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Deepening Financial Inclusion

Govind Singh, MD & CED,
Utkarsh Small Finance Bank,

As an SFB, we started with

a purpose that had a direct

bearing on the lives of the

unserved and underserved
segments in the country. Many
factors have contributed
towards this element. One of
them is the beliel in our value
systems. Our approach to values
has been steadfast, which has
helped us pivet at the right
time and help us grow from
strength to strength, We focus
on establishing relationships.
ereating a strong  community

Madhav Thapar, VP - South
Asia, ulddle:astufnm,cu
Robinson, highlights how the
brand overcomes challenges

The past couple of years
have scen  unprecedented
volatility and disruptions in

global supply chains. We've
been focused on leveraging our
technology, global suite of servioes,
unmatched scale and team of global
experts 0 help provide the
and resiliency our customers have
necded 1o
action, especially as tight capacity
and COVID-related lockdowns have
added 1o the challenges,

Qur people were instrumental in
using their skills
cxpericnee inkeoping our customers
constantly engaged and updated not
only with developments but through
offering solutiens and options. Our

conneet to butld trust and

credibility, and inerease

community connect (o

spread  awaremess  for

larger audicnoes across

locations. Fair and
transparent  relationship
is the Mantra and each
one in the organization is
committed to that Mant
This enables us to continue
enhancing our capabilitics,
nurture hope, and rekindbe
livelihoods,

W intend to leverage our
wide base of existing cus.
tomer segments by develop-
ingarangeof assel products
o create sustainable liveli-
hood, Toe build a successlal
fimancial institution. it is
imperative that there is a
t e im approach (o busi.
ness, We believe in respon.
sible banking that helps in
bridging the socio-economic
disparity

processes enabled a

scamless  transition
to  our Business
Contingency Plans
areund remote
working amd
communication. Our
technology was the

backbone that helped
us deal with the
changed environment
efficiently and in real
time.

The realn
OUF SUCCESS
added toour customer
base, improved both
our  Customer  and
Employee satisfaction
seores and continued
uninterrupted in
aur Jourmey of
building talent,
product  innovation,
and technological
fnvestment,

The Building Blocks of Growth

Arun Shukla, President, JK Lakshmi Cement Ltd.,
pinpoints industry trends to keep an eye on
business establishments, a
forerunner im the cause of
a strong, self-reliant India,
and we intend to amplify
our efforts to the maximum
extent in the years to come.”
said Arun Shukla.

Another
need to keep an @
the emergence of dig

The cement indusiry
is without any doubt
one of the most crithcal
industries in the nation,
Required by almost every other
ibutes a lot o
and is a huge
generator It s

grow even more this

vear because of rural housing

that

trend we

£3

demand and the government's

1h(~ Iudl:m Cement lnclmlrs‘
BOMHY

with nelwork

dealers i ruallua.

and
fotprints across most markets
in India. is all set to play a
|!I\'0I:‘I.l role in natlon-bullding.
"W are one of India’s foremost

SOVVY  COTSWme “In the
post-COVID era, the target
customer of our brand has
wml wd digital media in
a big way and the brand
JE Lakshmi is also geared
to tramsform the way we
work and adapt to newer
Way's af commun sl
and customer engagement,”
shared Arun Shukla.

One Destination, Start to end Home Solutions

lla‘mutﬂl,n'eaﬁdlvu
espouses the value of being single
source of solutions for all things
home furniture and decor

nd Redail, especial
enabling home interior and far
ing in thousands of homes in the
Pune region. In recent times, homes
have turned into hybrbd nests where
family members work (make), eat
play, learn, sing and ultimately ere-
ate. Creaticity’s brand promise and
offerings resonate with this new
micaning of homes, more than ever
The concepts of Home eity with
over 100+ national and international
Home brands, Foodcity with several
culsines and outleds Playcity with
14+ sports options, Workcity for the
hybrid oriented workforce, Educity

with meaningful knowledge sharing
and event city with creative work-
shops and engagement are aimed
at fostering a community of co-cre-
ators, Brand Creatieity is scalable
with evalving consumer preferdnces
as well as expanding category range
and depth.

Thanks 1o the new normal, oon.
sumers need convenience and com-

fort combined with hassle free one
stop solutions for all their home
making needs which is where Crea-
ticity comes in with its 100+ home
furniture and décor brands with a
promise to provide sharp solution-
ing with space designing. product
selection support and start to end
home and interfor solutions through
meaningful knowledge amd hand-
holding at each stage. Today’s con-
sumers are looking at a holistic ex-
perience which is where the promise
of creaticily being a single source
of solutions comes handy by pro-
viding complete support on product
selection, brand choice and space
deslgn through meaningful knowl-
edge sharing with start to end execu-
tion. By doing this we create value
in consumers Home making journey
through co-creation, handbolding at
o ad hassle-free execution
enabling joy at cach stage.

Delivering Highest Quality products and services,

Globally

Consumer centricity at every step

Vidyalakshmi Anand, VP- Enterprise Marketing, Innoviti Payment Solutions, offers insight into the brand's

success story
|—

uwilding a strong B2C  face - first of its Kind &
consumer  propoesi-  inthe entire payments
thon in an otherwise ccosyvstem in India,

B2B product category was designed by world

the key for a faster adop renowned designer

tion of Innoviti Genie, Michael Foley, lead to

al
2%,
3 times

in a very short period of
time across mobile retail-
ers, Technieally, there is
nothing called B2B. as even
businesses serve end con-
sumers and henee develop-
ing a B2E androld app with
focus on end  consumer
necds was the strategic ap-
proach that led to immense
gainz, This, combined with
new 1o cate, 5th generas
tion sensorial user inter

step of

Genie's

GTV in

U of more than
which is almost

standard.
centricity

along with very strong
differentiated
tioning was the key to
generated

of its launch.

the industry

Consumer
at  every
design evele

posi-
success that
000

the first

Traditional CIaftsmamhip, Exceptional Quality

Subodh Pethe, Chairman and MD, Waman Hari Pelhe sons, wﬂlneslm planto tontlnue shinrng bright

With @ legacy of 113 years,
Waman Hari Pethe Sons is a
fine amalgamation of timeless

Jewellery  with  medern
offerings cat to the genuinely
digeerning Maharashtrian patrons
across the globe Our success s

any faclors.

. staying true (0 our rools.
Maratht brand offering
Maharashirian patrons  beautiful
Azl 1M shirianJewellors:
Nothing more. Nothing less.

Second. we B compromise
on integrite Be it the gold or the
grammage, service, quality or time
commitments - we stick to it

Lastly we have developed a
patented technology to create light
welght jewellery where we offer same
design, sam PEArANee, Samy -shine
articles with 25% less gold. For a
natien where gold buying and giting

is integrated into our rites, rituals,
and enltures and is o matter of pride -
this innovation is a R

When we see throe gencrations
of ladies from a family walking into

our stores, we know that what we
have from our patrons §s bovomd
admiration. Customer loyvalty has
mativated us 1o reach here and will
take us further into the future,

Building a Better Planet

Sunu Mathew, Founder & Managing Director, LEAP India, chalks out
the brand's mantra for sustained success

smoothly

LEAFs mantra of
sustained success has
always boen to create a

culture of innovation
and execllence that brings
people logither around the
shared mission of providing
dependable and cost-offective
solutions  via our elrcular
business  model  based  on
share and reuse,” shared Sunu
Mathew:

LEAF operates on a circular
business model that focuses on
sharing and reuse of & million
plus assets which consists of
pallets, crates, containers and
other  equipment  mecissary
for rumning a supply chain

LEAP is also committed
to building better planet

Ary communities.
"Our  commitment o
sustainability is at the

heart of everything we do.
We believe that through
the suceessiul combination
of our circular model
based om the idea of
share and rense and our
ipply  chain  expertise,

in LEAF but also across
I supply chains,” sabd
Sunu Mathew

Growing with Trust

Ram, Chairman & Sr MD, DCM Shriram Ltd.,

Thix key factors for

%ﬂhmmmmmﬂmmm our success have been

132 wears, which is built by

our foursder Shri Ram. Todlay,
thi: brand ha all India presence
through its businesses in the Agri-
Rural amd Chloroe-Vinyl verticals,
touching lives of people both in rural
amnel sk Drsdia.

At DCM Shriram Lid. we have
a strong hevitage of more than

our feUs on our core
values and culture. which are deeply
rooted in our heritage and reflect our
conviction 1o build a vibeant, grow-
ing and resilient organkzation. We are
peroasd 1 wart of the India growth
story and have committed to strongly
focus on ESG . We believe in gi
back o sockety, and our policles are a
reflection of our commitment to en-

gage and work closely with the com
munity and soclety This recognitbon
of our brand further strengthons our
resalve 1o keep “Growing with Trust™.

Linen Club- An iconic linen brand

Satyaki Ghosh, CEQ - Domestic Textiles, Aditya Birla Group, delves inta the factors powering the brand's growth

Chuls i

Enen in India with over 7 decades

gium.

Heritage, Authenticity & Product Expertise

A wide palette of eclectic colowrs, de
signs & textures combined with consum
mate crafismanship using cutting-edge
E

ropean technology ensures best
class 3000 + Linen products in boah is
lored and ready-to-wear apparels.

One Stop Destination Linen Brand

plomeer ing brand of

Lor expertise in weaving the finest

quality linen fabrics crafted with authen-
tic flax fibres sourced from France & Bel-

e

are;
# Uncrushable

* SmartCare

® Lino-streteh - Linen comfort stretch range

# SmartCosl - Thermoregulation & odour
absorbent range

& Fabroms

Category First Innovations

To keep pace with ever evolving consumer
needs, we have launched several first-of-their-
kind innovations in the category to add more
dimensions to the Linen we

Some mare important innovative products

Fability exporience.

100%s linen wrinkle resistant

100 linen stain resistant range

Fragrance & feel fresh range

Mehul Nanavati, MD, Raj Petro Specialities
elucidates how the brand leverages deep
business understanding to deliver value
Raj Petro brand's successful journey
over a period of eight decades is
built on the four key pillars - Future
Forwi Innovate Everyday People
Focussed, and Sustainable core. These pillars
are not exclusive; they are interlinked. For
instance, the products we are innovating
today should be sustainable; if they are
sustainable, they are good for the future and
propel us forward.
We believe our employees are the key to
our success and grow Inculeating this
belief, we foster an equitable work culture
where everyone has an equal opportunity
to grow. We work towards a future, that's
positive for both our business and society at
large. We think big. long-term. and clean. As
am organization, we take well-reasoned risks
amd challenge the status quo te deliver high-
quality preducts, services, and solutions
that delight our eustomers and partners,

w Lin shield - Antiviral wellness range

A (unmrtmmtm Sustainability

r eommitied o continue ereating “good
I’.1:-h1or1 ensuring sustainability practices in
each stage of manufacturing is our way of life.
Our Wealth-out-of-Waste is an initiative cen-
tred around the dea of a cirenlar economy and involves
meeyeling and reusing materials and industrial symbiosis
Here, the waste that is generated during flax production, is
upcycled to create blended yarm, line-rich fabric and even
wisadly o wear appare]. Thi result of this reuseof materials
reduce energy and material requirements and the produc-
Satyaki Ghosh.

A robust portfolie of products cover
ing both fabrics & ready-to-wear products
with Linen Club & Linen Club Studio
respectively “We serve premium Linen
lovers across the munu} through 200 +
exclusive brand 1]

rward

¥ Linen Club as a pre-
mium Linen blend offering in both fabric & ready (o wear
segment to cater toa more youthful segment who are seek-
ing to up thelr style in value segment. Recently. the brand
ventured in ready-to-wear space in womens wear with the
launch of Linen Club woman to expand our reach across
sepmicnts,” shared Satyaki Ghosh,

Team Marksmen: Change Enablers

cam Marksmen's mission is to help organisations  bespoke industry-centric knowledge platforms that reso.

andl leaders from across sectors ereate impactful — nate with audiences, thereby helping advance the prac-

change that matters. tice of management.
Their work stems from a holistic understanding
of every client’s personalised amm-x! unique require-
mants, sector d and ic environ-
ment. This allows them w cmnte hmmi solutions and

tion of an overall greener product,”

Everyday

To Know more, email at
CONFECTlea MM arksmen. com or
wisit: wreee feammarksnen.con
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