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Welcome to the 10th Edition of the Digital Desh Drive by
NowFloats

In the last two years we all have changed and transitioned from the physical
virtual, and we had to pivot our digital drives during the pandemic to a
hybrid model - some physical and some virtual. We stayed with our goal of
getting 'Inside the Internet of Bharat' and with the help of students from
Mahindra University we were able to achieve this edition of Digital Desh. It
gives us immense pleasure to work with young minds and give them the
real-time experience of not just interacting with various business owners but
also understanding their stories empathically, analyzing them and finally
bring out this report to amplify their words, problems and aspirations.  

A deep understanding of our report will not just help you understand the
stories and what goes behind the scenes but also give you a sense of what
they need.  This report is different from the other reports as we have added a
section on digital solutions which connects business owners with brilliant
startups who can offer their expertise in a particular industry.

The report contains stories from 48 business owners from all over India in
different industries and includes almost 32 startup interviews in the digital
solutions section.  

We hope you enjoy reading it as much as we enjoyed making and writing it.

Please do share your comments and ideas. 

Jasminder Singh Gulati Deepali Dahiya
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INTRODUCTION 
In spite of India's diversity on many levels, the biggest allure for businessmen, and
entrepreneurs is the wide range of business opportunities it provides. As India is
progressing through the phase of digitalization, it has in fact created even more 
 opportunities for a variety of sectors. This juncture not only opened up doors for a
profitable and future-oriented investment but is also likely to contribute to the
development of the society in a more prominent way. The purpose of this report is to
address the need for information for business opportunities, with a focus on
digitalization. It merges the scope for digital business with what is native to India,
namely its small businesses. It explores how small business owners can take
advantage of digital developments that can potentially change their lives and make the
business figureheads of the country profitable as well. This will in turn positively impact
the entire economy.

This version will analyze how MSMEs in India can be provided with more guidance and
assistance. This will enable them to improve their contribution to the nation and to
upgrade the living standards of their owners. The goal of this project is to connect
these owners with digital solutions to practical problems that they keep encountering
as they conduct business on a daily basis. This will make their lives easier, smarter,
simpler, and certainly more productive.

In order to proceed with the report, it would be better to define what small-scale
businesses we would like to focus on. By doing so, we hope to provide more clarity, and
definition and make the report less abstract.

Therefore, throughout the report, we will emphasize more on micro and small
enterprises that sell ethnic Indian clothes, Indian street food and day to day services.
Additionally, we will include an auxiliary segment in the project devoted to agriculture.
Agriculture in India is a very important sector that requires comparatively very little
investment. It does not qualify as an SME. However, agriculture is a significant
economy within India, and it requires a greater injection of technology. Thus, it will be
closely studied as well. 

What you should expect is a presentation of basic data on each category listed above
followed by a few stories derived from the interviews conducted to get a better picture
of these businesses. Later you will see that we have tried to connect these problems to
startups that have already been indulged in some sort of digital application and that
could practically help the small scale businesses come out of the traditional stigma. 



India is a multifaceted nation with diverse cultures, religions, languages, rituals,
people, and more. It is one of the fastest-growing nations in the world, with an
enormous population, favorable demographics, and high catch-up potential due to
low initial GDP per capita.

India is a mixed economy wherein both government-owned enterprises and private
businesses co-exist. As per the recent data by the World Bank, India became the 5th
largest economy with a GDP of 2.87 trillion. In 2020-21 our GDP stood at 135.6 lakh
crores and our employment rate at 38%. 

Order of colors signify Per Capita Income 
within the states of India 

from high to low

INDIAN ECONOMY



MSMEs
 

RURAL URBAN
 

VILLAGE
 INDUSTRIES COIR KHADI MANUFACTURING TRADE SERVICES

Services Sector
Rs 6,758,989

Industry Sector
Rs 3,654,362

Agriculture Sector
Rs 2,040,079

The existence of numerous small businesses at various levels in India makes it
unique from other economies. SMEs are instrumental in fostering multiple economies
within the country. As an example, an individual running a small textile weaving
business would sell the product to a bigger vendor who, in turn, would introduce the
product to the market. It is common knowledge that this is the case in many other
parts of the world, but in India, it's recognized differently due to the product's
specialization and the use of native skills.

CLASSIFICATION OF MSMEs:

Contribution of each main sector (at constant prices in crores) 
to Indian GDP(2020-21)

16.4%

54.3%

29.3%
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Dissecting Services Sector 
The below graph shows the contribution of each category in the services

sector. 

Dissecting Industry Sector 
The below graph shows the contribution of each category in the industrial

sector. 
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Share of MSME in All-India GDP
The following graph shows the trends of the contribution of MSMEs to GDP in

India from 2016 until the present.
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Economic diversification can increase a nation’s real GDP as the country has
incomes from many different sources.
Economic diversification has been used as a strategy to transform the economy
from a single source to multiple sources of income that are spread over primary,
secondary, and tertiary sectors.
The objective has always been to improve economic performance for achieving
sustainable growth.

ECONOMIC DIVERSIFICATION 
In simple terms, economic diversification is when a country gets income from various
types of economic activities such as agriculture, financial services, manufacturing, etc.
The ultimate goal of every nation is to have a strong, growing, and sustainable
economy. A sustainable economy is one that enhances the standard of living of it's
citizens and having a diverse economy is a key role in a sustainable economy.

The impact of lack of diversification can cause a severe decline in the employment
sector. In India, people are employed due to the diversification of the Indian economy
that leads to different sectors in India such as the agricultural sector, manufacturing
sector, and service sector. 

Economic diversification contributes positively to economic performance. Much of
economic performance and sustainable growth revolves around the development of
strategies that are designed to induce greater economic diversification. So, if India
lacks diversification, then GDP takes into consideration only the agricultural produce
which leads to a decline in the country’s GDP. Therefore, diversification in the
economy leads to an increase in the real GDP which interprets as a sign that the
economy is performing well.

Agriculture Industry Service
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Helps to maintain a sustainable economy.

Increases employment.

Increases the real GDP.

Increases the standard of living of a country.

Encouragement for passing on the heritage.

Helps support multiple businesses.

Opens the doors to the production of goods and services a growing country needs.

A country’s economic health is flexible and not fixed.

Diversification encourages innovation.

Inadequate access to the latest technologies. 

Unavailability of credit facilities.

Lack of access to a potential market.

Competition from multinational companies.

Improper access to raw material and other inputs.

Poor access to potential markets.

Scarcity of adequate infrastructure sources.

Absence of skilled manpower.  

Lack of training and skill development.

BENEFITS OF DIVERSIFICATION:

CHALLENGES FACED BY MSMEs:



Economy of Farming



India is an agricultural powerhouse on a global
scale. Agriculture's GDP share increased from 17.8
percent in 2019-20 to 19.9 percent in 2020-21. The
agriculture sector contributed 20% of GDP the last
time it did so in 2003-04. Agriculture and allied
sector GVA (gross value added) growth has been
fluctuating over time. However, while the overall
economy's GVA fell by 7.2% in 2020-21,
agriculture's GVA grew by 3.4%, according to the
survey. Food security was also enabled by the
continuous supply of agricultural commodities,
particularly staples such as rice, wheat, pulses, and
vegetables.

In India, the primary source of livelihood for 58% of the population is farming. In this report
Economy of farming refers to the population sector making money out of various activities
encompassed within agriculture and allied activities.

Supply of food grains
Source of employment
Supply of raw materials
Provides market for industrial growth
Contribution to international trade
Supports the transport Industry
Contribution to Poverty elimination

Soil fertility in India is particularly high and the proportion of land is also huge. India is
home to multiple soil types allowing the production of various types of crops and their
healthy growth. 
India is supported by over 12 agro-climatic conditions which refer to soil types,
rainfall, temperature, and water availability. Agro-economic zones are those over
which these climatic zones are superimposed and create an environment for the
growth of different crops. 
Labour in India can be hired at a relatively cheaper cost. 
Input cost is also relatively lesser as it is evident from the fact that a lot of rural Indians
practice farming. 

ROLE OF AGRICULTURE IN THE INDIAN ECONOMY
Agriculture plays a vital role in the Indian economy. Some of its roles are given
underneath:

BENEFITS OF FARMING IN INDIA:



Variability of rainfall leads to production risk.  
A lot of farmers in India face financial risk as they might have been involved in
agriculture for a long time now and don’t have much savings for investment each
time, this way they have to rely more on their income from agriculture which is also
irregular.
The risk of uncertainty in market prices paves the way for financial risk and moreover,
loans and credits from banks and informal lenders pose a credit risk. 
The technology used in most of the regions is still premature and is not yielding
optimum production.
With the rising population, there is a scarcity of land, irregular rainfall, and many
other natural factors that create resource risk.
Farming might have a bad health effect on the farmers as it requires rigorous
physical effort. 

RISKS OF FARMING IN INDIA:

Regular irrigation that uses a lot of water yet irrigates the field unevenly is now
replaced by methods like drip and sprinkler irrigation. As a result, these techniques
have reduced the water used on the field up to 70% and increased the yield from 20-
to 90%. 
Greenhouse cultivation in India is on the rise, especially in the horticulture arena.
With the extensive use of smartphones, digitalization has taken agriculture to
another level altogether. A lot of equipment installed these days allows controlling the
equipment even from a far-off place using the control panels provided on
smartphones. Weather tracking applications are also available on smartphones. 
Soil and water sensors are being used to ascertain when the right time to water the
field or spray pesticides would be. This not only lowers the utilization of resources but
also reduces the costs and helps the environment.
Artificial Intelligence, Drones, Biotechnology, and RFID which stands for Radio
Frequency Identification Technology and Satellites have also been used lately for
multiple purposes.

TECHNOLOGY USED IN FARMING IN INDIA:
Traditional agricultural equipment and tools are still being widely used in India. However,
in recent times there has been a great deal of improvisation as a result of which
productivity has also gone up a notch. Below are some of the recent technologies
equipped in the agriculture sector in India. 

The next parts of this section, are the interviews conducted in order to collect raw data
and numbers that show us the reality of digitization in India. By questioning the farmers
and owners indulged in various other allied activities, we tried to understand the areas
that have the scope to digitalize and could even improve productivity as a whole. We
also wanted to recognize the other reasons farmers haven’t fully utilized these steps
taken by the government. We want to uncover these loopholes and try to bridge those
gaps, with our prime objective being to provide better assistance to improve the economy
and the standard of living of the people in the agriculture sector. 



Introduction:
Priya Siva Prakasam is a simple woman from
the land of temples, Tamil Nadu,
Tiruchengode, and Namakkal district. She is a
proud mother of two, in addition to her being
an overjoyed organic farmer. She has resumed
farming after settling in with her husband and
kids. She has an emotional attachment to
organic farming as it has been passed on
through her previous generations. She also
considers herself to be an entrepreneurial
woman as she sells her own produce to a wide
crowd and also, and she adapts very well to
new innovations. She is not afraid of
uncertainty and hence does not hesitate to
create her own path. 

Observation:
Although Priya has completed her post-
graduate degree, and MBA she still pursues
agriculture as her primary occupation. This
shows how she considers farming to be one of
the most important occupations and this was
apparently what she has been told by her
grandparents and parents. She does not
consider that as a backup for people looking
for employment as in her point of view,
farming is one of the more secure
employments as it was passed on to her from
generations. This shows her dignity and the
amount of immense respect she has towards
farming. She wakes up early in the morning at
around 4 am to visit her field surrounded by a
cool breeze and that is the first step of her
daily farming activities, which for her could not
be a more perfect start for her day. She is very
passionate about her work. 
She considers farming to be a very tedious,
complex, and sophisticated job thus, after
considering everything she has also created
employment by hiring labourers as additional
help. Although they are neither technically
skilled nor are as educated as her, she would
not ask for more as they are very well versed
with the topography and weather. Thus,
adding enormous value to her skills and work.

Passionately organic!
Priya’s family, as mentioned above, has been
practicing agriculture for generations; thus,
they own a decent area of land. She especially
grows small onions and tapioca. She practices
crop rotation which is a change she has made
after taking over. Off seasons, they produce
dry crops. She says that utilizing land all the
time and practicing crop rotation is very
important to her.
Her main threats were agricultural marketing
and pest attack. She recently moved to online
social media for marketing in search of more
customers and to bring about some insight
and promote organic farming. She emphasizes
that the evolution of the world into the digital
era and the influence of the newer technology
on literally every walk and aspect of life and
farming are unsurprising and are   not immune
to the above situational shock.

Priya Siva Prakasam, Tamil Nadu



Conclusion:
Priya has justified her threats in two simple
points. One being marketing and the second
one being pest attack. When it comes to
marketing, she finds it very difficult to reach a
wider crowd. In her previous years, she had
found it difficult to market her farm products
but recently a few years ago, she had moved
digitally. She had decided to spread more
awareness through Instagram.
She has now started selling her products on
Amazon and taking orders through Instagram.
She said that making a digital transition by
using two widely used digital applications has
transformed her business completely. She
stated that it has helped her reach out to a
larger crowd, spread awareness about how
important organic farming is, and also reach
customers directly by eliminating the
middlemen. 
Addressing the second issue that she has
pointed out, was the pest attack. As Priya is
associated with organic farming, generally
organic pesticides are hard to find and are
usually not in stock at many local stores. So, in
case the availability of organic pesticides is
made through online deliveries or by placing
orders online, would reduce the time she
would take and make her more efficient and
cost-effective as middlemen can be eliminated.
Through the interview process, it’s seen that
there is a lack of incorporation of newer
techniques/machinery in the production of her
crops. She is unaware of many government
schemes which would benefit her in her
production process. I Would suggest it would
be beneficial if all policies or schemes are
encouraged more through online media
promotions to reach a larger mass.



Introduction:
Mr. Prabhakar, is a sustainable farmer from
the district of Thetelapadu, Khammam in
Telangana state. Khammam is very well
known for its coal mine- Singareni and the
district is filled with black gold, Prabhakar also
feels that farming is an activity that will be of
appeal to one’s liking, as it consists of fertile
red soil. 
Prabhakar is a senior citizen of India and a
proud grandfather. He has been in the farming
sector for the last 25 years and is absolutely
content.

Observation:
Prabhakar’s main product consists of paddy.
He owns 7 acres of land. The farming on this
land had been started by his father and then
passed on to him and his elder brothers and
sisters. He continued farming even after all
those years as he was very interested in the
act of producing and farming.
He has also expanded his produce after a
while and started a mango plantation by
himself. He gets credits from the bank and is
grateful for his awareness of schemes
available to farmers like him for this
expansion. He wishes for more schemes
benefiting the farmers and schemes which
would help sustainable farmers such as him
and small farmers to increase their work
capital and investment. 
He states that the improvement in the
irrigation technology and better innovations in
the botany of paddy to create more fertile
seeds and the expansion of the fertilizer
industry have improved the end product yield
exponentially.
The improvement of technology in irrigation
and the incorporation of electric motors has
made a big contribution to farming. It made
getting things done easier. He incorporated
the newer machinery such as a plougher and a
tractor. He also plans to invest in his harvester
to harvest his produce which also acts as
fodder for the cattle he has grown. 
He sells fodder commercially and has a great

Sharing Nature's Gift

network within the community for his fodder
produce. This networking has also helped him
in getting his supplies at a more discounted
rate.

Conclusion:
The digitalization of money was a huge aid for
this particularly sustainable farmer. The
payments during the covid era were majorly
made digitally as there was the unavailability
of physical currency. 
His payments for the electrical bill are also
now made online which he feels like a relief
from a huge burden. This was because earlier
he had to pay the bill at the opportunity cost of
a whole day's work as he was forced to stand
in a queue. 
Before the digital era, the entire process of
receiving credit payments from middlemen
was highly chaotic for him, However, later the
entire process of financial tracking has
become simpler. 
He also emphasizes the need for more
awareness and informative knowledge about
the various schemes and benefits which are
being provided by not only the state and
central government but also by various banks.
He emphasized the importance of the effects
digitalization and technology have on the
farming sector. 

Mr. Prabhakar, Telangana 



Introduction:
T. Subhash a commercial poultry farmer. He is
a graduate of the district Nagarkurnool,
Telangana, which is famous for the Madhava
Swamy temple. T Subhash has 2.7 acres of
land and a poultry farm of 20,000 hens. He is
an entrepreneur who is a self-employed
person and has an experience of twenty-five
years of poultry farming activity. 

Observation:
Subhash requires raw materials such as
maize, wheat, rice, soy, and peanuts for the
feeding of hens for them to stay healthy. In
poultry farming the quality of the hens matters
more than anything, so the healthier your
stock is the more traders will be willing to buy
from your farm. He also needs a hen and a
cock for the breeding of chickens and laying of
eggs. In the process of poultry farming after
the hatching of the chicks, there will be 8-10
days of strict brooding using electricity to
maintain the heat and temperature of the
water. 
The distribution of the product is both to
middlemen and direct customers, and also
there are high chances of attracting the
traders if your hens are healthy. Maintaining
the hens in a healthy state is stated as one of
the major problems and also one of the
important tasks to be done in poultry farming. 
Especially during summer, maintenance is very
hard as it’s important to keep the chicks cool.
In the summer season, there is an additional
requirement for sprinklers and fans to keep the
hens cool as they cannot tolerate heat and it’s
important for the hens to not catch any viral
diseases and for them to be in a good
condition. 
If in case, they catch any viral diseases such as
fowl pox, etc, they should be taken to the
veterinary for which the costs should be borne
by the farmer. It was said that it is very hard
for the farmer to schedule an appointment
with vets every time a hen is ill. 

Loyal to Quality!

Conclusion:
The major threats that Subhash mentions are
the veterinary appointments for the hens due
to the viral diseases and the dire state of their
health.
The other unspoken threats that I see are
acquiring raw materials and tracking of
medicines such as vaccinations for the hen. 
Hence, tracking the medicines and vaccines
for the hens can be made automatically.
Reminders and bookings can also be made
digital.

T. Subhash, Telangana 



Introduction:
While India is a country with billions of stories,
back in the day, most people in the South
Indian community hoped their child would
finish college, find a job in the states and live a
comfortable life. Nevertheless, many years
later people have chosen a different path in
coming back to India and staying true to their
traditional roots. On a similar note, this
interview belongs to a software engineer
named Devaki Nanda Prasad from
Vijayawada, the Place of Victory, located on
the banks of the River Krishna in Andhra
Pradesh. Growing up, he always volunteered
to help his father on the farm by looking after
the animals and many more enjoyable
activities. He felt a deep connection to it and
always longed to do it. However, as he aged,
he realized that there was more to life than
just him, so he moved to the USA and stayed
there for 12 long years. One fine day the
dawning realization that he wanted to get
back to his traditional roots came to him like a
thunderbolt. He came back to India along with
his family and has now spent 4 long years
farming alongside his software work. He was
waiting for a long time to finally begin what he
was waiting for and now there is no looking
back. Currently, he stays in Hyderabad,
Telangana. 

Observation:
Mr Prasad has a family of 4. He is a software
engineer who is currently performing farming
as a side activity. He uses a Samsung
smartphone and is well versed with digital
payment apps such as Google pay, and
PayTM and uses them quite frequently. He is
also a recurrent user of the Net Banking facility
to carry out several transactions. He is the only
person that is primarily engaged in farming out
of the 4 members of his family. His wife helps
him out once in a while on the field.
Nonetheless, Mr Prasad hires labourers as an
aid. The labourers come only when he is at the
farm and when he requires their assistance for
the day. 

A refreshing journey from America to 5 Indian Acres

He pays the labourers cash on a daily basis,
the gents get Rs.300/- while the ladies are
paid Rs.200/- each day they work. Initially,
when Mr Prasad got back to India the only
land available to them was the 1 acre that his
parents had at their native place and the 7
acres that his father-in-law owned. Later he
purchased 7 acres for his parents and bought
himself 5 acres of land 100km away from
where he currently stays. He was able to
purchase this land after hunting villages
within a 100km radius of Hyderabad for 6
long months. After finding the land in
Zaheerabad, Sangareddy, Telangana he
purchased it with the help of a broker that he
met through some connections he had in the
village. The broker charged a 2% commission
on the total cost of land. That was where he
has been farming. Mr Prasad likes farming and
enjoys doing it mainly because an emotional
bond with farming and livestock from his
childhood has grown up with him.
He is also motivated by the fact that the end
result of farming is being able to feed his
family organic and healthy food. 
However, quite recently, Mr Prasad sold his 5
acres of land for a 50% profit on the cost as he
was unable to balance his work and farming.
The story is written on the basis of their
experience in agriculture. 
Mr Prasad had a small house constructed
within close proximity to the field so his family
could stay over during the weekends. Around
the house, they had a small kitchen garden
where they grew multiple fruits and
vegetables such as guava, papaya, brinjal,
tomatoes, beans, carrots, beetroots, sweet
potatoes, mangoes, pomegranates, bananas,
cucumbers, bottle guards, and chillies. These
were grown only for sustainable consumption
and any surplus was distributed within their
community. The main crops that they grew on
the 5 acres were potatoes, ginger, Urad Dal,
Moong Dal, Groundnut, Turmeric, and 

Devaki Nanda Prasad, Andhra Pradesh 



reserved a small portion for dates plantation.
One of the major requisites before purchasing
the land was to buy land with red soil as it
supported the growth of date plantations that
Mr Prasad yearned to grow. Accordingly, the
rest of the crops were decided to be grown
based on the suggestions given by the local
farmers and the soil type. Ginger was their
primary crop and required a lot of effort as
well. The crop season for ginger and turmeric
was from June to February. Crop season for
the rest of the plants was from November to
February. Crop distribution on the land
depended on the market price for that crop. If
the market price was high, it would be grown
on more land and vice-versa. Again the
minimum area planted each time for every
crop was at least 1 acre.
The significant technology that they used was
drip irrigation. Bore water was supplied to
these drip taps using a channel of pipes
arranged throughout the field. The control of
water to be supplied to a particular part of the
field was aided using valves. Bore water was
acquired into the pipes using a motor. They
were dependent on rainfalls for irrigation
facilities. Mr Prasad used a smartphone
application that allowed controlling the motor
from wherever he was. The technology used a
connection from a SIM card that was installed
in the power box that supplied power to the
motor as well. On controlling the panel on the
phone, he could either turn on or turn off the
motor by controlling the switch in the power
box where the SIM card was located. Apart
from these, they use primitive hand tools,
tractors, tillers, and proclaimers in the process.
They rented tractors and paid on the basis of
diesel price, while the rent for the proclaimers
was paid on the basis of the amount of time
they were used for. Tractors were used 3-4
times before sowing seeds of each crop while
proclaimers were used once to set the pipes.
All in all Mr. Prasad spent about Rs.9000/-to 

10000/- for each acre annually in order to
maintain the existing technology and use any
other technology to carry out the activities.
That brings it to about Rs.45000/- to 50000/-
each year for his land maintenance. However,
during unusual scenarios such as breakage of
pipes or the motor, it demanded more amount.
That would increase the total cost by about
another 5-10 thousand. 
Mr Prasad used cash to execute all his
transactions. Although he is aware of online
stores, he purchased most of the equipment,
seeds, fertilizers, and pesticides from the local
dealers. A few dealers also sold imported
materials. One of the primary dealer stores
that he visited regularly is called Coromandel.
Most of the money required for all this was
adjusted using the salary that he got from his
software job and he did not rely on loans.
Also. they 



had to pay for the electricity that they used
each month to irrigate their fields. However, it
remained the same no matter how much
power they utilized. Each month he had to pay
a bill of Rs.100/- in the Government office for
power. Most of their produce was taken to the
market using middlemen and these people do
not get to reach the customers directly.
Usually, there is a fixed MSP (Minimum
Support Price) by the government which the
government takes time to pay, therefore they
had to settle a deal with private traders as if
they don't, the produce might get spoilt. This
led to a decrease in the market price. 
There are multiple government schemes that
these farmers like him were aware of due to
their marketing in the villages around the
government hospitals, local dealers, and more.
However, they did not get the benefits of these
schemes as there is no funding available for
such schemes. 
In need of any help or suggestions regarding
farming, these people would always reach out
to government offices and in fact, quite
recently, local dealers of pesticides, seeds, and
fertilizers have also been helping them in such
matters. 

Conclusion:
Through the observations, it is clearly evident
that the biggest challenge that the farmers
face is uncertainty about the future market
price of a particular crop. Apart from this a lot
of people use cash in order to avoid extra
taxation. 

One other problem that the farmers face is not
being able to get the benefit of government
schemes and not being able to fetch at least
the basic minimum support price for a crop
most of the time. One solution offered by Mr
Prasad was to be able to form a small
agreement wherein a certain set of customers
would associate with a farmer who will then
directly supply the products to the customers.
This will help in getting rid of middlemen and
the customers would also be willing to pay
more as they know the produce is organic and
fresh from the farm. This is both beneficial to
the farmers as well as the customers. This
seemed like an excellent business opportunity,
this way we can also digitalize this sector to a
certain extent. One other business opportunity
that I could visualize is being able to predict
the market price, I know this kind of
technology already exists but in this thought
we should be able to make the data available
to the customer. Another business opportunity
is to be able to connect land brokers and
customers on a digital level so they find them
easily and don't have to go on long hunts in
order to find the correct land. Also, more
storage units would definitely help the farmers
wait for the correct deal to sell their products
off rather than having to sell for a lower price
immediately in order to save the produce from
decaying. Another important business
opportunity is being able to introduce new
technology to the farmers. Customers should
be able to interact with the farmers directly. A
lot of other dimensions pop up when we think
about connecting farmers and customers, for
instance, a delivery dimension, payment angle,
and more. 



Introduction:
This narrative belongs to a Karimnagar native
named Tirupathi Reddy who is 49 years old.
This humble man has been running a poultry
farm for 20 years now. He has a family of 4
and his 2 grown-up children belong to the
corporate world. Mr Reddy finished his
education in Karimnagar and then eventually
started a poultry farm called “Mallikarjuna
Poultry Farms”. He named his farm after Lord
Shiva an Indian deity as he believed that
would give him good luck and in due course
lead to a successful business. Mr Reddy uses a
Samsung smartphone and is well aware of
digital payment apps such as Google Pay and
PayTM, however, he uses them a little not so
frequently. Mr Reddy is only engaged in
poultry farming and not in any other
agriculture or its allied activities unlike a lot of
other farmers, especially in the rural areas. The
chief income source for Mr Reddy is the poultry
farm.

Observation:
The primary focus of this farm is to trade eggs
mainly and a lesser significant amount of birds
for meat. Currently, on the farm, there are
16,000 birds. These birds are managed by 4
labourers. Each labourer is paid Rs.6000/-
each month in addition to free
accommodation, free electricity, free ration like
rice, gas required to cook food and any other
additional income that they get by doing small
works around the farm. The monthly income is
given off as cash each week depending on the
money requirement of the labourer. These 4
labourers are currently 2 husband and wife
couples. The owner was able to find them with
the help of the contacts that he had. In need of
any labourers, Mr Reddy would contact any of
his relatives in anticipation that they would
know some labourers willing to work, at times
he keeps in contact with a few labourers who
worked at the farm previously so in case of
emergency they would come and work again 

There’s something better about being a cat’s head
than being a tiger’s tail

or they would give contacts of their relatives
who are willing to work. At times, he acquires
labourers from security agencies also. Last but
not least a few labourers approach him in
need of work, which they usually find out
through word of mouth. This farm’s main task
is to nourish small chicks for their eggs. Hence,
the first step in the process is procuring “layer”
chicks from the hatcheries close by. For the
past 20 years, they have been conducting this
trade with the same hatchery that hatches
these eggs, therefore, the poultry farm owner
never saw the requirement of finding more
hatcheries or traders. Later these chicks are
kept under heat if the temperature is less than
35 degrees celsius outside until day 14.
At times, during the summer season the
temperature goes up rapidly and this forces
the owner to even cool down the temperature
on the farm that is if it is more than 35
degrees celsius. Until the 18th-week chicks
don’t start laying any eggs, till then these
chicks are given feed on an incremental basis
and arrive at 100gms of feed per day by the
18th week which stays constant. During this
period the chicks are also vaccinated
accordingly. These chickens lay eggs until their
72nd week that is until they are a year or a
year and a half old. Later, once these birds
stop laying eggs, they are given away for
meat purposes. Initially, in the 18th-week
productivity of these birds is high, as they start
ageing the productivity also goes down. By
the time one batch reaches its 50th week, a
new batch of chicks is purchased in order to
keep the farm running. This typically happens
because the new batch can be nourished for
18 weeks before the old batch is sold, this will
keep the continuity of egg production. These
people purchase layer chicks as they attract
lesser diseases as compared to the broiler-
type and also have better productivity. A hen
takes about 24-48 hours to lay one egg. The
number of eggs laid in a day is about 90% of 
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the number of hens on the farm. At present,
the farm is able to fetch about 13,500 eggs
each day. The eggs and chicken reach the
market with the help of traders. The farm has
been trading with the same traders for a long
time now and usually if there are any new
traders, they approach the poultry farm rather
than these people having to approach or look
for any. The price of the eggs and the chicken
varies each day depending on the market
price, currently, the price of one egg is about
Rs.4/-
The initial investment of poultry as per what
Mr Reddy says could be close to 80,00,000 if
they were to build the shed and the equipment
as well. However, Mr Reddy rented the shed
and had to invest about Rs.30,00,000 to
acquire 10,000 chicks assuming each hen
would cost about Rs.300/-. Each month the
rent of the shed is based on the number of
chicks, currently, it is Rs3/- per chick which
sums up to toRs. 48,000/- for Mr Reddy. Apart
from this each day it costs up to Rs.40,000/- in
order to maintain the feed for the birds and for
medicinal purposes. Most of the time,
depending on the market rate of the feed
which consists of maize, bran, and other
grains a specific amount is purchased. If the
market price is low, then feed for the next 30
days may be purchased, it totally depends on
the market price. Therefore, the feed inventory
on a regular basis turns over based on the
market price, it could be 1 day, 3days, 7 days,
15 days, or even 30 days. The eggs are turned
over each day as soon as they are produced.
Birds are turned over once their laying
productivity ends. It could be somewhere
between 72-and 75 weeks. Most of the
transactions take place with the help of cash
or a bank account. At times, there is a high
chance that the cost of running the farm is
more than the revenue it fetches due to a
lower market price, in these scenarios running
a farm may be tough and if such a situation 

persists then, they raise a bank loan to
manage the costs. There is also a huge risk of
diseases on the farm and hence during
unusual events such as a virus spread all the
hens may just die, in such cases a bank loan is
taken as well. 
The main technology used on the farm is a
motor grinder and mixer that grinds the feed
and mixes them with specific medication.
Later, this is put into drums and spread all
around the farm by the labourers. Also, there
are heaters and coolers on the farm. Currently,
at the farm, there is no management or
supervisors. The owner looks after the farm
and the labourers since there aren’t many.
However, if the number of hens increases it
would demand more labour. Therefore, if the
number of the hens exceeds 25,000-30,000
then more labourers would be hired and hence
a supervisor to regulate their work. In need of
any suggestions, he approaches farmers, and
chick doctors and at times believes his gut
that comes from experience.
Mr Reddy is supported by his wife on the farm.
He has been doing this business ever since he
has been working and he likes doing this
business because he thinks he can be the king
of his business and doesn't have to work
under anyone. He also likes the fact that he
can employ people and give them life.



Conclusion:
The biggest problem that poultry farm owners
face is the risk of attracting diseases. It is
obviously impossible to completely get rid of
diseases but the possibility of minimizing the
risk can still be exploited to start a business.
Another business opportunity is being able to
connect hatcheries and chick raisers, chick
raisers and traders, and more. The basic idea
is to be able to create a link between multiple
parties that affect the poultry farm business
within the industry. 



Introduction:
This interview belongs to a 71-year-old, highly
experienced farmer who has been farming for
over 35 years now. His name is Rajan Babu
Jasti. He was born and brought up in a small
village called Pinnakadimi near Eluru city in the
state of Andhra Pradesh. Talking to him
provided great insight on how farming can
keep someone so associated with what they
do for a very very long time. Farming basically
inculcates a sense of belongingness to a place,
an unbreakable routine, and all in all a
disciplined and healthy life. This man right
here is a living example of direction and
regimen. His day begins early in the morning
at 6 am. After finishing all his chores he heads
to the farm to look after his fields, assist his
labourers and get the required work done at
around 7:30 am. He comes back home for a
delightful lunch followed by a beauty sleep.
Later he again goes back to the farm and
comes back at 6 pm. He finishes his day by
spending his time with his wife, friends, and
himself. Later, he goes to bed by 9 pm. It’s so
surprising to accept that a lot of urban
dwellers, especially of “today’s generation”
can no longer have such a routine. All this has
been injected into the villagers by our age-old
practice of farming. 2 people, his wife and him,
live there. He also uses a Samsung
smartphone and is well aware of all kinds of
digital payment applications and uses them
quite frequently for his daily needs as well. 

Observation:
Mr Babu has about 70 acres of land. All of this
was earlier owned by his ancestors along with
another added 100 acres which he sold off
about 30 years ago. Now, within the field he
has left, he grows coconuts and cocoa trees.
Major plantations of the field are coconut and
the cocoa trees are intercrops that grow
between the gaps of the coconut trees. Around
30 years back Mr Babu was persuaded by the
Cadbury company to grow cocoa. He believed
back then that this would be a profitable  

A lifetime of farming!

investment and started growing cocoa trees.
Even today, he supplies about 90%of the
cocoa harvested to Cadbury company as he
trusts that brand and has also been trading
with them for a long time now. The money
that he receives for it usually depends on the
market price. They have about 3400 coconut
trees and each tree breeds about 100
coconuts every year. A coconut
seller/middleman usually comes 4-5 times a
year, whenever he is out of stock to rejuvenate
his inventory. All in all, cocoa and coconut
together fetch him about Rs.50,00,000/- per
annum. Mr Jasti’s farm is very big and has a lot
of sheds around. They also use drip
technology that is connected using a motor
and pipes to the bore well for irrigation
purposes. They also use a tractor to level the
field regularly. They spray pesticides and
insecticides using sprayers. Mr Jasti collects
fertilizers and pesticides from local dealers
and uses organic compost as well. He pays
about Rs.200/- for electricity each month no
matter how much they use. 
About 25 years ago, within the large farm that
this family owns, Mr Jasti noticed a small
natural pond covering about 2 and a half
acres of the total upland. He believed that this
could be used to breed fish and hence began a
small fishery as well. They started off by
growing a small number of fish and later
started increasing the number. Currently, once
they start growing the fish, it takes about 8-9
months to sell it off. Just like their agricultural
produce, this fish is not directly taken to the
customers but is sold out to the middlemen. By
the time the fish is sold, each one weighs up to
1-2kg. At the end of the breeding season, they
totally end up getting about 3-5 tons of fish.
Their maximum once went up to 8 tons. To
feed the fish throughout the 8 months, they
purchase feed worth 4-5 lakh rupees. Usually,
rearing fish is not a very profitable business
for them. After cutting down the costs, it
leaves them about 40,000-50,000 in revenue. 
Initially, for each ton of fish they earned up to 
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800-900/- while now it has risen to about
13,000-15000/- for the very same ton. Usually,
the feed is bought based on the market price, if
it is less than usual then it is purchased for a
longer period, if not then the feed is turned
over every 1 to 1 and a half months. The
variety of fish grown is Sheelavati (Katla in
English) and Bocha (Rahu in English). Every
day there is one person working to feed the
fish. Feeding the fish is a tedious process, it
takes up to 2-3 hours in order to feed all the
fish in the pond. They in fact use an age-old
method in order to feed the fish by tying
multiple ropes to the center of the pond and
tying the sacks with feed all over the ropes.
Later, these ropes are shaken to feed the fish. 
The person is paid about Rs.15,000/- each
month. All the transactions for fisheries also
either take place in cash or through bank
transfers. The feed is brought from local
dealers. One major advantage with the sale of
fish is that, if they feel that the market price is
really low, then they can keep the fish in the
water and keep growing them until they have
a convincing market price on the floor. 
The biggest problem that Mr. Jasti faces in fish
breeding is the pollution of water, the
attraction of various diseases, and particularly
in the summer season due to the heat, the fish
tend to get less oxygen and die. That way they
lose their produce at times. On the other hand,
when it comes to farming, the biggest
downsides are the unknown market prices in
the coming future, which forces them to sell
their produce at a lower price in the current
situation because if they don't it might lead to
damage of the produce. One other biggest
drawback is there is improper power supply by
the government which delays the process as
per the plan. These people moreover don’t
receive any government subsidies, back in the
day they were given subsidies for building
sheds and drip irrigation pipes. In case of any
queries, Mr. Jasti reaches out to doctors, labs,
and a few agriculture officers assigned by the
agriculture department of the government.

Conclusion:
Based on the observations it's very clear that
a lot of digital usage is missing in his activity.
Digitalization could clearly make his work
environment more efficient. In terms of finding
proper market prices in the future,
digitalization could help his business a lot.
Transactions can be made easier and he can
also find more traders through digital means if
he would like to sell any surplus that he is left
with.



Introduction:
Mr. Vivek Varma hails from the city of Pearls.
He is 32 years old and has a wife and a child.
He has been living in Hyderabad ever since he
was born. Mr. Varma is well aware of
smartphones and uses an iPhone 7. He also
uses digital payment applications such as
GooglePay and PayTM very frequently and in
fact prefers to use them more often. He is a
software engineer by profession but a farmer
by passion. He enjoys understanding farming
activities and practicing what he learns. He
has a huge knowledge base on what he is
currently doing and believes he has a lot more
to learn and experiment with. This passion
comes from the fact that his forefathers were
all farmers and that he holds a responsibility to
continue this legacy. He thought better and
believed that his passion could be put into
better use and started a small mango business
as a secondary occupation.

Observation:
Around 3 years back Mr. Varma realized it was
time for him to work on his passion and
interests. He wanted to purchase land and
start what he sought out after. Right on time
as if the universe knew what Mr. Varma was
after, offered him a wonderful deal. One of his
friends who bought land right before
suggested a place that had land with planted
mango trees on it. In fact, this was the type of
land that he was hunting for as it would help
him avoid any kind of initial investment in
planting, ploughing, and other related
activities. He purchased a half-acre that
belonged to a larger 23 acres of land for
Rs.40,00,000/-. He purchased it near a place
called Begumpet near Patancheru, Hyderabad,
and Telangana. Initially, they were performing
natural farming, meaning letting the plants
grow on their own without any external
support and only with the help of the natural
environment, animal waste, rain, and
temperature. However, recently they moved to

Summer journey!

a 70:30 ratio of organic farming: natural
farming. The technology used as a part of the
nourishing process of the trees is drip
irrigation. Bore water is supplied to these drip
taps using a channel of pipes arranged
throughout the field. Bore water is acquired
into the pipes using a motor. They are
dependent on rainfalls for irrigation facilities.
Mr. Varma uses a smartphone application that
allows controlling the motor from wherever he
is. The technology uses a connection from a
SIM card that is installed in the power box that
supplies power to the motor as well. On
controlling the panel on the phone, he could
either turn on or turn off the motor by
controlling the switch in the power box where
the SIM card was located. Initially, since they
were performing natural farming, they had to
be aware of the animals that were entering
the field and hence set up a fence. Usually, Mr
Varma hires labourers as and when he
requires them. Labour is usually needed during
the digging of pits and composting of manure,
watering the trees 4 times every year, weed 
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plucking, pruning of trees, medicine spraying,
and crop harvesting. The number of labourers
is usually hired in the multiples of 2 so the
work gets completed more efficiently as they
are expected to work with co-ordination and
co-operation. He pays around Rs.700-800/- to
male workers while Rs.500/- to the female
workers per day in cash. The variety of
mangoes that they grow are Daseri,
Banginpalli, Cherukurasam, and Peddarasam.
Mr Varma was stringent on selling mangoes
as it is the most saleable fruit in the Telugu
states. Once he purchased the land, he
decided that he would start a small-scale
business in which he will be able to sell
mangoes growing in his field. Each year,
during summer, once they get the harvest to
their hand, they pass on the message that
they are selling the fruits through their friends.
Customarily, Mr Varma sells only 3 and 5 kg
combinations. Immediately as he receives the
orders, he drives to their place by himself and
delivers the fruits. In case, a huge load of
orders comes from a single place, he creates
an excel sheet and circulates it to all the
residents of that place so the list of orders can
be traced. The orders can be made according
to the pre-defined menu. 
Eventually, he delivers them all. He never
planned on hiring transport mainly because
this business is a very small scale one and isn't
really very tedious. His farm is also pretty close
to the city. The customers are requested to pay
through digital modes and Mr Varma usually
doesn't encourage cash transactions. The
main source of spreading the existence of this
business is only using digital pamphlets and
word of mouth. Each year he harvests about
300 kgs of mangoes combined of all varieties.
In addition to this, he fetches another 400-500
kgs of mangoes from his friend's farm. His
friend has a huge land and doesn't use the
fruits grown on them, he allowed Mr Varma to
sell those fruits in return for no profit or money
or even rent. Mr Varma now takes care of that
1 acre of land of his friend along with his.

The initial investment for this business was
about Rs.75,000/- which included drip
irrigation facilitation and a one-time electricity
bill as well. Therefore, currently, they need not
pay for power at all. Mr Varma commonly
purchases fertilizers, insecticides, and
pesticides from local dealers, however, he
picks up a few important, those required in
comparatively smaller quantities from an
online website called IFFCO (Indian Farmers
Fertilisers Cooperative). He spends about
25,000-30,000 each year on manure,
fertilizers, pesticides, and insecticides. His
revenue amounts up to 90,000-1,00,000 each
year leaving him with a good profit. Mr Varma
is well aware of Government schemes and
uses one of the most famous schemes called
“rythubandhu”. As a part of this scheme, he
gets financial assistance of Rs. 6000/- each
year as an installment twice. As per what he
said, availing of this scheme is a lengthy and
highly tedious process that primarily
discourages most people to get it availed. In
case of any doubts regarding the farm
activities, Mr. Varma usually contacts people
that he already knows have high experience in
the same field through WhatsApp. As a future
prospect, Mr. Varma also wants to start a
Papaya plantation as an inter-crop. He
believes it grows rather quickly. 
The biggest problems that he faces in this field
of operation are insects and fungal infections,
for which they have lately been trying to use
some natural techniques to solve as well. Also,
one major issue they have been facing is being
able to spread the word about their business.

Conclusion:
One solution that Mr. Varma sought out was
the provision of small hand cutters for weed
plucking by the government. I believe
digitalizing his business from multiple angles
would definitely make it more efficient. 
 



Introduction:
This interview is of Mr. Sandeep from
Amalapuram district in East Godavari, a very
famous district in the state of Andhra Pradesh.
Mr. Sandeep is 29 years old and has been
growing and trading fish and prawns for over
a year now. His business has definitely taken a
better step in the past year and he seems to
have learned a lot from his experience so far.
Mr. Sandeep’s journey and interest in this
business started way back when he was a
child. He was always apprehensive about not
being able to find a job because of the
situation of education in India. He never liked
the idea of reservations and has personally
seen how it had hindered the success of a lot
of his cousins. Moreover, he always witnessed
his dad performing fish farming and was
always intrigued by it as a youngster. Along
with him grew his captivity in pisciculture and
its allied activities. All these factors contributed
to him eventually routing his career path into
this field. He has a great interest in this arena
and does a lot of research to understand in
depth the best way of performing this farming.
The following observations are collected from
his real-life business experience and include a
lot of other points which can possibly bring out
multiple business opportunities. 

Observation:
Mr. Sandeep started trading on his own a year
ago, however, he was performing this farming
since 2013. They harvest Katla and Rohu.
Since then he had always looked out for
opportunities to expand their farming capacity.
He did a lot of secondary research, spoke to a
lot of other farmers who had prior experience,
and got in touch with many people who could
suggest and help him get better at this. All this
exploration aided him to start farming in
Orissa quite recently, in fact, it is so new that
the first harvest hasn't reached their hand yet
too. Here are a few reasons why Mr. Sandeep
started another farm in Orissa and not in AP. 

A business full of fish, farming, and fun!

Firstly, in Andhra Pradesh lately, a lot of
farmers have tried to get into this business,
and the future prospects of this sector have
captivated a lot of attention from the farmers.
Consequently, the availability of land, its cost,
and rent in AP have been surging. The market
price of fish has also been going down due to
more supply and less demand. There is also an
increase in feed prices. Moreover, water is
more or less scarce now and its quality has
deteriorated. Additional fish farming and
trading costs have risen as well. Government
subsidies are almost nonexistent in AP. All of
these reasons have resulted in many existing
farmers either seeking alternative sources of
income or looking for expansion opportunities
elsewhere. The primary reasons why he set up
a farm in Orissa instead of any other state are
continued further. Essentially, Orissa is a state
very close to AP and it was easier for him to
go there and talk to more farmers there,
understand the fish farming situation that was
then emerging slowly there. 
In addition, a few people in Orissa are also
well versed in Telugu which made it even more
trouble-free. Also, fish farmers in Orissa get a
lot of government subsidies, the land rent is
cheaper there, and other allied services to fish
farming also cost comparatively less.
In addition, a few people in Orissa are also
well versed in Telugu which made it even more
trouble-free. Also, fish farmers in Orissa get a
lot of government subsidies, the land rent is
cheaper there, and other allied services to fish
farming also cost comparatively less.
It is a more profitable business there for now
also because the price of the fish is relatively
high as fish aren’t usually fresh when they are
sold here as they are commonly gotten from
other states. However, now it opens doors for
a higher price as the fish sold by these farmers
would be fresher and people would also be
willing to pay more. He found all these facts
from a lot of his fellow farmers in AP and other
people whom he had contact 
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with and who were already having a better
experience than him in this zone. Currently, he
has 45 acres of a fish farm in Andhra Pradesh
while he has 30 acres in Orissa. The one in AP
is his own land that he has inherited from his
forefathers while the land in Orissa is taken on
lease whose rent is quite less which he wasn't
willing to reveal. The first step in the process of
fish farming is to buy fish seeds and plant
them in the pond. Mr. Sandeep plants around
2500-3000 seeds per acre. By the end of the
3rd month, these fishes start growing. With an
increase in growth, they also take in
comparatively more feed. At the end of 6 to 7
months, the farmers end up with fish weighing
1 kg or more. In a similar way, farmers also
plant prawn seeds. However, prawn culture is
an extremely risky arena. To be able to harvest
healthy prawns a farmer needs to meet high-
end demands like a proper mineral level in the
water, proper PH level in the water, and more.
It makes it all the more uncertain about the
outcome. For instance, even after planting
about 30,00,000 lakh seeds, they were
however in the end only left with 3,00,000
prawns. Prawn also demands high storage,
time, effort, and hard work as it is required to
feed the prawns 4 times a day. Nevertheless,
prawn culture requires lesser investment and
could just be a side business like how it is to
Mr Sandeep. His main focus is the fish culture.
According to Mr Sandeep, it is always
preferable to change the water used once
every batch moves out. However, it isn't done
due to a few downsides such as a waste of
time, no water availability, delay in getting the
new batch, and hence the delay in production
and fuel wastage for machines that replace
the water. The feed is usually purchased from
the local dealers once every 10-15 days and
once a while even after a month. Payment for
feed is at times endorsed from another trader
who is yet to pay them money and at times it
is bought on credit. On their farms in AP, Mr
Sandeep has 6 laborers, while in Orissa they 

have 4 who are all his close relatives and
hence don't charge. Whereas for the labourers
here, Mr Sanddep pays around Rs.10000/-
each month.  One of the tedious tasks that
labour is used for is feeding the fish. They
follow an age-old method of tying ropes,
attaching gunny bags to them, and later
spreading the feed around by shaking the
ropes that are tightly attached to sticks on 4
corners of the pond. During the time of
harvest, about 100-120 labourers are taken to
aid in multiple tasks. Each one then is paid on
a daily basis. They are usually paid in cash.
There isn't much utilization of technology at
all. They use bills to keep a record of all the
payments and receipts, they use natural
medication and sanitization processes, and
also don't use any software or digital means
to connect to the traders or keep a record of all
the costs. During harvest time, these people
contact multiple traders whom they have been
in business with for a long time, at times new
local traders approach them after finding out
through word of mouth. They finalize the best
deal that they get from all the traders. Even if
they get a better deal later, they only conduct
business with those that they promised to for
that year. The produce also goes to different
states, but most of it is sold in the Telugu
states only. The traders that trade between
states are different from the local dealers and
Mr Sandeep finds out about them through
google and the people he knows. In the end,
they are usually left with a profit of 30 to 40
Lakh rupees. Mostly the money that they get
comes through a bank account. There is no
proper government aid for fish farmers. The
biggest challenges that Mr Sandeep faces in
his day-to-day business are a lessening of
market price due to more supply, water
variations keep increasing and there is a
greater threat of diseases. 



Conclusion:
In conclusion to the entire story of Mr Sandeep,
it is clearly evident that the trading business
can be helped greatly using digital means. In
fact, the owner himself was ready to adopt
any new software that can potentially make
his work of keeping a track of his payments
and receipts easier. A business like this should
be able to reach out to more traders, and
understand the prices before the discussion so
they can negotiate with the concerned rather
than sealing a deal with someone that might
have likely offered to him a lesser price. Digital
means can be provided to feed the fish and
the prawns, this will save money and extra
effort as well. Digital means can also be used
to share knowledge to these farmers on how
each state is performing in terms of fish and
prawn culture, this application should typically
involve details like the rent of the land,
government subsidies available, and more. 



Introduction:
This is an interesting account of one of the
emerging entrepreneurs in Hyderabad. Kishore
Indukuri runs Sid's farm, a highly regarded milk
brand by many Hyderabad residents which
was previously a small dairy farm. Mr Kishore
was born in West Godavari, his family moved
to Hyderabad when he was 2 years old. His
father was an engineer who worked for
Allwyn, which was eventually acquired by
Mahindra and Mahindra. Mr Kishore studied at
the Indian Institute of Technology in Kharagpur
from 17 to 21 years old. He later moved to the
USA and came back after 11 and a half years.
He then started a small dairy farm to fulfil the
promise he made to his son Siddarth. He
promised Siddarth that he would provide the
best quality milk to as many people as
possible. The situation that led to making this
promise arose from the growing suspicion
surrounding milk adulteration. Mr Kishore,
currently 43 years old, has been learning a lot
about this industry and about being an
entrepreneur for nine years and he'll be doing
so for the foreseeable future. Here are a few of
the key insights we gained from an interview
with Mr Kishore himself.

Observation:
Sid’s farm essentially produces milk, and
processes and supplies milk to its customers.
The company that is now a leading competitor
started off as a small dairy farm with 20
buffaloes and cows. Initially, before Mr Kishore
started this farm, he went through a book
published by NABARD (National Bank of
Agricultural Research and Development),
understood and insides of dairy farming got a
lot of ideas, and later got ready to actually
begin one and get the practical experience of
it. Originally, they leased land on which they
could build a small cowshed.

“We try to underpromise and overdeliver”

This place was suggested by one of his
relatives. A few of his family members worked
along with him, they would wake up early in
the morning at 4 am, milk the cattle, pack the
milk and supply it to the residents. They
fetched about Rs 15-17/- then per litre of milk.
Initial marketing was completely based on the
word of mouth. As their customer base kept
widening day by day they had to wake up
even before 4 am, this process continued for
about 1 and a half years from 2014-to 2016
when they realized that neither they nor the
cattle would be able to survive if this
continued. That's when they wanted to go big
and registered themselves as a company. This
was the time they took a loan from SIDBI
(Small Industries Development Bank of India)
and HSBC. Their main factory was built in
Shahbad near Ranga Reddy District in
Telangana. 

Kishore Indukuri, Hyderabad



Until then, milk was produced by their cattle,
and hence it was assured that furthermore
testing was not required because they were
aware that the milk wasn’t adulterated.
However, with expansion in production, Sid’s
farm started procuring milk from the nearby
villages. Firstly, this required a process of
chilling and testing. Sid’s farm tests milk to
avoid three primary causes of adulteration.
The first type of adulteration occurs when
sugar, salt, or urea are added to milk. The
farmers are paid more when the milk is thicker,
and the machine only determines the thickness
of the milk, not why the milk is thick. This
opens up opportunities for farmers to pollute
the milk. This, however, poses a significant
threat to human health. The second form of
adulteration occurs when milk is not chilled
within one hour of production, allowing
bacteria to grow in the milk, thereby making it
sour. Preservatives such as baking soda and
hydrogen peroxide are added to avoid this.
However, milk can be preserved simply by
chilling it. Third, giving antibiotic supplements
to cattle results in the milk they produce being
contaminated with these antibiotics, gradually
depleting human health. Sid's farm testing
centres ensure that milk is not adulterated in
any of these three ways. The process of milk
procurement starts within the villages. Milk
collected from over 20-25 villages is brought
to one chilling centre and stored there until the
temperature drops to 4 degrees celsius. Later
the milk is tested in the nearby testing centre,
usually adjacent to the chilling centre. If a
particular batch of milk doesn't reach the pre-
defined standards, then that batch is rejected,
and the farmers are educated to avoid any
adulteration process. Later, the milk is carried
from the chilling centres to the central lab in
insulated tankers, where the milk is stored at
the same temperature. After another round of
detailed testing, all the approved batches are
sent to the main factory where the milk is
pasteurized and later packaged. A few other
milk-related products such as paneer, butter,
ghee, and curd are also produced.

Sid’s farm is in fact known for its important
distinguishment between cow and buffalo
milk. Once the packaging is complete, the milk
is delivered by the delivery partners they have
to the required location. In this entire process,
farmers are paid more money than usual. In
fact, farmers are paid using digital payment
apps such as PayTM, GooglePay, and more.
Sid’s farm doesn't encourage cash
transactions. The supply of milk each day is
about 25,000 litres. About 90% of the sales
are milk products, and the remaining 10% are
milk-related products. On most days especially
in recent times, a buffer stock of milk is kept
just in case, the production goes down on a
single day. During summers buffalo milk
production gradually goes down and Sid’s
farm believes it is better to have a backup
rather than not fulfil the orders of the
customers even for a single day. If the buffer
stock is left it is sold at a loss in the secondary
market. 60-70% of the customers directly get
their products from Sid’s farm, since their
significant model is D2C which is Direct to
Customer, apart from this a certain volume of
their products are sold via aggregator apps
such as Bigbasket, SuperDaily,
Swiggy(Instamart) and Milkbasket. Lately,
their products are also lined up in the stores
for customers to purchase. 
Almost all of the payments from customers
happen digitally. In fact, Sid’s farm has its own
website using which customers usually get
milk subscriptions or place an order for certain
products. Sid’s farm’s marketing strategy was
initially word of mouth, however later on they
started conducting community events in
nearby villages to show the farmers how
testing is done and how they could mutually
benefit from supplying their milk to Sid’s farm. 
This way if they get a positive response from
the farmers there and a promise of milk
delivery, then they set up testing and chilling
centres for all the nearby villages. Apart from
this, as a marketing strategy on the customer
end, they conduct farm events every Saturday.
During these farm events, the customers get
to see the cows and buffaloes and the grass 



growing operations after travelling in a tractor
is very popular among the kids; later, they
witness the testing and production processes.
This mode is indeed an ambitious marketing
strategy. Quite recently, as the digital arena
started picking up, Sid’s farm has also been
investing a little in digital marketing, and
advertisements are being played in the movie
theatres. 
Sid’s farm has about 250 delivery vendors.
These people are hired with the help of paper
advertisements through portals such as
Quickr, Naukri.com, and more, and a few are
hired through referrals where the existing
delivery vendors recommend a few people. All
the delivery partners are expected to bring
their bikes. Each partner is paid Rs 9000-
10,000/- per month, including the fuel prices. It
takes about 3 to 3 and a half hours of effort
each day for the delivery vendors. There is a
separate app for delivery partners on which
each one can see where to pick up the orders
from the delivery truck and know the location
of where they are supposed to deliver. All their
orders are lined up, and the list ends once all of
them are provided. For now, Sid’s farm is
offering all over Hyderabad and a few villages
in and around. Nevertheless, in the future, they
may as well expand their business. When it
comes to the topic of technology that Sid’s
farm uses, formerly, they followed paper
systems, but that ran out of steam as the
number of customers, and types of products
and procurement places kept increasing. Then
they adopted excel. Later on, they sealed a
deal with a SaaS modelling company called
Daily orders. Right now, they developed their
technology in 202o and launched their
application in 2021.
An app is available on mobile phones, and
Sid’s farm also has a separate website. As for
the management, there are seven people
senior team that consists of the Head of
Operations, Head of Marketing, Head of sales
and distribution, Head of Human Resources,
and Head of finance. In total, they make a
team of 200 people. Each person is paid
depending on their level of experience and
depending on the position they fall into
different income brackets. Moreover, 

they use different software for different
purposes like one for customer support service
and so on. Currently, they have their main
factory and lab on 4 acres of land. They have
their dairy farm on 2 and a half acres, and they
lease another 40 acres on which they grow
grass so they can feed their livestock.
The rent of the land is pretty low and costs
only about Rs.10000/-. All the extra profits are
reinvested back into the business wherever
needed and as and when they find an
expansion opportunity. Mr Kishore also has an
advisory team of 2 members that work along
with him and suggest various solutions when
he faces any issues throughout the process or
when he has to face an entirely new and
unknown situation. According to Mr Kishore,
they are currently more interested to expand,
talk to more people and stay in the industry for
as long as possible. They don't essentially look
at the competition because they work on their
own and look at absolute progress rather than
relative progress in the industry. Sid’s farm
believes that a lot of challenges occur on the
way but having a positive outlook about them,
and considering them as new chances to rise
is very important to keep growing and
continuing to do so. 

Conclusion:
Having a conversation with Mr Kishore was a
very inspiring experience. He is an epitome of
humbleness and the way he looks at various
situations is indeed captivating and motivates
young generations like us to have a very
pragmatic view towards everything we cross
paths with on the way to achieving what we
would like to. When it comes to the digital
angle of his business, it has pretty much
adapted itself to the new digital environment.
However, one clear space for digital expansion
is being able to help people determine various
pieces of land available and give more details
on it so the task of land purchase becomes
easier. The application should be able to give
an intricate description of the topography of
the land, what activity it can best be used for,
development around the area of the land, and
many more. 



Introduction:
Ramanjinappa and his wife, from
Shetterahalli, own 1 acre and 6 guntas (0.025
acres) of land which was passed on by his
father and divided equally among his 4
brothers. They have two children; the daughter
is doing an undergraduate degree and the son
is pursuing M.Com. The family has been
farming for over 20 years. 

Observation:
On this land, they don’t have fixed crops that
they grow regularly, because the market
always fluctuates and they try to grow crops
that had demand at the time. At the moment
they were growing knol-khol which is German
turnip and broccoli. Before growing these
crops, they used to grow leafy greens, and
rear silkworms and they shifted crops because
it didn’t work out properly. During my
interview, I noticed that it was only the couple
that was harvesting the field and they did not
have any labourers to help them. When asked
about hiring helpers they said they did only
when they needed them the most with a wage
of about 300 per day 
Digital aspects: Ramanjinappa uses a Redmi
A7, the only app he has is Whatsapp, his
Paytm is not logged into showing that he
doesn’t use them. They prefer only cash
transactions and do not use any online or
digital payment methods. An extra source of
income is their 3 cows where they sell milk to a
nearby milk federation. The money they earn
from here is directly deposited in their bank
account and this is the sole purpose of their
account. The only technology they have on
their farm is the automatic instalment which
had an investment of about 10,000 Rs,
whereas the cost for all the pesticides,
insecticides, and seeds cost another 10,000.
They had taken loans before but now are
debt-free. They do not seem to be aware of
any government subsidies or schemes. They
do not seem to be aware of the advantages
and uses of all these online payment
applications.

The couple does seem to be struggling with
growing crops and deciding to choose what
they want to grow as a common complaint
from all the farmer interviews, I have taken so
far is that the market has been down for the
past 6 months. Even though the family has
been involved in farming for the past 20 years,
they are not very fond of it. The profits here
are very less which usually gets consumed for
daily bread and any retaining income that they
have is far too little for any further
investments. 
1 bag of knol-khol weighs around 40 kgs and
each bag is sold for about 350-400 Rs, which
has to be divided among two children’s college
fees and ration. They sell their produce
through whole sellers at Yelahanka at a much
cheaper rate than what customers buy from
local mandis. To whole-sellers, the rate is 10
Rs/kg, whereas the current market rate is
about 40-50rs/kg 
Further questioning on why they don’t sell
directly to customers to earn more, they said
they do not have that kind of time as there is
constant work on the farm and they find hiring
anyone to be on the farm or sit in the local
markets risky hence they work about 10-12
hrs per day. 

Keeping the tradition Alive...
Ramanjinappa, Shetterahalli 



Conclusion:
In conclusion, Ramanjinappa and his wife are
not aware of many things, such as important
schemes and subsidies and online payment
apps. Their lack of awareness can be because
of their illiteracy as Ramanjinappa is educated
till 10th and his wife till 9th grade. Many
farmers also do not see the need for these
applications as cash is best for them. Lack of
education also makes them make decisions
quickly and not thought through. When I had
asked them why they chose to grow broccoli,
they said that its market was high at the
moment but at the time of their harvest, the
prices dropped down. They need to properly
consult before deciding what to grow, as
through the years they have lost a lot because
of that.



Introduction:
Jairappa from Oogadavaddi owns a rose
nursery and has lived in the area for the past
25 years. He lives with his wife and two
children: a 15-year-old son who is a cricket
fanatic who constantly begs his father to enrol
him in a cricket academy, and an 18-year-old
daughter who is currently pursuing a degree in
agriculture. Both husband and wife are very
enthusiastic about their nursery and run it very
efficiently; they also appear to be earning a
good steady income.

Observation:
Upon first look, the farm seemed to have a
well-organized set-up with three labourers
working on the farm. The labourers were
working in three different segments, planting
saplings on land, removing just the sticks and
transferring that into a pot, and harvesting
roses. The daily wage that they get is about
300 Rs per day. The season for roses usually
starts in late May and lasts through early fall,
that is till November. Off-season, Jairappa
does nothing he just prepares the field and
maintains it until it's ready to plant seeds. In
his nursery, the small sapling costs about 15
INR and the bigger sapling costs about 20 INR.
He mainly sells roses, which include different
colours and sizes and the price varies
accordingly.
The cost of his raw materials sums up to 3-4rs
and he sells it for around 8Rs, this is the most
basic product in their product line. He buys all
the raw materials from the local markets of
Bangalore and other products such as
insecticides and pesticides from Devnahalli.
For sales, Jairappa mainly depends on word-
of-mouth marketing, as most of his customers
directly come to his nursery and he does not
sell his flowers to any local markets. He uses
business cards to aid the further marketing of
his business. On his business card, it says that
they sell other plants, such as fruit and
ornamental. Even though he grows only roses
on his farm, he procures the other plants from
other nurseries and farms around. 

Flower, their superpower!
He has regular loads of roses delivered to
Shimoga, Davangere, Madikeri Madakshira,
Pauvgadda, Tumkur, and Harsikere as he’s
aquatinted with all the farming supervisors
there. 
Digital Aspects: Even though he prefers cash
transactions, many of his customers pay
through online payment applications. he has
no know-how of these applications and his
son helps him out in these transactions and
withdrawals. He doesn’t use WhatsApp or
any social media either.
Challenges: Jairappa and his wife currently
face no challenges, when asked about any
changes they would want from the
government, they said that the monetary aid
for setting up a greenhouse should be
improved. 

Conclusion:
Despite the fact that Jairappa's nursery is well-
organized, they lack basic farm technology,
such as sprinklers, due to the fear of theft.
They have also avoided entering the e-
commerce market because they believe they
will be unable to compete with the tough
competition they are currently facing. Their
nursery was the first to spring up in that area,
and there are now about eight others nearby.
The couple appears to be content with their
current revenue and does not appear to be
looking for ways to expand the business. They
can reduce labour costs by incorporating
technology, and because they already do so
much business in other districts, expanding
into e-commerce can increase their profits.

Jairappa, Oogadavaddi



Introduction:
Manjunatha is a farmer from Devnahalli who
has lived here for four years. He lives on the
farm with his mother, wife, and three
daughters, the first of whom is in the tenth
grade, the second in the sixth, and the third in
the third. Before moving to the farm, the family
lived in another village, with only Manjunatha
visiting the farm as needed, but after his father
died, the entire family relocated to the farm to
prioritize and support farm work. They were
initially well-versed in farming, but due to land
issues, they were forced to shift to other
sources of income, such as chicken farming.

Observation:
On the land, they had installed 9 borewells to
assist with irrigation, and they used to grow
“thondekai” which is known as ivy guard. Now
they grow chicken and rear cows. Chicken
rearing is a contract-based work from a
company called Shreya, where they provide
the chicks and the feed who are willing to
grow it and are paid according to the criteria. 1
batch of chicks consists of about 3000 chicks
and per batch, they earn about 20-25k. Out of
this, 4k is used to provide heat, as it is
essential for young chicks to live at a certain
temperature till they're at least 6 weeks old.
800RS per month is the electricity bill to
provide for the heat and feeders in the shed.
He also spends on a different kind of feed
though the company already provides him
with it. Altogether, their expenditures add up
to 10k and only about 15k for 2 months into
their pockets. The company also has certain
criteria, on basis of which they pay Manjunath.
For 36-38 days of keeping the chicks, if they
weigh 2-3 kg more, 6rs 30 paise becomes 7 Rs
per kg. For extra income, he rears cows for
milk and sells it at the local milk federation.
Through this, he earns about 6-7k per month.
Digital Aspects: Although he conducts his
transactions in cash or by check, he is aware
of digital payment apps and sees no reason to
learn more about them. He has a bank 

Chicken saves the day!
account, which he uses to withdraw cash from
the company's cheques. He is pleased with the
process and believes that digital payment
apps will be ineffective. 
The biggest challenge that he had to face was
when the 8 out of 9 borewells failed and the
total expenditure for setting them up and
getting them repaired for them not working at
all was about 2 lakhs. Due to this he had to
start all over and got into contract-based
chicken farming. He had to construct the shed
and install the necessary equipment out of his
own pocket. The contract also has a lot more
to it, as they pay based on the end weight and
the whole business is about maintenance, he
has to bear the expense of all the special feed,
and tonics from his own pocket. The tonics he
uses to enhance the growth of the chickens
which makes them weigh more and helps him
get an overall increase of 5k. He also receives
the cheque for the chicken farming for the
previous batch 20 days after keeping the
current batch. 

Conclusion:
Manjunath has had a lot of ups and downs in
his farming career, and has lost a lot of money
in the process; now he's barely managing his
three children's school fees, shed expenses,
and other miscellaneous expenses. He has
plenty of time because the chicken shed
maintenance only takes an hour or two, and
his wife and mother look after the cows. With
so much time on his hands, he can look for
alternative sources of income. He can also
make other uses of the space because he is
not even farming on it. 

Manjunatha, Devnahalli 



Educational qualifications of the sample

4
44.4%

3
27.8%

2
11.1%

6
11.1%

5
5.6%

Classification of the sample based on number of members in
the family.

Till Class 10
50%

Under Graduation
27.8%

Post graduation 
22.2%

* all the data collected for this statistics is not limited to the interviews taken



Awareness of 
Digital Payments

55.5%

16 out of 18 farmers have been aware
of  digital payment applications which
results it to about 88.8% of the total
number of people considered for
observations being aware. 

88.8%

Usage of 
Digital Payments

Only 10 out of 18 farmers have
been using digital payment
applications for their day-to-day
transactions. The rest use cash or
bank transactions.Therefore, it
amounts upto 55.5% of the total
observations.

Mobile Availability Social Media Usage 

YES NO 

100% 

75% 

50% 

25% 

0% 

Statistics of availability of mobile phone and usage
of social media by the sample

38.9% 61.1%100%

* all the data collected for this statistics is not limited to the interviews taken



Economy of Small
Scale Businesses 



Small scale industries are referred to as those industries in which the process of
manufacturing, production, and servicing are done on a small scale or at a micro-
scale. Industrial units are generally classified as micro small, and medium-scale units
considering their size, capital invested and the number of human resources employed. 
Small-scale industries play a focal role in the economic and social development of
India. 

Small scale industries are primarily 3 different types namely manufacturing, services
and ancillary. 

Enterprises Manufacturing Sector Service Sector

Micro < ₹ 25 lakh < ₹ 10 lakh

Small > ₹ 25 lakh but < ₹ 5 crore >  ₹ 10 lakh but < ₹ 2 crore

Medium > ₹ 5 crore but < ₹ 10 crore > ₹ 2 crore but < ₹ 5 crore

Types & Limit for investment in plant and machinery/equipment  

Retail Trade 

Manufacturing of wearing apparel;dressing& dyeing  

Manufacture of food products & beveragest

Other services 
 Other business activities 
 Hostels & restaurants

Sale, maintenance, & repair of motor vehicles; retail
 sale of automotive fuel 

Furniture and N.E.C manufacturing

Fabricated metal products, except machinery, equipment 

Textile manufacturing 

Others 

Composition of major sectors in which Indian SMEs operate (%) 



ROLE AND IMPORTANCE OF SMALL SCALE INDUSTRIES

1. Employment generation: Employees in this industry are about 106 million, which
accounts for 40% of India’s workforce. SSIs also empower women immensely.
2. Less Capital Requirement: Small-scale industries are less capital intensive than
large-scale industries. Capital is usually scarce in developing countries like India and
therefore, small-scale industries are most suitable for maintaining the balance.
3. Use of resources and development of entrepreneurial skills: Small-scale industries
allow the development of entrepreneurial skills among the rural population which
empowers rural households and resources which are not likely for large-scale. 
4. Maintains regional balance: Large-scale industries are mostly populated in cities,
hence only developing those areas. However, small-scale industries stabilise this
imbalance by developing more remote places as well.
5. Supporting the large scale industries: Small scale industries help in the growth of
the large scale industries by producing ancillary products for the large industries or
producing small components that will be useful for the assembling of final products
by the large scale industries.
6. Improvement in Export: Small-scale industries contribute to around 40% of the
total exports done by India, which forms a significant part of the revenue earned
from the exports. 
7. Contribution of this sector to the GDP: 6.11% in manufacturing GDP and 24.63% in
the services GDP.

Percentage Share of Rural and Urban MSMEs in the country

Urban 
55%

Rural 
45%



CHALLENGES FACED BY SMALL SCALE INDUSTRIES

1. Finance: The inability of getting funds to operate small-scale businesses is a major
hindrance to the development of small-scale businesses. They usually lack the
creditworthiness which is needed in the capital market.
2. Raw materials: Budget constraints limit the quality of inputs within these industries,
resulting in mediocre output.
3. Managerial skills: The operations of small-scale businesses are usually run by a
small group of people. Therefore, entire operations are usually supervised by a single
person which can be pressurizing.  
4. Skilled labor: Due to insufficient funds, small businesses cannot afford to hire a
skilled workforce which impacts labor productivity. 
5. Marketing: Direct marketing is not possible due to the lack of necessary
infrastructure and money. This slows down the process of market penetration.

The next parts of this section, are the interviews conducted in order to collect raw
data and numbers that show us the reality of digitization in India. By questioning the
small-scale business owners, we tried to understand the areas that have the scope to
digitalize and could even improve productivity as a whole. We want to uncover these
loopholes and try to bridge those gaps, with our prime objective being to provide
better assistance to improve the economy and the standard of living of the people in
the small-scale sector. 



Introduction:
This interview piece is of Mr. Maneesh
Goel. As a typical Indian family business
owner, Mr. Goel inherited this family
business started by his father. His father
started this store all the way back in 1983
almost 4 decades ago. They are situated
at the heart of the commercial market in
the capital of India. They specialize in
selling all kinds of cosmetics, hosiery, toys,
and general items. They sell all kinds of
stuff which are used in daily life and for
every lifestyle and are situated at the focal
point and have been continuing the same
business for so long, which has given them
loyal customers and a lot of recognition
and reputation.

Observation:
They have employed one help presently. Pre
covid, they had about 4 to 5 workers helping
them but now, they have been replaced by
their family members. The source for the
employee recruiting is always referencing.
They maintain a register and ledger for
managing the inventory. They get their
inventory through the company's sales
distributors and do not engage with
middlemen. They do not use any type of
spreadsheet or digital ledger to store and
maintain their inventory. Around 90% of
Payments made to the suppliers are done
through cheques and the rest 10% are made
through direct cash payments.
Even though they do not pay their suppliers
digitally, they accept all kinds of payments
from their customers. Ranging from cash
payments to UPI and all kinds of cards. They
write their nil on a piece of paper and they do
not maintain a general register for the sales.
Even though they do not pay their suppliers
digitally, they accept all kinds of payments
from their customers. Ranging from cash
payments to UPI and all kinds of cards. They
write their nill on a piece of paper and they do
not maintain a general register for the sales.

GOEL STORE

They won't keep a tab on the recent trends.
They get knowledge about these recent
market developments and trends either from
the companies’ sales distributors or by the
customer demand. They are very keen on the
new improvements and variety of new
products in the market.

Marketing Strategy:
Goel store has been around in the same
neighbourhood for so long, that they have got
their value proposition and positioning in the
market very early in their course. They are also
very well known in their locality and their
sector. Consequently, they do not use any kind
of promotions digitally or otherwise. As a
result, their marketing has always been word
of mouth kind. Although the owner Mr
Maneesh has a personal Facebook account.
They do not use social media of any kind to
market their products and their store. 

Challenges:
As more and more people move online, Mr
Maneesh loses customers. As more and more
brands move online and get products at a
better discount, he started to lose momentum.
This was the case pre-pandemic. During and
post-pandemic, furthermore, people have
started to turn online which was never like
before. This has become a huge challenge for
him. And these days, according to
Mr.Maneesh, people started to prefer malls 

Maneesh Goel, Delhi



and feel prejudiced, causing him to lose
customers in the bargain.
As the main source of information about
trends is through customer demand and the
companies’ salespersons when a new
company has entered the market or any new
product is launched and has gained popularity
in the society and is made available online, he
becomes late to the game. He states the
examples of mama earth and Nykaa
supporting his above situation. When asked
about his major problem which would help him
a lot, he said that going online for him would
mean a lot and wishes to do so. He asked for
help going online. He wished for an app that
would teach him about the online eCommerce
world and make it simpler for him. He strongly
emphasizes the need to go online to both
sustain and grow his business furthermore. 



Introduction:
This interview piece is of Gurmeet Singh from
the capital city, Delhi. This footwear shop is
one of many businesses owned by Mr.
Gurmeet Singh. He started this footwear shop
in 1985 and has been continuing it and
maintaining it in all its glory! He initially started
this business in order to help his family and
have an extra source of income. 
This shop specializes in every kind of footwear
for every occasion and for every walk of life.
As this shop is situated at the heart of all
commercial marketplace and has been around
for so long- almost 35 years, he has made a
place in customers' hearts and built a solid
trust in them. This hop has a very profound
positioning in the market due to its value.
He shares that the survival of this business for
so long has to do with the customers and their
loyalty to the shop. And he strives to maintain
the same loyalty as he continues to provide
them with the most cost-effective Quality
goods and best customer service.

Observation:
At present, this shop currently employs 3
people in addition to the owner Mr. Gurmeet
Singh, the requirement of employees is done
through referrals mostly. And thus, Mr. Singh
uses WhatsApp. Although he has 3 helpers, he
emphasizes that he takes care of all the 

SANJOG FOOTWEAR
transaction details and manages the inventory
all by himself. He also shares that he has very
little help.  would like to take more time and
resources to compile.

Marketing Strategy:
Mr. Singh is not very enthusiastic about the
whole online shopping experience as he feels
that the effect and the feel the traditional
offline shopping provides is much more
superior to the online. He also states that
getting first-hand experience with things such
as footwear is very much crucial for coming to
a decision- whether to purchase it or not. 
He feels that he lacks time at the moment and
would definitely consider going online later
when he had restored the profits and when
everything is fine. As mentioned above, he
feels that the whole process of going online is
very time-consuming He prefers to hire a
helper if he decides to go online. 
Given his feelings, he still thinks going digital
and into the eCommerce sector would
definitely help him a lot. And would seriously
consider this option.
He has a Facebook account for personal use
and sometimes used the same account to
reach out to people. The shop, on the other
hand, does not have any kind of social media
accounts to promote and market.
This shop accepts all kinds of payments
ranging from UPI, cards to monetary Cash.

Challenges:
Around 2 years ago, on 16th April 2020, he
had to face a very unfortunate event. On that
day, the shop had caught fire and there was a
huge loss of his inventory. This has been a
major setback for him and a huge loss in
addition to another ongoing challenge the
pandemic. He says that this was a major loss
and it nearly took him a year and a half to get
over and fill up the insecure loss. He shares
that the remerging from the combined impact
of the fire and the pandemic has yet to be
achieved. 

Gurmeet Singh, Delhi



Introduction:
In India, the type of job a person had to do was
predetermined by the family into which he was
born. Although this is not the case in modern
India, as some say, habits are difficult to break,
so imagine their family having worked in the
same industry for so long. It is undeniably
something that will take some time to change.
Mr. Om Prakash's story is similar. This jewelry
was passed down to him from his forefathers.
Soni Jewellers was founded by him in 1999.

Observation:
At present, this business is managed jointly by
both Mr. Om Prakash and his son Mr. Pushkin.
Unlike his father, Mr om did not want the same
path he followed to be his son’s. 
Mr. Pushkin was a software engineer at Map
My India before he got intrigued by the family
business and decided to join his father.
They also have a workshop alongside their
shop, which help them in making customizable
jewelry. This workshop is well equipped with
modern machinery and technology. This is
where they manufacture most of their
products and designs.
They majorly sell their own designs and they
sometimes sell goods that were distributed by
the wholesalers. They keep their options open
for all kinds of wholesalers to maintain 

SONI JEWELLERS
diversity. They also have special schemes
which help their customers in saving and
budgeting better. These have been a huge
help in improving their trust and building a
better value proposition. Another thing they do
to maintain the above mention thing is that
they always give a little something to their
customers on special occasions and festivals
like Deepavali and Dhanteras
They maintain a physical register in order to
calculate and manage inventory and keep a
tab on the cash flows generated. 
Currently, they have employed around 6
people. The employment scenario is such that
the skilled people come up to the shop in
search of employment and after checking their
skills and their productive synergy, they get
employed. 

Marketing Strategy:
Because Mr Pushkin comes from a software
engineering background, he helped his father
to expand the family business and motivated
them to try going online.
He understood Digital marketing and its
importance of it. As a result of that, he opened
an Instagram account for the shop, which has
gained him a lot of exposure and a very good
reputation. He has also set up a Facebook
account which helps him the same way.
although they don't have a website for the
shop.
This shop accepts all kinds of payments
including digital payments through UPI and
cards. They do accept cheques.

Challenges:
Due to the current market scenario, the price
of gold has hiked up. This was also the case
for the last 3 years.
As an effect of the pandemic, the number of
people buying gold has decreased. As people
were interested and the typical motivation for
buying gold- functions, and weddings were
almost none. Which caused them to lose their
customers.

Mr. Om Prakash, Delhi



The payments which were made by credit
lapsed. During these difficult times, people
were having no money with them and the
whole economy fell into a recession mode.
Many of the customers, unfortunately, died,
lapsing the money they had owed to the shop.

When asked about what digital solution would
they need the most to solve their problems,
they asked for an app or a UI interface that
would help them in both showcasing,
displaying, and creating designs for jewellery.
As the prevailing technology was not up to the
mark. They also asked for an update on the
already existing apps and interfaces.
 



Introduction:
Nutrigamy Greens was started by Mr.
Loganathan Selvam and was co-founded by
Mr. Lowarance Kelvin and Mr. Kumar
Loganathan in 2020. Nutrigamy Greens was
started because of 2 main reasons. They are -
1. Global Farming Demand
As per United Nations, 750 Million people are
starving every day due to a lack of food and
that is because we don’t have sufficient
agricultural land. There are 196 million square
miles of the total surface area of land, out of
which we have only 23.6% of agricultural land.
The rate at which we are progressing in the
form of the population is high right now we are
around 7.5 billion people and by 2050, our
population will be more than 10 billion, so in
this stage, we will be lacking around 38% of
agricultural land. Therefore, the future of
Agriculture is Vertical Farming instead of
Horizontal Farming, which saves a lot of space
and other resources by yielding a more healthy
agricultural output. Nutrigamy Greens is
strictly aligned with United Nations
Sustainable Developmental Goals.
2. The vision of Nurigamy Greens is that they
have to provide healthy- Microgreens content
food. Mr. Kumar Loganathan adds that every
year, 10% of child deaths (children aged 5 or
below) are occurring due to a lack of
Micronutrients. In India alone, every year
around 1 Lakh children are dying due to
nutrient deficiency. So, Nutrigamy Greens
thought that they have to provide microgreen-
rich food to the children in order to reduce the
number of child deaths. So, they started
contributing back to society by selling
Microgreen rich food and also contributes 10%
of their profit margin as CSR to achieve their
goal. So, in this way whenever they sell, they
also contribute back to society. So that’s how
they started as a social enterprise and have
now become a good business in terms of
social feasibility and technical feasibility.

NUTRIGAMY GREENS
Observation:
At the moment Nutrigamy Greens have 5
permanent employees in a single unit. So, they
have around 10 people as employees in their 2
units along with 3 other engineers to deal with
technical stuff. Basically, the employment
depends upon seasons. If the demand is high,
then they employ more people in order to
produce the output of that required demand.
Qualities Nutrigamy Greens look into while
recruiting employees are:
Even if the person has completed the 12th
standard, they should be able to understand
what the management is speaking about,
knows some documentation, and be able to
understand and have some knowledge of
what Microgreens are. These qualities are a
must in the initial stage. Then in the second
stage, the employees must know how to seed
and harvest the plants. They should also
monitor the plant. They recruit educated
employees, who have a touch with marketing
and IoT in order to deal with clients. Then
there is also the engineering aspect related to
vertical agriculture. The employees must know
how to set up the temperature indoors, how to
calculate the humidity, etc. There is also
another employee who has to know which
seed to select, and they must have an
agricultural background. Also, Mr. Kumar
Loganathan adds that “The work culture at
Nutrigamy Greens is friendly and welcoming.
Every employ helps one another and works in
a united way”.

Marketing Strategy:
During the initial stage, Nutrigamy Greens
directly contacted five-star hotels such as ITC,
Mariott, and Park Hyatt for explaining their
products. Nutrigamy Greens approached them
and they found that there is a huge gap in this
area. So, they marketed the healthy benefits of
their products and used to get contracts from
these five-star hotels. Then, later once they 
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started receiving orders from five-star hotels,
the situation changed in a positive way. Now,
hotels are approaching Nutrigamy Greens for
making contracts. Nutrigamy Greens also
markets by providing a strong promise of
delivering its products within a maximum of 18
days. In this way, marketing is done to B2B
models in offline mode. Nutrigamy Greens also
markets its products to consumers directly by
placing them in Super Markets, General Stores,
and Fruit and Vegetable Markets, thereby
providing a real-time fresh experience for
customers regarding their products. They also
provide live plants for sale. Marketing for
Nutrigamy Greens is done entirely in offline
mode. Nutrigamy Greens has 2 agricultural
units in Chennai and supplies its products to
all parts of Chennai. They also have plans for
the international expansion of their business
units. 
Nutrigamy Greens doesn’t do any Digital
Marketing. They have their own website. They
also take the orders digitally.

Challenges:
Mr Kumar Loganathan says that convincing
and educating people, about what
Microgreens are was the biggest challenge
they faced. Only chefs and managers of five-
star hotels were able to understand them.
Because many people in India don’t know
what Microgreens are. They are unable to
contemplate them. Then with the help of
doctors, they explained what Microgreens are
and how they benefit health. The second
challenge they faced was recovering their
resources. Nutrigamy Greens was started in
the month of July 2020, just immediately after
the first wave of Covid-19 in India. Initially,
they faced the problem of funding, where they
have put all their own money into the R&D.
Even the crops were wasted due to lack of
orders, which hasn’t generated any revenue.
But later, when the situation turned out to be
normal and as they receive more orders from
the hotels, the resources which they put
initially were recovered. 



Introduction:
Mr. Shekhar, in his mid-40s with his wife
Sridevi being the part-owner, runs a family
business named High Trust Solutions. A very
touchwood family with a passion for
exercising/ working out, listening to Ted talks
and 90’s Bollywood/ Tollywood music mainly
in their free time. This company mainly
specializes in factory and process automation
which is mainly pertained to the industrial
manufacturing segment. He isn't sure if he’ll
continue the business after his retirement
because his son is currently working on
another subject of expertise which is history
and arts. In conclusion, he will mostly sell his
company. 

Observation:
Whenever they require employees they pay
around 15,000 or more to Naukri.com. an
account is made for them and a 15 days
waiting period is given where you have the
time to choose any individual with around
1000 resumes. they scan the best fit and
recruit them. If he wants to recruit more he’ll
take the 2000 resume ratio and choose more.
Mr Shekar's company doesn't have any branch
as of now but 2-3 years ago he did have a
branch in Vizag but unfortunately had to shut
it down due to the pandemic. He is also
planning to develop a website for his company
at the moment to increase marketing value.
The website is currently under construction.
Also, the market of expertise that Mr Shekar is
in which is factory and process automation is
very niche.

HIGHTRUST SOLUTIONS 

Marketing Strategy:
The only way Mr Shekar promotes his
company is by making visits to customers as it
is the only way the customers can know what
the product is and how it is a technology-
driven product. His company usually calls
potential interests and makes an appointment
before visiting. since it is not a mass product
and it is a very niche/small market, Mr Shekar
thinks there isn’t much social media
advertising to do. The only way of
communication is sticking to visiting them
personally.

Challenges:
But, After the covid visit to customers became
very less and project-based need only. Earlier
he would meet his customers without any
appointments. but after the pandemic,
mandatory rt PCR tests and vaccines became
mandatory to utilize for safety mainly and to
prevent the infection. Therefore, without all
that nobody feels safe meeting to discuss
business. This is one of the main problems Mr
Shekar was facing and right now he wishes to
be in contact with his customers at least
weekly through the online mode of
communication.

Mr. Shekhar, Telangana



Introduction:
Mrs. Jayshree Mudaliar is the owner of Kamya
Naturals. Mrs. Jaysree started this business in
Sept 2021. Before that, she had joined a
workshop to learn to make soaps and body
products as she had a sheer passion for it.
Later it became a “weekend project” for Mrs.
Jayshree. Eventually, she had the interest to
make this during the pandemic. It took her
almost 8-9 months to think of a marketing
strategy initially, then about packaging the
product, pan India delivery, and finally, usage
of social media handles.

Observation:
Mrs. Jayshree specializes in manufacturing
cold processed soaps. Where good quality oils
and butter are used. These oils and butter are
heated to a point where they should not lose
their natural properties. Some of the oils used
by Mrs. Jayshree are coconut oil, and almond
oil, among many others. Some of the kinds of
butter used are shea butter and cocoa butter.
Usage of commercial oils by Mrs. Jayshree is
strictly prohibited because it is not good for the
skin at all.
Managing inventory is usually done by her.
Raw materials existing for at least 2 months
are kept and if there is even a tiny bit of
shortage, raw material is bought immediately.
Since skin and hair care products are
manufactured on a small scale that is weekly
basis, not much raw material is needed for
that. Also, based on the customer base, raw
materials are bought. There should be a
minimum of 10 products each on Mrs.
Jaysree’s shelf and if there is even a shortage
of one, she will make sure to make that one
product and get done for the day.
It is not a family business. It is purely run by
Mrs. Jaysree only. In the long term, she is
planning to have branches for her business but
nothing as of now.

KAMYA NATURALS

Marketing Strategy:
She has her own website and has social
media handles on both Instagram and
Facebook. The mode of payment is usually
online. There is no cash on delivery as most of
the orders are done on a prepaid basis.
Payment of cash is done for people she
recognizes or is close with. Mrs. Jaysree runs
the business on her own and doesn't intend to
recruit anybody as of now.

Challenges:
She had started the business after covid only,
so no challenges were faced. She wants the
problem of scalability to be solved wherein
startups usually, people are scared about
where to put money. It can either be R&D or
marketing strategies. Also reaching customers
was a pretty big task during covid cause this is
a product that customers can only buy by
feeling and smelling the product and acquiring
first-hand experience. Most of the sales were
done in the online mode only but now Mrs
Jaysree is currently attending exhibitions to
market her product.

Mrs. Jayshree Mudaliar 



Introduction:
Anita Kapoor runs a small-scale business
which is called Makeover by Anita Kapoor. It is
a make-up service provider located in East
Delhi. She owns a YouTube channel and it has
been monetized recently. Anita Kapoor chose
this occupation as a source of income in 1998,
but it eventually became her passion. Despite
her parents' opposition, she never lost faith in
herself and pursued her ambition. Makeovers
by Anita Kapoor has a staff of well-trained
artists with extensive experience in this
industry who are committed to customer
happiness and utilize top-of-the-line make-up
procedures to achieve a subtle and vibrant
makeover. Makeovers by Anita Kapoor offers a
variety of services that can be customized to
meet your specific demands and budget. 
The following are some of the services they
provide:
1. Make-up 4. Styling your hair
2. HD make-up draping
3. Make-up for a party (for pre-wedding and
post-weddings)

Observation:
There used to be 10 employees, but now there
are only six. One is an assistant, the other is a
public relations (PR) assistant, and She has
four helpers that assist with her work. Two of
the four helpers are unskilled, while the other
two are. So, while she is doing the makeovers,
she engages the assistance of two skilled
individuals and ensures that the other two
learn from her work. So, even if the two skilled
helpers retire or leave, she will have a backup
and will also be able to repeat the same
process over and over again. 

Marketing Strategy:
She realized how much she could accomplish
with social media, so she promotes her
company on YouTube, Instagram, and all other 

MAKEOVERS BY ANITA KAPOOR

social media platforms. However, she also
utilizes traditional methods of marketing such
as word of mouth and advertisements to
increase her reach. Utilizes technology to
complete tasks. However, the process is
registered manually, i.e., on paper. 
She plans to launch a new make-up course on
YouTube for free in order to broaden her
market reach. They accept all forms of online
payment along with cash. They order their
supplies from direct salesmen or local
suppliers and receive a substantial discount.
They also freelance and have their own
website. 
They manage their social media with the help
of a PR assistant, who is very skilled in public
relations. Anita never had time before because
she was so involved in traditional marketing
methods, but technology came to the rescue
and she began creating content and making
videos of herself. She stays up to date on
current trends (seminars, expert gatherings,
social networking sites) and shares her
knowledge with others. Despite the fact that 
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there is a lot of fluctuation, she is doing her
best to manage everything. She also
contributes to Bharat Times, Sandhya Times,
and Sakhi Magazines with make-up tips and
short notes on what she does for a living,
among other things. 

Challenges:
when asked about her challenges and what
would help her out with these digitally, she
said that people still need to learn about
skincare, including what products to use and
which to avoid for different skin types. She is
currently working on improving the awareness
of people but she feels an application
dedicated to this would help her out a lot.



Introduction:
Kamana Store is a local store located in Delhi,
the heart capital of India. This grocery shop
was started by Mr. Paramanand, about 30
years ago. This business was something that
was started by him and his brothers as this
was passed on to them.
They have been doing this business of selling
groceries for so long and have been up to the
mark in their customer service and satisfaction
game. These reasons led to them developing a
sense of trust and loyalty with the customers.

Observation:
Their shop, although looking small, has a lot of
inventory stored at the back. He gets
information about the trends in the market
when the customer informs them. And has
connections with several wholesalers who
would also provide insights about the new
developments.
Parmanand at present has 4 people working
for him. There were no major changes and
impacts made by the pandemic on this small-
scale business. The recruitment of employees
in Paramanand’s shop is through replacement
and word-of-mouth referrals of helpers.

KAMANA STORE
Marketing Strategy:
Mr Paramanand has little interest in
digitalizing his business. Although he has no
idea about what phone he is using and what
features his phone contains, he is an avid user
of WhatsApp and Facebook. He also added
that he absolutely loves to watch videos on
Youtube.
He has a Facebook account, for his personal
use. He uses WhatsApp to connect with his
customers. He uses this digital social media
messenger to contact and communicate with
his customers. He receives grocery lists from
his customers and instructions for delivery
through them.
He also started a home delivery service for his
groceries with the help of digital media and is
thankful for that as this decision of his reduced
the impact of the pandemic. This action of his
has also helped him to grow his business
further. He accepts all kinds of payments
including digital payments such as UPI and
Card transfers. He lacks a digital registrar to
maintain and sort his inventory.

Challenges:
He states that the major problem he faces is
the lack of regularity in his employees. He also
states that it gets sometimes difficult to get
the numbers correct while maintaining the
inventory. When asked about what would
make his job easier digitally, he stated that
any digital app which was customizable for
him to maintain his inventory would be really
helpful, provided the app was easy to handle
and understandable for him.

Mr. Paramanand, Delhi



Gender Split

Usage of Technology in Business

8 out of 10 owners from the sample were male while 2 were female making the  
percentage of male ownership 80%

 

60%
6 out of 10 owners from the sample use technology in their business making it a

60% rate of positivity towards usage of technology while the rest 40% don't
really see it as a necessity. 

Usage of  Digital Payments

80%
8 out of 10 Small Scale business owners are using digital payment

applications in their day-to-day operations.  



100%

Awareness of Digital Payments

10 out of 10 Small Scale business owners are well aware of digital payment
applications. 

Marketing through social media Own Website

YES NO 

60% 

40% 

20% 

0% 

Statistics of Marketing through social media and having an
own website of the sample of small scale business owners

40% 60%40% 60%



Economy of Ethnic
Clothing



From when people in the Indus Valley civilization began dyeing their cotton garments,
the Mughal rule, and the colonization of India, we have come a long way to the
traditional clothing we now see people wear every day, to festivities, rituals or dance
performances. Ethnic clothing is arguably an integral part of our culture as Indians
and something we heavily identify with. Our intricately embellished lehengas and
sarees are renowned worldwide, but India truly is diverse when it comes to ethnic
clothing and crafts relating to it. Endless colour codes, weaving and embroidery
patterns, and the way our clothes are styled vary greatly among states and very often
are representative of specific religious and cultural values.

Production of a majority of them requires very specialized skill sets that pass through
families for generations, great attention to detail, and are usually very labour-
intensive. As a result, prices are generally high and deter quite a few from buying such
clothes. People whose entire livelihoods depend on such crafts are finding it tougher
by the day to sustain their business and some have even begun to find other means of
livelihood. Because of the kind of diversity across states in India, particular types of
clothing are specific to certain states - Pochampally Ikat to Telangana, white and gold
silk mundu, and sarees of Kerala, Kalamkari of Andhra Pradesh, Pashmina of
Himachal Pradesh, and Kashmir and so many more. 

It can be agreed that sarees are perhaps the most widely worn garment that you can
find quite literally endless varieties of - Chanderi, Maheshwari, Paithani, Muga,
Kanjivaram, and Patola are just a few of the many. The versatile garment is worn in
creative and different weaves, borders, works, prints, dyes, etc with each locality or
state producing a different kind of saree - a testament to how much diversity exists in
the country and industry. 



The Indian textile sector is one of the oldest industries in the Indian economy, and it
goes back several centuries. India is home to roughly 136 unique weaves and other
techniques. It is full of variety, with handmade garments on one end of the spectrum,
and readymade factory-produced garments produced by brands. The heavy presence
of the agriculture industry in the country and the ancient culture and traditions of the
country really differentiate the Indian textile and apparel industry from the rest of the
world, making it unique and giving it greater cultural significance. 

With a huge chunk of India's youth becoming fashion conscious because of mass
media and social media penetration. This has opened up unprecedented retail market
opportunities. The Indian Ethnic Clothing market has had a great run for the past
decade or more for mainly 2 reasons - it moved from being cut and made to ready-to-
wear and became mainstream fashion as it moved towards fusion wear. 

India

GDP Growth Rates
7.2 %

2 %

2.5 %

USA

EU

With a GDP growth rate that is much
higher, India has an edge over developed
markets of the US and EU, which are
growing at lower rates. 

It is the developing nations that will drive
future apparel consumption globally and
India will be one of the major consuming
nations. 

MARKET SHARES & PROJECTIONS
The total share of the Indian ethnic wear market is approximately US $17.18 billion
and is expected to grow further in the future. 
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The women’s wear segment itself had a
market size of approximately USD 17
Billion in 2020 and is estimated to grow at
a CAGR of 7.14 per cent. 

The kids’ ethnic wear market was
approximately USD 1.6 billion in 2018 and
is expected to grow at a CAGR of
approximately 8 per cent by 2028. 

RECENT HISTORY OF SUCCESS
The increasing consumer demand for the Indian wear segment can be deduced by
looking at just the increasing scale of brands like Manyavar, Biba, W, FabIndia, etc.
These brands focus on making the shopping experience easy and are coming up with
ideas like fusion wear, which is both Indian and easy to carry. 
Although E-commerce attracted initial sales because of its highly discounted prices,
consumers have come to prefer buying their clothing online because of numerous
factors such as ease of shopping, availability of a wide variety of options, and ease of
return. 

Consumer purchases of textile and apparel were hit badly due to the global
lockdowns and economic recession, the global apparel consumption is estimated to
have shrunk by 22% in 2020 - among these, the ethnic and formal clothing segments
were the ones that were hit most badly. 
At the grassroots level, the artisans of India struggled enormously. These art forms
and processes have been passed down as lineage to these artisans and their
livelihoods rely entirely on their art. A lot of designers and heritage brands had
employed several Indian artisans.

The next section contains interviews conducted in order to collect raw data and
numbers that illustrate the reality of digitization in India. We interviewed ethnic
clothing business owners to understand which areas have scope for digitalization and
could even improve productivity. 



Introduction:
Aparna Sastry regularly received high
compliments for her tastes in clothing at
parties and gatherings and soon was sourcing
clothes for her friends from across India, when
she realized that right in front of her, she had a
business opportunity to do what she loved -
which is how her online boutique, Weaves and
Hues by Aparna, started off. 
As someone who traveled a lot while
accompanying her husband for his work, she
began to buy products for herself and her
family, directly from craftspeople rather than
from retail stores, and came to know some of
the best weavers in India.
Since this was in the early 2000s, the
possibility of making a business out of this
never occurred to her as she was moving
around every couple of years and social media
and the internet hadn’t become as common a
part of daily lives as they are now. Once she
had settled down in Pune, around 9 years ago,
and began sourcing for her friends, she started
to form a larger clientele and started using
WhatsApp about 6 years ago, to individually
send available pieces to each of them and
business was booming as she started selling
almost 3 sarees a day for the first few months.
Within a year, she took her business onto
Facebook and her page did tremendously well,
at a certain point she had amassed a following
of 18,000 people on her Facebook page - she
credits this success to the earlier algorithm of
Facebook. Presently her posts on Facebook
get barely 2 likes due to the numerous
unfavourable changes in the Facebook
algorithm. Although this would mean a
decrease in the number of new customers, she
says that it doesn’t bother her much as she
already has an established network of
suppliers and clients and wouldn’t have to
worry about losing the ones she already had
because most of her clients have already
shifted to WhatsApp where she uses a 

Weaves & Hues by Aparna
business feature, "broadcast to communicate"
with her clients. She shares pictures and
details of the stock that she has through
broadcast and then receives orders for them
and takes online payment methods. She
doesn’t buy every saree that her weavers
show her because that would increase her
inventory drastically but she does share
pictures of some of them with selective
customers.
She has been working hard for a long time to
grow and establish her business and decided
to dial down the amount of effort she was
putting in soon the Covid-19 pandemic took
over the world and Aparna had to deal with
health issues. Her revenue obviously did take a
hit, but this didn’t deter her as she says she
was never in it solely for making money, but
simply because she loved running this
business. 
She doesn’t really believe in having a target
segment of customers and just lets it happen
organically and says that she thinks that every
saree made has the wearer’s name written on
it and that person comes searching for it. Most
of her customers happen to be from South
India and Bengal. She also supplies several
boutiques from abroad and in India too who
like her curation of sarees. While she does
agree that having a strategy would increase
her reach and client base, she feels that she
isn’t proactive enough for it. Her clients believe
that her product is of the best possible quality
and their word of mouth is how her business
does well

 A Day in the Life 
She receives queries on her WhatsApp
business account, Facebook and Instagram
throughout the day and generally responds to
them immediately within 10 minutes unless
she is caught up with something. Sometimes
when her weavers show her pictures of their 
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new products she selects some of them that
she likes, to show to her clients only on
WhatsApp. Every piece that she sells goes
through her to make sure they are in good
shape. She takes about a day to process
orders from her customers and is helped by
her maid to pack them and get them shipped
through the courier.
 Pre-Covid, Aparna would travel and meet her
suppliers every 6 months directly to source
from them because back they would be
hesitant to share pictures of their designs and
this was the only way to make sure that what
you were buying was truly the best quality
possible. She hasn’t visited her suppliers since
the pandemic but plans on it soon, as the
weather cools down. Her peak season for
sales is from October to January, with
February and March not doing as well and she
notices a drop in sales during June when kids
are going back to school, and she supposes
that this happens because mothers usually
avoid spending excessively for a month or two
around that time to buy supplies for their kids,
sales start climbing up again around August
and September. 

Environmental Analysis 
She used to work very hard to build her
business and make sure that she sells the best
quality products possible, but along the way
she decided to not let the running of the
business stress her out as she is doing it for
her own satisfaction and enjoyment. Unlike
her business, most of her competitors look to
try and maximize their profits and sales as
much as possible. While making profits is
definitely an agenda for Aparna she isn’t after
working day in and day out to get higher
margins. She doesn’t pay the suppliers until
the pieces are sold, and on the occasion that
they aren’t for a long time they are okay with
just recovering their costs, and in doing so she
loses her profit but says she is more than
happy to help these weavers out this way. 
She tends to be careful about having too much
inventory, even though her sarees aren’t the
kind that is starched and would tear if not
opened or worn. If certain pieces have been
with her for over a year she would send
pictures of them to a select few customers and
offer them at a discounted rate, and says that
she avoids broadcasting this fact, otherwise
most customers would wait around for the
sale and wouldn’t buy from her outside of the
sale. She also says that she doesn’t maintain
the size of inventory other boutiques do to
have a sale every year to clear their inventory
out. Since her business is completely online,
she makes almost all her earnings in digital
payments, except for the rare occasions when
her friends purchase from her directly, and
even then some of them do pay digitally. 
Her boutique doesn’t have any employees but
does receive help from her maid in processing
orders, her daughters in photography and
modelling, and her husband in doing the
boutiques taxes. She has an auditor that files
the taxes and recently hired her daughter’s
friend to develop her website again as it had
been hacked. 



Digital Behaviours 
Being an online boutique, she does use a fair
amount of social media to communicate with
clients such as WhatsApp Business,
Instagram, Facebook, and Pinterest. She also
has a website that is currently being
reconstructed with a built-in payment
gateway. She transacts almost always with
digital payment methods. 
At the repeated insistence of her daughter and
with her help she made an Instagram Reel of
how a single blouse could be styled with
multiple sarees and admits that just from that
single video, 100 new people visited her
Instagram profile. Producing content like that
probably would help her business grow more
but that isn’t really what she is after at the
moment. Posts of her sarees on Pinterest from
years ago which have her boutique’s name
watermarked on them bring her new
customers regularly even now. 

The Aftermath of Covid-19
The number of individual customers buying
from her did drop significantly to about 15-20
people when the pandemic had started but her
business wasn’t badly hit because she still had
2 boutiques from India buying from her, and 3
out of 4 of the boutiques abroad buy a
considerably large amount of stock from her
even throughout the pandemic and she
managed to keep her business afloat. 
When the virus had gripped the whole country,
couriers took much longer than they previously
did and charges surged, this became
problematic for her business because she had
to shell out more money and her packages
were still getting delayed. There was even a
period of time initially during the first lockdown
that courier services had shut down entirely for
about 20 days. At the same time, she wasn’t
able to receive sarees from her suppliers on
time. The numerous travel restrictions and
risks also haven’t allowed her to visit her
weavers and suppliers since the start of the
pandemic, which makes it tougher to source
the best products possible.

Business Outlook and Aspirations 
Before Covid happened she used to work on
building this business as much as she possibly
could, travelling very often and spending time
building her network. Once the pandemic and
her illness had happened she slowed her pace
and focused on enjoying herself and not giving
much thought to the money that she was or
was not making. She has decided to give
herself and her other hobbies more time and
let her boutique take the backseat for a bit
because she believes that time is precious and
shouldn’t be wasted. 
A change she would like to see in the fashion
industry of India is younger people wearing
and learning how to properly drape a saree
and feeling comfortable in one, and says that
a lot of them prefer other types of traditional
clothes such as the lehenga to the saree and
explains that the saree is such a beautiful and
versatile piece of fabric that can be worn in
endless styles and it is a shame that the
younger generation shies away from it.
Handwoven fabrics are also something she
really loves for their feel and breathability and
says that she could never wear clothes made
out of synthetic fabrics and hopes that more
people chose to wear clothes that are made of
handwoven or at least natural fabrics.
Sustainable fashion is what she prefers and
also tries to keep her boutique’s products as
eco-friendly as possible. 



Introduction:
Shradha Bhandari started her online business
in the year 2010. She always wanted to start
her own online clothing business but never
gave much thought to it. It initially started
when she was living in Bangalore and her
friend wanted her to showcase some of her
preferred choice of clothing styles in the
exhibition in Delhi. She started exploring the
market to buy a unique style of clothes from
the manufacturer and the wholesaler. She
showcased her style in the exhibition and it
worked out well for her. This event gave her
huge confidence and motivation to start her
online business called the ‘Shardha’s
Collection‘, where she is now not only selling
ethnic clothes but also casual clothing.

Target Customers:
Since the day Shradha started Shardha’s
Collection, her online clothing business she
mainly targeted customers who were
generally between the age groups of 22 to 55.
 

SHRADHA’S COLLECTION
Business Model:
Shradha’s collection is a small online business
that is single-handedly taken care of by
herself. It started by selling clothes to close
friend’s groups and it has slowly moved on to
selling clothes to a lot of new people, to
boutiques where she allowed them to display
her piece for a few days and then take them
back either when that piece of clothing goes
out of style or when the demand for that
clothing is not that high compared to others
and even has held so many exhibitions
showcasing her style of ethnic wear. Now, she
has lots of customers demanding her clothes.

Marketing Strategy:
Shradha uses social media marketing like
WhatsApp and recently started using
Instagram for marketing and word of mouth
marketing which has made her business grow.
She believes in her customers and has put lots
of trust in them. It started with a few of her
friends as customers and now with the help of
her marketing methods, she has a huge
customer base.
According to her, the quality of the product
matters a lot and she checks every package
making sure that they are of good quality.

A Day in the Life:
Shradha’s typical workday life is pretty easy-
going since she goes twice a week to the
market to collect her clothes from the
manufacturer and the wholesaler and comes
back around 4:30 pm. She has flexible working
hours. Then, she starts checking the quality of
each item before packing and dispatching the
items. She maintains a balance between her
personal life and work life, so she only spends
2 days a week on her work. She holds her
exhibitions in Taj etc., displaying the type of
clothes that is on-trend and which is very
comfortable to wear. Along with that, she
takes care of her social media accounts. 

Shradha Bhandari



Among different varieties of clothes that
she sells her Jaipuri cotton Kurtis the block
print once is the best-selling product. She
generally has a high demand for this
throughout the year. 

Whenever she has a new order, she visits
the market and buys the clothes directly
from the manufacturer and the wholesaler,
then verifies them and sells them. She has
a no return policy and manages all the
finances by herself. She also pays her
workers immediately once they are packed
and packages get delivered to the right
destination and keep them satisfied.

Before India got digitalized most of her
payments were through cash only. Once,
digital payments were introduced since
everything started getting digitalized. Now,
most of her payments are done digitally.

Peak Season:
The Peak season for Shradha’s Collection is
during festivals.
During that time, she sells a lot of clothes and
has a very high demand for her clothes. She
gains a large number of profits. Especially
during these seasons, she tries to find clothes
that are more comfortable and concentrates
more on their preferences and the fabrics.

Environment Analysis:
Nowadays there is a lot of competition in the
online clothing business, many small
businesses are using online platforms to kick
start their clothing business.
Shradha’s Collection gives higher priority to
the fabric of the cloth used and the quality of
the product. Her pricing for every piece of
clothing that she sells is very reasonable since
she buys directly from the manufacturers and
wholesalers there is not much involvement of
many people in between.
Best-selling products -

Managing Inventory and Cash:

Credit, Cash, and Digital payments:

Her online business has no such
government involvement. There is no help
from the government provided to her
business. Any kind of scheme or incentives
of any kind is not being provided to her to
benefit her business.
Also, there is no technology provided or
help from the government.

It was a great experience for her that they
had to move from non-tech mode to tech
mode. It made her transactions and
payments quick. Before she had to wait for
the payments from the customers and she
always used to be stressed regarding the
payments from her customers because
many of them had either an issue or
excuses while making payments and was
always agitated about whether she would
get her payment or not. Once, the
transition took place to the tech mode her
payments became quicker without any
excuses.

She has three employees working under
her who take care of the packaging and
delivering the clothes. She provides them
leave during festivals when they are
unwell, and also when they are unable to
work due to personal reasons. At these
times the other employees cover for each
other and complete the task. She pays
them a decent amount of salaries, mostly
digitally and sometimes with cash.

Shradha runs an online business so she
uses digital technologies, especially her
payments which are mostly through digital
payments methods and this also helps her
for scaling her digital payments. 

Government Involvement:

The transition from non-tech mode to tech
mode:

Employee and Employee Benefits:

DIGITAL BEHAVIOUR:



Shradha accepts all kinds of digital
payments for her Shradha Collection. Most
of the digital payments are through Google
Pay followed by Paytm. She rarely uses
PhonePe.

Shradha's online business Shradha’s
Collection markets the whole business
through digital marketing by mostly using
apps such as WhatsApp and Instagram.
She mostly manages her social media by
herself but she recently started using
Instagram and is very new to that platform
she takes a little bit of help from her
daughter.

Digital Payments:

Digital Marketing:

She generally posts reels twice a week to keep
customers updated about the new arrivals. But
during the festival, she posts reels frequently.
Her online business doesn’t have its own
website yet.

Aftermath of Covid:
Covid affected all the small online businesses
a lot since most of them had to collect their
products directly from the manufacturers and
the wholesalers and Shradha’s Collection was
one of them. She faced many challenges
during covid the demand for her clothes was
going down since no one, even her regular
customers didn’t want any new variety or style
of clothes because everyone was locked up
inside their homes. Her profit margin was also
affecting her a lot.
Before the pandemic, her business was
running smoothly. She was really satisfied
with her business. The demand for her clothes
was increasing and she was making good
profits.
After the pandemic hit, her business saw a
steep decline in the sales of her clothes which
affected her business and the profits that she
was making. There were many days when she
didn’t even get orders.

Post-Pandemic, her business started doing
well and her regular customers as well as the
new ones started giving orders. Her online
business started getting that before pandemic
momentum again.
Her main focus is to provide the best quality of
clothes to her customers and to maintain
loyalty to every customer of hers. Sometimes
she gets huge orders for a few specific clothes
during that time it gets difficult for her to check
every package before delivery but she still tries
to check every package before delivering so
that she could replace the clothes that are
defective before delivering it to the customers.
If some of her customers complain about the
quality of the clothes, she makes sure that
clothes get replaced as soon as possible.
Sometimes due to late shipment which delays
their delivery of the product she tries to make
up for it and tries her best to ensure that the
delivery is on time.

Business outlook and Aspiration:
Even though she is happy with the way her
online business is doing, she always wanted
to have her own boutique where she could
display her clothes according to her sense of
style and taste in her clothes.
Shradha is satisfied with the online clothing
business; she is happy with the way her
customer base is increasing and the way they
are satisfied with the quality of clothes that
she provides.
According to her, it is very monotonous the
way every ethnic clothing industry is just
repeating the same design in different colours.
She wants to see more variety, more diversity
where they go to different states and visit the
markets there to collect different fabrics,
embroidery stuff, etc., and create something
new. She wants them to experiment more and
make them more comfortable.



Introduction:
Priya Reddy Gaddam started her online
business in the year 2021. It was always on
her mind to start an online ethnic wear
business since she always had a keen interest
in fashion design from her schooling days but
never focused much on that thought as she
was an undergraduate student and had to
concentrate on her studies. It initially started
when the lockdown phase was still going on
and her parents were continuously motivating
her to start her online clothing business so she
decided to take up a fashion designing course
along with her engineering degree to learn
new styles and create new designs and then
she started her online clothing business called
‘Priya Reddy’s Label’ where she designs the
clothes and sells them.

Target Customers:
Priya’s online clothing business called the
Priya Reddy’s Label targets generally all the
age groups of customers who are between 3
to 60 years. Her targeted customer is both
men and women between the specified age
group.

PRIYA REDDY’S LABEL
Business Model:
Priya’s online clothing business is taken care
of all by herself. It started as a complete online
business with her posting and sending her
design clothes to a group of people through
Instagram and WhatsApp who used to buy
her clothes and now her customer base is
increasingly demanding her clothes. 

Marketing Strategy:
Priya uses social media marketing such as
WhatsApp and Instagram. Before she only
used WhatsApp to sell her clothes and then
started using Instagram to promote and sell
her clothes. There is also one powerful
marketing strategy called the mouth of
marketing which has made her business grow
a lot.
She always believes that her customers put in
a lot of trust when buying her clothes and
always expect a unique design of ethnic wear
from her. It all started with selling to a few
people and now her customer base is
increasing every day.
For Priya, the quality of the product matters a
lot, and the fabric has to be used. She makes
sure that the fabric is of better quality and
checks every package before delivering it to
her customers.

A Day in the Life:
 Since Priya is an undergraduate student who
is studying designing courses along with
engineering. Her day starts pretty early, with
her attending the classes and managing her
business. She usually attends to all the phone
calls from her customers regarding any
queries or who are interested in buying her
clothes and gets in touch with her workers. All
this is done during her break time. She comes
back from the college in the evening and starts
working on the designs for the clothes so that
she could deliver them on time to the
customers. She posts her new design to
update her customers in her leisure time.

Priya Reddy Gaddam



Earnings based on Cash, Credit, and
Digital Payment:

Government Involvement:

The transition of Business from Non-Tech
mode to Tech mode:

Employees and Wage system

Her online business completely runs through
digital payment methods like Google Pay,
Paytm, etc. All of her customers pay her
through digital payments only since her
business is a completely online business. Priya
never sells her clothes on a credit basis; there
is no option for credit base payment in her
online business. She makes a good amount of
profit in her business.

There is no government involvement or
support for them in her business. Her business
is not supported by any kind of government
scheme or initiative. Even though being a
completely online business, her business is not
supported by any technology provided by the
government.

It didn’t affect her business much because her
business is completely online and there is
nothing to sell offline. She had to use tech for
marketing and selling her clothes.

Priya has four people working under her who
get her the necessary products and check and
deliver the packages.
She provides them holidays during festivals
and also pays them an extra wage. When
they are unwell, she provides them sick leave
without deducting the money from their
salaries. She pays a quite decent amount of
salary which is transferred to them digitally.

Digital Behaviours: 
Priya Reddy’s Label run by Priya is a
completely technology-based business. All the
marketing and selling of the clothes are done
through social media apps such as WhatsApp
and Instagram. There is nothing that is offline
involved.
Priya accepts all kinds of digital payments in
her online clothing business. Most of the digital
payments are done through Google Pay then
followed by Paytm. She rarely uses Phonepe 

Different from the competitors:

Best selling products:

Management of Inventories:

How do you deal with cash?

Peak Season:
The peak seasons for her sales go up pretty
high during the festivals and the wedding
seasons.
During these seasons demand for her clothes
is very high since India is a country with
numerous festivals. She makes sure during
these seasons that the quality and fabric of
her clothes are the best. She also concentrates
a lot on their preference and their comfort to
make them satisfied.

Environment Analysis:

Priya’s designer clothes are decently priced
compared to her competitors and it attracts
lots of customers. She never compromises
when it comes to the quality of clothes and the
fabric to make them. All the fabrics are pure
and are chosen by her.
She makes sure to check all the packages
before delivering them and she also ensures
that the delivery is on time so that her
customers are satisfied with their orders. She
makes sure to pay the worker working under
satisfaction by paying them immediately once
the items are delivered. 

Priya Reddy’s best-selling products in her
online clothing business are her designer
lehengas, especially during the wedding and
festival seasons. Then it is followed by sarees
and ethnic kurtas for men.

Priya usually buys a limited amount of stock of
necessary items that she requires to design
the clothes like the fabrics chosen by her,
embroidery-related stuff, etc., from the
supplier. No excess stocks are purchased.

She takes care of all the finances by herself
and with the help of her parents. Since most of
the payments are generally through digital
payments, she maintains a book where she
records her daily sales which are maintained
date-wise. This helps her to determine her
profits.



Before the pandemic, she was just
planning to open her own online clothing
business where she would sell her design-
made ethnic wear.
During the pandemic, her business was
facing challenges. Even though the
customers were buying her clothes, she
was not getting as many orders as she
was expecting which was affecting her
profit margins and her sales were steeply
declining.
After the pandemic, her business got
boosted where demand for her clothes
was increasing since there were lots of
weddings being held and the festivals
were being celebrated in the way it was
supposed to. Her business was making
lots of profits and the sales were
increasing the way she was expecting. She
was satisfied with the momentum that her
business is getting.

Her sales were going down which was
affecting the profits that she thought that she
would be making and she wasn’t getting
many orders from her customers as well since
they were in a position where buying her
clothes seemed unnecessary because they
were just sitting inside their homes.

Challenges
The main challenge is to satisfy the customer
every time they order. To satisfy them, the
quality checking of the clothes has to improve.
Since there are many times when the orders
are huge and it becomes impossible for her to
check the quality of every package before
delivering.
The second main challenge is to deliver the
packages on time which becomes late due
shipment related problems. In that case, the
customers are informed in advance and she
ensures that the problems are solved as early
as possible so that the customers get their
orders on time. She also had language-related
problems especially when her customers are
Hindi-speaking so she tried to learn to speak
Hindi as quickly as she could to try to
communicate with her Hindi-speaking
customers.

for digital payments since most of her
customers and the worker working for her
prefers Google Pay.
Priya’s business is a completely online
business where she sells her ethnic wear
through WhatsApp and Instagram. She
manages her social media accounts and posts
reels twice a month where she displays her
new designs to keep her customers updated.
Currently, Priya doesn’t have a website of her
own. But she is planning to have her own
website where she could display her designs
and reach out to more people.

The Aftermath of Covid:
Priya started her online business called the
Priya Reddy’s Label during the peak of covid
when people were locked inside their houses.
Her business got affected since there were
neither weddings being held nor the festivals
being celebrated the way they used to be.

 



Changes in Business:

Satisfaction of Business:

Changes in the Ethnic Industry:

Fast Fashion VS Slow Fashion:

Business Outlook and Aspirations:

Priya wants to open her boutique in the future
where she could display her design-made
ethnic wear along with trendy western clothes.
She also wants to explore different varieties of
clothes so that she could learn and make them
in a way where it is different from other ethnic
clothes in the ethnic industries.
Priya also wants her online business to grow
more and have more customers than she has
now.

Priya is satisfied with her online business Priya
Reddy’s Labels as she gets a pretty good
output level in such a short period.

According to Priya, she wants unique designs
from ethnic industries and wants them to put a
lot of work into coming up with new designs
rather than just repeating the same design
with every colour. She also wants to see
people only wearing designer clothes. 

Priya believes that there is nothing called fast
fashion or slow fashion. According to her,
fashion means the way a person knows how
to carry their dress in their sense of style. Style
is more important than fashion since fashion
just lasts for a limited period.

 



Introduction:
LVRSY Showroom and Cloth Emporium was
started by Punna Nagaiah, in the late 1970s.
LVRSY stands for Laxmi Venkata Ramana SY
Cloth Emporium. Initially, back in the 1970s,
Punna Nagaiah used to sell clothes on a bi-
cycle by reaching out to every village near
Amangal. Amangal is a small town in Ranga
Reddy District in Telangana, which is around
75km away from the capital city of Telangana,
I.e, Hyderabad. Later, as the business kept on
increasing, MR. Nagaiah had opened a small
store near the outskirts of Amangal. 
His son, Ramakrishna Punna took over the
business from his father in 1996 and is still
running it. Ramakrishna Punna has expanded
the business quickly by establishing a store in
the centre of Amangal. LVRSY Showroom and
Cloth Emporium have become a connecting
hub for nearby locations and villages near
Amangal, where their motto is to take
Fashion-forward to each and every
village/location, thereby satisfying every type
of customer. 

Target Customers:
LVRSY Showroom and Cloth Emporium have a
location advantage. It is the largest cloth
emporium in Amangal. They are almost the
monopoly in Amangal. So due to the location
advantage, they want to target all middle-
income families in the nearby locations. As per
Mr Ramakrishna, target customers vary with
seasons. For example, during Ramazan, their
target customers are Muslims. So they get
their stock as per the requirements and
demands of their customers. They got most of
the sales during the wedding season and the
season of Dussehra. Dussehra is the prime
festival in Telangana, where the demand for
new clothes is extremely high. So, during the
time of Dussehra LVRSY gets its clothes
depending upon the tastes and preferences of
its customers.

LVRSY SHOWROOM & CLOTH EMPORIUM
Business Model:
LVRSY Showroom and Cloth Emporium is a
retail store, which includes ready-made
dresses for kids, men, and women. Including
various types of Sarees for women. Its main
and premium selling area is Ethnic wear.
LVRSY gets its ethnic clothes such as
Sherwanis, Kurtas, etc directly supplied from
ethnic store wholesale suppliers. Only, ethnic
Sarees such as Pattu Sarees are directly
purchased by the owner- Ramakrishna Punna
from Handlooms. For example, Pattu Sarees
such as Kanchipuram Silks and Dharmavaram
Pattu are directly purchased from their
respective places of origin, thereby eliminating
the Wholesale middlemen. The reason for this
direct purchase from the Handloom owners is
that such ethnic wear is at a premium and
they do not want to compromise on the quality
of the clothes.

Marketing Strategy:
During the initial stage, when the shop was
newly established, Mr Ramakrishna Punna
had marketed the cloth emporium personally.
He used to visit every village the nearby the
cloth store and he used to explain the store
and its uniqueness. Later, they employed
Marketing Agents who did seasonal
marketing. For example, if there’s a wedding in
a family, those marketing agents would visit
the house of that family and will invite that
wedding family to the cloth emporium
personally. Then they offer a premium ethnic
experience to their customers. They do not
compromise on hospitality shown to their
customers and also the quality of clothes they
sell. Most of the marketing for the LVRSY is
done in offline mode. Hoardings and
Billboards of the cloth emporium are set up in
heavily crowded areas. They print their
clothing store name on the bags/covers they
give out after the purchase of clothes. In this
way those bags are circulated from one hand 

Punna Nagaiah, Telangana



6) Have an option of customization depending
upon the preferences and tastes of customers.
7) High level of Hospitality is shown to
customers and a good brand name is
maintained.
8) Good word of mouth marketing from its
customers about LVRSY is one of the main
assets of the cloth emporium.

Best Selling Products 
Ethnic wear is the best-selling section at
LVRSY. The top 3 best selling products are:
1) Ethnic Sarees; especially Pattu Sarees.
2) Sherwanis for Men.
3) Kurtas for men and women.

Management of Inventory: 
Inventory is managed by purchasing only
limited stock of ethnic clothes from the
supplier. Excessive stock is not purchased. But
occasionally, in cases of excessive demand,
the excessive stock is purchased and stored in
the showroom itself in a separate section.
Ethnic clothes of the same design are
purchased in all sizes, thereby countering the
problem of size shortage. 
Stock is mostly purchased on a credit basis
from the suppliers and payment is done
uniquely. Half payment is done to the suppliers
when the stock is purchased and the
remaining half is given on a credit- basis.
Sometimes, the amount is paid to the middle-
men, known as collectors; who come to the
shops for collecting money on behalf of
suppliers.
A day’s sales and expenses are tallied each
night, at the closure of the shop

Earnings on basis of cash, credit, and digital
payment 
Sales mostly run in the form of cash. Then, due
to the increase in the use of digital payments,
sales through digital payments stand out in
the second position. Initially, sales through
credit were high, but now sales in the form of
credit were decreased in most cases and it
stands out at 3rd position. 

to another in rural areas, thereby making the
cloth emporium more popular. For ethnic
sarees which are directly purchased from
Handloom owners, they don’t get any pre-
packaged box. So, LVRSY has prepared
separate boxes to store ethnic sarees. Even
these boxes have their cloth emporium name
on them and as those boxes are circulated, the
more the brand name gets highlighted. During
Lockdowns, LVRSY has marketed uniquely by
offering T-shirts with cloth emporium names
printed on them to Covid Volunteers. 

A Day in the Life: 
For Mr Ramakrishna, the workday in LVRSY is
quite hectic, but he enjoys it. Mr Ramakrishna
stays in Hyderabad and he travels daily 75
kilometres to the cloth emporium. The store
opens at 10:00 A.M. in the morning. The shop
is cleaned followed by a Pooja. Then the cash
counter is opened and the store is ready for
sales. The shop closes at 9:00 P.M. in the
evening. Sometimes, the closure timing of the
store extends to 1:00 A.M. the next morning
depending on the season. The timings are
basically flexible. Every clothing section has its
respective staff, who are specialized in their
own clothing sections.

Environmental Analysis: 
# Differentiation from Competitors.
1) LVRSY Cloth Emporium offers a standard
discount of 20% all the time i.e., throughout
the year, irrespective of the season.
2) LVRSY is the largest ethnic cloth emporium
in the area, where it serves as a one-stop point
for all clothing sections.
3) LVRSY cloth stores have modern
infrastructure, with a separate customized
floor and staff dedicated to the ethnic clothing
section.
4) Only high-quality ethnic clothes are kept for
sale at LVRSY. They are directly purchased
from Handloom Owners and Large Wholesale
Cloth stores.
5) LVRSY only gets limited and best of
premium ethnic stock.



Employees and Wage System:
At present, there are 20 employees in LVRSY
cloth emporium. They are paid twice a month,
i.e., their salary is split into two parts. The first
part of their salary is paid for the first 15 days
and then the second part of their salary is paid
for the next 15 days. (Half-half pay or pay per
15 days).
Then, about Employee Benefits, the Cloth
emporium has given smartphones to their
employees free of cost, which serves for multi-
purpose, I.e., for business as well as for their
personal use. Every Saturday is a holiday.
Then 2 leaves and 1 optional leave are
granted per month without a cut in salary. Any
leaves excessing the stipulated period will
lead to a deduction in the salary.

Digital Behaviors:
At present, LVRSY isn’t using any digital
technologies in scaling up its payments. They
only use the POS [ POINT OF SALE ] machine,
which is the most advanced payment machine
for accepting all kinds of credit and debit card
payments for their sales. 
The owner of the LVRSY uses Oneplus 8T
mobile phone for business purposes. LVRSY
does not use any app exclusively for business
purposes. They use EZVIZ – a CC Camera app
for monitoring their cloth emporium.

Digital Marketing: 
LVRSY has plans to shift its marketing
strategy into a digital model in a very short
period of time. At present they aren’t doing
any social media marketing. They have future
plans for Social Media Marketing and it is to be
done mainly through Instagram, Facebook,
and Whatsapp. Their social media accounts
are going to be managed by the son of Mr
Ramakrishna. He says that he is going to
create 1 reel every 3 days, to keep customers
updated about the new arrivals and trendy
fashion in the store. 

LVRSY doesn’t have its own website.

Revenues of all sections are combined daily.
There’s no separate revenue section for ethnic
clothing because the billing is done entirely
mixed up in one place. The gross turnover of
the Clothing emporium is INR 4 Crores per
annum.

Political & Government
Environment:
There’s no Government related support as
they are retailers. No government schemes to
support them.
In fact, the government environment is
affecting their business in a negative way. The
decision of the Central Government to increase
GST on textiles from 5% to 12% hurts the most
for retailers, because on one hand due to
Covid customers have lost their earnings and
became excessively sceptical about their
expenses, which in turn have reduced their
demand for ethnic clothes and on the other
hand, the retail stores have to increase the
prices of ethnic clothes in order to maintain
their stability in the profit margins due to an
increase in GST. There’s no technical support
provided by the Government.

The transition of Business from
Non-Tech Mode to Tech Mode: 
At present, the business is running in non-tech
mode. Marketing is done in offline mode,
basically, the cloth emporium follows old-
school marketing. The billing process is entirely
hand-written.
But, the management of LVRSY Cloth
emporium has plans to shift into tech mode
very soon. They want to establish a
computerized system of billing and they want
to advertise their clothing store digitally. They
want to transform from old-school marketing
to digital marketing.

Digital Payments: 
LVRSY accepts all kinds of digital payments.
Most of the digital payments are done through
Phonepe followed by GooglePay. They rarely
use Paytm. Khatabook is not at all used.



Business Outlook & Aspirations:
Changes in Business. 
1) LVRSY wants to digitalize its business from
offline mode. They want to build a high-tech
team to look into the technical aspects of the
business.
2) They want to expand their supply chain to
deal with the updating trends in fashion. They
want to purchase new inventories to catch the
pace of the swift fashion.

Satisfaction Of Business:
1) At present, they aren’t satisfied with the
sales of ethnic clothing as well as for all
clothing sections. They want to reach their
gross turnover target of more than 5 crores
per annum.
2) They want to expand their business into
prime locations and also into tier-1 cities,
depending upon the demand.
• Changes in ethnic industry. 
They want more and more new designs to
come up in the ethnic industry.
• Fast Fashion Vs Slow Fashion. 
In this case, LVRSY is supporting Slow Fashion
because marriage season occurs every year
and there are regular customers for ethnic
clothes. The customers want their ethnic wear
to be classy and premium, which in the end
has to give a royal touch to their apparel.

According to LVRSY, Fast Fashion is typically
a seasonal fashion, which attracts only youth
and it is subject to change very rapidly within
a short duration of time. So, sales will not be
inconsistent in Fast Fashion. 

The Aftermath Of Covid 19: 
Covid-19 has hit all sectors of the industry
very badly and the textile industry is not an
exception. Due to Covid-19, the sales were
dropped by more than 50% which has resulted
in generating very less revenue. The income of
the Middle Class has fallen steeply thereby
reducing the demand for ethnic clothes for
various occasions. But, during Covid-19,
maintenance costs of the cloth emporium have
increased significantly. The cloth showroom
has to bear extra costs such as the cost of
sanitizing the entire showroom and the cost of
providing free masks for its staff as well as for
every customer. Even LVRSY has paid half-
salaries to all their employees, even during
lockdowns. The best part is that they haven’t
dismissed any employee working in LVRSY.

The difference in business during,
before, and post-pandemic:
Before the pandemic, the business was
satisfactory. But during a pandemic, the
business has seen the profit margin drop
steeply because the sales were down. The
sales were absolutely unsatisfying. 
Post pandemic, the emporium has seen its
sales boost back to the normal times at a low
pace, but they still have to gain the pre-covid
momentum.

Challenges:
The LVRSY has to maintain its loyalty to its
strong customer base by not compromising
the quality of its ethnic clothes, due to heavy
competition from the stores in the cities.
Basically, they have to maintain stability in
their sales in order to survive in the business.
One more challenge is that due to the
construction of a new 4- lane highway that
connects Amangal to Hyderabad; many
customers are willing to purchase in the city.
rather than in a tier-3 town because their
transportation to the city has become much
cheaper, faster, and more convenient. So, in
order to encounter this problem, LVRSY has to
get more new trendy stock to attract
customers. 



Introduction:
Trendy Designer Sarees is an online clothing
business, which was established by C.Swathi
Reddy in the month of December 2019. Trendy
Designer Sarees is exclusively for women. It
includes all types of women's clothing starting
from Ethnic Sarees to Dress Materials for
women. C. Swathi Reddy, the owner of Trendy
Designer Sarees has started this business by
taking inspiration from her friend who has a
similar business online clothing. Swathi Reddy
says that “During the time of Covid-19, there
was complete shutdown everywhere and
customers has no option to shop outside. So,
they preferred online shopping and in this way,
I started my business of selling online ethnic
wear for women, which turned out to be very
well.

Target Customers:
The prime target customers of Trendy
Designer Sarees are women. They mostly
target young and middle-aged or working
women as their prime customers. They also
target old-aged women (senior citizens), as
their secondary target customers. Swathi
Reddy says that they get most of the orders
from middle-aged women because those
categories of customers have a high presence
in various day-to-day activities.

TRENDY DESIGNER SAREES
Business Model:
Trendy Designer Sarees is an online mode of
clothing business, which is exclusively for
women. It includes all types of Sarees such as
Ethnic Sarees, Pattu Sarees, Work Sarees,
Kanchipuram Sarees, Dress Materials for
women, Kurtas for women, etc. Its main and
premium selling area is ethnic wear. Trendy
Designer Sarees carries its business primely
through Whatsapp. A Whatsapp Business
account is created under the name Trendy
Designer Sarees, where there are around 70-
100 participants ( participants are increasing
over time due to good brand presence among
‘known customers’, especially through mouth
talk). Then, the pictures of ethnic clothes will
be posted on the WhatsApp group and some
of the ethnic sarees are even kept under
WhatsApp status. Then, interested customers
will ping Swathi Reddy and they’ll place the
order. Trendy Designer Sarees gets its clothes
from a retailer, who runs a similar business
and is a friend of Swathi Reddy. Then
depending on the orders, Swathi Reddy gets
ethnic clothes from her retailer, then adds up
her margin, and then sells those ethnic clothes
to the customers. 
Those ordered ethnic clothes are couriered to
the address of customers through DTDC.

Marketing Strategy:
As Trendy Designer Sarees is an online
business model, it does its entire marketing
digitally. No offline or old-school Marketing is
done. All social media platforms are managed
by Swathi Reddy. A new collection of Ethnic
Clothing is posted in various Whatsapp
groups and they are kept in Whatsapp Status
almost every day. They are also posted on
Facebook and Instagram. At present, Trendy
Designer Sarees isn’t making any reels. They
have plans to make reels on ethnic clothes
every 3 days on Instagram. There is one
unique marketing point about Trendy Designer
Sarees. Swathi Reddy says that “ Customer 

C.Swathi Reddy 



Satisfaction is more important to her than
anything else”. Swathi Reddy asks for the
review of purchases from the customers. So,
when a customer is highly satisfied with their
purchase, they post their compliments to
Swathi Reddy regarding their clothing
purchase. Then Swathi Reddy takes a
screenshot of that good review compliment
from her customers and then she posts that
review post directly on various social media
platforms. In this way, marketing is done
through a customer satisfactory channel.
Swathi Reddy also says that “ Good mouth
talk among customers regarding their quality
ethnic clothes has become a plus point for
them and thereby marketing is done indirectly.

A Day In The Life: 
For Swathi Reddy, her workday is quite hectic.
Swathi Reddy is a teacher by profession and
carries her business predominantly in the
evenings. She teaches from morning 10:00
A.M. to 5:00 P.M. in the school and carries her
online clothing business in the evening. She
posts updates about Trendy Designer Sarees
in her leisure. 

How Does Business Affect by
Different Seasons? 
In the case of Trendy Designer Sarees, Online
Ethnic Clothing Business is done prominently
during three seasons.
1) FESTIVE SEASONS.
2) WEDDING SEASONS.
3) COVID TIMES.
Swathi Reddy says that the Covid times was
their best season in terms of doing business.
This is because shops were closed everywhere
and the demand for online ethnic clothing has
increased. Then, it is followed by the wedding
season and festival season. In Telangana,
there are numerous festivals and even there
are special festivals for various castes. So,
demand for ethnic clothes during these times
is very high. Then the online ethnic clothing
business of Trendy Designer Sarees during
normal times is satisfactory.

Environment Analysis: 
Differentiation from Competitors. 
1) Trendy Designer Sarees has a good price
advantage over their competitors.
Their prices are catchy for all types of
customers
2) Trendy Designer Sarees do not compromise
on the quality of clothes they sell to their
customers. Especially talking about ethnic
clothes they offer, Quality is their priority.
Trendy Designer Sarees follows a quality
check mechanism before purchasing from their
retailers. They do not even purchase clothes
from the retailer if they are of poor quality
3) The best differentiation from their
competitors is that Trendy Designer Sarees
has stronger positive mouth talk among
customers. Due to the presence of a good
brand name, the orders are increasing
satisfactorily.

Best Selling Products: 
Ethnic wear is the best-selling section at
Trendy Designer Sarees. The top 3 best selling
products are :
1) Ethnic Sarees; especially Kanchi Pattu
Sarees.
2) Ethnic Dress Materials for women.
3) Ethnic Kurtis for women.

Management of Inventory:
Inventory is managed by purchasing only
limited stock of ethnic clothes from the
supplier. Ethnic clothes are only purchased
from the supplier depending upon the orders
received from the customers. No excessive
stock is purchased from the supplier.

Employees and Wage System: 
The entire business of Trendy Designer Sarees
is carried out by Swathi Reddy solely. There
are no employees involved in the business. It’s
typically like a Sole-proprietorship form of
business.



How do you deal with cash? 
A Transaction book is maintained by the
Swathi Reddy, where all the sales of ethnic
sarees are recorded in that book every day. It
is maintained date-wise. Then every day sales
will be added at the end of the month. After,
this the cost of purchasing those clothes from
the supplier is paid at the end of the month.
Then Swathi Reddy deducts the amount paid
to the suppliers from the earnings on sales of
Trendy Designer Sarees, where profit is
determined.

Earnings on basis of Cash, Credit,
and Digital Payment: 
Sales mostly run through digital payments.
Around 95% of the sales are transacted
through digital payments because the Trendy
Designer Saree business runs online mode.
Sales through cash are noticed rarely or only in
special cases. Trendy Designer Sarees doesn’t
do ethnic clothing business in credit mode.
Sales through Credit aren’t allowed. Simply,
there’s no credit facility available at Trendy
Designer Sarees. The ethnic Clothing section of
Trendy Designer Sarees earns around INR
6000 to INR 8000 per month. The gross
turnover of the Ethnic clothing section at
Trendy Designer Sarees is around INR 70,000
to INR 80,000 per annum.

Political and Government
Environment: 
There’s no Government-related support as
they are retailers. No Government Schemes to
support them. Even though Trendy Designer 

Sarees is an online business, there is no
technical support provided by the Government. 

The Transition of Business from
Non-Tech Mode to Tech Mode: 
Trendy Designer Sarees is completely tech-
based. The entire business is carried in online
mode. There’s no offline mode.
As there are no employees, no employee
benefits and wage mechanisms are involved.

Digital Behaviors: 
Trendy Designer Sarees is completely tech-
based. There’s nothing offline involved. Trendy
Designer Sarees uses technological social
media apps such as Facebook, Whatsapp,
and Instagram for carrying out its business. 
Trendy Designer Sarees accepts all kinds of
Digital Payments. Most of the digital payments
are done through Google Pay followed by
Phonepe. Even Sales happen through Bank
transactions. They rarely use Paytm.
Khatabook is not at all used. 
Trendy Designer Sarees doesn’t have its own
website. 

The Aftermath of Covid19: 
In the case of Trendy Designer Sarees, Covid-
19 has boosted its business. Swathi Reddy
says that Covid-19 is their best season of all
time. It is because due to Covid-19, there was
shut down everywhere and there was a halt to
economic activities. The covid-induced
lockdown has benefitted the business of
Trendy Designer Sarees. Customers aren’t 



willing to shop outside due to the
apprehension of Covid contact, therefore they
preferred the online mode of shopping. This in
turn has resulted in an increase in Sales of
ethnic clothes for Trendy Designer Sarees.

Difference in business during,
before, and post-pandemic: 
Before the pandemic, the business was
unsatisfactory because it was newly started at
that point in time, and many of the customers
don’t know about Trendy Designer Sarees.
Monthly revenue was around INR 4000 to INR
5000 per month. But during Covid, the sales
doubled due to an increase in demand for
online shopping, where the monthly revenue of
Trendy Designer Sarees was around INR
10,000 to INR 12,000. Now, in the post-
pandemic era; the sales are satisfactory. 
Trendy Designer Sarees was earning around
INR 6000 to INR 8000 per month, which
Swathi Reddy terms a decent business.

Challenges:
1) Quality check mechanisms have to be
improved in online businesses, where
customer satisfaction should be the primary
goal.
2) Camera Reflections. Sometimes, the colours
of a few ethnic sarees vary when they are
taken in a picture. So, in this case, the
customers have to be informed well in
advance about the colours of those ethnic
clothes.

Business Outlook and Aspirations:
Changes in Business.
1) Trendy Designer Sarees wants to get into
the offline retail business this summer with its
existing online business continuing.
2) Trendy Designer Sarees would like to get its
ethnic sarees directly from the handloom
owners, thereby eliminating middlemen or
retailers. They want to focus more on Ikkat and
Pochampally Sarees.
3) Trendy Designer Sarees would like to 

increase its resellers. At present, there are four
resellers for Trendy Designer Sarees.

Satisfaction Of Business:
At present, Trendy Designers Sarees are
satisfied with their online ethnic clothing
business.

Changes in The Ethnic Industry
1) Swathi Reddy says that the quality of
weaving patterns in ethnic clothes, particularly
in ethnic sarees has to be increased. Swathi
Reddy adds‘’ Weaving patterns only in cotton
sarees are satisfactory, more and more new
unique weaving patterns have to come in
ethnic sarees. They have to be more
qualitative in nature”.
2) Trendy Designer Sarees wants more and
more new designs to come up in the ethnic
industry, especially in Synthetic Fabrics such
as Silk and Pattu.

Fast Fashion Vs Slow Fashion.
In this case, Trendy Designer Sarees is
supporting Fast Fashion. They told that Fast
Fashion is in trend among youth and fashion is
getting updated every day. So, if a clothing
store wants to survive in business, they have
to get more updated about the current trends
in fashion in order to meet the increased new,
trendy- fashion demand among customers.
Swathi Reddy adds that Slow fashion is only
suitable for senior citizens these days. She
says that “ We have to get updated to the
rapid changes in the ethnic fashion industry in
order to meet the increased demand for
clothes from Gen-Z”. 



Introduction:
Surya Gents Cloth Showroom was established
by Mr. Ch. Ram Nagendhar in the year 1990.
Surya Gents Cloth Showroom is located at
Tower Circle in Karimnagar, Telangana.
Karimnagar is a Smart City, which was
selected by the Central Government under
Smart Cities mission in the year 2016. It is the
fastest developing district in Telangana, where
Karimnagar is offering a highly-smart
supportive environment for all kinds of
businesses. Surya Gents Cloth Showroom has
a location advantage, I.e, it is located at Tower
Circle- The Business hub area of Karimnagar.
Tower Circle in Karimnagar is a highly
crowded area, where all kinds of businesses
are located over there; ranging from Fruit&
Vegetable Markets to Branded Clothing
Stores. Since his childhood, Mr Ram
Nagendhar was very passionate about doing
the clothing business and always dreamt of
becoming a good businessman, where he
started Surya Gents Cloth Showroom at a very
young age. Now, Surya Gents Cloth
Showroom is one of the leading ethnic cloth
stores for Men in Karimnagar.

Target Customers:
As mentioned earlier Surya Gents Cloth
Showroom has an absolute location
advantage in terms of doing business. Surya
Gents Cloth Showroom has been exclusively
established for men. There is no separate
clothing section for Women and Kids. So, their
target customers are Men of different ages.
Their target customers are working men
followed by youth and senior citizens. Their
Prime Target Customers are men, who pay a
premium price for the ethnic cloth they
purchase and are very interested in the types
of brands they purchase. Mr Ram Nagendhar
adds that “ Linen has become excessively
crazy for stitching ethnic kurtas in the last 5
years, where many customers are willing to
pay a heavier price for the pure quality of 

SURYA GENTS CLOTH SHOWROOM
linen”. Mr Ram Nagendhar terms those types
of customers ‘Premium Customers.

Business Model:
Surya Gents Cloth Showroom is a retail
clothing store, which has been exclusively set
up for Men. Surya Gents Cloth Showroom
offers all types of clothing and is well known
for Suitings and Shirtings. No ready-made
garments are offered for sale in the
Showroom. The showroom has one unique
selling proposition. It offers ethnic cloth for
sale, where customers can choose various
clothes from the wide- range of ethnic clothes
available over there, and then they can
customize those ethnic clothes as per their
tastes and preferences when he gives them
for stick to the tailor. Surya Gents Cloth
Showroom gets its clothes directly from
dealers, where they are located in various
parts of India. For example, branded clothes
such as Raymond are purchased directly from
the authorized dealer of Raymond in Thane,
Maharashtra, and then transported to
Karimnagar, Telangana.
Even ethnic clothes of the brand Aravind are
purchased directly from the authorized dealer
of Aravind in Ahmedabad, Gujarat, and then
transported to Karimnagar, Telangana.
Unbranded ethnic and normal clothes are
purchased from various dealers at M.J.I.
Market in Mumbai and then transported to
Karimnagar, Telangana. The reason for the
direct purchase of ethnic clothes from the
authorized dealers is that Surya Gents Cloth
Showroom doesn’t want to compromise on
the quality of ethnic cloth they offer to
customers, thereby eliminating middlemen. Mr
Ram Nagendhar says that “These days
customers are willing to pay a premium price
for Ethnic Clothes. They want to look good in
traditional attire and make every occasion a
memorable one. So, it is the responsibility of us
(the cloth store retailers) to offer a good
quality of cloth to customers”. 

Mr. Ch. Ram Nagendhar, Telangana



Marketing Strategy:
During the initial stage, when the store was
newly established in 1990; Surya Gents Cloth
Showroom has widely put various hoardings
about its brand all across Karimnagar. They
printed billboards and even they tied various
posters of its clothing shop to the poles at
dividers. Surya Gents Cloth Showroom does its
entire marketing strategy in offline mode. They
do not follow digital marketing. Surya Gents
Cloth Showroom often gives newspaper ads
about its cloth showroom. They also print and
distribute pamphlets about their cloth
showroom, especially during festive and
wedding seasons. Good Mouth Talk is the
main strategic and marketing advantage of
Surya Gents Cloth Showroom because they
don’t compromise on the quality of ethnic cloth
they offer.
At present, they are not heavily involved in
marketing because it has been 30 years since
Surya Gents Cloth Showroom was established,
where they have a good brand name among
customers in Karimnagar.

A Day in The Life:
Mr Ram Nagendhar opens his cloth showroom
at 10:00 A.M. Immediately after opening the
cloth showroom, the store is cleaned and then
followed by Pooja. Ram Nagendhar says that
“Pooja is a must in our Cloth Showroom,
where we do not miss performing pooja any
given day”. Then after performing pooja, the
sales counter is opened and the store is ready
for sales. There is a 45- minute lunch break in
the afternoon, where the lunch timings for the
staff get rotational, I.e. 3 staff will take the
lunch break first while the remaining staff
looks after the cloth showroom and vice-versa.
Usually, during normal days the cloth
showroom gets closed at 9:30 P.M., but during
the festive and wedding seasons; the demand
for clothes is very high and the shop runs till
midnight 1:00 A.M. till the last customer does
his shopping. The timings are flexible. Every
clothing section has its 

respective staff, who are specialized in their
clothing sections.

How Does Your Business Affect by
Different Seasons?
Ethnic Clothing Business is prominently done
during two seasons.
1) During FESTIVE SEASONS: Dussehra and
Diwali.
2) During WEDDING SEASONS: February to
August.
More revenue for Surya Gents Cloth
Showroom is generated during festive
seasons compared to wedding seasons.
Dussehra is the prime festival of Telangana,
where new ethnic clothes are a must. So,
during Dussehra, there is a huge demand for
ethnic suitings and shirtings thereby
generating more revenue for Surya Gents
Cloth Showroom.

ENVIRONMENT ANALYSIS:
• Differentiation from Competitors. 
1) Only high-quality ethnic clothes are kept for
sale at Surya Gents Cloth Showroom. They are
directly purchased from the authorized dealers
of various ethnic brands.
2) Surya Gents Cloth Showroom always gets
updated with the current trends in the fashion
industry, where it only offers updated designs
of ethnic clothes.
3) Surya Gents Cloth Showroom has a
competitive pricing advantage of ethnic cloth
over its competitors, as it gets its cloth directly
from the authorized dealers, thereby
eliminating the costs of middlemen.
4) Surya Gents Cloth Showroom has a
separate section for stitch and tailoring in it.
So, the customers can give their ethnic clothes
directly for stitching and tailoring, where the
customers also have an option of
customization of those ethnic clothes as per
their tastes and preferences.
5) Surya Gents Cloth Showroom has a strong
brand presence in Karimnagar, where Good
Word of Mouth Talk among customers is one 



 of their main assets.

Best Selling Products:
Ethnic Cloth is one of the best-selling products
at the Surya Gents Cloth Showroom. Ethnic
Cloth is directly purchased from Ahmedabad,
Gujarat which is also termed the “Manchester
City Of India“ during the colonial period.
The top 3 best selling products at Surya Gents
Cloth Showroom are:
1) Ethnic Cloth for Sherwanis.
2) Raymond Suitings and Aravind Ethnic
Shirtings.
3) Aditya Birla -Linen Club cloth for ethnic
kurtas.

Management Of Inventory:
Inventory is managed to depend upon demand
from customers for ethnic cloth at Surya Gents
Cloth Showroom. Surya Gents Cloth
Showroom gets its cloth directly from the
authorized dealers as mentioned earlier, where
excessive stock is stored in a separate
godown/ warehouse owned by Surya Gents
Cloth Showroom. Then as the stock in the
store gets sold, the excessive stock is shipped
to the store. There is no shortage of supply for
ethnic cloth at Surya Gents Cloth Showroom.

How do you deal with Cash?
Stock is mostly purchased on a credit basis
from the authorized dealers, where payment
to dealers varies depending upon their policies.
Few dealers collect payments at the end of the
month when they supply ethnic cloth to Surya
Gents Cloth Showroom on a credit basis for a
period of 30 days. Some of the dealers will
collect payments every 15 days and some of
them collect their payments every 1 week.
Very few dealers collect their payments at the
time of sale of ethnic cloth to Surya Gents
Cloth Showroom, where they don’t give the
cloth on a credit basis. Even mostly, all of the
supply chain transportation costs are incurred
and managed by Surya Gents Cloth
Showroom. Very few authorized dealers of big 

brands bear the transportation costs and the
remaining brands will leave it over to the
retailers. Daily sales and expenses are noted
down in a transaction book, where they are
tallied at the end of the month. Surya Gents
Cloth Showroom does its payment to dealers
in the form of cheques and bank transactions.

Earnings on basis of Cash, Credit,
and Digital Payments:
In the case of Surya Gents Cloth Showroom,
most of the sales are carried through digital
payments. Initially, sales in the form of cash
were high, but in the last 6 years; I.e. from
demonetization, there is an increase in the use
of digital payments. Mr Ram Nagendhar says
that “50% of the earnings from sales comes
through digital transactions, followed by Cash
which accounts for 35%-40%. Earnings
through credit stand at 3rd position, which
accounts for only 10%-15% of sales”.
Revenues of all sections are combined daily.
There is no separate billing section for ethnic
cloth. Billing of all clothing sections is done in
one place. The Gross turnover of Surya Gents
Cloth Showroom is INR 2 Crores per annum.

Political And Government
Environment:
There is no Government Support provided to
Surya Gents Cloth Showroom, as they are
retailers. Also, no Government Schemes to
support them. There is no technical support
provided by the Government.

The transition of Business from
Non-Tech mode to Tech mode:
At present, Surya Gents Cloth Showroom
carries its entire business in offline mode.
Sales and billing are hand-written. No
computerized bills. Even Surya Gents Cloth
Showroom does its marketing in offline mode.
No digital marketing is done.



Employees and Wage System:
As of now, Surya Gents Cloth Showroom has 7
people working in various roles over there.
Salaries to these employees are paid on
monthly basis. Salaries at Surya Gents Cloth
Showroom vary among employees, depending
upon the role they play. Wage determination is
done based on the Nature of work, Average
Experience of the worker in a vocation, and
Identity. The average salary for one employee
at Surya Gents Cloth Showroom is around INR
20,000 to INR 25,000 per month, including
Sales promotions.
• Then about Employee Benefits, all
Government and Festive holidays are followed,
where the shop is closed during those days
and the employees have an option of taking 4
leaves per month. Any leave exceeding 4 days
per month will lead to a cut in the salary.

Digital Behaviors:
At present, Surya Gents Cloth Showroom isn’t
using any technology in their business. The
entire business is being carried through offline
mode. The only technology they use is a Point
Of Sale [POS] machine, for accepting all kinds
of debit and credit card payments for their
sales. Surya Gents Cloth Showroom doesn’t
use any business apps. The owner of Surya
Gents Cloth Showroom- Mr. Ram Nagendhar
uses Oneplus mobile for business purposes.

Digital Payments:
Surya Gents Cloth Showroom accepts all kinds
of Digital Payments. Most of the digital
payments are done through Phonepe, followed
by Google Play. They rarely use Paytm. Even a
few payments are done via Bank
Transactions. Khatabook is not at all used.

Digital Marketing
At the moment, Surya Gents Cloth Showroom
is doing its entire marketing in offline mode. No
online/ social media marketing is done. As of
now, they don’t have any plans to do Digital 

Marketing. Therefore, there is no Social Media
Marketing done and there are no social media
accounts for Surya Gents Cloth Showroom.
Surya Gents Cloth Showroom is satisfied with
its offline mode of old-school marketing.
• Surya Gents Cloth Showroom doesn’t have
its website, but they are registered on Google.

The Aftermath of Covid19:
Covid-19 has hit all sectors of the industry
very badly and the textile industry is not an
exception. The impact of Covid-19 was very
harsh on Surya Gents Cloth Showroom. Due to
Covid-19, the income of customers has fallen
steeply, which has resulted in reducing
demand for textiles. Due to Covid-induced
lockdown, the traditional rituals/occasions
were reduced and many weddings were
postponed, which in turn have reduced the
demand for ethnic clothes. Maintenance Costs
for running the showroom have increased.
Even though there was a complete shutdown
and loss of revenue, Surya Gents Cloth
Showroom didn’t dismiss any employees. They
paid full salaries to the employees even during
the lockdown and also took care of them.

The difference in business before,
during, and post-pandemic:
Before the pandemic, the business was
absolutely good. The Gross turnover of Surya
Gents Cloth Showroom was around INR 2
Crores to INR 2.15 Crores per month. But,
during the pandemic, the business has seen a
massive decrease in sales. The sales
plummeted by more than 65% and the gross
revenue of the Surya Gents Cloth Showroom
decreased to INR 60 Lakhs during the time of
Covid. After Covid, the business is bouncing
back at a slower pace and the Gross revenue
generated was around INR 1.8 Crores to INR
1.9 Crores per annum. Mr Ram Nagendhar
says that “Post Covid, the business has gained
momentum, where they almost reached 90%
of pre-covid era business and hopes that this 



increasing momentum will continue without
any further wave of Covid”.

Challenges: 
Surya Gents Cloth Showroom has to update its
stock daily in order to meet the current trends
in the fashion industry. So, during this process,
they shouldn’t compromise on the quality of
ethnic cloth they offer. They have to maintain
their existing loyal customer base constantly
and even they have to increase their new
customer base by offering more trendy and
qualitative designs at the best prices. They
have to maintain their stability in sales, in
order to survive in their business.

Business Outlook & Aspirations:
• Changes in Business.
Surya Gents Cloth Showroom has plans to
expand its business in 2023. They want to
open a brand-new store in Karimnagar, with
the existing one operational. In their new store,
they want to include ready-made garments for
Men along with Cloth Materials. They also
want to include a separate ready-made ethnic
section for men.

• Satisfaction of Business.
Mr Ram Nagendhar says that he is absolutely
satisfied with his business.
He adds that “I came into this business with
my passion to pursue it. I have seen many ups
and downs, but always from the past 30 years
my business hasn’t disappointed me once and
it has made me who I am today”.

• Changes in Ethnic Industry.
Ram Nagendhar says that the demand for
ethnic clothes over the past 5 years has been
increasing enormously, where previously if
there’s any occasion only the people who are
mainly involved in that traditional occasion
used to wear ethnic clothes and rest of them
used to wear normal clothes. But now,
everyone who is around the occasion is
wearing ethnic clothes, thereby increasing 

demand. So, in order to meet that increasing
demand, the ethnic industry has to come up
with new designs with new production
techniques.

• Fast Fashion Vs Slow Fashion.
In this case, Surya Gents Cloth Showroom
supports Fast Fashion. Fast Fashion is trendy
among youth these days, where the fashion
along with generation is getting updated daily
at a tremendous pace. These days youth are
involved in various activities, where they
prefer to look good in every type of activity
they take up. Basically, they want to look
unique. So, in order to meet the demand for
trendy clothes they have to follow the model
of Fast Fashion. Surya Gents Cloth Showroom
says that Slow Fashion is basically only in
demand for senior citizens because they prefer
to look the way they are throughout their life,
where they don’t try any new fashion
experiments at that age.
 So, Slow Fashion is only in demand for Senior
Citizens, which is also constant throughout the
time.



Introduction:
Yashoda Bhatnagar started her small
business in 2008. It initially started off with her
friends and family liking the jewelry that she
wore. On a random day, a friend of hers comes
up to her and says “Why don’t you set up a
small stall for your junk jewelry at the army
club’s annual gathering?” Yashoda had only
one big box filled with junk jewelry that she
was willing to sell. Yashoda and her husband
decided to set up a stall but they didn’t have a
name for it. Yashoda had gotten all of this
Jewelry from Delhi, so she was sure she
wanted to name it Delhi Fashions, but she and
her husband felt like the name was
incomplete. Yashoda and her family, being
great believers of Lord Krishna, realized that
they needed Lord Krishna’s blessings for
things to work out for them, so they decided to
name their little exhibit, Krishna’s Delhi
Fashions. Little did they know that it was
going to be a life-changing situation. In no
time, all the jewelry she had was sold and she
earned Rs. 11,800 that day which gave her the
motivation and idea to start her own business. 

Target Customers:
When her business started, her target
customers were the youth, the girls who were
going to college, nearby. 
Now, her target customers are girls from the
age of 11 to ladies till the age of 60 or more. 

Business Model:
Krishna’s Delhi fashions is a small business
that is single-handedly taken care of by
Yashoda. It started off as a home business
selling junk jewelry, but slowly moved on to
dupattas and Kurtis and now she sells almost
all kinds of ethnic wear. Now, she owns her
own store in Sainikpuri, Hyderabad and she
has a lot of customers.

Delhi Fashions
Marketing Strategy: 
Yashoda has always been very old school
about the methods of marketing that she
wants to use which is why for her business it's
always been word of mouth that has made
her business grow. 
She puts utmost trust in her customers and
her customers are her strength. It started with
a bunch of few customers and now it’s a huge
world of Delhi Fashions and she’s sending
clothes to people all over the world. 
Yashoda believes that for her products, quality
is the first priority and she makes sure that no
matter what, there isn’t any compromise on
the quality of the clothes. 

A Day in the life:
Yashoda’s day starts pretty early and as she is
a sole proprietor, has to take care of her house
chores and has to make sure she opens up her
shop by 10 am. She sits at the store and takes
care of all the sales that happen at the store
and she also has two Youtube channels that
she takes care of. 

Yashoda Bhatnagar



She’s very hardworking that way, and she
handles everything in a very systematic way.
Along with all of that, she takes care of all her
social media marketing, her Instagram, content
creation, etc. 

Peak Season:
The peak season for Delhi Fashions is during
festivals and the wedding season. 
During then, the sales go up pretty high and a
month before festivals, Yashoda goes to Delhi,
to her vendor, and selects the clothes by
herself. She usually goes there once every two
months. 

Environment Analysis:
How are they different from their competitors-
These days, there is a lot of competition that
has come up, especially in the textile industry. 
Delhi Fashions gives the highest priority to its
quality. They only have the best quality
products and make sure to never disappoint
their customers. 
Delhi Fashions also tries its best to keep up
with the ongoing trends in the market. 

Best Selling Products:
The Kurtis and dupattas are the best-selling
products. She has various types of dupattas,
which is in high demand throughout the year. 

Managing Inventory and Cash: 
Every time that she gets new stock, she does
the payment to the vendor immediately which
keeps the vendor satisfied. 
She selects every item in her stock all by
herself to select the ones best for her business. 

Digital Payment:
Pre covid, the majority of the transactions
were through cash, but post covid, now it's all
become all digitized and many customers
prefer doing a digital payment. 

Government Involvement :
There is no such government involvement in 

this business, the government isn’t helping
them out in any way. Schemes or incentives of
any kind aren’t being provided. 
There is no technological help from the
government as well. 

The transition from non-tech to
tech mode:
It was one difficult transition that they had to
go through to move into digital mode. They
still use the old traditional way to bill the
products. After covid, things had to get
digitized and a lot of new stuff had to be
learned and implemented so it was all new. 

Employee and employee benefits:
They have only employed one person so far
because it’s a small business and covid has
gotten their sales down, they aren’t in the
position to employ more people. Yashoda does
most of the work by herself. She has a helper
who has been working for her for the past
5yrs. 
She gets paid rs. 9000 per month and she gets
4 days of leave apart from Sundays, in a
month. 

Digital Behavior: 
The majority of customers are using digital
payments now, so Delhi Fashions had to
upgrade to that. 
They started with having all types of payment
methods- like Google pay, Phonepay, UPI
payment, etc. 
To reach out to the youth, it is really necessary
to do social media marketing, and in today’s
day who doesn’t watch reels?
Yashoda decided to make her own Instagram
page where she makes reels, twice a week to
get more customers. She also does most of her
marketing through Whatsapp groups and
ships clothes all over the country and
sometimes even abroad. 
She puts in all the effort to take care of her
own social media account but reaches out to
her family for help at times. 



Last but not the least, she also has a youtube
channel where she makes 5 min videos
showing off her new stock and marketing it. 

The Aftermath of Covid:
During the lockdown, Delhi Fashions was
going through a hard time. It wasn’t easy at
all, there were not many sales happening,
people didn’t want to buy, and a lot of
customers were lost in this process. 
Even for the vendor who has been supplying
goods to them, he didn’t get proper stock and
there weren’t good quality clothes available,
so 2020 was hard on them. The plus point that
Yashoda saw was that during that period, she
learned a lot of new things such as handling
social media, understanding the new trends,
etc. 
The major challenge that she faced was that
the competition increased. During covid, a lot
of people started small businesses and were
selling very similar products. 

Business Outlooks and Aspirations: 
Delhi Fashions is satisfied with their business,
she considers her customers as God. As long
as she provides good to her customers and
they stay loyal to her, she’s happy with her
business. 
The next goal of the business is to be able to
earn enough to open up a new branch in
Hyderabad and to be able to employ more
people. 
One major change that they want to see in the
ethnic industry is getting back old methods of
hand block prints and the traditional way of
doing the embroidery on the cloth. The beauty
of ethnic wear is lost in these trendy machine-
made designs. 



Introduction:
Kathyayini is a Sole proprietor who was
working under Symphony Cooler dealership
initially. Her relative was into printing and
dyeing and had a small business. Kathyayini
found herself having a passion for printing and
dyeing and she decided to take up the
business of her relative and named it Trisha
Trends in 2019. 

Target Customers:
The target customers are the working women
and wholesalers who buy sarees or cloth
materials in bulk and sell them later on. Many
customers get their sarees customized and
customization is a huge plus point for the
business. 

Marketing strategy:
Trisha does most of the business’s marketing
through WhatsApp and Instagram. Kathyayini
also sets up exhibitions every two months to
increase marketing and send out pamphlets. 

A day in the life:
Kathyayini’s day starts at 10:30 am till 8:30
pm. Every day she deals with printing then
dyeing is usually done on Sundays and of
course, the selling part keeps taking place. 
There are two types of printing, namely-
screen printing and block prints. 
Screen printing would be done on Sundays as
well and block prints based on customer
demand. 
The demand increases massively during the
wedding season and festivals. The most
amount of demand is during Diwali, Dussehra,
and Sankranthi. 

ENVIRONMENT ANALYSIS :
They have a lot of competition, especially after
the covid phase. But, they have reasonable
prices, use vibrant and good quality colors, 

TRISHA TRENDS
and also they customize the way the customer
likes and the delivery is soon. 

Best selling product:
Their best selling product is material that is
used for making Kurtis or dupattas or suits. 

Inventory and cash:
Inventory and the cash are recorded in a
systematic way by Kathyayini herself. 

Digital payment:
The majority of the transactions are through
digital payment only, after which credit and
then cash are given the last priority. 

Government Involvement: 
There is no major government involvement
involved, they don’t provide any sort of
incentives as such. But at the start of the
business, Kathyayini took a loan from an e-
startup with an MSME certificate. 
The government hasn’t helped with technical
support either.

The transition from non-tech mode
to tech mode:
The transition wasn’t that bad, the business
had to adapt to the new methods. But, yes,
the reach out to many customers had gotten
difficult and they had to find alternative
methods of marketing. 

Employee: 
In total, the business has 9 employees where 8
of them earn around 24,000 per month, and
one, that is the tailor earns around 30,000 per
month. They have benefits like house rent
allowance and get off on Sundays and on
festivals.

DIGITAL BEHAVIORS:
Kathyayini uses iPhone 11, she uses a khata 

Kathyayini



book for all the bills. 
She majorly uses WhatsApp for her digital
marketing majorly and she also uses
Instagram. 
She takes care of her social media accounts by
herself and keeps them updated from time to
time. 
She still hasn’t started making reels, but she
plans to soon. 
Trisha trends has its own website known as
www.trishatrend.com and they do have their
business running well there as well. 

THE AFTERMATH OF COVID:
Covid affected the business pretty badly, there
were no sales for a long period of time. The
workers had to get back to their own houses
and were not ready to come back to the city
for work. They also didn’t have much of
employment opportunities. Before covid, the
business was good, during the business the
poor and after covid, things are improving. 

BUSINESS OUTLOOK AND ASPIRATIONS: 
Trisha trends are satisfied with where the
business is currently. The changes that they’d
want to make in the future, are to invest more
in the business, expand the business and
make one more unit. 
The one major change that they feel the ethnic
industry needs is government encouragement
and more respect for block printing and ethnic
wear. 
Kathyayini prefers slow fashion is durable and
better in the long run.

http://www.trishatrend.com/


Introduction:
Bhargavi Studios was started about 13 years
ago by Bhargavi Kunam and has gone great
places since then. The designer and label have
dressed numerous celebrities and have built
themselves quite a reputation in Hyderabad
and beyond. Growing up, she had always
loved art, and designing clothing was
something she was extremely passionate
about. She did her higher studies in
architecture and graduated with a Master’s
degree from JNTU. Bhargavi did work in
architecture for a year after graduating but
said that the work didn’t excite her and
jumped into another industry and decided to
start her own label. She started her business
with just 2 other employees and learned a lot
about the subject itself on her own without
any formal training in fashion designing, and
says with a laugh that it is very
unconventional. Just running the business,
working with her customers personally to suit
their needs and books taught her so much
about the art of fashion designing. 
Since the clothes she designs are meant to be
worn on occasions and are highly customized,
from day one, her target customers have been
people from the elite and upper-class families.
Word of mouth is what she believes to be her
best marketing strategy - a customer has a
pleasant experience with her studio and goes
on to tell their friends and just like that, word
spreads around, and there are people visiting
her studio - and says that this is how she built
her community and brand to what it is today.
She agrees that digital marketing does have
an impact but feels that word of mouth is
what prevails.

A Day in the Life 
She starts off her workday by visiting her
workshop, where the basic production takes
place, and checks what is going on in the
different departments. If she has any 

Bhargavi Studio
appointments for the day, she goes to her
studio in Banjara Hills to attend them and also
follows up on any pending work. She also
starts to prepare way ahead and works on
developing her next collections that she
launches every three months. She doesn’t
believe that the fashion seasons -
Summer/Spring and Fall/Winter - around
which most designers build their collections,
apply to Indian culture. Weddings and major
festivals are what influence fashion and
trends in our country. 
Every 2 or 3 months there would be a major
festival or season for weddings and sales
shoot up, and when they start to settle down
again, she gets to work on the upcoming
collections. 

Environmental Analysis 
Bhargavi prefers not to follow any fashion
trends and has an inclination toward timeless
design. The fact that she personally does the
designing, keeping in mind what brings out
the best of her client, and adds to the client’s
personal style is what she considers her
strength. Her studio customizes clothing for
clients and while she admits that it is a tough
job to do, she believes that buying a piece off
the rack simply does not compare to the
experience of getting something personally
made to be worn by you. Her close bonds with
her clients set her apart and she says they are
enough to bring in new clients and keep her
business running. Bhargavi’s forte is
Kanjivaram sarees and half sarees - which is
most of what she does for her clients. She
considers the Kanjivaram sarees that she
makes for her clients to be Indian haute
couture. Everything piece in her studio is
produced at an in-house workshop, from
weaving to embroidery, that she oversees and
she doesn’t source anything from external
suppliers or craftspeople.

Bhargavi Kunam, Hyderabad



Although most of what she makes is made to
order, she does have quite a few readymade
garments at her studio. Her studio has an
annual sale during which she tries to push out
pieces that haven’t been able to get sold
normally, so she can stock new pieces and
manage her inventory. 
Her studio takes both cash and digital
payments and the mode of payment ultimately
depends on the customer and their
preferences, so there isn’t much of a trend to
be noticed. She doesn’t offer credit purchases,
when a client has custom work done they have
to pay an advance of 60% initially and the rest
of the amount when the work is completed. 

Digital Behaviours: 
The studio’s website was launched after the
first wave of covid, from which you could buy
only ready-to-wear garments and couldn’t get
any of the customizations that the studio
offers. The studio’s social media handles on
Instagram, Facebook, Twitter, etc. are
managed by Bhargavi herself and she doesn’t
employ anyone else to do any marketing. She
doesn’t use any paid marketing on these
platforms and has a completely organic reach. 

The Aftermath of Covid-19:
The pandemic didn’t have as much of an effect
on her studio as it did on the rest of the
clothing industry. The production processes
had slowed down considerably, and even
though profits had dipped her business
continued to make enough to sustain itself.
Since the pandemic happened, customers
have been more hesitant to shop, but Bhargavi
is confident that soon it will go back to normal.
In this line of work, there is a lot of specific
knowledge and labour involved without hard
and fast rules which makes it more
complicated. The kind of people that are
involved in it at the back end is more often
than not fairly uneducated and tend to be from
remote areas of the state and while they are
well-intentioned - or as she calls them ziddi - 

dealing with them proves to be one of the
toughest jobs in the industry at times and
demands a lot of energy at times. 

Business Outlook and Aspirations: 
Bhargavi wants to expand her store to other
cities in India in the next few years, with her
first target being Mumbai, and after that
Chandigarh and Bengaluru. She mentions
with a laugh that she wants to bring down the
amount of customization she offers in her
studio. Slow fashion is something she believes
in and she also thinks that repeating clothes
would make you develop an attachment to
them and says that she never has believed in
one-time wear. Even personally, reusing
clothes is something she likes to do, even
using outfits from 18 years ago. This is also
why she uses such high-quality fabrics. The
only thought in her head is that if 20 years
down the lane when she gives her sarees to
her daughter, she should feel good to wear
them and cherish them, and thinks that
passing them on to the next generation is
important. Because of this fundamental
thought, she doesn’t stray much from
traditional designs to follow trends that
change at the drop of the hat. Instead, she
mildly tweaks them a bit but keeps in mind the
traditional roots of the garment because she
would rather her piece look timeless than in
trend for one season. 



Gender Split

Usage of Technology

Female 
77.7%

Male
22.3%

It was found that 7 out of 9 ethnic Indian clothing business owners used
technology in their businesses, making the positive ratio 77.7%

Usage of Digital Payments

100%
All the 9 business owners have been using the digital payments

applications to carry out their day-to-day tasks



100%

9 out of 9 Ethnic Indian clothing business owners are well aware of
digital payment applications. 

Marketing through social media Own Website

YES NO 

80% 

60% 

40% 

20% 

0% 

Statistics of Marketing through social media and having an own
website of the sample of small scale business owners

33.33% 66.67%77.7% 22.3%

Awareness of Digital Payments



Economy of Indian
Street Food Vendors



In this part of the project, we will explore the Economy of Indian street food. India has
a diverse culture and the Indian street food business has flourished to a vast extent.
The Indian Street food varies from the exotic chaats of Delhi to the momos of
Darjeeling. Socioeconomically, street food forms the major component of the informal
food distribution sector. Street hawkers alone have a monthly turnover of rupees
2.88 lakh crore.

The street food franchise sector is booming - Indians are always looking for cheap
and high-quality foods, however, the COVID -19 pandemic impacted the Indian street
food industry drastically, street vendors were the worst affected as the hawkers rely
on their daily returns, what they make today is only good for tomorrow. Their daily
income got affected as they were not allowed to open their stalls for a long time. The
pandemic changed everyone’s life, people who enjoyed their life to the fullest pre-
pandemic were now concerned about social distancing and cleanliness. The
pandemic has not only changed our lives forever but has also changed the way we
work and businesses work.

Street food vendors are one of the most important pillars of the Indian informal
economy, providing employment to millions of people who are not able to find
employment in the formal sector. As per the government’s estimate, the total number
of street vendors in the country is estimated at 1 crore. An interesting point to be
noted is that street vendors are major employers of women. It is in high demand
because of its affordable prices - providing meals to the urban poor and the middle
class. 

They require low investment and don’t have lengthy legal processes involved.  It also
attracts tourists. In any country, it’s the street food markets that give you a snapshot
of the country’s culture and cuisine. Street food vendors also have a lot of historical
value, as this concept of street food has been present in our country since the Mughal
empire and hasn’t died down even after so many centuries. It continues to grow
because of its high demand in the food market. There is also a lot of scope for growth
in this sector, which makes it all the more important. It is believed that the street food
vendor's market will grow further if given the right kind of skill training.   



Most of the street food vendors are concentrated in Delhi, Mumbai, Kolkata, and
Ahmedabad, working for an average of 10 to 12 hours every day.  On average they
earn between Rs 40 and Rs 80 per day. This means they make relatively less
compared to their counterparts in the formal economy.  

As observed in every other industry, women earn less than men. Because of their
harsh working conditions, they are not able to maintain hygiene or adopt any kind of
food safety measures. Even though they can work on making their workspace better,
they have to keep shifting their locations. And in that process, they illegally occupy the
land. Policymakers have noted this and tried to eliminate it by providing them with a
secure location. Just like many other government schemes, they have not been able to
access them, instead, they get mistreated by the authorities and the policemen. In our
country, there is a greater number of unlicensed street vendors than licensed ones
which is perpetuated by paying bribes to authorities. Estimates suggest that almost
20% to 30% of their income is taken as bribes by the authorities. Above everything
else, street vendors live with a lot of uncertainty, and the COVID-19 pandemic made
their situation even worse. 

Street food represents a very prominent source of employment for the urban poor. The
majority of these street food vendors have no formal education and come to urban
areas in search of a job. Due to their lack of education and awareness and prevailing
market conditions such as fierce competition, they are unable to secure an occupation,
thus they turn to street vending, as many of their predecessors have.

SCENARIO OF INDIAN STREET FOOD VENDORS

IMPACT OF COVID-19 ON STREET VENDORS
Due to lockdown and several restrictions after that, many street vendors were forced
to shut down their businesses - having a huge impact on their livelihoods, as for most
of the street food vending was their only source of income. This pushed them further
into poverty. Even now, many consumers are hesitant to visit their stores, because of
the fear that still persists around the deadly virus.

DIGITAL TRANSFORMATION, STEPPING INTO THE FUTURE
During the pandemic, there has been a sudden need to adapt and leverage
technology not just to grow the business but also to keep it running - it’s not even an
option anymore, but a necessity. All street vendors sooner or later have to transform
digitally and come out of their comfort zones, reinvent themselves, and compete. 

Some of the street food vendors were quick to change especially during and after the
pandemic and already transforming digitally - for example, lots of vendors started
using the QR code and started accepting money via digital payments. Pandemic or
not, India was already transforming itself digitally at a good pace. It’s time we
understand that transforming digitally means the solutions to many unsolved
problems and unlocking many of the constraints.



NEED FOR DIGITALIZATION AMONG STREET FOOD VENDORS
Diversifying their payment methods by accepting digital payments such as UPI
through Paytm, Google Pay, and a variety of other programs that enable receiving
and making payments online. This is convenient because the customer does not need
to carry small amounts of money to pay, and the vendor can also clear his dues
through online payments to his vendors from where they get the raw material, and
this also helps in keeping a record as these apps automatically make the entry of
making a payment and receiving one. The app data may also be used for surveys and
for the government to develop programs that will benefit the vendors themselves. 

When done digitally, marketing may be done at a large level. Vendors that go digital
to showcase their specialty through social media can greatly benefit their business.
Making people aware of their stalls and specialties will pique customers' interest and
make them want to check them out. 

Making their product available through services like Swiggy or Zomato helps broaden
their market. 

In this report, we will discuss the challenges faced by these businesses after the
pandemic - we will go through different interviews, understand different business
stories, and through the data collected we will try to find solutions to the problems
found. 



Introduction:
Dheeraj is a pani puri stall owner who has
been in this business for over 20 years now.
He has done his education until intermediate.
But couldn’t continue due to a shortage of
money. Lack of qualifications required for a
job, and the monotony of his life, forced him to
start a pani puri stall. 
After selling in different states, Dheeraj came
to Hyderabad six months ago, because it had
the best weather to sell pani puri. When asked
why he chose to sell pani puri, he confidently
replied that he found it the most profitable
business. 
Everything used to make pani puri, including
the puri, is made by him and his brother,
Mukesh. Every day they wake up at 7:00 am,
so that they can start preparing the necessary
ingredients by 3:00 pm. That’s when they
open their stall. They pay a visit to the local
Kirana store every week to buy atta, spices,
bowls, and vegetables. Their everyday
expenses come up to Rs 2000/-. 

Digital Payments:
The stall accepts all kinds of digital payments.
It has been quite some time since he started
using them as a mode of payment. Thus, he
doesn’t face any kind of difficulties. Online
payment platforms have been really helpful to
such businesses. One plate costs Rs 20/-.
Many times customers refrain from themselves
because of a lack of “change”. But online
payment platforms eliminate that problem.

Impact of COVID-19:
This stall is located in front of a software
company. Thus, their lifeline is the employees
of that company. Because of the COVID-19
pandemic, just like several other companies,
even this company had to shift to work from
home. That’s when they felt the effects of the
pandemic. Dheeraj and Mukesh had no choice,
but to go back to their village in Uttar Pradesh.
They didn’t have any other source of income or
any savings to fall back on. They simply spent 

“Paisa milna chahiye, koi bhi kaam rahe”

all those months utilizing the help provided by
the government. After they came back, they
couldn’t do anything specific, to bring back all
those customers they lost. They just kept
bearing it. “Jelna padta hai”. The business
hasn’t been great for the past two years. All
they can do is hope that the software
companies start to fully function again. He
was also not aware of the government
schemes for street vendors. 

Challenges:
One of the major challenges faced by Dheeraj
is paying bribes to the policeman and the
traffic police. He says that however much they
pay, it’s never enough! Pani puri is not suitable
to be sold during rainy and winter seasons. So,
that's when he records the least number of
sales. Apart from that, he doesn’t find any
other challenge worth mentioning. 

Conclusion: 
Dheeraj’s business got severely impacted
because of the COVID-19 pandemic. There are
days when he is not even able to cover his
daily expenditure of Rs 2000/-. Each plate
costs Rs 20/-. That means, he is not even
getting 10 customers. The only way he can
change this situation is by changing the
location of the stall. Right now they are heavily
dependent on the software companies’
employees. But with those companies being
closed, nothing can be done. 

Dheeraj, owner of Pani Puri Stall 



Introduction:
Lakshmi is the owner of the sugarcane juice
stall and has been running it for the past two
years. She has a degree in BSc MPC and was
married soon after completing her education.
Just like thousands of women, she was
expected to dedicate her time to the
household. After several years of marriage,
she decided to put an end to her tedious life.
She reached out to her relative with a
sugarcane juice stall business. With the help of
his experience and her husband’s money, she
was able to set up this business. Sugarcane is
a seasonal crop. So, she only sells during the
summer. During the rest of the year, she looks
after her children. 
Lakshmi procures sugarcane from a nearby
place. The vendor delivers it to her every day.
Other items like ice and plastic glasses are
bought weekly. Roughly, her daily expenses
are Rs 2000/-. Just like every other store, some
days she earns a profit, and some days she
incurs a loss. Hence, she can’t say for sure if
she is able to cover the cost every single day. 
In India, most vendors use a motor to run their
sugarcane juice extractor machines. But
Lakshmi uses a wooden one. That means one
will have to put in more physical effort to
produce the same glass of sugarcane juice.
Lakshmi is willing to put in that extra effort
because she believes this type of machine
produces a drink free of preservatives. 

Digital Payments:
Lakshmi claims that most of her customers use
online payment platforms. After two years of
running the business, she became comfortable
with digital payments. One thing to note while
discussing this point is, her stall is on the main
road. She chose that spot with the hope of
attracting more customers. So, most of her 

“Was getting bored sitting at home, that’s why I
decided to start this business”

customers are passers-by. Digital payment
platforms helped to gain more customers
because now they don’t have to worry about
not having change. 

Impact of COVID-19:
When the coronavirus hit the streets, she had
no other option other than shutting down her
business. 

Challenges:
Lakshmi seems to benefit from her stall’s
location. She doesn’t have to pay any kind of
rent and attracts a lot of customers. At the
same time, a lot of residential spaces are
coming up in the neighborhood. One coming
up right behind her stall, and she is also
partially occupying an abandoned bus stop.
She suspects that, when the construction of
the residential space is completed, she may be
asked to shift. But she doesn’t see that as a
major obstacle. She doesn’t see anything as
major obstacles and casually makes a remark
that she will probably move further down the
lane. Little does she know the number of
changes this move will bring to her business. 

Laksmi, owner of Sugarcan Juice stall  



Conclusion: 
Lakshmi's story demonstrates how street
merchants are oblivious to the difficulties they
face because they have become accustomed
to them. Take Lakshmi for example - moving
down the line is not an option because the
entire stretch is filled with building sites.
Customers would rather not visit sites that are
dusty. Furthermore, there is insufficient space.
As a result, she will have a difficult time
selecting a location that will attract a large
number of clients. She will also have to
change suppliers, depending on whether or
not they are prepared to deliver to the new
site.



“Everything is due to God's grace. He is the author of
our destiny”
Introduction:
Seen’s journey as a Coconut water vendor
started five years ago when he broke his leg.
Previously, he used to work with his wife at a
construction site. After the accident, he had to
shift his occupation. Initially, he worked at a
juice stall. But the stall was located on the
fourth floor. His injury made it difficult for him
to climb four floors. That’s when he decided to
start a coconut juice stall with his wife. 
His initial investment for the stall was Rs
2400/-. Seen orders 200 coconuts every three
days. Each coconut costs him Rs 45/-. He sells
them at Rs 50/-. Along with coconuts, they
also have a variety of items like cigarettes, tea,
traditional Indian snacks, biscuits, balls, chips,
etc., as a side hustle. 

Digital Payments:
They accept digital payments but don’t
encourage it. Seen has a bank account but not
a debit card. In order to acquire a debit card,
he needs to sign the necessary forms. The
problem here is that Seen is not literate. He
doesn’t know how to sign. All this while he
used to use his fingerprint instead of a
signature. But the bank is adamant about him
signing the papers. Now, if he has to withdraw
money from his bank account, he has to go all
the way to Andhra Pradesh.

Impact of COVID-19:
During the lockdown, they didn’t have any
option, other than staying at home. They didn’t
have any other source of income or savings.
Both of them always spent their entire income
on feeding themselves and their three
daughters.

Challenges:
Seen and his wife faced a lot of difficulties in
the past five years. Their journey wasn’t a

smooth one. Starting with Seen’s injury, which
brought in a lot of restrictions. Because he
couldn’t travel long distances, he had to keep
his shop at a walkable distance from his
house. As they kept shifting, they had to
change their shop’s location accordingly. 
They faced a lot of trouble with the authorities
too. Policemen kept pestering them for bribes.
They finally gave up when Seen and his wife
spoke about how poor they were. They were
threatened by the municipal officers too, for
not paying the rent. With the help of their
acquaintances, they were able to make an
appeal to the local municipal office. After
considering their problem, the municipal office
issued a letter. That brought an end to some of
their problems. 
Seen orders coconuts from a local vendor, who
delivers them to their doorstep. But there are
days when the truck is not able to make the
delivery. That day, they didn't have any other
alternative apart from remaining closed. 
The rainy season is a difficult period for Seen’s
business. Many people don’t prefer to drink
coconut water for the fear that it might cause
a common cold. During that time, he
concentrates on selling tea and cigarettes. 
The stall’s sales are dependent on the
neighborhood’s residential communities.
When these communities were under
construction a lot of workers came to their
stalls to quench their thirst. But once these
projects were completed, their customers fell
drastically. On top of that, the plot owners are
ordering them to remove their stall. The
complex behind them is ready to be opened.
The wife is worried sick about where they will
go next.

A. Seen, owner of the coconut water stall



Seen’s expenses are rising but not his income.
Recently, he had a heart attack. Even though
the government is paying for all his tablets, the
cost of traveling back and forth to the hospital
is a lot. With three children still relying on him,
and an increasing number of health problems,
Seen has given up on life. 

Conclusion:
Seen is facing problems every street vendor
does. He is not able to procure many sales
during the rainy season. Irrespective of the
COVID-19 pandemic, hygiene still seems to be
an issue. Even though he is comfortable with
the digital payments platform software, he is
not able to efficiently use them because of
illiteracy. Seen is not paying rent for the space
he is occupying. The owners did not have a
problem but now they are asking him to shift.
Not being able to stay in one place is severely
impacting his business. Every time he has to
shift, he has to find a new place  

to stay, because he can't walk or travel long
distances. And each time he has to contact a
new supplier, strike the right deal. There is no
guarantee that the place they will shift next
will bring the same number of customers as
before. The location of the stall is not solely
based on whether it will attract a lot of
customers or not. It also depends on the house
rents. Seen has a limited income and has to
divide it among food, shelter and medicines.
And one never knows if the plot owner will
demand for rent or not. All the above
mentioned problems have made him give up
hope. 



Introduction:
Heman Yadav started his street vendor journey
7 months back with an aim of earning a steady
income to ensure a decent living for his family.
He has his wife, two sons aged below 4 and
two daughters aged below 7 in his family. He
previously worked as an auto-rickshaw driver
but the Covid-19 pandemic affected his
business and he was forced to sell his auto
rickshaw. It took him two years to get over the
pandemic and after successfully arranging
some amount of funds from his younger
brother he decided to open a fast food and
multipurpose street shop.
He named his shop “Jai Baba Tea Stall”. Baba
Tea stall is famous for its special cutting chai
and variety of fast-food range; besides this it
also sells cold drinks, pan masalas and other
stuff. The fast-food corner is located at a
strategic place near all the coaching institutes
and is a favourite spot for coaching students to
spend their free time.
Looking at his sales and revenue, his average
price of one cup of tea is 10 Rs and for fast
food, it varies from 40-120, for every food item
he serves he makes a profit of around 10 Rs
and saves 3-4 Rs per cold drink bottle, so on
an average he makes a daily sale of Rs 2000-
3000 out of which he makes a profit of Rs
1000-1500. On further asking him about his
profits he replied “Bas itna kama lete he ke
ghar chal jata he”.
As of now Heman is the sole owner of the
business and has no workers working under
him, he manages all the work by himself as he
is not in a position to pay wages to the
workers. The contribution of technology is also
very minute in his business. In terms of
inventory management, he does not use any
software for inventory management and does
a random check of the stock in the morning
and if there is a shortage in stock, he goes out
and buys it so basically everything is in mind
and based on basic assumptions.

“Jo Kuch Bhi Kar Raha Hun Parivar Ke Liye Kar Raha
Hun”

Digital Payments:
When he newly started the business, he used
to accept only cash payments but when the
Paytm guys reached him he installed digital
QR codes too for online transactions, besides
this he doesn’t know much about technology
and uses basic features such as messaging
and calling on his mobile phones.

Impact of COVID-19:
In conversation with Heman, he talked about
his business journey over the last few months
and the struggles he faced during the
pandemic. He was hit by Covid-19 pandemic
just like lakhs of other people. He faced a
financial shortage in the pandemic and was
left with very little savings to take care of his
family and was even unable to pay his
daughter's school fees, so he eventually
decided to sell his auto rickshaw to get some
cash in hand in order to look after his family.
After all his struggles, he finally came up with
the idea of opening a street shop to earn daily
revenue for his family. He did this by
borrowing a certain amount of money from his
younger brother. Setting up a business was
difficult for him because there were many
similar shops nearby, but when asked in the
interview why he chose this particular
business, he replied, "Bhaiya abb dasvi fail aur
kya he karega, Parivar ke lie kuch to karna he
tha." While discussing his inventory in his
interview, he mentioned the loss he suffered
two months ago when his inventory and
money stored in the shop were stolen, causing
him to lose approximately 20-30 thousand
rupees in goods and money. He stated that
after that incident, he stopped keeping extra
cash in his shop and now takes all earnings to
his house.

Heman Yadav, owner of Jai Baba Tea Stall 



Challenges:
Hemen previously worked as an auto driver,
hence his expertise in the fields of business
was very low, and he didn't know much about
how to run a successful business, so it took
him months to understand this field, and he
incurred many losses during the early stages
of his business due to his lack of knowledge.
The current challenge he believes he is facing
is the burden of loans on him because he took
several loans to start his business and now
has to repay them, for which he requires more
profits in his business.

Conclusion:
In the future, Hemen hopes to pay off all of his
debts owed to his younger brother and other
moneylenders, expand his business, and open
a student's mess in a good locality, but for the
time being, he is satisfied with his job and his
situation is improving, he is recovering from
the losses incurred during the pandemic. He
further stated that the street food journey was
not without challenges, but the business
gradually grew and he is now in a better
position. He concluded by saying “Bhagwan ke
daya se sab badiya chal raha he aur unki kripa
rahi to aage bhi badiya chalta rahega”.
 



Introduction:
Krishna fast food center was started by Girish
Sharma back in 2002, he started with a small
shop selling normal fast-food items and now
after 20 years of successful business, he has
four shops combined. Girish ji is an educated
man, he is a graduate from a private
university. He has three to four employees
working under him, while he now manages the
counter and all the accounts. In these years he
has seen many changes in the business with
the passage of time he saw changing business
trends, and how small businesses changed.
Krishna fast food center is a popular place to
have your evening snacks, here they serve a
wide variety of food items with a vast menu
and diverse prices, it is the perfect place
people visit to satisfy one's hunger. At the
initial stage of the business, he started with
tea and snacks like patties but as the market
demands kept changing with time, he
expanded the business and started offering
some Chinese food in the menu, eventually as
there were less people at that time serving 

“Ek dukaan se shuru kiya tha, aaj aage piche sab
apna he”

Chinese food, it attracted more crowd and his
Chinese dishes became people’s favorite
choice. 
This was the time when his business boomed,
his business got popular and he started
gaining profits.
Till date Girish ji is the sole owner of his shops,
he recently added a whole new range of fresh
fruit juices to the menu and he also bought a
shop near his stall where he started keeping
essential consumables like ice creams, chips,
chocolates, etc. Now he is also planning to
take his store online on Zomato and swiggy
but he strongly believes that these apps don't
pay much and it’s a headache to manage all
these things alone without any skilled brain.
In terms of profits and revenue, Girish ji does a
daily business of 15000-20000, from which he
earns a profit of 3000-5000. He stated that
profit margins in these types of businesses are
extremely low. When asked why he doesn't
use online software to manage his inventory,
he replied, "Bhai jesa pehle hota aya he vahi
ajj bhi kar rha hun hame nahi samajh me ata
ye sab online ke jhanjhat."

Digital Payments:
Krishna fast food center accepts all forms of
online payment such as GPay, Paytm, and
Phonepe and it has been a long time since
they started accepting online payments, he
believes it has helped him to grow his
business and he says that becoming digitized
is the only way to succeed in business in the
future.

Impact of COVID-19:
Girish ji has been running the business
successfully for the past 20 years, so he had
enough savings to survive the pandemic. As a
result, he did not face any financial hardships,
but he did incur massive losses in that one
year.

Girish Sharma, Owner of Krishna fast food 



Challenges:
When he newly started the business back in
2002 with only one stall he faced many
challenges, managing funds at that time was
very hard for him as he was not in a financially
stable position.
Taking loans from the bank was not as easy as
it is right now, the interest rates were high and
he didn’t have much to keep as security.
His business is currently doing well, but due to
his lack of technological knowledge and
expertise, he is unable to take it online. He
wants to advertise his business because he is
aware of the fact that many new competitors
are prevailing in the market, which may impact
his business in the future. 

Conclusion:
In this interview, we learned that Girish ji
started his business with very few resources,
but his hard work and passion for his business
propelled him to success. As he has been in the
market for a long time, he has witnessed
various market trends as well as the growth of
his business and his competitors. When asked
in the interview about the various market
trends that he has witnessed in the market, he
stated that the biggest change that has
occurred in the present is the role of
technology, which has drastically impacted the
way businesses operate.
 



wouldn’t notice his stall amidst all the stalls
next to the main road. One will have to pass
through the colony to notice it. 
Seasons have an impact on his business.
During the rainy season, people don’t prefer to
have goli soda. That’s when he shifts to selling
pani puri. 

Conclusion:
Sachin seems to be doing fine. He just needs
to change the location of his stall and figure
out the digital payments problem. One thing
he can do is activate a paytm business
account. Once he does that, he will not only
receive various benefits offered by PayTm
business accounts but will also receive the
PayTm soundbox. This machine will help him
keep track of whether he received the
payment or not, even during the busiest hours. 

Introduction:
Sachin is still a newbie in the street food
business. He started his stall six months ago.
Before that, he did a course at the Industrial
Training Institute and then was employed at a
company. Just like thousands of other people
in the country, the company removed him from
his job without paying his salary. Working in
the company was his only means of income.
He didn’t have any other option but to enter
the street food sector. 
First, he went to work under his friend, who
owned a pani puri stall, in Pune. He then
worked at a bakery too. 
After that, he decided to come to Hyderabad
and learn from his uncle. Sachin’s uncle was
already in the Goli Soda business for the past
20 years. Backed with experience and Rs
20,000/-, he finally started his business in
Hyderabad.

Digital Payments:
Sachin accepts digital payments, but it comes
with a challenge. Whenever the servers are
busy, customers assume that they have made
the payment, but in reality, Sachin never
received the money. And this happens pretty
frequently. 

Impact of COVID-19:
Sachin started his business six months ago.
Thus, there was no direct impact of COVID-19
on his business. Except, for the software
companies.

Challenges:
One of the major challenges Sachin faces is
not being able to secure a spot near the main
road. That area has a chain of street food
stalls, which attracts a lot of consumers from
the neighboring software companies. But his
stall is located in a colony. A passer-by 

“I used to work at a company, but now I have this
business”” Sachin, Owner  of the Ram Goli Soda Stall 



Introduction:
Farburlaal Gujar started the faluda business
just a month ago. Before the lockdown, he
used to run a jalebi stall but was forced to go
back to his village when the coronavirus
descended upon us. Since he didn’t have any
kind of savings, he had to survive with the help
of his parents’ pensions. When the situation
got better, he decided to shift to the faluda
business. In order to learn how to make faluda,
he started to work under someone. After
gaining enough experience and collecting 1
lakh rupees, he finally decided to open his own
stall. One of the main reasons why he decided
to set up a faluda stall is because his father
suggested it to him!
Farburlaal Gujar restocks his inventory every
two to four days. He goes to Sanjay Nagar to
get his “samaan”. But he has to prepare the
badam shake every single day. Just like any
other street vending store, weekends and
festivals are really important for sales. 

“Papa bole the islye faluda business start kiya, abh
papa nahi hai”

Digital Payments:
He accepts all kinds of online payments and
doesn’t seem to be facing any kind of issues
while using the apps.

Impact of COVID-19:
As mentioned before, up until 2020, he had a
jalebi stall. But when the lockdown was
declared, he had no choice but to go back to
his village. After the lockdown, he decided to
shift his business and start a faluda stall. 

Challenges:
He hasn't experienced the ups and downs of
the industry because he is new to it. So, he
claims to not have any kind of challenges as
of now. 

Conclusion: 
Since he started his business just a month
ago, Farburlaal Gujar is still figuring it out. But
he is doing fine.

Farburlaal Gujar, owner of the Bombay Faluda and Badam Milk 



Introduction:
Daksh Sharma began his street vendor
journey in 2017. He completed his education
until the tenth grade, at which point he
discontinued his studies to pursue a new
business venture. As the food industry was
growing at the time, he began his
entrepreneurial journey as a street food
vendor, opening a stall where he served aloo
tikkis, patties, tea, and coffee. His business
was doing well in the market, but as
competition increased and more similar
shops opened up, his business began to
decline, and he faced a major setback when
the covid-19 pandemic hit the world and as
the market experienced a pandemic, his
business got shut in a year, and he was left
with no savings. 
After many setbacks when everything
started opening gradually, he considered
restarting the business, but this time he
chose a new location and came up with a
new concept, he opened a small café in a
very small space, the size of a street stall, but 

“Mujhe to aur logo se hut ke kuch karna tha”

with a modern name and pattern, also he
launched special organic fruit juice shots to
attract teenagers who are conscious about
their health but do not want to compromise in
taste. He understood that in order to survive in
the market, he has to adapt to the changing
trends so he brought his business online on
Swiggy and Zomato and started home delivery
services. 

Digital Payments:
He accepts all kinds of digital payments in his
shop and in fact he emphasizes more on
cashless transactions as it eliminates the
problem of handling cash in hand and as his
customers are mostly students under the age
of 25 who prefer paying online rather than
paying by cash he believes opting digital
payment method is a good choice.

Impact of COVID-19:
COVID-19 had a major impact on Daksh's
business; his sales dropped, and he was
eventually forced to close his shop in the
lockdown, leaving him with very little savings.
The savings were sufficient to get him through
the first few months of the pandemic, but he
soon ran into financial hardships and was
forced to sell his shop to support his family.
After a year when everything started opening
gradually, he decided to start a new shop for
which he required funds. He considered
getting a loan from the informal sector as
getting a bank loan requires a lot of
paperwork and he did not have enough assets
to offer as collateral security. Somehow he
managed to start his business, he said in the
interview that the pandemic taught him many
things that will help him do better in his
business in the future.

Challenges:
Arranging funds for the business was not
sufficient because he has to now let others 

Daksh Sharma, owner of 2 shots café



learn about his business because many
competitors were prevailing in the market
already. He took his business online, which
was not at all easy for him as he studied till
10th standard only, and he encountered many
difficulties along the way. Daksh stated in the
interview that it was a headache managing
everything by himself and that he was not in a
position to hire a worker for his shop.
Understanding the technology behind the
online business was difficult for him. Managing
social media simultaneously was not easy
either. He took frequent help and relied on his
younger brother to create posts and videos on
Instagram for his business. He also mentioned
that he got tricked several times when he
brought his business to the online food delivery
apps as he was not aware of the digital
policies of the company. 
In terms of inventory, he manages it himself on
a weekly basis and does not use any software;
everything is based on random calculations
and assumptions.

Conclusion:
In this interview we got to know about the
challenges faced by Daksh as a street vendor
when he took his business online, managing
things digitally being a matric pass was not
that easy for him, he faced many issues while
running the business, one of the major issues
that he faced was managing his business and
social media side by side as he was the only
one working in his business. Not only him but
there are many street vendors who faced the
same situations when they bring their business
online and it becomes difficult for them to
manage everything by themselves. 



Introduction:
K Murgan started his street food stall 15 years
ago. Murgan began his business with a small
stall called Shankar Madrasi, as a Madrasi, he
knew how to cook delicious South Indian
dishes, so he started it as a business to
support his family; prior to this, he worked in a
temple and cooked food for several years
there. Later, his four brothers joined the
business, and they gradually expanded it by
opening new stalls in various locations. They
currently have 8 operating stalls, all of which
are managed by him and his four brothers.
Murgan didn’t study much and left his
schooling after the fifth standard, and started
working in small shops as a helping hand, but
after a few years when he had enough
resources, he opened his own stall and
decided to work for himself.
He serves a wide range of South Indian dishes,
such as dosa, upma, and uttapam. He is not
technologically savvy because he is
uneducated; he only accepts online payments
through Paytm and PhonePe. Furthermore, he
uses Facebook but does not understand how
to use it properly. He and his brothers manage
all the stalls, with five to six employees
working as helpers under them. Murgan's elder
brother manages all finance-related issues, as
well as the daily cash and revenue, while
Murgan oversees all the daily operations of the
business. In terms of profit, they make 2000-
3000 daily from each shop and divide it
accordingly between all of them, there is no
fixed amount to be distributed between the
brothers it all depends upon the amount of
profit they made in a particular month. 

Digital Payments:
Murgan is not technologically savvy because
he is uneducated; but accepts all kinds of
digital payment in his stall. He started
accepting digital payments a few years back
and after that he observed an increase in his 

“Sare bhai mill ke dhandha chalate hai”

business because it eliminated the problem of
people not giving change and he was also
able to manage the inventory properly as
online transactions helped him to keep track of
his daily online transactions. 

Inventory management is done manually by all
the workers and the record of which is taken
by him and his brothers daily but no
technological software is used in the process
and everything is based on random
assumptions. 

Impact of COVID-19:
He faced many challenges along the way, the
most significant of which was the impact of
Covid-19, which caused him to lose all his
assets in the pandemic due to lack of funds.
He sold three of his stalls due to a rental issue,
and the loan burden increased as he obtained
numerous loans from the market in order to
arrange raw materials for resuming his
businesses. It took months to recover from the
loss.

Challenges:
According to Murgan the second biggest
challenge other than the pandemic was his
lack of knowledge about new market trends.
He feels hopeless at this stage because he
doesn't know much about technology; he
wants to bring his business online but doesn't
know how to do so. He feels due to a lack of
knowledge and information in the field of
technology he is not able to expand his
business and take it to greater heights. 

 
Conclusion:
In the interview, K Murgan stated that the
most difficult problem he believes he is facing
is the constant change in technological trends.
Technology is one of the most important 

Murgan, Owner of Shankar Madrasi food stall 



factors considered important nowadays for
running any business, but a lack of knowledge
in that field can have an impact on business
growth and can cause competitors to take over
your expertise. Nowadays, technological
involvement is required in all businesses;
without it, no one can achieve great success.



Introduction:
Dinesh Meena has been in this business since
2004. After helping his father in the same shop
he took over the control after the passing of
his father. He loves his shop very much as this
is the last memory of his father which he
wants to continue to run till his last breath. But
is also very enthusiastic to take his shop to the
next level.
Gajak Kulfi Junction is a shop that always
changes its items based on the seasons and
climate. In the summer, the shop provides Kulfi,
Matka Kulfi, and Falooda; in the winter, it
serves Gajak, Chikki, and Mungfli (Peanuts)
Gajak Kulfi Junction does not have a target
consumer; instead, because it is located on one
of the city's major roads, the shop seeks to
attract individuals passing by with their
matkas in the summer and Gajak in the winter.
But one of the most essential things for the
owner is to keep an excellent relationship with
his customers and to ensure that whenever
they need these items, they do not go
anywhere else. Dinesh says, "Yaa toh Humari
Dukaan yaa Kisi ki hi Nahi."
Dinesh seems to like his store and spending
time there. He works really hard to grow his
business to take this to the next level. Festivals
are advantageous to Gajak Kulfi Junction
because people commonly wander

“Mausam ke Hisaab se Badal Lete Hai"
out and about in the city, stopping to consume
kulfi. In the winter, individuals regularly send
Gajaks to friends and family, which improves
their business, and Jaipur residents regard
Gajak and Mungfli to be nighttime snacks. 

Digital Payments:
At the same time, all payments are made in
person; no credit is taken from vendors or
provided to customers. "Udhaar Haram Hai,"
Dinesh Meena comments. Gajak Kulfi Junction
accepts all forms of payment, including cash
and online payments such as Paytm, Google
Pay, and UPI.

Impact of COVID-19:
Covid had a negative impact on his business.
Following the pandemic, his sales were down
by about 25%. People are still wary about
eating food on the wayside.

Challenges:
Since Dinesh is eager to take his shop to the
next level, he has several ideas, but one of the
biggest barriers to those ideas is his lack of
technological skills. He wants to expand his
business on social media because he sees
where the world is heading in today's fast-
paced world. Another issue is that he cannot
expand his business into online meal delivery
during the summer since the Kulfi he sells
requires freezing.
Another issue is that he cannot locate a
permanent helper to assist him in properly
managing his shop. It becomes incredibly hard
for him to locate a new individual who is
trustworthy and responsible each time.

Conclusion:
Dinesh being a very dedicated person in his
shop is very eager to learn new things
whether it is acquiring a new skill set or
learning about technology. All he needs is help
or a platform to learn all these things.

Dinesh Meena, Owner of Gajak Kulfi Junction



Introduction:
Balram Singh Shekhawat, 42 Years old,
opened his store in 2016. He used to support
his father in his small clothing store, which
was struggling. Following his father's death,
he opened his store from his own savings with
an initial investment of almost Rs 5,00,000,
Egg Fort, with the goal of supplying raw eggs
and all egg dishes to local homes.

Egg Fort is a shop that opens at 6 a.m. and is
where Balram Singh gets his goods, primarily
fresh eggs, in the morning from his specific
vendors. He has a helper who prepares all the
meals such as Omelette, Boiled Eggs, Egg
Salad, and many others.

Digital Payments:
The payment cycle is half credit and half cash
since he has daily customers who buy raw
eggs from his shop daily, which he allows
them to purchase on credit, and the items are
purchased from vendors on credit.

“Covid ne Haalat Kharab Kar Di”

All payments are generally in cash, and he
clears the debts for the week after he receives
payment from his customers. For the dishes he
serves, all payments are collected at the same
time in a 60 – 40 split, with 60 percent paid
online via Paytm, Google Pay, UPI, or any
other means, and the remaining 40 percent
paid in cash.
Egg Fort does have a target consumer base
that mostly focuses on persons between the
ages of 15 and 45. This is because individuals
in this age bracket are interested in
bodybuilding and becoming in shape, which
also entails paying attention to their food and
getting enough protein, which an egg
provides. He also emphasizes building positive
relationships with his consumers, particularly
those who buy from him on a regular basis.

Impact of COVID-19:
Covid – 19 was a disaster for Egg Fort, as no
one wants to eat any form of the animal

Balram Singh Shekhawat, Owner of Egg Fort, Jaipur 



product owing to the spread of sickness in
meat and poultry. People began to avoid
these shops for snacks and breakfast. His
wages dropped dramatically following
Covid, from over Rs 10,000 a day to barely
Rs 2,000 - 3,0000 a day. But, because
Balram Singh is a very optimistic person, he
continues to work extremely hard to get his
business back on track because it is his
livelihood.

Challenges:
Festivals pose a challenge for the owner
since many people avoid eating eggs and
non-vegetarian foods around festivals and
many other days of the week because they
are considered holy days.
Inventory management has never been a
problem for the owner since, thanks to his
knowledge, he is usually accurate about
how much amount should be purchased
every day in the morning. However, the
difficulty arises in the recording of
inventories since everything is written on
paper, which is sometimes misplaced,
resulting in incorrect money counting at
times.

Conclusion:
Prior to covid, Egg Fort had a problem
keeping track of their inventory and vendor
dues, which he could fix with the use of a
program like tally or any other low-cost
method of keeping track of his spending.
After Covid, it was difficult to attract new
customers since many people still avoided
eating street food. This may be solved if
Balram Singh takes Egg Fort to social media
and promotes the business and its
specialties, as well as the cleanliness
standards that are adhered to during the
preparation of the meals, in order to provide
a safe environment for its customers free of
communicable illness.



Introduction:
Vikram Yadav started his little shop in
February of 2019. He got a job as an engineer
after finishing his education in 2016, but he
didn't find any enjoyment in working 7-8 hours
a day for someone else. He then came up with
the notion of selling milk and other dairy
products under a creative name, with the goal
of making that name a brand.
Mr Doodhwala is a store that sells milk, dairy
products, and drinks to consumers on a regular
basis. The proprietor is highly ambitious in his
efforts to establish a brand and persuade
people to buy his items.
The milk is obtained by the owner from local
and traditional milkmen in the quantity
requested by the clients and brought to them
in the morning by their delivery boy known as
"Chotu". Aside from milk, they offer clients
milkshakes, juices, and dairy goods such as
curd, cream, butter, cheese, and many more.
All fruits, biscuits, and ice cream for
milkshakes and drinks are 

“Kisi Boss Ke Neeche Kaam Nahi Karna Tha"

purchased in bigger quantities on a daily basis
than typical customers, earning him a
discount. Almost all things are purchased on
credit from a single source. They handle orders
for parties and weddings and also supply milk
and dairy products.

Digital Payments:
The payment cycle is generally one month
long; he receives all of his milk delivery money
at the end of the month and pays off all of his
debts by the end of the month. The business
accepts all forms of payment, including cash,
card, and UPI. "Hume bass paise chayie," says
Vikram Yadav.
Mr. Doodhwala does not have any target
consumers; rather, the owner concentrates on
keeping relationships with clients and winning
their confidence by maintaining the quality of
its products, and he feels that word-of-mouth
exposure is the best for this type of business.
The owner is likewise quite positive; he sees 

Vikram Yadav, Owner of Mr Doodhwala



competition as a good thing for the firm since
it drives him to work hard, which leads to
greater quality and a better bottom line.

Impact of COVID-19:
Covid-19 arrived and disrupted the owner's
business, as the shop had been running for
just one year to run out of working capital, and
people began to shift toward packaged milk
and stopped purchasing products from
vendors due to the disease being contagious,
and the first lockdown exacerbated the
situation. But Vikram Yadav didn't give up and
restarted from scratch after the lockdown,
resulting in an increase in his income that was
twice what he was generating previously.

Challenges:
Mr Doodhwala also has different kinds of
phases in his business because of the festive
season as festivities give them an opportunity
to tie up with sweet shops and to provide
them with milk and dairy products used to
make sweets. Climate change is also a factor,
but to cope with that the shop promises you to
have different kinds of products for every
season such as in summer providing with cold
juices, lassi, buttermilk, and milkshakes and in
winters serving hot kadhai milk in kullad 

glasses and serving hot tea in the morning.
Inventory management is a challenge since
milk cannot be stored for more than one day
and must be supplied fresh. Many clients
refuse to take milk in the morning, and you
never know how many shakes, juices, or hot
milk you'll sell in a day, so everything is based
on assumptions and experience.
Looking at his sales, his average price for cow
and buffalo milk is Rs 50, and he sells milk to
almost 200 households on a regular basis,
resulting in a daily sale of 10,000rs and a daily
sale of Rs 3000-5000 from his shop sales. This
amounts to almost Rs 3,90,000 in monthly
sales, with 40% paid in cash and the
remaining 60% paid via UPI.

Conclusion:
Mr. Doodhwala's challenges are largely
connected to recording all his costs and
revenue on paper, which is then thrown away.
Obtaining a program like tally or other
accounting software, would require skilled
labor. He is now searching for methods to
expand, which may be accomplished in two
ways - building branches under the name or
establishing a delivery channel to distribute
milk and other items around the city.



Introduction:
Pankaj Meena is a 30-year-old husband and
father of two kids, who began his sweets and
namkeens company in 2018. He worked at a
small store himself, but his earnings were
insufficient to pay for his children's education.
He then tried his luck in this firm with a Rs
1,000,000 initial investment and a loan from
his father.
Jay Shree Gopinath is a business that sells
several sorts of namkeens and sweets as well
as hot samosas, kachori, and jalebi to its
customers. The owner is still not thinking
about growing his firm and is content with
what he is making now and has no intentions
to do so.
He has three workers on a monthly salary of
Rs 4000 who make all the samosas and
jalebis, and he sits at the counter to collect the
money. He opens his business at 5 a.m. and
begins preparing all of the namkeens,
samosas, kachori, and jalebi. All raw materials
are purchased every weekend for the next
week since this type of raw material can be
stored for almost a month, but to prevent
having deadstock, he purchases it every week
based on the requirements.
Jay Shree Gopinath does not have a single
target client; instead, they serve to all age
groups and strive to be present at every
house's dining table for breakfast in their
neighbourhood. The owner's only goal is to
keep their clients pleased by keeping strong
relations and the quality of the items offered.

Digital Payments:
The payment cycle is quite easy; all materials
are purchased in cash alone, and no credit is
extended to consumers because the purchase
amount is often between Rs 10 and Rs 500,
which is received at the same time. At the
counter, all forms of payment are accepted,
including cash, UPI, Paytm, Google Pay, and
credit cards.

“Ghar ka Kharcha Uthana tha"

Impact of COVID-19:
The pandemic had a negative impact on the
business because the shop was closed during
the first lockdown, and people began avoiding
street food and preferred not to go outside
unnecessarily, as well as avoiding having
roadside snacks, which impacted his business
negatively. He used to earn around Rs 20,000-
25,000 before the pandemic, but his earnings
dropped to Rs 8000-10,000 after the
pandemic.

Challenges:
The owner is content with what he has right
now and makes no attempts to promote his
store, either on social media or through
physical marketing. The reason for not going
digital is a lack of knowledge about
technology and how to make the most of it.

Mr. Pankaj keeps his shop open until midnight
and sometimes later during the festival season
since there is a lot of business because people
buy sweets and namkeens in larger quantities
than they do on other days. The average
purchase is between Rs 500 and Rs 1000,
which is about double the price of ordinary
purchases.
Managing inventory is all based on his
expertise and in line with the current season,
as hot snacks are not popular in the summer,
but are popular in the winter.

Conclusion:
Mr. Pankaj is not interested in taking his
business online since he lags behind in the use
of technology, but if he realizes that he can
restore his revenue to pre-pandemic levels if
he takes the firm online, he might be quite
interested in doing so.

Pankaj Meena, Owner of Jay Shree Gopinath Namkeen Bhandar 



Introduction:
The business’s name is Hotel Siddhartha. They
are into giving meals, fast food, and milk
products to their customers. The owner of the
business is Mr Jukanti Laxmi Narsinga Rao. A
pretty well-known person and a person to
depend on within the area of Kompally,
Hyderabad for good local food. He has over 25
plus years of experience in this industry.
The business he runs isn’t a family business.
He started this and runs it on his own. He had
the vision to run a restaurant/fast food center
because he has a passion to run it and serve
good food to the customers. He has 8-9 people
working in his restaurant/fast food center.
At the beginning of his business, he did put up
advertisements and a website also. But, once
he got the name in his locality, he stopped it all
with the thought of not requiring it anymore. 
When it comes to recording inventory, it is
done through the Khata/Inventory book. Either
daily or monthly purchases are made based on
the customer base.
If the number of customers is increasing daily,
based on the previous day's customer base,
they will buy all the inventory/raw materials
which include spices, meat, grains, etc. If not,
monthly purchases are made. Mr Narsinga
Rao also doesn’t plan on having any branches
as of now.

Digital Payments:
Hotel Siddhartha accepts all kinds of digital
payments like Google, Paytm, and PhonePe.
He doesn’t offer credit or debit cards but takes
cash instead.

Impact of Covid-19
Mr. Narsinga Rao like many others faced
problems in his business during covid. He was
forced to pay rent with no business running
during covid. 

“Khane kaa swaad, jo hamesha rahe yaad”

Challenges:
Mr. Narsinga Rao like many others faced
problems in his business during covid. He was
forced to pay rent with no business running
during covid. The owner of the space he put
his business in hiked the rent prices by 3% as
he was also going through a tough time and
was in need of money. He also had the
responsibility to mainly helping his family and
the family of his workers during the tough
time. He paid his workers regularly even
though he didn’t have much to help them get
through it. Business is still recovering at the
moment.
Mr. Narshinga’s wishes to solve the problem of
paying the rent. He would want to buy land of
his own instead and run his business in a well-
crowded place peacefully.

Conclusion:
In this interview, we can tell that Mr. Narsinga
Rao is a famous street vendor in his locality.
He does not need any type of digital help in his
business, he believes that everything is
working fine for him and he doesn’t want any
change in the working style of the business. 

 Jukanti Laxmi Narsinga Rao, Owner of Hotel Siddhartha



Introduction:
The business’s name is Om Laxmi Sai Tiffin
Center. They are mainly into making South
Indian breakfast items. They were already
into this business but had to stop due to
financial issues but came back in the game
around April or May of 2020. There are
currently 5 people working in their
business. All of them are family members.
They aren’t into advertising or any kind of
promotion as the business is still small.
They get recognized only through regular
customers visiting and letting other people
know about the tiffin center. UPI and Cash
are the only modes of payment they offer.
When it comes to tracking and buying
inventory, based on the income they earn
weekly, they buy all the raw materials
accordingly and tracking is not done in any
kind of book or tally accounting app. 
It is all done in plain sight because it is a
small business and not much inventory or
raw materials are there to track. Say for
example, if their weekly income increases
they will buy more ray materials. If not, less
raw materials.
They don’t have a plan for building a
website as of now. Their main objective is
for the business to grow and get more
workforce automatically.

Sai Krishna Kadali, Owner of Om Sai Laxmi Tiffin Center

They have plans on making new branches.
Their company is receiving positive feedback
and hence people are asking them if they can
have a franchise under their name if the tiffin
center.

Digital Payments:
The payment cycle is half credit and half cash
since he has daily customers who buy raw
eggs from his shop daily, which he allows
them to purchase on credit, and the items are
purchased from vendors on credit.

Impact on Covid 19:
During covid, many people were very adamant
to have outside food so they decided to make
home food only on an order basis and decided
to give it to the people who were either lazy to
cook or people who were infected with covid.

Challenges:
They don’t have a social media handle since
they run their shop for only 3 hours a day.
Before covid, their customer base reduced
hence business went down. But after covid
things started working out slowly and it took
2-3 months for their business to come back to
normal.

Conclusion:
In this interview, we can tell that Mr Sai is a
pretty known street food vendor in his locality
and is famous for his good breakfast items. He
does not need any type of digital help in his
business, he believes that everything is
working fine for him except for trying to
expand his business and he doesn’t want any
change in the working style of the business. 

"Dakshin bhaarateey bhojan mein hain swaad"



93.8%
Gender Split

15 out of 16 owners are males while 1 owner is female. This takes the rate of
male Indian Street Food business owners to 93.75% while the rest are females.

This statistic is based on the sample observation. 

Male Ratio

Till Class 10
68.8%

Under Graduation
25%

Post Graduation
6.3%

Educational Qualifications of the sample

Usage of  Digital Payments

93.8%
15 out of 16 Indian Street Food business owners use digital payment

applications in their day-to-day operations, while one in the entire sample
doesn't use them. 



100%

Personal use of social media Marketing through social media

YES NO 

100% 

75% 

50% 

25% 

0% 

Awareness of Digital Payments

16 out of 16 Indian Street Food business owners are well aware of digital
payment applications.

43.75% 18.75% 56.25% 81.25%

Statistics of Personal Usage of Social Media and marketing
through Social Media of owners of Indian Street Food

businesses.  

YES NO



DIGITAL SOLUTIONS
We are very dependent on technology today, and the evolution of
technology has greatly improved our lives. It certainly makes our living
easier, more convenient, and more comfortable. We are developing more
sophisticated technology to experiment more on how we can create a need
that will at some point become inevitable in our lives, just like how mobile
phones today have become. Moreover, everyone having access to the
internet makes things easier. In our digital world, going digital eliminates
many of the physical constraints of conducting business, marketing can be
done freely, reaching the masses becomes much more uncomplicated, and it
also gives a chance to catch up with market trends and behavior. Using
technology to leverage business will help small businesses dominate the
market and give them an edge over the competition. The technology will
allow businesses to evolve. The Internet is evolving, and people will soon
begin to realize the importance of Digital Solutions. These solutions will be
around for many years to come. Businesses that get ahead of the curve and
adapt soon will enjoy an advantage and excel. However, for businesses
operating in such a diverse market with so many variables at play, may not
be an easy task to go digital. Some people are aware of digital solutions, but
they are unaware of the people to approach to get the most appropriate
solution for their problems. On the other hand, the idea of digitalization has
not fully penetrated Indian society. In a nutshell, this report focused on
addressing these issues. 

This year's edition of Digital Desh aims to connect digital solutions with
business opportunities with the potential for digitalization. We believe this
will assist business people from various industries in enhancing their
capabilities. Micro-level businessmen contribute to the Indian economy even
though their contribution is minimal compared to the economy as a whole.
Like enumerable water droplets form a cloud, these micro businessmen form
an ecosystem that contributes greatly to the Indian economy. The report and
the research within it are intended to provide support for these business
owners by simplifying their daily lives. This is done by increasing efficiency
and effectiveness by educating them about the digital world and how they
can make use of it. We have conducted interviews with several startups that
have a digital angle to their business. We think they could provide these
small business owners with the kind of technical tools they would need to
improve their working environments. This is how we would typically like to
establish the connection between traditional small-scale businesses and the
more recent startups. This transition will also benefit India. 



ABOUT STAGE:
“Stage” is essentially a “Netflix” for Bharat.
They believe that in India, language is an
urban concept. the moment you go beyond
urban settlements, everyone speaks in
multiple dialects. Vinay says that they
aimed to create a dialect-based hyperlocal
video entertainment platform for the next
billion users in Bharat.

Mission when you first initiated this
start-up?
Vinay explains how he grew up in a small
village in Haryana, speaking Haryanvi.
when he would look for content in
Haryanvi there was none available, which
is where the idea sprouted saying “why
can’t we create premium and sensible
content for the next million Bharat users in
their local dialects”

How do the SMBs approach your start-
up? 
Vinay says that stage doesn’t technically
approach or work for SMBs. But they have
created a lot of SMBs in a way in Haryana.
They are an OTT platform with local and
original content so their business is built by
their start-up giving them a platform to
stream their content.

What do you think is a differentiating
factor of your business? 
They are the only dialect-based ott
platform in the world so that makes them
extremely unique. Vinay says “The cost of
content production we have is 1/20th of
the industry standards which puts them
into a situation where they can become a
sustainable business very soon”. He also 

STAGE,  
mentions how they are one of the very few
companies that we're able to monetize
their audiences with subscriptions with
100,000 subscribers from Haryana today.

How did the pandemic give you an
advantage?
Pandemic accelerated people’s adoption
of technology. The more people got
adopted, the more content was consumed
online. The overall growth of the OTT
industry became faster because of the
pandemic.

What did you have to give up because of
the pandemic?
A lot of shoots for our content were
delayed because of the pandemic.

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic? 
We figured out a way where we could
create content at home. We innovated a
lot of content around solo creation to make
up for the content that requires a lot more
preparation.

When starting this business venture,
what was the biggest obstacle you
faced?
This entire idea is an obstacle. We are
category-creating businesses and these
types of businesses have a tough time
building it from scratch when all odds are
against you. We had to prove that people
would pay for content that was made in
dialects like Marvadi and Haryanvi. We
basically had to fight these challenges and
overcome them.

Vinay Singhal | Co-Founder & CEO 



STAGE
What skill in your business is important
and used intensively at the moment? 
Our entire business is about being creative
and being on the top of the game when it
comes to creating content. Finetuning the
scripts and producing the right content is
the most important thing for us to identify.

Where do you see your business going in
the next 5 years?
We will launch in 20 different markets and
20 different dialects. We are launching
content in Rajasthani in the month of May.

What qualities do you look for when you
recruit someone?
Culture fit and customer empathy are
what we are looking for. It is very
important that you are passionate about
making content for the audience too.

How many employees does your
business require to run?
We are a team of 13 people.

How do you manage your workforce for
a particular SMB? 
We don’t follow hard hierarchies and
prefer to run asynchronously. There are no
fixed working hours and we have a very
output-driven culture.

How does your start-up help society? 
Our business is about dialect which is
currently extinct so our mission was to
restore the pride, dignity and respect of
dialects and cultures back into them. We
believe we are protecting local cultures
and dialects and taking them to a whole
new level out there.

What’s your ultimate goal with this
start-up? 
Every culture and dialect in the world
deserves respect. If this succeeds we will
be able to do our business.



About Plaza:
At Plaza, we help creators monetize their
product expertise with e-commerce - and
sell directly to their communities. We help
them create powerful social commerce
storefronts and collaborate with brands.
Brands get access to their highly engaged,
niche communities to help increase
awareness and sales. 

What was your vision when you first
initiated this start-up?
The vision was to facilitate authentic retail
commerce through live video. 
 
How does the supply or demand side
approach your start-up? 
The demand side is a creator's audience.
They interact with the Plaza Page which is
a collection of products and content put up
by the creator. This is usually a link in the
bio in the creator's public profile.

What are the procedures to be done
after they approach you?
The creator's audience can check out
existing products and content. They can
also subscribe to future content. 

What do you think is a differentiating
factor of your business?
Our unique approach to enabling authentic
commerce through live video differentiates
our business. 

How did the pandemic give you an
advantage?
The pandemic gave tremendous
acceleration to online buying, sharing of
products on social media, and live selling
on video. These are key behaviours that
we could leverage to our advantage. 

PLAZA,
When starting this business venture,
what was the biggest obstacle you
faced?
We did not have enough data to move
fast. 

What resources and skills in your
business are important and used
intensively at the moment? 
Currently, we look at a lot of signals from
the end-users and creators, trying to find
what’s working and what’s not. We also
try to keep all our users engaged
proactively, this takes up a lot of effort. 

Where do you see your business going in
the next 5 years? 
In the next six months, Plaza will be able
to facilitate a steady stream of commerce
from brands through creators. These
creators will be highly specific to their
niche and the monetization will be through
authentic recommendations. 

Were there any plateau points where
you felt like giving up? 
Thankfully, we’ve not plateaued yet.
However, there are times when we look
for direction. Looking at data and talking
to customers keeps us going. 

What qualities do you look for, when you
recruit your employees?
We look for employees who have the fire
to work and solve problems. Additionally,
the ability to stay humble and keep picking
up knowledge and skill are essential. 

How many employees does your
business require to run? 
 We have a few contractors for sales and 

Arpan Samuel Ramtek | Co-Founder & CPO



marketing, and 10 full-time employees as
of now.

How do you manage your workforce in
your business? 
We have most of the Product and
Engineering working in our BLR office. Our
Business, Marketing & Sales are remote
from various cities in the US. 

How does your start-up help society? 
Our entire society of internet users are
targets of ads every single time they open
up their screens. We are building a product
that helps creators make authentic
product recommendations. This means
more genuine interactions between people
and meaningful purchases from brands. 

What's your ultimate goal with this
start-up? 
My ultimate goal with Plaza would be to
facilitate authentic retail commerce
through live video. 

What do you think is the biggest risk to
your business?
Not being able to distribute fast enough is
the main challenge and risk for us.

PLAZA



About Vrozart
Vrozart Future Accelerator is a platform to
help Startups within the Indian Ecosystem
with fundraising and mentorship. The
Founder is Ankur Garg, Co-Founded along
with Apoorv and Anubhav.

What was your vision when you first
initiated this start-up?
The vision when building Vrozart was to
democratize access to capital for startups.
With our experience in the startup
industry, we have created ourselves a
good network of investors and mentors to
create an ecosystem to help startups
fundraise and we also wanted to create an
impact venture. That’s why startup
fundraising was one of our impact
ventures.

How does the supply or demand side
approach your start-up? 
We look to work with early seed startups.
We have a selection proc, our criteria are
to understand the founder involved and
also understand the idea behind the
startup and how viable it is. We send out a
questionnaire to these startups and then
filter out the startups. Then we send out
another questionnaire to understand their
founders and their market. Finally, we
have an interview with all the founders
done by our investment panel. We accept
all applications but we are mostly tech-
focused.

What are the procedures to be done
after they approach you?
The above application procedure has to be
followed by any startup that 
 

VROZART, 
approaches us. Once we are on board
with a startup we have various
discussions where we try to understand
what sort of help, and mentorship the
startup needs. Then we connect these
startups to various mentors we have on
board. Meanwhile, I and Anubhav start
reaching out to various investors, and start
working on pitch desks to ensure they are
ready for fundraising

How did the pandemic give you an
advantage?
We didn’t start the operations during the
pandemic. We are 6 months old as of
now.

When starting this business venture,
what was the biggest obstacle you
faced?
The biggest Obstacle our team has faced
was getting good companies on board
with scalable business models. On the
other hand, getting good mentors and
investors who have the capability to fund
these startups. It's basically a
matchmaking process. They are parallelly
building startup databases while at the
same time getting investors and mentors
on board.

What resources and skills in your
business are important and used
intensively at the moment? 
Picking companies is important and that
comes with experience. We have a
cumulative experience of 40 years of
building and selling companies. Analyzing
what types of startup models are in
demand, which companies would work
and won’t, and which models are prone 

Apoorv Khanna & Anubhav A  | Co-Founder 



to failure, and which companies can scale only
comes when you know about the market and
when you’ve done it yourselves. We did it
ourselves and now are helping startups
through accelerators. 

Where do you see your business going in the
next 5 years?
We are at an Early Stage. There are a lot of
changes going on, we are also building a
web3 page tech platform to democratize
access of capital to startups. We are in the
process of designing blockchain-driven
fundraising for startups. It would take a few
years to complete. But once it's designed We
can create a fund of our own and fund
startups all over the world.

Were there any plateau points where you
felt like giving up? 
It's too early to say to give up. The progress
Vrozart has made in 6 months is on track with
our expectations and plan.

What qualities do you look for, when you
recruit your employees?
As of now, Vrozart’s team is Ankur, Anubhav,
and I(Apoorv). We are looking for people with
experience. Our Bet would be EIRs 
(Entrepreneurs in Residence) they can bring
their expertise, make money with us and help
startups scale their business.

How many employees does your business
require to run?
As of now, we are only 3 i.e Ankur, Apoorv,
and Anubhav. We can’t predict at what speed
Vrozart would grow. 

How do you manage your workforce in your
business? 
Managing these 3-to-4 startups isn’t a big
ask as we don't have to interact with them
every day The only point we would interact
with these startups is when we onboard them

VROZART
and Vrozart does the groundwork for
startups. We connect with people who can
help these startups directly or indirectly,
connect with a network of investors, pitch the
startups and get the necessary documents
ready

What resources and skills in your business
are important and used intensively at the
moment? 
Picking companies is important and that
comes with experience. We have a
cumulative experience of 40 years of building
and selling companies. Analyzing what type
of startup models are in demand, which
companies would work and won’t, which
models are prone to failure, and which
companies can scale only comes when you
know about the market and when you’ve
done it ourselves. We did it ourselves and
now are helping startups through the
accelerators world.

How does your start-up help society? 
We help startups scale their business. As the
startup scale, they create new employment
opportunities. Vrozart Indirectly helps society
by creating more job opportunities.

What’s your ultimate goal with this start-
up? 
Our Ultimate goal with Vrozart is to
democratize capital for all Startups especially
those in the early stages also we would
eventually like to fund startups that are in the
impact space themselves like futuristic
technology, AI, and quantum technology.

What do you think is the biggest risk to your
business?
The Biggest Risk for any Startup Accelerator
would be if they don’t get the desired result
for the Startup then they would go out of
business.



About YOSO
I( Diksha Dwivedi) am the Sole-Founder of
YOSO. What I am basically trying to build
is an Ogilvy for Start-Ups as most start-
ups in India and even across the world
cannot afford Ogilvy. I think all founders
are mostly and obviously focused on the
product and tech right from day zero to
100. So that’s where YOSO comes in, we
develop creative ideas for them. It may be
from a simple website to an ad campaign
to kick up their brand.

What was your vision when you first
initiated this start-up?
I was a founder for 8 years. My first
startup was Aakar Bakar which was a
storytelling platform. At first, I wanted to
build an Ogilvy for start-ups so adding to
that my aim was to do it in a cost-efficient
way, and after I built a base for it so it
should be sustainable. And through this, I
want to generate more employment for
youth so that they can unleash their
creativity.

How do the SMBs approach your start-
up? 
Most of YOSO’s contracts come through
word of mouth. Over the years I was able
to establish my own network of founders.
So, they probably talk about people they
worked with and they like my work about
Me. LinkedIn and word-of-mouth
marketing for YOSO as of now, I am also
building a website for YOSO. We also
have a LinkedIn page.

What are the procedures to be done
after an SMB approaches you?
It depends on two things if you're a cold 

YOSO,

contact if you've just approached YOSO
coldly I would give you a form which is the
first way of filtering and then there is
another form that goes deeper into the
deep dive into your numbers this is where
then some numbers may be confidential
but depending upon if they have already
brought you also on board or YOSO can
sign in. So, these are the two things. Then
a team from YOSO sits down for a call and
decides this is what needs to be done in
the next six to 12 months and this is how
the execution will happen. YOSO creates a
creative ecosystem around your project 

How does your business help SMBs?
YOSO helps the companies to reach a
particular target in their brand popularity,
Like getting an Instagram handle from
100k followers to a million followers.
YOSO helps you grow your Brand.

What do you think is a differentiating
factor of your business? 
The differentiating factor for YOSO is that
the founder is very involved in every
strategy and I am the face of YOSO. I am
the single point of contact. The second is
that YOSO’s payment model is very
flexible. So, that is why YOSO doesn't have
a large full-time team. We have a lean
team and based on the start that YOSO is
working on YOSO deploys teams
depending upon your budget. YOSO has
another payment model stock option. So,
even if the Start-Up doesn’t have money
today, YOSO can have skin in the game by
taking some stocks and taking a minimal
fee which will just cover their costs and
that will be YOSO betting on your start-up
basically. 

Diksha Dwivedi  | Founder 



YOSO

What qualities do you look for when you
recruit someone?
Intent and high will are the qualities we
look for at YOSO. The employment given is
based on a contractual basis so the
employment might differ. And only the
personnel required are hired. 

What did you have to give up because of
the pandemic?
So as the pandemic started YOSO had to
experience many hardships as our main
model was to focus on start-ups and 
start-ups didn’t have the money or the
necessary capital to hire us. Due to these
conditions, I had to work a 9 –5 job for 2
years and now I and YOSO are currently
on track to make a re-debut in the
industry.

What steps did you take to overcome the
gaps that were created because of the
pandemic? 
I took up a job and started working within
the video which is a video creation
platform. I was first hired by them as the
head of Content and then promoted to
head of brand marketing. So that was
done during the pandemic to cover up the
gaps as YOSO had shut down its
operations. 

When starting this business venture,
what was the biggest obstacle you
faced?
Service companies are not capital
intensive. The barrier to entry is not the
time or even resources. The barrier to entry
will be to crack your first client who will

get you the next five clients. The biggest
barrier for YOSO was finding our first five
clients who will then take the company
forward with their names on your portfolio.
But getting those first five founders to take
a bet on you is a long-term process.

What skill in your business is important
and used intensively at the moment? 
Content Marketing, storytelling skills,
amplification, and distribution of this
content, will probably be the three most
important skills at YOSO. I believe a person
with a high will to learn and low skill is
good for YOSO. You should also have
exceptional communication skills. There
should be something interesting about
your personality that works as a very good
icebreaker in conversations.

Where do you see your business going in
the next 5 years?
I want to expand my business idea
globally. I believe, that having a
storytelling agency like Ogilvy around the
world that you can afford, it's a missing
piece of the puzzle. 

Were there any plateau points where you
felt like giving up? 
I felt like giving up during covid because I
didn't know what the future holds. But,
working then was a good part as I took up
a job at a start-up, a global science
company founded by Indian founders. It
was very inspiring for me to be there as
well and I saw more and more start-ups
coming out even after the pandemic. I was
pretty inspired to restart YOSO.  



TopCrop,
Amlan Patnaik | Founder 

About TopCrop
At TopCrop, we are building “Commerce
infrastructure for Exports”, we started
with the Agri sector. I ( Amlan Patnaik) am
the sole founder. 
 
What was your vision when you first
initiated this start-up?
I started with building something for
producers to have a higher revenue share
in the supply chain while eliminating a
few if not all middlemen. 
 
How do the SMBs approach your start-
up? 
Currently, it's outbound, we are in the
early stages of Go-to-market. 
 
What are the procedures to be done
after an SMB approaches you?
We have offerings across :
a) Procurement 
b) Trade Operations 
c)Demand
We start helping SMEs with their trade
operations to start with and then look
forward to supporting them on the
procurement & demand side. 

How does your business help SMBs?
Exporters relate to us due to high
predictability and improving their business
turnaround cycles, leading to higher
revenue. 

What do you think is a differentiating
factor of your business? 
Most of the export/import ecosystem is
offline. We are enabling the ecosystem to
go online and adopt a tech-first approach. 

When starting this business venture,
what was the biggest obstacle you
faced?
I think reaching this stage required
multiple pivots; hence, understanding the
market on the ground and zeroing in on a
problem statement was the #1 obstacle.
#2 would be the availability of a financial
cushion to build an MVP for an early set of
users.

What skill in your business is important
and used intensively at the moment? 
Subject matter expertise and awareness
of where the is ecosystem moving.



Basch.io,
Reshav Pandey | Founder 

What is your start-up about and who’s
the founder?
I run basch.io which is a SaaS startup that
lets people turn their boring blogs into
engaging videos using artificial
intelligence. There are in total 5 co-
founders including me. 

What was your vision when you first
initiated this start-up?
At first, we were focusing on building a
synthetic media generation platform that
can create AI-generated human avatars
like videos, but it was not feasible to build
such a platform at such early stages. 

How does the supply or demand side
approach your start-up? 
The present product helps companies get
better at SEO and thus creates a lot of
demand, being a SaaS product there are
hardly any issues in supply other than
server costs.

What are the procedures to be done
after they approach you?
When a prospect approaches us, we
understand their requirement and suggest
what plan is the best for them, after which
they can choose and take the subscription
from the website. 

What do you think is a differentiating
factor of your business? 
Basch is really easy-to-use product that is
built for teams that are willing to go for a
product that is built for speed. 

How did the pandemic give you an
advantage?
All the co-founders are currently in high 

school or in college thus everyone started
working because of this pandemic. 

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic? 
We didn’t really face any losses because
of the pandemic, on the contrary, the
business thrived. 

When starting this business venture,
what was the biggest obstacle you
faced?
Building the entire platform from scratch,
(mainly writing so much code and figuring
out the rendering engine was the
toughest).

What resources and skills in your
business are important and used
intensively at the moment? 
Tech skills (People who write code) and
Sales (People who can bring revenues).

Where do you see your business going in
the next 5 years?
We wish to make Basch a self-serving
SaaS where the whole growth model is
automated. 

Were there any plateau points where
you felt like giving up? 
Multiple, that’s a part of the journey :)

What qualities do you look for, when you
recruit your employees?
We look for people who are driven and
can figure things out on the go. 

http://basch.io/


How many employees does your
business require to run?
We currently are around 7 people.

How do you manage your workforce in
your business? 
We run on Discord and manage all the
operations and task management on
Notion. 

How does your start-up help society?
We’re building a product from India for
the world which is economically great for
India. 
 
What’s your ultimate goal with this
start-up?
Build wealth to solve more complex
problems existing in the world. 

What do you think is the biggest risk to
your business?
Market saturation probably is the biggest
risk.

Basch.io



 MikeLegal,
Tushar Bhargava | Co-Founder 

About MikeLegal.
MikeLegal creates Artificially Intelligent
tools for lawyers to help them save time
and increase their efficiency. It was
founded by Tushar Bhargava and Anshul
Gupta in 2017. 

What was your vision when you first
initiated this start-up?
Our main goal is to become the force of
change in the way lawyers work. By
automating mundane but critical
processes for lawyers we can help legal
teams work not only faster, but more
efficiently and with greater precision.

What are the procedures to be done
after they approach you?
We have kept our onboarding extremely
simple. Whenever any lawyer wishes to
subscribe to our services we can do the
onboarding within a couple of days. 

What do you think is a differentiating
factor of your business? 
The features, the user experience, and the
level of detailing we offer with each
product are incomparable to others in the
market. Especially for Mike DocReview,
we are one of the few companies in the
world to offer such a product. Plus, the
customer service and support. Our
renewal rate is about 95%, which itself
says a lot about our product’s USP.

What steps did you take to overcome
the losses or gaps that were created
because of the pandemic? 
During the onset of the pandemic, when
nothing was clear we worked closely with 

our clients to ensure that they are not
facing any issues during the transition.
Luckily, Covid helped legal teams realize
the value of technology as everyone had
to rely on it. 

When starting this business venture,
what was the biggest obstacle you
faced?
Since the legal fraternity is a little slow in
embracing technology our initial struggle
was to make them realize the power of
technology. Once lawyers realized the
power of technology, they started
embracing technology in their everyday
activities as well. 

What resources and skills in your
business are important and used
intensively at the moment? 
To run any business, it is extremely
important that all skills are present. From
technology to marketing everything is
equally important. 

Where do you see your business going in
the next 5 years?
In the next 5 years, we would be creating
more tools for legal teams to be used in
their everyday activities. We would also
be offering our services to the legal teams
of other countries. 

What qualities do you look for, when you
recruit your employees?
Our hiring principle is very clear – to hire
on basis of passion, talent, and problem-
solving skills and not on basis of fancy
degree, sex, orientation, race or etc. We do
believe that you can help someone or train



 MikeLegal
them to gain skills but not passion,
thinking or the way you work or problems
solve or think. Even if you look at our
team, it is a big mix of people from varied
backgrounds.

How does your start-up help society? 
We create artificially intelligent tools for
lawyers. It helps them save time on these
activities. This in turn helps them have a
better work-life balance and even cater to
their client’s requirements in a better
manner. 

What do you think is the biggest risk to
your business?
In my opinion, the biggest risk to our
company is becoming stagnant. It is
extremely important for any business to
stay updated with technology and clients’
pain point to ensure that their offerings
stay relevant. 



BridgeBharat,
Akanksha Singh | Founder 

About BridgeBharat
Bridge Bharat helps home-Grown Brands
and Local Artforms reach a Global Level.
We simplify Global SMB’s sourcing
journeys to extend their product line to
include Indian Art forms. Connecting
Niche Indian Communities and Niche
Small Homegrown Brands with SMBs
Abroad. I(Aakanksha) am the sole founder
of Bridge Bharat

What was your vision when you first
initiated this start-up?
I Was inspired by a Digital Desh Drive in
2019, to get in touch with Local Himachal
Craftspeople. First, we started as an ED-
Tech platform to Educate people about
art. Then we became a Commerce
Platform. My Vision is to help local artists,
and handicraftsmen, and distribute their
artform across the world.

How do the SMBs approach your start-
up? 
You can get in touch with these artists
through social media platforms. The art
communities are scattered throughout
India. They are also tight-knit. So one
artist can help you connect with the entire
community.

What are the procedures to be done
after an SMB approaches you?
We explain how the business will be done
to these craftsmen through video calls.
Humanising with them is very important. I
prefer interacting with the artists
personally. We aim to build trust with
these artists. So trust of one artist can get
you the trust of an entire community. 

Building and maintaining trust is a vital
part of our business. Cause in Bharat trust
is very important.

How does your business help SMBs?
Bridge Bharat helps the art community to
distribute and market their art globally.

What do you think is a differentiating
factor of your business? 
We just don’t sell art through
BridgeBharat, when you are purchasing
art you will also know about the story and
heritage behind it. There is no direct
competition but there are few players in
the market doing this. Almost 97% of the
handicraft produced here in India are
exported and a lot of this is lapped up by
Ikeas and Walmarts of the World.

How did the pandemic give you an
advantage?
A lot of businesses opened up during the
Pandemic. Pandemic helped us connect to
these art communities digitally which
wouldn’t be possible in person.

What did you have to give up because of
the pandemic?
We couldn’t reach out to the art
communities scattered around the country
personally cause of the pandemic. We
later realized we could have connected
with them digitally as a lot of artists from
these art communities started using digital
media platforms to showcase their art.

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic? 



BridgeBharat
Building a team was a downside for me.
When we started the last year in the
middle of the pandemic we had to hire
Pan-India. After everything opened up
now, after building a product from
scratch, it was very important to have a
team present, especially in those initial
days. 
There was not a lot of time to interact
with the team which slowed down the
pace. I’m all for Hybrid working, with
models like working 2 days from home
and 3 days from the office.

When starting this business venture,
what was the biggest obstacle you
faced?
This was my first venture. So, getting out
of my comfort zone, making mistakes, and
building a team was very challenging but
it was a learning curve for me.

What skill in your business is important
and used intensively at the moment? 
The biggest skill for any amateur is
execution. It's a very difficult thing to do. 

Where do you see your business going in
the next 5 years?
I aim to build a global brand and create a
footprint in European and American
markets. Build playbooks in other
markets.

Were there any plateau points where
you felt like giving up?
I feel that every day. There are more
losses than wins and that’s the way of
Entrepreneurship. You have to be
consistent, courageous, and committed to
what you believe.

 

What qualities do you look for when you
recruit someone?
We look for Intent when recruiting
someone now. I believe skills can be built
on the job. But, do they have the passion
and intent is what matters for Bridge
Bharat and me.

How many employees does your
business require to run?
Presently Bridge Bharat overlaps
technology and art. The beautiful thing
about technology is it doesn’t require
much human capital. We are a team of 7
people and we don’t expect to have any
more than 25 people on our team.

How do you manage your workforce for
a particular SMB? 
We have a lot of stakeholders, home-
grown brands, artists, and suppliers. But
managing them is a skill, we only have 1
Person managing all of them. 

How does your start-up help society?
We stand for Indian art forms and Indian
Heritage. I believe it is an under-served,
broken market. We are also in the impact
space. A lot of Indian art forms are legacy
art families and there are about 7.5 million
such families in India. We are working
very closely with them. BridgeBharat is
from Bharat for the World. 

What’s your ultimate goal with this
start-up. 
My ultimate goal is to build a value-based
start-up. Giving value to people, artists,
and the art community and adding Value
to society. 



AdTech Corp,
Rajmohan Nair | Founder & CEO 

About AdTech Corp.
Adtech Corp is in the space of outsourced
product development (OPED). I am the
sole founder ( Rajmohan Nair) of Adtech, I
founded it back in 2016. Since then I got a
Co-Founder on board and it's been 7
Years. 

What was your vision when you first
initiated this start-up?
My idea was to build enterprise-grade
platforms and products for medium
enterprises. As the enterprises find it
difficult to hire and execute these
platform's products and manage them.
 
How do the SMBs approach your start-
up? 
There are various ways these enterprises
approach Adtech. One is through
reference, Through LinkedIn. We also do
outbound activities to reach out directly to
customers.

What are the procedures to be done
after an SME approaches you?
So after SMEs approach us, a dedicated
team gets on a call with the SMEs,
understands their business, understands
their pain point, and how our team at
Adtech can address their pain point.

How does your business help SMEs?
Adtech is an IT vendor for enterprises.
These Enterprises usually focus on their
product and core business. They rely on
companies like Adtech for IT support and
focus mainly on their core business.

What do you think is a differentiating
factor of your business? 
Adtech is in the space of OPED, so any
legacy system or custom application that
needs to be developed for these
businesses we take them as turnkey
projects end to end and execute them

How did the pandemic give you an
advantage?
Pandemic was not an advantage to us, we
had budget cuts from customers,
hindering our growth. It hurt Adtech.

What did you have to give up because of
the pandemic?
We had to cut down on the cost of
delivery, and compensation of employees,
as our clients did not have the money
because of the pandemic. 

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic? 
When businesses started opening up and
got back to pre-pandemic levels. After the
lockdown, we got back the business for
our loyalty towards our customers in their
difficult times, and sport in IT activities
happening subsequently to pandemic
helped us grow and put us back on track.
 
When starting this business venture,
what was the biggest obstacle you
faced?
The biggest obstacle for me was being a
First Gen Entrepreneur. It is difficult to
convince your family and get them on
board. You need to start from scratch and
gain experience as you go up the ladder.
Entrepreneurship is full of ups and downs
and you will have more downs than ups.



AdTech Corp
What skill in your business is important
and used intensively at the moment?
At Adtech intellectual property is the most
important aspect of the business. So we
look for someone who can optimize the
cost and talent.

Where do you see your business going in
the next 5 years?
I want Adtech to grow exponentially, and
add more accounts and more labels to the
already installed base. I want to grow the
business multiple folds and create a
sustainable business.

Were there any plateau points where
you felt like giving up? 
There were no plateau points for me
where I felt like giving up. But, yes there
are days when things don’t go the way
you expect them to. Entrepreneurship is a
sign curve full of Ups and Downs. 

What qualities do you look for when you
recruit someone?
When recruiting someone we look at how
well a person can adapt and execute, we
look for potential rather than talent. 

How many employees does your
business require to run?
As our business grows, our headcount
grows. There is no fixed number for the
workforce in the services sector.

How do you manage your workforce for
a particular SMB? 
When a team is assigned to an SME, it
depends on the level of engagement with
the enterprise, the engagement levels
range from 1 to 10, depending on the 

engagement level, we hire and recruit
more skilled persons to their teams. 

How do you decide what’s the best
solution for the problems that SMBs
face? 
Adtech is an OPED company, we
understand how to build scalable
platforms. The whole idea at AdTech is to
marry the customer’s domain with best-in-
class product engineering capabilities and
come up with platforms that help
customers scale their business.

How does your start-up help society? 
Adtech is a for-profit organization. So the
only way we would be helping society is
by providing job opportunities.

What’s your ultimate goal with this
start-up? 
My ultimate goal with AdTech is to build a
sustainable business and leave a Legacy. 



Trice Community,
About Trice Community
Trice was founded by Mr Naveen KL. It is a
platform that enables and recognizes
social initiatives within a community of
residents. This is done by allowing the
community to engage and transact with
each other. In doing so, Trice triggers a
local economy based on trust, mutual
respect, and a sense of shared
responsibility towards society. 

What was your vision when you first
initiated this start-up?
Trice was originally started as a home chef
platform. I live in a gated community.
These types of communities are
dominated by highly dense clustered high-
rise buildings. In these communities, you
find homemade products that are not
available anywhere else. But these
businesses have their own challenges.
There’s a lot of social awkwardness in the
process of selling these products. As we
grew we realized that there’s a lot more
entrepreneurship not just in food but also
in other handcrafted products too. We
thought of enabling these small
entrepreneurs to be discovered. We
wanted it to be convenient communication
with pushcart vendors too.

What are the procedures to be done
after they approach you?
They are clusters of dense communities
and start looking at entrepreneurs there
and get them on board.

What do you think is a differentiating
factor of your business? 
We don’t do ten-minute deliveries. not
everything needs to be done instantly and

we don’t compete with apps like big basket
or apps like that. And you won’t find
authentic sellers on any other platform. And
70% of our typical user base are women.
and we have a strong retention rate
amongst these women. These women also
help in spreading the organic word of
mouth.

How did the pandemic give you an
advantage?
Fortunately, we were one of the startups
that grew 8x during the pandemic because
I think one of the key things that stood out
for us during the first wave of covid was
that the big businesses shut down whereas
the locals were more determined to deliver
the product. And I also think it was partly
because people were becoming more
health-conscious and preferring homemade
natural and curated products.

When starting this business venture,
what was the biggest obstacle you faced? 
The biggest issue was to bring back trust
into the ecosystem. The communication
between the neighbourhood vendor and
the customer wasn’t the same anymore. we
slowly built because there’s still a lot of
empathy left in us as consumers. We made
sure that the sellers knew how to build
trust and retain these customers. The
second biggest problem was the logistics
which we optimized later.

What resources and skills in your
business are important and used
intensively at the moment? 
Data is something that we really use. We
also, use a “champion model” which is 

Naveen KL | Founder & CEO 



Trice Community
which is basically building credibility and
trust by organic word of mouth in these
communities. We use a lot of community
influences because no amount of
advertising is as good.

Where do you see your business going in
the next 5 years?
We hope to build the largest platform for
the smallest of vendors. There’s a lot of
knowledge sharing to preserve
generational practices that we want to get
into too.

Were there any plateau points where
you felt like giving up? 
At this point in time no, but we are focused
on urban and once we are done with that
we have to figure out what’s next and
what user base we should target.

What qualities do you look for, when you
recruit your employees?
Empathy and enthusiasm. Empathy for all
the partners involved including the women
entrepreneurs. And if you might not have a
lot of knowledge but if you have the
enthusiasm to learn then you are the
perfect fit.

How many employees does your
business require to run?
We are a team of about 25 people.

How do you manage your workforce in
your business?
We work extremely closely and encourage
cross-functional work at least once a week
so that they empathize with every area of 
work. We don’t have any hierarchies as of
now as we are still a startup.

How does your start-up help society? 
Women empowerment and women
entrepreneurship, micro-entrepreneurship,
definitely. Making our neighborhood self-
sufficient is also one of the things we look
forward to. We captured the intent of
good deeds and made it easier by bringing
them closer to the communities like
bringing in blood camps into the
community so that there are more people
willing to donate blood.

What’s your ultimate goal with this
start-up? 
If we meaningfully impact a much larger
number across the county that would be a
good goal to achieve and along the way
the evaluation I’m sure would be the
outcome of this goal.



IdeaMySpace,
provide the best quality service for you. It took
some time because we had to market
ourselves and attend a lot of events where we
had to onboard our first customers. It was
more of a pull method after a couple of
customers approached. So, we're currently
experiencing push and pull methods.

What are the procedures to be done after
they approach you? 
Customer can use our site's advanced search
feature on the home page to enter the criteria
they want or need, and only those types of
plans will be displayed. When they find a plan
that meets their requirements, they can buy it.
After they buy the plan, we will assign a
representative to their project who will
coordinate all of their needs. 

What do you think is a differentiating factor
of your business?
The differentiating factor for IdeaMySpace is
straightforward - we have AR and VR
technology, which is the USP and the majority
of the branding, which is why it was created in
the first place. None of our competitors have
the technology to attract clients in this way. 

How did the pandemic give you an
advantage?
Pandemic was helpful for IdeaMySpace as
with the technology it can be experienced. In a
professional setting as well as remotely. This
means the files can be transmitted to the
phone of the customer. As a result, we were
able to assist consumers in experiencing their
dream house while sitting in the comfort of
their own homes via their mobile phones. We
didn’t take much hit during the Covid. 

Were there any losses/gaps created due to
the pandemic? 

Vineeth Musthyala | Director 

About IdeaMySpace
I'm one of the directors at IdeaMySpace, along
with two other directors, and I'm primarily in
charge of operations, business development,
and marketing, whereas the other two founders
are more on the technical end, one of whom is
an architect and the other an interior designer.
So IdeaMySpace is essentially a proptech
company that deals with all of the service
verticals required to build a customer street
house. We are into service verticals such as
architecture, construction management, and
interior design. We help customers get all of
their services in one place and provide a 360-
degree solution for them to build their dream
house. So, our one USP (unique selling point) is a
proprietary idea that is a custom-made AR and
VR technology. We use this to help our
customers experience their home before it is
even built, during the ideation stage. So, it's the
technology that allows us to give the customer a
360-degree walkthrough so that they can
understand the spatial arrangement, the look
and feel of the house before it's ever done,
which makes the process much easier. So,
IdeaMySpace is more focused on the
construction side of things. 

What was your vision when you first initiated
this start-up?
IdeaMySpace's vision is to provide customers
with an amazing experience by offering a 360-
degree walkthrough of the plans they choose
and making clients satisfied.

How do the customers approach your start-
up?
IdeaMySpace was using push methodology to
market their start-up. Telling our customers that
we are a one-stop store for all of their needs,
while also having this technology that helps you
make your decision a little faster and where we 



IdeaMySpace
We are looking for architects and interior
designers who are passionate about providing
our customers with the best ideas possible.
Because these positions demand a lot of
patience, we're seeking for folks who are patient.
We're seeking for someone that pays attention to
detail and is a stickler for perfection. 

How many employees does your business
require to run? 
We've already got 80-85 people on board. Some
of them are architecture interior designers who
work on a contract basis. But, yes, we're at full
strength right now.

How do you manage your workforce in your
business? 
We separate them into categories based on their
abilities.

How does your start-up help society? 
What we're doing with our technology is cutting
down on waste. So, it all comes back to how
we're conserving the environment because by
assisting our customers in visualizing their homes
and providing the best designs, we're able to cut
waste by up to 20-25 percent using this VR and
AR technology, which I consider to be a form of
giving back to society. 

What’s your ultimate goal with this start-up? 
The ultimate purpose of this start-up is to ensure
that we provide enough job possibilities while
also adding significant value to our
clients/industry on our board.

For IdeaMySpace definitely supply chain was a
little bit difficult in terms of procuring materials.
But apart from that, I don’t think anything major.

What steps did you take to overcome the
losses or gaps that were created because of
the pandemic?
That wasn't just happening to us; it was
happening to the entire market, so there was
nothing we could do about it. All we had to do
was wait patiently.

When starting this business venture, what was
the biggest obstacle you faced? 
One of the most significant challenges is that the
market is already crowded with other
participants, including numerous architecture
and interior design firms. So, telling the
consumers how we differ from the other firms,
how our technology benefits people, and how
our furniture is of the highest quality is the
hardest aspect. 

What resources and skills in your business are
important and used intensively at the moment?
We’re hiring architecture, and interior designers
so that’s pretty much about the skills that are
required. 

Where do you see your business going in the
next 5 years? 
I expect at least one out of every five homes to be 
a part of our organization. We want to turn it into
a unicorn, in fact, a decacorn. Because the
infrastructure business has grown quickly
throughout the years, it is a market that will
never die because people need homes.

What qualities do you look for, when you
recruit your employees? 



Honc,
Niranjan Seelam | Co-Founder 

About Honc
We are trying to build a carwash
company at your doorstep. We work with
gated communities, businesses, and
airports across urban cities. Currently, we
are living in and based in Hyderabad but
very soon we will be expanding it to
Bangalore as well. Viraj and Rahul work
with me as a founding team. We recruit
people, train them, and deploy them in
different gated communities.

What was your vision when you first
initiated this business?
We want to build the largest digital
community for car owners. starting with
high-quality carwashes we have slowly
added other services for the customers
like periodic maintenance, flat tires, etc. all
this can be booked from our mobile app. 

How does the supply or demand side
approach your start-up?
Supply is where we work with a managed
market place and on the demand side, we
service 7000+ car owners on a daily basis.
On the supply side, initially, we recruited a
few people and after that, it was just
going through word of mouth and
references.

What is a differentiating factor of your
business?
We offer two things to the customer
which are on-demand wash and the
second service we provide is daily
scheduled washes. The differentiating
factors are the products that we offer and
the transparency we provide.

What are the procedures that you do
before and after connecting to the
customer?
We have made our product in a prepaid
model. we understand the basic logistics
of the communities that we want to target
and bring them into these communities,
after that, everything is done with word of
mouth.

How did the pandemic give you an
advantage?
Fortunately for us, our trajectory of going
up started off with the pandemic. All our
partners are vaccinated twice. We are an
organized entity so we became an easy
partner for gated communities to approve
rather than an individual.

What was the biggest obstacle that you
faced while starting this business
venture?
For us, this is a brand new industry and
we are familiar with the nuances of this
industry. There were a lot of intricacies we
were not aware of. The biggest obstacle
was convincing partners to come on board
so that their life is better. A lot of added
benefits are given to the partners too so
that it becomes a more respectable
profession.

What skill is the most important in
running your business?
For the supply side, I think sincerity is a
very important thing because at the scale
at which we are operating we do not have
a mechanism of a supervisor. Everybody is
given their own responsibility and it’s their
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duty to respect their customers and do the
customers justice for my employees, the
most important thing is the attitude to
learn, none of us come from this industry
and everything that we are doing is a
learning experience for us. Unlearning and
relearning from scratch is also important
because everything that we do is brand
new.

Where do you see your business going in
the next 5 years?
We want to build the largest autotech
company in the country for sure. Not only
washes but also aggregates the entire
value chain of car ownership.

While you were creating this business
were there any plateau points where
you felt like giving up?
We are an 18-month-old business
besides that attitude-wise none of the
guys in our team are the ones who would
give up. Luckily, everybody takes
challenges in a positive way.

How do you manage your workforce?
The entire model is dependent on making
individual wash partners the owners of
their work. Everything is a performance-
based incentive and the “owners” get paid
that way.

How many employees does your
business require to run?
Today, we are a team of 25 members.

How does your business help society?
Our biggest pinpoint for every customer is
to have hassle-free service. And also we 

have given a better business opportunity
to 150+ washing partners. Their salaries
have doubled from what they used to do
before they join honc. We continue to do
RND on all our washes so the water
consumption is way lesser than any
normal wash.

What’s your ultimate goal for this start-
up?
Our ultimate goal is to create India’s
largest digital community for car owners
so it will be a community-based engine in
long term.



BOOST 360,
Akram Ali | Senior project manager 

This interview piece is of the senior project
manager of Boost part of NowFloats, Mr
Akram Ali Mohammad. Here he has
shared with us some valuable information
about Boost, which has been providing
digital solutions to SMBs.

What is your product about?
Our product, Boost 360, is an app that
helps businesses set up and grow their
business online. We cater to all kinds of
medium and small businesses of all
categories & vertices for example
education tutors, retail grocery shops and
service providers such as yoga instructors
and doctors.

What was your vision when you first
introduced this product?
Boost’s mission is to help SMBs update
and incorporate online platforms to
develop themselves. Our company has
identified its market in SMBs in India.
There are about 6 lakhs small and
medium scale enterprises and
unfortunately, not many of them have
awareness and make use of digital
platforms and media to help them with
their daily business activities.

How does your product help your start-
up? 
This product of ours, helps SMBs build
their website and enable orders for their
products or schedule appointments for
their services and collect payments
without any hassle.

What differentiates your product from
the other similar products in the market? 
 

We were one of the initial pioneers in this
industry. We started in 2015 when there
was little to no awareness of digital
medium usage.
As we have been in this industry for so
long, we have established a loyal
customer base. We have a very strong
and wide customer connection.
Although there were entrances in the
industry, they have not successfully
understood the needs which were specific
to Indian SMBs.
As Boost has been in service for nearly 6
years, it has successfully understood the
spoken and unspoken needs of customers.
The other advantage they have is that  a
lot of teachers’ networks that help the
customers adjust and get informed about
digital things.
As we have been in the industry as
mentioned above, we have a very clear
understanding of the pricing options and
customization options which are highly
crucial.

Did the pandemic impact your sales of
boost?
The impact of the pandemic was mixed for
our business. As some of these SMBs were
affected very adversely. While the others
were doing well.

Looking at cafes, restaurants and other
hospitality services on one side, which
was badly affected, while on the other
side of the coin there is the service sector,
comprising doctors and fitness trainers
which were doing relatively well and some
of them even saw a development trend. 
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When introducing this product into the
market, what was the biggest obstacle
you faced?
There were 2 major problems which were
associated with introducing our product
into the market.
The first one is receiving. When they
initially started the company there was no
awareness among the SMBs and the
market about going digital. So it was very
hard for them to persuade others to try
out their product.
The other one is engagement. They have
noticed that a lot of their customers are
not tech-savvy and thus Boost had to
educate them and educate them
extensively. Therefore engaging them and
motivating them to continue using their
apps or service seems like a task.

What resources and skills in your
company are important and used
intensively at the moment? 
This company is heavily tech-based. They
look for app developers who are skilled
and young.
They also depend on a persuasive sales
and marketing team.

Where do you see your company and
product going in the next 5 years? 
We would like to be in a position which
would be a direct competitor to
companies like Amazon, Flipkart and
others. We would also like to have healthy
competitors and to increase market
penetration.

What is the recruitment process and if it
goes through you what qualities do you
look for?

The recruitment process requires the other
party to be highly skilled in whatever field
they are from. 
This company’s industry is very innovative
and there is a lot of change going on. So
they prefer to hire young minds who are
very adaptable to change and would not
hesitate to innovate and learn
continuously.
They also look for adaptive people with
high regard for customer satisfaction and
communication. Their customers in
contrast to customers of MNCs are not
that informed and thus can be slightly
impatient. Ownership is the next must-
have skill for their employees.

How many employees does your
company require to run?
Boost currently is an output of a lot of
passion and hard work. Currently, they
consist of 3 extensive teams: 
The technical team looking after the
smooth functioning of their website apps
and digital handlings.
The sales and marketing team looks over
their market and customer base and
maintains smooth communication. They
also help in wider penetration in the
market.
Lastly, their HR and Admin team to create
a cohesive synergy and manage the above
teams.

How does your product help society? 
This business essentially is helping two
sections of society. First to their customers,
the SMBs - they help them market their
goods to a wider audience and increase
their presence or to create a digital
presence altogether. 
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What’s your ultimate goal with this
product? 
The ultimate goal of Boost and NowFloats
is to make all SMBs in India digital. They
do not wish to be the only company in the
industry, they are very open to healthy
competitors. We want to provide cost-
effective and sustainable digital
engagement for all SMBs. 
We are aiming to overcome the flat phase
in their product curve by constantly
innovating and motivating their customers
for sustainable digitalisation.

What do you think is the biggest risk to
your product? 
The short term risk is the new entrants in
the market and the possible price war
with the new entrants.
The long term risk, for us, as discussed
above, would be the flat phase in our
product development curve. 
 
What else would you want to share
about boost, that other people should
know?
Boost is a service, that even a minimal
knowledge and a non-tech-savvy person
can use. This is something which needs
minimal to little digital literacy.
Running a business for the long term in
this modern-day world requires
adaptability to innovations and the first
step can be provided to SMBs through
Boost. 
There is a dire need for SMBs to expose
themselves to the big world out there
which is made easy through digital
marketing and digital media.



ZADINGA,
Dhruv Gandhi | senior project manager 

What is your product about?
Zadinga is an app that takes care of all
retail businesses’ management needs.
Ranging from stock management and
billing to reports of sales and anything and
everything that comes in between.

What was your vision when you first
introduced this product?
When we first introduced this product in
the market, its vision was to help retail
businesses in managing and going digital.
    
How does your product help your start-
ups/ SMBs? 
Zadinga is a one-stop application for retail
businesses for their inventory
management, stock management, and
even their delivery service. 

What differentiates your product from the
other similar products in the market? 
It is very difficult to say that there is an
active presence of competitors in the
industry. The one thing that stands out
about Zadinga is that this is a single
platform which address retail merchants'
needs from building a digital presence to
helping in managing their bills and
inventory. It is something like a super-app.
Compared to other apps and platforms
which generally provide any one specific
platform for the above-mentioned service.

Did the pandemic impact your sales?
The pandemic was a help as the industry
developed a focus on digitalization. Many
SMBs realized the need for digital presence
and digital management.
The market which earlier consisted of early 

adaptors now have grown tremendously. 
As many SMBs are now looking forward to
digitalising, it has also become easier for
them to be convinced for trying out newer
products. They have understood the need
to move from manually updated systems
to automated updated systems.
Overall demand for the product in the
market has increased due to the
pandemic.
 
What steps did you take to overcome the
losses or gaps that were created because
of the pandemic? 
The pandemic did not affect our company
adversely. Instead, we have been receiving
more venture capital funding compared to
before as the awareness has increased.
The only negative aspect of the pandemic
which had impacted us was the retention
of talent. During the pandemic, it has
become difficult to retain the existing
skilled talent of employees.

When introducing this product into the
market, what was the biggest obstacle
you faced?
The size of our product is huge. As the
number of features our platform and app
provide is very high, the size of the product
is impacted.
As we started when there was little
awareness about going digital, it was
difficult to understand what kind of appeal
the customers prefer. 
There was a dilemma as to choosing their
promotion strategy solely through social
media campaigns or other forms of
marketing.
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What resources and skills in your
company are important and used
intensively at the moment? 
As we are a very tech-oriented service
provider, we require a high level of
technical skills and resources. We need app
developers and a user interface and
interaction team to cater to the needs of
their customers.
We also need a strong non-tech team, the
product management team to build
products and understand the emotions of
customers. Sales and marketing team to
reach out to a wider audience and
penetrate the market better.
Zadinga also needs the skills to understand
consumer behaviour. As our flux of 
 customers is complex, it is very crucial to
have clarity about the behaviour and many
unsaid needs of customers.

Where do you see your company and
product going in the next 5 years?
Zadinga wants to become a one-stop
super app to solve all kinds of needs a
retail business needs to go digital; continue
to grow and maintain their business online.
This would be our company’s end goal too.

What is the recruitment process and if it
goes through you what qualities do you
look for?
There are many qualities that a potential
employee needs to have and the most
important ones, apart from their aptitude,
which is existential to both the technical
and non-technical person.
One of them is the ability to empathize with

their customers. They look for customer
obsessiveness and better listening skills.
The next quality is ownership. As our
industry has just been awoken, it requires
a lot of persistence towards the job and
the company. 

How does your product help society? 
The SMBs have been the backbone of the
manufacturing sector in the Indian
economy and would continue to be in the
future. As SMBs go digital and increase
their value, that would be a huge
additional help in the value addition of the
economy.
As their value increases for the merchants,
their ease of growth also increases. This
increases the production power and
makes them more efficient and productive
by saving them a lot of time.
Zadinga also helps SMBs build customer
trust and make communication better for
both parties.

What’s your ultimate goal with this
product? 
The ultimate goal of our product is to
provide a single-stop platform that
provides every kind of digital help for all
SMBs and can be understood very easily
and in a simple seamless manner.
We hope Zadinga becomes an integral
part of SMBs day to day activities.

What do you think is the biggest risk to
your product?
One of the major risks Zandinga faces is
complexity. The mission of the company is 
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to produce a platform that is simple and
seamless to use. The user should be intuitive
about the product. This is something we are
striving to achieve.
The other possible risk could be the
cooperation and the relationship between
the various third-party service providers.
They wish to have the support and
cooperation that they have now to continue
in the future. 

What else would you want to share about
Zadinga, that other people should know?
Zadinga is a very simple app to use. This is
something that can be incorporated by
SMBs into their daily activities. This
company provides all kinds of services
ranging from creating a digital presence to
maintaining records. And all these features
are easy to access and are very useful. This
app could be something that SMBs would
subconsciously use.
The app and the total experience of Zadinga
is very clean. 



DR. RISE,
Pranav Shastry | Founder

About Dr. Rise
I’m the founder of Dr. Rise and I own 80%
of the equity in the company. The start-up
is all about helping the Gen-Z and
Millennials invest in the stock market. It
mainly targets college students since they
don’t have a huge amount of capital with
them and have lots of expenditure to
cover. Since the college students don’t
know how to invest and have less time to
learn about it, they formed a team of
people who already know about this
sector and made a platform where
students can directly invest their capital
and get the returns so that they increase
their money.

What was your vision when you first
initiated this start-up?
Many students believe that investing is for
adults who are earning and not for them.
There is also a stigma in society that you
need to invest a higher amount of capital
for higher returns, but this is not true since
everything works on a percentage basis.
The vision was to remove this stigma and
wanting more youngsters like the college
students to invest rather than just cutting
down the expenditure for a while, spend
that and get the profits and use the profits
the way you want to.

How does the supply or demand side
approach the start-up?
In the beginning, we had to approach the
students and the colleges to get more
investors and clients for our start-up. Now
we have our website which has a traffic
of about 500 to 1000 for a month with a
success rate of 20% where 20 percent of
traffic starts to invest. We are also 

working on a portal that immediately
shows the investors their investments and
will have direct access to them.

What are the procedures to be done
after they approach you?
We have associates that approach the
clients and we consider their capital, ask
about their risk portfolio like how much
risk can you afford and are you willing to
lose all their capital. Then some formalities
are to be completed and we only need
their Aadhaar card for identification and
nothing other than that is required since
we have some different SOPs that we
follow.

What do you think is a differentiating
factor of your business?
In this particular sector, there are many big
sharks like fund managers, assets
managers, etc. But we as a start-up Dr Rise
are based on a loophole that is you are
lending us money and you expect some
amount of interest from it. This particular
interest will be based on how much profits
we will be earning on your behalf when that
particular amount is invested. Whereas the
other companies are based on Demat
accounts, PAN cards, etc., and everything
has to be semi-approved this creates a
hassle and if u want to directly invest in
these companies, then you should have the
right knowledge about stocks, equity shares,
etc., or else you will be losing all of your
money. But in our start-up knowing direct
equity or stocks is not necessary since we
take care of everything.

How did the pandemic give you an
advantage?
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The pandemic was helpful to us because
the particular market was down and
whatever money we had put in gave us a
huge amount of profit. Our particular
spreadsheet for last year was 80% CAGR
which was not achieved by anyone since
we had started at that particular time
everyone wanted to invest in stocks and
the clients knew that the market was
down but didn’t know where to invest so
they came to us and then we invested and
gave a good number of returns. 

Were there any losses created due to the
pandemic?
There were no such losses created during
the pandemic. 

When starting this business venture,
what was the biggest obstacle you
faced? 
One of the biggest obstacles was
convincing the clients to invest in Dr Rise
and make them trust us with their
investments. Since our targeted segments
were students, in the initial days of
pandemics the cash flow was pretty less
for them which became an obstacle as
well and then we decided not to target
only students but to target the other
segments.

What resources and skills in your
business are important and used
intensively at the moment?
Having good communication skills is
required because people have to
communicate well with the clients and
deliver what this start-up does, the
services that we provide in the right
manner and if it is not done in the right 

manner the tables could turn. Furthermore,
I require more enthusiastic people to work
for me and require more youngsters to
work with me.

Where do you see your business going in
the next 5 years?
Instead of talking about the next five
years, I would like to talk about the next
three years where I want many
youngsters to invest in Dr Rise and start
thinking about budgeting where they
could save more and invest in something
more expensive rather than just spending
the money blindly without budgeting. If
more and more people invest, they will
start calculating in the sense that they
gave Dr Rise some amount of money
where it is now, and once they start
thinking about their expenditures it will
help them to control their finances.

Were there any plateau points where
you felt like giving up?
There were no plateau points where I felt
like giving up because I started this when I
came up from a downhill so I never
thought of giving up.

What qualities do you look for, when you
recruit your employees?
I mainly recruit the employees based on
their communication skills where they
would communicate well with the clients
also, I want them to be enthusiastic even if
they don’t know about stocks or
investments because in our hiring process,
we teach them the course and once they
clear this course, they will be going
towards the interview sessions and then
they get recruited.
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How many employees does your
business require to run?
As of now, we are running with 48
employees excluding me. We are running
smoothly because we have 590-600
clients and for those many clients, we
have a sufficient number of employees. In
the future, if the number of clients
increases, we will have to recruit more
employees.

How do you manage your workforce in
your business?
The whole workforce is generally based
on the affiliating market but there is also
some hierarchy that we follow. Moreover, I
don’t have to pay anyone regularly since it
depends on how many clients they bring
in, and pay them accordingly. The
workforce is not divided, it is based on the
number of clients that they bring in.

How does your start-up help society?
We contribute to the economy because till
now the students didn’t have any role in
contributing towards the economy but
now, we are bringing a huge sector of
students where we being 18 years old to
invest is not important since a 15-year-
old can invest with the help of our
company. This will in turn help society to
grow. 

What’s your ultimate goal with this
start-up?
I want everyone to realize one thing
“Savers are losers” that’s what I feel.
People who try to save money eventually
lose their money because through
inflation everything will be eaten up. 

We need to invest our money rather than
save it since there is a big difference
between investing and saving, people
have to understand and realize that.

What do you think is the biggest risk to
your business?
The economic risk will be our risk. If there
is some market crash or something gets
banned like cryptocurrency is banned in
India which hits the company. 



What is your start-up about and who’s
the founder?
Our Startup is fundamentally based in the
Food and Beverages Industry. We sell
cooking experiences through cook-it-
yourself meal kits. As the name suggests,
we pack all the ingredients required to
cook a particular dish in the correct
proportions. We have 5 founders who are
Sukesh, Sharuq, Salman, and Vyshnav
from IIIT Chennai and, Vishwaajith from
Mahindra University. We registered
ourselves as ChefAtHome FoodTech LLP
and function under the name Zang. We
call our CIY kits Zangboxes. 

What was your vision when you first
initiated this start-up?
Initially, our vision was to provide door
delivery of fresh groceries from local retail
stores, and that later evolved into selling
cooking experiences via CIY kits. 

How does the supply or demand side
approach your start-up?
We have a website from which our
customers can place an order. Once the
order is placed, we notify our operations
partner and then he procures the
ingredients, cleans, cuts, packages, and
dispatches it. For scenarios where we
expect more demand, we keep a certain
amount of ingredients readily available to
ensure there are no delays in deliveries.

What are the procedures to be done
after they approach you?
Customers can place an order from our
website within 30 seconds from the
variety of dishes we offer. Once an order is
placed, our operations partner is notified
through an admin dashboard. 

The operations partner has a list of
instructions of how they are supposed
to pack the kits. So, then they procure
the ingredients required, clean, cut, do
any pre-preparation required like
grinding some powders or pastes and
then pack the kit and dispatch it. After
the customer receives the kit, all that
they are supposed to do is unbox it, look
at the detailed set of instructions. Take
a pot/pan/cooker and a few spatulas
and they can cook the dish in less than
30 mins with just 5-6 simple steps. 

How did the pandemic give you an
advantage?
The pandemic was both a boon and a
curse for us. It was during the early
stages of the pandemic that we started
researching problems faced by our near
and dear. Then after much
brainstorming, we got this idea. Then
we started looking for online classes
from which we can learn more about
entrepreneurship and we found a
bootcamp being conducted by the 
 Wadhwani Foundation and IIT Kanpur.
If the pandemic would not have
happened and we would not have got
the time to sit and think about problems
faced by people. 

What do you think is a differentiating
factor of your business?
The key difference from our competitors
is our interesting and innovative recipes.
We have chefs from different parts of
the country who help us in formulating
innovative recipes. Any recipe bought
from us can be cooked in under 30 mins
with just 5-6 steps. 

ZANG,
Vishwaajith P | Co-Founder & Deputy CEO



Were there any losses created due to the
pandemic?
After we gained more knowledge about
entrepreneurship and developed our
business model and were ready to launch
in the market, the pandemic was still on so
we could not go out into the field, find
operations partners and start sales.
Nevertheless, we didn’t lose hope and
finally, we found an amazing operations
partner who took up the responsibility.

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic?
As offline sales wouldn’t be possible, we
worked on strengthening our online
platforms. We made a website and started
social media marketing through Instagram.
We launched 2 dishes for Diwali in 2021.
We didn’t have an operations partner back
then so one of our founders took up the
responsibility and we delivered pan India. 

When starting this business venture,
what was the biggest obstacle you
faced?
One of the biggest obstacles we faced is
convincing our family. My family has
absolutely no business background. My
father and grandfathers did not fancy
venturing into business. They preferred
jobs. I had a tough time convincing them
that I want to be part of my team because
I see a great potential in this idea.
Eventually they came around and
supported me. They also helped me set up
my startup as a stall in Mahindra
University’s E-Summit.

What resources and skills in your
business are important and used 

intensively at the moment?
We have 6 major departments in our
startup – product, operations,
marketing, technology, finance and HR.
We use the expertise of chefs and
nutritionists to formulate our recipes.
We need efficient and sustainable
operations. Our marketing team uses
various softwares to design posters,
advertisements and Instagram posts.
We have a marketing expert who has
40 years of experience in this field.
Apart from these we also have higher
trained and professional post graduates
as HR interns.

Where do you see your business going
in the next 5 years?
Right now, we are living in Chennai and
are looking for expansion to Bangalore
and Hyderabad. 5 years down the line
our business will have a stronghold on
all the tier 1 cities of India and will be
looking for ways to penetrate into the
markets of tier 2 cities. 

What do you think is the biggest risk to
your business?
One of the biggest risks to our business is
the big players in the market. If they would
have known that there is a space where we
can sell cooking experience they might have
ventured into this field. So, in future if they
find this as a successful field and venture
here then it can be a risk for our business.
But we are confident that by that time we
will have secured a place in the market. 

Were there any plateau points where
you felt like giving up?
Yes, we faced quite a few situations
where we felt like giving up. During the 
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Diwali launch, we faced a lot of issues
with deliveries. We had tied up with a
reputed delivery partner who promised to
deliver our CIY Kits within 3-4 days but at
the last minute, the company backed off
and said they need at least 10 days to
deliver. We had 40 orders that were
packed and ready to be dispatched. We
almost broke down. But we did not want
to let down our customers and so we
looked for alternative delivery partners and
shipped our orders. They reached the
customers 1-2 days late but the orders
were in proper shape.

What qualities do you look for, when you
recruit your employees?
At the moment we have 50+ UG and PG
students who are interning with us. We
post ads on LinkedIn and then we filter out
all the responses. After that our HR team
sits together with the team heads and we
discuss whom to select for the next
process. Then we start our interview
process. After a much grinding interview
process, we select the best gems.
According to our statistics, the selection
rate at Zang is 10%.

How many employees does your
business require to run?
At this point in time, we require around 7-
10 full-time employees and around 50
interns. In the future, we’ll be expanding.

How do you manage your workforce in
your business?
We have a highly skilled HR team that
helps us in managing our other interns
efficiently. They keep a check on the
progress of every department, keep a tab 

on the attendance of interns and reach out
if anybody requires any kind of assistance.
The HR team also conducts Fun Day
sessions every Saturday evening to have a
fun and informal session where interns from
all the departments can have fun together,
learn from each other and network with
each other.

How does your start-up help society?
According to research, a human being
wastes approximately 50kg of food per
year and the irony is that the same human
being consumes 50kg of rice per year. This
is indeed a gloomy situation. We help solve
this problem by providing all the ingredients
required in the correct proportions. We are
researching on sustainable packaging to
minimize the use of plastic.

What’s your ultimate goal with this start-
up?
Our ultimate goal with this startup is to
provide top class cooking experience to our
customers with the help of interesting,
innovative and healthy recipes with our CIY
Kits.

ZANG



What is your start-up about and who’s
the founder?
The founder of Save the Young Heart is
Anand Agarwal but the evolution of the
digital angle of the business was bought
by Anand Agarwal’s son Soham Agarwal.
The start-up is all about facilitating both
consultations and courses regarding
heart-related things. The course is
specifically related to the heart like yoga,
meditation, etc. They are focusing on a
particular niche segment in the medical
industry which is huge.

What was your vision when you first
initiated this start-up?
Initially, we did awareness campaigns
regarding heart attacks and diseases
related to the heart, my dad is a
cardiologist and is interested in creating
awareness within the society. However,
due to the intervention of the pandemic,
we had to start a website and digitalize
whatever we were doing. I took the
responsibility for developing this website
along with a few others. The main vision is
to spread awareness with the help of
social media and conference events, build
the community, help people and provide
consultations. But the basic idea was to
help the heart patients.

How does the supply or demand side
approach your start-up?
During the pandemic, we had to digitalize
whatever we were doing and the demand
for the online consultation increased. So,
the people type out online consultations
with the doctors on google that’s where 

ads started displaying, and then they
used to visit our websites which
connected us with the customers who
never knew about us. There are even
other ways like the awareness ads. Most
of the doctors that approach us are
through my dad’s contact networks since
he is a doctor himself. The websites that
we build show all the necessary
information like the degrees of the
doctors, available hours, a quick synopsis,
available appointment dates, and
registration numbers which make it easy
for the customers to access them.

What are the procedures to be done
after they approach you?
We send them the confirmations for the
appointment they booked via email as
well as on WhatsApp since many people
don’t check their emails and also get their
registration numbers. It’s basically
customers’ choice of choosing the doctors
whom they want to consult with and we
just help them to schedule the
appointment that they booked and send
them the confirmation.

What do you think is a differentiating
factor of your business?
The main differentiating factor according
to me that differentiates us from others is
that we are specialist in providing heart-
related services and the other thing is the
roles and the services that we provide is
not present on any other websites,

How did the pandemic give you an
advantage?      

Digital Partner & the son of Founder I Soham Agarwal

SAVE THE YOUNG HEART,



In the initial stages, we were facing
difficulties since the advertisers were
reluctant to advertise since people were
losing jobs so the demand wasn’t that
great. But after that rolled out digital just
went up and at that time, we went
completely digitalized which gave us a
huge advantage since people were
preferring more of online consultations
with doctors rather than going and visiting
them 

Were there any losses created due to the
pandemic?
We had losses since it was our first time,
especially during the initial days when we
didn’t have much experience so we were
bound to have losses. According to me,
getting a business model to work
consistently will be the greatest
achievement rather than just getting
profits.

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic?
We have a strong customer base who
have come back for the consultations
again and are attached to the company
which is pretty much working for the
company to overcome the losses and the
gaps which were created.

When starting this business venture,
what was the biggest obstacle you
faced?
The biggest obstacle that we faced as a
business was technology capability,
recruiting the right set of people to do the
business, and creating the trust factor
among the people to trust the website was
the biggest obstacle that I faced.

What resources and skills in your
business are important and used
intensively at the moment?
Having the persistence to complete your
work because we initially thought that we
could develop the website within a month
but it took us six months to develop it.
Then comes the ability to listen to people
who are professionals in what they are
doing and applying it and also to learn
different things.

Where do you see your business going in
the next 5 years?
Our business is currently getting 10-15
consultations in a month. Over time we do
have plans to set up an office that is
cyber-independent like a screening clinic
or critical care. Even though there is time
restraint, I feel there is so much potential
in the health market.

Were there any plateau points where
you felt like giving up?
No, there were no plateau points where I
felt like giving up. I feel you should never
give up, instead, you should learn
something from that situation.

What qualities do you look for, when you
recruit your employees?
Like I said before, persistence is important
for those who are eager to do it not for
money, willing to put in the effort, and not
give up easily.

How many employees does your
business require to run?
There are mainly 4 employees in the
business except for the doctors since they
are the partners.

SAVE THE YOUNG HEART 



How do you manage your workforce in
your business?
They get mail confirmation and
notifications on their WhatsApp as well
since many people don’t check their mail.
Then the doctors talk to them and for the
courses are automatic they buy them and
then they can access them. The customers
decide which doctor they want to consult
to provide solutions to their problems.

How does your start-up help society?
It helps by making them aware of their
health but the crux of it is to provide them
with mental peace after having heart
issues.

What’s your ultimate goal with this start-
up?
To see in what ways, we could help the
people with their heart-related issues and
explore the health market so that we could
help them according to their needs.

SAVE THE YOUNG HEART 



Founded by Amit Kumar (CEO), Praveen Yalla (CTO), & Rakesh Biswal (COO).

SHANROHI TECHNOLOGIES,

What is your start-up about and who’s
the founder?
Shanrohi Technologies Pvt Ltd is a startup
that has created a digital platform for the
automotive industry called RAMP, to
integrate all the stakeholders of this
industry and initiate transactions between
them. The digital platform consists of
different interfaces/applications for
different stakeholders like Garage
Management System(GMS) for
service/garage companies, Dealer
Management System(DMS) for dealers
(new/pre-owned vehicles), Moto-App
(mobile app for vehicle owners), Vendor
Management System(VMS) for spare parts
vendors, Preventive Fleet Management
Solution(PFMS) for fleet companies, Lease
Management System(LMS) for lease
companies, etc. All the applications can
operate stand-alone or as a part of the
platform, interacting with other
applications, for eg- GMS can interact with
VMS to place spares orders, can interact
with the moto app to receive & fulfilling
service orders, etc.
The platform and its related applications
are available as SaaS and PaaS offerings. 
The startup was founded by Amit Kumar
(CEO), Praveen Yalla (CTO), and Rakesh
Biswal (COO).

What was your vision when you first
initiated this start-up?
The vision of our startup was to bring all
the stakeholders of the automotive
industry onto a single digital platform and
enable seamless transactions between
them.

 

 

How do the SMBs approach your start-
up? 
RAMP has got a good response from
SMBs because of the several touchpoints
that the company has created through
several digital marketing strategies.
Around 60% of the overall enquires are
received online and primarily through our
website.

What are the procedures to be done
after an SMB approaches you?
Once the SMB approaches, they have
conveyed the capabilities of the
applications and the platforms and
subsequently are requested to provide
essential data like organization name, GST
No, addresses, etc. to create an instance of
the application. The instance is available
for a week’s time for the SMBs to explore
free of cost. If the SMB likes the offering,
payment is collected and the instance is
extended for a period based on the type of
package/contract chosen by the SMB.

How does your business help SMBs?
As RAMP caters to different types of SMBs
within the automotive industry, the benefit
varies from stakeholder to stakeholder.
The core benefits, to name a few include
customer management, business process
management, order fulfillment, billing and
invoicing, data analysis/reporting, and
business intelligence.

What do you think is a differentiating
factor of your business? 
RAMP is founded by people who didn’t
have any experience in the automotive 



SHANROHI TECHNOLOGIES
industry hence the applications and the
platform are of the users, for the users,
and by the users. The platform and the
applications are built after spending a lot
of time listening to our end users. Hence,
ease of use is one major differentiating
factor. RAMP is also the world’s first digital
platform of its kind that is trying to
integrate as many stakeholders of the
automotive industry, which ensures that
every need of this industry is just a click
away for it to be fulfilled.

How did the pandemic give you an
advantage?
The pandemic helped to shift the mindset
of the users to look for digital options to
receive and fulfill orders. Doing business
online is being seen as a long-term viable
option. 

What did you have to give up because of
the pandemic?
The pandemic did close down a lot of
SMBs, which impacted our businesses and
resulted in the reduction of the workforce,
primarily the field salesforce and the
support staff. 

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic? 
Pandemic helped us in various ways to
streamline and expand our business. It
helped us to optimize our resources, fine-
tune our thought processes, and finally
helped us go global.
 
When starting this business venture,
what was the biggest obstacle you

 
 
 
 
 

faced?
At every step, the obstacles and
challenges differ, but while starting the
business venture, industry & domain
knowledge were the major obstacles.
As none of us founders were from this
industry, finding out the right person to
impart knowledge and educate us about
the industry and the business, was a major
challenge.

What skill in your business is important
and used intensively at the moment? 
Communication, listening, attention to
detail, and problem-solving are the key
skills required in our business. 

Where do you see your business going in
the next 5 years?
RAMP intends to bring in most of the
stakeholders onto its platform in India and
becomes the backbone of the service
industry by penetrating into 15000 service
stations in the next 5 years.

Were there any plateau points where you
felt like giving up? 
Giving up was never an option. There were
trying times, but the idea was also to look
for ways to overcome the problems.
Pandemic was hard to sustain, because of
lack of funds and other issues, but as an
organization, we came out stronger and
more successful than ever before.

What qualities do you look for when you
recruit someone?
The right attitude is the only thing that is
looked out for while recruiting. A team
person who is empathetic towards the  



SHANROHI TECHNOLOGIES
client and the organization, and walking
that extra yard to ensure success for the
organization is considered as right attitude
for us. 

How many employees does your
business require to run?
Our business requires around 20-25
people for it to run efficiently and this
constitutes both an in-house and out-
sourced workforce.

How do you manage your workforce for
a particular SMB? 
As RAMP is offered as a SaaS offering, we
don’t have a dedicated workforce for
SMBs. But at the same time, we do have
support and training teams to help our
SMBs become proficient in the usage of
the software.

How do you decide what’s the best
solution for the problems that SMBs
face? 
As mentioned earlier, the product is of the
SMBs, for the SMBs and by the SMBs,
hence the solutions also are offered by the
SMBs. We as an organization, figure out
the tech possibilities of the solutions being
suggested. 

How does your start-up help society?
Our startup is yet to create an impact on
society, but in long run, it’s expected to
bring efficiency & transparency to the
automotive industry, apart from creating
more jobs. 

What’s your ultimate goal with this
start-up? 
The ultimate goal is - Make RAMP a brand.

 



Rudrani Tech,
Sankeerth Reddy Atla | Founder & MD 

About Rudrani Tech
The founder of the startup is Sankeerth
Reddy Atla, it is called Rudrani Tech. 
The startup is about software
development. Mission Statement - To
digitalize small and medium scale
businesses. 

What was your vision when you first
initiated this start-up?
Initial idea was to develop SaaS for use
cases in the real estate domain.

How do the SMBs approach your start-
up?
The start-up is marketed using Google ad
campaigns, which is primarily how
SMBs find out about the start-up and
approach us for a solution. 
 
What are the procedures to be done
after an SMB approaches you?
Once the lead is established, the target or
requirement is discussed, once a solution
is decided, its details and the pricing
structure are discussed, negotiation
process takes place eventually after
which the deal is closed. 

How does your business help SMBs?
Vitally, this start-up establishes a website
for small-scale businesses and also helps
them digitally advertise themselves. 

What do you think is a differentiating
factor of your business?
The process of conducting business is
more transparent. Customers have a more
clear understanding of all that is
happening in the back end. Moreover, 

pricing is also comparatively low.

How did the pandemic give you an
advantage?
It opened up the market a lot. It made
people more aware of the digital market,
especially in countries such as the USA
and Australia.

What did you have to give up because of
the pandemic?
We did not have to give up anything.
Pandemic only played to our advantage. 

What steps did you take to overcome the
losses or gaps that were created by the
pandemic?
No losses or gaps were created in the
organization due to the pandemic.

When starting this business venture,
what was the biggest obstacle you
faced?
Initial market penetration was tough and
in order to get into the market, we had to
trust a lot of companies.

What skill in your business is important
and used intensively at the moment?
Advertising skill is currently very important
for us however apart from that being able
to design the right type of solution for the
problem.

Where do you see your business going in
the next 5 years?
The start-up believes it will be establishing
more offices around the world and might
have a fair chance of being regarded as a
big company around the world.



Were there any plateau points where
you felt like giving up?
It was in the initial stages when we
wanted to give up as no clients were
turning up.

What qualities do you look for when you
recruit someone?
Apart from the required skills, one major
quality is honesty.

How many employees does your
business require to run?
There is currently a team of 10 permanent
employees and an additional 15 members
hired on contract.

How do you manage your workforce for
a particular SMB?
The fixed Task Model is used in which
each employee is given a specific task.

How do you decide what’s the best
solution for the problems that SMBs
face?
We have to break through the stigma in
society that technology is difficult to use.

How does your start-up help society?
It helps grow the Indian economy by
assisting small and medium scale
businesses. We also help in digitalising
the economy.

What’s your ultimate goal with this
start-up?
One ultimate goal of this startup is to
stand on par with one of the biggest
companies in the world. 

Rudrani Tech



Founder | Venkata Radha Krishna Thatavarti.
OXYLOANS,

business’s problem today is the availability
of funds. So as per our knowledge, we are
solving the top most problem of the SMBs. 

What do you think is a differentiating
factor of your business? 
The uniqueness of our business is that we
generally do not reject any loan
application. In the case of banks, they
have certain rules and regulations to be
followed for which they mostly reject 17
applications out of 18. This means they
accept only approve one application, that
is the market trending matrix. But in our
case, we do not reject anyone, we
understand them, we propose lots of
lenders and then we try and bring the
SMBs and individual lenders together and
execute the loan.

How did the pandemic give you an
advantage?
During the pandemic, most people moved
online and spent more on online media. So,
we being an online platform, had been
attracted by a few SMBs. SMBs is still a
small sector for us as small and medium
businesses don’t even know that loans are
available online, but at least for people
who moved digital online for them, we are
at least helping.

What did you have to give up because of
the pandemic?
In our case, fortunately, we have not been
hit by the pandemic, so we haven’t done
any drops or we did not give up anything. 

 

What is your start-up about and who’s
the founder?
Our start-up is RBI-approved, a peer-to-
peer lending company.

What was your vision when you first
initiated this start-up?
Enabling funds availability for the small
and medium businesses.  SMBs need
working capital, startup capital, and also
order-related capital. Our company,
oxyloans will enable loans for the SMBs. In
peer-to-peer companies any individual can
give loans and small and medium
businesses can take loans, we just work
like banks. The difference is in oxyloans
the lender can directly lend the loan to the
SMBs, there are no intermediaries.

How do the SMBs approach your start-
up? 
We are an online platform. So, any SMB
can directly go to the oxyloans.com
website and register as borrowers if they
want money and register as a lender if
they give money. By registering
themselves they can participate this way.

What are the procedures to be done after
an SMB approaches you?
Since we are an online platform, they can
come to oxyloans.com they can upload all
the documents and can seek a loan for
their business.

How does your business help SMBs?
Our company gives loans to SMBs. It’s a
direct help. Any small and medium  

 



What steps did you take to overcome the
losses or gaps that were created because
of the pandemic?
Fortunately, during the pandemic, we have
actually done 3x business, and our
business has grown.

When starting this business venture,
what was the biggest obstacle you
faced? 
The biggest obstacle that we faced during
the venture starts, in our case, we are also
a small company/start-up who are
completely online. So, the problem that we
were addressing is traditionally people
exchange money in the form of loans
between known individuals, between
relatives, friends, etc. and they are okay
with this process as they use promissory
notes and cheques for the process of
recovery. But when we say the same,
when we say we’ll do the same for peer-
to-peer loans, as anyone can exchange
money with anyone, people were not able
to digest the change as to how can
anyone give and take money on an online
platform, so for two to three years most of
them felt it was not legal it was illegal and
all, but finally after 2 years of struggle RBI
announced a peer-to-peer license and we,
Oxyloans also got an RBI license. Now, we
are a powerful company doing 100cr+
business online
.
What skill in your business is important
and used intensively at the moment? 
We are a technology company, a software
company so we use software mostly. We
follow Java technologies regularly in our
startups.

Where do you see your business going in
the next 5 years?
In the next 5 years, we have an opportunity
to become a 7000 crore disbursement
company for which we need lots of
channels and we are getting ready for it.

Were there any plateau points where you
felt like giving up? 
As mentioned earlier, fortunately, we are
doing good and nowhere near giving up. 

What qualities do you look for when you
recruit someone?
So, since we are a technology-based
company the qualities that we look for at
the time of recruitment are technical skills,
and also the ability to learn new things and
along with it, we are also looking for
communication skills.

How many employees does your business
require to run?
Currently, we are 30 people but for our
company to grow we need to add over 200
people in the next five years.

How do you manage your workforce for a
particular SMB? 
In the case of SMBs and start-ups,
managing a workforce business is easy as
it’s small in number and we talk to them
every day and we encourage them every
day. Communication gets easier as we
regularly meet and discuss. In our
company, we also have a HR department
who takes care of the human resources
and we also have a sales team who takes
care of sales, and also a technology team
who takes care of all the technical work, all 

OXYLOANS



three teams report to me, being a founder, I
have been getting help from the other
leaders.

How do you decide what’s the best
solution for the problems that SMBs face? 
In the case of start-ups and SMBs, there is
nothing called the best solution. So, we
keep understanding and attempting
various solutions. So whichever solution
gives us the best results, we take it up. We
always go with a trial-and-error method
when we are proposing or launching a
solution for our own problem.

How does your start-up help society? 
In today’s time, in our society, everyone
wants to earn a monthly income and they
want some kind of assured and
guaranteed income. So, we are a company
that is enabling lots of individuals to put
money on our platforms and earn 1.75-2%
returns. This means if someone is having
1,00,000/- and if they put that money on
our platform, we give them 1750-2000
months on monthly income. At the same
time, we take this money and give it to
small and medium businesses and salary
loans. So, every transaction we do is
involved in helping society.
 
What’s your ultimate goal with this start-
up? 
Our ultimate goal is to 7000 crore
disbursement on the platform and help
1,60,000 people to get into the jobs. So,
because of our 7000-crore disbursement,
we are giving employment to people.
Indirectly or directly, we are there to build
the economy and help the problem of
unemployment and help the money in the
rotation and help the SMBs.
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MERCA,
About Merca
Technology solutions for small businesses
and NGOs. 

What was your vision when you first
initiated this start-up?
To provide tech solutions to organizations
that can't afford them.

How do the SMBs approach your start-up? 
Connections of BITS and alumni network.

What are the procedures to be done after
an SMB approaches you?
Sign a contract and MoU regarding the
project. 

How does your business help SMBs?
By providing solutions at a low cost so
finance is not an issue

What do you think is a differentiating
factor of your business? 
We provide technology solutions at a very
low cost.

How did the pandemic give you an
advantage?
Since everything was moving online,
technology was needed more than ever to
sustain businesses online.

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic? 
No losses were incurred.

When starting this business venture, what
was the biggest obstacle you faced?
Technology related errors such as outdated
software .

Where do you see your business going in
the next 5 years?
Providing technology solutions at a low
cost so every organization can afford it.

Were there any plateau points where you
felt like giving up? 
When we were facing errors while
developing an application.

What qualities do you look for when you
recruit someone?
Coding, communication, development
skills, data science skills.

How many employees does your business
require to run?
We have 7 of them currently.

How do you manage your workforce for a
particular SMB? 
Place employees on projects depending on
their skillset.

How do you decide what’s the best
solution for the problems that SMBs face? 
Prototyping, testing, and research in UI/UX.
 
How does your start-up help society?
Providing tech solutions that help NGOs.

Founders | Pranav and Siddharth



About Hooper (hooperlabs.com)
Hooper is an intelligent app creator
platform that enables citizen developers to
build composable enterprise apps, at a
speed of no code.
Technology-based startup with
headquarters in California and R&D team in
India. Have been in technology
development for over 4+ years and have
customers in Asia, Europe & Africa, and
expanding into US and Canadian markets.

What was your vision when you first
initiated this start-up?
Consumer First, Business Next.
To make the day to day life better for every
business and to give their customers the
most compelling consumer experience
possible.

How do the SMBs approach your start-
up?
Website, Email campaign, Network,
References, Word of Mouth

What are the procedures to be done after
an SMB approaches you?
Pre-sales activity includes an introductory
call followed by a demo, POC, and price
negotiations.

How does your business help SMBs?
Solution turn-around time reduces by 70%,
Productivity increases by over 3x, Cost-
savings for business go up by 60%, App
development effort decreases by over 75%.

What do you think is a differentiating
factor of your business?
a. Hooper App Creator Studio - Helps
create complex apps using a drag & drop
visual framework and configuration studio.

b. Hooper HyperFlow Framework - It uses
a fully configurable rule and workflow
engine to design and automate business
processes.
c. Hooper Decision & Orchestration Bots -
Fully programmable framework to design
business logic, exchange data & integrate
with external apps using rich APIs.
d. Customise & Interconnect your processes
e. Simple Connect, Compliment your legacy
systems f. Flexible, Scale, & grow as you
need

How did the pandemic give you an
advantage?
Business First and Technology's next
approach gave us the edge. Flexible, Scale
as the business grows was the need of the
hour which was an added advantage.

What did you have to give up because of
the pandemic?
Travel but on the other side, it helped
reduce cost and also made us digital-
ready. Now we do everything virtually
starting from introductory call to
onboarding and support.

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic?
Mostly every SMB wanted to go and
transform themselves digitally, so, there
was no point in losses due to the pandemic
but we fixed a few gaps that are helping us
not to move and onboard business quickly.

When starting this business venture,
what was the biggest obstacle you
faced?
Resources & once MVP was ready, finding
an early customer.

 Co-founder | Kiran BhimineniHooper,



HOOPER LABS
What skill in your business is important
and used intensively at the moment?
Business understanding, domain-specific
knowledge as our platform is domain and
vertical agnostic.
Advanced Java, J2EE, AngularJS,
TypeScript, Python, Ionic framework.

Where do you see your business going in
the next 5 years?
Hopefully a Unicorn with a million
customer base.

Were there any plateau points where you
felt like giving up?
Every day, every moment but never give
up.

What qualities do you look for when you
recruit someone?
Solution Engineers: Quickly understand the
business, End 2 end business flows, and
solutioning.  Tech Engineers: Advanced
Java, J2EE, AngularJS, TypeScript, Python,
Ionic framework.

How many employees does your business
require to run?
Around 50.

How do you manage your workforce for
a particular SMB?
Based on the business need, a respective
solution engineer will be assigned for each
account.

How do you decide what’s the best
solution for the problems that SMBs
face?
Our business solutioning team
understands the business and then plots 

down all the pain points, prepares an end
2 end business blueprint, followed by a
business solution document. This will help
us identify the right solution for the pain
areas businesses face.

How does your start-up help society?
Not sure if will be a direct impact on
society but definitely there will be an
indirect impact

What’s your ultimate goal with this
start-up?
We believe the world is a place of
interconnected people and businesses
and our role is to connect all businesses to
their people whether they are their staff,
their management, their partners, or their
customers.
We want to digitalize, transform,
empower and modernize all business
processes to be ready to enjoy the new
digital world. We want businesses to
deliver their value while improving their
productivity in a new age contact less,
remote, and mobile working
environments.
Get them ready for the new world, and
make them future-proof. Connect,
Engage, Achieve, Anywhere.

 



What is your start-up about and who’s
the founder?
It’s basically a consulting company started
in March 2021 where we give advice for
implementing Oracle, maintenance, and
upgrade of their existing system, moving
business from on-premise to cloud.
Basically, it is an IT company.

What was your vision when you first
initiated this start-up?
My vision was to do something
independently. And the company’s vision is
to ease the work of customers with
honesty.

How does the supply or demand side
approach your start-up?
Every startup has a hiccup in the starting
of the business. Getting a project, is very
difficult at the moment because it is a
startup. Basically through known contacts
and people who have confidence in me
who give me the projects. We are not a big
company where we can ask for a project
whenever needed. Right now, the best part
is that I have the resources but fewer
projects. I am pretty much sure that both
the number of resources and the number of
projects will be on equal sides.

What are the procedures to be done after
they approach you?
First and foremost, we get into an
agreement with the customer which is
legal in nature. We look at the
requirements and based on that we try to 

place resources. If we don’t have the
required resources, we try to hire or
contract somebody. We look at the
requirements and based on that we try to
place resources. If we don’t have the
required resources, we try to hire or
contract somebody.

What do you think is a differentiating
factor of your business?
The differentiating factor in the business is
the resources that I have. All are
technically sound. It is hard to find these
kinds of resources in today’s market. Many
organizations are struggling to find
resources but I have plenty with me.

How did the pandemic give you an
advantage?
We started this company during the
pandemic. I don’t know if it was a blessing
or not but it worked out well. We could
start slow and build upon that. There were
a lot of people who were looking for a job
which helped us. I also have a few friends
who’ve given me some work to do. It was a
nice platform for me, unlike some of the
companies that have shut down I could go
slow and now I could build on that.

What steps did you take to overcome the
losses or gaps that were created because
of the pandemic?
We didn’t find any loss because we had
started the company during the pandemic.
There was nothing that we faced.

Global Spark Tek Solutions,
Director | Sunil Erathodathil



When starting this business venture,
what was the biggest obstacle you
faced?
The biggest obstacle faced during the
starting of this business was with respect
to documentation and company setup.
There are a lot of procedures/behind the
scenes to set up a business. Apart from
that, I didn’t find anything else.

What resources and skills in your
business are important and used
intensively at the moment?
We require highly technical resources who
are good with MySQL, PL SQL, and Java. 

Where do you see your business going in
the next 5 years?
What we’re trying to do is - planning to
set up the business in  Brazil, the USA, and
the Middle East to an extent. Expansion is
basically what we’re looking at once our
company stabilizes in the coming years.

Were there any plateau points where you
felt like giving up?
No, like I said It was a blessing that we
started in the pandemic and we knew
business will be slow and it’ll take some
time to keep it running. But luckily, we had
a few projects during the pandemic so it
helped us.

How many employees does your
business require to run?
It’s an IT company so when we keep
getting projects it keeps expanding. So I
cant give you a figure but based on the
number of projects allotted to us those
many people are allotted to specific
projects.

How does your start-up help society?
It’s an initial phase which we started but
coming forward we are looking for some
CSR Activities. It depends on how we span
out in the next 1 and a half years. We are
planning to do some activities for the
underprivileged kids.

What’s your ultimate goal with this
start-up?
The ultimate goal of the company is to
expand globally and to work in different
regions.

What do you think is the biggest risk to
your business?
The biggest risk is the resources and if we
don’t get the right resources we are
doomed.

What qualities do you look for, when you
recruit your employees?
First and foremost are the technical skills
and then the attitude of a person. These
are the main things we look at.

Global Spark Tek Solutions



BWJ Tech Solutions,
Ambeer Bharadwaja | Founder & CEO 

About BWJ Tech Solutions
I’m the company's founder and CEO. BWJ
Tech Solutions is the Beast Digital agency
that will intelligently and innovatively
associate and transform your business. To
serve our business clients, we had
Integrated Technology+Digital Marketing.
BWJ is a one-stop solution for your entire
business, where we digitise your business
and take it to the next level with our Best
Website Development, Digital Marketing,
Mobile Applications, and Graphic Design
Company Services.
We maintain a well-defined customer
journey map with our clients as we
humanise the Digital Experience by
creating the Ideal service experience. BWJ
maintains transparency and on-time
project delivery, as well as future support.

What was your vision when you first
initiated this start-up?
Our partnership with our clients meets the
World Class Digital Platform &
Technology to transform their business to
the next level with our expertise,
specialized skilled team.

How does the supply or demand side
approach your start-up? 
They approach the start-up through
various social media platforms,
advertisements, and a variety of other
marketing strategies.

What are the procedures to be done
after they approach you?
As per their requirement - Provide an
overview, review the OKRs (objectives
and key results), cover expectations and
exclusions, present a high-level schedule,

introduce our team, define
communications, discuss the unexpected.

What do you think is a differentiating
factor of your business? 
Efficient and Affordable Costing. 

How did the pandemic give you an
advantage?
According to our services, one of them,
"Digital marketing," provided us with
numerous advantages during the
pandemic. In that case, we are very helpful
to the client in providing the best digital
marketing services.

Were there any losses created due to
pandemic?
No losses.

When starting this business venture,
what was the biggest obstacle you
faced?
Resources issues.

What resources and skills in your
business are important and used
intensively at the moment? 
Software Development & Digital
Marketing Skills

Where do you see your business going in
the next 5 years?
Level 3 company.
 
Were there any plateau points where
you felt like giving up? 
Financially, yes. 

What qualities do you look for, when you
recruit your employees?
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Eagerness to Learn, Self-Reliance, Loyalty
 
How many employees does your
business require to run?
Minimum of 5.

How do you manage your workforce in
your business? 
Set attainable goals for employees and be
prepared to evolve with the business
market.

How does your start-up help society? 
Providing employment and internship
opportunities at cutting-edge start-ups.
We connect businesses and government
agencies with large and diverse talent
pools.

What’s your ultimate goal with this
start-up? 
Here at BWJ Tech Solution, technology
meets innovation and digitalization, and
our team of industry leaders assists your
business in achieving each goal
challenging for your business road map.

What do you think is the biggest risk to
your business?
Business Interruption.



Dubverse,
Varshul Gupta | Co-Founder 

About Dubverse
The founder of this start-up is Varshul
CW and the co-founder is Anuja Dhawan.
For the start-up to be led, we use
technology as our core principle. We are
an AI start-up working on a product
which automatically translates video
content to multiple Indian languages. The
product accepts video in one language,
processes it according to the language it
should be translated to, and then
generates the final output. Instead of
recreating a full video from one language
to another, we assist clients by getting it
done in less time and at a lower cost. 

What was your vision when you first
initiated this start-up?
This start-up's vision was to assist
individuals as well as small and medium-
sized businesses (SMBs) who are
struggling to convey their messages in
multiple languages. In today's world,
everyone wants to watch a quick video of
how to do a particular chore or work
before doing it. It would be more amusing
to watch it in one's own language rather
than using subtitles and struggling to
understand the words/lines spoken in a
different language. Even though English
and Hindi are the most widely spoken
languages in India, it is high time that we
address and acknowledge all local
languages because that is what India is
known for.

How do the SMBs approach your 
start-up?
SMBs are the ones who are in much need
of this technology. If they shift their
business from one state to another, they 

would want their business to get
advertised or at least promoted in the
native language of that state for the
business to be effective. So we are able to
help them scale their operations from one
state to another very seamlessly. The
SMBs approach our start-up via social
media platforms, word of mouth, and
advertisements.

What are the procedures to be done
after an SMB approaches you?
We analyse their situation and come up
with a solution. These are the common
procedures that we follow. We never
make any changes to the visuals, but the
audio will be replaced with the chosen
target language. So, you’ll have a new
video, which will be distributed to the new
set of audience in order to increase the
market base. 

How does your business help the SMB’s?
An SMB's product can be used almost
anywhere. As a result, understanding
what that product does is critical. Our
start-up assists SMBs in translating their
product videos or other components into
any language. Language isn't an issue. It
helps SMBs in their promotions as well as
the expansion of their customer base.

What do you think is a differentiating
factor of your business?
The differentiating factor of our start-up is
that we can use technology to translate
and dub product videos in less time and
it’s cost-effective. Video production is a
time-consuming process, and producing
another video in a different language can
be prohibitively expensive. As a result, we 
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believe our start-up has a significant
impact not only on SMBs but also on
various individual video creators/social
media influencers.

How did the pandemic give you an
advantage?
Technically, the start-up was founded
during the pandemic. The pandemic gave
everyone the opportunity to pursue their
true passions. People began to post
content on YouTube, start small
businesses, and so on. This gave us the
opportunity to examine the problems that
these people were facing. We'd probably
be doing something else if the pandemic
hadn't occurred.

What did you have to give up because of
the pandemic?
As I mentioned earlier, the start-up was
launched during the pandemic. As a
result, our start-up was unaffected by the
pandemic. But, again, if we look into it, the
business would have been a little faster,
and meeting people would have been
easier if there had been no covid.

When starting this business venture,
what was the biggest obstacle you
faced?
A person's choice of language to listen to
is very personal. Understanding the
fundamentals of a language and ensuring
that the language does not lose its
essence due to grammatical errors has
been the most difficult challenge so far.

What skill in your business is important
and used intensively at the moment?
Since this start-up is solely based on 

technology. Innovation and tech savvy are
two skills that are used intensively at the
moment.

Where do you see your business going in
the next 5 years?
In the next five years, we envision our
start-up persevering in the face of
obstacles and emerging triumphantly. We
also want to make sure that there is
content for people to watch in languages
other than English. A lot of social media
platforms are now only filled with English
content, forcing non-English speakers to
watch the video even if they don't
understand what's in it. We hope to
completely resolve this issue.

Were there any plateau points where
you felt like giving up? 
No, it's been an interesting journey to even
begin to consider giving it up.

What qualities do you look for when you
recruit someone?
We are currently looking for a founding
team. Moving forward, this team will
represent our start-up. As a result, we look
for someone who has both the intent and
the necessary skills for the job. There is no
wrong or right way to accomplish
something as long as you have the right
motives and intent. If you're willing to put
in all of your effort and take this start-up
to the next stage, that's exactly what
we're looking for.

How many employees does your
business require to run?
Since the business is based purely on
technology, 15 employees would be 
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sufficient for external support on a daily
basis.

How do you manage your workforce for
a particular SMB?
The workforce will be divided based on
the product received, with the exception
of the support team, which will manage
everything.

How do you decide what’s the best
solution for the problems that SMBs
face?
By comprehending their issue and paying
attention to their needs, you will be able
to complete the task at hand. 

How does your start-up help society?
There are many non-English speakers out
there. As a result, we're attempting to
restore the dignity of local dialects by
assisting content creators in posting in
multiple languages. There's no need to be
embarrassed if you don't know a specific
language; if you want to, you can learn it
eventually. However, it should not prevent
them from watching something. 

What’s your ultimate goal with this
start-up?
This is just one product that we developed
with the help of technology to help all
SMBs and content creators. However,
moving forward, we'd like to solve more
problems that customers commonly
encounter and try to solve them using
technology to make their lives easier.



Harvesting Inc,
Ruchit Garg | Founder 

What is your start-up about and who’s
the founder? 
Harvesting Inc. was founded by myself.
The start-up is about making small
farmers profitable using data and
technology. It's a fintech firm that brings
finance and agriculture together. The
start-up uses Artificial Intelligence (AI). 

What was your vision when you first
initiated this start-up?
There are around 480 million smallholder
farmers in the world, and they all face the
same four challenges:
Access to the market, furnishings, high-
quality, low-cost products such as seeds
and fertilizers, and revisory services.
All of this is mostly due to asymmetry in
information between farmers. Hence,
technology serves as a major enabler for
these issues. As a result, we began to use
technology as our primary means of
bridging the information asymmetry gap.
Our primary goal is to assist small-scale
farmers, but during the process, we also
connect them with businesses such as
small input shops.

How do the customers approach your
start-up? 
The farmers usually approach us through
WhatsApp, mobile app, and Kisaan
agents. 

What are the procedures to be done
after they approach you? 
We have progressive farmers who
become our agents, managing 1000
farmers from a specific area so that they
can contact these agents offline as well,

and this agent then becomes their day-to-
day point of contact. We educate the
agents and provide knowledge about
technology, and planning, among other
things. Agents are micro-entrepreneurs in
the village who are in charge of a cluster
of villages with a population of roughly
1000 people. As a result, if the farmer
requires assistance, they contact the
agent. We lookout for the needs and
wants of farmers, such as supplying
fertilizers and insecticides, as well as
assisting them in providing information
about the suitable weather for their plants,
etc. 

What do you think is a differentiating
factor of your business?
In terms of market linkage, traditionally, a
farmer would have taken his issues to a local
aggregator, who would then pass it on to a
small trader, who would then pass it on to a
larger trader, and so on, in a long chain.
However, we can reduce that cycle by
utilizing technology, which is a key
differentiator because we're taking out the
middlemen and making it less expensive but
more feasible for the farmers.
Most major corporations only operate in one
or two domains, and they do not view the
farmer as a holistic entity. They mostly focus
on selling seeds or supplying insecticides to
farmers. But our goal isn't only to sell them;
our mission is to make farmers profitable,
which we do by lowering their input costs,
improving their production, and assisting
them in selling at a higher price. 

How do you use technology to help
farmers? 



There is a mix of basic and advanced
technology being used. Farmers with
smartphones can WhatsApp us, and we
also have an auto machine where they
can reach out to us for assistance. We
have a mobile app that customers can
download and utilize in eight different
languages on the second tier. These are
some of the most fundamental levels of
technology that we employ, but when it
comes to advanced level-based
technology, there are multiple things that
we do. We're performing a lot of data
analysis, such as comparing farm-level
data to satellite data and using AI to
figure out what's going on in the big
picture.
 

How did the pandemic give you an
advantage? 
The pandemic was beneficial because it
encouraged everyone, including farmers,
to embrace alternate avenues of
communication, such as digital channels,
to reach out to people. Farmers would not
have used WhatsApp or other social
media apps as much if the outbreak had
not occurred. A lot has changed, for
example, farmers now know how to
execute an online transaction and have a
rudimentary understanding of what a QR
code is.

Were there any losses that were created
due to the pandemic? 
There weren’t technically any losses that
were created due to the pandemic but it
did give us a hard time in terms of travel
restrictions. 

When starting this business venture, what
was the biggest obstacle you faced? 

Agriculture is a long tail cycle, and if
you're truly working for farmers, it can
take years to figure out what might work.
Some businesses are motivated solely to
sell inputs, which is a simpler business
than ours. Because agricultural timelines
are so long, they have a significant
impact on how much money you require,
how quickly you get results, and other
factors. This is one of the biggest
obstacles that we faced over time. 

What resources and skills in your
business are important and used
intensively at the moment? 
The ability to understand farmers and
engage with them is essential. Farmer
communication is the key skill for us.
 
Where do you see your business going
in the next 5 years? 
Expansion of this start-up.

Were there any plateau points where
you felt like giving up? 
There are always these incidences. This is
my second company, so there were times
when we didn't seem to be making
progress, but there was never a time
when I felt this problem couldn't be
solved. Some things can be frustrating,
but there was never a point where I
wanted to give up.

What qualities do you look for when you
recruit your employees? 
We require trustworthiness, agility, and
entrepreneurialism from them. We don't
look for a degree; instead, we look for
experience and whether or not he or she
is a quick learner. 

Harvesting Inc



How many employees does your
business require to run? 
We're a group of about 15 people, and
there are a lot of people on the ground. 

How do you manage your workforce in
your business? 
We have a structure in place where one
person handles almost all of the agents.
And then, in turn, agents manage large
groups, so we built this communication
process. We have an operations team
that has a standard operating procedure
of how to manage farmers and how to
manage agents so that they can manage
farmers better. So, we don't have a large
team; if we go into detail, one person is
responsible for 12,000 farmers. For
example, one person is in charge of 26
agents who cover 12,000 farmers.

How does your start-up help society? 
There will be no food if the world does not
have small-scale farmers. I believe that
the work we're doing is crucial because
our business sector contributes to both
food security and climate change.
 
What’s your ultimate goal with this
start-up? 
I want to be able to connect farmers from
all over the world on a single platform. So
that they can work together for the
benefit of society.

Harvesting Inc



What is your start-up about?
Digital Junction is a creative design and
digital agency, working in the industry for
years catering to its customers with a wide
range of digital solutions. It was founded by
Nikhil Sarkar.

What was your vision when you started the
business?
Trying to bring SMBs that are offline, online
in the most efficient way. All of the drives
that I’ve done gave me enough knowledge to
solve this market. When we talk about small
businesses they are not a very strong
proposition when it comes to solving for
anything digital. I have understood this
problem deeply so I wanted to solve a
problem instead of capture an opportunity.
So solving problems digitally and monetizing
them was important for me and I first started
this journey alone

How do you approach SMBs?
It is not as general. It is about identifying the
touchpoints and building a GTM around
them. We have running experiments and
there are a lot of processes going into it. It’s
not as straightforward as it looks.

What is a differentiating factor of your
business?
We are not a solution lit company we are a
problem lit company. So I have these
solutions and we figure out what problems
you have.

When you first started this business what
was the biggest obstacle you faced?
A very unnecessary problem is compliances
and regulations that we have to follow.

Did covid impact your business?
Covid allowed small businesses to further 

understand the importance of
digitalization and it was an opportunity
creator for business.

How many employees does your
business require to run?
I have a team of 15 people now.

What is the most important skill for
your employees?
User-centered thinking and customer-
centricity is the most important skill for
my employees.

Where do you see your business in the
next 5 years?
Potentially public offering at some point
and at least impacting 50000 businesses
with our solutions.

Have you ever faced plateau points?
We are still in the growing stage so we
have not faced that yet.

How do you determine the best solution
for a particular SMB?
Technology does it.

How does your business help society?
When solving for small businesses we
are basically increasing employment. We
don't like to claim that we are making a
big impact but I am aware of how much
impact it is going to have in the long run
because of the trickle-down effect.

What is your ultimate goal?
I am not a goal-driven person. It’s not
about achieving a particular goal
because you can always find more scope
to solve more problems related to it. I am
married to the process of solving one
problem.

NIKHIL SARKAR I FOUNDER
Digital Junction,



Jobsgaar,
Atul Pratap Singh | Founder & CEO 

About Jobsgaar
Jobsgaar is a real tech company, you must
have heard about HR and job tech. So we
have taken a step back and helped guided
people with their choices as far as their
careers, especially in tier 3 and 4 towns.
We start with giving them better choices
in their own hometowns. A lot of people
have trouble migrating to other cities and
are unable to connect to the right jobs in
their native places. We are using our own
propriety match-making to help them get
a better job so that they can put their skill
set to use.

What was your vision when you first
started this business venture?
So the problem is close to my heart, I had
seen people moving to bigger cities for
jobs and local businesses suffering
because of not being able to find a person
with the right skills so this void caught my
attention. And since then I started trying
to know more about this problem. Talking
to my friend Moshe Jacob I came to know
that this problem is also faced in Israel
and we started working on this.
“Employers want to hire talent". We make
sure that employers find a relevant
candidate. We match and deliver the
candidate and less than 2 minutes which
is basically less than how much it takes to
make Maggi. It’s basically a tech ball
game. We have curated all data to make
it faster for this matchmaking.

How do businesses reach out to you?
Internet penetration is beyond the topic of
debate so it makes it very easy for us.
Additionally, we have created an 

omnichannel footprint, so people can
reach out to us easily by posting their
requirements without wanting to
download an app even though we have
one. 

What is a differentiating factor about
your business?
From the very beginning, we didn’t want
to replicate a model which is already
existing or tweak anything that was
already existing. We wanted to disrupt the
industry which is why we spent so much
time on this business idea. Also, the idea
of optionality fascinates humans, a lot of
users are held hostage by the products, so
we have a lot of options where they can
interact like WhatsApp, we have an app,
and also a website. Jobsgaar also comes
up with long term LPV and manages your
career, not only helping you with a job.

How did the pandemic give you an
advantage or a disadvantage?
As wise men say, a crisis situation is
always an opportunity for people with the
right set of brains and we believe in it. It
was like a blessing in disguise we got
more clarity that people don’t want to
migrate during the pandemic too.
Migration creates a lot of impact on the
economy of the locality, with covid we
made sure that we create a better
environment and jobs in their own state.

What did u do to overcome the gaps that
you faced?
Primarily, we faced a problem about
finding the right resources and finding the
people with the right skill set for business. 
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We went outside India, thanks to all the
tech tools available to us, we hired talent
outside India. We hired people in Ukraine
and Israel and hired across geographical
teams around the world which allows us
to have different opinions and mindsets.

How many employees does your
business require to run?
A good solution does not require multiple
hands so we are a team of 10 people that
build amazing solutions.

What do u think is the most important
skill for your company?
In Jobsgaar, we give a lot of weightage to
people who are innovative. We want to
bring in ideas that might look challenging
to people at first and bring in something
different and we want people who
appreciate that. 

What is the most Intensively used
resource in your business?
Because we are a hardcore real tech
company, we require a lot of tech talent to
lead it with innovation.

Where do you see your business going in
the next five years?
We are building stories here in the
entrepreneurial world. the script is in the
making and we are unaware of the
climax. A few things we want to hold very
firmly is that jobsgaar is the first and
fastest in everything we want to do and
want to be innovators to curate it for
people’s desires. We also want to stay
close to reality and stay close to our
customers.

What is your ultimate goal for this
startup?
The ultimate goal is very simple, I want to
create an impact by helping people find
better job opportunities in their native
places.



Cogxim Softwares,
Kalpana Sethi | Founder & CEO 

About Cogxim Softwares
I am Kalpana Sethi, CEO and Founder of
Cogxim Softwares Pvt Ltd. we are based
out of Jaipur Rajasthan. We develop
software for Automobile industries named
Auto Genius. It is a Cloud-based/Online
application software specially designed
as per the business of an automobile
setup like a showroom or a workshop of a
two-wheeler, three-wheeler or a four-
wheeler dealership and EV industry.
Our other flagship product for petrol
pumps called Petro Genius is a complete
solution for petrol pumps to manage their
daily sales, credit sales, and inventory
management with an inbuilt accounting
module Cloud-based/Online application
software 

What was your vision when you first
initiated this start-up?
Our vision is to build and deliver world-
class software solutions to businesses in
a variety of industries to make a proper
framework for their segment.

How does the supply or demand side
approach your start-up? 
Now we have reached this place where
we are meeting almost all business tasks
and are ready to customise the product as
per client needs.

What are the procedures to be done
after they approach you?
Our sales team understand requirements
and align the pre-sales support team to
showcase the appropriate module to
them. After the demonstration again
salespeople discuss their requirements
and commercials. After that quotation 

submission, PO, proforma invoice,
payment processing, terms & conditions,
NDA documentation signoff and
implementation. Then support team take
this ahead thereafter.

What do you think is a differentiating
factor of your business? 
We have associated with good domain
knowledge team leaders. They create
significant differences in our product from
others.

How did the pandemic give you an
advantage?
As we all got to know the benefits of IT.
On the same basis, our online software is
growing and is in demand.

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic? 
To generate more opportunities in existing
markets and create more marketplace.
And manage expenses in a better way.

When starting this business venture,
what was the biggest obstacle you
faced?
On February 21 we officially registered as
a Private Limited company. We don’t have
any investors so sometimes short of funds
was a big challenge.

What resources and skills in your
business are important and used
intensively at the moment? 
It is a software development company so
we need good knowledge of developers all
the time and a dedicated support team for
the proper service.
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Where do you see your business going in
the next 5 years?
We will create a brand name as one of
the topmost software providers in the
automobile and petrol pump industries.

Were there any plateau points where
you felt like giving up? 
I don’t think so, if any plateau will come
we can get past that. 

What qualities do you look for, when
you recruit your employees?
Their skills, dedication and experience
stability in their previous company.

How many employees does your
business require to run?
At present, the number is less than 30 but
we will increase this by 100.

How do you manage your workforce in
your business? 
With our MIS system, which manages all
the activities.

How does your start-up help society? 
We are giving the chance to the trainees
for internships.

What’s your ultimate goal with this
start-up? 
Want to grow the business and brand
building.

What do you think is the biggest risk to
your business?
If we lose a customer because of any
reason like customer services, competitor
aggression, the same product available at
less rate etc.



SpoofSense,
Kartikeya Bhardwaj | Founder & CEO 

About SpoofSense
So, we're working on a facial
authentication technique called
spoofsense. It determines whether the
face and pictures are genuine or the result
of a spoofing attempt. Spoofing is one of
the most rapidly expanding types of
financial fraud in the world. Where a
fraudster may impersonate someone's
facial identity by printing that person's
photograph on paper or showing that
person's photograph on a digital device
and presenting it to a face recognition
algorithm, which cannot distinguish
between a real face and a replica that can
be printed on paper. SpoofSense uses
deep learning and computer vision to
distinguish between real and fake users.
So far, it's been amazing; our mistake
rates in production settings are quite low,
and we can detect 3D mask attacks and
presentation attacks. I'm Kartikeya
Bharadwaj, the only founder of
SpoofSense. We're a group of seven
people working on this. 

What was your vision when you first
initiated this start-up? 
So, we weren't working on this at first; we
were working on a face recognition
application that used your selfie to
register your attendance, and we started
working on it because the fingerprint
biometrics systems were not being used
due to the COVID-19 scenario. As a result,
we recognised an opportunity to totally
replace touch-based biometrics with
touch-free biometrics, such as face
recognition. So, we created an android
that could track an employee's
attendance just by taking a selfie. 

All they have to do is stand in front of the
tablet with our app, which will take a selfie
and record their attendance. So, this was
the first sort of idea that we started out
with. However, one of our clients
complained that a member of his staff
was de-punching proxy attendance and
marking for someone else's attendance
using that person's photograph. This
resulted in erroneous pay-roll and
attendance records, which was obviously
a major issue. We didn't have a solution at
the time, but this problem struck a chord
with us and made us realise that facial
recognition isn't secure since the
technology can be easily hacked, and that
tackling that problem is an opportunity. As
a result, we transitioned from face
recognition to anti-spoofing products.

How do the customers approach your
start-up? 
Customers contact us directly through our
website; we have a demo book on our
website where businesses can schedule a
demo with our team, and we send them
the demo along with their credentials so
they can begin using APL within a few
days; most of our customers contact us
directly through the website. We
established our digital platform in January
and have now begun marketing in order to
expand it globally. We're now confining it
to Indian firms and companies, and our
focus has been on solving problems, but
now that our product and platform are
ready, we'll gradually expand it to a global
scale.

What are the procedures to be done
after the customers approach you? 



SpoofSense
After they contact us, we set up a 30-
minute chat with them to learn more
about their situation and the problem
they're trying to solve. Following that
quick call to understand their problem, our
team devises an onboarding strategy in
which we will be able to bring the
organisation onto the platform in three
steps. So, we share the credentials and
API credits with them, and they can
acquire sign-in credentials on our
platform, start testing the API, get the
SpoofSense integration code, and start
using SpoofSense in their application.

What do you think is a differentiating
factor compared to other start-ups? 
As a result, we have two significant
competitors. One is Face Tech, which has
a strong presence in North America and
Europe. One issue with them is that they
are quite expensive; they charge roughly
7-8 INR for each face identification check,
which is far too expensive for businesses
on the Asian continent to afford. So, first
and foremost, our location distinguishes
us; there is a clear demand here. We
charge 1.5 rupees each API call, which is
less than a one fifth of what our
competitors charge. Another point is that
we are fully passive, in the sense that
most exciting solutions on the market are
active by nature. To determine whether a
person is real or not, they ask you to blink,
smile, perform a specific action, or watch
a specific video. This takes a long time
and is highly costly. We don't need any
videos or anything like that. We snap a
single selfie in one frame and use that
frame to determine if a person is real or
fake.

How did the pandemic give you an
advantage? 
The pandemic, despite the fact that
recruiting talent was difficult while we
were putting together the team. It was
difficult to conduct virtual interviews and
onboard new team members. The
epidemic aided us in having more time on
our hands because we were virtually all
living in our rooms, with nothing else to do
such as travel or attend to a workplace.
So, we could work from wherever, and this
freedom allowed us to be adaptable.
However, it did provide us with some
flexibility.

Were there any gaps/losses created due
to pandemic? 
Pandemic was when we first began out,
and it wasn't about filling in the gaps; it
was about getting started. There were no
gaps or losses that needed to be filled.
However, things like hiring and creating
relationships were challenging. We
arrived, however it took some time for us
to adjust.

How does your start-up help society? 
We are securing face biometrics. Face
biometrics will enable a wide range of
technologies in the future. Consider a
world in which people go to ATMs and
anywhere else where authentication is
required, using their faces as identification
instead of passwords or pins. If anyone
uses face recognition to prevent a lot of
destruction, it will be spoof proof.



SpoofSense
What was the biggest obstacle you
faced since you initiated this start-up? 
It took some time to persuade investors to
invest in spoofsense. So I began without a
team; I was the sole person with an idea
and a very early prototype of SpoofSense.
When I first started SpoofSense, it was
just me, and things were difficult at times.
We initially obtained investors from
venture capital firms, making it easier to
persuade foreign investors than Indian
investors. Foreign investors were more
interested in funding, but because there
was no we and it was just me, they
wanted SpoofSense to act as a team a
little too soon. I'd say convincing investors
was difficult; we were turned down
numerous times. I pitched this idea to
nearly 25 Indian investors, 24 of whom
said no and one said yes. We kept going
despite rejections by continuing to believe
in our idea. It was extremely difficult at
times because when you are repeatedly
rejected, you begin to question whether
you are on the right track. However, our
initial investors were 100X. The idea was
very clear to the VCs, and they saw the
opportunity. This was the turning point for
them.

What resources and skills are important
for your business and used intensively at
this particular moment? 
We are a high-tech start-up. So, of
course, you must understand the
fundamentals of what you're dealing with.
We do computer vision, and most of our
team members are computer vision
engineers, so we know exactly what
we're up against. We don't do multiple
things at once; instead, we concentrate on
detecting face spoofs.

 Having a strong focus and understanding
of the fundamentals of anything, not just
technology, is essential. In terms of
resources, I believe that if you're starting a
tech company, initially building a
prototype or an MVP (minimum viable
product) does not require a lot of
resources because you have cloud, laptop,
and you can create something out of other
people's work such as open-source
projects, etc. So, in terms of resources, I
believe that starting up doesn't require
many, but scaling, while building a start-
up, would. 

Where do you see your business going in
the next five years? 
So, over the next five years, 1.5 billion
people will use face recognition to conduct
online transactions, and we want a large
portion of them to be authenticated
because, as I previously stated, face
recognition is not secure. We want to
make a difference in the lives of 1.5 billion
people by making face recognition safe
and increasing our usage. Our goal for the
next three years is to receive 100 million
face authentication checks per year. So
this is the scale we're discussing. 

Were there any plateau points where
you felt like giving up? 
If I'm completely honest, there were times
when I felt like this wasn't going to work
because we couldn't get a yes from an
investor. It certainly didn't seem to be
going anywhere. So, yes, there were times
when I felt like giving up, and there will
continue to be times like that because we
deal with a lot of problems every day. It's
not about giving up now, but about how
we'll solve this case. 



SpoofSense
What qualities do you look for when you
recruit your employees? 
So, at spoofsense, we're building a very
strong learning culture, so major qualities
I'd say are: 
1. Learning mindset
2. We seek humility
3. We seek people who think clearly; we
cannot hire someone who is indecisive. 

How do you manage your workforce in
your business? 
Right now, because we're a small team of
seven people, things are relatively simple.
We communicate through Slack. We have
channels for each team, such as one for
computer vision, one for web
development, one for marketing, and so
on. We use Slack to manage
conversations, and we're currently
relocating to Bangalore because we have
an office there.

How many employees does your
business require to run? 
7 people currently

What do you think is the biggest risk to
your business? 
Face recognition must be made safe.

What’s your ultimate goal with this
start-up? 
Our ultimate goal is for people to use face
recognition more effectively and safely.



SSJ Solutions,
Sriram Nagulapatti | Founder & CEO 

About SSJ Solutions
Mr Sriram Nagulapatti is the founder and
CEO of the company. This company has
been running for 9 years. The company is
into Mobile App Development. They
deliver apps on both android and IOS. Mr
Sriram’s company mainly attracts
customers in Singapore but does have
clients in India too.

What was your vision when you first
initiated this start-up?
I am a pure techie guy and like coding.
When I started my journey in this industry,
I got many offers from big MNCs. I was
into startups in the initial stage. In the first
3 years, I worked in services and product
companies. Later, I thought of getting into
the international market mainly Singapore
since I worked there for a couple of years.
Then I returned back and started my own
company.

How does the supply or demand side
approach your start-up?
From a technological point of view, there
are hiccups when trying to attract or find
the right customers. Luckily for me, I had
good connections with people. So I have
regular customers/clients to work with. So
there is a continuous pipeline of projects.

What are the procedures to be done
after they approach you?
Typically when it comes to software
solutions, out of 10 leads maybe 2 or 3
will convert. At first, people will have an
idea of what want to do say he/she wants
to develop an app. But these people
usually don’t know the end result where
they don’t know if there are any existing 

components or not. Basically, they don’t
do proper market research. When I ask my
clients what’s the next step forward,
usually 60% of the people move back
without any idea. In a way, it’s a waste of
time and money.

What do you think is a differentiating
factor of your business?
Technology, especially in the mobile and
app development industry, there are
drastic changes every 2-3 months. My
company has to keep the software tech
stack up to date which is a very important
factor. There may be many compatibility
issues like if they had developed an app 3
years back, issues in the app may occur.
So my company has to check for all the
faults and solve them. So, its not about
developing an app but it is mainly about
having the patience to continue the app is
a big task. I have developed around 250
apps but only 15-20 are running
successfully. 

How did the pandemic give you an
advantage?
Luckily, my company didn’t have much of
an impact during the pandemic. It was
mainly 2 years contract-based. Most of the
development is not in India itself. So there
was no problem in my company during the
pandemic.

What steps did you take to overcome the
losses or gaps that were created
because of the pandemic?
There were challenges when it came to
employee management. Since it is work
from home, I had to schedule a call both in
the morning and in the evening. But if they 



SSJ Solutions
are in the office, only one call in the
morning is more than enough since
productivity is more in the office. So I also
came up with a tool where he can track
the status of every developer in whichever
job he/she is assigned to.

When starting this business venture,
what was the biggest obstacle you
faced?
There were 2 things I had faced when he
started this business. The first and the
main one is working capital and the
second one is the clientele. Luckily, as I
had worked in Singapore, I did have
clientele after returning back to India and
starting my own business.

What resources and skills in your
business are important and used
intensively at the moment?
At the moment, we are doing mobile app
development through a software called
flutter. Creating an app is easy. But
having a back end where routine updates
have to make which is very tough to do.
So we are using Java, spring boot etc to
upgrade these apps. The best part is we
have created our own set of libraries in
advance so that it becomes an easy task
for them to just write/rewrite the code and
upgrade it.

Where do you see your business going in
the next 5 years?
We have already tied up with one product
based company. So we are technology
providers for them. Mr Sriram is just
counting his business numbers every two
years where 6-8 months are invested in
developing the product and the next 6
months they do aggressive marketing and
then sell it off. This is the model that we
are planning to use at the moment. 

Were there any plateau points where
you felt like giving up?
I had many problems when it came to the
procurement of hardware. I used to
procure it from China. I did a project where
I had to develop an EV charging station. I
tried to develop an app where you can set
how many minutes you want the car to be
charged for and all tried installing the
online mode of payment within it. It took
almost 3-to 4 to understand how the
hardware works itself. Since a person is
supposed to be there to charge and
discharge the vehicle it wasn’t that
successful.

What qualities do you look for, when you
recruit your employees?
Main are communication and logical skills
and the ability to understand the words
people speak when it comes to coding.
Commitment is also very important. In
todays generation, employees are crazy
where they just learn and go. But we are
very strict when it comes to this. 

How do you manage your workforce in
your business? 
Usage of tracking apps to know if the
employees are working or not.

How does your start-up help society?
My business has created many mobile
apps with very minimal costs (30% less
than the actual cost). He developed apps
for the NGOs, especially for the deaf. They
developed this app in just 2 weeks. This
really benefited his business.

What’s your ultimate goal with this
start-up?
My business only plans on investing in
his/others good ideas and selling them for
a very good price.



Zaggle Media,
Vineeth Musthyala | Founder & CEO 

About Zaggle Media
Zaggle was founded by me, with the
assistance of a co-founder. She has
indeed started her own venture. So, I'm
the sole founder of Zaggle. Zaggle media
is a digital marketing agency, that’s what
it has evolved into. Essentially, we began
as a content creator platform, connecting
content creators such as Instagram
bloggers, influencers, and social media
content creators with brands so that
brands could leverage their profiles to
market their products. So, we created an
AI-based platform to assist brands in
connecting with the best possible content
creator profiles so that they can reach
their target audience in a much more
efficient manner. So that was the whole
idea behind Zaggle, and as our clients
required different services, we evolved
into a full-fledged communications
agency, adding a few more service
verticals and venturing into social media
marketing, branding, performance
marketing, and UI/UX development. So, at
the moment, our company has about 5
verticals. We’re more or less like a full-
fledged digital marketing company.

What was your vision when you first
initiated this start-up?
Zaggle's vision statement was
straightforward: we launched in 2019, at
a time when influencer marketing was
gaining traction in India. Given the entire
Jio coming into the picture, internet
becoming more accessible, India was
going through a digital shift, and we had
an increasing number of users. As a
result, the profiles of these content 

creators grew dramatically. However,
brands were still having difficulty
connecting with them and leveraging their
profiles in marketing or selling products.
There was still a market gap in terms of
how it was done. So, we thought, "How
about we create a content creators
platform where we help our clients get
connected to them in a much more simple
and better way and help them execute
marketing campaigns in a much more
data driven manner?" That was the whole
idea of how we started, and we adapted
and changed ourselves in response to
client requests.

How do the customers approach your
start-up?
When Zaggle first launched, it was a push
method in which we had to go to
customers and explain what influencer
marketing is and educate them because
there was only little awareness of digital
marketing prior to the pandemic. They
were aware of digital marketing, but it
was not their primary focus. They didn't
really venture into the digital space; they
didn't make it as their main stream. When
the pandemic hit, brands realised that they
needed to market their product in the
digital space because that is where the
end users are and where the majority of
data consumption occurs. So, for the
brands, it was a learning curve where we
had to go push the concept and explain it
to them, but once we got initial traction
with a few customers, we executed a
campaign and got some results for them,
and customers began approaching
Zaggle. 



Zaggle Media
What are the procedures to be done
after they approach you? 
We onboard clients and execute the
service vertical they choose since we're in
different service verticals.

What do you think is a differentiating
factor of your business?
We can execute marketing initiatives
considerably more efficiently, now that we
have a robust data-driven platform. So,
we're not doing intuition-based
campaigns, but rather data-driven and
matrix-based campaigns. The key aspect
for Zaggle was that we had early
marketing, were able to onboard the
majority of content creators and were
able to build a really strong foundation
compared to competitors entering now.

How did the pandemic give you an
advantage?
The change in the entire digital spectrum
leveraged the case throughout the
pandemic. It turned out to be a blessing in
disguise for Zaggle. We were already
prepared when brands went digital.

Were there any losses/gaps created due
to the pandemic? 
Nothing as such.

When starting this business venture,
what was the biggest obstacle you
faced? 
We had to approach a lot of local
businesses at first, so explaining
everything to them and attempting to get
them on board was a difficult task
because we were trying to sell something
that was never on their marketing agenda 

and for which they had no budget. Today,
when a brand establishes itself in the
market, it receives a considerable
marketing budget, but this was not always
the case, so explaining this to them and
convincing them to allocate a budget was
the toughest challenge.

What resources and skills in your
business are important and used
intensively at the moment?
Zaggle's required skills are more akin to
those of alumni designers, content
creators, and performance marketers.
They are very specific to the role that they
are playing.

Where do you see your business going in
the next 5 years? 
The most important thing for any founder
is for the company to grow rapidly and
expand as much as possible. I envision
Zaggle becoming a top-tier
communications agency that works with
major brands and has a presence in
practically every city.

Were there any plateau points where
you felt like giving up?
We obviously go through a lot of
emotional exhaustion, and there are times
when you feel absolutely drained and
don't want to push it because that's the
tale of every start-up; we're limited in
resources, capital, and the only thing we
have is our skills and our own energy. So,
we try to push it as far as we can, and
there are times when you've expended all
of your energy and are utterly drained.
Aside from that, I didn't encounter any
plateaus where I felt compelled to quit.



Zaggle Media
What qualities do you look for, when
you recruit your employees? 
Technical abilities are important, but it
also depends on the service vertical they
choose. But, above and beyond all of
these factors, what matters most is your
willingness to learn and your commitment,
because the start-up culture is not
corporate, and you will be working long
hours. As a result, we're searching for
applicants who are willing to adapt, put in
the effort, and have a strong desire to
learn. We're seeking applicants who have
these qualities and would be an ideal fit
for us.

How many employees does your
business require to run?
Our start-up is growing; there is no
specific number, but Zaggle's staff will be
about 25 employees in the next few
months.

How do you manage your workforce in
your business? 
They'll be a part of one vertical at our
organisation, and they'll deal with a
specific service spectrum, depending on
the abilities they bring to the table. They
obviously put their hands in everything
else, but their vertical will deal with a
specific service spectrum.

How does your start-up help society? 
When I say we're not a society centred
company, I mean we're not in the
business of delivering environmentally
friendly items. We're a for-profit company,
but we think about society since the
brands we accept are ones that I or
someone in my family may use. We do not
accept brands that are harmful to society

any way. There are many alcoholic
beverages that promote themselves on
social media platforms, but we do not
consider them to be onboard. This is what
we're doing now for CSR (Corporate social
responsibility)

What do you think is the biggest risk to
your business? 
The most significant risk for Zaggle may
be its reliance on social media platforms,
as we are a digital-only company. As a
result, we rely heavily on the functioning of
social media platforms. If Facebook or
Instagram, like TikTok, gets banned
overnight, it might be a major problem for
us.

What’s your ultimate goal with this
start-up?
The ultimate goal is to get the start-up to
a point where it can support itself.



THERE IS NEVER A REAL
ENDING

In this report, we discussed several aspects of the inner
economy of Bharat. We believe the report gave you a thought-

provoking insight into how a genuine contribution would impact
a lot of people positively and not just one party. While adapting
to environmental changes is crucial, ensuring that it penetrates
deep down to the soil level will have the most profound impact.
That is what this report aims to accomplish. Making the most of

all the opportunities that the digital era provides will only
intensify the contribution that every part of the country from

the smallest to the largest could provide. Our team has outlined
a few potential digitalisation business opportunities and

contacted multiple startups in order to establish a relationship.
This experience was quite eye-opening. We realised how small

the world is, and it is capable of being coupled in multiple ways.
We also learned that we overlook a lot of problems that people

who support us face every day, and there are also budding
solutions to them. All it takes is the ability to observe and a

sincere desire to make a difference. We hope that this report has
had the same lasting impact on you readers as it did on us.
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