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Editor’s Note
‘Business & Beyond’ is a platform through which our students exhibit their literary
skills and innovative ideas. The magazine strives to embody the ideals and content of
the establishment itself through its originality of conception, excellence of writing
and visual presentation, and dedication to authenticity, healthy expression, and
editorial consistency.
We are sure the magazine's reach would continue to grow, to fulfil its goal of being a
genuinely representative student publication. We stand to spread knowledge with
each edition and bring to you some interesting articles in the forthcoming editions.
During the coming academic years, the team plans to continue to draw on this ethos.
Last but not the least, I would like to thank everyone who contributed to the
magazine and wish for enthusiastic participation in the future as well. My special
gratitude to the editorial team who worked endlessly for content creation. I express
my considerable appreciation to all the authors of the articles in this magazine. I also
extend my thanks to the industry experts, Mrs. Minal Srivastava, Mr. Satishchandra
Kothare, Mr. Moreshwar Alurkar, Ms. Nisha Kaimal, Mr. Avinash Singh and Smt.
Seetha Rani KP, for sharing their invaluable views and wisdom.
We always aim to extend our reach in providing more articles and increasing our base
of devoted readers and writers and request you to kindly turn in your submissions at
blogsbab.vesim@ves.ac.in
The editorial board invites feedback and advice to help enhance the magazine's
content. The feedback can be shared at blogsbab.vesim@ves.ac.in

Thank you all!
Be true to yourself, inspire others, and create a masterpiece every day.

Pratiksha Salian
Editor – “Business & Beyond”
VESIM Business School
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Message from The Director

It gives me great pride to introduce Business & Beyond’s First Edition.
Business & Beyond is a quarterly publication, providing students with a platform to
contribute their thoughts and flood their innovations. Many have talents unknown to
them, and this is one platform to unleash such dormant talents and make known
their capabilities.
VESIM Business School has always pursued a multidisciplinary approach that
focuses on market trends, technologies, corporate ethics, and core values that
contribute to all round development of a student.
I congratulate the Magazine Team and the faculty for their tireless efforts that
have come to fruition in the form of this magazine. I wish them all success and hope
that this tradition that has been set by the current students will be carried through by
the following generation of students to come.
We look forward to having more readers and more contributions from our
readers to share the knowledge and experience with students and society at large.

Dr. Satish Modh
Director
VESIM Business School
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Message from The I/C Director, VBS

Academics and Leadership are the two important features of management
education. I am quite pleased with the ‘Business & Beyond’ as it binds both these
unique features. Management education is all about applying the management
theories and sharpening one’s skills to succeed in the business.
‘Business & Beyond’ provides an intersection of great challenge and great
opportunity for the students to express themselves in an innovative way.
I take this opportunity to congratulate the editorial board for bringing out this
magazine as per schedule, which in itself is an achievement considering the effort
and time required.

Dr. Sandeep Bhardwaj
I/C Director
Vivekanand Education Society’s Business School (VBS)
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Chairperson’s Note
'Business & Beyond’ is a student-driven magazine focused
on creating awareness of the current affairs associated with the
dynamic business world. The magazine includes current scenarios
and analysis of the upcoming trends.
‘Business & Beyond’ also hosts a Pan-India article writing
competition, ‘Varnan’, to help students to express their
viewpoints and to improve their writing skills.
The vision of the magazine is to create an array of distinct perceptions of
corporate and management dynamics, all under one roof.
I am enormously proud of Team for their wonderful efforts, commitment, and
diligence towards their sense of ownership for publishing ‘Business & Beyond’.
A very hearty congratulations to Amrit Mohapatra, who is the winner of
Varnan’s First Call for Articles. We are happy to feature the article penned by Amrit
Mohapatra, and the articles of four special mentions from Varnan’s First Call for
Articles, Akhil Pillai, Amartaya Gupta, Mayank Choudhuri and, Dhiraj Dhirwani, in this
issue. We are overwhelmed by the response that we have received from all of you
and encourage you to write to us with the same enthusiasm.
We would also like to hear back from our esteemed readers on how they
found our first edition. Please do write to us if you want some specific topic to be
covered in our magazine. We value your feedback as it helps us to constantly
improve and write better!

Enjoy Reading!

Dr. Kavita Kanabar
Faculty In-Charge - “Business & Beyond”
Associate Dean - General Management & Business
Analytics
VESIM Business School
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Cell President
On behalf of General Management and Business Analytics
Cell, I present to you the first issue of ‘Business & Beyond’.
‘Business & Beyond’ constantly strives to provide articles that are
thought provoking and that add value to our management
education. Published with a unique theme every month. These
themes include Leadership, Innovation, Corporate Social
Responsibility, Sports Management, Technology and Trends,
Change Management and so on.
As the President of the Cell, our aim has always been to make value
contributions in terms of leadership skills so that we become more efficient.
‘Business & Beyond’ encourages students to bring out the hidden creativity
and talent in them.
COVID-19 pandemic has changed consumer behaviour, attitudes toward office
work, and even some views about society itself. The pandemic reshaped what
consumers buy and how they go about getting it. In this edition of Business &
Beyond we bring the awareness of challenges on post covid-19 resurgence.
On behalf of the Magazine team and the Blog team, I take this opportunity to
thank everyone responsible in making this magazine a reality. We hope we meet your
expectations and get bigger and better through the editions to come.

Aditya Javdekar
Student President - General Management & Business
Analytics,
VESIM Business School
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ATTUNING TO CHANGES IN GROCERY RETAIL INDUSTRY
When COVID-19 punched the human civilization with a clenched fist, the whole
world came to a stand-still. A virus was taking over humans, defeating them with new
challenges every-day. Every existing industry, big or small, faced a handful of
unexpected challenges. The Grocery retail industry also happened to go through
certain changes, far more than what was expected. From customer interaction to
changes in the delivery system, the industry had to blend its existing ways with brand
new ones.
People had already started to shift from the traditional way of grocery
shopping to online booking of grocery on account of their busy lifestyles and
absorbing work cultures. But amidst the pandemic and the quarantine period, people
feared stepping out of their homes to get the bare necessities. Owing to this
unfortunate situation, people from every demographic were transitioning to this
change, especially the ones above the age of 50. Due to which, the Grocery and Food
Retail industry started seeing an unexpected increase in the demand of digital and
delivery services and the industry was thriving to provide safe and healthy food
options to the public.
To
cope
with
the
unprecedented change in demand,
the industry had to evolve and
come up with innovations to align
with the ongoing situation. Changes
like redesigning the supply chain
activities, ensuring customer and
employee safety, abiding by rules
and instructions laid out by the
Government, etc. were made, accustoming to the new normal, which eventually
became permanent. Businesses tried to gain a deeper understanding of what the
public expects from these online stores and how they can improve their services to
attract loyal customer base and retain the existing ones.
Consumers are more focused on their health and about the hygiene and
cleanliness that surrounds their food items in the whole process until it gets
delivered to them. Transparency in the functioning of the whole system can be a
beneficial aspect in showing how much the brand cares about its customers. For
example, big basket has mentioned all the safety protocols it follows on their website
starting from warehousing to delivery. All their warehouses and hubs are frequently
sanitized with appropriate disinfectants, the workers and employees at the
warehouse, and also the delivery executives are frequently checked for symptoms
and are thermally scanned before entering the warehouse and while picking up the
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package. They are provided with disposable masks and hand gloves which are
changed after every delivery. They have also initiated contact-less delivery, where
the customers are supposed to hang a bag outside their doors so that the executives
can drop the delivery off without having to come in close contact with the customers.
They also temporarily disabled payment options like cash on delivery. Any
transaction had to be done online while checking out. Since the outbreak, customers
are preferring more of local brands for various reasons. So, businesses can source
and make more domestic brands available to the customers than the imported ones.
This will not only cater to the current demands of the customer, but also help local
brands in flourishing their business.
More and more grocers have digitized their shops. Good customer assistance
and a hassle-free online experience can add brownie points to the websites and
applications. Customers look for quality experience that reduces their work and saves
their time. The e-commerce channels can provide customers with a personalized
experience, which would be based on their purchase history, frequency of shopping,
their preference of brand when it comes to certain food items, etc. For example,
along with consuming home cooked meals, the demand for ready to cook meals have
also seen an upward shift. So, if the person has a history of buying North Indian
dishes of ready to cook, then these online platforms can flash them with other
options and varieties of similar items available with them.
Not just online, but the offline experience of grocery shopping can also be
improved and new alterations in the current working system such as maintaining
protocols at the shopping centres, regular temperature checks of workers and visiting
customers, making self-checkouts available for no contact, etc. Drive through service
for grocery shopping can also be made available. The customers can visit and
handover the shopping list to executives and wait for a few minutes till the
executives put their order together, or the customers can simply place an online
order, followed by a visit to the centre to pick their shopping bags.
The entire eco-system of the Grocery & Food Retail industry has been evolved.
Changes in the industry was expected when the outbreak took place, but such a
paradigm shift has forced businesses in the industry to change their
instruction manuals and re-write from the scratch. However, the
industry is still coming up with innovations that can further reduce
human work and enhance customer experience.
As Charles Darwin said,
“It is not the strongest or the most intelligent who will survive but those who can best
manage change.”
Rithika Rao
PGDM 2020-22
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New Normal - New Marketing?
HISTORY has witnessed, moments of crisis and uncertainty that have
invigorated new innovations. It has created a shift in the views on what matters most
to people. The 1918 influenza pandemic led to the popularization of the usage of the
telephone. And recently, issues regarding climate change and gender equality have
people demanding more from businesses.
Now, with the ubiquitous pandemic that has struck us, social distancing has
become the norm. From people to businesses, to the government, everyone is trying
to find and figuring out new ways to sail in the new world.
Change and Challenge have formed an immediate word association with the
pandemic. Change is here to stay and the unprecedented challenges that the
pandemic has brought with it have ignited a spark in the minds of marketers to
discover new grounds and explore the impossible.
As the pandemic-induced restrictions are getting eased and businesses are
getting back to normal, it should realize the shift in priorities that has taken place.
Marketers will need to rethink, reimagine and recreate strategies according to what
the customers expect in the looming normal.
This pandemic witnessed people engaging more with the brands. People are
more connected and are looking out for each other. They are seeking value and the
businesses and brands have to take a step towards authenticity and creation of value
rather than trying everything to revenue. Customers are looking for brands that give
them more than a product or service, their expectations from the brand have
become more human and personal. Marketers should take note of these aspects to
keep the customers involved.
Nike saw a 150% jump in demand on its
app in 2020. It revamped its marketing strategy
and came up with a slogan that said, “Play inside,
play for the world," with relevant hashtags and
introduced a campaign that waived fees on the
Nike Training Club app embracing the more
human aspect of the brand.
Even though Nike’s offline stores were open, people preferred to buy through
online platforms observing a growth of 82% in online sales proving the strategy to
have worked out well.
This crisis has affected the business, but it has also increased internet usage,
opening a reservoir of opportunities for the brands to experiment. The change from
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physical to digital is likely to stick for a longer period since people have become
comfortable with the new normal. Therefore, for marketers, this calls for reshaping
the strategy of connecting with the customers.
Emphasis on digital channels will be important in revenue recovery for brands.
Brands might have to direct their investments towards strategies and tactics that
drive online sales, the shift of budget to delivery-based options, keeping up with the
trends that will increase engagement and connect with the customers.
Analytics will play a significant role in the upcoming change of scenario. It will
help in managing the data and help marketers in curating personalized offers to niche
segments. It will give birth to personalized and memorable brand experiences.
Marketing Analytics will step in to monitor customer trends, preferences, and
behaviors. The previously used analytics will have to be trained to adopt the new
behavioral changes in customers. This will help the brands create more convenient
and user-driven shopping experiences.
Since customers are now accustomed to the online shopping experience, it
becomes important for companies to derive and boost organic traffic. How can
marketers focus on that? The answer lies in the content. Marketers need to build
people’s trust in different ways since they are unable to visit brick-and-mortar stores.
Creating relevant content and constant updating will be beneficial in addressing the
concerns of the customers. It will align the brand’s interest with that of the
customers.
One thing is certain, businesses have no choice but to update their playbook or
create a new playbook altogether because the pandemic has already impacted the
world in prodigious ways and this effect will only continue to grow. The brands have
to be prepared for this world with new norms and adapt to those differences.
This new world is certainly going to be more value and purpose driven as the
societal dynamics have changed and, customers will support brands that make the
right choices and decisions.

Anjali Nair
PGDM 2020-22
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The Not So Hype Economy
“It’s a recession when your neighbor loses his job; it’s a depression when you lose
your own.”
-Harry S. Truman
The air today is more of melancholy, comprising the willingness to rise back
and fight with the world. As we know the Great Recession was the most severe
economic and financial meltdown since the Great Depression. The current situation
feels more into the combination of both and challenging to overcome this downfall.
The shaken stability has not only drowned the poor but also the rich at some
parameters.
Keeping this in mind, the acquisitions and growing investment of Reliance
Industry towards various diversified sectors and accumulating the liquidity up to
some extent. This shows not everyone is poor in this so-called impecunious country.
These private firms invest less in the nation then in their own wealth. Nevertheless,
the vaccine for the corona virus is not yet brought into the picture, but the supply of
these vaccines is guaranteed by the private firms. This relieves the corner tension of
people and community. Also, a good reputation of these big companies turns to be
amiable.
As a whole the multi-billion-dollar companies can congregate and bring a
swinging change to the economy as a whole, not only in the current situation but also
for the long-term goals, vision, mission of the nation. This will revamp the economy
as well as the companies will have a wider edge towards the volume and knowledge.
Then a strong leadership can ride the nation to more than expected achievements.
The GDP would not have been hit this bad.
In a recent post on LinkedIn, Mr. Raghuram Rajan – the former RBI governor,
said that India’s economy had fared worse than that of America and Italy – two
developed countries which have been severely hit by the coronavirus crisis. The
contraction in India is probably be worse when we get the estimates of the damage
in the informal sector.
People on individual level should also try to lift themselves, as we know the
spending in India turned weak as this coronavirus has brought us under control. This
crisis is still raging in our country, so discretionary spending, especially on high
contact services like hotels, and the associate employment, will stay low until the
virus is contained. Here, government provided relief becomes all the more important.
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These reliefs if not provided, the households skip meals, pull their children out
of the schools and send them to work or beg, pledge their gold, EMIs and rent arrears
pile up. Some small and medium firms will close down permanently. The government
should spend resources cleverly. Also, the uptick in certain sectors like the
automobiles was not proof of a V- shaped recovery. This shows pent-up demand,
which will fade as we go down to the true level of demand. This is how a big bubble is
formed and bursts with unexpected outcomes.
A strong decision with strong leadership can still rise the world the way it had
lost. One right decision towards industry its supply chain, international trades will
lead to the growth of GDP, which directly or indirectly will develop every individual
and lives. Focusing on politics will not work, rather concentration on start-ups, MNCs,
rebound of the existing mega corp will bring the economy back to grind. This will
plunge the money, resources and necessity circulation in the world.

Pratiksha Salian
MMS 2019-21
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The New Normal
It’s been a year since, Novel Coronavirus struck humanity causing whole world
to be in a state of lockdown and at war with this virus at a same time. Don’t you find
it funny that a small, microscopic virus whose existence was not even known to
mankind caused a havoc which even the world war couldn’t do?
The pandemic came to us like a
pause in our busy and neglecting life and
forced ourselves to think what is wrong
with us and with the world, we managed
to find many answers, but some were
left unanswered. It was surprising to see
what positive effects of lockdown nature
had, we saw cleaner air, animals
returning to their habitats and many
more, undoubtedly Nature was healing
slowly but yes it was.
On the other hand, Mankind was stuck in a loop of Who, Why, When, What,
How, IF’s etc. but could not save itself from the coming destruction in terms of Lives,
Money, Infections, Employment etc. This Virus has currently affected approximately
127 million lives on earth and took 2.78 Million lives not only this, but it swallowed at
least 114 Million Jobs worldwide causing 3.7 Trillion Dollars (US) loss in Labor income.
The world has seen wave after wave of this virus and every new wave comes with a
new shock and new restriction along with it, but this time the progress of the
vaccines and vaccination drives has given the world new hopes and motivation to
fight back the virus.
As we head into the new year with new hopes and a dependable companion to
defeat this virus, the aftereffects of the pandemic will be seen for many years from
today. Few of the effects which were imposed but now has turned into our lifestyle
are Masks, Sanitizers, Hygiene etc. It has not only affected our lifestyles but also
brought changes in the way we operate. It forced us to adapt and find new ways to
work or be extinct, from labors to education, from small businesses to huge
conglomerates, from government to private entities, every single industry was forced
to bring unprecedented changes in their work mode. Teachers, employees,
employers, students had to adapt to digital world to communicate, work or study. It
was not a big change for the individuals who were technology friendly but a
humongous task for people who never learned what that gadget, software is all
about. Many who couldn’t adapt were simply laid off from their job or either
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demoted, but was the shift from physical to digital the only change? The answer is
NO!
It took a toll on the mental health of every human on the planet, Bio Bubbles
were draining, not being able to enjoy with your family, not able to grieve for your
loved ones, inability to hug you friends to comfort them were heart wrenching. Now
the restriction has been eased but the possibility of new wave arising keeps us under
the guidelines which has to followed for the safety of ourselves and others.
This virus made us
realize how precious life is,
how important small things
are, it made us a bit more kind
and helpful. This new normal
where we are wearing masks,
sanitizing ourselves before
meeting others, paying a bit
more
attention
towards
hygiene of our family, shifting
from quantity to quality, Efficacy to Efficiency etc. has become a part of our life for all
the good reasons.
Mankind has survived two ice ages, centuries of war, two world wars, bubonic
plagues, barbaric diseases, economic crashes, riots, terrorists and now this pandemic.
There is only one reason why!
“Change is the only constant; you change with time or Time will change you”
We have constantly adapted to the change outside and according to the time
we have updated ourselves and survived. This new normal is the new change which
has to be adapted and accepted by us to build a bright future for the coming
generations.

Deepesh Jain
PGDM 2020-22
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Education, Technology and Coronavirus…
As the whole world was struck by the deadly coronavirus, life as we knew it,
changed. The whole world had become prisoners in their own homes. It seemed as if
life had come to a standstill. But time stops
for no one, not even the monstrous
14
coronavirus, and the world had to adapt to the new normal. Economies needed
stabilization, but most importantly, education needed to be resumed, as schools and
colleges all over the world were shut due to the Covid -19 pandemic and, the
education of thousands of students had come to a standstill.
Here, education technology or EdTech came to the rescue as 90% of the
world’s school and university students started undertaking classes from home
through digital tools, and the educators shifted to digital delivery of education.
EdTech has always been around, but the pandemic has boosted its growth in many
folds. Forced to remain in their homes, students and educators had no option but to
go digital or lose their academic year. This process to online education has not been
seamless. Educators, schools, and university systems have not been trained to use
these technologies, that is where EdTech startups like BYJUS’S, VEDANTU, Doubtnut,
and many more come into place.

Source: The World Economic Forum

This shift to digital learning has increased the
number of investments in the EdTech space to
almost triple the amount invested before, making
EdTech the most funded sector in 2020. EdTech
companies are witnessing a 3-5X surge in
customers and anywhere between 50% and 100%
growth in monthly revenues in the last 6-8 months,
driven by the massive boost in online education
since lockdown.

But the question is, will this new method of learning online sustain, or students
and educators will turn back to the traditional style of classroom teaching once this
pandemic is over, and the world is back to its old routine.
Some believe that we are now at a Netflix movement for education – the point
where disruption of the traditional education system is inevitable.
Modern students need to research, analyze, and apply knowledge rather than
simply memorize content, which has been an integral part of our traditional
education system. Moreover, EdTech provides quality education on a global scale to
people with limited resources, geographical restrictions, and physical disabilities. It
offers flexibility which the traditional method lacks and increases student
engagement by applying a multi-sense approach.
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While education is the passport to prosperity for billions, it has been one of the
last sectors to embrace digital innovation with a penetration rate of just 2-3%
compared to at least 10-20% for other sectors of the global economy. This is because
some sections of the population are of the thought that online videos and images
can’t replace in-person interactions and bonding with teachers and classmates, which
is crucial for student's all-around growth and development.
This debate over traditional versus online learning methods is never-ending.
Whether the EdTech sector continues to flourish post-COVID when schools are likely
to reopen and classroom learning begins in full swing or relapse to pre-pandemic
numbers, is a space we need to watch.
Change is inevitable, and if we do not adapt ourselves to these new and
changing technologies in the education sector, we will be left behind. In these times
when incomes are squeezed and jobs are lost, we cannot underestimate the value of
free online educational resources and tools.
But one thing is clear, the education system is on the crux of a huge change
and EdTech is here to stay even if schools and colleges reopen, supplementary and
remedial learning will continue to grow online.
To conclude, we can say that
‘Technology will not replace great teachers but, technology in the hands of
great teachers can be transformational.’

Shivika Gupta
MMS 2020-22.
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What do we know? What have we learnt? from a virus!
Hello readers! Hope everyone is keeping well and safe. The purpose of this
blog is to express my views on “Re-imagining the post covid-19 scenario”. To be
unembellished and straightforward I feel it is going to be challenging but there would
be new horizons for our new businesses as well.
Our Union Minister, Mr. Jitendra Singh says that ‘Atma Nirbhar’ Bharat could
be a huge success and the aim of a self-reliant India could be achieved in a peaceful
and progressive manner and the role of Indian Merchant’s Chamber will be very
crucial. To those of you who do not know the IMC, it is an organization established in
Mumbai, 114 years ago in 1907 during the ‘British Raj’. It represents the Indian
interests of trade, commerce, and industries.
Now, do we agree with this? Honestly, yes, I do agree with him when he says
that Indian businesses have a great opportunity to flourish because what this
pandemic has done is it has affected every country equally, all economies are down,
and we have a chance to ever so slightly inch forward in the race for superiority.
Those who step up and try to fight instead of whine, they are going to be far better
off than the ones who do not. Businesses around the world should focus on these
strategic areas: Ameliorate Operations, Re-building Revenue, Re-invent company
dynamics and Adopt digital solutions wherever possible.
Ameliorate operations: The coronavirus pandemic has considerably modified
demand patterns for products and services throughout sectors, whilst exposing
factors of fragility in international deliver chains and service networks. on the equal
time, it's been putting how fast many agencies have adapted, growing radical new
levels of visibility, agility, productivity, and quit-consumer connectivity.
Successful companies will reconstruct their operations and supply chains and
to shield against potential threats, like future lockdowns due various reasons
(disease, war, etc). What this pandemic has taught us in a hard way that we need to
have fool-proof plans which take into consideration that may be one day a new virus
might show up, engulf the whole world and businesses won’t be able to work like
they are right now. The pandemic has also taught us that supply chain doesn’t have
to be so labor intensive, digitization has been globally accepted to be the way of the
future.Rapid revenue response isn’t just the way to survive the crisis. It’s the
subsequent normal for the way companies will operate. Assuming company leaders
are in good condition, how do they go about choosing what to do? I see three steps.
Identify and prioritize revenue opportunities: What’s important is to spot the
first sources of revenue and, thereon, make the “now or never” moves that require
to happen before the recovery fully starts. this might include launching targeted
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campaigns to acquire loyal customers; developing customer experiences focused on
increased health and safety; adjusting pricing and promotions supported new data;
reallocating spending to proven growth sources; reskilling the business department
to support remote selling; creating flexible payment terms; digitizing sales channels;
and automating processes to unencumber sales representatives to sell more. Once
identified, these measures must be rigorously prioritized to reflect their impact on
earnings and therefore the company’s ability to execute quickly.
Act with urgency: During the present crisis, businesses have worked faster and
better than they dreamed possible just some months ago. Maintaining that sense of
possibility are going to be a permanent source of competitive advantage.
Re-invent company dynamics:
How many times have we heard “I am thinking of starting a company, I need to
have a 5-year plan”? Then the pandemic came and punched everyone in the face and
companies began in days. Many companies had to act quick or perish. This is what
the future holds for us, Speed is the way forward. Along with Speed, the way forward
is a flexible work environment and a transparent, open company rather than a closed
system where strategic partnerships thrive. Business leaders must also realize that
their company is nothing without their employees and need to take more care of
them.
The pandemic has created a lot of unemployment but has taught people that
learning can never stop which is why we have seen so many people increase their
skillsets by taking online exams and certifications, expanding their skillsets. Such
specimens are extremely sought after as they can handle multiple verticals in various
roles.
Adopt Digital Solutions:
This is one of the, if not the single most important learning from the pandemic.
If your company adopts to digital solutions, you will be good to go, else, “Growth” is
going to be a slow and grueling process or may be, you wouldn’t find even an ounce
of it. The importance of improving the technology-based systems in the company is
monumental. This will have a colossal impact on Sales, Operations
and Re-inventing the company dynamics as better IT systems will
decrease dependency on human capital.
In the end, we are all unsure about what lies ahead in store
for us and we can only guess by all the stretches of our imagination
that following these principles, we will succeed. So, let’s stay home
and stay safe. Ciao! I got to go and hope the market doesn’t crash
Aayushmaan Joshi
again!
PGDM 2020-22
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The Screeching Halt
The year 2020 brought the world to a screeching halt as the global pandemic
has hit. The Covid-19 pandemic disturbed
various verticals of the world. The current
pandemic has had serious economic
implications across the globe, and not any
nation is spared. This has had consequences
for not only the economy, but for the entire
society, resulting in significant shifts in how
businesses
and
consumers
conduct
themselves. Even if we cannot keep such
harmful viruses from emerging, the world is trying to soften their effects on society.
Let us know what exactly is covid-19 and its effects:
Covid-19: Covid-19 disease is caused by newly discovered Coronavirus. The
majority of people infected with the COVID-19 virus have mild to moderate
respiratory symptoms and recover without needing any special treatment. People
over the age of 65, as well as those with underlying medical conditions such as
cardiovascular disease, diabetes, chronic respiratory disease, and cancer, are at a
higher risk of developing serious illness. Being well informed about the COVID-19
virus, the disease it causes, and how it spreads is the best way to avoid and slow
down transmission. When an infected person coughs or sneezes, the COVID-19 virus
spreads primarily through droplets of saliva or discharge from the nose, so
respiratory hygiene is also important. While the covid vaccines are rolled out and are
being given, the vaccine does not guarantee the total prevention of the disease. The
current vaccine is just reducing the risk level of the virus.
Since we are in the midst of a pandemic, predicting its long-term consequences
is extremely difficult. Despite the fact that the world has been affected by many
pandemics in the past, it is difficult to predict the long-term economic, physiological,
or social effects because these factors have not been frequently studied. Many
companies have been forced to close as a result of the COVID-19 pandemic, causing
major disruptions in most industry sectors. The sectors that have seen the most job
losses are those that are social in nature and involve the physical presence of the
consumer (e.g., hospitality, travel, and entertainment), as demand for these services
has shrunk. Short-term problems confront retailers and brands, including those
relating to health and safety, supply chain, employees, profitability, customer
demand, sales, and marketing. However, overcoming these obstacles does not
ensure a good prospect. This is because, after the pandemic is over, we will emerge
19
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into a world that is completely different from the one that existed prior to the
outbreak. Social distancing standards also added a new level of complexity to
markets that already had poor visibility, unstable front ends, and last-mile execution
issues.
Emerging markets will see a revival in demand once the crisis has ended and
companies have started to rebound. However, the shape of demand on the front
lines will change dramatically. The typical cycles of sales teams have already been
greatly interrupted by COVID-19. There are many unknowns ahead, but one certainty
is that go-to-market tactics will need to
adjust
significantly.
Companies
rethinking their go-to-market strategies
in emerging markets should take a twophase approach. The first is the
immediate response—what to do now,
considering that many areas are still
under lockdown. The second point to
consider is what to do after the new
reality has set in and companies have begun to recover.
Many B2C and B2B companies that sell via retailers have already came up with
commercial war rooms with dedicated cross-functional teams led by senior
leadership as a part of their immediate response. They've even taken measures to
assist their channel partners in rapidly recovering. Companies, on the other hand,
have had to make some difficult choices based on their own liquidity positions, risk
appetites, and competitive positions in order to provide such assistance. Companies
have also established minimum viable goods that use digital technologies to enhance
the quality and efficiency of their internal processes.
In order to both determine their starting points and recognize areas of
opportunity; companies must take a precise look at market spend benchmarks across
their industry. Companies must clearly identify performance metrics for them spend
goals, such as market share growth.
In the wake of the pandemic, a go-to-market strategy that optimizes digital
technology is vital for meeting consumers' needs and new habits. To unlock value
through innovative ideas, companies can collaborate with logistics and distribution
providers, B2C and B2B e-commerce firms, technology providers, and companies in
the wider ecosystem creatively and carefully. Strategic collaborations with other
companies can be beneficial to both parties, particularly when budgets are cut and
cost pressures increase. Companies should decide what to create, what to work on,
and what to acquire.
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In emerging markets, there is no assurance about the approaching economic
future. When it comes, the recovery will most likely happen at different rates in
different countries. For lasting results, it will be necessary to respond quickly to
specific and unusual market demands, create support early through fast wins, and
demonstrate early success. Companies are being forced to make structural
adjustments to their go-to-market strategies as a result of the crisis. As a result, they
must improve their ability to adapt to changing market and customer demands,
navigate the competitive environment, and keep operating costs under control. The
new reality will be shaped by innovative companies that can reinvent and adapt
digitally.
The Covid-19 pandemic has been aimlessly causing damage to the entire
global economy. It is quite clear now that the marketing industry is going to emerge
from the sandstorm created by the pandemic would be quite different from the one
that we knew before it. How exactly would the events unfold & how it would be
implicated is anyone’s guess. Given the uncertainty ahead, the best we can do for
now is roll with the punches and adapt the change.

Vaishnavi Wagh
PGDM 2020-22
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Not the Last Outbreak!
Adaptation is said to be the trait that helped humans climb at the top of the
pyramid on this planet. The Dinosaurs & the Neanderthals failed at adaptation, which
resulted in their Extinction.
Pandemics & Epidemics are not new to humans, it is one of the most discussed
issues in the history of our Civilization. The first recorded pandemic was in 430 B.C –
Athens, in which as much as two-thirds of its population got wiped out. Epidemics
are recorded in ancient Egypt & there has been a record of a minor or major
epidemic in every century.
Many of our current lifestyles are shaped by the outbreaks of the past.
The Spanish Flu of 1918 made the Europeans rethink their housing system. The
houses were not constructed close to each other, and the rooms inside the houses
were made at a certain distance, the pattern which we follow to date.
But people in developing economies still live-in crunched spaces & slums that
the government is trying to improve but, if not implemented soon, the next outbreak
can take a huge toll on such people.
Wearing masks until now
was only popular in the Southeast Asian countries because of
excess pollution and are now in
trend worldwide. And if we
resume our current outlook of
doing business and nationbuilding that we are following
today, this mask culture can stay
for many decades.
Today in the name of
growing the GDP, we are rapidly
industrializing the earth, giving
very little attention to the waste
we dump on our planet, its
oceans, and its atmosphere. We endlessly mass slaughter billions of animals which
contributes to a large amount of carbon footprint as reported by BBC.

So, what is the solution?
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Given that we are in our current situation because of our unchecked greed and
the consequences it has brought with it to our fellow humans and Mother Earth.
Now, we have to get our priorities right. We have to be more concerned about
the best way to revive our environment rather than being concerned about who is
the richest person on the Forbes list.
We have to be more concerned with the industry's contribution to saving the
environment v/s the damage it does to it, rather than Jeff Bezos v/s Elon Musk.
Also, Plant-based Meat products are very popular in the upcoming start-up
market, produced for those who care about the planet and want to bring Change.
According to Yahoo Finance, the Global Plant-based meat market report 2021-27 is
forecasted to reach $14.9 Billion. So, if people consume such products, the
probability of the next covid or swine flu outbreak will be minimized.
The one thing which can be of great help for this generation will be our
modern technology and global communication systems. If used responsibly to create
awareness, it will help humanity rejuvenate its lost relationship with Nature.

Harsh Singh
MMS 2020-22
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BIG FAT WEDDING- A POSSIBILITY AFTER COVID-19?
The pandemic of covid-19 has had a huge effect on the Indian wedding
industry. Because of the very existence of this sector, it was one of the first to feel
the effects of the economic stagnation. Wedding expectations have changed
drastically. Families wisely consider key considerations such as purchasing options,
gathering size, wedding plans, and so on.
A wedding is an event in which two people are brought together by a
relationship known as "marriage."
In India, however, it is assumed that marriage is a relationship held by two
families, the bride's family and the groom's family. Weddings can take several forms,
each with its own culture, aspects, and beliefs. In India, a wedding is more akin to a
large gathering or a festival. A very grand event with a lot of glitz, color, and
extravagant arrangements, as well as a lot of pomp and show. Indian weddings are
typically scheduled at least a week ahead of time. This celebration includes all of the
visitors, music, dance, trendy decorations, and delicious food. Depending on the
customs and ceremonies, an Indian wedding will last up to 5-6 days. From the
beginning to the end of the planning process, an Indian wedding is carefully prepared
in terms of demand, latest trends, budget, and all of the specifications of both
families. Nowadays, plenty of businesses, such as event production firms, partner
industries, and so on, are emerging in weddings to assist the couple's families in
carrying out all of their preparations while still providing more than they had
expected.
The wedding industry is made up of many businesses that are all important parts of a
wedding.
When it comes to the wedding industry in India, there are many industries to
consider:
✓ Gems and Jewellery Industry
✓ Event Management Industry (which includes aspects such as catering, location,
decoration, and decor
✓ Fashion Industry (which includes attire and dresses); and
✓ Related Services (which includes horizons such as cards, video-photography, and the
beauty products industry, among others.)

The wedding industry is suffering as the Coronavirus (COVID-19) spreads
exponentially across the world.
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Brides and grooms who are worried about their
marriages have no choice but to delay or cancel
them. Wedding insurance companies are pinning
their hopes by refusing new applications, and
bridal shops are facing stock shortages. As
couples rebook their honeymoons, travel
agencies are seeing a drop in earnings.
It's as if there's been a stop button pushed. Weddings rely on social gatherings
and human interaction, which is just what this pandemic has harmed. As a result, it's
no joke that the industry has suffered a blow. Not only were weddings scheduled for
this year delayed, but people who wished to prepare one for the next year became
unable to do so due to uncertainties and risk factors. Almost everybody in the
wedding industry, which employs over a million people, is now unemployed. The
market, which is worth about 4-5 lakh crore, has come to a halt. Furthermore, there
are no relief packages specifically designed for the wedding industry. Couples are
now replacing their grand wedding celebrations with informal gatherings or romantic
wedding affairs, resulting in a new "New Normal" for wedding celebrations in the
pandemic. Though it's possible that grand festivities will return after the crisis has
stabilized. Smaller marriages and more personalization in the arrangements are
possible. When it comes to planning large crowds, extreme vigilance would be
necessary. When choosing a venue, people choose open-air or outdoor spaces
because they have more flexibility and can manage physical separation better than
an indoor venue.
Expensive weddings, though, aren't going anywhere anytime soon, according
to industry insiders. After all, large ceremonies are more than just about love; they're
both an investment in the future, a religious ritual, and a networking opportunity.
Weddings would become even more lavish once individuals are free. They'll almost
certainly do so in a much more significant manner than they would otherwise. The
big wedding, the festivities, and the feelings aren't going anywhere any time soon.

Yashna Bhagchandani
PGDM 2020-22
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Expert’s View

There are few activities which are unavoidable
and inevitable. One of them is Liaison activity. It’s
required at every level at every point.
During the pick pandemic time also, these
activities were never stopped. And so, does they will
continue after pandemic too. Liaison as a career I see
good prospects after pandemic too. The reason being
post COVID those activities which were standstill for
long will start with pace.

Mr. Satishchandra Kothare,
Deputy General Manager,
Birla Estates Pvt Ltd.

Our construction industry is not as tech savvy as other
industries. We never had VC meetings Pre - COVID.
Seniors use to travel 20 / 25 KMs from site to HO to
attend a one-hour meeting.
Scenario has changed for good; most of the meetings are
on VC, thereby saving time, fuel, efforts. Most
importantly, all meetings are starting and ending on the
dot - BLESSINGS IN DISGUISE!
Mr. Moreshwar Alurkar
Associate Vice President,
Kalpataru Limited
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Expert’s View
Well, foremost – I feel we are being optimistic or
perhaps a little foolish as human race is prone to be, in
already starting to plan the post Covid-19 world. We are
again, either being escapist in not accepting the fact that we
will have to live with this for a very, very long time. So, there
is no Post Covid world in the short term. We have to learn to
live IN the Covid world. And, trust me that world is weird
because it has tossed around every little premise of business
that we have ever worked with. Not just business, one of the
most critical reasons why this phase will be remembered for
eternity and will perhaps be a part of folklores for times to
come is that it made each one of us question our mortality.
And yet again, not that we humans are not aware of it that
our time here on this planet is finite but we do not accept it. We push it away. We keep
living as if we are here forever.
With the somber news that has been pouring in from all over the world, we are made
to face that fact, every day. But I also do believe that human race has a short-term memory,
so am not too sure how long will the learnings from this phase last. What it should do ideally
do, and am now talking like a business person here; if one is made aware of the shortage of
time that each one of us has, then it should automatically just make us value that time
more. And make us, push us, cajole us, convince us to live our most authentic life ever.
Authentic to self- and not benchmarked against any pre- defined imagery of success or
happiness. Now, on business and marketing specifically- even earlier Marketing was always
on the firing line for not being ROI driven enough. This phase has forced marketeers to be
more business accountable. With the sort of unexpected and unprecedented cash crush
that every business faced, Marketing was forced to look inwards and ask the relevant
questions. Even here, like humans even a business was up for survival with limited cash flow
in hand- so, you had to do the few right things and execute them well which could give
immediate business results. Not many businesses had the luxury to wait for Marketing to
deliver.
Like always, I am trying to look at the positives here, (while hopefully staying
negative) Covid 19 is a great teacher, a catalyst, an awesome turn around agent, a mirror,
an introspection agent, a family glue- I just hope we remember this for all the right reasons
and carry its learnings forward in the years to come.

Minal Srivastava,
VP - Strategy, Growth & Marketing,
Shalimar Paints
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Expert’s View

When the pandemic hit, companies had to undergo massive
changes in their businesses and operating models. What has helped
them navigate through the pandemic struck VUCA world, is the
ability to remain agile and change or respond quickly to perpetually
changing physical and business environments. Continuous
experimentation is the key to leverage existing strengths to develop
new and innovative solutions (product/ops) at scale to cater to the
changing needs of customers.
And to keep this innovation on, a financial runway became
critical to create newer business opportunities. Companies that invested in the
diversification of businesses were able to fund or scale up new ideas to bring impactful
outcomes.
For example, The Food/goods delivery business bloomed when ride-sharing services
halted for transportation companies. Also, strong partnerships have aided companies with
synergies to pave the way out of this ordeal.

Nisha Kaimal,
Regional Operations Manager,
Uber India
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Expert’s View
Covid-19 will be the history of the moment; at this time,
both hands of humans are tainted with a powerful virus that is
the deadliest and most destructive to humans. Amid this all, it
once again proved that education is merely a solution to the
problem.
Prior to Covid-19, people were afraid to make changes in
the education system, and only a small number of people took
advantage of the opportunity to improve their education through
the use of technology.
Combining these two forms results in "EdTech," which is one of the most thriving
industries or domains in India in particular. Covid-19 left no chance for people and forced
them to understand the importance of technology and it is used wisely in education.
Though the EdTech industry was one of the fastest growing domains prior to Covid19, it also activated access to a wide range of people after Covid-19. Be it a highly skilled
technical professor or an old-style, classroom teacher. All have gone through the learning
phase to understand how it can be easy to use technology to educate. In the interim, while
people were busy adapting to change, EdTech industries were automatically aided in urging
reality and thus business. Covid-19 unexpectedly acted as a vaccine for the EdTech industry,
accelerating its growth.
Covid-19 participated in a digital marketing campaign to educate people on how to
select the best EdTech platform for them. Now that Covid-19 has ended, the big question is
whether the rate of growth for EdTech will remain the same. People going to adapt to this as
their default channel? What will happen in the EdTech domain after Covid-19?
Based on what we know so far, it can be predicted or stated that after a successful
full marketing campaign, businesses are busy dealing with growth, sales, and converting
leads into sales, which is similar to how the EdTech domain is expected to grow. Let’s see
how effectively they are going to place their good will among users. That is the only case left
to be best in the industry.
I hope the EdTech domain can transition from a start-up domain to a stable and
profitable domain. I hope to see great value added to the EdTech domain. But one can say
that the rate of growth of EdTech post covid is not going to be what it was amid Covid-19.
Hope for the best, education will again have a solution.

Avinash Singh
Founder,
Mechwheel Advisory

Founder,
Mechwheel Advisory
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Expert’s View

The COVID-19 pandemic has seen many
companies adapting to the pandemic with varying
degrees of success. Many HR professionals around the
world were already making use of technology for
recruiting and resource management but now the scope
for digital preparedness has grown. The organization’s
ability to adapt to the pandemic has depended upon its
digital capabilities and the way management has worked
to connect its employees.
HR professionals now face a new set of problems in terms of sourcing talent and
managing and retaining team members. Remote working was once a privilege offered to
few but is now the norm. Employees now connect and collaborate in new ways, provided
there is adequate infrastructure provided. HR partners with business to ensure that work
continues as usual and make employees feel comfortable enough to keep delivering at their
best.
Going digital might have allowed companies to continue their operations despite
restrictions but it also meant employees lost out on a certain degree of personal
connection. For HR, that meant finding creative ways to forge empathy and preserve the
work culture.
The need to stay competitive and efficient remains paramount for companies but the
focus is also on maintaining continuity. The focus for HR as time moves on will be on
learning and development so that employees stay up-to-date on their skills and business
practices. The uncertainty of future outbreaks and the task of retaining flexible talent with
the digital know-how to perform at their best under the new working models will also be a
priority for HR professionals.

Seetha Rani KP,
Director – HR,
Honeywell
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Faculty Corner
Let’s make life better Post-Covid!
The COVID pandemic has been the deadliest in the sense that it has entirely changed
our way of living. Never did we think that we would be locked up in our homes, there would
be continuous medical vans and ambulances running outside and life would literally be
‘narrowed down’. The shock of the sudden news of ‘full lockdown’ and ‘mini lockdown’ has
been breaking our morale, making us anxious, bogged down and has drained our energies
to the extent of making us depressed. The transition of work from ‘at office’ to ‘work from
home’, the closing of dine ‘in restaurants and other services have had adverse impacts on
various industries including, but not only limited to hospitality, retail, education, petrol and
gas. The shutting down of businesses and scarce labour flow has affected the flow of money
in the economy and has thereby stranded businesses. When we face such gloomy situations
both mentally and economically, the question remains, is there a positive way to look at this
situation? Can we go back to the ‘flourishing’ economy that we had? Or can we look at the
bright side in this bleak dawn? Prof. Muhammad Yunus, a very well celebrated Nobel prize
winner said that even though we are missing our ‘old economy’ during these COVID times,
it is not a good idea to go back to that economy. Instead, we should create a ‘new’, ‘from
the scratch’ self-reliant economy especially in the rural areas. We know that Covid has hit
both the rural as well as urban areas, and the rural areas mostly depend on the urban areas
for their supplies.
Prof. Yunus has beautifully suggested that this is the time where we can reconstruct
the economy of the rural areas and make them more ‘atmanirbhar’. Reducing the burden
on the urban areas, more industrial growth and increasing the production capacities in the
rural areas which will prevent them to be ‘dependent’ on the urban areas is the most
significant post-Covid strategy. The creative and effective designing of the rural areas PostCovid is a challenge and an opportunity.
Let us take into account what the Nobel prize winner has to say for the urban areas
and let us create an even more beautiful and flourishing economy after this pandemic!

Ms. Rasika Soman,
MPhil Graduate from the University of York
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Financial Management in times of COVID-19: Bailout lessons
“Never take your eyes off the cash flow because it’s the lifeblood of business.”
—Sir Richard Branson, business magnate, investor, author, and philanthropist.

Introduction
The COVID-19 pandemic brought the social and economic life of the world to an
absolute standstill state. The Indian Government announced one of the most stringent
lockdowns in the world to prevent the spread of the virus. As economic activity came to a
grinding halt, the effects were felt like a shockwave. As the country attempted to fight the
pandemic, survival of businesses, particularly in the MSME sector became the first point of
defense.
Figure I suggest that the Indian economy contracted by 7.2% in the year 2020-21.
Apart from agriculture and allied sectors, all other sectors registered contractions (i.e.,
negative growth rates), out of which the hardest hit were trade, hotels, transport and
communication sector (-21.4%) and manufacturing, construction, electricity, gas and water
supply sector (-9.3%) because cash inflows were virtually reduced to near zero levels.
Therefore, the survival of firms in these industries was solely dependent on their cash
management policies and financial management strategies.
Figure I: Annual Growth Rates of GVA and Across Sectors (Based on 2011-12 constant prices)

Strategies
to
Revamp
Financial Management

Source: Economic Survey 2020-21

In
times
of
uncertainty, when revenue
generation is virtually zero
or negligible, effective cash
management becomes an
important strategy for the
survival of any enterprise.
The first step to manage
finance
is
effective
management of supply chain

risk. It is imperative for firms to have a thorough understanding of the risks associated with
suppliers, customers, and business partners. Usually securing payments through
enforcement of contracts, such as letters of credit, bank guarantee, etc. are likely to be
followed as they shift the default risk to banks and FIs.
Firms will have to engage in greater scenario analysis to assess the amounts of
funding required and the various sources. Firms are also expected to be engaging more with
their financers (i.e., shareholders, bondholders, debenture holders, banks, etc.) and ensure
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that sources of funding are secured and if required, they may also explore additional
sources of finance. It will also be extremely helpful for companies in sectors with little or no
government backing to have a minimum cash reserve policy.
Working capital management is one of the most important facets of finance that will
revamp itself. Firms generally prioritize the top line while managing bottom lines with an
eye on profits, assuming no uncertainty. This causes a lacuna in the management of
receivables and payables. The COVID-19 pandemic stripped many firms of their top lines
and taught an important lesson to change their focus from profit and loss statements to
balance sheets. The most important components emerged to be inventory, receivables, and
payables, as these factors are directly linked to the working capital discipline of any firm.
Another component that will see greater attention is variable costs. Firms will need
to realize that although reduction of variable costs is one of the quickest ways to reduce
cash outflows, a calibrated approach is required, and more importantly, a humanitarian
one. While many firms were seen firing their employees, there were some smarter firms
with a humanitarian vision that chose to reduce wages and salaries and stop bonuses,
instead of stopping earnings of a few entirely. Other effective ways to reduce variable costs
can be travel bans, focusing on virtual meetings and, conferences and stopping
expenditures on leisure and entertainment. Outsourcing can be reduced in the short term
while re-distributing work to permanent employees within the companies. If necessary,
leaves can be granted without pay to preserve cash.
Some of the firms will also be seen revisiting their capital investments, with some of
them postponing for the future, with the rest of them to be reconsidered and maybe even
cancelled. Impact assessment will be required in this regard. Firms that had invested heavily
in capital assets prior to the pandemic will be seen either deferring deliveries or payments
or both. This is truer for sectors such as aviation, automotive and their ancillaries, etc. In
terms of sources of long-term finance, it would be a good idea for publicly listed firms to
reduce their financial leverage, as it will reduce the magnification of their losses. However,
the extent of de-leveraging will depend on quarterly based forecasts of liquidity, solvency,
and availability of alternative methods of financing.

Inventory management will play a crucial role in determining the financial health of
any company. Since the pandemic had disrupted the supply chain entirely, the firms will
need to prepare themselves for the short-term disruptions. They will need to effectively
map the demand and supply requirements in the short-run, and either dispose of excess
stock or keep more as a buffer, depending upon the requirements. In case of perishable
goods being delivered to relatively inaccessible areas, it would be a good idea to keep
minimum inventory.
Generating quicker cash flow from receivables may be another effective move to
reduce financial uncertainty. The firms may tend to follow aggressive tactics, such as
receivables factoring to liquidate them and get some cash, albeit at a discounted value. The
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same tactic can also be extended to customers and end-users by offering dynamic
discounting options to those who make prompt payments or use digital platforms to pay.
Firms will also see giving greater emphasis on internal auditing of their transactions
to assess whether their payables are not overvalued, and receivables not undervalued.
Some may even adopt digital technologies and deep tech, such as robotics, AI, and machine
learning to automate the audit process, which will reduce the financial burden.
Insurance is one of the sectors that will see a spurt in demand, especially business
insurance. As firms will be assessing their existing business insurance agreement, they will
understand that the inclusion of pandemic and disruption-based insurance will need much
greater attention. Since many businesses have moved online, the likelihood of cyberattacks
and data thefts has also increased. Firms will need to ensure that they also enter into cyberinsurance agreements to protect their IT systems. The terms of premium-based payments
can be reduced to small lots.
Converting fixed costs to variable costs will also be a key move to ensure effective
financial management. Many firms will be entering into contract manufacturing, third partybased warehousing and leasing of transportation fleet. This, however, should be pursued as
a long-term strategy.
The summary of all the steps that are likely to be followed based on the severity of
the impact of the pandemic and the consequent vulnerability faced by firms can be
summarized in Figure II.
Figure II: Impact Assessment and Risk Mitigation Strategies

Source: Deloitte
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Opinion
The contraction of the Indian economy and the disruption of the global supply chain
exposed many pain points that were earlier taken for granted. In the pursuit of profits,
many businesses failed to understand the importance of financial discipline within the
organization and risk management. The phrase “charity begins at home” can be tweaked to
“financial discipline begins within an enterprise” as it clearly entails the present
requirements for competitive advantage and survival. Clearly, the role of the top
management and leadership of firms is of paramount importance in defining the financial
risk management policies in the organization. A clearly defined corporate governance policy
will not only ensure ethics and compliance, but also prevent activities that are detrimental
to the financial health of the company. This is ensured through effective on-boarding,
training, and making the workforce agile to deal with short-term and long-term challenges
of the company. These factors, combined with the technical methods to deal with financial
risk will help maneuver the firm through the eye of the storm, that is, the COVID-19
pandemic induced disruption.

Amrit Mohapatra
Atal Bihari Vajpayee School of Management and Entrepreneurship
Jawaharlal Nehru University, New Delhi
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Reimagining the Post COVID-19 scenario in Supply chain
logistics through praGATI’s pioneer neural network
systems
The Global Supply Chain is not new to abrupt disruptions, prior to the COVID 19
pandemic, natural catastrophes like the 2011 Japan earthquake, the 2004 Indian ocean
Tsunami and the 2003 SARS outbreak in China have caused scarcity in the demand and
supply chain of the industries. Unlike COVID-19, these above-mentioned disasters were
usually limited to specific geographic areas over relatively short periods.
COVID-19, on the other hand, had a pan geographic influence, spreading rapidly
within four months of its initial outbreak in Wuhan, China. Gripping the entire planet and
sending its populace, in billion, into lockdown and total confinement, causing a partial or a
total shutdown of major economic sectors. The finest intelligence on this planet, the
humans, were left incapacitated, gasping for solutions in a bid to contain and eliminate this
problem as any afflicted area was a potent and ripe spot for further outbreaks.
In contrast to other natural
or manmade disasters, COVID-19
left a huge impact on the supply
chains at all levels, ranging from
the supplier front to the customer
end. The pandemic induced a
whiplash effect (the inability to
maintain a supply chain inventory
to the shifting consumer demands,
leading to cascading effect of
inefficiencies
like
excessive
inventory investment, poor customer services, lost revenues, misguided capacity plans,
ineffective transportation and missed production schedules).
Indian scenario.
The Indian administration, in a bid to
contain the outbreak, enforced lockdown in
stages, depending on the frequency of the
infections in key geographical areas
conducive to the economy, before going for
a full lockdown.
The lockdown came at a time when
the Indian economy was already struggling.
The export and import business came to a
standstill. The Indian retail industry market, predominantly unorganized, too suffered a
setback, with a renewed demand for online retailing.
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The estimated cost of a full
lockdown was a staggering 26
Billion USD, majorly forecasted
around June 2020.
As of 6th May 2020, INR 348
Billion have been distributed
through various stimulus packages,
by the Government of India.
Impact on GDP from January to
March 2021 has been estimated at
0.5%.
praGATI Logistics and Warehouse solutions
“Your next door logistics service provider.”

Founded in 2018, praGATI was an answer to the evergreen demand in the domain of
supply chain logistics, transportation and warehousing. People led, driven by innovation and
with an aim to serve our customers’ every needs, we offer a suite of logistics service
irrespective of the nature of business.
Through our Third party logistics venture praGATI,we strive to deliver customized
solutions at a national level by offering a robust warehousing, express delivery, return
management and E-commerce MFN.
Our secure digital architecture facilitates an efficient solution to our customers
through a streamlined process of inventory tracking, hassle free order processing and other
value added services.
Impact due to the COVID-19 pandemic and
the contingency measures.
The enthusiasm and spirit of our team
propelled praGATI towards the forefront of regional
logistics distribution. In terms of business
prosperity, the 1st quarter of 2019 till the 4th
quarter, the demand for our logistics went up by
roughly 80%. The resultant surplus was judiciously
used to strengthen the digital aspects of our
business, especially the ecommerce and the
demand forecast.
The signs of trouble began to emerge from in the 1 st
Quarter of 2020, the Market crash of 2020, which began in the month of February 2020,
was an ominous sign.

39 | P a g e

In March, when the 1st phase of lockdown was announced, followed by restricted
civilian activity, our business team at praGATI had already rolled down the plans, to enlist
ourselves as essential service providers, with the capacity to plan and execute logistical
solutions in this controlled scenario. Acting immediately, we, at praGATI prioritized the
safety of our most prized assets, our employees and staffs. Official circulars were passed
dictating the Do’s and Don’ts norms, in line with official advisory issued by the Ministry of
Health and Family Welfare, Government of India. Essential hygiene items like gloves, masks
and sanitizers were provided to all our employees. We reinforced the screening protocols,
prepared well in advance for absenteeism, promoted flexible working arrangements and
aligned our IT systems to integrate the evolving work arrangements and focused on cash
flows, ensuring an optimum outflow.
Second step was to acquire the proper permit and legal obligations, which will help
us to function seamlessly. According to our contingency business plan draft, we decided to
cater to the Agriculture and Medical sector, offering our solutions for a secure and cold
storage transportation of necessities like ration and intermediary drugs, as both of these
were facing acute shortages and this service deficit was picked up by our visionary team
behind the contingency draft.
Third step was to compile the business operations during the months following the
lockdown, identifying and analyzing key indicators that can be potentially used as business
leveraging option, especially indicators like ordering costs, inventory costs, trade route
congestion, delivery points, maintenance points, delivery time, traffic uptime and down
time respectively, with an aim to construct and consolidate all these indicators as a
foundation for real time analysis, to facilitate a trend projection using different forecast
models with the aid of neural networks.
Employing a neural network model.
Our data analytics team at praGATI developed a neural networking model based on
the historical data of our previous logistic operations. This enabled us to visualize the
demand forecast and plan our inventory capacity, providing us with an additional scope for
expansion.
Integrating the live feed from the local traffic center and toll booths near our
warehouses, along with other dynamic variables like GPS, weather and social media feeds,
our brilliant team came up with a pioneering RNN (Recurrent neural network) based
Transport Lane Learning model (TLL), which can self-evolve over time and provide insights
to optimize our daily operations.
Another major cost incurring factor is the transport fuel cost. The information on
previous fuel intake was fed to our model, which then provided with an optimum route
connecting all our warehouses and drastically reducing the fuel cost. The model proved to
be a major boost to our business as it:
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•
•
•
•

Enabled a data driven decision making scenario.
Synchronized the supply with demand to reduce the holding costs borne by inventory
maintenance.
Maximised the bottleneck influenced outputs to increase revenue.
Provided visibility and transparency for resource capacity.

At present, the business at praGATI is decent and under the aegis of a wonderful team
of employees and staffs, is on its way towards a post COVID-19 recovery and stability, with
demands and services increasing day by day.
To conclude, COVID-19 showed how sprawling the global supply chains are and how the
same made them vulnerable to disruptions, with a break at any point resulting in a cascade
effect, affecting the entire businesses down the line. To avoid this and engender greater
resilience, Supply chain logistics in a post-Covid world will need to focus on shortening
supply chains and ensuring that goods are delivered across end points quicker.

Akhil Pillai
VES Business School, Mumbai
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Agricultural Waves in the Bottom of the Pyramid
The agricultural sector of India has been the backbone of the economic and cultural
development of the rural sector and has evolved to become the largest indispensable sector
for India. With around 60 percent of the population of India being employed in the
agricultural sector, any natural occurrence, economic misbalance, or legal reconstruction
sets off waves of substantial changes to the agricultural sector and the rural sector. A
pandemic of the scale of COVID-19 has had multi-faceted impacts on both the new modern
agricultural ventures and the existing traditional models of agriculture in India. The
pandemic has disrupted the conventional chain of the agricultural market and has had
contrasting long-term ramifications to the consumer & producer model which is followed by
most farmers in India.
The Bottom of the Pyramid
Before elucidating the structural impacts on agricultural ventures, it is important to
observe its close dependency and connection with the bottom of the pyramid. According to
C.K Prahlad the bottom of the pyramid is the largest, but the poorest socio-economic group
in any nation. In India, the bottom of the pyramid lies in the rural sector and most of its
population is deeply invested in the agricultural sector. It is also crucial to note that the
farmers at the bottom of the pyramid are unable to have very high produce due to the
usage of traditional methods, less capital & labor, and lack of education. The primary reason
why still the major chunk of the population is invested in new agricultural ventures is due to
the lack of job opportunities and the lack of educational institutions.
Impact on the Agricultural Market Chain
With COVID-19, the plights of the lower
socio-economic group have risen and
new hurdles to establish agricultural
ventures and carry out existing ones
have emerged. The rise in cases and the
strict lockdown has made it increasingly
difficult to acquire raw material, supply
to the consumers, find labor and
complete the market chain. Since
agricultural ventures at this lower rural
level have relatively low productivity
and no advanced technological facilities, Source: “Volume of food arrivals reported by registered
hence, it becomes all the more mandis to the Agricultural Marketing (Agmark) database
on a daily basis (via https://agmarknet.gov.in)”
strenuous for the farmers.
The pandemic has given rise to a long market chain that has manifested itself in the
form of demand and supply shocks. The lack of labor and advance machinery caused a
major delay in harvests and brought warehouse operations to a virtual standstill. The
government regulated markets were intermittently closed due to the lockdown and the
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village traders did not show up to complete any transactions. The arrival of produce to the
market had substantially dropped to a very low level and significantly affected the income
of the labor and the demand of consumers. The following illustrates the significant drop in
the arrival of the harvest.
Consumer Trends and the Step towards Digitization
The consumer’s buying behavior underwent a drastic change and a general increase
in demand for essential commodities, with the purpose of hoarding, was seen. A trend
towards greater online transactions and home-delivery services displacing in-person
purchases was also noticed throughout all sectors. Produce growers and distributors were
hence forced to shift supplies from foodservice outlets to retail channels which were able to
sell the produce on e-commerce platforms and fulfill the demand. With this immediate shift
towards online purchases and e-commerce websites, it has become very important for new
agricultural ventures to take a step towards digitization. The agricultural ventures at the
bottom of the pyramid are yet to transform and adapt to the technological system and
hence, find it all the more tough to complete the market chain. In a post COVID-19 scenario,
a digital system becomes imperative for the agricultural sector at all phases and levels. The
introduction of new technology and certain educational facilities become all the more
important for the bottom of the pyramid in a post COVID world.
Unsecured Loans and Micro financing
There is a direct need for capital for less-privileged farmers to buy raw material,
invest in machinery and adopt new irrigational procedures. Hence, most farmers at the
bottom of the pyramid tend to acquire unsecured loans from informal money lending
systems in the village. With the spread of COVID-19, this microfinance system of unsecured
loans were halted, and it became immensely burdensome for new agricultural ventures to
acquire funds for carrying out their harvests. In a post COVID-19 scenario there is an urgent
need for transforming these unsecured systems of micro financing into a formal system.
With the digitization of retail loans and creation of easier formal loans, it will be relatively
easier for the new agricultural ventures. A certain awareness and demolition of the
unsecured structure will greatly benefit agricultural ventures in the post COVID scenario.
Post COVID-19 Prices
The pandemic had highly altered the demand and supply trends of agricultural
products. While all prices spiked initially, they recovered relatively quickly. Prices of staple
products were constant by the minimum support price, while prices of some vegetables
were lower in some months. The market reforms were unable to completely protect the
farmers from this decrease in prices and hence, farmers, especially at the bottom of the
pyramid, were forced to sell all produce in lower prices. Economists who have been
carefully studying the agricultural waves have suggested that the agricultural sector as a
whole has been somewhat resilient to the COVID-19 price shocks but has greatly affected
those farmers with less produce and previous debt. In a Post COVID-19 scenario, even
though prices of produce are most likely to stabilize, but still the bottom of the pyramid
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would have to incur a loss and would have to continue to sell their produce at a lower price.
If these new agricultural ventures tend to digitize, acquire structured loans and maintain
produce, they’ll be able to recover the past loss in the post COVID-19 scenario.
The new farm bills have also brought a few changes to the agricultural systems which
become very important in the post covid-19 scenario. The new legal structure opens the
market for new agricultural ventures to sell produce to retailers and open markets. If the
new agricultural ventures are able to shift to a digital structure and expand their own
markets it would significantly play in their favor. However, seeing that it is immensely
difficult for farmers at this level to transform into a digital structure, the new legal structure
can turn out to be even more burdensome for new agricultural ventures at the bottom of
the pyramid. COVID-19 has stirred up the agricultural waves at the bottom of the pyramid
and has opened the ambit to a completely transformed, competitive and digital scenario for
the rural sector.

Amartaya Gupta
St. Stephen’s College, New Delhi
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Supply Chain in a Post-Covid World
Never has the reliability of supply chain been more valuable to business leaders than
it is today. Businesses have been disrupted, some of them have even been completely
ravaged by the COVID-19 pandemic, as they were not prepared for it. As soon as production
from Asian suppliers ceased, supply chain managers started noticing flaws in their global
logistics operations. Coronavirus supply chain disruptions affected 94% of the top 1,000
companies, according to a survey by Fortune magazine. This phenomenon affects not only
the materials but also low-value components that are nevertheless essential for production.
While all companies are simultaneously looking for alternative solutions, the purchasing
market is in the throes of unprecedented turmoil.
The scientific community agrees that the occurrence of major epidemics comparable
to COVID-19 will be highly possible in the future. Added to this threat are those of climate
change and geopolitical instability, which will lead to further disruption of supply chains.
The challenge is now to restructure our approach towards the supply chain as quickly as
possible by drawing on necessary lessons from the current situation. Our learnings will help
businesses to embark on a more reliable restructuring of their supply chain, fully aware of
its inherent risks.
The resilience of the supplier base
COVID-19 has revealed weaknesses among players in the global market. Over the
past twenty years, the purchasing sector has evolved continuously towards the provisioning
of strategic components and raw materials from low-cost countries such as China to achieve
savings. However, the current situation shows that the reliability of suppliers located in
these geographical areas has been overestimated. To avoid the risks associated with
circumscribing purchases from a single location, companies are now being called upon to
reconsider the scope of their supplier base at the global level.
It is essential to implement this risk assessment in supplier relationship management
strategies and to associate it with business maintenance plans. This action assumes the
permanent review of global supplier bases in terms of geographic positioning, as well as an
analysis of the politico-economic risks of the countries in which the suppliers are located.
Also, there is a need to sift through the configuration of suppliers by considering the
number of intermediaries present in the current supply chain, as well as the distance
between them. All the complexity of a supply chain is ultimately dependent on these set of
parameters.
The method by which companies source their strategic raw materials or key
components should aim to reduce their dependence on a single supplier. This
recommendation was already in effect before the arrival of the pandemic; it is truer today.
It is imperative for purchasing and supply chain managers to analyze their spending and
avoid slavery to a single supplier and region. Admittedly, the decision to deploy a second
source is likely to have a commercial impact, especially in the event of agreements with
existing suppliers on volume discounts or multi-level pricing. Likewise, the complexity of the
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supply chain will increase in the short term. But these are decisive issues in ensuring the
continuity of business and this risk premium, in many cases, is worth the effort.
This multifactorial decision depends on the level of technicality which characterizes
each category concerned, as well as the qualification requirements which result from it.
When the search for alternative sources is unthinkable, the existing suppliers must be able
to guarantee supply from a plurality of production sites spread over several geographical
areas, to limit the logistical risks linked, for example, closures of borders.
A new approach to inventory management
The management of inventories and stocks is the subject of constant exchange
between the purchasing and production departments; nothing new to this. Since optimizing
working capital for all goods purchased is usually the responsibility of managers, operations
are often reluctant to keep inventory to a minimum owing to the fear of supply chain
disruptions. In this area, the lessons learned from the recent COVID-19 epidemic encourage
us to rethink our approach.
Purchasing and supply chain managers need to take a thorough look at their physical
inventory and develop much more focused strategies for each sub-category. Many
companies have suffered severely from the shortage of critical low-value items such as
personal protective equipment. These articles of reduced value deserve to be hoisted today
to the rank of "strategic goods" insofar as without them, production stops. The reduction in
the emphasis placed on optimizing working capital will have very limited consequences on
cash levels.
Another fundamental issue, along the same lines, is that of just-in-time delivery. For
many years, it has been the focus of attention from supply chain managers. In the current
context, marked by recent supply irregularities and political uncertainties, readjustments to
enhance reliability may be necessary. Not all products need to be in stock, but just
considering a number of low-value, durable items can increase the reliability of supply chain
and even greatly simplify operations.
Sourcing decisions: Internal Manufacturing or External Purchasing
In recent years, many companies have partially divested their manufacturing and
production capacities. Their goal was to refocus on their core business to generate liquidity
or to resist market pressure by calling on more competitive suppliers. Given the resulting
loopholes, leaders will inevitably have to question some previous resolutions.
A purchasing and supply chain managers’ role in this decision-making occurs at several
levels:
•
•
•

Business risk assessment for each commodity
Communication of transparent pricing (internal and external) to decision-makers
Assessment of additional risk reduction options for the supply chain

While vertical integration is easily justified in the case of raw materials, the same is not true
for certain indirect goods such as personal protective equipment (PPE), which call for a
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different strategy. Depending on the circumstances, the approach described under
“Inventory management” may prevail. If not, it is worth going back to the basics of sourcing,
ensuring that suppliers do not seek to profit from the business disruption. In this regard
managers should:
•
•
•
•

Make sure they ask for the correct specs
Demand certifications and customer references
If possible, request several quotes and qualify additional suppliers
Consider the value or total size of the business

The market is flooded with counterfeits and overpriced products. As speed and cash flow
protection are critical issues, companies must be ready to source strategic products from a
variety of suppliers, promptly and in sufficient quantity.
Conclusion
The crisis triggered by coronavirus is forcing everyone to rethink the structure of
their supply chains. Leading scientists are expecting more waves and similar outbreaks in
the near future. Purchasing and supply chain managers must apply these recipes to our
organizations without delay to prepare for the next crisis. While the applicability of these
key themes will depend on industry and region, some quick fixes apply to almost all
organizations. Business leaders now have a keen awareness of the importance of having a
reliable supply chain. Purchasing and supply chain managers must act today!

Mayank Choudhuri
Xavier’s Institute of Management, Bhubaneswar
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A peek into the future of the aviation industry, Post-Covid.
We've been perusing how
poorly arranged the world
has been to manage the
COVID-19 pandemic. In an
inconceivably short window
of time, the market interest
signals went into a new zone,
sending stun waves through
the travel business.
The worldwide flareup
of
COVID-19
has
influenced organizations, particularly the travel and hospitality industry, and disrupted the
congruity of tasks. As we deal with this pandemic, businesses are catching the results of the
economic slowdown. New truths are digging in, might be to help the businesses to develop
into a genuinely computerized and customized visitor experience; like how carriers and air
terminals are going as a delayed consequence of this pandemic.
While there are various investigations available on the sorry state of the travel
business, how about we return in time and see the circumstance before the pandemic hit.
This is a good opportunity to survey where the business was going before the crisis and to
see whether the criteria of the past will hold true later too.
Aviation industry priorities pre and post COVID-19
Resulting from imparting and investigating the market, the affiliations intend to
consider the prerequisites of their customers and financial backers. At an obvious level, we
gather the affiliations and arrive at the essential priorities as under:
Redesign customer experience:
Customer experience took need over various things. Travel brands set forth an
outstanding endeavor to give experiences that separated them from other competitors.
Automated transformation that enabled this, turned into the mind-boggling center and the
travel business was at the cutting edge of this wave.
Creating income through assistant arrangements:
Most industry players were building the ability to sell things that were overall sold by
interfacing endeavors and un-packaging solaces that were viewed as a part of the center
thing, for example, seat reservations. Assistant arrangements are rapidly transforming into
a gainful strategy to un-pack a motivating force for customers and acquire additional pay on
top of the fundamental reservation.
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Improve operational efficiencies:
While travel brands focused on the top line improvement, for all intents and
purposes, indistinguishable enhancement was given to improving fundamental concern
efficiencies. This actuated an enormous broadness of exercises: From illuminating pilots
concerning eco-obliging methods for tuning the HVAC systems in improvements to decrease
energy spends; from changing the way pioneers load up the planes to how they use
toiletries in their lodgings. Undoubtedly, even development needs to shape this objective as
more motorization and legacy modernization exercises.
These priorities will keep on instructing the consideration of the business chiefs. All
things considered; they will turn out to be much more significant in the post-COVID-19
world. The manner in which the travel companies decide to address these necessities will
separate the victors who ascend out of the emergency stronger than before. The nature of
client experience will be controlled by the simplicity of utilizing services. It will be the key
figure that helps in development. Travel Companies should show clients that it isn't just
favorable, however in addition safe to utilize their services. Organizations should facilitate
with other specialist co-ops in the travel esteem chain to guarantee consistent assistance.
Travel companies should focus on boosting the income opportunity from the limited
demand. This can be accomplished by offering assistance that will be suitable to the
condition and finding new ways for travelers to discover and utilize the services provided.
The offer of selling a carrier seat will move towards cleanliness and that would mean an
adjustment in trait-based shopping systems.
The emergency has uncovered a couple of regions that should be more productive.
Client support is one such model. The pandemic prompted a flood popular for client care
that most suppliers couldn't deal with. With voice advancements developing, they are apt
to be applied to the client care division. This will improve client experience and end up
being cost-proficient.
With significant noteworthy information to anticipate the demand and consequently
to improve esteem, Revenue Management, and Capacity Planning limits will feel the crush
to pass on the right outcomes.
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Effects of Covid-19 on the Aviation Industry

-Optimistic path

-Pessimistic path

Recovery Plans
• The organizations are starting at a gradual or in fact slow recovery situation in India;
in any case, the significant thing to focus on is there’s hope of recovery after all.
• Organizations need to underline on the need to focus on the capability of homegrown travel industry and attempt to acquire a few benefits through it.
• Setting up a 'Travel and Tourism Stabilization reserve', transferring benefit
immediately to every unit to forestall monetary and job loss.
• Cost streamlining at all operational levels.
• It is likewise being prescribed to circumspectly use the FF&E Reserves. Give better
house to house encounters and foundation offices that guarantee the security of
travellers and the staff.
• Maximizing the limited revenue generation opportunities by introducing more valueadded services and finding better strategies for selling them.
• Being proficient by using robotization and psychological innovations.
• Tax changes should be done, with thought of assessment demands for long standing
customers. Numerous avionics organizations are approaching insolvency, prompting
an expanded demand for government bailouts. Notwithstanding, this financing
should accompany conditions focusing on ecological upgrades.
• Contactless encounters will assume a critical part in giving visitors a prompt feeling
of security and prosperity. For long haul achievement, organizations should put
resources into touch less and voice-enacted frameworks.
• The pandemic opens opportunities for the travel and accommodation industries to
revaluate their advanced procedures. Adjusting a more tech-centred methodology
towards consumer loyalty will help industries assemble their validity and ability to
offer safe and efficient encounters. The organizations should focus on Augmented
Reality (AR) that recreates elements of travel, giving audiences immersive
experiences wherever they are in the world.
• To recuperate from COVID-19 mishaps, enterprises should utilize examination
instruments in a convenient design and draw experiences from client research,
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appointments, reservations, input, and new disruptors. Thus, stakeholders will
actually want to rethink and reconsider the client excursions of various sections of
travellers and drive greatest business esteem.
To conclude
It can't be emphasized sufficient that the travel business will require a couple of years to
recuperate from the COVID-19 pandemic. Be that as it may, these years will accompany
many learnings. But if those learnings are lost, everything is lost.
Notwithstanding, the companies today are quick to learn, wherein they will put their new
information to sensible use and envoy a solid, new, tough variant of the travel business in
the near future.
•
•
•
•
•
•

The Indian travel industry, and cordiality industry is expecting a potential occupation loss of
around 38 million, on record of this outbreak.
With global and home-grown travel on halt, the demand for turbine fuel has significantly
declined.
According to an estimate by Indian Association of Tour Operators (IATO), the lodging,
aviation, and travel zone together may bear a shortage of about Rs. 85 billion considering
the travel restrictions on foreign travellers.
India's outbound and inbound travels will observe an unequalled low.
Aviation industry in India could incur misfortunes worth Rs. 27,000 crores ($3.3-3.6 billion)
in the primary quarter of 2020-21.
The traveller growth of carriers may most likely fall strongly to a negative 20-25% growth for
2020-21.

Dhiraj Dhirwani
VESIM, Mumbai
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Thank You
Hope you enjoyed reading this edition of Business & Beyond.
We look forward to your valuable feedback, which can be shared with us at:
blogsbab.vesim@ves.ac.in
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