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We choose to ascend.
Limitless, racing towards the sun.
Entrepreneurship in India is on the cusp of greatness.
Three years back, newspapers predicted that India would have a hundred unicorns by 2025.
We’re on track to hit this by November. This year, over 30 startups plan to launch on the BSE.
And every day, endless young Indians pick up their pens to work on the startup idea they know
will break the world. More and more students are dabbling into their entrepreneurial journey right
in college, while there’s also a surge in students pursuing their entrepreneurial dreams postgraduation. Entrepreneurship has evolved – from a mere novelty or fad into a legitimate and
veritable choice.
And with it, so must E-Cell.
Entrepreneurship Cell at IIT Madras was started with a very simple motive: to promote and
empower the entrepreneur in every person. We see E-Cell as a medium to make entrepreneurial
resources accessible to everyone in the most efficient way possible. It has been a mark of pride
for us that we operate as startups do – a lean, sleek organization with a collapsed three-tier team
structure and individual productivity metrics that outstrip professional organizations. And like any
other startup, we too must evolve or suffice with being rendered obsolete.
This year, we laid the grounds for taking entrepreneurship from a linear pipeline of initiatives
towards more dynamic entrepreneurial learning that anyone can participate in at any time of the
year. In the long run, we seek to build a community for entrepreneurship – not just a platform for
participation. Our server, the e-Merge, is one of our steps in that direction. A ‘mini-startup’ in its
own right, e-Merge is a project towards community engagement and formation, transforming
individual enthusiasts into a close-knit fraternity of over 2000 members.
If E-Merge offers a tie between entrepreneurship aspirants, TeamUp is our initiative to connect
the entrepreneur and IIT Madras academia. Through TeamUp, we empowered professors to find
and build entrepreneurial angles within their research projects. We connected over 580 students
with nearly 50 startup and professor project profiles.

Powered by the principle that entrepreneurship must drive India's socio-economic development,
we launched our social campaign, SUSPIRE. Offering a three-fold vision, SUSPIRE explores the
practical essence of sustainability with five Sustainable Development Goals, uplifts startups and
businesses in the sustainability domain with solutions that optimize their industrial processes, and
encourages using sustainable alternatives to contemporary consumption with awareness
campaigns and content.
SUSPIRE highlights five UN Sustainable Development Goals:
SDG 6: Clean Water and Sanitation
SDG 7: Affordable and Clean Energy
SDG 9: Industry, Innovation, and Infrastructure
SDG 12: Responsible Consumption and Production
SDG 13: Climate Action
The year ended, as always, with E-Summit. E-Summit is our flagship program, a four-day
symposium representing the opening of IIT Madras' entrepreneurial resources to anyone who
would aspire for them. These include our network of mentors, judges, and investors and a
fantastic stage for networking.
The culmination of our year and a testament to four months of rigorous efforts, we put together
50+ events catering to 5000+ participating delegates.

None of this would have been possible without our 150+ member student team. 11 months ago,
when we were selected as Students’ Heads, we set out to create a team that could take our
initiatives forward. 11 months later, we have emerged as a family – a set of folks who have seen
the lowest of lows and highest of highs with each other.
The 20-member strong Core Committee of E-Cell is an army of limitless dedication and zeal
which never settle for anything less than perfection. Our managers, executives, and associates
have devoted countless sleepless nights to executing and giving shape to what we built. Their
unmatched efforts and enthusiasm fuelled us to pull off this seventh edition of E-Summit at IIT
Madras successfully and significantly raising the bar of expectations for the coming team to
execute the next E-Summit.
Right from understanding what students need to start their entrepreneurial journey to curating and
executing initiatives for them, the E-Cell team has been working around the clock in a truly
entrepreneurial spirit.
This approach has helped us undertake newer initiatives every year. Moreover, we’ve started
seeing E-Cell members starting up right in their college life. We hope to pass on this
entrepreneurial spirit from E-Cell and IIT Madras to everyone in the ecosystem through this
edition of E-Insider.

Invention is, by its very nature, disruptive.
If you want to be understood at all times, then don't do anything new.
- Jeff Bezos
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The E-Insider began in 2017, with Divyanshu Kumar and sleepless nights and Suprabha coffee.
Suprabha is long gone now, but the E-Insider remains strong. And like everything else, it, too, has
evolved.
An entirely student-produced magazine, E-Insider is a young and perhaps overly optimistic
glimpse into entrepreneurship across the country.
Previous editions have explored far and wide, from deep dives into the startup culture of IIT
Madras to the undiscussed avenues of an entrepreneur’s life.
Last year, we worked on Deep-Tech, with a fascinating centerfold on startups and their
management strategies to sustain growth after the pandemic.
This year’s E-Insider is slightly different. In our search for an authorial identity, we realized that
there was no single sphere that grew during the last fiscal year. Instead, it was all of them.
This year’s E-Insider goes through the ebbs and lows of entrepreneurs who took the world by
storm. From short-lived bubbles of social media and crypto to the incredible growth of one airline
when no one expected it, this year’s E-Insider is expansive, ambitious, and incredibly gorgeous,
with passionate voices and not a little sleepless animosity.
I thank our writers and artists who brought this edition onto paper. I’m especially grateful for the
tireless fervor of this year’s E-Cell Heads, without whom none of this would have happened.
As is tradition, I’ll also raise a final nostalgic cup to my predecessors in Arvind Pujari, K Shivani,
Shreyas, Sarah, Prajeet, Manasee, and Sunny, who have kept this beautiful initiative alive.
I never thought I’d be getting misty, but here we are. I look forward to seeing my name here next
year XD.
Happy reading!
Email Id: editorial_ecell@smail.iitm.ac.in
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BREAKING
STEREOTYPES:
An Encouraging Path to Inclusivity
In my whatsoever insti life I have had as
of now, in which I was also fortunate enough to be
called back on campus, I have heard this countless times that “it’s easy for you girls.” To quote
the words of few usually perceived brilliant young
minds of our institute, “girls get placed easily”,
“girls get into IIT’s relatively easily through women
quota”, “startups by girls are more likely to get incubated or funded.” It wouldn’t surprise me if you
heard all this even once in your life, and you didn’t
get infuriated. All of these ideas have gotten so ingrained in our consciousness that we often forget
that by replicating or not challenging them, we are
re-creating a set of stereotypes that, if not disrupted at the appropriate time, may lead to needless
hierarchical structures and antagonism surrounding gender binaries.
Let’s discuss where these assumptions go
wrong. We humans are so predisposed to finding
the grass greener on the other side that every time
something goes against our plan of action, we start
assuming that the other person is privileged or got
preferential treatment. While supporting these
stereotypes, we tend tVVo be indifferent towards
the ground realities that have kept females behind
men for centuries. It will be a long shot if I say that
now women are getting equal opportunities, and
even out of all the meagre say or opportunities we
get, it becomes hard for men to break the shackles
of gender identity and accept that our talent can
be the reason behind the growing percentage of
women placement or women startups.
While there are no statistics that reaffirm
that women in IIT’s get placed relatively easily in
comparison to their male counterparts, even if it
happens, it is mainly because of the gender diversity goals of various companies, the roots of
which itself lies in ousting the centuries of injustice this society has hurled at the so-called weaker
sex. When it comes to women in Entrepreneurship,
the list of challenges that women face goes unscathed. Right from defying the social expecta-

tions, which always considers the male lifestyle as
the normative and creating your own space and
voice among a group of males for whom aggressiveness, harshness and competitiveness are the
only ways to run a business, to owning our own
achievements as communal, external gratification and consensus-building qualities encouraged
in young girls inculcate women to inadvertently
downplay their own worth.
Another major hurdle in the way of women entrepreneurship is accessing funding. Although not
all startup entrepreneurs seek investors to help
them launch their firms, those who do, understand how challenging the pitching process can
be. Women-owned firms have even greater challenges when it comes to raising funding. A 2014
Babson College report found that less than 3% of
companies with venture capital funding had female CEOs. Next comes the social problem of associating the female gender solely with values like
care, nurture, sacrifice and empathy, which lead to
people taking women leaders lightly in mostly all
of the public sphere. When a woman enters the
field of a male-dominated industry, the challenges
even rise as it also becomes challenging to receive
validated customer approval and acceptance.

ARE EMOJIS THAT BAD?
‘And never, never,’ explains a senior to one of her
newest team members, ‘use emojis when talking
to PoCs or speakers.’ This isn’t some grand revelation. Of over a hundred business professionals we
spoke to, only 12 percent suggested emojis had
any place in business communication. Even here,
they insisted on avoiding the yellow face emoticons. In 2017, Glickson et al. discovered that unlike actual smiles, people who used smiley faces
in formal emails were perceived to be all the more
incompetent, without any percievable change in
warmth.
But here’s the funny part. As far as marketing communication is concerned, emojis have
never been more popular. Almost every third
LinkedIn post uses emojis. One can drastically
improve your headline without breaking the flow.
Emojis in email subject lines have been proven to
work about 60% of the time … and by “work”, we
mean they boost open rates by about 25%. But
when they don’t work, they actually hurt open
rates — by the same 60%. So, use emojis sparingly in subject lines, and choose emojis that are
relevant to your brand or message.
And then, there’s the Hiro emoji domain.

🚀

Emoji URLs may be the next big thing.
With unique and memorable domain names becoming more and more scarce, some companies
and campaigns are turning to out-of-the-box digital methods to reach new audiences. Norwegian
Airlines did just that with its new emoji-only URL,
reports AdWeek, creating a web address that replaces traditional lettering with emojis. Still, emoji
web addresses have yet to hit the mainstream.
This is likely because only younger users
on mobile are able to seamlessly use the illustrative characters. Acquiring such domains are also
hard due to the politics of top level domains, as
some countries only allow certain types of characters. Emojis, they argue, transcend cultures,
languages, and borders. As the only common
character set shared between every human being
on the planet, the emoji language has been integrated into mobile phones and computers across
the globe and is now a staple of modern communication. No matter where in the world you may
find yourself, emojis are sure to be used.
But, what do you think? Does this change things
for you?

AT INDIGO
Every plane is an Indigo.
While India might be the third-largest aviation market globally, only a small part (around 10%) of
India’s massive population currently travels by air. Historically, this has been both due to cost and convenience, but as air travel continues to expand across the country, many may choose to take shorter flights
rather than lengthy road or train journeys. Airbus estimates that the share of Indians traveling by air will
double to roughly 20% by 2038, giving India a huge growth opportunity.
Assuming a successful vaccine rollout in 2021-22 is able to reopen travel, we could see India
return to over 7% yearly growth. This means India can expect a significant market expansion in the
coming decades.
For IndiGo, this expanding market will mean more opportunities to capture traffic and retain
its place as the country’s leading carrier. India is also a notoriously price-sensitive market, which allows IndiGo, and its low-cost rivals to dominate the domestic market. This isn’t expected to change
anytime soon, even with the expanding market, aiding IndiGo’s growth.
IndiGo’s recent announcement of seven new bases across regional and Tier-2 airports
around the country could signal the airline’s long-term plans. Moneycontrol notes that IndiGo’s choice to open multiple bases instead of growing larger bases at hub airports is a
change in strategy for the airline. With economic growth seeing more demand for air
travel arise in smaller cities, indiGo could be seeking new opportunities.
We decided to investigate:

QUICK TRADING
WINES, CHEESES & GREY MARKETS
Deal makers have targeted the wine industry, as investors bet on
rising prices for winery acreage despite a Covid-19 hit to demand
for the beverage. Deals by private-equity funds to invest in wineries, vineyards and distributors have risen 75% in 2021 so far,
compared with last year, according to Refinitiv.
Many parts of the wine industry are still recovering from
the pandemic. Sales dried up when restaurants, bars and tasting rooms were closed for months during lockdowns. Global wine
consumption fell 3% in 2020 to the lowest level in 18 years.
Despite this, in France’s famed Bordeaux wine region, valuations for higher-end vineyards hit records in 2021, according to
an analysis by Triangle Capital, an M&A advisory firm with a focus
on the wine industry. The capital gains of the estates typically
exceed those of traded wine, even rarer bottles. The Liv-ex Fine
Wine 100 Index, an industry benchmark that tracks the value of
premium wines, showed a 14.2% increase since the beginning of
the year. That compares with a 14.5% rise in the S&P 500.
A grey market is an unofficial, but quite legal, market
where individuals trade shares before they are officially launched
on the stock exchange. All transactions are done in cash, without
the involvement of third parties such as the SEBI. Since it is unregulated, the grey market is very volatile with little price transparency. Different brokers could offer different prices for the same unlisted share. Because money is transferred before shares, trust and
reliability of brokers is essential. What with so many IPOs coming
up, it is essential to remain in touch.

EVERGRANDE
EXISTS
Evergrande, a property developer that had racked
up over $300 billion in liabilities, is pivoting to
the electric vehicle sector – and it is a fascinating
field. The world’s most indebted property developer has already missed several bond payments.
Fears that the company could default
have roiled global markets as some investors are
worried it may have contagion effects and hurt
the global economy. Evergrande has not delivered a single vehicle to customers yet — but it
has lofty ambitions. It previously pledged annual production and sales of 1 million cars by 2025.
Today, we’ll see where its evaluation stands compared to traditional vehicle companies. In March,
Evergrande realised that they were mere months

away from collapse.
They created an EV company that raised
billions of dollars – worth more than Ford despite
never having made a single car. Western influencers bought into the idea that it was a great idea:
desperate to enter the Chinese electric vehicle
market. As recently as October 2021, Evergrande
NEV said there were delays to suppliers of its electric vehicle unit and that some projects across the
group have been suspended.
Evergrande said it is looking for new investors. A pivot to electric vehicles would also be
a challenge. The subsidiary responsible for that
part of the business, China Evergrande New Energy Vehicle Group, has yet to deliver a single car.

Cars aren’t even the majority of its business, as
health management dominates its sales, according to the subsidiary’s preliminary results in June.
(The company was formerly called Evergrande
Health Industry Group, but changed its name last
year to reflect its new priority.)
The electric carmaker acknowledged that
it was having trouble paying suppliers, and it
called off plans to sell new shares. Attempts to sell
off part of a stake in the EV business to ease the
broader company’s debt crisis have also not come
to fruition. Even so, Evergrande has signaled ambitious goals for its electric vehicle business.
Last year, Xu pledged that the company
would sell 1 million such cars by 2025. And earlier
this month, the president of the electric vehicle
unit, Liu Yongzhuo, said that the company would
deliver its first car in early 2022, according to a
statement. Beijing has offered subsidies to car
manufacturers and buyers, and it wants new energy vehicles to make up 20% of overall new car
sales by 2025, from the current level of about 5%.
The EV business’s market value was about
$87 billion at its April 16 peak, greater than that
of Ford Motor Co. and almost four times the cap-

italization of China Evergrande itself at the time.
Evergrande NEV shares are down 92% since, the
worst performance in the Bloomberg World Index
and lagging even China’s tutoring stocks.
NEV owns the remnants of Swedish automaker Saab, and markets a compact electric
vehicle in China based on the old Saab 9-3. Evergrande’s subsidiaries are being punished on
concern the world’s most indebted developer
will need to sell assets at a steep discount amid
mounting pressure from Beijing. Shares of listed
businesses — including the 65% stake it owns
in Evergrande NEV — are the most liquid if Evergrande needs to generate cash quickly. Evergrande in May raised $1.4 billion from the unit in
a heavily-discounted share sale.

GIG EXPLOITATION
Tech journalism has helped pave the way for ‘Gig
companies’ like Uber and Fiver to have an outsized impact on law and conventional corporate
practices, by publishing content.
Do tech journalists get to the heart of the
stories of the app-based businesses? No, they do
not. Worse, they mislead the consumers by describing the businesses as startups with innovative technology designed to disrupt established
companies by efficiently connecting consumers
to workers. Deeming these app-based service-delivery corporations as “tech companies” is a massive brand uplift. The label helps companies like
Uber to avoid regulations and come in contact
with consumers. Treating app-based corporations
as “tech companies” is a massive mistake by media organizations. The reason is financial pressure
on journalists.
What technologies have the so-called
“tech” companies created? Sure, once these companies achieve scale, they create new tools to
push the boundaries of digital technology with
the help of computer engineers. However, it is
more about managing server traffic and data. We
need to understand that these companies earn

from their venture capital instead of inventing
new technology. The “tech” banner only helps
them avoid regulations and undercut the competition.
The content generated by media organizations about the app-based companies is problematic and inaccurate. This content usually falls
under the following archetypes:
- The introductory review
- The first-person experiential story
- The outlier worker profile
- The techno-utopian think piece
- The founder interview
On analyzing the content under these
archetypes, we can understand how the rhetoric
and factoids impact the opinion of lawmakers,
regulators, and the public.
By the time media organizations set aside
their innovation-disruption lens, the companies
have already established insuperable dominance.
They have managed to influence the public without having to put in much effort. All they have
to do is rely on the swooning media to generate
content.

AGGREGATION THEORY
Aggregate is defined as a ‘whole’; formed by
combining several separate elements. The first
time I ever came across this word was when I received the marks card in high school. The marks
for different subjects were shown, and at the end,
aggregate. The benefit was I had poor marks in
English, but I was good in other subjects- so my
aggregate was good. The aggregation theory was
developed as a robust framework for understanding the big internet companies by Ben Thompson.
He believes that aggregation theory is the proper
framework to understand opportunities for startups and threats for incumbents. It explains why
many Internet companies like Uber, Airbnb, Google, Facebook, and Netflix have disrupted older
industries. It’s a useful mental model and framework for analyzing Internet business. This idea is
used in almost all sections of the population now.
Aggregate theory of partnership is a theory that
states that a partnership does not have a separate
legal existence, such as a corporation. Under the
aggregate theory of partnership, the partnership
is only the totality of the partners who make it up.
All partners in this theory individually report their
shares of income, like how Airbnb owns no real
estate, or how Instagram or Youtube creates no
content. Aggregation theory accords power and
leverage to entities that can aggregate consumers in large numbers on a given platform. It emphasizes demand oversupply. One fundamental
belief of theory is that product quality is foundational, given that attracting consumers and locking them in is the impetus.
The market is divided into suppliers, distributors, and consumers. There are thousands or
millions of consumers, while only a certain number of suppliers/producers. Therefore, it was more
profitable to integrate the supply and distribution

in the pre-Internet era and optimize those processes. The hardest part of building a consumer-facing business was reaching the consumer.
You could not optimize for every single customer
as that would have been way too costly. The internet changed that. The internet allows you to
consume all kinds of information from all over the
world. Before, access to consumers was bound by
the geographical presence and distribution. We
went from lack of consumer touchpoints to its
abundance. The problem now is that consumers
have only 24 hours a day, and you have to capture their limited attention. Now, the big question
arises: where do consumers look? The answer is,
Aggregators. You have probably already figured
out that the internet aggregators include Netflix,
Uber, Airbnb, Twitter, Snapchat, Facebook, and
Google. Over the last two decades, the distributors’ role has been commoditized. Producers
now directly bring their products to end-users.
However, the end-user has to go through many
channels to select the goods they need. Aggregators make it efficient by connecting supply
with demand in the best possible way, limiting or,
should I say, almost removing the role of distributors. This makes supply much more discoverable,
focusing on consumers with the primary goal to
reduce the time and effort it takes them to discover the products, services, or content they seek
on a platform. These all consumer-facing businesses are so powerful that it’s almost impossible
to win against them when it comes to reaching
consumers. That’s why these days, venture capital
is mainly deployed in B2B startups. As the scrutiny and skepticism towards aggregators keep
rising, to understand what’s going on in antitrust
suits against Facebook, Google, and others, it is
required to first understand aggregation theory.

THE DYNAMICS
OF CREATOR
ECONOMY

The incredible rise of Tiktok over the past few years has seen
many companies and entrepreneurs like ByteDance, Instagram
and more diving into the world of short, easily available content
to advertise their products. This has led to the rise of individual,
household creators while the old giants of the entertainment industry try to fight off memento mori in today’s rampantly shifting economic system. What is this new ‘Creator-Economy’, and
how does it work?

TIKTOK’S RISING POPULARITY
OVER GOOGLE SEARCH ENGINE
GENERAL TIKTOK DATA
In reports shared with advertisers and obtained by The New York Times, TikTok said
Gen Z users, defined as 18- to 24-year-olds, watched an average of more than 233
TikToks a day and spent 14 percent more time on the app than millennials or Gen
Xers on a daily basis. TikTok also told one agency that 48 percent of millennial mothers were on the platform, and that women ages 25 to 34 spent an average of 60
minutes on the TikTok app a day.
For most of the last decade and a half,
Google has been the most visited web domain
in the world, and it’s not even close. The last time
another site posed a real challenge for the top
spot was Yahoo, and that was a decade ago.
When you consider the number of people who use Google’s services every day for everything from school assignments, collaborating
on documents, finding directions, sharing photos,
and well, searching for just about everything, it’s
not all that surprising. Google is the most popular
search engine in the world, and it’s where the vast
majority of people start when they want to find
something online.
This year, that has been changing. According to a report released on Monday by Cloudflare,
one of the major internet content delivery networks, TikTok.com overtook Google as the most
visited domain in the world in 2021.
On the one hand, considering how relatively new TikTok is in our collective consciousness, that’s surprising. On the other hand, when
you remember TikTok is the fastest-growing social network ever, it shouldn’t be. It was even the
most-downloaded app in 2020 and now has more
than 1 billion users.
TikTok’s rise to the top clearly says something about how technology is changing, but
more importantly, it says something about the
change in the way we find and consume information about the world around us. For more than a
decade, the way we use the internet has mainly
been dominated by Google, Facebook, YouTube
(which is owned by Google), and Amazon. If you

happened to find yourself somewhere else online,
there’s a good chance you started at one of those
sites.
However, that’s becoming less the case,
especially with younger users. TikTok is more
popular among teenagers than Instagram or
Snapchat. Despite that, TikTok isn’t just videos of
memes or teenagers dancing. Some of the most
popular content are beauty tips, recipes, and howto videos. That’s squarely in the lane occupied by
Google, YouTube, Facebook, and Instagram.
It also means that people aren’t just using TikTok
for entertainment, but for information. That’s a
massive shift, and it has real implications for every
other platform.
TikTok is still small compared to its competition in almost every other measurement. Its
Chinese parent company is private, so it’s impossible to know exactly how much revenue it brings
in. Still, analysts think TikTok had around $2 billion
in revenue in 2020, a number that is a rounding
error compared to Google ($181 billion) or even
Facebook ($86 billion). That, however, means it
has enormous room to grow.
There’s a certain amount of irony that
while the established tech giants have attracted
intense scrutiny from lawmakers and regulators
on both sides of the Atlantic, they’re already in the
process of being disrupted by an app that most
of them didn’t take seriously. The real lesson here
is that established businesses and institutions are
notoriously slow at recognizing the thing that will
replace them.

HOW DOES TIKTOK ADVERTISE?
Ever since young Americans began their
exodus from commercial television to streaming services and social media, advertisers have
searched for the digital equivalent of home shopping channels, a place online where users might
engage with ads rather than just quickly clicking
past them.
Now, they think they’re closer to finding
this holy grail of marketing, and it doesn’t look
anything like QVC.
Welcome to the holiday shopping season
on TikTok, where retailers are present like never
before, their authentic-seeming advertisements
dropped in between dances, confessionals, comedy routines and makeovers.
Young men and women showcase shimmering American Eagle tops as pulsating music
plays in videos designed to look as though they
were filmed in the 1990s. A woman in a unicorn
onesie retrieves a specific brand of cookies at
Target to the tune of “Jingle Bell Rock.” A home
chef mixes and bakes cinnamon apple cakes from
Walmart in 30 seconds, displaying a blue bag
from the retailer.
TikTok has been working to make the
platform more lucrative for marketers and the
creators they work with. And TikTok’s popularity
with Generation Z and millennials, who are lured
by its addictive algorithm and its setup as an entertainment destination versus a social network,
has made the appeal undeniable for retailers.
“The growth that we’ve seen is insane,”
said Krishna Subramanian, a founder of the influencer marketing firm Captiv8, where roughly a
dozen employees are focused on TikTok. “Brands
have moved from just testing out TikTok to making it a budget line item or creating dedicated
campaigns for TikTok specifically.” As a result, a
regular stream of products, from leggings to carpet cleaners, have gone viral on the platform this
year, often accompanied by the hashtag #TikTokMadeMeBuyIt, which has been viewed more than
seven billion times.
Since August, at least 18 public retail
brands, in apparel, footwear, makeup and accessories, have referred to their efforts on TikTok
on calls with analysts and investors. Competitors
have also taken notice. Instagram, for instance,
has developed a TikTok-like feature called Reels

and has been working to lure creators.
The retailer has used TikTok creators to introduce
the addition of Ulta Beauty sections to Target
stores and posed a challenge asking regular TikTok users to show off their favorite skin care products. Ulta Beauty has also seen sales jump after
viral videos involving certain products it carries,
like Clinique’s Black Honey lipstick.
Ms. White of Ulta is among the advertising experts who said the effectiveness of TikTok’s algorithm distinguished it from other popular platforms, and pointed to the fact that it was still at a
stage where anyone can go viral — like Ms. Peel
and her roasted chicken. TikTok asks users to pick
a few interests when they first join the platform
and then uses video watch times, likes and comments, and tags on videos like captions, sounds
and hashtags, to tailor its recommendations.
Since then, she has worked with brands
and retailers like Heinz, Kroger and Walmart, earning $5,000 to $10,000 a month. The payments enabled her to quit her job at McDonald’s, where
she had been earning “not even $1,000 every two
weeks,” she said.
“TikTok doesn’t pay you to post unless you
have a brand that wants to be in the video,” Ms.
Layza said. “But Instagram is actually paying you
and giving you a bonus when you reach a certain
amount of views.” Katrina Estrella, a spokeswoman for Meta, which owns Instagram, confirmed in
an email that the company was testing “a range
of bonus programs” in the United States as part
of a $1 billion investment in creators. Still, retailers are eagerly experimenting on TikTok, especially as they see the app attract older users. Brands
want to be ready just in case they go viral. “There
are just some things that are going to catch on
or they’re not,” said Ms. Karwowski of Obviously.
“But the TikTok algorithm will really amplify things
in a way that all of a sudden can move the culture.”

ALIBABA VS BYTEDANCE
The 38-year-old AI coding genius, searching for ByteDance’s next big act, has set his sights
on China’s $1.7 trillion e-commerce arena. The
co-founder has hired thousands of staff and
roped in big-name sponsors like Xiaomi Corp.
impresario Lei Jun to drive what he calls his next
“major breakthrough” into global business -- selling stuff to consumers via its addictive short videos and livestreams. That endeavor will test not
just Zhang’s magic touch with app creation and
ByteDance’s AI wizardry, but also investor reception ahead of one of the tech world’s most hotly
anticipated IPOs.

His startup is already starting to make
waves in an industry long controlled by Jack Ma’s
Alibaba Group Holding Ltd. and JD.com Inc. It
sold about $26 billion worth of make-up, clothing
and other merchandise in 2020, achieving in its
maiden year what Alibaba’s Taobao took six years
to accomplish. It’s shooting for more than $185
billion by 2022. Douyin, TikTok’s Chinese twin,
is expected to contribute more than half of the
firm’s $40 billion domestic ad sales this year, driven in part by e-commerce.
A burgeoning e-commerce business
could help the firm surpass its $250 billion valuation when it goes public, countering concerns
around Beijing’s crackdown on the country’s internet behemoths. Preparations are said to be
underway for a listing that would be one of the
world’s most anticipated debuts. While ByteDance won’t handle sales or merchandise itself, it
hopes to sell more ads to merchants, boost traffic
and take a cut of business.

ByteDance is counting on its artificial intelligence-driven, interest-based recommendations to help its e-commerce business catch up.
In a splashy coming-out party for the one-yearold business last month, executives explained
that the company intends to replicate its success
with using AI algorithms to feed users content in
online shopping. By scrolling an endless stream
of social content, now connected with physical
goods more than ever, Douyin users won’t be able
to resist their impulse to buy, they said. It’s “sort
of similar to shopping on the street,” Bob Kang,
Douyin’s 35-year-old e-commerce chief, told an
audience of hundreds at the Guangzhou event.
“As people get richer, they don’t go to shopping
malls or boutique stores with specific things in
mind, they just buy if they see something they
like.”
Since Kang took over as e-commerce
head, Douyin has banned live-streamers from
selling items listed on third-party sites and invited
them to open their own in-app stores, preventing
rivals like Alibaba and JD.com Inc. from profiting
off its traffic. He grew a team of customer support staff from just one hundred to about 1,900
to fight counterfeits and is hiring for more than
900 other positions to support the business. ByteDance also has an online matchmaking system
that helps connect merchants with influencers
and their agencies, and it’s set up physical bases
to house live streamers and merchandise, similar
to what Alibaba does.
The initiative gained traction from celebrity endorsers like Lei, the Xiaomi founder who
has hosted livestreams promoting his Mi TVs and
smartphones. Smaller merchants are following
their lead, like Zhou Huang, who set up a Douyin storefront for her jewelry business in October,
bypassing conventional platforms like Alibaba’s
Taobao. Instead of stumping up hefty fees to platform operators for traffic, she’s managed to amass
a fan base of about 20,000 by creating videos that
offer practical tips like how to choose the right
size when buying a bracelet online.
Huang is one of about 1 million creators
who have generated e-commerce sales on Douyin as of January, drawn to the platform’s 600 million-plus daily users. The platform -- which brings
in commission fees from merchants as a new rev-

enue stream -- aims to have more than a thousand brands this year join the likes of Suning.com
Co. in setting up stores on Douyin, and that number could increase fivefold by 2022, the company
predicted in an internal memo. GMV may grow
to as much as 600 billion yuan this year before
doubling to 1.2 trillion yuan in 2022.
ByteDance’s push into online shopping
comes as its other businesses face headwinds. To
grow video gaming, ByteDance has been buying
development studios but churning out blockbuster hits like Tencent Holdings Ltd.’s Honor of Kings
could take years and China has previously cracked
down on the industry in fits and starts. In online
tutoring, regulators have sought to rein in excess
marketing and competition is fierce against a slew
of deep-pocketed startups like Alibaba-backed
Zuoyebang.
In April, Zhang’s firm was one of 34 corporations
ordered by the antitrust watchdog to conduct
internal investigations and rectify excesses. And
though its payment service has only just gotten
off the ground, ByteDance and its peers were
slapped with wide-ranging restrictions on their
fast-growing financial operations following a
meeting with regulators including the central
bank last month.
But the same scrutiny could help the TikTok owner make inroads into China e-commerce, the largest online marketplace in the world.
Good Glamm Group acquires ScoopWhoop, aims to invest Rs 500Cr in content-to-commerce
The Good Glamm Group has acquired ScoopWhoop, a digital media and lifestyle content
platform, marking its entry in the segment. Good
Glamm aims to invest Rs 500 crore in the men’s
category, said a press statement. ScoopWhoop
has a male audience of over 60 percent.
ScoopWhoop claims its digital assets generate
one billion monthly impressions and engage over
100 million users. The Delhi-based content platform will continue to work as an independent
brand and media house within the Good Glamm
Group.
The Group is currently building and buying male grooming brands that create best in class
male personal care products and will leverage
its content-to-commerce capabilities to launch
them online and offline across the country.
Priyanka Gill, Co-Founder, Good Glamm Group,

commented, “ScoopWhoop has been the default
digital content platform for millions of men and
now it is a Good Glamm Group company! I am
very excited to be working with Sattvik, Rishi and
Sriparna to build the content-to-commerce stack
for the male grooming segment. With this acquisition two of India’s largest digital media brands
come together to turbocharge our growth as the
Good Glamm Group!”
With this acquisition, the Good Glamm
Group now generates an aggregate of 3.5 billion
monthly impressions and has over 150 million
unique users through its media division, which
comprises India’s largest digital media brands
including POPxo and ScoopWhoop, making the
Good Glamm Group, amongst the largest digital
reach of any ecommerce company in India.
This large user base and reach, along with
the Group’s proven digital and go-to-market omnichannel capabilities, and its capacity to derive
data-driven insights into what consumers want
will help all brands in the Group to successfully
create, launch and market products in the beauty,
skincare, personal care, male grooming, and parenting categories.
Rishi Pratim Mukherjee, Co-Founder,
ScoopWhoop, commented, “Every day, millions of
young Indians depend on ScoopWhoop to help
them discover and share the next cool thing in
lifestyle and culture. Joining forces with the Good
Glamm Group will help us significantly amplify
our influence to power India’s largest content-culture platform.”

GOOD GLAMM GROUP ACQUIRES SCOOPWHOOP, AIMS TO INVEST
50CR IN CONTENT-TO-COMMERCE

The Good Glamm Group has acquired ScoopWhoop, a digital media and lifestyle content
platform, marking its entry in the segment. Good
Glamm aims to invest Rs 500 crore in the men’s
category, said a press statement. ScoopWhoop
has a male audience of over 60 percent.
ScoopWhoop claims its digital assets generate
one billion monthly impressions and engage
over 100 million users. The Delhi-based content
platform will continue to work as an independent brand and media house within the Good
Glamm Group.
The Group is currently building and
buying male grooming brands that create best
in class male personal care products and will
leverage its content-to-commerce capabilities to
launch them online and offline across the country.
Priyanka Gill, Co-Founder, Good Glamm
Group, commented, “ScoopWhoop has been the
default digital content platform for millions of
men and now it is a Good Glamm Group company! I am very excited to be working with Sattvik,
Rishi and Sriparna to build the content-to-commerce stack for the male grooming segment.
With this acquisition two of India’s largest digital

media brands come together to turbocharge our
growth as the Good Glamm Group!”
With this acquisition, the Good Glamm Group
now generates an aggregate of 3.5 billion
monthly impressions and has over 150 million
unique users through its media division, which
comprises India’s largest digital media brands
including POPxo and ScoopWhoop, making the
Good Glamm Group, amongst the largest digital
reach of any ecommerce company in India.
This large user base and reach, along
with the Group’s proven digital and go-to-market omnichannel capabilities, and its capacity to
derive data-driven insights into what consumers
want will help all brands in the Group to successfully create, launch and market products in the
beauty, skincare, personal care, male grooming,
and parenting categories.
Rishi Pratim Mukherjee, Co-Founder,
ScoopWhoop, commented, “Every day, millions
of young Indians depend on ScoopWhoop to
help them discover and share the next cool thing
in lifestyle and culture. Joining forces with the
Good Glamm Group will help us significantly
amplify our influence to power India’s largest
content-culture platform.”

AMAZON-BACKED GOOD GLAMM
GROUP ACQUIRES INDIAN D2C
BRAND FOR $67M

Good Glamm Group, a content-to-commerce platform, has acquired The Moms Co, an
Indian mother and baby-focused direct-to-consumer (D2C) brand, to strengthen the former’s
growth across South Asia.
The deal size is pegged at 5 billion
rupees (roughly US$67 million), a source told
Tech in Asia. This is the largest D2C acquisition in
the beauty and personal care segment in India,
according to Good Glamm Group.
With this acquisition, The Moms Co aims
to hit a US$67 million revenue run rate within the
next two years, the firm said in a statement. The
brand will continue to work as an independent
entity.
This acquisition is Good Glamm Group’s
first after it was formed just last month. The
group is a digital house of brands comprising
Amazon-backed beauty startup MyGlamm,
women-centric digital community POPxo, influencer-marketing platform Plixxo, and parenting
app BabyChakra.

The Good Glamm Group (previously
called My Glamm) has now acquired MissMalini
Entertainment. The move is aimed at offering
Good Glamm Group unprecedented access to
a robust network of influencers, celebrities and
market know-how to strongly enhance its content-to-commerce play in the country.
This is one of the five acquisition deals
that has been on The Good Glamm Group’s radar
as announced when it turned unicorn in November this year. The startup had already acquired
The Mom’s CO in October 2021 in one of the
largest D2C deals in the segment. A month later,
it acquired St Botanica, a leading haircare and
skincare brand and signed Kareena Kapoor as
brand ambassador for St Botanica.
When it comes to content, the group
had already acquired POPxo last year as well as
ScoopWhoop in September this year, before it
turned towards MissMalini Entertainment.
The company said it would invest Rs 450
crore into acquiring companies that align with
the group’s three verticals – beauty and personal
care, content and influencer marketing, and baby
and parent care.
The Good Glamm Group’s commerce
and content stack coupled with MissMalini’s
celebrity, influencer and content strengths is
aimed at further turbocharging the group’s D2C
capabilities.

CREATOR ECONOMY BOOM IN 2021
The term creator economy is a decade old. But it is only recently that we have heard the
term repeated constantly. One report estimates it to be 50 million strong and includes
anyone who uses social media and platforms to monetise their fanbase. The Creator Market, an ecosystem that combines the creator economy, the influencer marketing industry,
and all the incumbent startups, is even more sizable and worth $104 Billion.

With this acquisition, the Good Glamm
Group now boasts a bouquet of India’s largest
digital media brands including POPxo, ScoopWhoop, BabyChakra, and now MissMalini Entertainment.
Nowshad Rizwanullah, Co-Founder and CEO,
MissMalini Entertainment, added, “Our relationship with Darpan stretches back several years,
thanks to our shared passion for content and
creator powered commerce.”
“While our early discussions focused on
our two companies, it became immediately clear
that combining Good Glamm Group’s proven
commerce expertise with our decade of experience in celebrity and influencer media would
create exciting and unique new business opportunities not only for our own brands but also for
our valued B2B clients at large. MissMalini’s B2B
practice has been at the forefront of the influencer marketing surge over the last two years,
and now, our clients will have a distinct advantage in navigating the creator/influencer ecosystem at scale. This deal comes at a time when
the market has been transformed from individual
transactions to long-term IP creation and we
are thrilled to set foot on this next journey with
Good Glamm Group.”

THE GIANT SHIFT
Much of the growth in the creator
economy is underpinned by the shift in media
consumption. When was the last time any one
of us took the time to watch regular TV, or worse
yet, a TVC? It’s evident that traditional forms of
media and advertising have loosened their hold
on consumers. What little grip was left fell away
after the pandemic-induced lockdown.
Brands have realised that consumers put
a premium on creators. Where they struggled to
form a relationship with the customers, the authenticity and relatability of creators’ content did
it automatically. It made creators more relevant
to marketers, thereby burgeoning the influencer
economy to $13.8 billion in 2021.
This pull factor became instrumental
in the rapid growth of the creator economy. It
bestowed enough power on creators to demand
more compensation and not just from brands.
Social networks got a cogent reminder that if
they failed to offer better monetisation avenues,
creators would leave their platform. So, they
began to court creators, adding another thread
to the fabric of the expanding creator economy.

THE EXPANDING FABRIC
Facebook announced a slew of features
like Stars, paid online events, fan subscriptions,
and in-stream ads. All in the effort to help
creators make an adequate income through the
platform. It also has in the pipeline a revenue
share model, one that doesn’t take a cut from
the income earned till 2023.
Instagram broadened direct payments
to creators, with Badges that allow viewers to
tip creators during Live sessions. Then, in April of
this year, it publicised a suite of tools like Creator
Shops, a native affiliate program, gated content,
and subscriptions during the inaugural Creator
Week.
Twitter has made its own moves to get a
slice of the creator economy. At the start of 2021,
it acquired Revue to enable earning through
newsletters. Following that, it created Super Follow, a pay-to-access tweet feature, and Tip Jar,
which is now called Tips. The latter permits users
to make payments to creators, of which Twitter
takes no cut.
YouTube has always done its utmost to
capitalize on creators and retain them. It has
paid them $30 billion in the last three years
alone. But even the video-sharing platform
made changes in 2021, moving beyond their
usual revenue-share model. In May, it launched a
$100 million YouTube Shorts Fund, their take on
TikTok and Reels. Till now creators could collect
payments through ad revenue, Super Chats,
Super Stickers, official merchandise, channel

memberships, and premium subscriptions. With
the Shorts Funds, they get rewarded based on
engagement and viewership.

THE EMERGENCE OF
MARKETPLACES
The final thread in the growing creator
economy fabric was the birth of creator-first
startups. Of the roughly 50 million creators, only
4% make a liveable wage off their content. The
rest fall into the mid-level mire. They have immeasurable potential but are unaware of how to
leverage their content and make the most out of
their influence.
This gap in the creator market, where
wealth is disproportionately concentrated on the
top, is being bridged by creator-first startups.
These apps and platforms help smaller creators
develop content, upskill, grow audiences, find
collaborations, and expand revenue sources beyond advertising, bringing them to more equal
footing.

THE TIPPING POINT
At the moment, the power has finally shifted from platforms and brands to
creators, slowly giving them the freedom
to be platform-agnostic, self-reliant, and
authentic. Now, all there’s left to do is see
where gravity takes the creator economy.

BYTEDANCE:
THE AI AND THE ASPIRANTS
ByteDance has the most powerful AI in
the world. In 2012, Zhang Yiming, a locally trained
engineer and serial entrepreneur started Toutiao,
a news aggregator app that scrape news from the
internet and push to people “based on their interests”. When explaining the business, Zhang Yiming told investors that Toutiao’s recommendation
algorithm was powered by artificial intelligence
(AI) and machine learning. The CEO emphasized
that Toutiao was not a news company, but an AI
company in the search business or social media
business. At the time, most investors were skeptical, as they believed the news recommended
by Toutiao were no different than major online
news portals. However, things quickly started to
change. 90 days after the launch, Toutiao attracted 10 million users to its platform.
With a laser focus on mobile, Toutiao
took advantage of the smart phone penetration
and partnered with smart phone manufacturers
to pre-install the apps. Once consumers opened
the app, they tend to stay because Toutiao would
keep pushing content to them based on consumers’ prior browsing behaviors (what kind of content they liked and how long they spent on each
news piece). With an easy and friendly interface,
one can keep scrolling the app and reading news
recommended to yourself. Because Toutiao used
artificial intelligence algorithm to select and push
the news, the company did not hire a single reporter or editor. As a result, the business model
was extremely capital-light and salable. Toutiao
makes money through advertising by inserting an
add every three or five pieces of news. The larger
the user base, the more data generated to optimize Toutiao’s algorithm, the more accuracy content and ad were distributed to the consumers,
allowing Toutiao to create two virtuous cycles for
both consumers and advertisers on the platform.
Thanks to the addictive content, users
spent increasing long time on the App. An active user typically spent more than 60 minutes

a day on the platform, only second to Tencent’s
Wechat, a social network app for everyday communications. By the August 2016, Toutiao‘s daily
active users (DAU) surpassed 60 million, with total users of over 550 million. During 2016, Toutiao
also aggressively encouraged content generators
such as writers, news reporters and KOLs to set
up their accounts on the platform. Leveraging its
huge user base, Toutiao shared revenue with the
content generators similarly to Youtube, to attract
exclusive content and further building its competitive moat.
In late 2016, Bytedance launched Douyin,
a short-form video app that allowed people to
upload 40-second self-made videos. Leveraging
its existing user base and the algorithm infrastructure, Douyin was able to identify popular videos
and push to users who may like them, based on
their previous interests / browsing pattern. In two
years, Douyin (and its overseas version TikTok)
quickly became world’s most down loaded app,
attracting DAU of 100 million domestically and
DAU of 400 million overseas by late 2018. Douyin’s
success proved that Bytedance’s AI powered business model can be replicated in various content
categories. In 2017-2018, Bytedance launched
a dozen content apps spanning live streaming,
Q&A forums, jokes, funny videos, and auto news,
etc. It’s user base and ad revenue continued to
grow.
After ByteDance acquired Musical.ly and
later merged it with TikTok, it introduced its algorithm to the lip-synching platform, boosting
user time spent on the app significantly. The
change “was anything but subtle”, says Eugene
Wei, a product expert, on his personal blog.TikTok users on Android phones spent more than
68 billion hours in total on it last year, more
than three times the figure the year before, according to market research firm App Annie. And
it had nearly 92 million monthly active US users
by June 2020, more than eight times the figure

from January 2018, according to the legal complaint that ByteDance filed in late August against
the US government. Although the basics of the
algorithm TikTok uses are similar to ones found in
apps from other tech companies, it is the special
features that each company can add that differentiates the AI engine, said Wong Kam-fai, a professor in engineering at the Chinese University of
Hong Kong and one of the first batch of national
experts appointed by the Chinese Association for
Artificial Intelligence. Wong, who does not believe
TikTok’s AI engine is truly unique, said a new recommendation system could be built for the short
video app with fresh user data, in one year‘s time
or so, but losing the existing tool would have “a
very big impact” on TikTok’s current valuation.
“The technology works only when the algorithm
and user data are both good. Part of the reason
why ByteDance’s apps have an advantage over
the competition are their user data,” said Hao
Peiqiang, widely known as ‘Tinyfool’ who worked
as a software engineer and now runs a tech blog
and advises companies. “The regulation [on privacy] in China is too weak and the awareness of
privacy protection is relatively low,” said Hao, referring to the treasure trove of user data ByteDance has been able to amass via the app.
A Bytedance representative tells The
Verge that TikTok makes use of the company’s AI
technologies in various ways, from facial recogni-

tion for the filters through to the recommendation
engine in the For You feed. “Artificial intelligence
powers all of Bytedance’s content platforms,” the
spokesperson says. “We build intelligent machines
that are capable of understanding and analyzing
text, images and videos using natural language
processing and computer vision technology. This
enables us to serve users with the content that
they find most interesting, and empower creators
to share moments that matter in everyday life to a
global audience.” Of course, TikTok’s devoted and
rapidly growing audience wouldn’t say that the
appeal of the app has anything to do with AI. But
the app’s success does follow a familiar pattern for
Bytedance, which has demonstrated a startling
ability to launch, grow, and sustain services that
have users hooked.
In China, Douyin’s AI is so powerful you
can search for creators through their faces.
The 38-year-old AI coding genius, searching for ByteDance’s next big act, has set his sights
on China’s $1.7 trillion e-commerce arena. The
co-founder has hired thousands of staff and
roped in big-name sponsors like Xiaomi Corp.
impresario Lei Jun to drive what he calls his next
“major breakthrough” into global business -- selling stuff to consumers via its addictive short videos and livestreams. That endeavor will test not
just Zhang’s magic touch with app creation and
ByteDance’s AI wizardry, but also investor recep-

tion ahead of one of the tech world’s most hotly
anticipated IPOs. His startup is already starting to
make waves in an industry long controlled by Jack
Ma’s Alibaba Group Holding Ltd. and JD.com Inc.
It sold about $26 billion worth of make-up, clothing and other merchandise in 2020, achieving in
its maiden year what Alibaba’s Taobao took six
years to accomplish. It’s shooting for more than
$185 billion by 2022. Douyin, TikTok’s Chinese
twin, is expected to contribute more than half of
the firm’s $40 billion domestic ad sales this year,
driven in part by e-commerce. “Short video platforms have so much traffic that they can basically do any business,” said Shawn Yang, managing
director of Blue Lotus Capital Advisors. “Douyin is
not only in ads, but also live-streaming, e-commerce, local life services and search. This has a lot
of room for imagination.” A burgeoning e-commerce business could help the firm surpass its
$250 billion valuation when it goes public, countering concerns around Beijing’s crackdown on
the country’s internet behemoths. Preparations
are said to be underway for a listing that would be
one of the world’s most anticipated debuts. While
ByteDance won’t handle sales or merchandise itself, it hopes to sell more ads to merchants, boost
traffic and take a cut of business.
ByteDance is counting on its artificial intelligence-driven, interest-based recommendations to help its e-commerce business catch up.
In a splashy coming-out party for the one-yearold business last month, executives explained
that the company intends to replicate its success
with using AI algorithms to feed users content in
online shopping. By scrolling an endless stream
of social content, now connected with physical
goods more than ever, Douyin users won’t be
able to resist their impulse to buy, they said. Since
Kang took over as e-commerce head, Douyin has
banned live-streamers from selling items listed on
third-party sites and invited them to open their
own in-app stores, preventing rivals like Alibaba
and JD.com Inc. from profiting off its traffic. He
grew a team of customer support staff from just
one hundred to about 1,900 to fight counterfeits
and is hiring for more than 900 other positions to
support the business. ByteDance also has an online matchmaking system that helps connect merchants with influencers and their agencies, and it’s
set up physical bases to house live streamers and
merchandise, similar to what Alibaba does.

RISING ELECTRIC VEHICLES
MARKET IN INDIA
The India electric vehicle market was valued at
USD 5.47 Billion in 2020, and it is expected to
reach USD 17.01 Billion by 2026, growing at a
CAGR of 23.47% over the forecast period (20212026). AutoEVMart by Greaves Cotton will serve
as a marketplace for electric vehicles in India,
offering e-two-wheelers and e-three-wheelers,
among others, along with EV accessories.Sterling
and Wilson Pvt Ltd (SWPL), India’s leading engineering, procurement, and construction company announced its entry into the electric mobility
segment in India by signing a 50-50 joint venture with Enel X, to launch and create innovative
charging infrastructure in India.

GOVERNMENT POLICIES TO
PROMOTE MANUFACTURING
The government of India has undertaken multiple initiatives to promote the manufacturing and
adoption of electric vehicles in India, to reduce
emissions pertaining to international conventions, and to develop e-mobility in the wake of
rapid urbanization.
To promote the domestic electric vehicle industry,
the Indian government has provided tax exemptions and subsidies to the EV manufacturers and
consumers.
The Ministry of Power issued a clarification stating
that no license is required to operate EV charging
stations in India. The reasoning for making it license-free is that the government considers EV
charging stations as a service and not the sale of
electricity.
Faster Adoption and Manufacturing of (Hybrid
and) Electric Vehicles (FAME) is India’s flagship
scheme for promoting electric mobility and expanding the market. Under this scheme, in-

centives are being offered to two-wheelers (Rs
15000/- per kWh), three-wheelers(Rs 10000/- per
kWh), four-wheelers (Four-Wheelers: Rs 10000/per kWh), E-buses and E-trucks. The Department
of Heavy Industries has also sanctioned 2636
charging stations in 62 cities across 24 States/UTs
under FAME India scheme phase II.
The Ministry of Road Transport and Highways
also announced that all battery-operated, ethanol-powered, and methanol-powered transport
vehicles would be exempted from the requirement of permits.National Mission on Transformative Mobility and Storage aims to drive strategies
for transformative mobility and Phased Manufacturing Programmes for electric vehicles, electric
vehicle Components and Batteries.
Phased Manufacturing Programme to
promote indigenous manufacturing of electric
vehicles, their assemblies/sub-assemblies, and
parts/sub-parts/inputs of the sub-assemblies.
As per the phased manufacturing proposal, the
government has imposed 15% customs duty on

parts that are used to manufacture electric vehicles and 10% on imported lithium-ion cells. The
revised duty under PMP has been proposed from
April 2021.

GROWTH OF EV OVER
RECENT YEARS
In December 2021, Hyundai India said that it is
planning to invest Rs 4,000 crore for R&D towards
the expansion of its battery-electric vehicle portfolio
Tata Motors has established a wholly-owned company, Tata Passenger Electric Mobility Limited (TPEML), with an initial capital of Rs
700 crore to spearhead its EV aspirations.
Tata Motors launched the new Tigor EV which
gets Tata’s advanced Ziptron high-voltage architecture that uses a permanent magnet synchronous electric motor producing 75hp and 170Nm.
These output figures allow for a 0 to 60kph time of
5.7 seconds.In July 2021, Audi launched 2 EVs with
e-tron SUV and e-tron Sportback . The e-tron SUV
is available in e-tron 50 variant that a 71 kWh battery and two electric motors. This configuration
puts out 308 bhp with 540 Nm and claims a driving range between 264 km and 379 km (WLTP)

on a single charge Simple Energy, has raised USD
21 million and aims to accelerate the adoption of
electric vehicles by making them more accessible, affordable, and secure.February 2021, Ather
Energy, India’s first intelligence EV manufacturer,
moved its USD 86.5 million factory from Bengaluru (Karnataka) to Hosur (Tamil Nadu) to increase
its two-wheeler production capacity.
Olectra Greentech announced that along with its
sister company Evey Trans Pvt Ltd, it has won the
bid for 100 electric buses. The consortium of both
the companies has won the bid to supply 100
electric buses to a State Transport Corporation
(STC) in the country under the Government of India’s FAME-II scheme, on an OPEX model basis for
12 years. These 100 electric buses are going to be
used for inter-city operations
Jaguar I-Pace was launched in India that comes
with a 90 kWh battery pack and two permanent
magnet synchronous electric motors. This configuration develops 394 bhp, 696 Nm, and claims to
offer a range of 470 km per charge (WLTP).

FUTURE PROSPECTS
India’s electric vehicle market size is expected to
reach USD 152.21 billion by 2030. The market is
expected to expand at a CAGR of 94.4% from
2021 to 2030.In terms of product, the BEV segment dominated the market in 2020 and is anticipated to value at USD 116.80 billion by 2030. This
can be attributed to the increasing preference of
consumers towards EVs over ICE vehicles and restrictions on vehicular CO2 emissions.
The passenger cars segment is expected to expand at the highest CAGR of around 106% over
the forecast period. The growth can be attributed
to increasing investments by the government in
EV infrastructure, along with tax benefits offered
to consumers.
The rising popularity of electric vehicles
is prompting the leading automotive manufacturers to launch electric vehicles in India, which is
anticipated to create growth opportunities for the

An unfound potential.
‘Some day,’ a crypto founder explains over a cup
of tea, ‘NFTs will become the new way to store
data.’
Some day, NFTs will serve the purpose
they were meant for – as digital assets representing physical art and music; and eventually, branding itself. NFTs are unique digital content linked
to the blockchain. They are normally used to buy
and sell digital artwork. They are also painfully
lazy.
NFTs can be used to permanently store
land and essential records. In games, rather than
mere cosmetics, they could offer permanent objects that gain renewed aspects based on remembered use. Imagine for a second a sword that is
slightly stronger against skeletons than normal
enemies, because that is what its first owner used
it for. Imagine government records shared on the
blockchain, immutable and transparent.
But some people didn’t quite get the memo.
A group of crypto enthusiasts bought a
rare copy of Dune, by science fiction writer Frank
Herbert, for a staggering €2.66 million ($3.04
million). It’s an odd occurrence when a book expected to fetch €25,000 goes for 100 times that
amount, but the stranger part is that the buyers –
a collective called SpiceDAO – appear to believe

that owning an early copy of the hit sci-fi about
space worms gives them the copyright, to do with
what they will. In the plan, they talk about buying
a book, converting it into JPGs, then burning the
book, meaning that the “only copies” remaining
will be the JPGs.
There are several DAOs in the name of
Belle Delphine, an e-girl most famous for selling
“gamer girl bathwater:” the BelleDAO NFT project
is selling trading card style images of Delphine on
Opensea. “BelleDAO is a global grassroots movement aimed at disrupting the creator economy.
BelleDAO is for the people, by the people. A majority of proceeds will go toward Belle OF decentralization system,” the OpenSea description says.
While some crypto projects look to make
a home on far flung islands or disputed territories, this group is looking to the literal moon and
hopes to take advantage of the privatized space
race between a few billionaires and their rocket
companies. To that end, the group believes DAOs
could propose a viable use case here by creating
an “international, decentralized, inclusive, and
transparent organization” that would be more
interested in “the needs of the everyday person” than the world’s richest men and their literal
moonshot projects.
To explain how easy it is to mint NFTs,
we’ll be doing it ourselves! Check out our collection below:

SILLIEST CRYPTO

Roblox is an online game platform and
game creation system developed by Roblox Corporation. It allows users to program games and
play games created by other users. It was developed by David Baszucki and Erik Cassel in 2004
and was released in 2006. For most of Roblox’s
history, it was relatively small, both as a platform
and a company, due to both co-founder Baszucki’s lack of interest in press coverage and it being
“lost among the crowd” in a large number of
platforms released around the same time. Roblox
began to grow rapidly in the second half of the
2010s, and this growth has been accelerated by
the COVID pandemic. But, in recent times, it has
come into criticism by many people by the fact
that it doesn’t pay properly to the developers
who are present on the platform.
Most of the game developers who are
present on the platform are kids who are less
than 16 years of age. These kids have very less
experience on how to use the platform and on
how to make money. Hence, they are subjected to several training sessions on how to make
money, hence instilling a sense of entrepreneur-

and make Robux. But the intriguing thing is, they
can’t convert the Robux into real money very
easily. The Roblox platform dictates that Robux
can be converted into real money only when you
have a minimum of 100000 of Robux, which is
equivalent to $1000. According to many active
developers, getting this number is a big task. If
somehow, one manages to get this many Robux,
he won’t get the $1000, but be paid $350 due to
internal cuts taken by Roblox. Hence, most of the
work put into by developers is getting undervalued.
Putting a human face to the above situation, it is impending a lot of stress and mental
tension among the children. As some anonymous people working in Roblox have pointed
out, the children on the platform shouldn’t aim
to make money on the platform, and also they
shouldn’t set high hopes of getting their game in
the top ratings. They should be happy with the
number of people who come to play their game.
As the net value of Roblox is roughly seven Ubisoft’s, the fact that it’s not valuing the work of its
contributors is really intriguing.

ship into them. At a stage where they should be
more focused towards completing their secondary education, this ‘business minded’ ecosystem
would deter their overall growth.
The second intriguing fact about Roblox
is that it doesn’t properly pay the developers
the money that they should ideally get. In the
platform, all the developers are paid in Robux,
which is the currency used in the platform for
transactions, just as ‘scripts’ were used to pay to
workers in mining and logging camps in the US
in the 20th century. The developers can sell their
game and developments with other developers

As the era of Metaverse is to dawn upon us
in full potential, the question we should ask is
whether our situation can become as vulnerable
as these children on Roblox platform? With big
brands like Nike putting up their NFTs (Non Fungible Tokens) shoes into the metaverse and LV
experimenting the same in Roblox, transactions
happening in virtual money using blockchain
technology and the whole world on its way to
plunge into the so called ‘virtual worlds’, whether
the work that we do will be paid handsomely
and will we get desired recognition is still a question mark.

ROBLOX AND
EXPLOITATIVE LABOUR

INDIA
AGAINST
RETAIL
Shein, a fast fashion website that has emerged
as a fierce competitor to Zara, is making its return to India — indirectly, at least — after being
swept up in a crackdown on Chinese tech companies last year. The Chinese company’s platform
was banished from the country as part of an Indian government ban on dozens of apps as tensions between the two countries escalated. Now
the brand appears to have found a way back in
through Amazon. Shein is featured as a seller on
Amazon’s Indian website for its Prime Day festival
in the country later this month.
Shein is one of the most well-known
fast-fashion retailers, catering to fashion lovers all
over the world. Although this $15 billion corporation is based in China, it ships to more than 220
countries and territories worldwide. This company
is well-known for its inexpensive apparel. It has
been in existence for a little more than a decade
and has gained immense popularity among the
customers.
PUBG is a classic example of returning
back to the Indian market. Although PUBG is a
Korean company, its link with the China-made
it banned from India. At present, it has already
made its way to the Indian market through Amazon. Earlier, it wasn’t releasing any official statement. Its comeback will enable the buyers to get
access to the latest fashion at cheaper rates for
which the brand is popular.

The Western-style stores feature long,
boulevard aisles, refrigerated cases, uniformed
and meticulous workers, and offer a large variety
of products -- from fresh produce to other consumer durables -- all neatly packaged, accurately weighed, and attractively priced. India’s small
kirana shops, on the other hand, are chronically
wasteful, with prices up to 20 percent higher than
in big stores. They buy in small quantities, lack
storage facilities to keep produce overnight, and
have almost no expertise in inventory control. W
But the advent of Western-style supermarket stores to different cities has drawn vehement protests from India’s small, unregulated
push-cart vegetable vendors, hawkers and the 12
million neighbourhood kirana shops (small retailers) -- all high up in India’s poorly-run but very active retail ecosystem on which 200 million Indians
depend and which makes up 97% of India’s total
retail market. According to a 1998 census, around
45% of all unorganised retail business in India is
run by groups recognised as particularly marginalised sections of society -- lower castes that in
local parlance are called “Scheduled Castes” and
“Other Backward Classes”.

ENTREPRENEURSHIP
& PSYCHOLOGY
When we think about entrepreneurship, we think about the innovation side of things – looking for holes in the market, and
plugging them in with feasible solutions. We focus less on the
mentality, behaviour and attitude that makes a successful entrepreneur – the ability to be creative, the willingness to take risks,
presentation and communication skills. Let’s delve into the less
explored concept of the ‘psychology behind entrepreneurship’

Governments, development aid agencies, and
scholars the world over are convinced that entrepreneurship is central to economic development,
employment creation, and improvement of standards of life of people in different communities
If entrepreneurship is integral to socio-economic transformation, it is then logical to
presume that societies that have more individuals
with entrepreneurial attributes and, by extension,
greater entrepreneurial activity are better placed
to progress economically compared to those with
lesser numbers. It is in this context that calls to
intensify entrepreneurship education are ever-increasing
The idea is to build a substantial stock of
creative and innovative human capital. The competencies and attitudes imparted through such
education brace young people to confront the
ambiguities and difficulties that pervade the contemporary social and economic environments.
Entrepreneurship education is defined as the
development of attitudes, behaviours and capacities that can be applied during an individual’s career as an entrepreneur (Wilson, 2009). The notion
stretches beyond merely teaching students to start
a new business to incorporate other rich learning
experiences that are gained from an educational environment. Collectively, these interventions
promote “…desire, self-reliance, awareness of opportunity, adaptability to change and tolerance
of risk and ambiguity by modifying attitudes, and
instilling attributes, intentions, behaviours, knowledge and skills enabling individuals and groups
to participate meaningfully in all aspects of life,
create something of value, and gain financial independence, or personal satisfaction, or both”
Entrepreneurship education is complex as
demonstrated by the diversity of its goals and the
multiplicity of the ways and contexts in which it is
offered. Education “in” entrepreneurship stresses
the practical side of entrepreneurship.
In the present study, entrepreneurial intention is defined as “a self-acknowledged conviction by a person that they intend to set up a
new business venture and consciously plan to do
so at some point in the future”
Following the confirmation of the credibility of the specified model, the different hypotheses were tested using the bootstrapping
procedure on the basis of 5000 samples and 95%
confidence interval. The path coefficients of the

hypothesized relationships and decisions taken are presented in Table 4. These coefficients
represent the amount of variance in the dependent variable which was accounted for by the
independent variable. From the table, the effect
of entrepreneurship education procedure significantly and positively accounted for variances
in need for achievement, risk-taking propensity,
internal locus of control and entrepreneurial goal
intentions. In addition, only need for achievement
and risk-taking propensity explained a statistically
significant amount of variance in entrepreneurial
goal intentions. However, the influence of internal locus of control on entrepreneurial goal intentions was statistically not significant. Chin (1998)
suggests that associations between variables with
path coefficients greater than 0.2 should be considered strong. Hence, the strongest relationships
were observed between effect of entrepreneurial
education and need for achievement, need for
achievement and entrepreneurial goal intentions
and effects of entrepreneurship education and
entrepreneurial intentions, respectively.

HIGEAR
About a decade ago, in 2011, a startup called
HiGear began leasing out luxury- sports cars
straight into the hands of the common public on
a small rental fee.
As expected from such a captivating
idea, the company saw exponential growth and
gained 5000 members and listed 300 cars in a
span of 6 months.
People saw these cars as symbols of
high-status. A shortcut to having the temporary
experience of being regarded highly by those on
the streets. The cars wouldn’t have been close
to as valuable if everybody had them, it is their
rarity that gave them value. This catalysed the
initial growth of HiGear.
The company closed immediately, due
to breaching of security and theft of 4 cars by a
gang due to lack of security measures.
The initial growth of HiGear,however,
provides interesting insights into the mind of the
modern customer.
People are ready to spend extra bucks on
the same product but a more recognised brand.

The same cup of coffee when given a “Starbucks”
tag gains a lot more value.
Comparison of our possessions with others’ is
an intrinsic human trait, brands use marketing
strategies to cultivate this trait and manifest it in
the form of expenditure from the customer and
profit for the companies.
150 years of colonial rule has engraved
in the Indian mind a belief in Western superiority
which manifests itself as holding Western brands
in high regard and automatic profits for those
companies.
It is upto us if we choose to go down the
rabbit hole of committing unnecessary expenditures in order to release temporary dopamine
from the validation of strangers or look towards
more utilitarian solutions.
In today’s world of ever increasing product prices and cost of life, focussing more in the
utility value of products rather than their perceived brand value is the way to go...

E-SUMMIT '22 SPONSORS

Title Sponsor

Powered by Sponsor

Enterprising Sponsor

Gold Sponsor

Consulting Sponsor

Mentoring Sponsor

Platinum Sponsor

Enterprising Sponsor

Elevate Platform Sponsor

Incubation Sponsor

SaaS Sponsor

Enterprising Sponsor

Ecosystem Sponsor

Cloud Sponsor

Mentoring Sponsor

Mentoring Sponsor

Incubation Sponsor

Knowledge Sponsor

Incubation Sponsor Global Strategic Sponsor Investment Sponsor

Beverage Sponsor

Investment Sponsor

Investment Sponsor

Incubation Sponsor

Investment Sponsor

Acellerator Sponsor

Investment Sponsor

Dining Sponsor

IElectronics Sponsor

Investment Sponsor

Investment Sponsor

