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“Business as usual has made
way for new disruptions”

Solutions on the cusp of
design intelligence
and innovation
Srinivasan Subramanian,
Managing Director, Preethi
Kitchen Appliances

Bijay Agarwal, Managing Director, Salarpuria Sattva Group
n the course
of this unprecedented
time, like all industries, real estate
had also taken a hit.
Maintaining construction activities
in adherence to the
‘new normal’ was
one of our primary
challenges. In the
initial few months,
there was a shift in
buyers’ mentalities, that forced us
to stall new investments. However,
that has been reestablished, as consumer demand is
gradually picking
up momentum.
Traditional real
estate has taken a
paradigm shift. The

era of ‘business as
usual’ has shifted,
making way for
new disruptions. As
a company we have
explored new technologies, be it in
construction, home
automation, IoT, or
AI. I believe we
have to reinvent,
plan and implement innovative
and technological
ways to keep up
with
emerging
market demands.
Our aggressive
sales in our ready to
move in homes
have met with success, even during
these tough times.
It was crucial to restrategize selling
methods to manage

I

Our aggressive sales
in our ready to
move in homes
have met with
success, even during
these tough times.

“The pandemic
allowed brands
to display their
true character”

cash flow better.
Selling residential
units with immediate payment is an
effective way to
keep cash flow
healthy. We are also
launching 3 new
projects in the affordable housing
sector, as part of
our business expansion strategy.
Long-term
changes like adhering to social distancing norms and
implementing
newer design elements in our commercial spaces, will
be here to stay.
Companies are
likely to lay more
emphasis on cost
optimization and

prefer
flexible
workspaces, rather
than traditional office spaces. Corporates are likely to
avoid capital expenditures and will
move towards coworking options to
accelerate its expansion in the future.
The global pandemic has been one
of the biggest digital transformation
catalysts in the history of the world. It
has generated possibilities for remote
working, hot-desking, and co-working.
In terms of residential sales, digitalization is going
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The primary
business
strategy was
to ensure the
customers
received the
products right
at the kirana
shop next to
their house.

tion was strengthened
by advanced communication with distributors/retailors and wholesellers.
Also, the understanding of the market
needs and delivering
with powering the lead
time in development
has now become a permanent feature. The
needs are volatile now
and have to be addressed across the various channels in which
we operate. The requirements of GT, MT,
HORECA and Institutional are different and
all have to be addressed
parallel.
The sudden jump in
online demand forced
us to recreate the entire
setup and the projections of online space
getting larger are true.
The digital marketing
team along with the Ecommerce team has
been working hard now
to support all the other
mediums and this challenge or opportunity
has helped for fast decision making, else which
could have taken
months. We do believe
that with every challenge comes an opportunity and it’s the time
to keep an eye open and
encash on the current
opportunities of changing customer behavior
and consumption patterns.

Decoding
the DNA of
all things
Premium
and Luxury
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“Unified commerce
is a vaccine for
Retail Covid”

By Goldie Group
he pandemic allowed
the brands to display
their true character to
the consumers. The
brands that had a legacy
of high-quality standards, ethical practices
and robust solutions
with adaptation to the
current needs internal
and external were able
to not only serve their
consumers but also expanded their customer
base. This is the story of
Goldiee too during this
pandemic. The changes
in consumer behavior
are to stay for a long
time barring a few that
can be considered temporary until the vaccine
is available and successful like any other natural calamity, situations
do come back to normal
but yes leaving some
permanent changes in
habits and lifestyles.
Goldiee has always
prioritized "Relations"
as the first and foremost. The primary
business strategy was to
ensure the customers
received the products
right at the kirana shop
next to their house. The
only positive experience for the citizens
was the exotic and delicious food they could
cook in the house with
the experiment of using
various different spices.
We enhanced the availability of the smaller
packs and the distribu-

to be the game
changer. The need
to own a home will
become stronger
than ever and new
purchase decisions
that are led digitally, will be here to
stay. First time
buyers can make
purchase decisions
from the comfort of
their homes, to save
time and effort.
Growing digitalization in the buying
experience can give
home buyers not
just the added convenience of house
hunting from a laptop, but also the option of choice of
homes from around
the globe, at the
click of a button.

Dr. N Mohan, Executive
Director & CEO, Clarks India
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We have
introduced
many new
processes
to activate
our Omnichannel and
Ecommerce
B2B
businesses
too.

he luxury business has
exploded into the consciousness of a new and
energized India in the last 20
years. Indians now are statistically known to be the most
frequent travelers worldwide, with increased sophistication in their choices. Luxe
homes, rare art and antiquities, jewels, expensive vehicles and more now capture
the imagination of the new
elite just as it did the Maharaja’s of the 1920s. And much
like them, the modern luxe
consumer wishes to indulge
in the finest of things their
money can buy.

e all know how this pandemic has upended
businesses – big or
small alike and has disrupted lives and completely changed the way
we used to traditionally
conduct our businesses.
We too have been cautiously watching the
impact revisiting our
plans going back to the
drawing board creating
scenarios and weighing
all options with focussed efforts towards
optimising to create a
seamless experience for
the customer who is adjusting to the new normal.
The 3 key initiatives
around which our new
strategy is pivoted are
in the areas of Product,
Selling environments &
Communication.
Firstly, we have
adapted our product offerings to the New Normal. Since a large part of
the working population
would continue working from home and social gatherings would be
fewer, we revisited our
archives to bring more
Athleisure products
suited to the Indian
consumer that provide
superior comfort while
being high on fashion to
go well with any dress
including traditional
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While Indian consumers
want the best that money can
buy, they also want a connection with brand ideologies. It
is an exciting time to celebrate these Indian and International brands that combine
the best of the past, present,
and future, with an understanding of all things global

Indian attires.
Secondly, traditionally our business was
focussed on brick and
mortar retail with very
little presence on
Ecommerce. But the
current pandemic shifted our focus substantially towards ‘unified
commerce’ which in my
opinion is a vaccine for
Retail Covid. Hence, we
pivoted our business to
Digital to create frictionless customer experiences that can capture
those micro-moments.
We have introduced
many new processes to
activate our Omnichannel and Ecommerce B2B businesses
too. And this strategy
change has proven very
fruitful helping our
Ecommerce business
reach 75 percent of last
year actuals paving the
way to achieve better
results on the Full year
budgets by the end of
the year.
Lastly, Covid19 has
been a leveller for all of
us with well-being becoming an important
aspect in everyone’s life.
In terms of the human
anatomy, the feet carry
our entire body weight.
All the nerves end at our
feet and are linked to all
the vital organs in a human body. So, if your
feet are healthy so is
your physical & mental
health.
At Clarks, we believe
that comfort is not only
vital to our well-being,
but that it should be
available to everybody.
Nearly 200 years later,
this same philosophy
still informs everything
we do. Hence, we will be
communicating about
the differentials we are
bringing in our products in terms of technology & innovation
that provides superior
comfort. One such innovation is Trigenic,
our most successful innovation known for its
technology that enables
the ‘natural movement’
of the foot keeping the
feet healthy and happy.

and local. With this in mind,
the Economic Times Prestigious Premium & Luxury
Brands 2020 celebrated both
local and global brands that
have left their mark on India,
such as BMW Motorrad India
among International Luxury
Brands, and the Alturas G4 by
Mahindra and Talking
Threads among Indian Luxury Brands.
As the market gets more
seasoned, the rich sensibilities and cultural codes of
these brands, with a 360-degree approach to the values of
luxury, will see them weather
the tides of changing times.

reethi is an iconic
brand that has been
powering millions of
Indian women inspiring their everyday with
kitchen solutions that
helps them go about
their everyday with
ease, simplicity and joy
for over 4 decades. A
powerful brand with
diverse product portfolio, Preethi caters to the
needs and conveniences of people across different Indian regions,
distinctive cooking lifestyles and varied culinary requirements.
Preethi as a brand
finds its nucleus in a
strong singular valuecustomer centricity.
Preethi has evolved
with changing times
and needs of customers
with a keen ear to the
requirements of rapidly changing Indian
kitchens and the psychology of people who
work in these kitchens.
Our solutions are built
around what Lakshmi
in Kanyakumari felt
when she had to make
quick meals for her
family before rushing
to catch her bus to
work, what Sirisha and
her husband in Hyderabad felt when they
wished for simpler

ways to make juices at
home that they could
pack to work or to find
a simple answer to Sayira when she struggled
to clean her kitchen
counter under the gas
stove every night.
Our commitment to
improve the way people cook in the Indian
kitchens has consistently instigated us to
find solutions in the
cusp of design intelligence and innovation.
Preethi Zodiac mixer
grinder was an incredible innovation in the
mixer grinder category
when it was launched
in 2015. It majestically
combined food processing, juicing, chopping and grinding all in
one sleek, smart power
packed mixer, saving
time, adding taste and
making kitchen time a
delicious experience.
Preethi Gas Stove
was launched with a
cooking efficiency of
72% enabling households to save 5 days of
gas a month. It was also
the first to solve the
cleaning hassle faced
by women for a century, thanks to a simple
innovation – the drip
tray a first in the gas
stove category and a
simple but revolutionary solution that made
cooking and cleaning
super easy.
Listening to customers has enabled Preethi
to use Innovation as a
key rider in new product development- we
understand that Indian

cooking and the needs
of people in the Indian
kitchens are extremely
personal. Only a brand
that has spent considerable time researching, gathering insights
from kitchens in Mangalore managed by
mother and daughter
in law to kitchens in
Mumbai used by working couple or traditional kitchens in Tiruvallur managed by home
makers who enjoy authentic preparation for
their families, can create customized Indian
solutions that make
their every day cooking
simple, easy and delicious.
While the brand has
consistently stayed
ahead of its times with
its extraordinary innovation and exceptional
customer
insight,
Preethi is rooted in traditional values of trust,
long termism, empowering stakeholders and
believing in the good
for all. Our biggest
strength has been our
channel partners who
have taken the brand to
every nook and corner
of the country.
As we move into the
future, Preethi will
continue to listen, innovate and build products with purpose. In a
cluttered world of appliances, we will lead
the category with
smart kitchen solutions that will make
cooking a truly incredible everyday experience for all.

“The demand for
innovation to improve
health outcomes has
been high”
Anurag Agarwal, CEO & MD,
Natural Remedies
s we transition to
our new normal,
holistic and sustainable living can help
us acquire total wellbeing, comprising a
strong immune system, healthfulness and
mindfulness. But the
question remains, how
can we do it? The answer lies in all the natural things!
Times are such that
stress and anxiety hover us. Train your minds
towards positive thinking. Consciously develop a habit of being
positive and grateful
for all that you have.
Ensuring a holistic way
of life by paying close
attention to these fac-
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tors can help revitalize
the body, relax the
mind and recharge the
soul.
Notable healthcare
trends
There are no two
thoughts about it that
healthcare is an essential and dynamic industry with loads of
opportunities for innovation. Over the last
year, the demand for
innovation to improve
health outcomes while
ensuring affordability,
quality and access has
been high. Technology
is refining the ways of
treatment for better,
more so in the years to
come.

Phygital: a growth
opportunity
Peeyush Gupta, Vice President Marketing & Sales, Tata Steel
ovid-19 pandemic
has
caused a permanent change in all
three aspects of retail
business viz. Connect,
Transact and Engagement with consumers.
This has been enabled
by digital penetration
that has grown significantly, be it in the rural or urban market
space.
I see opportunities
or definite change in
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the spends being diverted from physical
to digital and market
reach becoming more
“phygital” as consumers will use both offline and online in perhaps an equal measure. This will call for
redesigning supply
chains, keep a close
eye on logistics and
distribution costs as
convenience will increasingly become a
standard & less likely

to get compensated
for. Marketers will
find newer ways to engage with customers
using digital platforms
and in a way it opens
up this area afresh.
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