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From the

Editor
March Issue
It’s all about attention seizing!

On February 7th & 8th 2022, we BizzTalk World held its virtual conference connecting to global professionals from the field of
Sales, Marketing, Customer Service, Advertising, Technology and Client Servicing. We had some of the brightest speakers
sharing their mind space and experience to an enthralled audience with concepts and enough food for thought and key
takeaways.

What emerged out of these 2-day sessions were quite interesting and they were all about the future. The future of things to come
in the fields of business and the way we will engage with our customers. Afterall, with all our deliberations in our field of work, the
focal point is the end customers and how we are able to catch the eyeballs of our customers and rule their heart was the crux of
the matter. 

Amongst all the sessions on the virtual conference the subject which ruled and was a hit was the topic on ‘Metaverse’. Metaverse
is the future and the way how the business of e-commerce will drastically change and off course evolve. The metaverse is a
concept of a persistent, online, 3D universe that combines multiple different virtual spaces. You can think of it as a future iteration
of the internet. The metaverse will allow users to work, meet, game, and socialize together in these 3D spaces. The metaverse
isn’t fully in existence, but some platforms contain metaverse-like elements. Video games currently provide the closest
metaverse experience on offer. Developers have pushed the boundaries of what a game is through hosting in-game events and
creating virtual economies. 

Similarly, we have tried to highlight on the key factors which are going to change the customer experience in our cover story.
One fascinating thing I came up when researching on this subject is that the mindset and skillset of generations are ever
changing and evolving too. To latch on to the customers who now in the middle age and will be veterans after a decade, they will
carry with themselves the skillset and they will be quicker to adapt to digital formulations and changes. So it becomes imperative
that today’s business keep this segment in mind and adapt themselves well in advance so that they can cater their services to
amuse this generation and help them to retain.

In a hyper-competitive Experience Economy where consumers are digitally empowered, yet feel forever time-starved, there’s a
fundamental choice to make with your Customer Experience strategy. At any particular moment, you must decide if your brand’s
offering is a stepping stone on the way to experiences or if you are providing the experience itself. At every interaction or
encounter you must ask: is your brand saving the customer’s attention or seizing it? 

The answer to that question may change over the course of the customer journey, yet the challenge remains constant. Fail to
save or seize attention and you’ll end up wasting it. And wasted attention is unforgivable.

Netflix, the media and entertainment giant wants to seize users’ attention with as much compelling content as it can, hence the
USD 6 billion it is investing in original programming since 2017. Yet Netflix was able to celebrate (with a steak dinner, no less)
reaching 100 million subscribers because it endeavours to make trials, purchasing, logging in, refunds, updates, discovery,
cross-device access and more as seamless as possible.

With all that into the fold this particular edition of the BizzTalk World magazine, this would be an absolute delight to read and
browse through. 

Kaushik Karmakar
Editor in Chief
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Art i f ic ia l  Intel l igence
Augmented Real i ty
Data Secur i ty
Employee Exper ience
Customer Journey Mapping
Omnichannel  Del ivery
Hyper-personal izat ion

In the future,  chatbots wi l l  no longer be used as standalone tools but as engagement tools
connected to other plat forms. Think of  a chatbot mascot – one that can interact  wi th your
customers across al l  your channels l ike websi te,  messaging, and social .  
What ’s more, messaging apps l ike WhatsApp are opening their  doors to conversat ional  commerce.
Soon, messaging bots wi l l  enable your customers to explore your products,  shop, and track their
purchases via chat.  
No-code chatbots are also going to be big in 2022. With code-free features,  design elements,  and
real- t ime data analysis,  no-code bots reduce the t ime, t ra in ing, and complexi ty involved in the
development and IT.  As a resul t ,  more smal l  businesses and start-ups can access chatbot tech. 

Combined with chatbots,  AI  tools wi l l  a lso be vi r tual  sales agents.
They wi l l  act  as the f i rst  point  of  contact  between the lead and the human agent.
Once the lead is qual i f ied,  the human agent wi l l  take charge and close i t .  This wi l l  enable your
team to cast a wider net and fol low up on every lead.

Companies wi th a customer exper ience mindset today earn 4- 8% more revenue than their
compet i tors.  As a resul t ,  customer exper ience has become a compet i t ive advantage, key
di f ferent iator,  loyal ty booster,  and a dr iver for  repeat purchase. So then, wi th the sweeping
digi t izat ion of  businesses, what wi l l  the future of  customer exper ience look l ike?
 
Let us delve into how these trends wi l l  shape the future of  CX.

1. Artif icial  Intel l igence
For a long t ime, art i f ic ia l  intel l igence used to be the buzzword wi th enterpr ises and Si l icon Val ley
start-ups. However,  smal l  businesses and SMBs are f inding more incent ives to use AI to reap big
benef i ts in areas l ike customer exper ience management,  employee performance, and a lot  more.

Some uses of  AI in the future of  customer exper ience include:

A. Chatbots
From El iza to Alexa, chatbots have been around since the 1960s. But as the pandemic swept the
world,  many businesses came to rely on chatbots to automate customer communicat ions – f rom 24/7
customer support  to customer engagement,  f rom product recommendat ions to updates,  and more.
And these bots wi l l  only keep growing and evolv ing from here. 

B. Customer Relationship Management
AI wi l l  be integrated into CRM plat forms to improve predict ive analyt ics and real- t ime decis ion-
making. By studying previous scenar ios where the deals were c losed, ghosted, or outr ight  re jected,
the AI can capture insights into the customer’s decis ions. Then, the AI plat form wi l l  use these
insights to recommend the next best course of  act ion.
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Interact ing wi th a voice assistant feels
l ike ta lk ing wi th a f r iend – one that
supports you 24/7.
This creates a more personal ized
exper ience for shoppers.

The pr imary use case of  augmented
real i ty l ies in product v isual izat ion – a
combo of  a real-wor ld and vir tual
environment.
By over lapping digi ta l  content wi th the
real  wor ld,  i t  enables users to
exper ience how a product wi l l  appear
in the physical  wor ld in real- t ime.
Balenciaga and Fortni te ’s ground-
breaking col laborat ion takes this to a
whole new level ,  combining the
physical  and digi ta l  wor ld for  a fu l ly
immersive exper ience.
AR wi l l  a lso be leveraged for technical
support  by creat ing AR user manuals,
AR remote assistance, and AR
customer service.  For example,  wi th
the aid of  AR, support  agents can
assess customer issues in real- t ime
and clar i fy the issue with image
markups.
This v isual  guidance with AR wi l l  be as
i f  the support  agent standing side-by-
side wi th the customer.  By over laying
instruct ions on physical  real i ty rather
than the screen, AR wi l l  be a game-
changer in customer support .

C. Virtual Assistants & Voice
Assistants
According to Capgemini  Research
Inst i tute reports,  about 70% of people wi l l
gradual ly swap in-store v is i ts for  voice
assistants by 2022. I t ’s  easy to
understand why.

2. Augmented Reality  
Products and services are the two
touchpoints that  customers engage with
dai ly.  As a resul t ,  there is a growing need
for an interact ive exper ience whi le using
them. This has accelerated AR solut ions
for the future of  customer exper ience.

A report  by Infosec states that about 97% of the people in
the world can’ t  ident i fy a phishing emai l !  Aside from this,
cr iminals are using more sophist icated cyber-at tacks.
So, to prevent corporate data f rom fal l ing into the wrong
hands, businesses must regular ly implement cyber-
awareness tra in ing for their  employees. 
Regional  data protect ion regulat ions wi l l  have a global
impact,  forc ing businesses to pr ior i t ize data secur i ty and
transparency. For example,  the General  Data Protect ion
Regulat ion Act (GDPR) is enforced in the EU region.
I t  accords c i t izens wi th the r ight  to be forgotten – to have
their  personal  data records deleted on request.  Any
company that markets goods or services to EU residents
must comply wi th the GDPR regardless of  their  locat ion.  

Monitor ing performance and gett ing feedback is hard
enough in a physical  of f ice.  I t  becomes even more
chal lenging in the new remote/hybr id workspace. 
Performance management tools and peer- to-peer reward
systems wi l l  be essent ia l  to help lessen the disconnect.  
I t  wi l l  no longer be enough for HR to support  only
company goals.  According to the Bureau of  Labor
Stat ist ics,  15.6 mi l l ion new jobs wi l l  be added to the US
economy in 2022.
So, to retain their  ta lent,  HR and managers wi l l  have to
understand what mot ivates them and what they need to be
their  best.  
Businesses wi l l  fo l low a more indiv idual ,  data- led
approach to create meaningful  exper iences for each
employee. With comprehensive performance analysis and
frequent feedback loops, companies wi l l  bet ter  understand
employee expectat ions and al ign them to business goals.  
In addi t ion,  ef for ts must be made to incorporate employee
wel lness sessions, t ra in ing, and guidance to improve the
employee exper ience.

3. Data Security
According to a survey by Entrust ,  64% of consumers are
wi l l ing to t rade their  personal  data for  personal ized services.
But a growing number – 79% – are concerned about their
data pr ivacy.  So, i t  goes without saying that customer data
(col lected with their  consent,  of  course!)  should be protected
from secur i ty breaches. So, what are other cybersecur i ty
trends that wi l l  shape the future of  customer exper ience?

4. Employee Experience 
I t  goes without saying: happy employees are the key to happy
customers.  So here are the employee exper ience trends that
wi l l  shape customer exper ience in the future.  
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Customer exper ience var ies at  each stage
of the journey. The customer map is how
you can ident i fy their  needs and pain points
at  each stage.
Customer journey maps assess your
customer’s actual  needs. This way, you can
plan how best to serve their  needs.
You can compare the actual  customer
exper ience with what they expected – or the
benchmarked standard i f  there is one.
Analyse the buying funnel  as they move
through the var ious stages of  the funnel :
Basic Awareness, Keen Interest ,  Desire,
Decis ion, and f inal ly,  Act ion.
The end game is to get informat ion that lets
you know them better than your compet i tors
and personal ize your services accordingly.

5. Customer Journey Mapping
Customer journey mapping refers to the
process of  creat ing a customer map. A
customer map is used to v isual ize the mult ip le
touchpoints a person interacted with on their
journey to becoming your customer – social
media,  your websi te,  of f l ine,  etc.  So, what are
the uses of  customer maps?

6. Omnichannel Delivery
Omnichannel  customer exper ience al lows you
to get a bird’s eye view of  your customer
journey at  each touchpoint .  Now, omnichannel
exper iences are not new. Even before the
global  pandemic,  consumers were shi f t ing to a
mix of  onl ine and of f l ine interact ions.

But when shops l imi ted in-person vis i ts,  onl ine
orders and no-contact  del iver ies became a
l i fe l ine for  consumers.  Omnichannel  CX had a
vi ta l  ro le to play in th is.  So, what are the
omnichannel  t rends that wi l l  shape the future
of customer exper ience? 

Through real- t ime resul ts,  omnichannel
technology wi l l  del iver opt imized data for  your
staf f .  This wi l l  enable staf f  to personal ize the
exper ience for customers across mult ip le
channels.  

Through a blend of  AR and VR, businesses wi l l  overcome
physical  l imi tat ions to dr ive personal ized shopping
exper iences. For example,  customers wi l l  use AR apps to
try on jewel lery v i r tual ly.  As another example,
smartphone scanners or cameras wi l l  a l low prospect ive
homeowners to see what their  home project  wi l l  look l ike
when f in ished. 

Sustainabi l i ty  is  not an opt ion anymore. Your consumers
prefer brands with a strong environmental  commitment,
and audiences are quick to spot fakery.
In other words, there is a vast ,  untapped potent ia l  for
sustainable pract ices that are also ver i f iable.  So,
companies that use omnichannel  technology to promote
transparent sustainabi l i ty  wi l l  win in the long term. 

7. Hyper-personalization
One of the keys to a successful  customer exper ience is
knowing what to automate – and what not to.  Customers
today prefer a mix of  d ig i ta l  and human interact ions.  By
using customer data plat forms l ike Survey Sparrow,
stores can seamlessly enhance and personal ize the
human exper ience provided by staf f .  

Giants l ike Amazon, Netf l ix ,  and Facebook have
mastered the art  of  personal izat ion v ia customer data.
Now i t ’s  the turn of  smal ler  businesses to get in on the
game. So, what are the other personal izat ion t rends that
wi l l  shape the future of  CX? 

With al l  the fuss around mi l lennials,  brands seem to have
forgotten an under-served segment – shoppers 50 years
and older.  Senior shoppers are becoming savvier,
according to Forbes, as the pandemic forced them to
adapt to onl ine shopping and teleheal th consul tat ions.

Consequent ly,  demand for smart  home devices and
assist ive tech wi l l  go up. As a resul t ,  companies that
make their  market ing and services senior- f r iendly wi l l
gain the winning edge. As more people use ad blockers
and t ighten their  pr ivacy sett ings,  businesses that want
to hyper-personal ize wi l l  have to walk a f ine l ine between
charming and creepy. Rest assured; your customers want
you to provide personal ized exper iences – but wi thout
invading their  personal  space. Whi le these object ives
may seem l ike oi l  and water,  there are ways to do so.

6
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Proper IT Investment through
partnering with reliable IT
solutions provider
Why does a company need an IT solution? And when?
This is  a tr icky question that  most companies are not consider ing when evaluat ing an IT solut ion.  The
second question makes i t  more diff icult  to answer and obvious answer would be,  when company al locate
the budget for  i t .  

Such answers wi l l  end up with poor decisions or  they wi l l  implement a solut ion that  company doesn’t  want
and same t ime i t  wi l l  not  be ideal  for  the whole organizat ion.
 
The reasons for  these decisions they brought later  as excuses are below.

“Our business is  so unique.  We need a tai lor -made solut ion” 
“We can do everything inhouse,  wi l l  create an ERP from scratch”
“We were not having enough t ime to evaluate the best system for  us”
“We have lot  of  secured data;  we can’t  put  them in to a system/can’t  use third party to do i t”

Many organizat ions,  even conglomerates are not aware of  how to cope with above reasons.
Below explains how an organizat ion should start  IT investment.
1.What makes our organization to search for an IT solution?
First ,  we need to analyze and l ist  down the current  issues we have in the company.  Ideal ly ,  this should be
done as an internal  effort  as the best people to identify  problems,  bott lenecks,  obstacles are the one who
work in the company.  

On the other  hand,  there might be issues where those are not ident if ied as problems internal ly .  They l ive
with i t ,  and no one internal ly  could identify  i t .  

2.Partnering with a proper IT solution Provider
Organizat ions do bel ieve their  IT department wi l l  be able to f ind the best IT solut ion for  them. But this has
many constraints where they have l imited knowledge either  in their  business industry or  providing IT
solut ions/best pract ices in this dynamic IT world.

I f  this f i rst  stage is  narrowed down,  the ent ire plan and the result  wi l l  not  be favorable to the organizat ion.  

The organizat ion should ini t ia l ly  do an analysis with their  experience and before concluding the result ,  they
should seek a proper IT solut ion provider  who has wide knowledge in their  industry and also in var ious IT
Technologies.  I f  this company has a broad spectrum of solut ions,  the IT department and the partner  can
together conclude a better  solut ion which wi l l  be having best IT pract ices in the market.  

3. Selection of  suitable IT solution Provider 
This might be a diff icult  task to the IT department as they might carr ied away with the market ing tact ics.
But below explain how you can do this.  

You need a good fr iend rather  than a contractor  or  a suppl ier ,  IT solut ion provider  who treat  their  “customer
as a fr iend”.  What I  want to emphasize here is ,  a  true advisor.  IT department has their  l ist  of  known issues
and chal lenges where this solut ion provider  can start  with and go up to unknown threats and chal lenges
where the IT department is  not  aware of.  Company can careful ly  evaluate the advises and evaluate whether
that  partner  adopt a “one size f i ts  al l ”  IT solut ion or  rather  providing comprehensive overal l  solut ions.
Advices should contain market references with similar  businesses with similar  chal lenges as company
faced.  The organizat ion wi l l  not  be in same size in next  5 years,  check whether this party talks about
Scalabi l i ty .  How far  you can go with this solut ion suggested.  
I f  you implement an IT solut ion or  change your infrastructure you need to think about the Data Security  and
the provision of  the Security  aspect.

Gulshan Purswani
Delivery Head

Robert Bosch Engineering & Business
Solutions Pvt Ltd
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Even though you adopt to the best business pract ices
in your industry ,  there should be few tai lor -made
requests for  your organizat ion.  I f  this partner  talks
about configurabi l i ty  opt ions based on your custom
needs,  you can make a good assumption that  this
advisor is  having good pract ical  business experience.  
  
Many companies now talk about IT solut ions outside
their  business premises.  “Accessibi l i ty”
Solut ion should be broadened i r respective of  the
location/restr icted network area.

The most important fact  that  organizat ion see wi l l  be
the pr ice of  the total  solut ion.  But here we must advise
not to select  IT decision only with the pr ice.  This is
another chaos most companies real ize within very
short  t ime after  they get  the decisions,  but  that  wi l l  be
too late to reverse.  

Solut ion should include the Training and Support  and
to what extent this knowledge is obtainable to the IT
department.  What is  the partner ’s  involvement and how
should they work together with the IT department? 

Final ly ,  the “Trust” .  I t  might be too r isky to trust  within
init ia l  meet ups,  but  this could be bui l t  up over  the
t ime.  But for  the benefit  of  both and to secure the
interests of  both part ies everything should start  up
with good legal  framework keeping provisions for
terminating decisions.

Integrate current  systems robustly
Cloud options
Accelerate current  hardware
Process Automations
ERP
Two Tier  ERP solut ions

4. Solutions to consider in the conclusion

5. Let ’s  evaluate the ROI
I t  is  undoubtedly v isible when the IT solut ion is
bui l t  to meet the precise needs of  a company.   The
company can accelerate i ts  eff ic iency and
performance.  This can be measured using current
tools and the tools provided by the solut ion.
Standing ahead in the market can easi ly
outperform their  competitors.

6.  Why SEBSA as your IT Partner?
SEBS® is a Systems Integrator  provides services
related ERP suites,  mainly  IFS Appl icat ions®,
Oracle®,  SAP® and NXTGEN® ERP Solut ions.  The
Services provided by SEBSA® includes
implementat ion,  upgrade,  support  services,
modif icat ions,  configurat ions,  user  training and
end user support .  

SEBSA® further  helps i ts customers streamline
their  business processes and adopt industry best
pract ices to achieve strategic object ives.  We
current ly  have customers from twelve countr ies.

We have ventured out into the world of  generic IT
products to evolve ourselves as a formidable
technology company.  By associat ion of  an already
ski l led and motivated technical  staff  with our
abi l i ty  to understand business processes across
mult iple industry vert icals ,  we have achieved the
correct  synergy to solut ion and del iver  tai lor  made
IT solut ions to any organizat ion of  any scale.
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Y O U  T O O  C A N  B E C O M E  A
M I L L I O N A I R E  -  S T E P S  T O
S U C C E S S ,  R I C H E S  A N D
F A M E

I belonged to an Indian middle-class family, and
pursued my MBA from one of the prestigious
universities of India. Being born in a middle-class
family, I was always educated to look for a secure
job, where I could properly make my ends meet.
But I had dreams, dreams which I wanted to
make true, and its rightly said, “those who
dreams most, do the most”, and this is what I did,
I dreamt to become a well-known entrepreneur. I
am Sanjeev Bhatt, the owner of the Indian MNC
brand Radico, and this is my journey of success. 
 
I was really passionate about international
business, since I had stepped in the professional
world. My first business venture was in exports,
where I dealt with exporting Indian handicrafts.
It is said that perseverance pays off in the long
run, and though I learned various marketing
exercises through my export venture, it is also
true that the same did not ripe me any such
profits.
 
Hence, I moved on to another venture, of
exporting henna. Being an Indian, our love for
henna is immense. But the study and the
processes which go into making henna is not at
all easy. I wanted to educate the world about it,
and hence I started my business of exporting
henna. Since I was the only person in my family to
build such business, I did not have much
knowledge about the market, loans and other
stuff. To be true, there were also times, when my
friends and family started deserting me, the
reason being, their lack of faith in my venture.
But hard work is the key to success. My passion
for export business, did not let me ever give up.

My business witnessed a ray of hope, when I received a
positive trade enquiry from Japan. Though the samples I
sent were rejected it made me learn that demand for
natural hair colour in the Japanese market is immense. I
came to learn that Japanese buyer wanted to introduce a
natural hair colour in the Japanese market as the people
there were very health conscious who were looking for an
alternative to chemical hair dyes. This made me hire
several professionals who later formulated new hair dyes
of different hues using natural henna. Hence, I received
my first order for a sum of just US$270. 
 
After the success in Japanese market, I tried to introduce
my products in the US market. To convince the US
customers, I even hired a consultant to help me in
designing and making a small machine which could
manufacture such design stencils and templates. This is
how my body decoration products division started with a
bang in the US market and proved to be an instant hit. 
 
It is rightly said, innovation is the way to success. But,
renovation of existing product also works and has an
equally good effect. So, my idea of success was to renovate
the old traditional henna, and then present it to the
customers. 
 
With time, Radico expanded its activities to many other
countries too. Radico’s next innovation was its unique
product “Bindi”. We introduced it as ‘Crystal tattoo and
body dots’, which brought us clients from Germany and
other European countries. I am proud that I brought Indian
henna and Bindi on the world map. 
As times changed, technology got introduced. Similarly, at
Radico, we switched over to email for quicker
communication with customers around the globe. when
Radico launched its 

Sanjeev Bhatt  
CEO, Radico Organic Hair

Colours
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website, the country had only about 35,000
internet users. Moreover, Radico was probably
the first Indian website on henna. As during that
time, USA had the maximum numbers of internet
users, our company witnessed hundreds of
enquiries daily through email, most of them from
the USA alone. 
 
Later in 2001, Radico opened their first overseas
office in Los Angeles, USA. This was a warehouse
and office for Radico which thus became an India-
based multinational company. Gradually, we also
opened small offices in Italy and China too. 
 
My focus is always on creating products which
are not only price-efficient, but also have good
quality. This has made me win several awards in
the business community, for my performance in
Industry for quality products, good business
ethics and commitment to long-term business
relationship. In 2001, I was awarded with the
Arch of Europe Gold Star Award. I also received
the award in recognition of ‘Best Performance,
2001-2002’ from the Council of International
Awards, UK. Niryat Shiromani award for export in
India in year 2003. Our promise to deliver good
quality products has made us recipient of several
awards in the category of best company in the
organic cosmetics, best quality award for organic
hair colours and more. 
 
Today I am a proud owner of a medium-sized
India-based multinational company. With a good
brand name and just two factories, our products
have presence in 100 + countries across the
globe. Radico entered the Indian market also
recently two years back and is expanding fast
with growth of organic shops in country. The
brand is available in more than 550 organic stores
out of total approx. 600 organic stores in India. 
 
But this isn’t the end. We have many new
projects in the pipeline line like organic cosmetics,
organic cultivation, opening a chain of small
organic retail outlets in India and abroad, organic
food products, solar energy, environmental
conservation, etc.

11



THE BOOST OF THE SALES
ELECTRIC VEHICLES
The year 2021 proved to be promising for various business sectors, be it the real estate sector, the hospitality sector, the
healthcare industry or so on. Considering the trying times of COVID, several business sectors have performed
exceptionally well in the past year, and at the same time, also promised for a positive growth in the future. In the following
article, we will look at how the automobile sector in Australia has witnessed a high growth in 2021. 

The year 2021 reported that Australia witnessed an increase in the sales of new electric vehicles. Such progress was
witnessed after years of lagging sales and continuous government efforts to uplift the sales of electric vehicles in the
country. Australia reported sales of 20,665 EVs in 2021, which was a significant increase from the 6,900 sold in 2020. This
tremendous performance by the sector meant that electric cars now make up 1.95% of the new car market. Among the
total sales, the Tesla Model 3 made up for more than half of the electric cars that were sold in 2021. 

The Tesla Model 3 was proven to be the best-selling electric car in Australia where it sold 12,094 vehicles last year only.
This accounted for total 58.5% of the total EV sales. This was followed by the MG ZS, which sold 1,388 models and
Mitsubishi Outlander with 592 vehicles. The EV market now stands at a market share of 1.95%. Speaking about these sales,
the EVC chief Executive of Australia, Behyad Jafari mentioned that such figures represent a milestone, especially when the
EV sales have lagged for years. 
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Jafari mentioned that such boost in sales can be
attributed to the policies introduced by individual states
and territories designed to support uptake, including
stamp duty, waivers and rebates. Under the plan
introduced by the Australian government, it declared a
budget of $250 million, including $178 million of new
funding as part of a future fuels fund, to build charging
stations for heavy commercial vehicles, passenger cars
and households. The EV policy of the government also
focused on encouraging governments and large
corporates to buy EVs for business fleets. Apart from this,
the choice of electric vehicles had been limited in
Australia. For instance, customers in the UK were able to
choose from over 130 models but Australians had just 31
limited models to choose from, posing a problem for them,
in addition to the problem of limited supply of EVs. As a
result, the cost of EVs became high. To deal with these
high upfront costs, the states and territories introduced
incentives to help. For instance, EV owners in New South
Wales were able to apply for up to $78,000 in stamp duty
reimbursed on purchase of new and used cars, while
$3,000 rebates were offered on the first 25,000 EVs sold
in the state. 

As a result of this, a solid growth was witnessed in New
South Wales, Queensland and Victoria. With such
prominent progress, Jafari mentioned that there is still
more that could be done provided there is federal
government’s support. 

But even after 1.95% market share, electric vehicle sales
in Australia lags behind other countries. In western
Europe, the electric vehicles make up 11.2% of the
market. In the United States, electric vehicles make up
roughly 3% of the market, which is low but still greater
than in Australia. 

With the advantages that electric vehicles provide, their
demand is likely to take off in 2022, in the US and other
countries. And with this, Australian companies in the
supply chain will have to look overseas to fill up the gap
created by limited supply. Though recent developments
have been seen here too, as Tritium, a Brisbane-based
company, manufacturer of electric vehicle fast charging
systems, is expected to announce the site of its new US
factory in the coming times. This site will most probably
be operational by September. The Brisbane facility
currently manufactures 5,000 units a year. With more
factories, it would surely increase the company’s capacity
by many folds, while 

also eliminating the need to ship material overseas. Tritium also
plans to expand its operations in Europe, fulfilling its aim to
establish itself as one of the world’s largest makers of fast
charging systems. 

To conclude, it can be mentioned that EVs are the future of the
world. The threat posed by vehicles run by diesel or petrol has
made people to look for alternatives, and electric vehicles surely
fill the requirement. While electric vehicles are costly,
introducing policies and providing rebates or waivers to
customers can certainly help in increasing the sales. Electric
vehicles are without a doubt the next disruptive market force for
transportation and technology. With their potential to
revolutionize, they are surely a solution to the negative
environmental impact caused by conventional cars. 
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Shailendra C 
Mruthyunjayappa
President,
Verisk Financial  Fintel l ix

UNCONVENTIONAL
WISDOM FOR BUSINESS
LEADERS AND
ENTREPRENEURS

As a business leader or entrepreneur, you should never stop
learning, learning from your own experiences and from those of
other leaders. Here are some practical tips that can help you
become a better leader, implement a high-performance culture,
develop winning strategies, and drive organizational excellence.

LEADERSHIP

Allow your next-level leaders to witness your decision-making
process
Most of the critical business decisions that shape the future of the
business are judgement calls based on supporting evidence or
projections! While you make them, allow your next-level leaders
to witness and gradually become part of the decision-making
process. There is no better way to create an organization where
leaders take decisions with speed and consistency.

Appoint someone who can hold a mirror in front of you and can
demand accountability
Identify someone that you trust internally or hire an external
coach to monitor your behaviour and highlight your blind spots.
Very often, organizational values and culture are defined by
strategists in consultation with business leaders; business leaders
in turn expect the entire organization to demonstrate that culture
but the leaders themselves often fail to internalize these traits.
The behaviour of the workforce is more influenced by their
experience with their leader rather than what is expected of them.
This can only work if you volunteer to have someone watch you
and commit to working on areas of development.

Engage your leadership team in expansive thinking, unrelated to
your business
Staying focussed on “getting things done” can be too exhausting,
curtailing creativity, and restricting the mind from thinking big.
Every once in a while, getting together with teammates in an
informal setting, and having casual conversations on matters
beyond work, such as strategy for your favourite sports team, or
geopolitical developments, or debating the meaning of life &
universe, discussing disruptive technologies, etc, will be a
refreshing change, will help develop perspectives, and act as social
stimulant. 

Play a sport to improve your leadership skills
Not only will sports help you stay active and
healthy, it is also a great way to develop
important leadership skills such as the ability
to work with teammates, develop winning
strategies and techniques, build rigor and
discipline, quick thinking and decision making,
handle pressure and adversity, etc. You have a
good head start if you feel inspired by the
determination, motivation, perseverance,
competitiveness, or unique style of your
favourite sports personalities.

PEOPLE & CULTURE

Implant the organization’s purpose and
mission in everybody’s subconscious mind
Keep reiterating the organization’s purpose
and mission; make it part of every
presentation and every display board in the
office or digital workspace; constantly remind
the workforce of its purpose and mission; and
drive it into their subconscious mind. It helps
to keep the workforce motivated and always
aligned. You will be surprised to see your
teams self-regulate and recalibrate when they
begin to drift away.

Define success criteria for every role before
hiring
Define success criteria for every operational
role, even before hiring. Other than for some
roles that come with fluid responsibilities or
extremely long gestation period or may
require rapid pivoting, most of the operational
roles should require clear and timely
outcomes. Make sure these are published for
every role in as few words as possible,
preferably with 2-5 key metrics, and regularly
track and publish them.
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Find the balance between role expectations and
recognition of achievements
Recognition of high performers and achievers is
important; but even more important is to ensure that
it is done only when expectations are exceeded, and
done immediately upon achievement; and when
done, it is always accompanied with the performance
metrics for everyone to see. This will have a
disproportionate influence in driving better than
expected outcomes. Frequent recognition of the
same group of individuals is a sign of bias which can
crush the motivation of the workforce, or a sign of
suboptimal use of your best talent which means lost
opportunity. 

STRATEGY

Sales team can be your biggest disruptor, if only you
allow them to be
Product and/or service delivery leaders may be
experts in the subject matter and thought leaders in
their own right, but the sales team is closest to the
market and can sense market trends much better.
Letting the product/ service delivery team define
offerings and operations within their comfort zone/
based on current expertise, will be detrimental for
business growth and expansion, and will adversely
impact the ability to capture emerging spaces. Allow
the sales team to challenge the marketing and/or
product and/or service delivery teams, to push for
innovative problem-solving, to influence
organizational capabilities, and to help the business
push boundaries and grow. 

You have no idea how strategic and talented your
next 2 level leaders are, until you try them
Broad base your business strategy and planning
team to include heads and their next levels from
sales, product, service delivery and operations,
information technology, finance, and human
resources, and encourage them to be bold in their
thinking. The optimal strategy will emerge when
market analysis, geographic expansions, customer
segmentation, sales channels and approaches,
pricing, and deal structuring, is all done
collaboratively by these stakeholders, with a bias for
achievement! The leaders will also work towards
collective success when they jointly sign-up to the
plan. 

EXECUTION

Stop wasting your time and everyone else’s
productivity with too many meetings and reports
Do not exhaust your team with too many team
meetings and reports. If you can and want to invest
time in your team members, use it to work together on
specific opportunities or deliverables. For example,
help a sales manager perfect the standard sales pitch
and develop an approach to deal with non-standard
opportunities; no amount of internal guidelines,
reviews, forecasting, or tools will help you predict or
influence customers’ decision making process; if there
is anything that can help accelerate deals, it is to
engage with the customer at multiple levels.
Organizational excellence will come from focusing on
performance metrics, and regular and objective
feedback. Your ideal operating model should be light
on process and high on competency development.

If you have hired someone to do a job, trust them to
do the job
If you have hired someone because they have the right
expertise and experience to be able to perform a role,
repose faith in that person and be confident of your
judgement. If monitoring and mentoring their work is
important in the initial days in a new role, make a
conscious effort to create elbowroom over time. And
never jump to conclusions too early; everyone has
their own working style, allow them to work the way
they want to and focus on the outcomes. Your team is
competent and trustworthy unless proven otherwise. 

Learn to say no to unreasonable customer demands
or unacceptable behaviour
Yes, customer is king. Yes, your business is irrelevant
without customers. Yes, you should strive to please the
customers. And yes, your most demanding customers
are the greatest source of learning. But every now and
then you will come across a customer who is
excessively demanding but unfair with contract terms,
demonstrates toxic behaviour with your employees, or
just does not value your products/ services despite
your best efforts. It is best to avoid such customers and
not let your team get demoralized; rather focus on
customers who value your products/ services and go
the extra mile.  
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Responsible businesses have been rallying for weeks as we
battle COVID-19. Apparel companies pivoted to making face
masks, distilleries are making hand sanitizer and auto
manufacturers rushed to create much needed ventilators. In a
sense we’re seeing a new era of responsible business. But
serving the communities where companies do business isn’t a
new concept. Whether you call it corporate social responsibility,
corporate citizenship or just doing good business, these acts of
kindness have been a part of the social landscape for decades.
And while we’re seeing a new form of that unfold as we respond
to the pandemic, there’s no time like the present to think about
having a social impact strategy for your company or place of
business. In a post COVID-19 world it’ll be more than expected.

But before you start serving the community, it’s a good practice
to form a strategy. Having a strategy will help you navigate the
complexities of addressing critical social and environmental
issues while also strengthening your company’s brand
reputation and long-term vitality. Here are some actions to get
you well on your way to creating a social impact program.

1) Take inventory of your resources who can act as volunteers.

2) Align community service with a local or national goal

While it’s great to think through goals tied to what you’d like to
achieve in terms of engagement (i.e. percentage of employees
volunteering, dollars donated and hours served) It’s always best
to also align your goals with those that exist beyond the walls of
your business. Doing so will ensure your achievements ladder to
those being collectively achieved by other organizations,
businesses and government agencies in the same community.

This is an opportunity to connect with local city, county or state
government agencies to take notice of their larger societal and
environmental goals. And instead of solely creating goals that
exist in a silo, you’ll have an opportunity to support existing
networks where collectively you’ll increase impact through
greater focus and collaboration.

W H A T ’ S  Y O U R
O R G A N I Z A T I O N S
S O C I A L  I M P A C T
S T R A T E G Y

3) Define your volunteerism and grant giving
parameters

Volunteering and monetary donations to charity are
common acts of kindness by many. However, as a
company, you’ll want to create policy that’s
accessible to employees that clearly communicate
the parameters in which they can volunteer while
representing the company.

4) Revisit your company’s purpose:

Consumers are now using their purchase power as a
statement of their values. They’re purchasing goods
and services from companies they believe are
socially and environmentally responsible and align
with their values as individuals. It’s becoming
increasingly more expected of companies to
generate a positive social and environmental change
in the communities where they conduct business.

So, beyond generating revenue for your
stakeholders, this is a time to revisit your purpose as
a company. Think of your company purpose as the
reason you exist.

5) Form partnerships with community organizations

6) Empower your Internal Team members and
stakeholders

7) Track, measure and report your impact:

Be sure to measure your progress as you advance
on these achievements. As you’re creating the
strategy have a data-collection plan that also
captures the volunteering, grant giving, and
resources given. These metrics should be well
documented so you’re able to more effectively share
the stories of the work you’re doing in the community.

Suman Anjoy
Founder Director ,

Amazing-U.com
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B R I N G I N G

B R I N G I N G

G R E A T

G R E A T

C U S T O M E R S  T O

C U S T O M E R S  T O

T H E  F R O N T

T H E  F R O N T

Imagine this, you’re Checking-in at a premium hotel and the person checking-in right in front of
you is one of those perpetually unhappy customers. He speaks loudly and rudely with the Hotel
staff, asks for the best of service and is overall a nuisance. Once his check in is complete, he’s
escorted to his room by a bell boy and you’re next.

You on the other hand is a perfectly nice customer, you wish the front desk a very good
morning, check in, have a good stay and check out. During your stay, you received all the
promised services in the right quality. Nobody was scared around your or managing you with kid
gloves.

What happened here is that a “Red” customer was flagged off. Now everyone from Reception – Banquet – Housekeeping and so
on knows that there is a certain customer who needs to be “Handled with care”. From now till the end of his or her stay, this
customer will get special attention to make sure he or she doesn’t create noise or spoil the atmosphere of the hotel.

This is a common practice in hospitality, airlines, restaurants etc. Different organizations use different tools ranging from a “dot”
near the name in printed list, to unofficial messages in the group to well-designed workflows in the CRM system.

While the practice is common, the industries unknowingly take good care of the noisy customers while the ones who are actually
nice often go unnoticed and unrewarded. It’s prevalent to the extent that one of my managers once suggested this as a hack to
enjoy good service.
While we take care of every kind of customer that comes in, what if we could have a way to identify and reward the good
customer.

Imagine that you are one such service provider, a hotel, an airline etc. If you have the analytics of customers who are good to
you, customers who are polite to your teams, customers who talk positive about you on social media, you could create additional
rewards for such customers for their loyalty. Imagine a system to give loyalty rewards to customers not just for their dollars but
for their loyalty towards your business. The best people to give this information are those on the frontlines of an enterprise’s
service. Front desk, field staff, crew members, etc.

Let’s enable our frontliners to rate customers. We have the tools to use the intelligence gathered from the field and use it for
better customer experience. Let’s create an environment to promote positivity and mutual respect. 

We’re already seeing similar concept with some taxi aggregators where they rate me as a customer at the end of a ride,
however, I haven’t seen any reward coming back to me for being a “nice” customer.

Wouldn’t it be amazing if we could bring our best customers to the front and give them the special treatment they deserve?

We at CX@BGSW are working on the future of customer engagement using the latest and best technologies available.

If you would like to know more about how to bring your Greatest Customers to the front, or just discuss an idea, we would love to
connect with hear you out.

Going back to your check in experience, if you were to observe closely, you just might notice
one of the staff members sending quick messages on his mobile, or maybe the front desk takes
just a second longer to be with you because they were making a quick note in the system. 

Muthuraja Nanayakkara
Chief Executive Officer,

SEBSA
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Whether it’s an expert or an amateur, rich or poor, hardcore or enthusiast, Royal Enfield bikes are the quintessential
choice for every biker. Be it an expedition through jungles or a mountain tour, every biker’s passion is to own a Royal
Enfield bike. With the tag of “the oldest global motorcycle brand in continuous production”, it is one of the most well-
known motorcycle brands across the globe. 

The foundations of Royal Enfield dates back to the British era, when an English company, ‘The Enfield Cycle Co. Ltd’,
which manufactured bicycles decided to motorize its first bicycle in its factory located in Enfield, England. English
designer Bob Walker Smith and Frenchman Jules Gotiet together designed a bicycle with 1 ½ HP Minerva engine
mounted in front of the steering head and the rear wheel driven by a long rawhide belt. Thus, the first Royal Enfield
motorcycle was born in 1901.  The Motorcycle served for several purposes. During World War 2, it supplied the
British paratroopers with a 125cc ‘Airborne’ motorcycle to be dropped out of airplanes, calling it a ‘Flying Flea’. In
1932, the ’Bullet’ motorcycle was born. The bike was also supplied to the Royal Army and to the Royal Air Force
during the war. 

The introduction of Royal Enfield in India was after the Indian independence. Until 1947, independent India did not
have any manufacturing facility where they could produce motorbikes. It was in 1949 when India decided to import
motorcycles from Royal Enfield, England. With the Indian government’s decision to patrol its borders with it, the
350cc single-cylinder bullet was the first to ride on the Indian roads. 

Thus began the journey of the Enfield India. By 1955 bullet bikes were assembled at an Indian plant in an
economically independent India. While in the initial phase, parts were imported and being assembled in the madras
plant, by 1977, Enfield India began to export the 350cc Bullet to the UK and Europe. 

The road to success isn’t easy. The era of 70s proved this to Enfield India, when the Japanese bikes dominated the
market, as a result of which Enfield India struggled. The competition came in the form of Indo-Japanese brands such
as Hero Honda, TVS-Suzuki and Escorts Yamaha.

LIKE A PHOENIX, RISE FROM THE ASHES- THE
BEYOND-BELIEF SUCCESS STORY OF ROYAL
ENFIELD
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Their bikes were more fuel-efficient and affordable,
while the Royal Enfield had undergone little to no
technological advancement. This is when the Chennai-
based business family, saw revenues plummet and
picked up a 26% stake in 1990, later going on to fully
own the brand in 1994. This company was the Eicher
Motors Group. The merger of Enfield India with the
Eicher Motor Groups opened a road to several
developments. The founder of the Eicher Group was
Vikram Lal, an avid motorcyclist, who took it upon
himself to decide what developments had to be done
to make the sales of Royal Enfield increase in this
increasingly crowded market.

Before the dawning of this century, the Enfield started
losing its customer base. The company witnessed a
massive decline in sales too. According to customers,
they were more satisfied with the traditional bullet
bikes, and were not ready to embrace the innovation
which Enfield brought. The situation turned worse,
when in 2000 the board of directors of Eicher Motors
decided to shut down or sell off the Royal Enfield
division. Nobody could comprehend exactly what went
wrong. This is when Siddhartha Lal, the third
generation of the Lal family took over. Siddhartha took
over as the MD of Royal Enfield in 2005 and revamped
it. The man himself was an Enfield lover. According to
Siddhartha, the business was going so badly and the
board of directors only gave him the chance, as they
had already lost all hope, and could not think of
anything that could be worse. 

When Siddhartha stepped in his father’s shoes, he
revealed that consumers mostly complained about
malfunctioning of the Enfield, like engine, seizures, oil
leakage, breaking of accelerators, tearing of clutch
cables, electric failures etc. To overcome all these
challenges, Siddhartha Lal was not alone in the game.
He appointed R L Ravichandran as the CEO of Enfield in
2005. Ravichandran had an area of expertise in
motorbikes after serving for giants like Bajaj and TVS
Motors. 

Siddhartha drew inspiration from brands such as Mini
Cooper and Porsche. While studying in the UK, he
experienced that, small cars were usually poor in
design as compared to mid-size and larger cars. Then,
when the Mini was launched, it changed the paradigm
and made small cars really fun to drive. This is what
drew Lal’s inspiration, he wanted to make mid-weight
motorcycles fun to drive, yet retain its DNA. 

This approach provided a spark of luck for the Royal
Enfield and the sun began to shine on this classic bike.
This jagged look, headlamps and trunks became the
signature of Royal Enfield. The company also went on to
approach international experts and consultants while
carrying out any changes. Ravichandran explained, “We
declared 2006 as the year of getting back to the basics. We
also formed a field quality rapid action force to bridge the
gap between customer expectations and reality.” In late
2008, Royal Enfield went on to launch the 500CC classic
model which proved to be a huge hit. This made the
company to launch the 350CC bike in India at a price of
Rs.1.20 lakh, which proved to be a huge hit among the
customers. Amongst this, Lal also decided to dissolve all
the business ventures of Eicher Motors and instead invest
money for the development of the Royal Enfield. The
business ventures which previously focused on bikes,
motors, trucks, garments etc, reduced itself to just bike
and truck businesses. By the year 2010, not only the sales
of the company improved, but also their quality. The bike
sale increased to 50,000 but on three platforms. In 2014,
the company earned a total revenue of Rs. 8,738 crores,
with a net profit of Rs 702 crores.

The core team of Enfield had the most-celebrated
professionals, Rod Copes, former Harley Davidson
manager, who had been hired as president of North
America, Pierre Terblanche, who previously worked as the
head of the industrial design team for Ducati, James
Young, head — engines, who worked in Triumph, was
hired to look over UK. 

Under the futuristic vision of Siddhartha Lal, Eicher motors
has entered its golden years. If Royal Enfield is the star of
the Eicher Motors, then Siddhartha Lal can undoubtedly
be called the reason behind it. Not only the bike segment,
but the other venture of the Eicher Motors, the truck
segments, in 2020 witnessed a major hit, when the Eicher
Motor’s VECV bought Volvo Buses India operations for INR
100 crores. Even if we consider the unprecedented times
of Covid, results have remained on the brighter side for
Eicher Motors. In February 2021, Eicher Motors recorded a
10% growth in Royal Enfield sales to 69,659 units against
63,536 units sold in the same month a year ago. From the
total, exports skyrocketed a whopping 94% to sales of
4,545 units, compared to 2,348 units of February 2020.

To every setback, there can always be a solid comeback,
one can learn this from Siddhartha Lal. His confidence in
his abilities and the efforts made by him and his
companions surely made Eicher Motors a huge success,
with Royal Enfield its star. 
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Huzefa Merchant
Founder,  
Insync Shop Fitt ings

3  D E S I G N  S O L U T I O N S ,  T H A T
C A N  M A K E  R E T A I L  S T O R E S
S A F E R  I N  A  P O S T  C O V I D
W O R L D !

The world is emerging out of the Pandemic that has become an overwhelming reality for
every global citizen today. This new world has a new normal, retailers are dealing with a new
challenge, a new found focus on hygiene! As product designers it is our duty to look forward,
to help our partners adapt to change faster and make this transition easier, so during the
lock down we have designed 3 solutions that can create safer retail environments.

Bacteria Free shelves
Over 70% of time spent in a retail store is at the racks, where shoppers interact with the
merchandise and in doing so are in physical contact with the shelves that hold the
merchandise, so our design focus was to create shelves which are made of materials that
are bacteria free, so we did just that! Collaborated and created shelves from a special
material that is resistant to 90% of bacteria. These are live at our display centre in Mumbai,
for you to see and understand in greater depth.

Contact less shopping
The COVID-19 pandemic has made consumers extremely aware of what
they come in contact with. With the Coronavirus, the idea of contact less
shopping and payments has taken over. The practice of contactless retail
has been around for long enough in a variety of forms, but in the face of
the COVID-19 virus, it is becoming an integral and necessary part of retail
culture.

In line with this, INSYNC envisioned the ability to integrate Endless Aisle
technology and Self-Checkout solution designed to make your shopping
experience quick and efficient, reducing contact on the items you’re
purchasing as well as possible queuing times.

Simply scan the QR Code and complete the payment – it’s that easy!

Agile POP Up
Retail cannot survive without constant growth and that needs a high
infusion of capital. Now the reality is that we might need to rethink
our customer interactions and might need to optimise our available
capital and reduce our risk without reducing growth.

So, we have created shop fittings that are capable of creating quick
and easy pop-up stores, they are powered and don’t need support
of ceiling mounted lights which can pop up at a store in areas that
were simply not possible before. These solutions can create
temporary stores and also are easy to install, re-install and
relocate.

This way retailers can create more stores during the peak seasons and capitalise by having more visibility, more locations and
more sales within optimised budgets.

We have created a mock-up of this at our Experience Centre and can help your team create a solution that fits your specific
needs. So in line with our mission to Empower the future of retail, we have used our lock down time to help retailers bounce
forward into a better, safer and more profitable future.
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A  T O  Z  O F  K A R M A
M O K S H A
N I R V A N A
F O U N D A T I O N
A N D  I T S
P I O N E E R I N G
E N D E A V O R

KMN Foundation is a pioneer in the field of path breaking work which includes organization of medical

camps, spreading valuable information regarding health (awareness about killing habits of smoking tobacco

and chewing Gutkha, Pan Masala) and hygiene, alleviating sufferings of bpl families, providing platform for

contributors to facilitate work in social areas. 

It has been years that we promote and champion causes of majority deprived section of our society which

earned us Mahindra Finance Appreciation Award for CSR 2017 , Indian Achievers Award 2021 , Top50

Business Growth Leaders in Operation Award 2022 and Rajiv Gandhi Icon Award 2022 . To meet such social

obligations which intend to reach out to as many as possible we invite corporates and nonprofit

organizations to come forward with open arms to embrace our cause and promote harmonization of human

fraternity which consequently will lead to strict adherence of CSR. 

Therefore, we beseech to like-minded people to contribute handsome amounts to our corpus so that we can

expand and broaden our support base and thereby making living simpler for a behemoth section of our

society which are labeled in the "have nots" category. 

As an NGO we provide platforms and opportunities on technical terms to those who want their products,

rendition, dialogue to reach out to wider audience in general through YouTube posts, website development,

blogs etc. We also seek cooperation, coordination, assistances of tech support providers who can help us in

our endeavor to give voice and platform to a large section who remained unheard, unnoticed. As a coup de

gracé, we welcome whole heartedly from the deep recess of our hearts to all perspective donors, tech

support providers and tech support customers to help us redeem ourselves for a better, unforgettable and

productive tomorrow. 

Rajib Chakraborty
Secretary,  

Karma Moksha Nirvana
Foundation

21



By sending them messages about a company or
special promotion is likely to get noticed by them, and
hence provide the company with potential customers.
On the other hand, email marketing is also an
effective way for companies to increase their sales
numbers. The main reason  why email marketing is
mostly preferred, is because of its easy process. All
one needs to do is send out promotional emails with
links to the company’s website. Companies can even
customize the messages so that they promote specific
products or services which customers are more likely
to buy. 

2.Marketing on social media platforms
Companies think of social media platforms like
Twitter, Instagram or Facebook as a measure to
increase their sales numbers. To them, these sites
provide a platform to connect with potential
customers in real-time. By using marketing strategies
such as organizing of any contest, special promotion,
etc., companies can reach tons of people at once. 

Is digitization the key to increase
sales numbers of a company?

Digitalization has introduced various opportunities
for sales and advertising, making it easier for
companies to reach their potential customers. But,
finding the right strategy that works best for a
company and their target audience is must. This
involves using the right tools and techniques which
can increase sales numbers for any company and
grow their business. 

1.SMS and Email marketing implementation
Text messaging and email marketing is an effective
way for companies to improve their sales. SMS
marketing allows for a personal connection with
the customers, where they get provided with the
customer’s phone number or email address.
Through this, they can send them updates about
new products or any upcoming sales event. SMS
marketing is an effective way for companies to
perform promotional activities. It is a great way to
stay in touch with customers. Use of smartphones
has increased in the past few years. People spend a
large portion of their day on their smartphones. 
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Social media platforms not only provide opportunities for companies to improve their sales numbers,
but also other advantages, including a transparent relation with potential customers, great reach
among the audience and vast amounts of information about the target audience. Marketing through
social media platforms also allow for creating brand awareness by interacting with potential customers.
Now, technology has also upped the game by introducing features where brands can provide a virtual
tour of their store to the customers, creating an enriching experience for the customer. 

3.The testing method
Today’s digital age has allowed marketers to approach customers through various platforms. But it is
true that not every marketing strategy can be applied for every given company. The solution here is A/B
testing. Through this, marketers run two or more similar marketing strategies at the same time and
then observe which one yields the most success.
 
4.Mobile apps 
Companies launch their mobile apps with an aim to increase their sales numbers. Free apps can be
downloaded by users on their smartphones, and eliminate the major complaints about digital
marketing, which is, advertisements in inbox. Once a user creates his/her account, they can have easy
access to information about new products or exclusive deals. Through apps they are also provided with
a chance to post reviews, save items in carts, share updates with other people on social media
platforms like Twitter, Instagram etc. It not only creates brand awareness but also connects with
potential customers directly from their phones. 

Mobile apps also allow people to view exclusive coupons and updates from your business as a result
attracting a ton of new customers and increase the brand’s online presence. 
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IMPORTANCE OF EMAIL
DELIVERABILITY FOR THE
SALES AND MARKETING TEAMS
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Sounds Crazy! Yes, you heard i t  correct .  ROI is
dead. As a technology solut ions provider,  I
came across a mindset problem that prevent
businesses from taking up Digi ta l  t ransformat ion
ini t iat ives
 
1.Tradit ional Mindset:  Digi ta l izat ion is cost ly.
 
Insurance industry has been a laggard in
Digi ta l izat ion due to their  general  mindset that
Digi ta l izat ion is complex,  cost ly & r isky.
 
2.Fact:  Research indicates about 80% of Digi ta l
t ransformat ion in i t iat ives have been delayed
because of  complex integrat ion chal lenges.
 
These complex integrat ions are perceived as
cost ly.  Logist ics industry has been plagued with
these integrat ion chal lenges leading to supply
chain v is ib i l i ty  chal lenges.

Tradi t ional  percept ion in both these industr ies
narrow down their  decis ion making by seeking
an answer to the quest ion.  “Can you tel l  me
about my ROI?”
 
We at Swif tAnt,  have coined a 3-word response
to th is conundrum. ROI is dead.
 
Why  and how? Zero CAPEX .  This is how we
have del ivered state of  the art  Digi ta l  products
and solut ions to our insurance and logist ics
cl ients.

How do we get paid?
We have transi t ioned to a business transact ion
model.  Our c l ients pay us a smal l  f ract ion per uni t
t ransact ion.  Our products focus on improvement in
industry metr ics and they pass on a smal l  f ract ion of
these benef i ts to us.
 
Did this work in Insurance?
Yes, we have implemented a country wide motor
insurance pol icy issuance and claims automat ion
solut ion in th is model.  Industry has been able to
turn around their  prof i tabi l i ty  and Microsoft  has
publ ished this as a success story.
 
Logistics?
A leading global  logist ics solut ion provider
implemented a seemingly complex solut ion that is
perceived as cost ly dur ing covid t imes with Zero
CAPEX. They are now able to onboard their  t rading
partners in a span of  2 weeks as opposed to 6 -  8
weeks ear l ier .  This was augmented with Business
intel l igence @ Zero CAPEX which is unheard of .
 
As products & services get commodit ized &
Uberized, the cost pressure on businesses is too
high. Business cannot af ford huge CAPEX
investments for  Digi ta l  t ransformat ions. CAPEX
investments are s lowly pivot ing to SAAS model
which in turn is t ransi t ioning to Zero CAPEX &
business transact ion models.
 
When you don’ t  invest for  a Digi ta l  Solut ion & start
scal ing your business. Why even think about ROI?
Its dead.

Co -  Founder ,
SwiftAnt FZ LLC

Prasanna Miapuram
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ALIGNING THE SALES AND MARKETING TEAMS TO FIX THE BROKEN LEAD-FUNNEL
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