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The only place where 
you can become faster

Mind Over 
MatterWhile it is easy to feel anxious and low, it is equally important to stay in a positive frame of mind

Technology Meets 
PassionHow social media is changing the rules of the game for new businesses and budding entrepreneurs
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The need for businesses to tweak, 
change and even revamp their vision and 
strategy has never been as urgent as it is 
now. That is because even though one 
has to be forward-looking and plan for 
the near and even distant future, what is 
critical is to remain relevant today, that 
is, in the present times. And the 
challenges humanity at large has had to 
face in the past two years has been 
nothing short of a crash course in 
survival. It has not been too different for 
businesses. 

As a keen believer in constantly 
learning, I feel that the current times have 
taught us to stay flexible, proactive and 
evolve with the time. This is especially true 
for our supply chain and logistics industry, 
which has seen radical changes in just the 
past few years, be it the industry becoming 
m o r e  o r g a n i s e d ,  t h e  g r o w t h  o f 
ecommerce, and the implementation of 
GST and FASTag. Our lead story this time 
takes a look at the changing face of B2B 
and B2B2C businesses and the synergies 
between them.

In our Inside Out section, we once 
again revisit the importance of mental 
health and how pertinent it is to take care 
of oneself despite whatever life throws at 
us. I am happy to share with you that we 
at Safexpress have been there for our 
rock- sol id team and found them 
opportunities via workshops to address 
their own mental health and find tools to 
deal with stressful situations of life. 

One fool-proof way to find one’s 
island of peace amidst the cacophony of 
everyday sounds is through gardening. 
The In Focus story looks at the joys of 
gardening and encourages each one of us 
to get our hands dirty and cultivate an 
urban garden for flowers, herbs or sturdy 
house plants.

Talking a little more about constantly 
learning, this time’s Offbeat section will 
be especially interesting to those who 
want  to  k now how soc i a l  medi a 
platforms can and are helping small 
businesses grow and find the right target 
audience. 

Happy reading! 

There are more and more people who will become comfortable buying certain things online.

LESSONS IN LIFE 
AND BUSINESS

Continued on Page 2

Prachi R Misra

e live in a fast-changing world Wa n d  b u s i n e s s e s  a r e  n o 
exception to this rule.

B2B2C (business to business to 
consumer) is a variant that has become a 
fast-emerging trend in the retail 
industry across verticals. Simply put, it is 
like having access to a showroom on the 
digital platform, thereby reducing the 
need to negotiate the traditional brick-
and-mortar route.

Businesses, especially the new ones, 
which do not have direct access to the 
end-consumer or the wherewithal to 
directly access the end consumer, can 
take the help of another business to gain 
that access.

Ta k e  fo r  e x a m p l e ,  a  n e w l y -
registered non-bank financial company 
(NBFC), which offers quick consumer 
loans by tying up with an ecommerce 
platform and offers EMI options to 
buyers of electronic goods. e NBFC 
offering consumer loans is essentially a 

B2C business, and it needs to access a 
larger consumer base to grow. Directly 
approaching its target consumer might 
be a capital-intensive strategy and one 
that it might not want to invest in, and 
thus decides to piggyback on another 
ecommerce company to get access to the 
new market.

In doing so, it not only makes 
consumers aware of its brand name and 
offerings, it gets access to vital consumer 
data –a must-have in the new age of 
business.

Business, like Himanshu Manglik, 
F o u n d e r - P r e s i d e n t ,  Wa l n u t c a p 
Consulting LLP, puts it, has to continue 
reimagining itself and to continue 
understanding changes in technology, 
cons umer  b ehav iour  t rends  and 
opportunities if it is to survive and grow. 
e B2B2C model, he adds, is not a new 
concept. In fact, it is embedded in the 
traditional chain of wholesalers and 
d i s t r i b u t o r s  t h a t  b u s i n e s s e s 
traditionally ride on. “e B2B2C model 
is an improved digital version of the 

concept and is a natural digital evolution 
for seamless and efficient movement of 
goods to consumers across segments. It 
provides better economies, reduces the 
need for investment in dedicated 
marketing and selling infrastructure 
until the brand is able or willing to break 
aw ay  o n  i t s  o w n .  I t  o u t s o u rc e s 
operational complexities, improves 
transparency for purchase decisions and 
enables more agile and flexible decisions. 
It will exist alongside the B2B and the 
B2C models.”

Another key feature of this model is 
that while a business accesses the 
consumer through an intermediary, the 
consumers recognise the brand and, as 
stated above, the former has access to 
consumer data.

Morphing the B2B and B2C model
e B2B model is necessarily one 

business selling goods and services to 
another, and the B2C model is one 
business selling goods directly to 

OF SYNERGIES & SYMBIOTIC OF SYNERGIES & SYMBIOTIC OF SYNERGIES & SYMBIOTIC 
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B2B, B2C, B2B2C – there are several ways to reach out to the market, sell your services and products, 
and ensure customer delight. Fasttrack takes a look at what makes them tick and what may not work
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consumers. e B2B2C model then, is a 
hybrid model where one business uses 

the access of another to reach out to the 
end consumer.

Like Harish Bijoor, Brand-strategy 
Expert and Founder of Harish Bijoor 
Consults Inc., says, “At the end of the day, 
every business is a B2C business. Many 
don’t get to see the end consumer and 
i m a g i n e  t h e m s e l v e s  t o  b e  B 2 B. 
erefore, the wisest and the biggest 
businesses are the ones who invest in 
understanding the end consumer. 
B 2 B 2 C  i s ,  t h e re fo re ,  a  va l u a b l e 
perspective to invest time, energy and 
money into.”

e B2B2C model helps both the 
partners in a way that the existing 
business with direct consumer access 
may not be able to fulfil all the consumer 
needs without compromising on quality. 
So, what it does is offer its platform to 
another business  with no direct 
consumer access to fill the product and 
services gap it has in its portfolio.

So, one business gets access to new 
consumers, while the business with 
direct contact with consumers not just 
retains its existing customers through 
more product offerings but also attracts 
new ones.

Digitisation boost to B2B2C model
Digitisation has removed many 

hindrances and made information flow 
more seamless between businesses and 
end-consumers. It is also increasingly 
blurring the difference between B2B and 
B2C marketing and sales operations.

Ask Ashish Jhina, COO and Co-
founder of Bangalore-based Jumbotail 
Technologies, and he couldn’t agree 
more. “I would say B2B2C is one of the 
f a s t e s t  g r o w i n g  m o d e l s  a n d 
digitalisation has only helped this 
growth story further. We create a level 
playing field even for small brands and 

that, to my mind is 
b r i l l i a n t . 
Technolog y helps 
with the scaling. We 
have built up on our 
app experience and 
it changes the level 
o f  i n t e r a c t i o n 
completely.”

What’s more, 
he adds, it is a win-
win for the customer 
and the  retai ler. 
While the customer 
has so many more 
options to choose 
from, the retailer 
gains because of the 
back-end support 
f r o m  c o m p a n i e s 
s u c h  a s  h i s . 
“Demand generation 
a n d  d e m a n d 
fulfillment talk to 
each other. It helps 
create predictability 
in the ecosystem.

B e c a u s e 
Jumbotail work on 
scales, logistics is an 
important part of its 
e c o s y s t e m .  “ We 
break supply chain 
into smaller parts 

and do dynamic routing. is in turn 
helps remove wastages in the ecosystem 
because resources are fully utilised. is 
helps increase NPs and lowers costs.”

Retailers, he adds, are happy as well, 
not just because of the app experience, 
but also due to the speed of return and 
ease of transaction.

W i t h  d i g i t a l  i n t e r a c t i o n s 
increasing, businesses do not want to 
hide behind another business partner for 
long and are eager for a direct interaction 
with their end-consumers. e solution, 
however,  i s  not  e l iminat ing  the 
intermediary, but to ride on its expertise 
and network to increase the interaction 
with the consumer.

For instance, a car manufacturer 
cannot remove the retailer from the 
supply chain since it is the retailer who 
understands both the product and 
consumer, and also offers last-mile 
services. However, thanks to a digital 
interface, the car manufacturer also gets 
a better understanding of the consumer 
expectation as well as her needs.

at said, the digital B2B2C, says 
Mang l ik ,  is  st i l l  not  sufficient ly 
appreciated in India. In the coming 
years, we can expect to see more and 
more businesses adopt the model 
exclusively or in addition to other 
traditional models. “However, the Indian 
economy is a complex continuum 
ranging from cottage industr y to 
regional businesses to large industries. It 
will require a lot of imagination and 
dedication to develop suitable supply 
chains that can cater to personalised 
needs and sustain the business on low 
margins.”
What lies ahead

To begin with, the biggest roadblock 
right now is the economic slowdown. 

Large and significant chunks of 
businesses are not yet proficient or 

comfortable with digitisation. ey also 
fear the unfamiliar and the increased 
co m p e t i t i o n  i n  a  d i g i t a l  B 2 B 2 C 
marketplace. As they continue to 
struggle for survival, they are hesitant to 
experiment with new models. erefore, 
despite increasing digitisation, they are 
faced with stumbling blocks around 
“digital literacy” and “availability of 
stable digital networks with sufficient 
bandwidth”, opines Manglik.

Unlike B2B and B2C models, where 
the decision drivers are either the 
business or customers, in B2B2C, the 
push for change or new demand may 
come from both business partners and 
the consumer.

A business may like to interact with 
the consumer directly, but would not 
want its intermediary partner to feel 
threatened by that. On other hand, the 
intermediary would like to remain 
relevant in the supply chain and would 
not want its business partner to do a 
coup on it.

e key would be to strike the right 
balance, set limitations or targets for 
engagement with consumers. Some 
businesses would like to engage with the 
consumer for feedback for improvement 
in product or services design. It may not 
engage to the level that it starts giving 
after-sale services bypassing the retailer 
or the intermediary.

e businesses in the B2B2C model 
must stay away from conflict of interest 
in  their  e ffor t  to  gain access  to 
consumers.

Apart from the basic structure of 
the B2B2C model itself, other challenges 
co u l d  b e  re g u l a to r y.   e  re ce n t 
ecommerce norms announced by the 
G o v e r n m e n t  o f  I n d i a  p u t t i n g 
restrictions on channel partners, the 
type of business activities one can 
engage within the ecommerce business 
model, can severely challenge the scope 
of the B2B2C model.

W h i l e 
technology has been 
the enabler for the 
B2B2C model, it can 
also be a threat. Any 
t e c h n o l o g i c a l 
disruption can make 
one of the business 
partners irrelevant 
in the chain, thus 
d i s m a n t l i n g  t h e 
m o d e l .  W h a t ’ s 
w o r s e ,  i n  m a n y 
s u p p l y  c h a i n s , 
B2B2C might just be 
another option and 
not a must-do.

Going forward, 
however, sums up 
Manglik, growth in 
e c o m m e r c e 
penetration will help 
b u s i n e s s e s  t o 
improve their own 
v i s i b i l i t y  a n d 
penetration by also 
adding on the digital 
B2B2C channel for 
their sales, provided 
the digital platform 
is robust, stable and 
consumer-friendly.

B2B2C	model	is	not	a	new	concept.	It	is	
embedded	 in	 the	 traditional	 chain	 of	
wholesalers	 and	 distributors	 that	
businesses	traditionally	ride	on,	and	is	
a	natural	digital	evolution	for	seamless	
and	 efficient	 movement	 of	 goods	 to	
consumers:	

Himanshu	ManglikFounder-PresidentWalnutcap Consulting LLP

B2B2C	 is	 one	 of	 the	 fastest	 growing	
models	 and	 digitalisation	 has	 only	
helped	 this	growth	story.	We	create	a	
level	 playing	 field	 for	 even	 small	
brands.	Technology	helps	with	scaling	
and	enhancing:	

Ashish	JhinaCOO and Co-FounderJumbotail Technologies

For	a	great	B2B2C	synergy
The	main	premise	of	a	B2B2C	model	is	that	
while	it	allows	a	business	access	to	its	
consumers,	it	also	helps	the	other	business	
gain	significantly	by	offering	its	customer	
access	to	the	former.
For	this	to	happen,	the	two	businesses	should	
fulfil	certain	requirements	to	have	a	
meaningful	B2B2C	synergy.
Need	to	expand	products	and	services	
portfolio:	The	business	with	direct	access	to	
consumers	should	be	ready	to	offer	more	
products	and	services	to	its	existing	
consumers.	A	perceived	product	or	service	
portfolio	gap	can	then	be	filled	through	a	tie-
up	with	another	business.
For	instance,	if	a	large	restaurant	chain	feels	
that	it	needs	to	deliver	home	food	to	its	
customers,	it	may	onboard	a	food	delivery	
company	like	Swiggy	and	Zomato.	A	car	
manufacturer	or	retailer	might	tie-up	with	a	
bank	or	NBFC	to	provide	car	finance	to	its	
customers.
Unwillingness	to	directly	deal	with	
consumers:	Some	companies	may	not	have	
the	knack	to	directly	deal	with	consumers	or	
may	not	have	the	wherewithal	to	directly	
access	the	consumer.	These	are	the	kind	of	
businesses	that	would	like	to	enter	into	a	tie-
up	with	another	business	that	already	has	
direct	consumer	contacts.
Presence	of	significant	economic	
opportunities:	A	tie-up	between	two	
businesses	should	be	profitable	for	both.	
While	one	gains	access	to	new	consumers	to	
scale	up	revenue	stream,	the	other	must	be	
able	to	retain	as	well	as	reach	out	to	new	
customers.
Access	to	consumer	data:	A	business	with	no	
direct	access	to	consumer	at	present	would	
like	to	enter	into	a	synergy	with	another	
business	only	if	apart	from	a	market	for	its	
products	and	services,	it	also	has	access	to	
consumer	data	that	can	be	used	to	get	better	
consumer	insights	and	develop	better	sales	
and	marketing	strategies	around	this	data.
Scope	for	creating	brand	awareness:	The	
B2B2C	model	works	well	where	one	business	
with	no	direct	consumer	contact	is	looking	to	
piggyback	another	business	to	create	
awareness	about	its	brand	or	brand	of	
products	and	services.

2
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From the government's side, they are doing what they 
can — from constructing roads to introducing FASTag, 
which has brought down the toll-waiting time drastically. 
But there are still a lot of transit issues, one among them 
being the inherent negativity towards truck drivers in India. 
But that change will only come with time.

Is there anything that Safexpress is doing for the 
truckers who face this negativity on an everyday 
basis?

I think you need to start treating your truck drivers 
right. You need to give them the kind of environment where 
they feel that they are being taken care of. Simply put, we do 
little things that give them confidence. e route and timing 
of the truck drivers are defined so there is little uncertainty 
on when they will be back. When they return after 40 hours 
of driving, we ask them to take rest while we unload the 
truck. ere are spaces available for them to rest. We also 
prefer giving the same routes to the drivers for their 
comfort. Over and above, our core value is respect for our 
partners, which is what our truckers are.

The government recently came up with ecommerce 
rules and guidelines. Any one of those aspects that 
you think will complement the logistics and supply 
chain industry or will act as a deterrent to growth?

Most of the guidelines were to do with the platforms 
themselves and how they are going to sell, what's going to 
happen with a private label versus a multi-brand retail one 
or a single brand one. All of that will not really change the 
supply chain side because the basic thing that we are offering 
at the end of the day is that somebody is manufacturing the 
product and somebody is buying it, and they are not next to 
each other. e purchase could be happening from the 
factory to the wholesaler to the distributor, to the dealer, to 
the shop, and then to the consumer. Or it could be from the 
factory, right to the shop and then to the consumer. Or it 
could be from the factory to the ecommerce player to the 
consumer. Either way, the goods are moving across the 
country because one product is manufactured in one, two, 
three or four specific places. You don't have a factory for a 
particular product everywhere. Given that, there will always 
be a need to connect the product to the consumer and also 
the product to the manufacturer.

over and that I want a new one. In fact, when 
Amazon tells you that your product will be 
delivered between 9 and 11 am, you are at 
home that time because you don’t want to 
miss the delivery.

In B2B, there is a lot of repeat 
transaction and you need to create an 
environment of being able to cater to the 
business requirements of that business. In 
B2B, let's say that there is a shop that is 
buying products online to sell them further 
via offline means -- that shop itself will 
function in a certain way. So, you can always 
call up and say that I want you to deliver 
goods to me after 4 pm or I want the delivery 
at the rear entrance. In B2C, you are more 
closely tracking your consignment every day, but in B2B, 
wherein you are going to get 10 shipments a day, you don't 
do the tracking. B2B is about products being delivered to 
industrial areas and commercial markets, while in B2C, you 
are delivering to people's homes. In B2B, the company you 
are getting your products from expects a relationship to be 
formed over time. In B2C, these things don't hold any value.

How do you look at B2C and B2B from the 
perspective of technology? B2C relies heavily on 
technology. Is it the same with B2B?

In B2C, you are trying to reduce the number of 
interactions with the customer by automating most of 
them. You are doing the same thing in B2B, but I can't be 
sending a B2B customer an SMS alert for every delivery that 
goes out because that would mean a barrage of messages. 
e way you look at technology in that perspective differs a 
bit. Technology has a massive role to play in B2B, albeit a 
different one. Another major difference between B2B and 
B2C is that a B2B customer understands a lot better through 
dialogue and years of working together with the company. 
Let's say if a package is received damaged, in 99 per cent of 
the cases, the reaction is not inflammatory. But in B2C, hell 
can break lose with people tagging the company in messages 
over social media.

Talking about technology, it's rather ironic that we 
don’t talk much about logistics and supply chains, which are 
such important and integral parts of ecommerce. Do you 
think enough importance is being given to logistics and 
supply chains? What are the aspects which need capital 
investment by the government, stakeholders or investors?

I can't really comment about what the government 
needs to do; it is trying what it can. I can only talk about 
what we need to look at. One important aspect is, of course, 
capacity. Are you being able to serve the customers with the 
loads that are coming in? It means that you need more 
warehouses, trucks, and handling equipment to manage the 
loads. Of course, a large part of the investment goes into 
technology because you are constantly trying to become 
better through better use of data and better planning. 

Having said that, it is also true that when it comes to 
trucking, no one drives faster than the other. So, the only 
place where you can become faster or more dependable or 
reliable is your planning. You use a lot of your technology and 
quality infrastructure to bring efficiency into your system. 

LEADERS�

Of�line	retail	is	not	going	anywhere.	The	only	thing	is	that	the	
target	markets	will	keep	changing.	There	are	more	and	more	
people	 who	 will	 become	 comfortable	 buying	 certain	 things	
online.	But	that	does	not	mean	that	everybody	will	go	that	way

The	only	place	
where	you	can	
become	faster,	
and	more	reliable	
is	while	executing

Prachi R Misra

Over the past decade and a half, he has seen the rise 
and rise of supply chain and logistics industry. As 
Managing Director of Safexpress, Rubal Jain has 

undoubtedly contributed to the sector’s growth as well and 
has his pulse on the Indian logistics industry. Hardly a 
surprise then that he was featured in ET’s 2018 Forty Under 
40 list. 

A Bachelor of Science in Operations Research from 
Columbia University, New York, and MBA from Stanford 
University’s Graduate School of Business, he is also on the 
Advisory Board of Columbia University's Global Centers, 
Mumbai. Jain is also an active member of Entrepreneur's 
Organisation, and currently serves on the board of the EO 
New Delhi Chapter. 

His leadership is manifested through Safexpress’ 
presence in 622 cities and its accelerating sales growth rate. 
He has been instrumental in improving systems and process 
flows across the organisation as well as in developing the 
business strategy of the company. Jain has implemented 
successful policies to manage capital finances and brought 
on-board rich experience in managing large-scale business 
projects. He has started various new lines of businesses. 
Some of these include B2C Logistics (catering to the 
requirements of e-commerce companies) and Safeducate 
(catering to skill training in supply chain management). 

In an interview, he speaks on the changing Indian 
market, the growth of B2B2C, challenges and more. Lightly 
edited excerpts:

In today's digital age, do the bricks-and-mortar 
companies have any USP left or has everything 
gone digital now?

I think, at the end of the day, India is still largely 
dependent on offline retail. Online retail may have made a 
mark but it won’t manage to wipe off offline retail. My 
reading of the situation is that all online companies 
combined still make for a small fragment of the real 
purchase in India. When you look at the large sections of the 
society that are in the deeper parts of the country or small 
towns or villages, purchasing is still happening physically. 
e online-offline purchase ratio might be 10:90 right now 
and could become 25:75 and 50:50 in future, but I don't 
think offline retail is going anywhere. e only thing is that 
the target markets will keep changing over time. ere are 
more and more people who will become comfortable buying 
certain things online. But that does not mean that 
everybody will go that way. ere are enough brands and 
stores for offline outlets to continue to serve the population. 
With India being so vast in terms of diversity, I think there is 
a place for everything.
Do B2C and B2B sectors play by the same rules?

To a large extent, no. ere are different quirks to each 
side. In a B2C environment, it's typically you as a consumer 
buying something off a large online retailer and you play by 
the rules that the online retailer has. You adjust your life to 
receive the services of companies like Amazon, Airtel or 
Citibank. For instance, you don't call up an Amazon and say 
that I don't like this particular delivery boy that you sent 

Rubal	Jain,	MD,	
Safexpress	Pvt	Ltd
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INSIDE�OUT
implications of the COVID-19 pandemic for mental health are 
yet to be fully understood in India”, says a paper published in 
e Lancet in January 2021. is paper by Rakhi Dandona and 
Rajesh Saga brings several key aspects of mental health to light.

A few months into the pandemic and lockdown when the 
news of a young actor’s suicide surfaced, it was a rude shock for 
several. After the murder theories died down, the bit on 
depression surfaced.

Subhra Sarkar, who is currently pursuing a PhD in 
psychiatric nursing, writes on indiabioscience.org: “Lack of 
recognition and discussion regarding mental health issues is 
not unique to the COVID-19 situation. Mental health issues 
have long been equated with psychotic disorders with 
symptoms like disruptive behaviour, hallucinations etc. Only 
recently has increased awareness of mental health issues 
shifted the focus to common but less obvious mental health 
symptoms. Conversation about other mental health issues like 
depression, anxiety, attention-deficit/ hyperactivity, and 
learning disabilities, has finally been stirred.”

Dr Sumathi Chandrasekar, Founder and CEO, Mind Café, 
adds, “e fact remains that mental wellness has always been a 
taboo subject in India and never got the kind of attention it 
deserves. With the Covid situation acting as a catalyst of sorts, 
it is at least being recognised and spoken about, which is great 
first step.”

Hers is an opinion shared by many. Shalini Bansal, Chief 
Operating Officer, Pre2doc, a leading healthcare and wellbeing 
platform, talks about how Covid brought a never-before 
number of queries on mental wellness programmes.

“With the first wave, I think people were still trying to 
make sense of what was going on around them and trying to 
cope. But with the second wave, it was havoc. So many people 
lost their near and dear ones. ere was grief, there was fear, 
there was anger and frustration. Our phones didn’t stop 
ringing.”

One of the few good things that have come from Covid, 
says Dr Esha Mehta of Pre2doc, is the talk around mental 
health. “e worms are out of the can. e talk has finally begun 
and hopefully it will sustain. is year, I was surprised by not 
just young people but also older parents, families, younger 
children, all reach out for help,” reveals the psychologist.

Understanding	mental	health
When Neha Kohli lost her father during Covid times due 

Prachi R Misra

Covid diary: After the initial euphoria of not going to 
work every day settled down, Lipakshi got on to 
cooking all kinds of things she had been yearning to eat. 

When she wasn’t experimenting in the kitchen, she spoke to 
friends and extended family over the phone -- people she 
hadn’t spoken to in a long time. School and college groups on 
WhatsApp became active and it was fun to reconnect with 
people she knew. 

And then it  happened, the slow gnawing. e 
unwillingness to get out of bed, work that seemed like drudgery 
and nothing seemed to help her feel better. What is worse, the 
news and social media buzz around the growing coronavirus 
numbers only added to the sense of gloom that seemed to be 
building around her. Slowly she started withdrawing and felt 
anxious. "If it wasn’t for the push from my friend, I wouldn’t 
have seen a counselor. After my session with her, I was told I 
had extreme anxiety that could have turned into depression 
had I not taken the corrective measure of seeking help,” says 
the 26-year-old woman.

Lipakshi’s case study isn’t an isolated one. ousands of 
people, not just in India but all over the world, have been 
battling similar feelings.

According to “Youth and COVID-19: Impacts on jobs, 
education, rights and mental well-being', a survey by 
International Labour Organisation (ILO) published in August 
2020, half of the world's youth population are subject to 
anxiety or depression-causing circumstances. What is worse, 
more than a third reported to feel uncertain of their future 
career prospects due to the COVID-19 pandemic. ILO's survey 
also stated that if urgent action is not taken, the youth is at the 
risk of suffering severe and long-lasting adverse impacts from 
the pandemic.

While the report may spell doom, it only reflects in 
numbers the many cases around us. ankfully, there is a silver 
lining to this dark cloud -- the much-needed conversation 
around mental health, which is finally being addressed.

Out	in	the	open
“One in seven Indians had mental disorders of varying 

severity in 2017, and Indians accounted for 26·6% of the global 
suicide deaths in 2016. e proportional contribution of 
mental disorders to the total disease burden in India is 
estimated to have almost doubled between 1990 and 2017, and 
5·1% of the adult population is estimated to have some level of 
suicidality. Like elsewhere, the variety and extent of the 

to non-Covid reasons in January 2020, it was a blow to her. 
Her mother had already passed away and now with her father 
gone, too, she felt a strange vacuum. “He had been unwell for a 
while. But I guess we are never really ready for death. I was 
alone at home, caught up in a bad workplace and now also 
stuck at home. It got really bad and I felt extreme anxiety most 
times. So, I simply went and saw my psychologist,” she says.

Everyone is not as lucky as Kohli, who knew about mental 
health and had been in touch with a psychologist for the past 
four years. Most times, people don’t even know what is 
happening to them; some people push themselves to a point 
when depression runs deep and some may even choose the 
extreme step of suicide.

Subhra Sarkar, on indiabioscience.org, says, India has 
long been in a mental health pandemic, which is now being 
exacerbated by COVID-19. Lack of language on the part of the 
sufferers, lack of functional knowledge on dealing with mental 
health issues on the part of their family and friends, and 
apathy by the rest, has led to this pandemic. Mental health 

issues, if experienced by an individual, need to be accepted as 
normal because they are. e important thing is to take action 
and reach out for professional help.

e pandemic only brought the issues in stark contrast to 
what should be and how things were. Apart from new 
insecurities of losing near and dear ones, jobs, and strife at 
home, there were new challenges. e paper “e coronavirus 
(COVID-19) pandemic’s impact on mental health” on the 
National Centre for Biotechnology Information website 
states, “Quarantine and selfisolation can most likely cause a 
negative impact on one's mental health. A review published in 
e Lancet said that the separation from loved ones, loss of 
freedom, boredom, and uncertainty can cause deterioration in 
an individual's mental health status.”

Radhika Israni wrote on Oxfam’s website in June 2020: 
“e ever-increasing number of distress calls on our mental 
health support helplines unwraps an alarming picture; we are 
not equipped to deal with the gravity of this situation. BMC-
Mpower 1on1, a 24x7 mental health helpline received nearly 

45,000 calls in just two months. 52% of the calls stemmed 
from anxiety; 22% from isolation and adjustment, 11% from 
depression; 5% from sleep-related difficulties and 4% from 
exacerbation of previous mental health concern. While the 
helpline was introduced for Maharashtra, it received calls from 
across the country. More calls have been reeived by male callers 
(69%) as compared to female callers (31%). e helpline is 
currently running in three shifts.”

Not just grownups, even children have been having a 
tough time. Experts confess to seeing a lot of children with 
problems such as mood swings, irritability, lack of 
concentration, being withdrawn, as well as anxiety and stress.

The	second	wave
Just like the second wave of Covid was deadly for lives, it 

was also dangerous for mental wellness. e cases of 
depression, anxiety, stress, nervous breakdowns, and anxiety 
attacks shot up like never before.

“e mind,” says Dr Chandrasekar of Mind Café, “likes 
familiarity. Our brain in some ways is still wired to the times 
when we lived in jungles and had to save ourselves from 
threats like tigers and bears. e body prepared for it, with 
what we call fight-or-flight syndrome. Today there are no 
tigers or bears around but cortisol keeps getting secreted into 
the body because of the various stresses we are going through. 
With Covid, this has been happening almost constantly. 
Anxiety affects brain functioning and leads to several mental 
problems,” she shares.

Dr Esha Mehta of Pre2Doc has been catering to clients 
not just in India but also abroad. e second wave, she says, 
was deadly in terms of the way it enveloped everyone. “People 
couldn’t say their final goodbyes to the loved ones who died; 
some who were admitted together but lost someone had 
survivor’s guilt; there was anger at the medical infrastructure; 
and feelings of frustration and helplessness took over. Besides 
this, people who moved to their hometowns had trouble 
readjusting to life with parents/ in-laws. I have been seeing not 
just young people but also older parents reaching out for help,” 
she says.

Acting	now
“COVID-19 offers an opportunity to reform mental 

health in India,” says Rakhi Dandona and Rajesh Sagar in their 
Lancet report. “e Covid-19 pandemic has provided a unique 

opportunity for the National Mental Health Programme to 
broaded the national mental health agenda from a focus on 
reducing the treatment gap for people affected by mental 
disorders, to the improvement of mental health for the whole 
population, including suicide prevention.” 

Subhra Sarkar writes, “Countering this hidden pandemic 
requires collective effort by various stakeholders, including 
health professionals, community health workers, persons 
affected by mental illness, family members, school teachers, 
workplace managers, police, civil society organizations, 
community heads, and policymakers. “ 

We couldn’t agree more.

While it is easy to feel anxious and low, it is equally 
important to stay in a positive frame of mind, 
especially in the current times. World Health 
Organisation (WHO) lists the following tips and 
advice for mental health during Covid times:
Ÿ Stay  in fo rmed.  L is ten  to  adv ice  and 

recommendations from your national and local 
authorities. Follow trusted news channels, such 
as local and national TV and radio, and keep up-
to-date with the latest news from @WHO on 
social media.

Ÿ Have a routine. Keep up with daily routines as 
far as possible, or make new ones.

Ÿ Get up and go to bed at same time every day.
Ÿ Keep up with personal hygiene.
Ÿ Eat healthy meals at regular times.

Ÿ Exercise regularly.
Ÿ Allocate time for working and time for resting.
Ÿ Make time for doing things you enjoy.
Ÿ Minimise newsfeeds. Try to reduce how much 

you watch, read or listen to news that makes you 
feel anxious or distressed. Seek the latest 
information at specific times of the day, once or 
twice a day, if needed.

Ÿ Social contact is important. If your movements 
are restricted, keep in regular contact with 
people close to you by telephone and online 
channels.

Ÿ Alcohol and drug use. Limit the amount of 
alcohol you drink or don’t at all. Don’t start 
drinking alcohol if you are a teetotaler. Avoid 
using alcohol and drugs as a way of dealing with 
fear, anxiety, boredom and social isolation.

Ÿ Screen time. Be aware of how much time you 

spend in front of a screen every day. Make sure 
that you take regular breaks from on-screen 
activities.

Ÿ Video games. While video games can be a way 
to relax, it can be tempting to spend much more 
time on them than usual when at home for long 
periods. Be sure to keep the right balance with 
offline activities in your daily routine.

Ÿ Social media. Use your social media accounts to 
promote positive and hopeful stories. Correct 
misinformation wherever you see it.

Ÿ Help others. If you are able to, offer support to 
people in your community who may need it, such 
as helping them with food shopping.

Ÿ Support health workers. Take opportunities 
online or through your community to thank your 
country’s healthcare workers and all those 
working to respond to COVID-19.

Tips and advice

Mental wellness has always been a 
taboo subject in India and never got 

the kind of attention it deserves. With 
Covid acting as a catalyst, it is at least 
being recognised and spoken about, 

which is great rst step: 
Dr Sumathi Chandrasekar, Founder 

and CEO, Mind Café

During the rst wave people were 
trying to make sense of what was 

going on around them. But with the 
second wave, it was havoc. There 

was grief, fear, anger and frustration. 
Our phones didn’t stop ringing: 

Shalini Bansal, 
Chief Operating Ofcer, Pre2doc
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B Paul Villiams, MD, Devtech  P

another debate altogether. ere is the 
manufacturing of the reading gadgets, and 
then there is the usage of electricity to charge 
them. All this also has an environmental cost.”

ey say, the more things change, the 
more they remain the same. is holds true 
for books, says Simran Serchan, an avid 
reader. “I did give in to Kindle because it helps 
me save money on books as I constantly buy 
one book after another. 

But the fact also remains that when I 
really like a book, I have to get the physical 
copy. ere is nothing like holding book and 
taking in its smell. Nothing matches up and 
never will. For me, it never really is an either-
or situation.”

Pankaj Jain agrees when he says that for 
some readers, nothing can replace the 
pleasure of holding a physical book. “My 
father had an entire house packed with 
thousands of books. I inherited that passion. 
Hopefully it will get passed on.”

Here’s to words on paper – physical or 
electronic. 

Usha	Jha;	Vice	President,	
Sales,	Speaking	Tiger

There	is	no	denying	the	fact	that	the	publishing	industry	has	been	hit.	In	fact,	why	just	
the	publishing	industry,	a	whole	lot	of	bookstores,	some	of	the	oldest,	have	either	shut	
down	or	are	struggling	 to	 survive.	 It	 is	a	 fast-changing	world,	but	although	physical	
book	 sales	might	 go	 down,	 books	will	 always	 survive:	 Usha	 Jha,	Director,	 Sales	 and	
Operations,	Speaking	Tiger

READING BETWEEN 
THE LINES

Prachi Raturi Misra

I remember doing a story for e 
Financial Express about 13 years ago, on how 
a new device for reading books could pose a 
threat to traditional books. Getting quotes 
seemed difficult because both publishers and 
avid readers dismissed it as a flash-in-the-pan 
kind of scenario.

How much things have changed since! 
Until a decade ago, books and TV were the 
only mode of couch entertainment. Books 
were considered a much-respected gift at a 
birthday or on special occasions. Today, 
unfortunately, the books market is nothing 
like it was. Now, mobile phones with their 
OTT and social media rule the roost. 

As author Ruskin Bond once said during 
an interview, “It seems there are more writers 
now than there are readers.” It is no surprise 
then that the publishing world has changed 
drastically over the past decade. e number 
of readers has changed and so has the 
medium to read. First there was Kindle and 
now there are audio books. e pandemic has 
only added to the woes.

As Usha Jha, Director, Sales and 
Operations, Speaking Tiger, puts it, “ere is 
no denying the fact that the publishing 
industry has been hit. In fact, why just the 
publ ishing  industr y,  a  whole  lot  of 
bookstores, even some of the oldest, have 
shut down or are struggling to survive. It is a 
fast-changing world, and although physical 
book sales might go down, books will always 
survive.”

But what will this survival look like?
We find out.

e winds of change

A m i t  S u r i ,  F o u n d e r ,  T w a g a a 
International, a company that offers self-
publishing options, says, “e publishing 
industry has completely changed from 
autocratic to democratic, which is a good 
thing in several ways, but that has also 
brought in all kinds of writers. So, in a lot of 
ways, quality is being compromised. And yes, 
a lot of junk in terms of writing and design 
has come in. But I guess that is what 
democracy is about. Over time it needs to 
settle and become its best version.”

Pankaj Jain, who has been in the 
publishing industry for 45 years, says the 
change is significant. For 55 years, first his 

services in the world, be it print, design or 
editorial. e sector has tremendous 
potential, both in the domestic as well as the 
export markets.”

Something that B Paul Will iam, 
Director, Devtech Publishers and Printers, 
agrees with. “Yes, publishing industry has 
been affected where electronic material is 
available. Take fiction and research material, 
for instance. But when it comes to the 
education sector, it has not been affected 
much at all. Children in school will need 
books from class 1 to 12.”

A recent report, drawn up in collaboration 
with the Association of Publishers in India 
(API), said, “Indian publishing is the key enabler 
for education attainment, continuous learning, 
and recreation, promoter of Indian culture, 
values and excellence and is one of the country's 
largest media-related industries, larger than 
print media (newspapers and magazines), 
digital media (social media, apps, online 
streaming, music,  and games),  filmed 
entertainment (movies), and radio and music.”

It went on to say that considering the 
key stakeholders in the publishing industry, 
India is dominated by educational book 
publishing with a small share of trade book 
publishing. 

ere are some 250 million students at 
the school level and more than 35 million at 
the higher education level. ese students 
rely primarily on books as the medium for 
learning. us, the Indian publishing 
industry makes an integral part of the Indian 
education system.

e road ahead

While educational book market is here 
to say, the others aren’t going anywhere 
either, feel experts.

Like William of Devtech says, “I would 
say printing has diminished but definitely not 
as much as it is being projected in the foreign 
media. e Indian market is very different. We 
still have people who like to hold their books 
in their hands. And the entire bit of e-books 
being better for the environment, well that is 

father and then he, ran the periodical A Guide 
to Indian Periodical Literature. ey had to 
finally shut it down in 2018 because it was 
becoming difficult to sustain. “e publishing 
industry has changed drastically. To begin 
with, the number of readers has gone down 
not just in India but everywhere. When I 
travelled to London for book fairs, I 
remember seeing people reading books in 
tubes. Today, they have tabs and mobiles but 
hardly anyone has a book. Back in India, 
reading books was encouraged in every 
family; today the parents are busy working, 
and children are busy on their gadgets. 
Reading isn’t popular anymore. Which 
probably explains why smaller publishing 
houses have shut and bigger ones are 
cannibalising each other,” he says.

But while Covid brought its share of bad 
times, it also brought in an important aspect 
to human life. Like psychologist Esha Gupta 
puts it, “e need for self-discovery has been 
a big positive. People want to learn more, 
know more, experience more.”

Like Usha Jha puts it, “Books will stay; 
their form might change but they will always 
be around. See during Covid, physical 
bookstores were not open but people ordered 
books online, they downloaded e-books so 
reading and books as a habit are still around 
and that is what is the important bit. Also let 
us not forget there are and will always be 
people who still like to hold a physical book in 
their hands.”

Some things stay

While things are changing fast for the 
publishing industry, let’s not forget that 
India is among the top seven publishing 
nations in the world. A 2017 FICCI report 
says, “With an estimated market of INR 
10,000 crores, India ranks third after the US 
and UK in English language publishing. With 
the coming of the digital age the nature of the 
industry has changed. e advancement in 
technology and India’s skilled manpower 
resource makes the countr y a major 
outsourcing hub for print and pre-publishing 
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Prachi R Misra 

he brother-sister duo from Jharkhand Tdancing in front of their mud-plastered 
village home went viral a few months 

ago. Now, the TikTok stars Sanatan Mahato 
and Savitri Kumari, both in their mid-20s, have 
not only managed to repair their home but also 
dream of pursuing further studies. ey hail 
from Kushmatand village in Dhanbad district, 
Jharkhand, and their video of brilliant dance 
moves took the internet by storm. e humble 
backdrop of their mud plastered home, farm 
equipment, simple clothes, and dishevelled 
hair -- nothing stopped them from catching the 
fancy of over 1.3 million followers. In fact, 
several social media influencers as well as 
celebrities shared their videos.

Of course, the duo is just one of the many 
“stars” who rode the social media bandwagon 
to promote their skills and make money.

How it all started
While Covid brought with it the harsh 

reality of people losing their jobs, being stuck at 
home, and little social interaction, it also threw 
open the doors to several opportunities. People 
discovered their passion and several turned it 
into successful businesses, while some put on 
their  thinking  caps  and veered their 
entrepreneurial boats into completely new 
waters.

While in some cases, businesses/ services 
are being conducted completely through 
technology, in others it is a combination of a 
brick-and-mortar businesses being propelled 
by technology and social media.

Sample this: Quartz India reported in 
August 2020 that WhatsApp Business was 
among the 30 most downloaded apps in India 
so far, beating popular music-streaming apps 
such as Jio, Saavn and Wynk, according to Nine 
Triangles, a Noida-based consulting and 
marketing firm.

If WhatsApp has become a lifeline for 
individuals and small businesses, platforms 
such as Microsoft Teams, Zoom, WebEx, 
Google Meet are the mainstay for meetings, 
trainings, online classes and nearly everything 
that involves social interaction.

Ask Nischal Kapoor who launched his 
venture, Homemade, in December 2020. e 
idea was to provide a platform for all 
homemakers to convert their passion – be it 
cooking, home décor, planters, plants -- to a 
profession without worrying about branding, 
promotion, customer service, delivery and 
payments.

Having spent 22 years in the corporate 
world working for IBM and Dell in various 
leadership roles in the US and Europe, when he 
moved to India, he decided to address the 
hidden talent homemakers have and give them 
a platform to succeed.

Why, you ask?
Because every business now realises the 

importance of social media and technology. 
Ask Kapoor, who reveals how when he 

simply shared his thought on social media “it 
caught fire!” Over 4,000 makers applied to 
join Homemade within 15 days, while 
responding to a Facebook ad that ran for less 
than Rs 200 a day. Homemade team evaluated 
all applicants and in April 2021, it started the 
trial launch with 300 makers and 6,500 

items aggregated through the team. With 
over 2,500 food items, 1000+ each in fashion, 
home décor, and plants, there was an 
unsurpassable menu to explore,

B e t w e e n  A p r i l  a n d  J u n e  2 0 2 1 , 
Homemade did tremendous business 
through WhatsApp and social media. 
Facebook groups were most powerful in 
getting the word out. Homemade being a 
visual platform, Instagram was most effective 
for people to get enchanted by the images of 
the items it had to offer. After the website 
launch on August 15, Homemade team is now 
focussing on LinkedIn as the medium to 
create awareness among corporate leaders to 
provide opportunity to hundreds of women 
homemakers on Homemade so as to source 
their catering and gifting needs. Blogs, SEO 
and Google Ads are also being leveraged to get 
the word out.

“Homemade is gearing up for launch in 
multiple cities in India and the US during rest 
of this year and social media is the de facto 
way to reach out”, says Kapoor.

He is correct. A 2019 study “Impact of 
Social Media Application in Business 
O r g a n i s a t i o n s ” ,  p u b l i s h e d  i n  t h e 
I n te r n at i o n a l  Jo u r n a l  o f  C o m p u te r 
Applications, written by Venkateswaran 
Radhakrishnan, Bernard Ugalde and Rogelio 
T, says as much: “In the recent era of 
technological advancement, social media in 

Raised single-handedly by his mother, 
Kapoor had witnessed her struggle to make 
ends meet even though she was an expert in 
herbal cosmetics. “Only after a decade of hard 
work as a lowly paid assistant in various salons, 
was she able to setup her business in 2001, 
which has been thriving ever since,” he shares.

us came the vision for Homemade, 
“e most versatile and automated platform to 
provide great buying and selling experience as 
there is a maker as well as a customer in every 

home. 
ere is immense talent confined within homes 
due to various reasons and is not able to go 
commercial due to lack of resources, expertise 
or time.”

Covid added to the number of talented 
people stuck at home, be it due to work-from-
home or job loss.

S e v e r a l  o f  t h e s e  g o t  o n t o  t h e 
entrepreneurial bandwagon and several others 
used the opportunity to showcase, teach or 
upskill their talent. 

Brother and sister Sanchie Shroff and 
Aaditya Anand took the entrepreneurial route 
when they launched their venture “Pooja 
Sansar” in October 2020, along with their 
father Anand Prakash. Registering a company 
and buying an inventory of Rs 4.5 lakh is how 
they began.

An online one-stop shop for all pooja 
needs, their venture has especially designed 
pooja kits for especial poojas and festivals such 
as Diwali, Bhai dooj, Karva chauth, Chhatt and 
more, and delivers it to people’s doorsteps.

Harnessing the power of social 
media and technology  

Some of the people who are in high 
demand at present include graphic designers, 
web developers and social media experts.

business is slowly being appreciated by 
organisations globally. is is because of the 
fact that the internet is viewed as the new 
frontier for doing business. It provides a 
platform where organisations can get a wider 
audience and bypassing various difficulties 
like time, availability, accessibility and 
distance of reach. e sector is growing at a 
phenomenal rate. Facebook, YouTube, 
Instagram, Twitter and other social media 
play an essential role in how online users 
discover, research, and share information 
about brands and new product business.”

Two years into Covid and the need for 
social media and technology is felt not just by 
organisations and businesses but also 
individuals.

If you don’t talk about your work on 
social media, you are missing out on reaching 
out to potential customers. is is something 
most individuals and businesses understand 
today. As Shristhi Garg, who runs a boutique 
in NCR puts it, “No business can afford to be 
away from social media. Not only do I share 
my designs with customers regularly on social 
m e d i a ,  I  a l s o  t a l k  a b o u t  u p c o m i n g 
promotions on WhatsApp. In fact, we often 
do video call consultations.”

Efficiency counts
What seemed like a challenge initially is 

now the biggest benefit of conducting 
business online and using social media as a 
crucial enabler. Neeraj Mukherjee, a business 
coach, says that while people did take a while 
to come around to online coaching, today 
everyone appreciates it for reasons of safety 
and time saving. For him, it also means more 
time for business development.

“Earlier one could do two or a maximum 
of three meetings a day due to long 
commuting hours. Today you can have 
meetings lined up through the day. It is a win-
win for everyone.”

Dance professional Arushi Mathur 
couldn’t agree more. When Covid came, like 
several others, she was unsure of her future. 
e institute where she taught dance in Delhi, 
was not operational due to lockdown and 
Covid restrictions.

In December 2020, she decided to start 
conducting online dance classes on her own. 
Jazz, ballet conditioning, contemporary and 
now Kathak, she is teaching it all. “Initially it 
felt odd and one had to adjust from teaching 
in a studio to one’s own drawing room. But 
once I got around to it, I realised the many 
benefits. I am saving loads of time and use 
that time to practice my dance. What is more, 
I am also earning much better than I did in my 
job. With technology and social media, one 
can go as big as one wants to. You are your own 
boss!” she says.

And who minds being one’s own boss?

The	internet	is	viewed	as	the	new	
frontier	for	doing	business.	It	
provides	a	platform	where	

organisations	can	get	a	wider	
audience	and	bypassing	various	
dif�iculties	like	time,	availability,	
accessibility	and	distance	of	reach

How	social	media	is	changing	the	rules	of	the	game	for	new	
businesses	and	budding	entrepreneurs
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