian meal and fine 
dining in Europe. While, 
in India almost 50 per 
cent of a menu at any res-
taurant caters to people 
who don’t eat meat, chefs 
abroad are still struggling 
with the concept. If you 
reply in the negative to 
meat, chicken and fish, 
you are most likely to end 
up with a plateful of peas 
and mashed potatoes, 
garnished with looks of 
sympathy and disbelief.

ETERNAL VIEWS: 
Imago's large picture 
windows have the 
stunning architech-
ture of the 
Renaissance and 
modern Rome on 
view

like to flock to it to see 
what the fuss is all about.

There are no Michelin-
star restaurants in India. 
It’s not because India 
doesn’t have excellent 

experts are now divided 
on whether the Michelin 
stars should be given that 
much importance, argu-
ing that there are several 
top-notch restaurants not 
discovered by the guide. 
However, you can’t deny 
that if a restaurant has 
received a Michelin star, 
it has arrived. And even 
non-foodies like me would 

restaurants. It’s simply 
because the Michelin 
guide, hasn’t explored 
India as yet. So if you want 
to experience Michelin-
star hospitality, you’ve to 
fly abroad.

And so it was that on 
a recent visit to Rome, 
I decided to experience 
first-hand what the Mi-
chelin fuss was all about. 
To be honest, you have to 
be really unlucky to not 
get a great meal in Rome. 
Whether it is at a casual 
trattoria or an upscale es-
tablishment, it’s almost as 
if all Roman roads lead to 
great gastronomical expe-
riences. Nonetheless, the 
city boasts of a stagger-
ing 16 Michelin-starred 
restaurants — including 
one three-starred restau-

FOOD FOR THE SENSES: 
Francesco Apreda's food 
not only tingles your taste 
buds, but also engages all 
other senses 
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 smitatripathi@gmail.com 
For more lifestyle stories, visit 

www.businessworld.in

Things are undoubt-
edly, better in Italy — the 
land of pizza and pasta. 
But honestly, there are 
only so many Margherita 
pizzas and plates of penne 
Arrabbiata — the two 
most commonly available 
vegetarian dishes — that 
one can eat. 

So imagine my sheer joy 
when I discovered that the 
Imago, a restaurant that 
received a Michelin star in 

2008 had a completely veg-
etarian six-course taster’s 
menu. Finally, I could eat 
while dining in style.

 
Fine Dining And The 
Eternal City 
The online reviews whet-
ted our appetites further. 
Rome is full of restau-
rants with great cuisine 
and great views but few 
combine it as effectively 
as the Imago, they said. As 
we stood atop the Spanish 
Steps, and looked around 
before entering the Hotel 
Hassler which houses 
the restaurant, we knew 

tables. Imago’s walls 
don’t have art. Rather, its 
huge windows have the 
stunning architecture of 
Renaissance and modern 
Rome on view. 

So captivated were we 
with the view that we 
reckoned it would take 
some incredible cook-
ing to overshadow it 
and Francesco Apreda, 
Imago’s head chef, did 
just that. Not only was 
the food remarkable the 
service was warm and 
friendly.

Apreda has an Indian 
connection. He is a con-
sultant with the Italian 
restaurant Travertino at 
The Oberoi, New Delhi 
and with Vetro at The 
Oberoi, Mumbai and vis-
its India often. I had met 
him in Delhi on one such 
visit and he had described 
his cooking as traditional 
Italian but with influences 
of the Orient. 

Apreda worked for 
several years at the Italian 
restaurant Cicerone at 
Tokyo’s Imperial Hotel 
and loves adding Japanese 
touches to his creations. 
And so as part of the 
vegetarian tasters menu, I 
was served cream of onion 
and mushroom soup with 
red miso and goat cheese. 
My husband, a die-hard 
non vegetarian, especially 
enjoyed the sake-glazed 
black cod with purple 
baby vegetables — Apre-
da’s signature dish.

Apreda’s visits to India 
and extensive travels all 
over South East Asia are 
also reflected in his cook-
ing. So on the menu is duck 

breast tandoori-style with 
pak choi and dried apri-
cots; pasta and potatoes 
with king crab and Indian 
curry; and Sfogliatela “Sa-
mosa style” with red fruit 
and green tea. 

The vegetarian menu 
includes dishes such as 
seaweed and chicory-
heart salad, with tzaziki 
and red turnip; potato 
and Ragusano cheese pas-
ta with baby artichokes 
and peppers; a cheese 
and pepper spaghetti 
with celery and lime dust; 
honey breaded fried eggs 
with saffron, cabbage and 
potatoes and for dessert 
a pumpkin and almond 
caprese with a cardamom 
and orange compote. 

Needless to say, by the 
end of the 2-hour meal, I 
was one happy customer 
while my husband sat 
across the table having 
enjoyed an equally satisfy-
ing meal.

Apreda enjoys interact-
ing with his guests and 
moves freely amongst 
them. As he came over to 
our table, I couldn’t help 
but thank him for a lovely 
meal and discuss the 
plight of the vegetarians 
with him.

He nodded under-
standingly and smiled, 
“My wife’s vegetarian so 
I know exactly what you 
mean.” No doubt, she is 
the inspiration for the veg-
etarian menu I relished. 

Thank you Mrs  
Apreda.  

that the reviewers were 
definitely right about the 
views.

But when we got off 
the elevator on the sixth 
floor we still weren’t 
prepared for the view. The 
panoramic vistas of the 
Eternal City with various 
cupolas and monuments 
dotted the horizon and 
filled each one of the 
wraparound windows like 
a larger than life painting 

and knocked our breaths 
away.

The restaurant very 
intelligently plays to its 
strengths and is mini-
malist in its decor with 
mirrors and mood light-
ing setting a romantic 
ambience. Soft music 
plays in the background 
while dimmed lights 
reflect off the mirrored-

AFTER HOURS      LIFESTYLE

TOUCH OF THE ORIENT: 
Sake-glazed black cod with 
purple baby vegetables, one 
of Imago's signature dishes



gnit raya  2015,  the  annual , Acultural, management and sports 
fest of IIM Kashipur was held on 

23-26th of January, 2015. The event saw a 
p a r t i c i p a t i o n  f r o m  o v e r  2 0 0 0 
management students across premier B-
Schools of the country. From showcasing 
their talents at cultural events to testing 
their mettle on the �eld to applying their 
minds at one of the toughest real world 
case studies, the students showed 
exemplary performance. The colors at the 
campus were abound, with red, green 
and blue as the theme for Agnitraya and 
the tricolor as the theme for Marathon. To 
ensure an enriching experience, there 
was a pro-nite featuring Fariyaad Fusion 
from Roorkee, and Sunburn Campus. 
Another mesmerizing performance was 
that given by Pt. Salil Bhatt ,inventor of 
the Indian slide guitar organized ny the 
SPIC MACAY chapter of IIM Kashipur. 
Agnitraya witnessed various informal 
events and gave the students a break 
from their rigorous schedule. 

Kashipur Marathon 2015:
On the auspicious occasion of the 66th 
Republic Day of our beloved nation, the 
s t u d e n t s  o f  I n d i a n  I n s t i t u t e  o f 
Management, Kashipur organised the 
3rd edition of the Kashipur Marathon. 
Like the previous editions the organizers 
spread the message of safety and dignity 
of Women via the event. The 2015 edition 
saw a participation of almost 1500 
participants from all over the town and 
other close regions.  Smt. .  R idhim 
Aggarwal, Commandant, Uttarakhand 
Police along with Prof. Gautam Sinha, 
Director, IIM Kashipur, �agged o� the 
race. The Chief sponsors for the event 
were State Bank of India and IIM Kashipur. 

IIM KASHIPURAGNITRAYA 2015

SPONSORS
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HOW NOT  
TO FALL ILL

A strong immune system requires one to  
eat right, sleep well, exercise and de-stress

By Rachna Chhachhi

BEING HEALTHY

HERE IS GROWING evidence that those who have survived 
deadly viruses like Ebola and H1N1 have done so because 
their immunity was stronger than those who succumbed. 
A good immune system helps us fight against frequent sea-
sonal flus, coughs and colds, and builds the foundation for 
healthy cells to kill or outnumber cancer cells. Those with low 
immunity are prone to diseases, including cancer. Unfortu-
nately, there isn’t a shortcut to building immunity and it takes 
3-4 months of continuous effort for the results to manifest 
in terms of higher energy levels, less frequent allergies and 
viral attacks. So start now with these:

Top Immunity Boosters
l  Go raw.  3-4 servings of fruits and vegetables each day re-
duces the risk of diseases by 30-40 per cent. Juice them (don’t 
strain) and drink within 10 minutes of juicing. This produces 
live enzymes that fight cancer cells and increase immunity 
l  Include the super foods. Green tea, raw garlic, turmeric, 
broccoli, apples and water. These top my list of best-perform-
ing foods for building immunity
l  Include good fats. Oily fish, nuts, seeds, extra virgin raw 
olive oil drizzled over salads, mustard oil for regular cooking. 
They calm the brain, flush out bad fats
l  Move it. 30-45 minutes a day, four days a week. It improves 
immunity. Over working out or under working out lowers it. 
Exercise releases endorphins and kills rogue cells 
l  Zzzz. 8-9 hours of sleep is essential for the body to repair 
and rejuvenate. Compromising on this means compromising 
on heart health
l  Go preventive. Listen to your body and learn from your 
family history. Go on a preventive diet for what your parents, 
grandparents have/had. It will save you from the high cost of 

surgery, and may be, your life
l  Take a pill. Stress, pollution, pesticides, less sleep — all 
strip our body of nutrients. Pop a multi-vitamin pill post-
breakfast to up the nutrient balance. Combine this with 
higher doses of Vitamin E, C and zinc
l  Make ‘me’ time. Winding down doesn’t just mean partying 
or watching TV. You need to reconnect with yourself. Go for 
a walk, listen to music, sit and watch the waves, meditate. 
These activities calm the mind and help nutrient absorption 
l  Have regular sex. Sex releases happy hormones that boost 
immunity; it also burns calories and keeps hormonal cycles 
in order. Sticking to one partner and using sex as an expres-
sion of love strengthens the bond 
l  Practice stress-reduction techniques. Pranayam breathing 
oxygenates the body, releases toxins and in an oxygenated 
body, cancer cells cannot survive. You can start under the 
supervision of an expert

Question Of The Fortnight
Send in your questions to askrachnachhachhi@gmail.com
I read about the side-effects of nutritional supplements and want 
to get my nutrition through food. How can I do that?  

— Abhinav Kumar,  43 years

Dear Abhinav,
When you live in a big city and have a stressful job, you are 
encountering anti-nutrients via pollution, stress, chemi-
cals, and lack of sleep. Nutritional supplements under the 
supervision of an expert and from a credible company can 
only promise boosted immunity, nothing else. They are 
supplementing what you cannot get from your diet. To get 
nutrients from food, ensure you get a snack of fruits and 
nuts daily. Include a salad with both lunch and dinner. Get 8 
hours of sleep for better absorption of nutrients. And take a 
good quality multi-vitamin pill after a breakfast of complex 
carbohydrates and proteins. If you are facing health issues, 
consult your doctor and nutritionist separately. 

T

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

professionals. Order your copy from amazon.in
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AFTER HOURS      APPS

ALWAYS CHANGING
LEARN SOMETHING EACH 

time you unlock your An-
droid phone by using Locket, 
a free app. This turns your 
screen into a content slide-
show. Beautiful and high 
quality pictures bring your 

screen alive. The pictures are mostly from articles 
and you can use the slider to access them, even 
saving for later reading. Swiping in the other direc-
tion lets you flip through more images and stories. 
Beats having to look at a static screen all the time. 
But it's also distracting as you forget what you were  
unlocking your phone for.

PICTURESQUE LOCK SCREEN
RECENTLY, USING THE Yureka phone, I got rid of the 
lock screen altogether. Actually the lock screen 
has been a prime property on phones, just the 
place to beautify and put notifications and more. 
So would you believe that one of the prettiest lock 
screen apps for Android comes from Microsoft. 
Picturesque lock screen, made at the Microsoft 

Garage  where experimental projects happen, is free and you can acti-
vate it just with a few taps.  

First of all, it's picturesque because you can get pretty pictures just by 
shaking the phone. Should you take a fancy to one of these images you 
can just opt to save it as a wallpaper. Or else just settle for variety and 
enjoy different images.

When you swipe up from the lock screen to unlock you find a number 
of icons to favourite apps. You can choose the ones you want and assign 
them to different categories like Work or Home or On the go.

Swipe the next screen, a newsfeed, and you can select some news 
topics, including Indian news. There's also a calendar and, in fact, it's a 
Hindu calendar. Weather notifications, your meetings, and some short-
cuts to settingsare also to be found on one of the lock screen screens — 
since there are several.

But there are some annoyances with this pretty lock screen app. 
You can no longer lock down your screen, and you have an extra swipe 
to execute. Also, when you add the multiple lock screens to the home 
screens, it's just too many screens! But try it for a laugh.  A more profes-
sionally oriented version of the Microsoft lock screen app for Android is 
Next Lock Screen, which lets you join a conference call straight from the 
lock screen with just a swipe.

HAVE TILES,WILL ARTIFY
MICROSOFT HASN'T FORGOT-

en its own phones. For Lu-
mias on Windows 8.1, there's 
a tile art app which can make 
the lock screen look vibrant 
and stylish. You can use it to 
put images into the grid of 

tiles with a parralax effect. The screen is shareable. 
In fact, there's a big contest currently on with art 
work based on this app. 

WAKE 
UP YOUR 
LOCK 
SCREEN
There is so much more you can 
do with your lock screen with 
our selection of apps

By Mala Bhargava

Illustration by Champak Bhattacharjee
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AFTER HOURS      GADGETS   & GIZMOS

ROUND  
AND SMART

The Moto 360 is stylish and cool but expensive 
and not quite a must-have  By Mala Bhargava

W 
HEN THE MOTO 
360 appeared 
on the world 
wearable stage 
over a year 

ago, it was deemed the 
most beautiful smart-
watch possible. Of course, 
there weren’t very many 
smartwatches around. 
But those that were there 
tended to be square and 
clunky, designed almost 
forgetting what watches 
originally looked like. The 
Moto 360 took the smart-
watch back to its roots by 
coming up with a device 
that was round and really 
looked like the watches 
we once loved. The 360 
only started selling a few 
months ago, slipping 
quietly on to Flipkart for 
Rs 17,999.  The Moto 360 
runs Android Wear, and 

options or use the com-
panion app on your phone 
to do so. It’s quite com-
fortable to wear, though 
often I was worried about 
hitting its face against 
something and ending up 
scratching it.

The Moto 360 is all 
Google centric. Well, all 
Android Wear is but this 
watch was actually made 
when Motorola was with 
Google. Google Now and 
other Google services are 
up-front and very useful 
if you’re using them to 
the hilt. Time to leave for 
your flight, notification 
on fresh mail, a map to 
navigate to someplace — 
it’s all about context on 
your wrist. But in the end 
it still is a companion to 
a companion as it works 
with your phone.  

Rs 
17,999

in fact was the champion 
of this operating system 
variant for wearable de-
vices from Google.

I recently spent a few 
weeks with the Moto 360. 
Though it’s a big watch 
and covers the width of 
my small wrist, to my 
surprise it still looked very 
cool and I found myself 
enjoying wearing it, for 
the most part. I had the 
one with the leather strap, 
so it didn’t look half bad 
on both men and women. 
The screen on the Moto 
360 is nice and bright, 
even in outdoor light. It 
isn’t the sharpest possible, 
but adequate to read even 
small text. You can change 
the watch faces from a 
nice selection supplied. 
You can just hold down on 
the watch and flip through 
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It's expensive: For something 
that isn’t essential, it is too 
expensive. Sure, you pay for 
innovation, but in a price-sen-
sitive market like India, it’s 
unlikely to be widely adopted 
unless the price changes.

Many conveniences: There 
are plenty of apps that can 
make life easier. Say, you can 
use an app to punch in and 
punch out of work, to log your 
hours. Voice-command it to 
start a timer or set an alarm.

Needs better battery: We're 
used to charging  phones 
overnight, but not watches. 
The 360’s battery can run out 
during the day, depending 
on usage. However, it does 
charge fast.

It’s undeniably,cool: You 
cannot underestimate the fact 
that the Moto 360 makes a 
statement about the wearer 
being cool and stylish. It is 
high-tech fashion. 

 Android Wear still raw: It is 
the first iteration of the OS 
for wearables. It’s sometimes 
choppy,  unintuitive, and 
doesn’t have limitless opti-
mised apps.

Keeping pace: If you’re 
interested in technology, con-
nected fitness and wearables 
in general, the 360 is a good 
watch to invest in. It works on 
any newish Android phone and 
gets along with fitness apps. 

The circle is clipped: It’s not 
quite 360 on the inside of the 
360. To avoid using a big bezel 
the watch has a partial bar at 
the bottom which stays blank 
much of the time. This is an 
annoyance to many.

It’s like the old watch: For 
those who are used to wearing 
watches and haven’t got out 
of the habit, the Moto 360 is a 
great way to move on with the 
times without breaking the 
habit. 

No killer app:  There are many 
convenient features but unless 
it is customised for a particular 
job, it isn’t really a must-have. 
If being active is important to 
you then may be counting steps 
would become a killer app.

5Attractions and Annoyances

+ -You needn't reach for your 
phone: The Moto 360 buzzes 
subtly on your wrist and you 
can  take a glance at notifica-
tions and decide whether you 
need your phone at that time.
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PUSHING IT TO
THE EDGE
Samsung takes its 
bendable screen tech 
and puts it to clever 
use on the Note Edge, 
making it smart and 
beautiful  
By Mala Bhargava

T 
HE NOTE LINE IS 
where Samsung 
typically puts all its 
innovations. As if 

the Note 4 weren’t already 
packed with power and 
features, the Note Edge 
has all that and a beauti-
ful side-strip of screen, 
bending and spilling over 
the right edge. If the left-
handed among you are 
rolling your eyes, you can 
stop, because if you turn 
the phone upside down, 
you can use the strip on the 
left. True, you may be dis-
oriented with the buttons 
being flipped everywhere, 
but that’s the best that can 
be done, until a phone with 
two roll-off screens comes 
along — and it’s rumoured 
to be in the works.  

To begin with, the screen 
strip on the edge of the 
Edge is beautiful. In one 
fell swoop, any criticisms 
on Samsung’s design with 
phones is shot to pieces. 
Anyone who notices this 
gadget in your hand is 
riveted and immediately 
wants to know all about 

it. There’s a lot of market-
ing going on around this 
device, but you have to see 
it for real to get a sense of 
what it looks like.

The extra screen isn’t 
just a gimmick either. 
Samsung has put in some 
effort to make it useful and 
although it still needs app 
developers to factor in the 
edge, it’s obviously a pretty 
good idea. Right now, you 
can use the edge to show 
notifications, includ-
ing system activities like 
downloads or updates. You 
can put your most-used 
apps there so that you can 
get to them quickly. You 
can use the ruler tool that’s 
specially made for the 
edge screen. Samsung has 
a number of screen apps 
available for download, but 
the idea is really for it to be 
context-sensitive and work 
with different apps to put 

useful stuff on the side and 
leave the screen free for the 
main task you’re doing. For 
instance, if you use the S-
Note app, all the tools will 
shift to the edge screen. 
The same will happen with 
the camera — the shut-
ter button and settings, 
modes, etc., will go to the 
edge. If you’re listening to 
an app like TuneIn Radio. 
The edge will show the 
title of the programme or 
channel and you’ll even 
be able to use the Play and 
Stop buttons from there. 
A creative use of the edge 
is demonstrated with 
Samsung’s Flipboard app 
in which you select the 
categories you want to see 
content from. With this 
app, the edge screen turns 
into a set of colourful tabs 
to switch categories with a 
single tap. If you have Twit-
ter installed, you can see 

trending topics scrolling 
online and you tap a trend 
to go directly to it. Another 
useful strip is the night 
clock which can sit quietly 
by your bedside. For the 
night clock, the strip stays 
on through the night.

In all other aspects, 
the Note Edge is like the 
regular Note 4. I didn’t find 
any noticeable difference 
in battery consumption 
because of the extra screen.

The Note Edge is 
however, a fairly expensive 
device. But then so are 
many others and this has a 
visible innovation to it. The 
Edge costs Rs 64,499 while 
the regular Note 4 is Rs 
54,000. It isn’t necessary to 
upgrade from the Note 4 to 
the Edge, unless of course, 
you have the money to 
spare or if you can sell the 
Note 4. While the Edge’s 
screen is fun to have and 
use, it isn’t critical — yet. As 
it is developed further and 
uses are added, it may well 
become irresistible.

AFTER HOURS      GADGETS   & GIZMOS

mala.bhargava@gmail.com

Rs 
64,499
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TECH ON  
THE TABLE

They’ve taken their time, but restaurants are now beginning 
to take customer experience up a notch with technology 

By Mala Bhargava

THAT’S IT

S I SAT MYSELF DOWN AT A TABLE IN A COSY CORNER OF THE 

Citrus coffee shop at the Lemon Tree hotel in New Delhi, I 
was startled at a voice from somewhere saying Welcome. 
Looking around wildly, I realised the voice had come from a 
spaceship-like gizmo sitting in the centre of the table. Had 
the little UFO sensed our presence? Not quite. It was a waiter 
who pressed a button in an app on his phone, triggering it off. 
It’s time restaurants went beyond an aging PC and cranky 
old printer that wakes up reluctantly at billing time. With 
customer expectations having skyrocketed, restaurants have 
little choice but to aim at diner delight — and what better to 
come to their aid than technology. 

The Lemon Tree gizmo is, in fact, a connected speaker 
with a bunch of buttons. The speaker will do things like an-
nounce the start of Happy Hours or say thank you or prompt 
you to order something. Or even sing Happy Birthday. 

The table gizmo ensures that diners no longer have to wait 
to catch a waiter’s eye. It helps staff too as they can rely on a 
buzz on their phones to get to a table. The app accompanying 
the device also talks to the kitchen where orders are managed 
and the readiness of a dish is signaled to waiters. Efficiency 
increases all around and diners are tickled pink. 

Remember the restaurant tablet fad? Waiters would take 
orders or even equip each table with a tablet, letting diners 
browse through menus and do their own ordering. Today, 
mere tablets aren’t enough. It’s about crafting the experience. 
And that can even be achieved with simple implementations 
of technology. Bikanervala uses an extremely simple tool 
that suits this large sprawling busy fast food restaurant. It’s 
a tiny Bluetooth device given to a guest as soon as he or she 
visits the counter and places an order. The minute the order 
is ready, the Bluetooth device beeps. In an earlier era, you had 

to keep your ears peeled while the chap at the counter yelled 
out your number.

At the other end of the spectrum, at one of its Bangalore 
outlets, Cafe Coffee Day is experimenting with a table that 
is a tablet; guests can see menus, order, and play games until 
the food and coffee arrive. The problem is that it would cost 
the earth to populate hundreds of Café Coffee Days with such 
tables. They would also be prone to damage. 

For a smarter table, you’ll have to travel to London’s Soho 
district. There, a restaurant, Inamo, has figured out tech on 
the table. Here, the tables have projectors on the top, turn-
ing the table’s surface into pure magic as it comes alive with 
a virtual tablecloth. You have a menu and plates and as you 
interact with a touchpad, the picture of what you’re selecting 
is projected onto your plate. The same goes for drinks and 
appetizers. Short of being able to taste the order, the guest is 
put through a unique experience.  

And where are the waiters? Inevitably, a restaurant like 
Imano will need less serving staff, cutting costs but also 
reducing the jobs available. Several restaurants have all but 
done away with waiters. Baggers in Nuremberg uses a roller-
coaster of pipes to send food spiraling down to diners. Only 
when dishes get stuck on the way does human intervention 
become necessary.  A Sushi restaurant in Japan sends food 
off on a conveyer belt. Restaurants are able to use tech like 
this to cut costs and charge more for the sheer novelty. 

Inevitably, there’s a downside to that tasty tech. Not ev-
eryone is comfortable with technology. Nor does everyone 
want to play games. While it can keep kids busy and happy, 
many adults will wonder whatever happened to good old 
conversation. From the diners’ point of view, spending over-
all becomes more, especially as enticing photos come up just 
in time to cash in on an impulse order. A serious cost will be 
the constant need to upgrade technology that changes at 
breakneck speed. 

With technology in restaurants being inevitable though, 
one can but wonder whether there will be any places left with 
an old world charm and a human smile to greet you. 

A

mala@pobox.com,                @malabhargava
For other columns by Mala Bhargava, visit www.businessworld.in
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S
TARTING A NEW 
BUSINESS IS 
always difficult. 
Coming with a 
new idea, build-

ing the product, putting 
together the team, getting 
the first customer, creat-
ing a sustainable business 
and scaling it up require 
several skills. Over and 
above, the leadership of 
the entrepreneur or the 
founders is the most im-
portant factor in creating 
a successful enterprise, 
according to Derek Lidow. 
The leadership capabilities 
required at each stage are 
different. Learning from 
the experiences of others 
is one of the ways to avoid 
any mistakes.  Leader-
ship can be learned. Some 
people are natural leaders, 
but most develop the skills 
when pushed into leader-
ship positions or when it is 
necessary to take on new 
responsibilities. Starting 
an enterprise is one such 
occasion when the founder 
must develop leadership 
skills and provide leader-
ship to the entire team. 
Along with the idea for the 
enterprise, the entrepre-
neur has to introspect and 
create a leadership model 
for herself that will apply to 
the enterprise. 
Lidow, through this 

book, takes us through the 

various stages of building 
an enterprise and how 
founders can adopt skills 
required at each stage: (1) 
From idea to real custo- 
mer; (2) from real customer 
to functioning enterprise; 
(3) from functionality to 
effectiveness and; (4) from 
effectiveness to self-sustai- 
nability. It is important to 
see the startup journey thr- 
ough these stages as these 
milestones are similar to 
how a venture fund would 
view the stages of a startup 

enterprise. Going from one 
stage to the next is a great 
achievement and one that 
should be celebrated. A 
reader can read the book 
just in time when the skills 
are needed — just before 
you enter the next stage. 
From this foundation, the 

book then goes on to de-
scribe the leadership skills 
required in detail. The 
chapters following address 
issues such as building 
relationship, motivating 
others, leading change and 
creating a personal leader-
ship strategy. Each chapter 
has several examples of 
why these skills are impor-
tant, where and at which 
stage these skills are essen-
tial and how other leaders 
have developed these skills. 
In the chapter on creat-
ing a personal leadership 
strategy, Lidow explains on 
how to create an inventory 
of personal traits, how to 
assess skills and how to 

develop the leadership 
strategy so that you can 
achieve your goals. Listing 
out the skills, assessing 
them and developing them 
ensure that it is possible to 
develop the necessary lead-
ership skills and will help 
an entrepreneur to succeed 
in building the enterprise. 
The second part of the 

book focuses on how to 
apply the skills in real 
life situations and avoid 
common mistakes that 
cause entrepreneurs to fail. 
There are some notes at the 
end which explain either 
a concept, a case or a term 
that is used in the book. 
Though limited, these help 
to clarify the text and the 
intent of the author. Learn-
ing from others experience 
makes the book more prac-
tical and one can relate to 
the situations better. 

SKILL UP 
STAGE-WISE

STARTUP LEADERSHIP: 
How Savvy Entrepreneurs 
Turn Their Ideas Into  
Successful Enterprises 
By Derek Lidow WILEY 

Pages: 272  
Price: Rs 599

LEAD 
REVIEW

Gopalakrishnan is  
Co-founder, Infosys 
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Market Wisdom

W
ITH BOTH BILL GATES 

AND WARREN BUF-

fett swearing by 
the book, there isn’t a great 
deal that can go wrong in 
selecting this book. John 
Brooks originally pub-
lished these business sto-
ries in the New Yorker, so 
it goes without saying that 
they must be well written. 
The author draws you into 
each of his stories in a lucid 
yet intriguing manner 
while leaving you craving 
for more. 

The book has broadly 
been split into 12 sub-
texts with each selection 
completely distinct from 
its precedent. One will 
appreciate how the writer 
includes personal quips 
and insights over the 
intimate relationships his 
subjects share with their 
colleagues and families; 
this gives us another scope 
into the esoteric affiliations 
his objects share.

The lion’s share of the 
stories here play out in the 
1960s but the values and 
morals portrayed there-
upon still hold good to the 
present day. 

The book begins with 
the author construing the 
mini crash of 1962 followed 
by a fascinating story of 
the Ford Edsel, an anec-
dote which gives you an 
opulent diagnosis of how a 
company that had every-
thing going for it can affect 

the biggest mistake of all 
by not timing the market 
fittingly. The feature on 
Federal taxes takes you 
through a brief engag-
ing history of how these 
taxes have evolved over the 
century forgotten; this is 
supervened by a gripping 
tale of insider trading, 
which explains how the 
security commission and 
insider trading norms have 
evolved and the events 
hitherto that have caused 
the advancements in these 
policies.

Goodrich v. Wohlge-
muth, trial of the decade, 
which deliberated if the law 

BUSINESS  
ADVENTURES: Twelve 
Classic Tales from the 
World of Wall Street
John Brooks HACHETTE
Pages 459; Price: Rs 399

can formally punish some-
one for revealing secrets 
even if no evidence exists 
if the person in question 
intended to do so. The suit 
that held that one can com-
mit insider trading even 
 after the data is made 
public.

I recommend this book 
for its brilliant story tell-
ing ability, for its focus on 
people and associations 
and more importantly for 
bringing out the drama in 
Wall Street scandals.  

Kamath is Director,  
Zerodha, a  Bangalore-based 
financial services company

Executive Coaching 101

I 
N INDIA, ORGANISATIONS, ESPECIALLY 

FAMILY-RUN BUSINESSES almost 
always had a mentor or a guru who 

would give friendly advice on how to 
run the company or intervened when 
there was trouble. In the modern 
world, these friendly voices have gone 
professional and now coach com-
pany heads on issues such as leader-
ship transition, or act as a sounding 
board to resolve any unrest among 
the senior level executives, and more 
importantly help discover potential 

within the company. As opposed to 
consulting, coaching also involves 
a psychological aspect. Sraban 
Mukherjee explores this attitudinal 
and behavioural approach to execu-
tive coaching in his book Corporate 
Coaching (Sage). Mukherjee has 
meticulously described the role 
and attributes of a coach and has 
further listed a set of questions a 
coach should be constantly ask 
while working with his client(s), 
tools for assessment, feedback and 

even a 360-degree sample survey. 
Without any cases or examples,  the 
book becomes too academic to its 
intended audience, that is, for aspir-
ing coaches.                                            

BY NIKHIL KAMATH
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Recent read: Thinking,  
Fast and Slow by Daniel 
Kahneman

I recommend: Getting 
Things Done: How to Achieve 
Stress-free Productivity by 
David Allen; The Art of the 
Start by Guy Kawasaki

BOOKMARK

RAVITEJ 
YADALAM
CEO & 
Founder, 
Pennyful.in

O 
NE TWENTY SIX AMERICAN 
STUDENTS WERE SHOWN A 
SERIES OF  20 rather boring 

photos of people going about their 
everyday business — having lunch, 
working their laptop, and so on. The 
students were told they would have a 
quiz on the photos later on, and asked 
to focus on the facial expressions. 
Some of the photos had a bottle of 
Dasani water, a brand that was not 
the market leader among students 
of that state. In others, the bottle 
had been airbrushed, so some of the 
students saw 12 photos that  had the 
bottle, some saw four and others saw 
it in none of the photos.

After looking at the pictures, 
students chose a bottle of water as 
a reward for taking part. They also 
answered questions on whether they 
had noticed any brands in the photos. 
Most didn’t notice the product place-
ment at all, with only 27 per cent of 
those who had seen 12 Dasani photos 
recalling doing so. But even among 
these students, the effects on their 

choices was strong. Only 17 per cent 
of students who didn’t have Dasani in 
their pictures chose that brand, while 
40 per cent of those who saw 12 did, a 
good pointer that even subtle product 
placement.

Unthink: And How to Harness the 
Power of Your Unconscious by Chris 
Paley has insights like this that are a 
goldmine for marketers, team lead-
ers, and wannabe romeos. Through 
a compilation of over a 100 experi-
ments that studied human decision 
making, Paley argues that our minds 
don’t make decisions for us. Our 
minds only justify decisions that our 
subconscious has already made for 
us. So, you have experiments that 
would suggest that we don’t choose 
something because we like it, we like 
it because we chose it; that argu-
ments are used for defending choices, 
not making them; that we have an 
emotional attachment to the rational 
reasoning behind our irrational deci-
sions; and that when something’s re-
ally bad, we have to blame someone, 

even if it is the victim.
A politician would do well to invest 

in his looks — that factors quite a lot 
into people’s voting tendencies. A 
manager could give his team an unr- 
elated task if they are struggling with 
a problem, since not thinking is the 
best way of thinking, and a salesman 
would do well to have slicked back 
hair, a shiny suit and dazzling white 
teeth. It helps them smoothly shift 
whatever it is that they are selling.

The question is, should you fall 
for it. But then again, if your sub-
conscious has decided, can you do 
anything about it? Maybe reading the 
book might keep it on it's guard.   

MIND VERSUS BRAIN

AFTER HOURS     LIBRARY

NEW 
ARRIVALS OFF THE JACKET

THE FIRST FIRANGIS   
JONATHAN GIL HARRIS 
 (Aleph Book Company) 
Rs 595

Centuries bef-
ore the British 
came, several 
migrants had 
made India 
their home 

RESTART  
MIHIR S. SHARMA  
(Random House India) 
Rs 599

Why India 
needs to 
change its pol-
icies, adminis-
tration and its 
attitudes

THE DEVIL WINS 
DALLAS G. DENERY II 
(Princeton University 
Press) $29.95

A book on 
moral issues 
around lying 
and whether it 
is ever accept-
able to lie

GENDER ISSUES IN 
WATER AND SANITATION 
PROGRAMMES CRONIN 
ET AL (Sage)  Rs 995

The job of pro- 
viding water 
affects a 
woman's in-
come earning 
opportunities

BY ABRAHAM C. MATHEWS
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Mid-career is a 
time to reassess 
your progress, 
and even choose 
a new path

A
T THE START OF OUR 

CORPORATE JOURNEY,  

most of us define a goal 
for ourselves. Some 
define it as the type of 

person we want to become, some have 
materialistic objectives, some want 
name and fame, while for some, it 
depends on the position they would like 
to reach at the end of a particular period. 
...After walking on the path we pick, we 
enter our mid-career. Most of us take 
a step back and look at the situation to 
assess our progress vis-à-vis the goals 
we had set for ourselves. Some of us 
feel good about our progress, others do 
not. Some wonder if this was the path 
they had chosen at the beginning, and 
whether they would like to continue 
on it in the future as the course of their 
journey might have altered over time.

Whatever stage we may be at vis-à-vis 
our defined goal, we may have many 
questions in our mind. Some achievers 
may sense avoid and the future may 
look opaque. For some of us, if we are 
away from our defined goal, we might 
feel a bit shaky and the destination 
might look unachievable. For some, it 
could lead to a sense of uneasiness as 
they might be on a journey on a path 
they never desired.

With considerable years of  experie- 
nce, many of us would consider oursel- 
ves leaders ready for the next leap. 
However, the world around us may not 
reciprocate, which may raise a question 
in our mind: Am I a follower or a leader? 
With no clear answer from the world 
around us, the state of confusion aggra- 
vates. To many of us, the entrepreneurial 

RESET YOUR 
VISION

AFTER HOURS     BOOK EXTRACT

bug hits at this time in our career.
The confidence of ‘been there, done 

that’ due to the experience we have 
pushes us to think, ‘Why not work for 
myself?’ We also ask: ‘If I had worked 
for myself, would I not have been more 
satisfied? Why should I put in so much 
effort to earn a fixed salary while the 
profit goes to someone else? Why can’t I 
run a similar business on my own?’

However, at the same time we are 
not sure since many of us have never 
taken that route earlier. It is not an easy 
decision since, in simple terms, it means 
the monthly salary cheque that we were 
used to for the past many years will stop 
the day we quit our job and decide to 
chart our own path. Hence, for some, 
it adds to the confusion arising out of 
indecision.

Some of us also face a dilemma about 
job changes when we ask ourselves: ‘Is 
this the right job for me? Does it give 
me enough money and the opportunity 
to learn and grow? What is that I am 
missing in my job? Do my peers and 
friends in other companies have a better 
potential future and, if so, why shouldn’t 
I explore a new company? At the same 
time, having spent some years in a set 
environment makes us too comfortable 
to move towards an unknown zone. We 
often ignore new opportunities that 
come our way since a pseudo sense of 
security leads to complacence.

All these might sound a bit silly, 
but these are the feelings we would 
experience during our career. Hence, 
for some, it is a moment of triumph as 
they feel they are closer to their defined 
goal. For some, it is the stage of self-pity 

BY PARTHA SARATHI BASU

Basu is global director, finance operations, 
AkzoNobel NV. He has previously worked in 
leadership positions in Coca-Cola, Whirlpool, 
IFB Group, Tata Group and SpiceJet
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MID-CAREER CRISIS: 
Why Some Sail through while 
Others Don’t

Partha Sarathi Basu  
HARPERCOLLINS INDIA 

Pages 192; Rs 299

and despair since they feel they are far 
from achieving the goal they had set for 
themselves, or they are on a path they 
never wanted to take. For some, it is the 
time to move ahead and define a new 
goal, and for others, it is a stage with an 
undefined future. For some, it’s the time 
to position themselves as leaders, while 
for others, it is not the time to rock the 
boat or to chart a new future since they 
should sit back and enjoy the journey. 
But for everyone, it is a time that 
throws up many questions, leading to a 
confused state of mind.
Confusion 1: Opaque Future: In my 
early days, I played competitive cricket 
for many years and aspired to be a 
professional cricketer. ...During one 
season, I was in the best of form but was 

unable to score big. In every match, I got 
out almost immediately after scoring a 
half century. I was disappointed at not 
being able to score a century. I could 
not understand why I kept failing. 
Something used to happen to me as I 
crossed fifty.... 

One day, I met a veteran cricketer 
and shared my problem with him. He 
smiled and said, ‘It happens, I have a 
solution for you. Every time you score 
a half century, you should relax for a 
while, take off your helmet, remove 
your gloves, keep the bat on the ground, 
and then take a fresh stance to start a 
new innings. As you start, in your mind 
you should agree to play again from the 
beginning. It will break the monotony 
and set you a new goal to achieve.’ 

I followed his advice and things 
changed for me. ...Similar things 
happen in a career. When we start our 
life in the corporate world, we set an 
aim for what we want to achieve in 
the next ten to fifteen years. Often, we 
reach there since we chalk out a clear 
strategy to achieve that goal. But then, 
we seldom take a step back and define 
our next objective. That is when our 
progress becomes slow in spite of the 
fast pace of the initial years.

Mid-career is the time to take stock of 
the progress and redefine a new path. It 
is time to take out that notebook again 
and chalk out the plan for the next few 
years. It is surely not the time to give up.

In a way, it is like the cataract that 
some times affects our eyes as we turn 
forty, blurring our vision. Is that not 

the best time to reset one’s vision with a 
fresh pair of spectacles?
Confusion 2: Am I A Leader Or A 
Follower?: No one leads constantly, 
no one follows constantly. Our 
journey through the corporate world 
is a mixture of being a follower and a 
leader. By the mid-career, we acquire 
reasonable skills, vision and zeal to 
lead an organization. But, as our life is 
dominated by the way we think, in our 
mind, a kind of doubts creeps in. At 
that moment, we are oft en confused 
whether we have actually graduated 
to be a leader or do our seniors, peers 
and the organization still expect us to 
remain a follower.

Having been followers for many 
years, we are accustomed to behave in a 
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certain way. A journey from follower to 
leader is always a transition. Hence, like 
any transition, it is a slow process and 
needs to be dealt with carefully. By then, 
we are clear that it is not only about us 
behaving as a leader; others around us 
also need to accept the new phase in 
our life. Hence, we need to go through 
this transition, devote time to this 
change, learn certain traits, and mould 
ourselves to emerge as a leader. Then, 
as we look back, we find it interesting 
that in the past, even when we were at 
the lower end of the corporate hierarchy, 
we acted like a leader with ease on 
many occasions. This leader-follower 
confusion never bothered us. However, 
during mid-life, this dilemma starts 
haunting most of us.

By this stage, we can safely say that we 
have demonstrated enough leadership 
qualities from the moment we stepped 
into this corporate world. Many a times, 
we were even applauded for our natural 
ability to lead even though we were not 
the hierarchical leaders. Quite oft en, 
even without any guidance, we dared to 
drive hard tasks, took the initiative, led 
from the front and were willing to take 
risks. We seldom waited for a minute for 

directions from our seniors. Like true 
leaders, we asked the right questions in 
a meeting and did not mind challenging 
the seniors for the right reasons.... We 
often wonder what it was that gave us 
strength in our early days, which we 
seem to be losing with each passing day. 

I could not find an answer during 
my MCC. Many years later, when I met 
Aparna and heard her story, I got the 
insight that my problem was like the 
‘teenage syndrome’. …Our mind says 
that we are ready to lead on all fronts, 
but our stated position in an organiza- 
tion may not be the same. It is like a 
teenager who feels he or she is ready to 
take on the world, but the society thinks 
against it at that point of time.
Confusion 3: The Fear of the 
Unknown: After many years of being 
part of an organization, one tends 
to become comfortable in his or her 
position during the midcareer. At this 
stage, our mind seems to prefer known 
zones to unknown ones. It is the couch 
potato syndrome—due to our level of 
comfort, it becomes difficult for us to 
leave that organization or role.

On the other hand, we want to look 
ahead and explore new areas as we 

realize that given the experience we 
have, we are equipped to embrace 
new challenges. Unfortunately, due 
to a confused mind, many of us do not 
dare to explore a new arena and thus, 
knowingly or unknowingly, we slip into 
a comfort zone, start accepting the way 
our career is moving and decide not to 
challenge the status quo. Hence, we 
allow opportunities to drift away.

The question that keeps coming back 
to us in this confused state of mind is: 
‘Should I or should I not?’ Many a times, 
at this stage, we confront ourselves, but 
then our inner self replies: ‘What if I 
fail? I have enough to survive the rest of 
my life; why long for more? Let life go on 
the way it is going, why dare?’ Over time, 
we lose our hunger and the will to excel, 
and instead accept slower growth as a 
way of life. A feeling of purposelessness 
haunts our mind. We wonder if we are 
in the right job, or whether we should 
move on. We never get a clear answer to 
this simple question. The confused state 
of mind doesn’t let us take a decision, 
and raises even more questions. 

Extracted with permission  
from HarperCollins India
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AROUND THE WORLD 
Pakistani PM NAWAZ SHARIF’S foreign visits between July 2013 and 
December 2014  cost the cash-strapped nation over Rs 294 million, 
with his trip to India last year accounting for Rs 4.3 million. 
And this is only the cost of 16 trips, with the expenditure state-
ment on four other trips he undertook during the period 
awaited. The trips included visits to the US, China, the 
UK, Turkey, Thailand, the Hague, India, Sri Lanka, 
Afghanistan, Iran, Tajikistan, Germany and Nepal.

END OF THE LINE
Bharti Enterprises man-
aging director MANOJ 
KOHLI resigned from the 
board of Bharti Airtel, 
marking his formal exit 
from the telecom busi-
ness of the group. Kohli, 
who left his position at 
Airtel’s International 
Business to take over as 
MD of Bharti Enterprises 
in April 2014, had led 
Bharti’s telecom busi-
ness in various roles since 
2002. Under his steward-
ship, Airtel’s customer 
base grew from 1 million 
to 140 million in India.

SCAM FALLOUT
Home secretary ANIL 
GOSWAMI, one of the 
few holdovers in the Modi 
administration from the 
UPA era, resigned after 
being told to quit amid 
allegations that he at-
tempted to stall the ar-
rest of Saradha scam 
accused Matang Sinh, a 
former Congress minis-
ter. He has been replaced 
by rural development 
secretary L.C. Goyal. 

PEOPLE            IN THE NEWS

Adding To The Kitty
LAURENE POWELL JOBS, the widow of Apple Inc. co-founder Steve Jobs, added $1 billion to 
her net worth in just a single day after the Walt Disney scrip surged 7.63 per cent to close 
at $101.28 on 6 February, making it the best performer in the Standard and Poor’s 500 
Index. The 51-year-old is the largest shareholder of the world’s biggest entertainment 
company — with 7.69 per cent, or 130.6 million shares— and has a $18.5 billion fortune, 
according to the Bloomberg Billionaires Index.

HACKER EFFECT
AMY PASCAL stepped 
down as co-chairman of 
Sony Pictures Entertain-
ment weeks after hack-
ers, angry about a movie 
she champi-
oned mocking 
North Korea’s 
dictator, ex-
posed a raft of 
embarrassing 
e-mai ls be-
tween Pascal 
and other Hol-
lywood figures. 
P a s c a l  w i l l 
leave her position in May 
and accept a four-year 
deal that will involve her 
making some of Sony’s 
biggest planned films. 

Time To Settle
Former IGATE CEO PHANEESH MURTHY 
settled a legal battle against the compa-
ny, which sacked him in May 2013 over 
a sexual misconduct allegation, for $4.6 
million. He was fired for not disclosing 
his relationship with the company’s in-

vestorrelations head Araceli Roiz. 
Murthy challenged his 

removal and filed a case in 
a California court stating 
the company was aware 
of his relationship and 

contested its decision to 
withhold his vested 

stocks and other 
benefits. 

A New Turn
CHETAN MAINI, CEO of Mahindra Reva 
Electric Car Co., stepped down to move to 
a new role within the group. Maini, found-
er of Reva Electric Car Co. renamed as 

Mahindra Reva Electric 
Car Co. after Mahindra & 
Mahindra acquired a ma-
jor stake in the company, 
will have a wider role 
in the group; he will be 
responsible for incubating 
new technology ventures 

and leading other technology initiatives. 
He will also continue to be associated 
with Mahindra Reva and Formula-E 
Racing in an advisory capacity.

Diplomatic Gaffe
Argentina’s President CRISTINA FERNÁNDEZ DE KIRCHNER 
came under fire for mimicking the Chinese accent in 
a tweet, replacing Rs with Ls, as she met with Chinese 
President Xi Jinping during a visit to raise investment 
for the recession-hit South American economy. “Did they 
only come for lice and petloleum?” Fernandez wrote on 
her Twitter account, in reference to 1,000 businesspeople 
who attended a conference where she spoke. While there 
was no official response from China about her com-
ments, Twitter users severely criticised Fernández for 
what many considered a racist tweet.
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GO TAKE A HIKE!

Head-hunters expect salaries to go up 10–11 per cent in 2015. 
Adjusted for inflation, the real hike could be around 3.5 per cent. 
Here’s all you wanted to know about pay packages in India

AVERAGE EARNING

Male

Junior college, 
plus-two 

Bachelor’s 
degree in 
commerce, 
science or 
arts

Construction, 
technical 
consultancy

Education, 
research

Healthcare, 
caring, social 
work

IT & communication 
services

Legal, market 
consultancy

Manufacturing

Transport & 
logistics

BFSI

Engineering, 
law grads 
& MBBS 
passouts

Arts, science, 
commerce & 
management 
post- 
graduates

Female

INFORMATION- 
COMMUNICATIONS-
TECHNOLOGY

 FINANCIAL SECTOR

EDUCATION & 
RESEARCH SECTORS

THE AVERAGE WAGE 
IN SMALL FIRMS WITH 
10-50 EMPLOYEES 

COMPANIES WITH MORE 
THAN 50 EMPLOYEES

BIG COMPANIES WITH AT 
LEAST 5,000 EMPLOYEES

LABOUR 
MARKET

260/hr

342/hr

291/hr
186/hr

190/hr

87/hr 169/hr

260/hr

187/hr

216/hr

342/hr216/hr

231/hr

231/hr 291/hr

275/hr 289/hr

DEGREES & 
DIVIDENDS

WHAT PAYS

PAYMASTERS

150/hr

250/hr

320/hr

Median gross hourly wage with 
respect to educational qualifications

NOMINAL SALARY 
INCREASE 1

60

2

66

3

3

4

1

5

7

6

5

7

64

8

58

9

12

10

6

Argentina Venezuela Pakistan Vietnam India Bangladesh Egypt Nigeria Indonesia Sri Lanka

INFLATION-ADJUSTED  
REAL INCREASE

Secondary 
Education

Professional 
Grads

Graduates

Masters
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** REAL INCREASE REFERS TO WAGES ADJUSTED FOR INFLATION. 
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