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CLR

Case Library and
Resources

Case competitions are events where participants solve case studies based on real-life crises and present innovative strategic
recommendations to a panel of judges.

HAT DO YOU EXPERIENCE? -

problems

Exposure to real-world

Knowledge Building

Problem-Solving Abilities

—————————————

USUAL STRUCTURE OF A
CASE COMPETITION

Case competitions are organised
by various institutes and corporate
companies, including national-
level competitions by IIMs, IITs,
and other prominent B-Schools.
One can access the same through
hosting websites as well as the
organisation’s social media
handles.

‘I
|
|
|
|
|
|
|
|
|
|

i

I The participants are grouped in
Iteoms of 1-4. The preliminary

round is usually an online quiz to be
I played by the team leader’s ID.

G -

| &=

Unstop is a popular platform to
access college-level competitions
and serves as a great avenue for
anyone looking to explore diverse
opportunities and participate in
competitions. It provides detailed
event descriptions, timelines, and
guidelines to help participants
prepare effectively.

Shortlisted teams proceed to the
intermediate round, which may
be an online case submission or
presentation.

© 180 Degrees Consulting - Shri Ram College of Commerce

HOW TO GO ABOUT A CASE COMPETITION?

Several consulting companies,
such as EY, HSBC, BCG, etc. also
regularly conduct case
competitions to shortlist interns.
Winning or even taking part can
open doors to new opportunities,
help you meet industry
professionals, and lead to possible
job or internship offers.

The top 10-15 finalist teams move
to the final round, which is the
case study presentation in online
or offline mode.
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= HOW TO APPROACH A CASE n
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Break the central problem into smaller, manageable
parts using o MECE (Mutually Exclusive,
Collectively Exhaustive) approach.

Brainstorm ideas individually before discussing with
the team to encourage diverse thinking. Ask probing
questions like “Why would this work?” or “How can
this be implemented?” to evaluate each solution

o Allocate time wisely across different sections of the
critically.

case to ensure balanced coverage.

Prioritize ideas based on feasibility, impact, and

alignment with the problem. A well-organized structure helps communicate

complex ideas with clarity.

Read the Problem Statement Resedrch Presentation

Ideation

Structuring

Read the problem statement twice to fully

. Begin by listing what you already know and formin i
grasp the context and expectations. g y g y y g Craft a structured presentation that flows from the

preliminary hypotheses. problem to insights, proposed solutions, and

Use color-coding to identify key elements: expected impact.

highlight the objective in yellow, constraints
in blue, available data in green, and
deliverables or timelines in red.

Use credible sources for data. Look for real-world
parallels or case studies that can support your Keep your slides visually engaging and avoid large
recommendations. blocks of text. Use a consistent font, layout, and
color scheme to maintain professionalism.

Quantify your points wherever possible, as numbers
lend weight to your arguments. Cite sources to Highlight key insights clearly using bold text or
enhance the credibility of your analysis. visual callouts.

Underline action verbs like "analyze” or
‘recommend"” to align your thinking with the
core ask.

© 180 Degrees Consulting - Shri Ram College of Commerce 04
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Problem-Specific Fit

@K@l Deeper Insights

WHY
Gapsin
CUSTOMIZE . Eﬂ standard
FRAMEWORKS:?: Models
Structured,
Yet Flexible

Stronger Linkage

Customizing an existing framework

Identify the Core Issue

Pinpoint the central problem of the case
(e.g., market entry, profit decline)

Choose a Foundational Framework
Select a classic model that broadly fits the problem

(e.g., 3Cs for market analysis)

Refine Categories

Adapt models by substituting generic categories with specific
ones, elaborating on topics, and using the client's terminology.

EXAMPLE

Low

CUSTOMIZED FRAMEWORKS

PROFITABILITY & SCALABILITY

High

A logistics company wants to assess its

service lines to guide investment decisions.

Innovate

High

Original: The BCG Matrix (Market Share vs.
Market Growth).

Low

Divest

Customized: The "Service Portfolio

Evaluation Matrix"

STRATEGIC IMPORTANCE

Accelerate

Deconstruct the Problem

Analyze the case to identify its unique core challenges,
drivers, and underlying complexities.

Architect the Structure

Group these core challenges into 3-5 distinct, logical
pillars and give the framework a memorable name.

Define the Pillars
Detail each pillar's metrics required for a
comprehensive analysis.

Coining a new framework
EXAMPLE

A media company needs to transform its culture from print-centric to digital-first.

Problem: No standard framework addresses cultural transformation directly.
New Framework: The "PROB Framework"

e P:People: How to engage and upskill existing employees.

¢ R:Resources: What new tech and tools are required.

¢ O:Organizational Structure: How to restructure teams to foster collaboration.
¢ B:Behavior: How to establish and measure new digital-first behaviors.

© 180 Degrees Consulting - Shri Ram College of Commerce
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Case Library and
Resources

HOW TO MAKE EFFECTIVE PRESENTATIONS

180Degrees

MECE Segmentation Framework-First Thinking

Break down your solution into Mutually Exclusive, Collectively Exhaustive
buckets to avoid redundancy and enhance comprehension.

Employ 2x2s, value chains, customer journeys, or issue trees to visualize
logic paths and simplify complex ideas.

Top-Down Storytelling Clean, Cohesive Aesthetics

Use the Pyramid Principle: lead with conclusions,
then support them with arguments and data.

Maintain a professional design with a common
color theme, font, and good use of whitespace.

Contextual Anchoring Executive Visual Slide Economy

Always frame the problem within the objectives, Structuring Synthesis Every slide should have a purpose. Cut anything
constraints, and broader industry landscape. that doesn’t directly reinforce the storyline.

e S S ————————————————— — —

Y — ——————— ———— —— —— — — —— — — — ——— — — — —— — — — —— — — — — — — ———

Triangulation & Assumptions Appendix

Analytical Miscellaneous
Depth Add Ons

Where data is limited, use logical triangulation
with transparent assumptions for credibility.

Use it to house assumptions, alternate ideas, and
detailed models: it's your depth buffer.

Impact Orientation Financials

Link insights to tangible outcomes: such as cost
reduction, revenue growth, risk mitigation etc.

Prioritize key metrics (ROI, NPV, margins) and tie
them back to the recommendation.

Backed, not Bloated Data-Backed Analysis

Support arguments with data — but avoid overwhelming with raw
numbers. Prioritize relevance over volume.

Supplement claims with sourced insights. Triangulated estimates are
better than vague logic.

S i S ———————— —— —— —— ——— —

© 180 Degrees Consulting - Shri Ram College of Commerce 06
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DELIVERABLES SUMMARY

* SWOT analysis of blockchain in trade
« Cost-benefit comparison

* Technology platform selection
* Regulatory barrier mitigation plan

A
Case Type Organizing Body No. of Slides
Financial Operations Ernst & Young 7
Sector * 1-3 year ROl modeling
[ National Winner Treasury Management
ptamppt dogd el >

HHEH T s
ARNNE o

L Ongeon | ST

—
e o

‘Demand and Growth Drivers. S =L ¥ ﬁ;_[;m ?‘m'
oo, o o (SRR ST (YRR S

P mr s B EET

1
PROBLEM OVERVIEW

-~
~ -
~—

P

|
Traditional trade finance systems are slow, paper-intensive, and fraud-prone, I
often needing 5-10 days to process Letters of Credit. HSBC, Tata Steel, and :
Sniggrsal Tube piloted a blockchain transaction using Contour to address these 1
inefficiencies. As blockchain adoption expands, institutions must assess |
stakeholder alignment, infrastructure readiness, legal recognition, and ROI I
before scaling. ]

SOLUTION OVERVIEW

The team proposes a phased adoption roadmap focused on feasibility, legal
compliance, buy-in, and

Contour and tools such as essDOCS, institutions can cut transaction time, boost
transparency, and reduce risk. ROl is driven by operational savings, fewer errors,

|

i

I

|

ility. Using platforms like |

I

i

I

and faster turnaround. :
]

© 180 Degrees Consulting - Shri Ram College of Commerce

Competition Name

Name of the competition from
which the solution deck has been

extracted.

lIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII"

Solution Overview

A brief order in which the solution
has been provided in the Deck along
with intricacies that helped the deck
to stand out from its competitors.

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEND

4IFEEEEENEEEEEESR

]
]
]
]
n
]
-
]
]
]
]
]
]
*

© 180 Degrees Consulting - Shri Ram College of Commerce

Various details about the competition
and the deck including the organizing
body, type of case, slide limit, the
rank of the deck, and the sector.

Solution Glimpses

Glimpses
aesthetically pleasing slides from
the solution deck.

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEND

HOW TO NAVIGATE THIS GUIDE

CASE 180 - MANAGEMENT CONSULTING

DELIVERABLES SUMMARY

= Drivers of SAPA

= Case for Investment

= Synthesized recommendations
= Risk mitigation strategies

= Scalability of growth strategy

iets

PROBLEM OVERVIEW

SOLUTION OVERVIEW

India faces widespread physical inactivity, with over 200 million individuals
inactive, threatening “Viksit Bharat” and projecting USD 700 billion in healthcare
costs by 2047. This stems from complex barriers across demographics, including
inadequate school infrastructure , time constraints , and societal/gender norms,
particularly affecting women and girls. Urgent multi-stakeholder action is

S

]
1
The solution proposes a four-phase strategy to boost SAPA among children. This_+ -
includes "Laying the Foundation™ via school facility investments, "Community |
Activation & Talent Development’ with playgrounds and Olympic Seed }
Academies. Ensuring Inclusive Access’ promotes gender norm change and |
mass sports festivals, while "Building a Sustai i }
sports and national monitering for long-term impact. I

g

Intricacies

© 180 Degrees Consulting - Shri Ram College of Commerce
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Statement,

and

highlighting
important questions asked in the case
study provided to the participants.

the

n

Problem Overview

A brief overview of the Problem

the most

Clickable Links

Links to access the actual problem
statements
solution decks for the viewers to get a
complete idea about the solution.

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEND
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Resources
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——> Confirm —— Conclusion

Problem Initial :
—> : . Analysis —_—
Statement Hypothesis
. New
s,  Falsif — .
: y Hypothesis
Common Pitfalls
Testing too many hypothesis simultaneously, ‘l‘
"IQE' without Corrections. .Iike FDR raises the Data reqmred
chances of false positives. by testing
w1, . Confusing correlation with causation, since
4 : , .
* causality cannot be established without
proper designs.
® Ignoring ~ assumptions  of  normality, e Hypothesis testing is a structured way to solve problems by moving from a question to a
independence or equal variances can :
l (X S data-backed solution.
completely invalidate results. , , — ) —— )
e |t starts with forming an initial hypothesis, which is then tested through analysis and relevant
Wrong choice between one tail or two tailed LIINSAOTKE:
Q hypothesis testing might lead to wrong e The results either confirm the hypothesis, leading to a conclusion, or falsify it, requiring a new
conclusions. hypothesis.

e This iterative process continues until a reliable, evidence-based solution is found.

© 180 Degrees Consulting - Shri Ram College of Commerce 08
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= PRESENTATION & QnA TIPS n

180Degrees

Establish a clear and logical storyline

* The presentation should follow a structured flow, beginning with the problem statement, moving

. . . . . } Pay close attention to the full question without
through the analysis, and concluding with the recommendation and its expected impact. interrupting. This ensures you understand the
e Each slide should have a single, clear takeaway that ties back to the central argument. concern clearly and prevents miscommunication.

Prioritize insights over excessive data.

and explain why they matter challenging or critical. A confident tone and

e Rather than overwhelming the judges with raw information, highlight the most critical findings Maintain composure even if the question is
. . . . . steady body language reinforce credibility.
N * Supporting data can be placed in the appendix for reference during questions.

Use visuals to enhance clarity and engagement.

If the question overlaps with another

e Charts, frameworks, and infographics should be employed to simplify complex ideas and teammate’s area, smoothly pass it to them.
make them more persuasive. This demonstrates teamwork and avoids
* Text should be minimal, with the slide serving as a visual complement to the verbal explanation. contradictions.

Deliver with Confidence

e Team members should rehearse transitions carefully so that the flow between speakers feels seamless. Where possible, link your response back to the main

e Strong delivery, composed body language, and preparedness for likely questions will help reinforce recommendaton-or keilieiohFpiisTre|niereosEour
g srs . . central argument and keeps the discussion anchored.
credibility and professionalism.

© 180 Degrees Consulting - Shri Ram College of Commerce 09
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BACKWARD INDUCTION

180Degrees

Backward Induction is a problem-solving approach that starts by reversing the problem, identifying potential causes of failure, and then

developing solutions by working backward.

l'____________________l

PROBLEM

Begin by framing the
challenge in clear, concrete
terms. A vague issue often
leads to vague solutions, so
the problem must be

- 1

REVERSE

¢ Instead of directly searching

for fixes, flip the question
This reversal opens up
unconventional
perspectives.

- 1

CAUSES

e Once the reversed scenario

is imagined, trace the
possible reasons behind it.
Causes may come from
within the organization or

SOLUTIONS

e Finally, convert significant

cause into a specific,
actionable solution. This
step ensures that the
strategies directly address

defined precisely. ; . .
e Highli htpwhereythe ap or By imagining worst-case from the outside the real drivers of failure.
ingffic?enc lies olndg slfwow | scenarios, hidden risks and ] en'V|r.o'nment. | Solutions should balance
= blind spots surface factors Prioritize causes by practicality with impact,

why it matters in
measurable terms such as
revenue, efficiency, or
customer satisfaction.

Example: Sales have fallen
by 20% in the past six
months, reducing overall
revenue by 25 crore and
affecting profitability.

0 »$@€@ O »$» O » o

r—_—_—_—_—_—_—_—_—_—_

that are usually ignored in
forward-looking

brainstorming.

Example: Sales could
collapse if customers shift
to competitors, if product
becomes irrelevant, or if
distribution networks break.

considering their likelihood
and potential impact.
Example: Weak marketing
communication, an
ineffective pricing strategy,
lack of digital presence,
rising competitor discounts,
and poor logistics systems.

© 180 Degrees Consulting - Shri Ram College of Commerce

quick wins can stabilize the
problem, while long-term
changes can secure
sustainable growth.
Example: Launch marketing
campaigns, redesign pricing
models, to rebuild customer
trust.

10
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SCQA is a storytelling framework that structures communication by laying out the Situation, highlighting the Complication, posing the
key Question, and delivering the Answer.

SITUATION
The starting point of the story. It sets the stage by explaining the current context PROBLEM
that everyone agrees on. It should answer the question: “What is happening right
now?” STATEMENT
COMPLICATION
Here, you highlight the challenge or barrier that creates tension and demands A
attention. This step often uses data, examples, or external pressures to make the
problem concrete.
QUESTION QUESTION-1 QUESTION-2 QUESTION-3
The natural next step that arises from the complication. The question reframes the
problem in a clear, structured manner. It acts as the bridge between the issue and
the potential solution.

ANSWERS (

The resolution of the story. It provides a clear, structured response to the question,
outlining what should be done and why. It directly addresses the complication and
points to a logical way forward.

© 180 Degrees Consulting - Shri Ram College of Commerce
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= MECE ISSUE TREE n

180Degrees

MECE issue trees break problems into distinct parts, ensuring clarity and helping uncover actionable insights.

@ Creates a structured problem breakdown Eliminate Redundancies

Reduce Consumption Reduce Demand

Ensures no overlaps, no gaps Improve Utilization

Eliminate Redundancies

Reducing Business Costs Improve Efficiency Reduce Demand

Improve Utilization

Helps identify root causes and solutions Negotiate Tariffs

Optimize Cost per Unit Switch providers

Widely used in consulting frameworks Diversify Inputs

© 180 Degrees Consulting - Shri Ram College of Commerce 12
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TECHNOLOGY & INNOVATION RESEARCH REGULATORY & POLICY RESEARCH

1.Tech Adoption: ERP, Al/ML, supply chain digitization l.Government Regulations: Licensing, taxation,

2.Digital  Shifts:  E-commerce  penetration, Misc foreign direct investment rules
automation, customer tech adoption 2.Environmental Norms: ESG standards, carbon
L - Research ] neutrality goals |
r ____________________________________________________ 1
i .Direct Competitors: Market share, growth i Combetitor e 7
i strategies, pricing | P i .Customer  Segmentation: Demographics, |
i 2.Indirect Competitors: Substitute products/ i Research i psychographics, income levels, geography i
i services ! | 2.Behavioral Insights: Purchase journey, decision i
i 3.Differentiation  Analysis: Features, brand, i i drivers, switching triggers i
i distribution, after-sales service i i 3.Adoption Barriers: Awareness, affordability, trust, i
—————————————————————————————————————————————————————— ! Customer Resedrch | access |
|
e mBS . Oeaaaaaaaas— '
i 1.Market Size & Growth: TAM, CAGR«< i e ‘|
i Forecasts . . i i .Business Model: Revenue streams, i
i 2.Key | Trt.a|.1ds: | Tech d.'SrUPt'.OnSr i Industry Research | cost structure, value chain i
| sustainability shifts, regulation-driven i i 2 Financials: Revenue growth, i
i changes i i profitability, margins, cash flows i
i 3.Benchmarking: Pricing, profitability, i i 3.Product Portfolio: Flagship offerings, i
i cost structures of leading players i i SKUs, pricing i
e Compuny Research i 4.Competitive Advantages: Brand i
| |
| |

equity, distribution reach, patents, IP

© 180 Degrees Consulting - Shri Ram College of Commerce
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CASE 180 - MANAGEMENT CONSULTING (n[CLR
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DELIVERABLES SUMMARY

Drivers of SAPA

Case for Investment
Synthesized recommendations
Risk mitigation strategies

e Scalability of growth strategy

Case Type Organizing Body No. of Slides

PROBLEM STATEMENT
Public Policy SRCC 5

.
<y

&

Rank Sector
Winner Public Health

SOLUTION DECK

1,
rey

/.____________
[ ]

G

SAPA OVERVIEW AND

RESEARCH -
NDED Dalberg; DRIVERS & STAKEHOLDERS Dalberg
STRATEGIES ° IDENTIFICATION

L Phase 1- Laying the Foundation Phase 2 - Community Activation & Talent Development gﬁ DRIVERS OF SAPA PARTICIPATION FOR CHILDREN
P::‘;i::::" '"g::;:::‘;“ Ge:::?;:::m |ms:;?m":::'£‘p Oppinﬁ:mkl.nss Sports and Physical Af?'-‘\"l'y (SAPA} drive better health, 150 Infrastructure Availability Parental and Peer Support Enjoyment and Motivation Academic and Health Benefits.

[ Investin school sports | Movement-Integrated Active Schools Fund for 30-Minute Daily Based Academies 'mproYEd mental ‘"_u _be'"s' Shar_per c‘_""m_“ function min/week School Facilities & Parental Encouragement Fun and Engagement Improved Academic Performance

| facilities | Learning Basic Equipment Movement Mandate Screen Time Playgrounds Intiative ——— and higher productwjtyv Countries with higher SAPA .420 . IR ensuring access o proper faciliies can significantly | @/ P — w Fun sy adcation i 340 Ao S Rt

» short physical | o q Implement only in schools. o v | I participation before slits participation see significant benefits. To achieve these min/week - = :::r:‘::::dn:’(;:? "'""o’"x“ ;”:';:':fd KE®  iadren's participation by 0.455 hours per day increase in regular physical activity outside school - due to better focus and cognitive function

.(‘). ac::g;:inm:sb:"v:een schools with sports gear with proper infrastructure alternatives introduced spacesinto safe play zones training gains, India must address key challenges limiting e Public Spac-s Peer Influence Rule Models = Long-Term Health Outcome

..‘ ‘ §§8 e~ o Iw.--x:;:x: S oo = Fl ®*® widespread engagement in SAPA % s o putic |3 : 0 u\\lrﬂtn‘; :U:‘epe:w;i:avul:‘vl;s;; o4 mare & e modslinsis chldentopur () feaar ooy ::::c“:,me:uc:; ;x:;ln!:b:t:;
' .'_ gty Pt s bk @- =y @ N A - - - : iy | iy IR 120 ki e e heathcareconts

P Soseog oo % o

Taro i _pri i 1 - - PERSONA KEY DRIVER KEY ANALYSIS
Transform underutilized urban and rural spaces into | Structured play for emotion: zxi | Gender Norm Change Public-Private Sports , Athlete Days at Schools 1 Mass Sports Festivals ; PROBLEM SHORT-TERM LONG-TERM IMPACT AREAS 25 out of 28 students consider physical Fewer women than men meet MSPA om o m
welmsintained,safesndaccossbloplayonesor | o | reglaten | o | Campaign o | GearParnerships | o | Oymocamietesmintor | g | Encownee wmypcpsens | tivity to be Important for their well-bei 12% ° = - ~ O
children, ensuring opportunities for unstructured s L 1 Address biases against gesin Ensure equitable distribution, L students ¥y ! VIKSIT activity to be Important for their well-being guidelines, raising health risks T L‘::w:v"" g fackies oce MYAS, Minstry of BT, Magic Bus. Sport Implement SAPA
ivi : iding urban bi e e o - oo . ion, Gover — fun lage, C - . brids
physical activity I sports avoiding urban bias ‘Inspire .'u“ Adeptan Inspired by Japan’s “Undokai™ Umist;ad;ghlk ut 5 Infrastructure »Rﬂ\ln ‘.\ ARA 2222222 #, mlmuuau!!an'hlmn! (e f;‘;-:' e S, 20 E e =n=h ﬁ ::a‘:m::n:ww 5.';'.:21.'15"2&“ -
o 1] AANNIAANN L. public spaces for play Availabikty . — |
‘a.. ’ > e R Relevance: Essential forinfrastructure development and Relevance: Mobilize communities and promote
4P m " .Q A E -,y' @ -g - + . FYYYY Y YV ¥ 1 5x_2x higher inactivity rates in urban purispeoskasaasss s e
" — IS - = alm Scheols Lack Reliance o Societal & n areas compared to rural areas ) MIDDLEINCOME KID .’”“\ - =
Phage 4 Budinga Sustanle Cuture ot Caltual Barrirs et e O T | @[PS T s
A d 20 of 28 students cite "lack of time due to B nworrepane Farental & Peer
N N < i c Inactive peer groups Support e Public & Pri Main SAPA hubs, Pasent L dren’
- studies” as a major barrier to participation 21% Women & girls engage in significantly B" Schooia. SMCBPE  — addiossinlastricture sWa| Cowdmsloal  — AP bt g
e ‘Watk-to-Schoot Family Fitness Hour Local Sports Volunteer D;'danti:l- S::.:;::’, National SAPA Monitoring Framework Unsafe Outdoor ) - Economic & PP less physical activity than men & boys RN KD D Teachers & particioation gaps FsaM]  Cooders. wihs e spaces
. 5 o
ot Schelarbips &@ i e i Progam erety bl Kids T — Environments SN " policyGaps riiiirtareAAAA o ol MR /- e e R
i " Retired athletes mentor children Pilot in selected cities before growth, and policy effectiveness nationwide e . over physical activit, o programs. SAPA and ensure safe environments.
Provide financial aid for » Improve pedestrian | B | engagein finess routines | B rentdm Gender Lol 2 tojorment & = .
youg atetsneeding ikastuctubwore || ogotherprmoungheathana| | 90 eveop ocdlsprtslen | {_expandglosnatonticale | oughduta sty nd s sessments Disparties AMAARARAR AR s R e —
launching afull scale nitative long-term SR o]
assistance to compete nactivity could
Time ¥ 7 HEALTH.CONSCIOUS KID ey ot . R Provide funding. City Planners, lop SAPA-ri
- - Inopired by Singepors’s eakier 50 w» - ‘ Constraints [ 21 of 28 students want mare time allocated 67% of students report lacking of Indians believe girls risk ) MEEEM“'SME J eaich il L1 ooty YA it TR ﬁ Furicoa s ek
RSOV B Ay m & £ | Lack of for sports and physical activities in schools access to basic sports bodily harm in sports, EMAKEMC IR e Bt Ao e sore 64 e easemics Startups SAPA solutions Corporations spaces
.‘i‘-‘ ({ v Awareness equipment in schaals affecting marriage prospects o= benefiisof SAPA Boneis e bt ar ot bk Relevanice: Drives scalable solutions and Relevance: Critica for Improving sccessibiiy to
vl - Poor Pol pr— — Erassroots engagement recreational space;
2 A Implementation row [N j—r_—

I I I I

: ] . @ 0z of Indian adults participate in any I T T T
Pyl Underfunded sapa Limited Corporate Only 9% )
grams

organized sport or activity
SQUACE: Survey canducted under Rrimary reseorch SOURCE: Dolberg SoSoPA Report

PROBLEM OVERVIEW SOLUTION OVERVIEW

India faces widespread physical inactivity, with over 200 million individuals
inactive, threatening "Viksit Bharat” and projecting USD 700 billion in healthcare
costs by 2047. This stems from complex barriers across demographics,
including inadequate school infrastructure, time constraints, and societal/
gender norms, particularly affecting women and girls. Urgent multi-stakeholder
action is critical.

7
|
|
|
|  The solution proposes a four-phase strategy to boost SAPA among children. This
I includes ‘Laying the Foundation® via school facility investments, "Community
I Activation & Talent Development” with playgrounds and Olympic Seed
|
I
I
I
|
\

Academies. "Ensuring Inclusive Access” promotes gender norm change and
mass sports festivals, while "Building a Sustainable Culture” integrates adaptive
sports and national monitoring for long-term impact.

T T S S [ S i e
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ODOP INSIGHTS & PRODUCER CHALLENGES oC'OP

Understanding ODOP and it's target stakeholders
STRATEGIC MARKETING & BRAND POSITIONING OC OP SUSTAINABILITY GROWTH MODEL OC OP

Accelerating Consumer Adoption and Loyalty 1 PROBLEM STATEMENT ANALYSIS (2] WHAT 1S ONE DISTRICT ONE PRODUCT? National and Global Expansion Strategies and Sustainability Model
N COLLABORATION WITH MAITHILI THAKUR Limited Producer Market Entry  Supply Chain Consumer Scaling & The One District One Product (ODOP) initiative, led by THE FUTURE OF ODOP: ETHICAL & GREEN MANUFACTURING ODOP'S NATIONAL AND GLOBAL EXPANSION STRATEGY
QR G Trar ref

@ Amlifying Brand Visibilty:
MARKETING gnﬂll Launch a multi-channel digital campaign showcasing ODOP products and their cultural P = Capabilities Barriers Issues Adoption Issues  Global Access
significance through social media, influencers, and content marketing sl hovana dekia hal..”
STRATEGY

.o Ensuring Quality Assurance:
“ODOP: Discover % certified quality e and transparently showcase controls through

the DPUT under the Ministry of Commerce & Industry,

o focuses on regional development by promoting local
st with Youn .

goneration - — —-— —-— —_— —4 — industries and preserving traditional crafts. It empowers

Leverage "Vocal for

s Enhancing ontine artisans, farmers & MSMEs by providing market access, rach Local’ & "Make in
Trilllivd Essence, Oie testimonials to build trust presence & engagement " Yy praviding e e India"
s A . Strategic Pricing Approach: S Culturs nd Tradiionsl branding & growth opportunities E
District at.a Time = ) ) %% sromotion EcoS: s uni or <l Expand Digital
EH‘I”. Develop a based pricing strategy empl g unique attributes & cultural significance nEUS VS markers o P pricing Bresence
Create tiered pricing options for different market segments > (3] ODOP TIMELINE (4] PRODUCER PERSONAS - o
-
OLC OP X - reiions "

IDENTITY Distinct Identity with Strengthening Branding Empowering Local

— ety o el rves
ODOP Support through Vocal for Local Sellers a ) 2018 2020 2021
_____________ THE FARMER Lisnited expasure beyond e e 5 Skill Development
BEYOND 0DOP Each product will have its The initiative vill leverage the Increased recognition & [t pradiesh Go0F == ic,‘m_, 1 [+ First Gl tagged cansigament D 2. convantional local channals 00 I & Capacity Building
Lo oy U G mant - A I o traditional local o ks restricts

- goes National, inspired by UP's Specialzes in producing a —r—
", 3 . own unique identity while stil Vocal for Local movement to market access will drive vechain ] success, aligning with the I exported from Binar to the UK k odicrisd B M
ODOF_' Celebrating benefiting from ODOP's enhance branding, storytelling economic growth, making OD OP x | AstmanicbharBharatvison | |+ 5 Onaga india-Fusssia Meet - “:Z::ﬂ“’“r'ﬂ:““ = Lok o g ety o Lack of new techaalogy 1y brow PLANET PROFIT nng:l;ls:él;r&m?m WI-:'ILE B D.';{D;‘“
Uniqueness, structure, ensuring better and consumer trust In local tocal businesses more N P S Vi i o Ml .9 Yogi Adi L - forused on tastiln rade sefl their unique produce & innowation tigital plasferms. ROWTI INDIA ?nm
Empowering market positioning  vocaL * products @ competitive & self-reliant | @ based Supply Chain Transparency Coial Mimistar, P "@
- FiR = G- B r ¢ THE ARTISANS s Overpowered by Inexpensive, mass- g g -
Growth" wocAL - '}_-‘ producsd alternatives 4 Utilize Trade Strengthen Research
L dP 2022 4 Skillful local craftsman | B | L Priy o e i Eo o o 2025 Agreements & Innovation
Key Development International Re nition M preserving traditional Increased competition Nan-avallability af s oduced goods, challanging thair
MARKET WITH o o P co9 Teciques et [envi il [ —— e e
Increase credibility with quality Boosts trust among international buyers, > « Gift Catalogue {75+ products] lsunched * Products showcased at WEF (Switzerand)
certifications like ZED leading to higher demand for ODOP products —_— « Directary with 5,000 sellers launched + Products displayed in Times Square, NYC . _ _
IMPACT > KEY TAKEAWAY « ODOP merged with DEH 1o streamiine + ODOP GeM Bazaar launched 200+ THE MANUFACTURER Lol —______
Use Make in India logo & Gl tags Enhances brand value and recognition, Gistrict-teved exports proguct categores sted Lotal product transformer, il ‘:' il . . KEY FOCUS AREAS
'ODOP: Local for aaet g ODOP products as pri m exports. Integrating Vocal for Local, ODOP & ;-I turring raw materisks nto Accasting Amdiagha (ot pren iasiat gl g S0P - ‘E
" Made in India enhances brandin, finished ODOP goods . AsEa@uma
Creations, Global @ o L constant strugghe infrastructure & power  production efficien agemant 148 red
- Offer RoDTEF benefits to Refunds embedded tax standardization & exports. Strategic 202 2024 " il [ i = st =
Aspirations" ODOP exporters making exports mi collaborations & certifications boost Re ition & Award Growth Strat Future Roadma Social Environmental Economic sranghoning Empowering  Global position Emm]"wm Allgning with Viksit
eredibility, reach & consumer trust cogntonf Awarce o9y " P THE LOCAL BRAND e S | e e, 000 Impact Stawardship | Sustainability domestic presence _artisans & MSMEs _undor MakeinIndla' & export programs  Sharat 2047
+ PM Awards for Excalience in Administration: | | 70 Training Programsto | [* 50 Buyer-Seller Meats Flanned Sells unique handcrafted e
I I I 1 L I 1 Darbhanga (Bihar) - Makhana mprove brarding, Continued E-Commerce Expansion goads blending tradition 1 1 T

2 siodnarthnagar (UP) - Kalanamak Aice product design and
+ Astma Nirbhar Bharat Utsay 702 rarket raach

modern style from domestic markets  from Internaticnal beands

o Poxt, Serantic schotar

SOLUTION OVERVIEW

I

PROBLEM OVERVIEW

The solution proposes a multi-faceted strategy for ODOP, covering market
access, sales, distribution, marketing, and long-term sustainability. It outlines an

7
|
|
I
The One District One Product (ODOP) initiative aims for balanced regional |
|
I
i operational model for fair producer earnings, quality control, and logistics.
I
I
I
|
\

\
I
I
I
|
development by promoting unique local products, but faces significant } /
challenges. Key issues include limited market entry capabilities for producers, I
supply chain inefficiencies, consumer awareness and adoption barriers, and |
hurdles in scaling both online and offline distribution. A comprehensive strategy I
is needed for national and global expansion. ,'

Strategies include optimizing supply chains, enhancing consumer awareness
via digital marketing and influencer collaborations, and integrating ethical
sourcing and eco-friendly production for sustainable global growth.
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PROBLEM OVERVIEW

A new Indian EV startup in the 4-wheeler segment lacks brand recognition and
faces challenges entering a competitive market dominated by established
players. Key hurdles include consumer hesitation regarding range and cost,
limited marketing resources, and crucial decisions needed for a sales and
distribution strategy. The core challenge is developing an impactful, resource-
efficient go-to-market plan.

(
I
I
I
I
I
I
I
I
I
I
I
I
I
\
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G

dy electric vehicles. Designed for fleet

VOLT-ERA.

e —————

Unique Selling Propositions (USP)

@ Get the best value with top-tier quality at unbeatable prncesacmr exceptional finance managers ease out the entire
o

through infrastructure interiors & fast charging {subscription madel)

Eliminate long delivery | Raise EV efficiency &

Battery Disposal
Sustainability to the rescue! Return the obsolescent
EVs to the company for safe battery disposal

PROJECTIONS

$14.18
BILLION

Loans
Market size in FY24

car loan process just for YOU

$110.74
BILLION

Market size in FY28

CREATE

Create flexible

financing

19.44%
CAGR

FY25-FY29

Raise customer
convenience with
online bookings

Create D2C model via
experience centers.

Create user-friendly
charging & leasing

20.8%
PROFIT MARGIN

technology integration
e eco-system

Partnerships

SOLUTION OVERVIEW

AARRR MODEL VOLT-ERA
poses P At
chemicals components components infrastructure
iy [
> DISTRIBUTION MODEL BRAND POSITIONING
PESTEL ANALYSIS || CUSTOMERSEGMENTATION RORIERSEORCES) VOLT-ERA. p L) Corporate, Fleet & Government Sales | VERSATILE. VIGOR. VOLT-ERA.
FORCE ANALYSIS IMPACT + Direct partnerships with MNCs, rental companies and mobllity praviders ¥ - = =
\$>v + Tie-ups with Uber, Ola, BluSmart for bulk EV adoption. LR D T ¥ with high-per = :
Threats of High capex & brand trust | 4 ACQUISITION RETENTIDN + Participation in temders, supplying to municipal bodies & law AU (o]0 ]l operators, corporate clients, and government institutions, Ch offer universal lh!l’ﬂfl‘ compatibility, sustainable battery disposal,
new entry needed to compete, | T — < competitive pricing, and seamless financing options—ensuring efficiency, atfordability, and a greener tomorrow.
D@al ads. Suhw iption- Customar Subscription & Leasi “ T18L WITH A 60 MINUTE QUICK CHARGE THAT GOES TILL 300 KM. BUT, WHAT AFTER 300 KM? OUR UNIVERSAL CHARGING ADAPTER!
! Bargaining power |  Battery supply (China — social media ACTIVATION based battery REVENUE rafarral ubscription asing . .I
E: EVs cost 20-30% more than | | of suppliers dependency) is risk . Influencers, Easy onli leasing, free discounts, fleet * Lome e ol for corporate & cveemment foets whh maimmence | i ESSENTIAL EV FEATURES TAILORED Universal Charging Adapter
% ) H o test-driven sy enline Direct EVs sal owner "+ Flexible fleet far taxis & transpert, inchuding ging Adapt
i ICE cars but lower running Costs. | | win government policies booking, instant 175t vear 3 »ames, Battery & servicing - FOR DIFFERENT USERS Exclusive universal charging adapter that allows your EV
) Bargaining power | Indian consumers highly S events . 4 N — battery leasing,  incentives. "-1 Y & . " s
of buyers price-sensitive. - financing, hargi « Extended Range & Fast Charging (For to energise at any and every charging station
P dusbiny. ! i flexible :.::;:m‘,, After-Sales & Support e Taxis) - High battery capacity, rapid
| Threat of Hybrid cars, improved ICE z payment plans : + Dedicated metro service huhs with on-site ﬂen servicing. [—0 b_] charging, durable build. S50 ]
substitutes mileage. o e Il T e e e e e e e e e e e e e e s Al-driven remate for T _—
H l—l Com tive Pricin|
» MARKETING ATTRACTION MARKETlNG STRATEGIER Charging access via partnerships with Tata Power, ChargeGrid, etc. + Cost Efficiency & Compliance (For peti ing
- =0 (LFP, Soli n Industry Intense competition from % G CTIONS - = ) Affordab) e
Y | FAME India Scheme (Subsidies for Tata, MG, Hyundai, BYD. Referral bonuses, software Ty e —powering your fleet affordably and efficiently
@’i state), fast- charging stations | @ s B e rivaly Affordable \% updates, resale support MARKETING EFFICIENCY VS COST compliant, highly reliable.
H _— : FACTOR RAISE
: R o ging guides, anter-sales markeTinG sTRaTeGY|  €OST - REDUCE ELIMINATE
: “ELECTRIC CARS ARE NOT GOING TO TAKE THE ' ] % PROJECTED + Fleet Optimization & Low Running
| GOVERNMENT Budget 2025 - Removal of BCD on onvenie Com plimentary Universal PURCHASE '« support, app connectivity Cost (For Corporates) - Energy-
i SCHEMES essential minerals required for MARKET BY STORM, BUT IT'S GOING TO BE A Where do | buy? (e} PR T Reduce initial cost via ~ Eliminate range anxiety Raise value with good
| ScHEME il CRADUAL IMPROVEMENT ~ Charging Adapter SR ERL 63, Online direct purchase, dealership Digital marketing 10 crores . HIGH e ran e ITACUNG, charging. . battery leasing
i : /) EVALUATION "’ incentives, financing support support. J
1 L A — .
L: Compliance with Bharat stage | Tax deduction on Interest forloans How much will it cost? EMI calculators, cost vs petrol e — — . HIGH L Dealer Dependency Reduvcve dependenc‘»’.cn Eliminate fzverheads of
Vl & upcoming EV regulations. | takentopurchaseBVe. | Easier and Quicker Car Loans CONSIDERATION 3, savings, trade-in offers. u ity i : y ' {traditional dealerships | full-service centers
1 v o N Which EV brand is best for me? < Online comparisons, testimonial, ow g:‘:;t':":f::r—‘ :;:.g;:: !;vl.u:iov;nu Product Complenity | S
/‘/ 3 AWARENESS © dealership test drivers USRS 50 crores : ot
e - timeline
Should | switch to EVs? Influencer reviews, educational ., O
d ey
_I_I_HJ]_ ~ Search Engine Optimization ADs, sustainability benefits Influencer 48 o MEDIUM

The solution proposes "VOLT-ERA" as the brand, targeting fleet operators,
corporates, and government clients with cost-efficient EVs featuring universal
charging and sustainable battery disposal. It outlines a 3-phased launch
strategy, leveraging an AARRR marketing model, and a hybrid distribution
approach. The plan includes financial restructuring, operational optimization,
alongside a focus on B2B market strengthening and consumer education.
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GO-TO-MARKET STRATEGY
AmbuQuick - Your Virtual ER, Anytime, Anywhere, Market Penetration, Key Focus Areas & Market Insights A
INDUSTRY OVERVIEW (&) IMPLEMENTATION PLAN & FINANCIALS =]
Overview of the Industry & Competitors EL L Target Segmentation Adoption of Virtual ER & Al Integration followed by FY 25 Revenue Estimation A Jadted
| TheE Medical Services (EMS) industryin Indiais | | o . Parents & Caregivers Virtual dance bef Real 1 s I Central I history for be
e Emergency Medical Services industryinIndiais | | Il B L rtual emerges i e befare ealtime expert acvice for paren Easy access to specialists across domains. entralized medical history for better diagnosks i i
{ srowing rapidly, driven by increasing demand for prompt | é Threat of New Entrants - i i Ambuguick ts a te(;h-drlve;;me:\gency Chronic Patients & Elderly medical h!lprg "':v:‘ Partner with Collsborate  with  pediatric hospitals, Bu-; 2 neaworz of license¢ specialists | Wark with insurance companies and d(nrm(‘::‘ labs Foundation FY25 Revenue Estimation
medical assistance and in i ! ining Power of . 4 - ; H mEd'cé‘ service founde: y Dhruv, . ambulance providers, ER hospitals, and matemity  clinics, anc  parenting from fields like general medicine, to offer seamless medical record storage anc Month 1-3 e 0
i nfrastructure, i { Buyers i , pr:\::reers -Sntlhn:-:r.i;z::?;:'::’l:::i‘:‘ to Accident & Emergency Cases trauma centers to integrate virtual | Networks to onboard early adopters. pediatrics, and T Aueroge e M‘:""’ ergal 5 Average Rides Per Month
“ioos | I;u- Foweret - — ambulance response times ’ Doctors & Hospitals smetseneysssenes [ A = C-EEs Rs 1200 > 350
I i 51.37 BILLION | | SUPPliers -7 ' Sa\d
“.’J noumrsuusor E TRISSEOF SUeiintes L corporate Employees [T] o @ ¢ b u:::;:l: i
ml/ —— i Industry Rivalry - [ - " \‘ brand awareness Services )
i 70% Rs. 72,00,000
0 y -
COMPOUNDED AnNUAL @ Despite this growth, the industry faces YO U R USER ENGAGEMENT USER ENGAGEMENT USER ENGAGEMENT USER ENGAGEMENT P'"";:"";.‘:’_:“‘
2024 2027 —— a5 significant chzllenges, particularly in response times and VIRTUAL AlPowered  Chatbot & Vitwl | OnDemand  Recharge  Model | Doctor Discovery & Review System | Personalized Health Dashboard with stored sharmacies e Sest Chse
z a service quality. While Uttar Pradesh leads in ambulance ER Assistance for instant guidance on allowing users to top-up credits for enabling transparent patient-doctor medical history for efficient diagnosis using
R 3 g e efcency wihan avesge e  minutes nd 30 A ehideare nd irtual consuitatios. nersctins. o blomericsduring emergeney situatons. 2026 8042400 8352000  87,84,000
i i » 3 - o with ';'ghway response |ras extending to 25-35 minutes. ) AQN ST s i Month 12-15 2027 89,83,361 96,883,320 1,07,16,480
| Time-Critical & Technology-Enabled | ] \'/ {¢ Fortis m m 2028 1,00,34,414  1,12,38,451 1,30,74,106
i Mission-Focused 21 ti o . ¢y . . . 2029€ 1,12,08440 130,36603  1,59,50,409
| Mission-Focuse nnovative | § - S ——— A4 |+ accen?ure i?.%. ) P BrightL G;: gleT;ﬂcL gm&.’. 3 FORTUNE” McKinsey © cAPMINDS W m 20308 1,25,19,828 151,22,460  1,94,59,499
Scalable & Regulated& | & ﬁ;@ Medical Sciences (AIIMS) indicates that INE WHO ghtloca N D e T & Company Month 18-27
Asset-Light Competitive A I approximately 30% of mortalities are MER Over 70% of medical emergencies | Parents make over 30 Google searches | India has enly 1 doctor per 1511 | 70% of patients prefer digital access to their st
E— - due to delays in emergency care ERE escalate due to delayed first response. per minute for minor childcare concerns. | people, highlighting the need for virtual | medical records over traditional hospital e “_a““"_"” that 70% of the company’s revenue come ”“T“ ambu '"f' ""‘“V“g"""'
L1 . Economic Premium 80% of users ?refer N-dﬂv-en medical 85% of parents choose healthcare ::::‘::::’: market is projected to :S:‘r‘g; patients struggle with fragmented e - Zfﬁ‘:w:ls‘;w':;?e:::tr:;:l:;:‘;?J.:::::::::-::‘;;:::::
 ——— cratbers forbadchealth queres platforms based on online reew. | reach 5450 billon by 2030, rowing at | mecica ecords, affecting isgnasis accuracy. RN —
B+ 24% CAGR.
5 ) e e e e R e e e \
>
£
| PROBLEM OVERVIEW | | SOLUTION OVERVIEW |
| . . . . 5 . | I . . . |
I India's rapidly growing Emergency Medical Services (EMS) industry, valued at | |  Ambuquick, a tech-driven EMS provider, addresses delayed ambulance |
I USD 889.6 million in 2023, faces critical challenges in ambulance response } | response through Al-powered dispatch and GPS tracking. The solution proposes |
L] L] L] . . ° . . . . L]
| times and service quality. Despite a projected 11.6% CAGR, the national average I I expanding beyond ambulance services into pre-ambulance virtual ER support, }
| response time of 25-30 minutes, extending to 25-35 minutes on highways, | I 24[7 childcare support, online doctor consultations, and a secure healthcare I
. ope . oy . . . . I . . ° ° ° ege °
I significantly contributes to mortalities, highlighting a dire need for prompt and | I database. This strategy aims for market penetration, service diversification, |
A | . . o o |
I\ efficient emergency care. j | and national expansion, supported by a clear implementation plan. |
________________________________________________________ - ~~— . _/
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BOOK MY SHOW OVERVIEW book@yshow

MARKETING AND COMMUNICATIONS (1/2) oo 21Z)

BMS AND INDUSTRY SNAPSHOT ANALYSING DIFFERENT CONSUMER PREFERENCES bﬁﬂkahDW

15% 60% ( 43BILLION M i 6: B T s xroic Gore ]
60% o) &

Netrssutecng o

“BMS isn’t just a ticket—it's

1
1
! Booking!” Campaign
| hamonthly BMSplatinum | RERCEREEESERN o0 0 ) T 7 & Ww - . s, A a9 ) s BMS X HDFC Lounge
Y"u’pa::pfﬂm’fﬂfl” | e "t"c @ monthl s phathum Kolkata Compound Annual 15% BMS share in 2024 Entertainment industry ik f_!_m__JfE?_J [ eastmoa | ¥ EXCLUSIVE HOEC credit/dobit condholders get w-ams J——
worth sharing. Let’s turn | « 2799/ month for 4 movie tickets Knight Growth Rate of BMS for post district value increased by 5 billion A (Deihi, Punjab, UP, Rajasthan) Indle & Culture-Focused ain: @ DISCOUNTS ON | ot cns ";%"’“"‘"‘"‘ pneamt R I—
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huukﬁmshow X "BP.'UO B s '3 * per. Znulizad eve"v;( computing to aveld app USERS SWOT ANALYSIS L matches, concerts, or Marvel mevie premiars). -
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_______________ hero! Sa s your frant-row seat.” " ! (chennai,
riva purchases mood - + Why itworks: 5~ B . DOWNLOADS years * Technical failures an-oriven Clnematic unberss | | 7
nd wetalnloyel (eg detects "date night” patterns: ke e Tt e Eaer ; DECODE BUNDLED OFFERS LOYALTY INTEGRATION * Broad event portfolio (g, Coldplay sale) — * Rogi oots e &t S0 g Tieket Sales Growth - Drivan by Al-bosed
users e = experience. COMPETITORS, e R T SN « Strong brand trust + Single-app -u an e
. DOMINATE with restaurant discounts get early access to tickets . SUDO"iO' data 009'&"505 dependency 2-3x Higher User Engagemant - FOMO-driver
o SQUADGOALS - - B MARKETS." (e.0. Dinner + Concert and exclusive perks. * localized campoaigns- * Moden Ul SE b S Rovied Fredow & Moo
- packages). ONLINE TICKETING
commu
/ and geo- targetsd offers

R (6
| W B

+ BMS Blockbuster Bundles - £92 for ona mavie [ 2198 for two

- MARKET
ALERTS ” REWARDS — OPPORTUNITIES ) THREATS
ary I,-r ROULETTE o * Partnerships with « District by Zomato's

T e (g TR | T () “rosom () anatony Accs ()| - corrmmm o ol s o e — > , = E?Eﬁ“ﬁif;’:ff“
#BMSGang INNOVATIONS — ; y - ’ A e T~ — . ::cehr ‘;;;2:::{'; nAR, . :S."’:’;‘:g;z’:u‘z::‘:z’ue theough reghonal content creation Ve o introduction of BMS Platinuen Pass & loyalty perks.
N n | ?N‘;EFEITAINMENT sl‘n;egro(e(‘ﬁ Data “_ A’ / influencer-Led \ @ Modern UI/UX gamification) to reliability issues =
INDUSTRY ersonalization L Compaigns
. \ b e
I
| PROBLEM OVERVIEW | I SOLUTION OVERVIEW
I | I
I BookMyShow, India’s leading ticketing platform, is rapidly losing market share } Y | The solution proposes a multi-faceted strategy for BookMyShow, covering
I due to intense competition from "District by Zomato® (which leverages cross- } / I market access, sales, distribution, marketing, and long-term sustainability. It
| platform data and modern Ul) and its own technical failures (e.g., Coldplay sale I I outlines an operational model for fair producer earnings, quality control, and
I crash). Facing an outdated UI/UX and a critical need to attract and retain Gen- I I logistics. Strategies include optimizing supply chains, enhancing consumer
I Z users, a comprehensive marketing and product revamp is urgently required to | I awareness via digital marketing and influencer collaborations, and integrating
I\ maintain its market position. ,' | ethical sourcing and eco-friendly production for sustainable global growth.
N———— 4

—_ e/

— e
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I
|
|
SMR market GTM I
Operational efficiency plan |
. . |
Strategic partnerships suggested I
|

|

I
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Brand positioning, pricing SOLUTION DECK

Revenue forecast, costs

L,
0y

€

/.—___________
[ ]

EFFICIENCY

Streamlining Production and Optimizing Operational Efficiency via Investment in 3D Printing

GTM STRATEGY é

identifying target markets and establish Brand positioning Leveraging Existing Expertise

construction, and operation of nuclear power plants in
India

meet strict regulations in the SMR supply chain,

BHEL
Manufactures turbines and heat exchangers for nuclear

Utilize digital twin simulations to model the manufacturing

proc
of

STREAMLINE PRODUCTION PROCESS

plants. It supplies key components for Rajasthan and allows for real-time monitoring, and op

1

1

1

1

Stand out as a reliable company @ 1

1

1

1

Kalpakkam reactors. 1

I
I
I
I
1 and maintain quality standards Ié?
I
Optimizing manufacturing ta ensure product 1 Durablll
- - ty must be ensured to
@ quality, helping us meet stringent nuclear industry | fmaintain brand image
standards and gain trust as a reliable supplier. X
TATA POWER

An energy glant exploring nuclear power investments and
partnerships. Could be a key partner for an initial boost.

OPTIMIZE
MANUFACTURING

making our SMR components more competitive. | Bl

I==# his would increase our acceptance in the market. Researching for advanced material selection ...

BHAVINI
Government-owned entity focused on developing and
operating Fast Breeder Reactors (FBR) in Indiz. It launched
its prototype FBR at Kalpakkam.

&

[ ;
Building consumer rustvia | i
long-term relationships 1 1
Nuclear energy provides a reliable source of power. 1 @ :
@‘ It supports long-term energy sustainability by Leverage past experiences and @ 1 |
! |

1

]

1

1
}
1
1
harnessing the immense power of nuclear reactions. | relationships with vendars
1
1
1
1

>
.8
&
28
g2
e

1|
80
'
z

4 It can produce vast amounts of energy from a small
amount of fuel, ensuring long-term power supply
U with minimal resource use.

HYLENR
A Hyderabad-based startup, focuses on clean energy
using Low Energy Nuclear Reactors (LENR). Aims to
provide sustainable power with minimal energy input.

= Gaining the first-mover
@ advantage in indian market

characteristics in challenging environment . !

through optimization

&

ess which

i additive facturing for complex components. This can reduce
POTENTIAL MARKET PROSPECTS “ waste and lead times while allowing for greater design flexibility.
a position ourselves as a company which v
LARSEN & TOURBO . . f thics and cust I )

Domestic leader in manufacturing critical components like = The government is providing incentives and Electra focuses on ethics and customer values Develop ized parts and modules to simplify design and assembly. This (]

reactor vessels and steam generators for nuciear power Rl [TRT]| coud partrer and work in colaboration Wlh )= = = = = = = = = = = — — j jer mai i y v »

=5 I 0 government agencies can also facilitate easier e and reduce Y costs.

H ; Establish our brand image
NPCIL gE .~ Partnering with BARC would give Electra access to revolving around safety . ) . . . ) . . )
Government-owned, responsible  for  the  design, a2 w cutting-edge nuclear research and technologies. This Build strong relationships with suppliers to ensure timely delivery of quality

materials. Consider local sourcing to minimize logistics costs and lead times.

&%

o A e e "~~~ =-=-=-- ! EFFICIENCY AND OPTIMIZATION

.. and optimizing the supply chain efficiently

For advanced applications, alternative elements | Opting for cost-benefit analysis to decide
like aluminium and polyimide offer superior | between in-house production and outsourcing

for different companents

. IMPLEMENTATION Streamlining Optimizing the
Lozt DRSNS = = = - -l_ STRATEGY production process supply chain using
v 3 hub & spoke model

Identifying potential
investment options
and conducting R&D

)

POTENTIAL INVESTMENT AREAS Stabilizing the Supply chain through implementation of Hub & Spoke mode! and predicting potential impact

ﬁ=. Invest in 3D printing for producing complex |[EENIN TS PR PYaTeTTY
components with high precision, enabling rapid

precision

r

GRADE CABLES '

IMPLEMENTATION AND IMPACT é

T
INTERNATIONAL E DOMESTIC

I

I

'

CUSTOMIZATION

O
3D printing allows
for rapid prototyping
and customization of
sensor housings and
components,
enabling designs that
can be tailored for
specific applications
within a reactor.

Qutsourcing the 3D
component to preven

t
heavy capex )

prototyping and reduced waste & upgrading I 2 < W Hues : : 8-9%
assembly lines with robotic systems to enhance v m M spakes (Potential Market) 1 , { !1 Increase in revenue (From
7 e cc e e ———-——- !
t ussia (Supply Spote) T . : \’ ( y/ : nuclear energy)
I R e VLl Robotics & Automation "V . AV . ' {hab H
________ - ) L}
: India (Central Hub) '} 1 v ! 5-6%
' 1 I, Decrease in COGS over the
IMPACT - H !
International Markets 1" . ' !
@ {Demand Spoke) " \ Proposed Route : 4 5 %
_______________ ] I _
1
30-70% Optimising the supply chain through INSTC in order to avoid geopolitical tensions ... | Proposing hub & spoke model for supply chain efficiency Inlong run | Margin rates after 3 years
@ a Reduction in raw AT INSTC allows us to directly importing the materials to Domestic | Myp —————  FEffectively communicating of operations
material cost spokes in order to reduce transpormation cost and Increase | through hub and spokes for a
Sensors often require 3D printing allows > = proximity. Moreover , it also improves the exposure to | . Spoke (Material) smooth supply chain and 300 Crores
intri i for rapid prototypi %ﬁ international markets due to the presence of strategic spokes on | increased accessibility for
iniricate e e typi ot 20-50% its routes ! [l spoke (Manufacturing)— international prospects T
o sensor housings and Reduction in . : e
which can be 0 R | I L L L L L L T
achieved more easily components, production time ’ ’ ’ ’ ’ ’
with 3D printing than _enabling designs that INITIATIVES Dec’24 July’25 Dec'25 July’26 Dec’26 July’27
=i e T DOMESTIC ) o3 > e 3
manufacturing specific applications Reduction in PILOT TEST FULL OPERATIONS FURTHER EXPANSION

methods, within a reactor. setup cost

introducing Digital

Collaborating with Achieving scalability
Twin to enhance international ventures through effective -
prototyping for diversification implementation

years in pilot test.

PROBLEM OVERVIEW

Electra Power Solutions aims to enter India's Small Modular Reactor (SMR) supply
chain but faces significant hurdles, including stringent regulatory requirements,
high compliance costs, and intense competition from international suppliers. An
underdeveloped domestic SMR ecosystem necessitates foreign technology
partnerships, while geopolitical risks threaten supply chain stability and
technology transfers, complicating Electra’s market entry.

T T S N [ S i e

e ———————

J

i

SOLUTION OVERVIEW

The solution proposes a robust go-to-market strategy focusing on target
markets and brand positioning as a reliable SMR component supplier. It outlines
an operational efficiency plan, emphasizing streamlined manufacturing
through 3D printing and digital twin simulations, alongside strategic
investments. Key partnerships are recommended to mitigate geopolitical risks,
enhance capabilities, and establish a hub-and-spoke supply chain model.
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A

{

Party analysis, positioning
Target voter segmentation
Tailored political messaging
Innovative campaign strategies
Digital/grassroots leverage

SOLUTION DECK

1,

o

Under

ring the Legacy ar

standing

d E

Ext

Rashtriya

Janata Dal (RJD)

t

I Bihar: The Political Tapestry

BIHAR'S CASTE COMPOSITION

Extremely Backward
Classes (EBCs)

- Backward Classes

- Scheduled Castes

- General/Unreserved
Scheduled Tribes

KEY ISSUES IN 2025

56 = I
e a1 B B ¥

L Past |
@ Core Values

* RJD, found in 1997 by Lalu
Prasad Yadav, promotes
ideologies of social justice,
secularism, and socialism
inspired by Narayan and
Gandhian values

L p—

Traditionally RJD represents
the OBCs (Yadavs), Dalits, &
Muslims, the MY
coalition.

* RJD ruled Bihar for 15 years

CURRENT ASSEMBLY

1
1
of SC and ST households earn <¥6,000 i
per month, compared to 25% of GCs. |

]

ie.
of Extremely Backward Classes (EBCs)
and 33.16% of Backward Castes (BCs)

households earn <¥6,000 per month, B
Social Justice Unemployment  Inflation Paper Leaks Infrastructure o but lost dominance post
corruption allegations
Party Ouaryiew State 0 \oter Seamantation Badlay ki Gooni Manif Apnendiy In
Source: Britannica, RJD, TOI, etc
o e e e e e e e e e e e, e e e e e e e e e e e, e e e e e e e e e e e P e e e e e e e e e e e e e e e e e

PROBLEM OVERVIEW

The Rashtriya Janata Dal (RJD) seeks to overcome its negative "Jungle Raj”
urban perception, expand beyond its traditional Yadav-Muslim vote bank, and
counter the NDA's electoral dominance to secure victory in the upcoming Bihar
state elections. This requires a strategic shift from caste-based appeals to
development-centric narratives, leveraging technology, and targeting new
communities to broad-base its support.

—

T T S S [ S i o

STRENGTH

®  Strong Caste Base
8888 (24% MY vote bank)

@:ﬁg Effective Rural Outreach
<+ (Landless Labor Networks)

| YouthLeadership Appeal
3 (Tejashwi Yadav, etc.)

OPPORTUNITY

©  Expanding Caste Coalition
2888 (53% EBC/OBC population)

g@ Tech-Driven Campaigning
@ (Utilising Whatsapp & Al)
| Anti-Incumbency of NDA
(Declining N. Kumar Popularity)

]
¥q

5 5

&

WEAKNESS

¥ Negative Urban Percepti

rassroot M

person in Bihar: A tr

ENTRY OF INNOVATIVE GRASSROOTS SOLUTIONS

Badlav ki Goonj: G
From Part) Each and Even

y to Ec

obilisation

wvement.

=
8 & G
= I-PAC

very

& EXISTING PROBLEMS

(“Jungle Raj" narrative)

Alliance Instability
(Dependence on Congress)

| Financial Disadvantage

(1/5th of BJP's C.E. in 2024))

THREAT

2 Emerging Political Rivals

8888 (Jan Suraj Party)

- BJP's Electoral Machinery
- (NDA's targeted schemes)

Media & Narrative Control
(BJP stronghold on Media)

Problem Statement
How can'RJD aven:olz're its l:sgatlva urbar.l : Frag mented f#‘}" "' Localised Leadership Training
percey expand beyond its ! Local Networks H )
vote bank, and effectively counter NDA's : Empower RJD Cadre through structured mentorship programs and
electoral dominance to secure victory in 1 i ilding wor Heightened Party Unity &
the Bihar elections? Low Morale & (ET0REED
M A Pride Factor & Cultural Connect I
Motivation e S
Position RJD as a protector of regional identity and develop campaigns
. that celebrate local culture, traditions, and festivals. Deep Community
KEY F AREA - i
Limited Scalable : - —— 7
Shift from caste based appeals to Framework X o B
development centric narratives Deploy tech-driven platforms to coordinate door-to-door campaigns, " ‘
- events, and voter outreach. Efficient Volunteer
Coordination
Ineffective . !
Use Al, WhatsApp, & social media Communication B {‘6 4 Success Inspiration from RSS’s Delhi Model il
to engage youth and urban voters Channels Adopt hyper-local cells that mirror the RSS Shakha approach - regular
§ . . . ¢ i : Scalable, Replicable
neighborhood gatherings for policy discussion, issue resolution, etc. 1

Target KushwahaTeli communities
to reduce reliance on MY coalition

kiGaoni

SOLUTION OVERVIEW

The solution proposes a "Badlav Ki Goonj" strategy for RJD in Bihar. It involves
extensive digital engagement via memes and Al-based messaging to target
urban youth, coupled with data-first Al utilization for sentiment prediction and
misinformation tracking. The plan emphasizes robust grassroots mobilization
through door-to-door outreach and "Policy Rangolis,” alongside strategic
partnerships with non-traditional communities.

© 180 Degrees Consulting - Shri Ram College of Commerce
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. PROBLEM STATEMENT
Business & Growth IIT Delhi 3

* Decline reasons assessment

e Turnaround strategy recommendation
Strategic options evaluation

e 12-month action plan SOLUTION DECK

 Profitability restoration plan |
___________________________ Y O

;EI}:D

Rank Sector
Winner Retail

o
[ ]

Retail Fashion Industry Case Overview
INDIAN RETAIL FASHION INDUSTRY ANALYSIS IMPLEMENTATION STRATEGY & ACTION PLAN
Apparel Industry Overview Key Strategies for Revival of FashionEdge & 12 Months Action Plan
SITUATION COMPLICATION QUESTION
i INDUSTRY GROWTH ||  MAJOR RETAIL BRANDS | P —— Pl | Action Plan
o/ e Declining Sales &
15 0 $24.3580 o oo ';‘;'p"a':;" Profitability, 25% retail A2 Increasing Sales through s — Brand Visibilfty Increased Customer Outreach P T——"
Share of E-Commerce }ﬁ’/. r : : stores are loss making due How can FashionEdge e-commerce platforms - = Collaborating with Proviting imited & fastseling [y | ashiondge would be able to etting up Online
Retail Sales. $17.248n ] sustainable fabrics & A o s apparels like Undergarments increase its digital sales as well Presence
to expensive store leases a FlashCart pp: g g - )
& - limited-edition cloths - revive its profitabllity and £5 TShirts, Lowers etc inorderto | | 2309033 revenues without Proving online
4 and high inventory cost competitiveness in the Partnering with FlashCart to - S & X = — — - opening any new store prescence [hroug; :::tuick
" N ] " ommerce & E-
By 2015 it had annual Brand has not Successfully evolving fashion retail . increase sales & profitability +] .. ﬂ - B E15 - & Commerce
8 4|y *[’ revenue of about 2500 0= transitioned e-commerce market, considering the rise 3 In House Manulacturing Diftetant Revenue Streams o —
° Crores and was highly - OIO:WGU‘IO:' v hWe. of fust fashion, e-commerce f \ Adopting FOCO Model to | Negligent Store Running Cost i Pannzn:g wanh :(':nelp:
el Uorgniss profitable in industry °“‘::p::‘,:e m:‘fng‘;:“':: L dominance, and financial ii% ensure 2;:';::;;‘:‘"‘" and o Franchisee Owned s s i and sdministative charges efcienty | | | (e L) | and other nsttutions fo]
' ? Company Operated wholesale orders
Financial Cost Optimizati Steady Fr i e Optimizing Invento _@_ g (F:;c:; Mp:del o _ | localised Store Managers
Revival and to Increase pl‘Oﬁl ol i ] y A Franchisee invests in sefting & B! swre managers belong to that particular region, thereby understanding local demand Centralised
s Highly Unorganized Sector N Returns = toreduce cost & Increase ==l O up the store. day to day €1 | better than the management. ensuring higher sales efficiency and customer satisfaction
o b The fashion market is largely under the informal sector which poses Profitability margins profit margins o expenses and Company . Manufacturing &
¥ an easy entry challenge as well as the price competition %) [ mnapm:u:;a:'::. Bl | Asset Light Expansion i Outsourcing .
g g . b . b . . . ) . 0 Revenue generation N | Franchise handles the store expenses, maintenance & other administrative charge ! "‘u:‘l’t“;‘l’t;:‘:l'r‘r"‘”f:r‘l’l‘;“':e
Extensive Foreign Competition 2 O 2 5 / 2 e [ Sl roduction so as to
> . 1G] A x p
E ::'m\ éhﬂm:waw;wv;’:z:m?xl:(::a ﬂ::nvs Digital and Building Brand - 0 th roug h Online Sales E s SI;IcI:‘KI:eEDm Dead Stock Management : TARGETS Dead Stock & Raw : maintain brand value
= Growing Middie Class Omnichannel Image Through zs o e ‘:lman mreniory vod . o  MaerialsWastage e
&  Popuaion — Presence Market Positioning ‘;l 3 § ! b € l;:ns‘on ::'
o Consumer Preference Shift b z EFFICIENT Trend Driven Replenishment | 1 Factory Production | | | Jan-Mar rpansion o
Z Rapid and unpredictable changes in the customer tastes and buying ";:f,",",,";;:"i:z;"' __________ Co— 250 India's — 16 Years Sustainability g z Stn(chD rol ’. | o C:tp::'}:v & D:“ml f manufacturing facilities
= behaviour influence by latest trends leading 10 Gutdated products thereby having zrowth I UL Exclusive Answer ¥2500cr of focused o W cticient supply Chan___| ! Production ! ;oog::esli: E‘.«”&Z:I'Z el
— ; BACKGROUND ' @HI Brand ;/ toZarain Annual = Industry manufacturing £ T R P Y TP PR L YY) !
__________ | Qutlets ¢ Fashion Revenue Presence approach EXECUTIVE INDUSTRY In

T T S S [ S i e

—_—————————————————————— e e N o —————————— e e e
PROBLEM OVERVIEW i i SOLUTION OVERVIEW
FashionEdge, once a leading fashion retailer, is struggling with declining sales } I The solution proposes a revival strategy to increase sales through e-commerce
and profitability. The company has failed to transition to digital commerce, } J I platforms and a partnership with a quick commerce company. Key
making it vulnerable to fast-fashion competitors. High store leases and I I recommendations include adopting a Franchise-Owned, Company-Operated
inventory costs have resulted in over 25% of its outlets being loss-making, | I (Foco) model and optimizing inventory to reduce costs. The 12-month action
creating significant pressure for a turnaround. I I  plan focuses on establishing an online presence, pursuing bulk order
/,' {\ partnerships, and white labelling for revenue growth. )

© 180 Degrees Consulting - Shri Ram College of Commerce

—_ e/
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v
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|
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e Scalability strategies I
e Value proposition analysis I
Supply chain innovation I
|

|
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e Consumer awareness strategies SOLUTION DECK

e Risk mitigation

1,
rey

o
[ ]

G

EXECUTIVE SUMMARY
Integrated market insights and strategic frameworks guiding Phool.co’s sustainable growth MAE FROM TEMS ;
SUPPLY CHAIN INNOVATION SCALABILITY

Supply chain innovation strategies explained through Current Value Chain System with KPI ok ¥ INCENSE AND ORGANIC PRODUCT INDUSTRY PORTER'S FIVE FORCES

COMPANY OVERVIEW Scalability Strategies & Risk Mitigation: Harnessing McKinsey’s Horizon Model for sustainable growth.

TIME

COMPETITOR ANALYSIS
INNOVATION FEASIBILITY IN FXAMBLES OF COMPANIES GROWTH RATE (CAGR) ASSESSING POTENTIAL RISKS AND THEIR CORRESPONDING SOLUTIONS
- a - 2033
STRATEGY INDIA USING THIS STRATEGY 2024 . SWOT ANALYSIS
LOGISTICS COST REDUCTION CUSTOMER RETENTION RATE < 4 7

Raw Material inefficiencies [ Build Regional Hubs
P o i "
educing logistics costs by 30%. wastes for incense and compost KEY MARKET DRIVERS [ High Setup Costs ] 1 Automate Production
! !
Al-POWERED WASTE SORTING Free Al tools (TensorFlow) reduce Fasal(Indial- vees Al in meistare zoy 100y § ECO-CONSCIOUS SOCIAL H
AND DRYING costs and improve product cantrol for agriculture (] (] H SHIET EMPOWERMENT

OUTBOUND MARKETING SERVICE & i  The global natural incense and organic products industry - - Phool.co, founded in 2017 by Ankit Horizon 1 Horizon 2 Horizon 3
VALUE CHAIN INBOUND LOGISTICS OPERATIONS HE il Ming, deiven by | " d d H Threat of New Entrants - Agarwal and Prateek Kumar in Kanpur,
= LOGISTICS & SALES AFTER-SALES l s rapidly evolving, driven Dy Increasing consumer deman India, is a biomaterials startup that 1. Establish solar drying hubs and biofuel-powered 15et up Phool Mandis in key temple cities for Llicence Phool's technology globally for sustainable,
i i for eco-friendly wellness and sustainable lifestyle { Bargaining Power of v - mpu;pmﬂ temple flower waste Into units for sustainabl ing. efficient waste collection. localized production.
5] PHOOL.CO'S Decentralized Collection “';”“"‘:I’Z" 5“’"'"“?‘ Smart Subscription Model | |  Blockchain-Based QR Compost & Biodegradable i solutions. i i Buyers eco-friendly products like incense and
g = SUSTAINABLE Hubs at major temples to U’:o:l:r'ul r;::::"r:::;“ Personalized Al-based Code Tracking - Verifying | | packaging from Floral Waste to i H gaining Power of v - vermicompost. It leverages a circular 2. Strengthen the domestic market by opening temple 2 Expand into Ayurvedic and medicinal incense 2.Partner with premium retailers like Whole Foods for
I W reduce transportation costs & ; incense deliveries to sustainability claims to ensure zero-waste supply Suppliers : | e e e SR T S, e S
§ STRATEGY consistency & waste . economy by transforming temple >
K g{ improve waste sorting. reduction increase retention. build consumer trust. chain. 2334 It empowers underprivileged floral bl I
Ein c}‘f USD 12.73 BILLION Threat of Substitutes - loral waste into premium, sustalnable § 3. Conduct custom incense-making warkshops for
g o women by providing stable products like charcoal-free incense consumer engagement.
% FEASIBILITY IN Uses free spaces in temples Uses free Al tools like Al-driven product QR tracking is widely Supports organic farming - llﬂmmllllunr Industry Rivalry v - and skill and organic fertilizers, integrating
Q INDIA for waste collection, cutting TensorFlow, reducing customization boosts used in India (UP| & eco-conscious packaging 1273 o enhancing community well-being advanced technology with local
logistics costs incense defects by 20%. | | consumer engagement. adoption >82%) trends in India and promoting financial sourcing to ensure scalability and ! 0% 200%
i _ S — — e —

DECENTRALISED COLLECTION Uses free temple spaces, HolyWaste (India)- collects temple
HuBs Innovative flowercycling technology

Scalability challenges

Dual impact: Environmental cleanup
& social empowerment

Distribution Local Delivery Delays [ Partaer with temple distributors

Consumer Engagement [ Positioning 1ssues ] | Partner with high end brands I

Need for consumer education

RISK ASSESSMENT

19edw| B[20S @ UOREACUU|

Digital-first, premium branding,
consistency. H
H Product Diversification Limited Offerings Launch duct |
PRODUCT QUALITY H g5 aunch new product line
'WASTE REPURPOSING H
Al-driven personalization improves Lenskart { India)- Al powered IMPROVEMENT i cre . ~
SUBSCRIPTION BASED INCOME MODEL retention and revene ‘ ‘ ‘syswsar recommendation ‘ 1 DIGITAL CULTURAL Fartes. Growing eco-friendly Technology and Transparency | Cyber Risks ] | Strengthen Blockchain security
DISRUPTION HERITAGE market demand
| e 1 § Glabal expansion potential —  ——
~ N - Strategic partnerships & digital channels
Operational Scale & Efficiency
e e e e e e e . e e e e e e e B o B S o T o B T o o S S T B o B o T o o S o B o T o lﬂ o e e ——————————————— ————— ———————————— ——— —— ————— ——————————

PROBLEM OVERVIEW SOLUTION OVERVIEW

Phool.co, a biomaterials startup recycling temple waste, faces challenges in
scaling production and maintaining its ethical labor practices. The company
also needs to compete with rivals, educate consumers on its premium,
sustainable products, and navigate international expansion, including branding
and marketing complexities.

The solution proposes a comprehensive growth strategy for Phool.co, focusing
on scalability through a phased approach from local hubs to global licensing. It
includes innovating the supply chain with Al-powered sorting and blockchain
tracking, building consumer awareness via an STP model, and leveraging a
personalized subscription service for retention.

,_____________\
e ———
/T T T T T T TTTTTN
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https://drive.google.com/file/d/1RcWdSYXKSwp8dutMixoF6G2MeTRYfUFR/view?usp=sharing
https://drive.google.com/file/d/1RcWdSYXKSwp8dutMixoF6G2MeTRYfUFR/view?usp=sharing
https://drive.google.com/file/d/1RcWdSYXKSwp8dutMixoF6G2MeTRYfUFR/view?usp=sharing
https://drive.google.com/file/d/17XpEVEynqBRinV1dlUvZ2eElUeIOLmoy/view?usp=sharing
https://drive.google.com/file/d/17XpEVEynqBRinV1dlUvZ2eElUeIOLmoy/view?usp=sharing
https://drive.google.com/file/d/17XpEVEynqBRinV1dlUvZ2eElUeIOLmoy/view?usp=sharing
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- - PROBLEM STATEMENT
Finance Hansraj 5

A

{

|
|
|
|
I e Competitive benchmarking

I e Strategic alternatives assessment
|

|

|

\
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- * Capital allocation roadmap SOLUTION DECK
Winner E-Commerce ;

\
I
|
I

e Unit economics modeling I
|
|
I
|
|

e Final strategic recommendation } @

___________________________ 7

Executive Summary

- - - -
capltul Allocatlon Our goal: RapidKart is burning n n i osing Y90 per order. This strategy outlines a path to profitability Flnul Recommendatlon

while staying competitive in Ind nerce market

PRIVATE LABEL DEVELOPEMENT

Net Loss Per Order 249.5-386.8= -I7.9 eIt

KEY PERFORMANCE INDICATORS

2 Private Label Develoy

@ Operational Runway (50%) OPERATIONAL RUNWAY PHASE WISE LAUNCH STRATEGY KEY PERFORMANCE INDICATORS
@ Store Optimization (15%) Ersures over 6 months of operational buffer to navigate market uncertainties while Implementing CURRENT ECONOMICS PER ORDER SENSITIVITY ANALYSIS AND BREAKEVEN SCENARIOS
EFFICIENCY FOCUS KPI TARGET VALUE
@ Technology and Automation (15%) oward growth. A DT INR 370 Impact of increasing AOV by 10% (to 407) 2. Impact of increasing gross margin to 16% 15tore Network Rationalization Contribution Margin per Order | Positive within 12 months
STORE OPTIMIZATION e S e © Close 100 underperforming dark stores UNITECONOMICS CACJLTV Ratio <0.3within 18 months
@ Private Label Development (10%) © Optimize ramaining stores N
Funds will be Used to shut down 100 underperforming dark stores and Upgrade the remaining 100 for I New Gross Margin = 2407 x 14% = 257 | I New Gross Margin = 370 = 16% = ?59-2] w;":'g“ ”E"fw'."‘;f costs by 25% Monthly Active Users (MAUS) | 1.5 million within 12 months
Loyalty and Subscription Program (5%) proved efficiency. Buc slease is linke . . and ¢ optimal . :
Ic?n;:w STICANES BUSSEH THEME I TRIRGS SEURIING ST S3%, Bnd T3 oF Setimes sias Gross Margin 14% (INR 51.8) I Improvement: ¥5.2 per order | l Improvement: ¥7.4 per order I * Rcoibrot t020-28 mievas promise Order Frequency (Subscribers) 4+ orders monthly
@ Contingeney Fund (5%) = 2 {“9‘9":;‘;"’“::"“ ing SV‘;";’D Orders per Dark Store 700+ daily within & months
OLOGY AND AUTOMATION ¢ TongerRecicn reluery costs byt e
Inventory Wastage 5%
Investments will target Al-based inventory forecasting, delivery routing, and automated picking Delivery Cost INR 55 Per Order 3. Impact of reducing delivery cost by 10% Combined impact of all three improvements REVENUE ENHANCEMENT FINANCIAL Monthly Cash Burn €240 crore within 6 months
systems. Funds will be released only upon measurable improvements in inventory turnover and picking 1. Subscription Model Launch _ —
e, - - © 2198 monthly subscription with free delivery SUSTAINABILITY Path to Breakeven Within 24 months
| Cost Savings: ¥5.5 per order New Profit Per Order = 407 = 16% - + Gamified rewards system

Will support product development, manufacturer partnerships, and go-to-market strategies for | Improvement: ¥18.1 per order = Bagin with 10 high-marg
private labels. Funding is milestone-based, triggered by successful product testing and margin targets N o Focus on quality and value positioning SEVERITY MITIGATION
Profit Per Order P N b et el eerd 4 o et Aess e e # Target Launch first wave
For RapidKart to break even, it would need to achieve one of these scenarios Launch private labals and snrich subscription]
LOYALTY AND SUBSCRIPTION PROGRAM SCALING EFFICIENCY Competitive Response High P with unique banafits. g
n 1 Private Label Expansion -
Allocated towards platform development and initial customer acquisition through incentives. Fund AOV x Gross Margin INR 370 x 14% RapidKart would need to increase its Ancther scenario involves reducing o Expand to 50+ categories Custormer Accemtance ediurm Communicate changes clearly; offer optional
release is tied to metrics like ipti and ion i Average Order Value (AOV) to 71,013 1o delivery costs to 20 while raising the = B P e P 10-min delivery tier.
= ! ) o Target:20% saes mi
break even, assuming all other factors ...I . 25 i i i il  sctit -
¥ " ¥ s qross margin to 24 3%, & 25% grass margin an private labals. . N N Tie funding to milestones; activate cost
( ) Delivery Cost ( ) INR 55 remain unchanged. g g 27ech - iR Cash Burn Continuation High reduction contingency plans.
= Automated inventory management
. o Enhanced delivery optimization tarund ] Diversify suppliers; test private label supply
Reserved for unforeseen market opportunities or competitive threats Usage requires board approval . Even if all other costs, including CAC © Target: 15% reduction in wastoge Supply Chain Disruptions Medium-High chain in phases.
and a positive return on investment analysis. (-) Other Costs (-) INR86.8 Achieving a gross margin of 39.2% S
and fixed owverheads, were brought =
without altering other variables could down to 0, the company would still ,R
N n . the o v E
(') INR 90 fisa lead to breakeven. face a loss of 3.2 per order.

—_—————————————————————— e e N o —————————— e e e
PROBLEM OVERVIEW i i SOLUTION OVERVIEW
RapidKart, a VC-backed quick commerce startup, is burning significant cash } Y | I The solution proposes a phased strategic turnaround to achieve profitability
and facing severe financial headwinds, with a monthly net burn of 280 crore and } J I within 24 months. The initial phase focuses on efficiency by rationalizing the
a net loss of 85-295 per order. Despite strong growth, its unit economics are I I dark store network and resetting delivery times. This is followed by a revenue-
unsustainable due to high delivery costs, low gross margins, and a high | I enhancing phase through a subscription model and private label development,
customer acquisition cost. The company's dark stores operate at only 26% of I I all supported by a clear capital allocation roadmap.
optimal capacity, and it faces intense competition and investor scrutiny. ,' {\ )
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https://drive.google.com/file/d/10hF9ia9cO3pJc5GiRYy1DVKjD93QMvUC/view?usp=sharing
https://drive.google.com/file/d/10hF9ia9cO3pJc5GiRYy1DVKjD93QMvUC/view?usp=sharing
https://drive.google.com/file/d/10hF9ia9cO3pJc5GiRYy1DVKjD93QMvUC/view?usp=sharing
https://drive.google.com/file/d/1wOamsMtTrhaui5VHr7FXMCaT-Xhjp2y2/view?usp=sharing
https://drive.google.com/file/d/1wOamsMtTrhaui5VHr7FXMCaT-Xhjp2y2/view?usp=sharing
https://drive.google.com/file/d/1wOamsMtTrhaui5VHr7FXMCaT-Xhjp2y2/view?usp=sharing
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Strategy & Operations SRCC

6
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Winner offshoring/IT Services

Resources

DELIVERABLES SUMMARY PROBLEM STATEMENT

L

I I
I I
I I
I e Impact analysis performed I
|+ Crisis management strategy I
I e Operational continuity measures I
I I
I |
| I
N 7

&

e Long-term recommendations SOLUTION DECK

e Risk mitigation plans

€

OVERCOMING CONNECTIVITY CHALLENGE - Internet Blackout

T T S S I N [ I i o

CLIENT COMMUNICATION AND REDRESSAL ) OPERATIONAL CONTINUITY
CRISIS RESPONSE TASK FORCE Tiered Access ized Hubs Micro-

Operations
A dedicated Crisis Response Task Force is vital for immediate and

@ sustained management of the internet shutdown. This team will centralize : fd EL &5

communication, handling client concerns with empathy and efficiency. To o maimtain ertical All internet-dependent services
operations  during @ nogred  co-working are halted, impacting

shutdown,  GlobalTech

to work In controlled .
g To overcome the internet blackout, GlobalTech Solutions must e T Soutlons will esmablish oo management, and SaniCa contract losses.

leverage non-internet-dependent communication channels. SMS ‘maintenance) operational hubs in major delivery.
messaging, direct phone calls, and, where feasible, radio-based cities
communication will be employed to disseminate crucial updates.

=] CLIENT-SPECIFIC MITIGATION PLANS Empl pport: Ensuring Productivity & Morale
For high-value clients, GlobalTech Solutions will implement Crisis Training Temporary Office Alternative Work )

- = E— q Acceleration Spaces Assignments
client-specific mitigation plans. Dedicated account managers .
will be assigned to ensure direct, personalized communication. .|
fiz 1 Lo (4] (5]

. LEGAL & SLA ADJUSTMENTS Conduct rapid-  providing physical access e T The internal weakness given to us The abrupt change in operations
GlobalTech Selutions’ legal team will immediately engage in renegotiating :"“""m “';‘m office locations for key  will be reassigned to is that 60% of employees have raises concerns about data
SLAs with clients. Force majeure clauses will be introduced to account for o) handie employees "“’;;‘:m_: offiine training, not under gone formal crisis security and compliance with
government-imposed restrictions, protecting the company from potential disruptions effectively. . oqown is a crucial documentation, or RAD response training,  increasing regulations.
penalties due to circumstances beyond its control. strategy for GlobalTech projects. response time by 40%.

CHIMAIADY [ na [ CTDATERV Bl oc-nvncnnaminn Bl oice mimicaTtinng

PROBLEM OVERVIEW

A national internet shutdown has critically impacted GlobalTech Solutions, an
offshoring MNC. The crisis has halted internet-dependent services, jeopardizing
client relations, diminishing employee productivity, and raising serious data
security risks. The company urgently requires a comprehensive crisis
management strategy to ensure operational continuity.

—

—_—— e/

Clients are woicing concerns

services (client support, 3 B s
MULTI-CHANNEL UPDATES A nationwide Internet i ployaes ey N regarding service continuity and
' cybersecurity, finance, e Lk communication, i project delays, risking potential

Employees are unable to perform
their duties effectively, leading to
diminished morale and
productivity.

PROBLEM BREAKDOWN

COMPANY STRENGTH

Multiingual support capabilities:
operations in 12 languages and
covering 85% of global client
demand

Global tech has its own satellite
based intemet allowing essential
services to run even when the

national network in down

Reassessment:
Evaluate the current state With the national internet shutdown, operational
of GlobalTech to look for L i N efficiency would typically drop 50% due to
Operational Performance 35% halted services and project delays.
the key areas affected by after Internet Shutdown This KPI measures how effectively GlobalTech
the crisis ‘Solutions maintains its core operations despite the However, our satellite-based internet ensures
crisis. A major disruption would lead to missed continuity for essential operations, mitigating
deadlines, service failures, and financial losses. I Without Satellite internet losses.
[l With Satellite Internet
Restructuring: 35% Clients fear service disruptions and potential
ng L h contract breaches, leading to up to 35%
Implement changes based contract ions.
on the reassessment to Client Relationships Clients are the lifeblood of GlobalTech, and their trust 25%
enhance operational is fragile during crises. Poor communication or failure By implementing erisis-proof service tiers, Al-
N P! to deliver services could result in contract losses, [l Wwithout Satellite Internet driven client communication, and SLA
efficiency & employee penalties, and long-term damage to our brand. [ With stellte nternet renegotiation, we convert risk into reassurance.
support
With 60% of employees untrained in crisis
| Vo 40% response, productivity initially drops 40% due
. to confusion and inefficiency.
= Renewal: _ Employee Performance Employees are essential for execution, and 60% are 25%

¢ Foster a culture of continuous untrained in crisis response, making them a potential Workforce decentralization (satellite work hubs,
improvement through training bottieneck Ademotivated or unprepared workforce [ Without Satellte Internet Al copilats, gamified training) will turn crisis into

and focusing on enhancing could slow our recovery and impact service quality. [ Wi satelite Internet an upskilling opportunity

client relations
SUMMARY CSTRATEGY - RECOMMENDATION - RISK MITIGATION

SOLUTION OVERVIEW

The solution outlines a comprehensive crisis management strategy for
GlobalTech based on a 3R Model. It leverages the company’s satellite internet
to ensure operational continuity through tiered access and decentralized hubs,
while a crisis task force handles client commmunication and SLA renegotiations.
The plan also includes employee training, emotional support, and long-term
recommendations like expanding the satellite network to mitigate future risks.
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https://drive.google.com/file/d/1HiaaEokgZQFCWzYiR2y4tdifgByfRsSQ/view?usp=sharing
https://drive.google.com/file/d/1HiaaEokgZQFCWzYiR2y4tdifgByfRsSQ/view?usp=sharing
https://drive.google.com/file/d/1HiaaEokgZQFCWzYiR2y4tdifgByfRsSQ/view?usp=sharing
https://drive.google.com/file/d/17vzK1papbyZ4iQtGJhbrsz4gvMxXNfu6/view?usp=sharing
https://drive.google.com/file/d/17vzK1papbyZ4iQtGJhbrsz4gvMxXNfu6/view?usp=sharing
https://drive.google.com/file/d/17vzK1papbyZ4iQtGJhbrsz4gvMxXNfu6/view?usp=sharing
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Rank
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G v 1900+ Offices in India and BBB+ wale ICR Outlook AAA/Stable E directly
g presence in 25 countries c l W v Offers unique policies and specialized plans for diabetes, cancer,
. E ¥ High degree of financial standing r'SI T & o quep . y p ! :
| e cardiac issues, and autism et cetera
LS i
e @ ¥ Underwriting losses from high claim ratios in health and motor P g ¥ Higher premiums than competitors for similar coverage
!mi insurance mg ¥ Limited OPD coverage; most plans exclude consultations and tests
e g Heavy reliance on government business; policy changes pose risks | % S unless hospitalization is involved
| H
! H
'd
2
a v

CASE STUDY

Competitor analysis to identify gaps in the market, capitalize on opportunities, and position our business strategically

I TR TN T (sl 14% Stake in General Insurance market

i
3.8k |
Crores ]

|

1

KEY
‘ HIGHLIGHTS

=) (=)
! FY2024-25

Sales CAGR YoY (Q3) Net profit Stock P/E Gross Premium | | |

B++ Stable- FSR Rating

HIGHUGHTS
FY2024-25

@,

v Strong claim settlement with in-house processing for faster service

<

Offer policies for unique situations with better coverage at
affordable premiums

Full coverage health policies including OPD expenses like
consultations, tests, and meds.

2 O &
High Claim Ratlas High Premiums LTI o Complex Claims 1 Rigid Plans
ISSUES @ g "ah Premiums A, ol ° ; =
IMPACTED Govt. Dependem:e e Limited OPD “] e Policy Exclusions ;l o Strong Competition E[E

v

¥ Building a balanced portfolio, serving both corporate and retail
clients to reduce government reliance

Leverage Al-driven risk assessment and dynamic pricing models to
minimize losses, optimize premiums, and improve profitability

@ =
&..
G:\PS

INDUSTRY IMPACT OF MARKETING PRODUCT & TECH. STARTETGIC

T T S S [ S i e

PROBLEM OVERVIEW

Sector
Fintech/Insurance

INDUSTRY ANALYSIS

Decoding the Dynamics of the Insurance Industry

nCLR

Case Library and
Resources

DELIVERABLES SUMMARY

e FDIimpact analysis

PROBLEM STATEMENT

e Consumer awareness strategy

Market positioning plan
e Tech/product roadmap
e Strategic partnerships

SOLUTION DECK

5th !

Largest Insurance
Market Globally

20+

Policies Sold Every
Second

50-

Crore Lives

60-

Companies in

Covered by Govt.
Indian Industry

Schemes

Increased l,U u l Lower
Competition
The entry of fully
foreign owned
insurance companies
will heighten
competition for
domestic player

Foreign expertise wi
likely lead to more

service.

Ditto Insurance, a new-age insurance advisory platform for Indian millennials,
faces a new challenge with the government's announcement of a 100% FDI
allowance in the insurance sector. This policy change will introduce increased
foreign competition, innovative products, and global best practices, which
could threaten Ditto's market position. The company must now develop a
comprehensive plan to leverage its strengths and lead the market.

S

Market Size Over The Years (in $ bn.)

M Premiums

affordable premiums,
innovative schemes &
improved customer

INDUSTRY ANALYSIS

10000

obal
276.34

CAGR 4.8% 2029

\
8000 _gow ccrsT

228.67

2025 Domestic

IMPACT OF 100% FDI ON COMPETITIVE DYNAMICS I

Market
Penetration

Tech-Driven
Innovation

Rgﬁ
Adopting global best
technologies
like seamless digital
claims and Al
underwriting will
reshape the industry.

B

With FDI inflow,
insurers will expand
their reach, which will
boost awareness,
penetration and job
creation.

I MARKET SHARE

mLIC / ~
i — \
W HDFC Standard dng) D :
m S8/ Hil
How we can Help you ?
ICICI Prudential
Record your issue and get
Others personalized solution in your
language.

BAJAJ|Allianz @,

?icici€ Lombard @

Bl,Rkstl, HATHAWAY inc.

PRODUCT & TECHNOLOGY STRATEGY

Product Innovation and Technological Edge

I Personalized Al 24*7

,,‘5, Health Tracker

I Q\ Ditto Insurance %

% 15%
99/1°° % 309
Daily
Score

KEY PLAYERS

KCAL

Z 6-8hrs. “
z
‘ 'z Sleep Early
wake Up Morning

. ’ & Dail;'«
O SBlLife - |_ | c W () 300 core
g ;

Apne Liye. Apno Ke Liye. issue has been resolved.
wwrﬁ a5 ﬂu-w -ﬁ-n r‘| s

&% Message.....

I Incentive Based Tracker

Daily

7100 § B,

> —
Achieved

L1+
® < J

® <

INDUSTRY IMPACT OF

MARKETING

Providing 24*7 Al
Powered voice assistance
where customer generate its
query via voice and gets the
answer by Al

Integrating blockchain and
enhancing security for all the

-

insurance claims
and payments

Implement Al-driven
behavior-based insurance
pricing, where premiums adjust
dynamically based on
real-time lifestyle data and also
Partner with wearable
tech brands for health
tracker and
generating additional
revenue

PRODUCT & TECH. STARTETGIC

SOLUTION OVERVIEW

The solution proposes a strategic plan to capitalize on the 100% FDI allowance. It
includes a marketing strategy with localized, youth-centric branding and
celebrity endorsements. The product and technology roadmap focuses on a

"Personalized Al 24*7" chatbot and an

incentive-based health tracker for

dynamic pricing, while strategic partnerships with international players like
Aviva and Swiss Re are identified to fuel growth and enhance service offerings.

© 180 Degrees Consulting - Shri Ram College of Commerce

—_ e/


https://drive.google.com/file/d/1CiSgGr2p9lZtZFVYw8PszwrWHQfPUaAw/view
https://drive.google.com/file/d/1CiSgGr2p9lZtZFVYw8PszwrWHQfPUaAw/view
https://drive.google.com/file/d/1CiSgGr2p9lZtZFVYw8PszwrWHQfPUaAw/view
https://drive.google.com/file/d/1CiSgGr2p9lZtZFVYw8PszwrWHQfPUaAw/view
https://drive.google.com/file/d/1CiSgGr2p9lZtZFVYw8PszwrWHQfPUaAw/view
https://drive.google.com/file/d/1hIIxX2G48_BtxiC-n2DsY49ikuXw-Sgr/view
https://drive.google.com/file/d/1hIIxX2G48_BtxiC-n2DsY49ikuXw-Sgr/view
https://drive.google.com/file/d/1hIIxX2G48_BtxiC-n2DsY49ikuXw-Sgr/view
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Business & Growth IIT Kanpur 5
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I I
I I
I |
I e Product, brand strategy I
I  Pricing strategy, tactics I
I e Communications strategy, tactics I
I I
I |
| I
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Rank Sector
Winner Footwear

e Short-term distribution plan SOLUTION DECK

e Long-term distribution plan

€

I

BRAND VALUE PROPOSITION ; L)

T T S N [ I [ i o o

THE SNEAKER INDUSTRY- MARKET OVERVIEW & LANDSCAPE CUSTOMER SEGMENTATION
Premium o . Brand : DEX " A PAI"
INDUSTRY ANALYSIS m (oRe.3,000) Rs. 10,000 + « Premium, yet ffordable BOOKMYSHOW X STRIDEX : THE ULTIMATE SNEAKER PASS STRIDEX "JOOTA CHHUPAI
ﬂﬁ. * Sneaker Cult Community GUERRILLA CAMPAIGN
e = Key Assumption1: Q * Pay for Quality, not Brand * Leverage IPL's reach to boost brand awareness
& | (inbision dosars) f The Indian | WXURY [B-3 N . HOCHI , . .
e e | = * One pair of premium yet id (Rs. 1,001 —_— Product X s 'I' R I n E « Create exclusivity with o limited-edition -~
. & i e | (?? Gucct 12| affordable sneakers costs 24,000 3,000) QM=TRC 5,000 - 10,000 sneaker shaped tickets and collectibles I o i
| LENCAGE G Isi - Rs. - * Durable craftsmanshi I \ ; idai s
a3 | grow from $3.18 | H Kay Assumplion 21 4 d . Erarim tbolis P + Position StrideX as the go-to brand bridging I H | Pasition Stridex
2 i in20%510 | | &l Baia « Re. 10,000 shoe feel sneaker culture and cricket fandom 10| t as a playtul yet
| $4.32B by 2030, | AFFoRDASLE J’ eremom | O i * Number of GenZ Sneaker Economy (Rs. 501-1,000) o Brand Product S |w i premium
2 | S 1 & | 1= enthusiasts who prefer premium campus Experience L L SIS c rP (@ brand
| with the luxury | |54 ff, ! - P P StrideX & BookMySh IPLpl & k hare thei 19]
I footwear i iai yet affordable sneakers = 5.25M . Rs.3,000 - 5,000 Ti okMyShow IPL players & snaaker Fans can share their o
. | : | ~y 15! . RELAXC Mass Premium " v « Affordable exclusivity offer sneaker-shaped IPL influencers will highlight unbexing experience ~
| accounting for i pUmA i 3| * Willingness to purchase = 40% Mass (<Rs. 500) w ~ v « Personalised brand points tickets with a mini their exclusiva StrideX using #StrideXIPL for a Ir;"I
[ " " " keychain replicating tickets & keychains on han to win a StrideX
| seme s & 7+ ol adopion ats = 20% vy sthineN * Engoging dighal presence o LR et Sl B S e oo 2 B =2 /45
T’ geti indivi i i g}
orgeting y y " m
1 No. of GenZ Sneaker enthusiasts who prefer young adults  blending tradition with S 10|
PERFORMANCE METRICS | PORTER’S FIVE FORCES » P yet *Costota VALUE ADDITION CONSUMER WILLINGNESS TO BUY UNIT ECONOMICS OF A SHOE STRIDEX X SUBWAY SURFERS INDIA Ggedai-28  modemuends & orecksrionds T im
=5.25M * 24,000
“ " yat = eqaq o ordab _ The financial anatomy of a Rs. 4,000 StrideX shoe | stridex snea ""Tm""- » Subway Su uT_ cultural Sneaker
Higher Urbanization L= y L - L) 7 -_ Justifiable 24,000 feels high but ]usuf:ed with Rs. 480 Is StrideX's profit « Players unlock an exclusive Stridex sneaker booster for faster Integration Giveaway
P'.- m ™ & in-game running.
m\l:lum:b : ":: . """' a L MELEERCE s Ll Ty S640M Pricng z:'a:"l;lbiz:“nfg:aliry in material, design, SHale S soe + New "StridaX Surfer’ Charactar featuring StrideX
ashion purchase rate = $1.68 * 0.40 SAM + India-Themed Subway Map
Threat of Substitutes Thoughtful Add-ons . . ’ :
auym» ug Comparison sneakerheads will compare it to [ “Run the Stroots” Roal-World TrecsuroFunt |
Influencer Online ) a = ) to Premium pjke Adidas, & New Balance, X * A natienwide sneaker hunt in Delhi, Mumbai, and Bangalore,
nd Digital Retail ﬁ“i-l Power A a aleaa & o Brands 2 s o - N + Players scan QR codes at snecker stores, street art, and metro
q 9 $128M TUE LA expecting similar quality & design stations to collect digital Subway Surfers coins,
Marketing Expansion a -- SoM Adoption Rate = 640M * 0.20 s T R l n EI‘ + Top players win an egxclusiva St‘r’i‘r‘!ex * Subway Surfers
: T L0, Affordable Position it as a premium sneaker at sheaker:
I'"W'VI amass ""‘-"ke“ price—a "steal deal [ Freight, Insurance, Dutles: Rs. 300 (7.5%) [ Income Tax: Rs. 150 (3.76%)
Appeal  for style-conscious buyers. 9 Marketing: Rs. 450 (11.25%) Others: Rs. 300 (20%)
[ Retailer Margin: Rs. 900 (22.5%)

PROBLEM OVERVIEW SOLUTION OVERVIEW

LuxStride, a luxury sneaker brand, is launching "Stridex” to enter India’'s rapidly
growing "masstige” sneaker market, which is already dominated by established
players like Puma and Nike. The company faces the strategic dilemma of

I
|
} The solution proposes to position Stridex as a premium brand that fuses modern
I
I
|
maintaining its premium brand identity while offering an affordable product. The I
I
I
.

|
|
|
|
I
I design with traditional Indian craftsmanship. The marketing strategy targets Gen
I Z through influencer events, AR try-ons, and gamification. It recommends
I
|
|
I
|
AN

brand needs to carefully develop a plan covering product positioning, pricing,
communication strategies targeting Gen Z, and a phased distribution approach.

—

Surfers for in-game content. The phased distribution plan starts with a digital-first
approach on premium platforms and then expands offline to flagship stores.

I
I
I
I
I
I
I
I
partnerships with BookMyShow for IPL tickets and the mobile game Subway I
I
I
I
7
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UNDERSTANDING THE CHALLENGE:
COMPREHENSIVE OVERVIEW

FUTURE OUTLOOK: ASP FEASIBILITY :
& PROFITABILITY SAFEGUARDS b

STRATEGIC FOUNDATION FOR T C
PREMIUMISATION DAL

(1] PROBLEM STATEMENT ANALYSIS ©  TECHNOVA OVERVIEW () KEY ASSUMPTION ABOUT TECHNOVA

ASP Gap: Gradual
13K toX25K  Premiumisation

Product and pricing strategies for TechNova

(1] PRODUCT STRATEGY

Existing Budget New Aspirational Improving Brand Ecosystem
Ci p Di

Shift brand
perception

Retention of budget
segment loyalty

Profitability while
scaling operations

TechNova is a prominent player in India's
smartphone market, recognized for its
feature-rich devices offered at competitive
prices. The company operates primarily in
the affordable & value-driven segment,
which has significantly contributed to its
volume growth

IMPACT

ently offers 5

Short-Term KPls
» % Revenue from Devices Above t20,000
. A

Enhanced features and
oxciusivity offer (he

PREMIUM
O oopmon

2ls in its portfolio

(2] PRICING STRATEGY

Hybrid Approach
[ TechNova will adapt a dual pricing strategy ]

I (I |

£9,000 -
¥15,000

The price range of th
targets the budget-cons:

BRAND
@ encepmion

SEVERITY

Long-Term KPls ¥early enhancements in camera, design,
@ = Brand Aff ! Pre Ll re INPS)
/OF © X Suls from Premium Segment {€25K-
EZ{T))  » ecosystam attach Rate
3 e

with better battery, cameras,”
chipsets 1o justify higher pricing

design — 15-20% price: hike

YEAR 1: BASE
INFLATION AND

‘ « Budget phoaes upgraded
© sromasury

TechNova does not currently offer a broader ecosystem Shert-Term Strategies Long-Term i Technors Ul launched st UPGRADE &
. P T o o dget Segment share drops from 100% to . love aunched PREMIUM
stemer Lifetime Value (CLTV) PRIMARY RESEARCH of products (e.g., smartwatches, tablets, loT devices) o i i 2 start premium
P P —— - = P °g To raise TachNowa s Averaga Saling Price from E13K 1o 28K ihrough a phased, segment-specific product siatogy 82%, while premium rises from 0% to 18% ooy oo sy ENTRY
EXECUTION ross-Stage s

1 " " inthe short term. we &im [0 upgrade core models & introduce & flagship line [0 caplure value-diven e
TachNova may struggle with consumar accaptancs, markst lary & | 8 of 10 respandents prioritize Camera e

T T S S [ S i e

! # Churn Rate of Bugget Customers
prey e oinetion fa - S| COMPETITIVE | pricing sarsiovity. D * MarkerS ment Quality when purchasing a new smartphone 7.5 Owr the fang tarm, the focus wil shift o sirengihening brand perception hrough innovation-led devices and expanding ket b
e're Identifying and rating R o justify TechNova's INDUSTRY I ' - Gross M ¥ 3 P % ne ecosystem fo (Vve SUSIAE premium Growth YEAR 2: MID- " Snapdragon chips, AMOLED
wremium pricing strategy and strengthen fis competiirve positioning. ] T e  Time 1o B iagship Line Rlslngi)n put cu;ls s Sh— TIER PUSH & 1
squeezing margins TachNova's current market - « Ultra Pro added, premium
anetration in the Indian online, showing strong & WIDER share rises 10 10%, ASP
(2] PROTECTING PROFITABILITY (<] BALANCING THE RISK WITHN MITIGATION [ <] CONCLUSION L PREMIUM LINE Increases sharply
smartphone market commerce presence and appeal
AFFORDABLE OWNERSHIP VIA LOYALTY-DRIVEN FINANCING MITIGATIONS reasiry || B Q::x;mﬁx::émfﬂ?ﬁ; Sgs”l::gs High ,,:]m. ,mltm,
s i margin model i PRODUCT LINEUP YEAR 3:
‘9‘& Offer stiractve EMI pans « trade-in bonuses for existng users | | @) Enhanced features, influencer push, and EMI options K THE PREMIUM MARKET WITH A FLAGSHIP LINE '9 of 10 respondents consicer 2 Eeam\ESS. - Ul Maniscocted oREMIUM
Ge® Upgrading to premium madels ta reduce churn ot > FOCUSED ON CAMERA, PERFORMANGE, AND Liivedpriing ross-device experience ta be very importan Model Price (7) Share (%) Contribution (¥) now 3 models GROWTH &
i irati i iti BATTERY TO ALIGN WITH CUSTOMER PRIORITIES
TIERED PORTFOLIO WITH GRADUAL ASP MIGRATION @ Branding and aspirational marketing, luxury editions Kk oo power B EEEEEEN] R — iyt Nimdror - IO BRAND SHIFT
== TechHova seer as
42 ﬂﬂ\ﬂ\ﬂ\ﬂ\ﬂ\ﬂﬂﬂ Jwational
U roce wes oot v s | | @ St sl partmer smart oo wrfodback B o 1P ooLED OrrERINGS 10 DRVE STCKINESS Consumers shifting Techowas ensms e sren e s s o
4 model with better features to margins A STICKINESS echNova Basic .
= O Nowcost EMIs, trade ional ori N AND LONG-TERM CUSTOMER LOYALTY '“m:": :L‘::‘;:::m’ " T vercome the fear of upgrading 1o 8 premium =
STRATEGIC TIERED BUNDLING o-c s, trade-ins, regional price tweaks 'y N 70% respondents said that poor service + Davelop Smartwalchas, carbus, and Tables 10 onabia e o T A e o 1 o e et
Ca ’ ARKETING, AND PARTNC R DS EeREs would make them switch to anather brand | | TechNova Plus -
Bundle mid-premium models with loT devices (e g, smart bands) . L MARKETING, AND PARTNERSHIPS ENSURES Current offerings lacking The visual roadmap illustrates TechNova's phased transition in Average Selling Price (ASP) over the next
3 e e e e T © Proprietary features, faster R&D, exclusive tie-ups N A SUSTAINABLE ASP UPLIFT WHILE SAFEGUARDING Current L s percesion Buough storyleling influsncer markeling and e e T Tt el e et
CORE VALUE-CONSCIOUS CUSTOMERS s P No distint premium TechMava Pro onsistant dasign 1anguage s0r0ss It
T | tate o product identity - [
TechNova Perceived as “value-for- TechNova Max
maney," not

PROBLEM OVERVIEW

TechNova, a leader in value-for-money smartphones (ASP of 213,000), must
premiumise as the market average selling price (ASP) rises to 225,000. Major
issues faced include pressure on budget segment margins from rising input
costs, a non-aspirational brand perception, and the critical task of moving to
higher ASP categories over three years without alienating loyal, budget-

conscious consumers.

© 180 Degrees Consulting - Shri Ram College of Commerce
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SOLUTION OVERVIEW

The solution proposes a three-year strategic roadmap for TechNova to achieve
premiumization through a dual-track approach. It recommends a gradual
upgrade of budget models and the simultaneous launch of a new flagship line
(starting at £25,000) to increase the average selling price. The plan addresses
customer migration fears with trade-in offers and flexible financing, and it aims
to build an ecosystem of complementary devices to drive long-term loyalty.

—_ e/
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TACKLING ATTRITION 66 Don’t wait for opportunities to come to you, create - 7 " "
your own opportunities. . bR \)
r—r—
THE DEPARTURE DIARY: WHY THEY LEFT HEALTHY WORK ENVIRONMENT INITIATIVES
Absconding ey Drivers: | HEALTH INFRA UPGRADES VIA TATATRUSTS || AI WORKLOAD TON VIA TCs]
3 n
“The Pressure was foo much.” 738 25% @,ﬁ &
Cates  Percentage Rolocationstress  Cultural alienation
— ot
ﬂ\, “It Never Felt Like Home™ 949 32% ; =
Cases  Porcontage  family separation Ak sackl .
e o Eegin Aolloutin High-
Y _ o ) e, i
1} “My Body Gave Out Before My Wi 526 18% . ==
Cases  Percontage  Chronic fatigue 7% MO COMPENSATION REDESIGN & FINANCIAL WELL-BEING
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hanges

STRATEGIC INITIATIVES FOR EMPLOYEE RETENTION & ENGAGEMENT =) \
| mnrTiATIVES |

FLEXIBLE RELOCATION FRAMEWORK CAREER PROGRESSION PATHWAYS

| mamaTives |
PRESEAVE
——— HOMETOWN TRANSFER POLICY ——  —— MICROFINANCE SKILL ACADEMIES — \ / "2 \, / ahd
T == ; T e
-y Ensure Rural 51 { I
. b4 @@= @ (@ pomvn E..m :
v Y \rhan Comtaparts = - s Adogticn
Transter after 18 months Pilot: Oclisha & Regionalhubs _Training in digital NABARD v
in remote regians. Chhattisgarh tools & compliance  partnership
——— CULTURAL BUDDY SYSTEM —— JOB PORTAL FOR LATERAL MOVES —— EXPECTED OUTCOMES
& ATTRITION REDUCTION PRODUCTIVITY GAINS WELL-BEING IMPROVEMENT
90% — 55% 25% Faster Operations 15% —» B0%
Paw new hires with culturally  Modeled on “Parivar™ - 18%
e mentors | sfart o drop Lot e Rl Health Program Penairation By P25

T T S S [ S i e

PROBLEM OVERVIEW

Never underestimate the power of kindness, empathy,
and compassion in your interactions with others T

Labour Market Context

High attrition in eastern states is driven by
relocations and urban NBFC competition, amid a rural
labor surplus allowing flexible wages.

17
PATHWAYS TO RETENTION

GRASSROOTS IMPACT CHAMPIONS

DOCUMENT 3-STAGE CAREER PATHS DATA BACKING

Branch

i~ Regional Head (Tata
Manager - s

~ Capital HFT)
Publish Success Stories

Field Officer J>
of Exits Cite
Stagnation

25%
Reduction

Targeted

DELIVERY

Interactive Webinars

Monthly sessions where

promoted Employees
debunk myths

HOME DISTRICT RECRUITMENT & TRAINING PIPELINE

Tata Internal Job Portal

Highlight microfinance
alumni in urban roles

Microfi

Training ies in High-Attrition States

-

40%

ONBOARDING
DROPOUTS

Local Recruitment Model

-
3

Cuts relocation need while
presemving lending neutrality

3-month certificate covering:
molgltal lending (e-KYC, e-sign)
[-51 RBI compliance

&4 Local dialects & customer
¥ interactions

Partner with local f
colleges 51%

INFANT
Hire from same ATTRITION

district

%! Ruralroute planning
TATA AIGTIE-UP

@B 24/7 teleconsults

a Ambulance booking

DOOR-TO-DOOR SAFETY

Travel covered as
“work hours”™

ECONOMIC IMPACT

F12CR v{ T18CR
cost f saving

6 Cr/year
net gain

Tata STRIVE's vocational |

training approach
Achieved 80% completion
rates in Rajasthan pilot zones

Accident protection
during commute

Boosts trust & retention in high-mobility roles

‘ Chronic care support

Tata Capital's microfinance unit is facing a high annualized attrition rate of 90%,
causing significant operational and financial issues. Key drivers of this attrition

include mandatory postings in remote locations,

challenging working conditions, limited career progression, and uncompetitive
compensation. The company needs to find innovative ways to increase
employee satisfaction and retain its workforce to sustain operational efficiency.

S

demanding work hours,

&./

“SEED TO SCALE" CAREER NARRATIVES

30% > FocusStates N ummim |\ fwsin

GROUP SAFETY, HEALTH & WELLBEING POLICY [P,

1
1
i
1
1
1
I
1
!

Digital job portal
development

CLR

Case Library and
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DELIVERABLES SUMMARY

Employee retention, engagement

PROB

LEM STATEMENT

S,

v

Workplace productivity optimization

G

Healthy work environment
Talent attraction, growth

SOLUTION DECK
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rey

Implementation roadmap

G

CURRENT SCENARIO “

BUSINESS OVERVIEW

DATA DRIVEN NARRATIVES IMPACT HR CHALLENGES IN
Link Stori MICROFINANCE DIVISION
ink Stories P
B 40% T L__._ LTT ol Large Scale Attrition
Officers Shaws beasurable  Rural Applicant Pool o tometoas P s ottngerss
rsoma ortira
PLATFORM 71.2 crorelyr b S s MULTITUDE OF REASONS
e ] : Tty
Video Vignettes -~ Local Newspapers $4.8 crore | _Management | . g;v:?u;nmuum
60-Sec Regional <= Bi-manthly columns aved P Intrastructure « Loan r::;.n......uhm,
Clips for Whatsapp with QR Codes to i) nd Developer Led Pressures
| Sharechat Employee Journeys Reduced Atirition Finance.
INTERNAL FINANCIAL SERVICES MOBILITY PROGRAM ATTRITION TRENDS
Create Clear Progression Opportunities within Tata Capital's MHEN .o WHY HOW WE COMPARE
Financial Ecosystem ATTRITION TRENDS ATTRITION TRENDS ATTRITION TRENDS ANNUALISED AVG ATTRITION
oy ~
Dedicated Platform Document Microfinance- L ~
Showcasing Career S:;c'i‘ﬁc 515:1:\‘: —
al a| r
Oppovtestied 'I'rlnsle‘l.'lhlllty to Other N
@ 8 Financial Roles
AUG' 25 APR' 28 <6M 6-24M >24M HOME ABSCOMD- HEALTH NBFC TATA  WFSI
== mes e carimaL
e o N oy - M
Skills Passport System ‘ > ﬂﬂﬂu ° L L o] éL
Workshops 90% CLUB

MONSOOM + WORKLOAD INFANT ATTRITION ABSCONDING

SURVIVING, NOT
THRIVING

RELOCATION BURNOUT +
ISOLATION

ONBOARDING &
MISMATCH ISSUES

RESOURCE REQUIREMENTS
F1.8CR

EXIT SPIKE
2,949 EXITS IN FY 24-25

451 25%

I don’t believe in taking right decisions. I take
decisions and make them right.

UNDERSTANDING PRODUCTIVITY AND EMPLOYEE WELL BEING

Role:

Tenure; 3 years

. i

w;ﬁ_{S w

PRIYA RAVI

Senior Field Officer & A Role:dunior Field Offcer
Tenure: 2 months

. m&:ﬁ'&:{ &% Lowoutput phose i n:wmﬁmn
Feels isolated & T Inveidlvge 3y A Do
wnsuppested il povtols G¥ oy burnour sk
o G A\ ity Lowioen et
HIRING & RETENTION CHALLENGES
Reglonal Recruitment :{7 Employer Branding d’P Onboarding Gaps
Hurdles 6 Issues
Vigh Recrutment challenges Struggled to attract talent for Uneven Ninboarding + Slow Tech
L ]
“ 0 Relcation policies v o
‘ Poor infrastructure T o
t“gr(:pm!x]r WA, i ot
a By 20-30% higher banuses

fo

High Attrition due
to Relocation

e
in

SYNOPSIS

&
4

Strategies Targeting

©

Operational Impact Long-Term Plan: Local

Is Severe and Costly  Retention and Well-being  Talent and Internal Mobility

Reduction in "career
growth” exits

Quarterly workshops
and training

SOLUTION OVERVIEW

The solution outlines a comprehensive 3-year strategy to reduce attrition from
90% to 55% by FY27. It recommends compensating employees with inflation-
linked rural allowances and ESOPs, and offering flexible relocation with a
hometown transfer policy. The plan also focuses on improving productivity and
well-being through Al-powered workload optimization, Mobile Health Units, and
career progression pathways with a hyper-local recruitment model.

© 180 Degrees Consulting - Shri Ram College of Commerce
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DELIVERABLES SUMMARY

PROBLEM STATEMENT

A

O

Financial analysis

Market, competitor analysis
Strategic development
Implementation planning
Key factors integration

SOLUTION DECK

1,

&

o

,.____________
[ ]

Optimize finances, streamline networks, and boost customer loyalty to restore ABC's market leadership

(STRATEQIC TURNNARUUND PLAN & 113 NIVIPLCIVIEN T A TTON
Phase-by-phase Execution Plan and ESG Strategy

o Customer Retention Plan

Secure S800M in non-core asset sales to Deploy Al chatbots across customer Pilot ABC Rewards in select markets to test . . .
strengthen liguidity DD cnviceplatiorms o Improve efficency PP « Al-driven win-back offers: 30%

customer engagement

higher conversion.
« Dynamic bundling (e.g., free
3mo HBO Max).

Implementation Phase 1: Stabilize (2024)

Reduce debt ratio to 1.4x through (( Launch ABC Rewards nationwide with full marketing

refiaanting and eamings growth support  ©xpand 5G network coverage to 50% of target regions

Implementation Phase 2 : Scale (2025)

Achieve 80% 5G coverage, solidifying network leadership )) Drive $200M in annual ad revenue from digital platforms

Gold: Free 5G speed boost
+ VIP support

.......................................................... .
anver: Discounted cloud
ESG Integration: Sustainable Competitive Strategy storage
v—- Bronze: Early access to

promotions

Implementation Phase 3 : Dominate (2026)

Environmental Governance Impact

« Investor Appeal: Meets BlackRock/MSCI ESG —
criteria for inclusion in sustainability indices. Chatbot 3.0: 8B0% query
« Customer Loyalty: 68% of Gen Z users prefer resolution 4 $50M support

eco-conscious brands
« Regulatory Edge: Preempts EU Digital Tax
penalties for high-emission telcos

=3 Chatbot 3.0: Boosting Efficiency
& Cutting Costs

PROBLEM OVERVIEW

ABC Communications, a top-five global telecom provider, faces significant
financial distress due to declining revenue (10% YoY drop), high debt (1.8 D/E
ratio) exacerbated by credit downgrades, and poor stock performance (20%
decline). Increased competition, price wars, and regulatory challenges are
squeezing profit margins, threatening its global market position and
demanding an urgent, comprehensive turnaround strategy.

—

T T S S I N [ I i o

30%

o Risk Mitigation
{2 Churn Risks:

manths) .

« Network Gaps: Accelerate 5G rollout in Price Wars High bundles + add CMOo Revenue Issue Strategies
churn-prone regions. free perks
- X Accelerate Customer Acquisition
£ Tech Risks: 5G Coverage p c1o i
Churn Reduction + AlBias: Monthly audit of Gaps "8'5‘1":"':‘6‘;!’% Regulatory Constraints Competition Impact - Targeted Marketing
recommendation algorithms. -Spectrum Auction Costs -High Competition - Promotional Offers
» Cyber Threats: $100M investment in -Net Neutrality Compliance -Stagnant ARPU
v sequrity Monthly Data
zero-trust security foiiiaad alickts Science Regulatory Engagement

/1y Execution Risks:

« Price Wars: Match competitors”
bundling (e.g., free HBO Max for 3

« Pilot Testing: Validate loyalty programs
Q in 3 markets before global launch.
« Agile Adjustments: Bi-weekly KPI

ROOT CAUSE ANALYSIS AND USER PERSONA

RISk M't'gatlon Framework Uncovering Challenges and Profiling Key Stakeholders for Future Growth

Root Cause Identification i
Rigk Impact Mitigation Owner o a Root Cause Analysis

Match rivals’

Differentiation - Palicy Advocacy

- Innovative Services - Compliance Optimization

$100M zero-trust
security rollout ciso

Cyberattacks  Critical

- Customer Experience
- Brand Positioning

Current Retention: 75 % anm— 90% + Intense price wars leading to reduced margins.

Low Impact High reviews to tweak campaigns. + Lack of differentiation in services and offerings. e Sources
pre—— + Increased customer churn due to stronger Consumer Persona
=—— woumees: Acquire competitors. Persona “ Behavior ABC's Gap
App Overhaul: Driving G arghe & Retenti sources: Axigen _ Gen Z (Digital Natives) Demands seamless 56 + Loyalty driven by No Gen Z loyahty perks
One-click bill pay ving Growtl tention (16-25) gamification (e.g., rewards)
(30% call center volume) for $200M+ ARR + Tariff Caps: Strict limits on service pricing to Tech-Savey Millennia - — -
protect consumers. (25-40) Demands 5G + bundled streaming Limited 5G coverage, no cantent partnerships
+ Data Privacy Laws: Adhering to regulations like
GDPR or India's Digital Personal Data Protection
- Act. ig SMB Owner Needs reliable business broadband + VoIP Inconsistent SLA enforcement
3 App Overhaul: Streamlining Payments, Target: 15% Retention Boost - $200M .
Reducing Calls +15% P ARR Growth . c"s"A\[sPed""“ Licenses: High 4 in
retention acquiring necessary spectrum allocations. Budget-Conscious Senior || _prefers simple, low.cost plans Complex pricing tiers

—_—— e/

SOLUTION OVERVIEW

7

|

I

|

| The solution focuses on financial restructuring to reduce debt and optimize
I costs, alongside operational optimization to enhance network efficiency and
I supply chain resilience. Key strategies include a 5G rollout, Al-powered
I predictive maintenance, a gamified customer rewards program, and robust
I ESG integration. The plan details a three-phase implementation (Stabilize, Scale,
| Dominate) with clear KPlIs, timelines, and risk mitigation.

N

© 180 Degrees Consulting - Shri Ram College of Commerce
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e Self-sustainability funding strategy
Legal assistance for households

e lLeveraging partnerships and CSR

e Fund utilization for long-term benefit
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Company Overview | SL\E
Details about the Company and its Initiatives, Partnerships and Impact en?ﬁ“‘? JNDESTIOL N
Legal Framework and Timeline > : ' Funding enactu ==
Leveraging recent government provisions and designing future path. en,iayctxué 3 0 ] Accounting for financial deficits via business venture, sponsorships and leveraging partnerships enaclus == ==
1 ABOUT THE COMPANY ‘ INITIATIVES AND PARTNERSHIPS M i
PROVIDING LEGAL ASSISTANCE IMPACT ROADMAP RESOURCE SHORTFALLS EXPLORING NEW FRONTIERS
’ e PR Llichod i id r : i o
P ——— 2026 onwards e Nan pr_uﬁt . in 2016 top . _qualttv Educatlonal Pro rams Infrastructure: Classes held in parks, Cloud Kitchen by Trained Mothers Err T T
Migrants can uvse Aadhaar number for identity proof and can give 00 Empowering young -y ecticatians heath; anclityglena reenikroas o linc erarhviieged Pathshaala Centers: Focus on supplementary education and holistic development Clsruphed iy westhar anclnoke] CRAFTING SELF-SUSTAINED FUTURE
thelr current address, othes than mentioned 1 thelr Aodiar for a 100+ minds! A children in India. With nearly 8 million children across the country (inchuding comput r e :: o r?i' e p Shiled Teachers: Unable to offer &% | LiNANCIAL INDEPENDENCE, SERVED FRESH e et e T
walid KYC._ Such person can give address proof by self-declaration Families helped = .o facing challenges related to poverty, including illiteracy, poor Lol e sl AL DL R e sl At A competitive salaries for qualified teachers. % Business Concept: Healthy, affordable meals student artwork {eco-friendly products)
2026 S meen health, malnutrition, inad hygi and domestic abuse, : . ) B o s g Revenue Stream: Online sales (sacial media, Etsy),
Sign MoUs with Aadhaar Centers and Municipal Offices = 50% Distribution of 3 the foundation strives to break the cycle of poverty and illitera: @ Super 30 Girls: Centers for primary education of girls (grades 3-5). il i e Bl local fairs, retail partnerships (estimated at Rs
. Sign Memorandums of Understanding with local Aadhaar centres, (“‘\ technological S Lo L devices and internet for families. FASSAN nevenuestmm: Per meal charges with bulk ﬁ 36,000 pér week).
w municipal offices, banks, and ration distribution centres to prioritize . | Faster Processing equipment with local tuition : Fundraising for Meritorious Students: Supports education for deserving, == student Suppart: Scholarships, books, and [1od ] subscrs\x::n:nf!:rl ::1: 2:-?::: ;f:::: e Expansion: Year-round products like statianery,
and streamline the application process for migrant workers. centres I. PAST IMPACT impoverished students [srades 11-12). supplies fall short, Expan: : ) eco-friendly bags, and custom items for events
, \ i
une 2025
Pro Bono Lawyers 200+ . .
Collaborate with legal professionals willing to work pro bono or at Students Assisted Establishing FUNDRAISING STRATEGIES LEVERAGING PARTNERSHIPS
reduced rates te handle documentation issues and disputes with udents Assiste Internship Health and Hygiene Program
government offices. R program 100+ Volunteers % 4+ Centers 1 Crowdfunding Campaigns Sponsarship Programs and NGO G paid 2 A ograms: Work-study
100% i Beacon of compassion : Ig - . Organizes health checkups, awareness campaigns, and models with stipends, a portion going back to the foundation.
- Build @ Tracking System ﬁ@ Increase in Selfless heroes, changlng . . P " nutrition training for mothers to ensure children’s wellbeing.
= Assigning application numbers to create a database and tracking the March 2025 lives, spreading hope ||ft|ng spn-.ts‘ transformmg dent and
status of each request 1o ensure that each person is properly catered Efficiency Starting small business of » SP B hope, li ithl donation matching fram GMR, NTT, IW Marriott.
to. festive goods made by touching hearts worldwide ives with love. Use platforms like Ketto, Milaap, Allow individuals and organisations Collaborate with government and
students. % ImpactGuru and share student to sponsor a child (caver student’s NGO initiatives to scale efforts. I g and
21l | Providing Personalized Assistance ] 020 500+ Ha children 250+ H famili 3 [ Skill Development and Legal Support | success stories. Target indi | ion and ora Government offers financial aid P and skill-based led by
+ Giving personalized assistance for filling application forms and filing 2 =| Avoiding legal 2024 PRY + Happy ramilies Chaitanya Program: Collaborates with organizations to provide employable skills communities, and corporates by Pathshaala (fund a learning center and NGO initiatives to help expand
= documents, thereby overcoming language barriers and catering to disputes Solving legal implication for Innocent sparkles, hearts Where hearts are full and assiats families In cbtalnke critical doc sharing transparent, impactful for a year) by building personal, reach. Corporate Training and Upskilling: Community upskilling
specific problems. documentation of migrants. ’ . . stories. leng-term doner connections. d
singing, futures blooming Iaughter is constant, and ", Supports mothers in producing handmade goods to create small income-
"
. e reas R generating businesses.
with boundless possibilities. love binds every momen
Executive Summar: mpany Overview I Funding Implementation P ove binds every moment Executive Summa ompany Overview Learning Svstem Funding Implementation ________J
Source - https://www.stondnstride.org/

Y \ 7 N\
PROBLEM OVERVIEW i i SOLUTION OVERVIEW i

Stand & Stride Foundation, a non-profit organization, faces significant I I The solution proposes a multi-pronged strategy to address challenges. It I
operational challenges including an ineffective learning system and a high } I recommends optimizing the learning system with intern teachers and tuition I
student relocation rate. The organization also has limited funding, which hinders I I center partnerships for infrastructure. To achieve self-sustainability, the plan }
its self-sustainability and ability to assist unregistered households with legal | I suggests launching small businesses and fundraising initiatives. Legal hurdles I
documentation. I | are addressed by collaborating with pro bono lawyers and signing MoUs with |

/,' {\ government offices. /,'

T T S S I N [ I i o
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https://drive.google.com/file/d/1TS9u6dXJufCwx-NT0f6X-1ScPhAcOdae/view
https://drive.google.com/file/d/1f372iFgwR14HNe2--wo_naNwQRM3Mr6o/view

CASE 180 - CRISIS CONSULTING nCLR

180Degrees

Resources

Case Type Organizing Body No. of Slides

Strategy & Operations SRCC 7

DELIVERABLES SUMMARY PROBLEM STATEMENT

.
<y

&

Rank Sector
Winner Food & Beverages

AI INTEGRATION ANS TACKLING COMPETITION

TACKLING COMPETITION AND RETAINING

Al PERSONALIZATION
o o 10
e o®e NN 8 ______
- =

Poor flontline sendce & lack of
engagement impact footfall

Al-Driven
. ==

Recommendations

Use Al algorithms to Di i )igit ustomer Competitive Pricing & Brand Visibility &

persanalize menu Retention & Loyalty Strategy Strategic Bundling Community Engagement

recommendations based on
customer preferences, order
history, and location data

PROFIT MARGIN SQUEEZE
Risng costs & inefiiciencies have
shrunk margins by 15%

INEFFICIENCY IN LABOR
Operational  inefficiencies  creasing
costs and impacting profit margins.

WU AN UVLEINVLILYVY NNV T NVDLLI]TGITATRNTREIN T CINLJIT T DL e

COMPANY OVERVIEW

Gamification : a R targe rders andincressing o solilify brand.
rey Use Al to develop personalized in- r-ticket value. oy
% app challenges or loyalty
programs that offer rewards ‘ BRAND AMBASSADOR Quick Service p——— Nationwide Q Strong
. nvest in energy- e stablis! i
e = efficient kitchen ~ Restaurant % presence "!IWMW"
prsanng / appliances and / — . famousforits in early (1,200+ with loyal
Workforce Scheduling lighting [ : signature burgers Q 2000's outlets) customers

by using demand \

Al Chatbots for Customer

s

forecasting software

1 Karan Marwah(@Fooddelhi)

Service

%) Al powered chatbots that offer
personalized customer support
M _ and order tracking

n has buitt a strong reputation for affordable

lmlumx.mah—quahr,‘ flavors, and a vibrant
A .m ‘a dining atmosphere
- llha!hlﬂl!al)\m\u‘bu\m.mw;lluihlls,
hlm streets, transit hubs which are high
footfall areas

COST CUTTING

Bulk purchase
agreements by

~ strengthen
N Arelation ships with
suppliers

» Digital adoption, loyalty strategies
Competitive differentiation plan

e Implement operational efficiencies
e Technology, Al leverage plan

SOLUTION DECK

1,
rey

\
|
|
|

e Dine-in experience revitalization I
|
|
|
I
|
|
|

o
[ ]

I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I\
G

COMPETITOR LANDSCAPE
Global QSR Chains Local QSR Chains
- [Fhucrsmnsth'mnﬂca" nance &
RG! " (Optimizstion (Q2 2025 - Q2 2026)
@ [AA% @ uey @ 5
Domind's Operational ¢ tior: Implement Al-d d forecasting

woptimiz et ing and minimice luodwastagc

~ﬂr,, 2 bulk purchise and
bt ek, Pt~ L
Dll 0

[Phase 4: Al-Driven Operations &

Online- F"s‘ Brands [sustalnable Growth (Q3 2028 - Q2 2029) ]

KEY PERFORMANCE
INDICATORS

: 15% labor cost savings, 20%

etacton and customer data encrYPHON o Secure ransactions

Cloud Kitchens

Crispy Bite’s strong brand recognition, nationwide presence (1,200+ outlets),

Phase 3: Market Expansion & Brand
(QJ 2027 - Q2 2028)
Rebranding for Gen 2 & Millennials: Moderniz
ces and

e aesthetics with interactive

and strategic high-footfall locations give it a solid market advantage

THE HOOK MODEL

Trigger
EXTERNAL

e the Revolving
tions.

o5 food waste reduction, 100% eco

ght cloud kitchens C 3%
vma\)p ckagingby 2028

OPERATIONAL EFFICIENCY

@ AlI-Powered Cost Optimization - Reduce wastage and contrel costs with Al-based
demand forecasting and dynamic pricing.

Phase 5: Industry Leadership & Ethical
Al Practices (Q3 2029 - Q4 2029)

Regulatory & Compliance Excellence — Ensure seamless adherence to evolving data
protection and Al ethics laws.

Sentiment Analysis & Market = Utilize Al feedback
analytics for product and service improvements.

o | s i
sence. low app 'Q' @ \emersmpm ethical Al pumces:md
N transparency in data-driven marketing. 4

YOUNG

T T S S [ S i e

FAMILIES Istorically thrived on

social gatherings

PROFESSIONALS STUbENTS

o | 5
Investment 0|
rs provide data through aw Inventory : I-p d analytics to predict
|nuumum sc preferences, reviews| and gred ient demand based on historical sales, weather pattens, and local events,
build through personalised
11 gamified loyalty programs.

PROBLEM OVERVIEW

\
I
|
Crispy Bite, a leading QSR brand, faces a critical juncture with a 30% drop in } ;
dine-in sales and an 8% market share decline, jeopardizing its profitability. This }
is driven by shifts toward digital-first dining, low app adoption (10%), and intense I
competition. The brand needs a strategy to revitalize its in-store experience, |
drive digital adoption, and enhance operational efficiencies. I

I

)

SOLUTION OVERVIEW

7

|

|

|

|  The solution outlines a five-phase strategic roadmap to revitalize Crispy Bite and
I restore profitability. It enhances the dine-in experience with interactive concepts
I and modern ambience, while driving digital adoption through Al personalization
I and gamification. The plan improves operational efficiency with Al-based
I forecasting and includes rebranding and cloud kitchen expansion for sustainable
|

\

© 180 Degrees Consulting - Shri Ram College of Commerce
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https://drive.google.com/file/d/15_-KOs4G9h4judbGDKcD_2fsyss3hKcu/view
https://drive.google.com/file/d/15_-KOs4G9h4judbGDKcD_2fsyss3hKcu/view
https://drive.google.com/file/d/15_-KOs4G9h4judbGDKcD_2fsyss3hKcu/view
https://drive.google.com/file/d/15_-KOs4G9h4judbGDKcD_2fsyss3hKcu/view
https://drive.google.com/file/d/1UGRukoL_fQCsC5JushDa-Q2z7D2zsqxs/view
https://drive.google.com/file/d/1UGRukoL_fQCsC5JushDa-Q2z7D2zsqxs/view
https://drive.google.com/file/d/1UGRukoL_fQCsC5JushDa-Q2z7D2zsqxs/view
https://drive.google.com/file/d/1UGRukoL_fQCsC5JushDa-Q2z7D2zsqxs/view
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IIMERSION

Case Type

Go-to-Market strategy

Organizing Body

IIM Lucknow

No of Slides

14

Rank
Winner

Sector

Tourism

a Palace on Wheels- Overview, SWOT & Consumer Personad

Palace on Whe:

« India’s premier luxury train

* Operates primarily in Rajasthan

= Journeys through historic palaces, forts, and
vibrant local markets

* 1route, 7 nights/8 days

* Single occupancy total cost: INR 9,85,376

Only 1Route

STRENGTH 1

* Heritage & Brand Legacy
+ Premium Experience
* Exclusivity & Nostalgia

SWOT Analysis

WEAKNESS 1 . T )
©% Rajesh Sharma, 55

n * senior Executive/Business Owner

* High net-worth
* Seeks a culturally immersive, heritage-rich

+ Limited Route Flexibility
¢ Outdated Infrastructure
* High Pricing

* Digital Shortcomings

* Diversification of Offerings
« Targeting Younger
Demographics

+ Digital Transformation

« Sustainability Initiatives

+ strategic Partnerships

* New Routes
OPPORTUNITY R

Major Weaknesses of Palace on Wheels

* Family-oriented traveler
experience

* Values exclusivity, personalized service, and

* Intense Competition traditional luxury

+ Changing Consumer
Preferences

* Economic Sensitivity

+ Regulatory & Infrastructural
Challenges

2 § Ananya Verma, 31

= Entrepreneur/Creative Professional
« Affluent, digitally savvy, independent
traveller
+ Seeks Off-beat experiences (pop-up events,
art/culinary tours, adventure add-ons),
technology-integrated solutions, Instagram-
worthy moments

THREAT

High Pricing

Traln | _Cost
PAIN POINTS
> Inflexibility .
"y $10,507 Expensive FiigiuiWOVer;nrlcel:I
Q o | $8,330 Single Route
Outdated Not Modern
a $7,750 Cancellations

Transformation
A M

PROBLEM OVERVIEW

DELIVERABLES SUMMARY

n

Case Libra
Resources

CLR

ry and

/.—___________
([ ]

Carbon-Neutral Travel & Green

||=,3'|1§! Green Energy & Emission Reduction

T

Infrastructure

Transition to hybrid-electric or hydrogen-
powered engines, reducing fuel
dependency by 30%

Install solar panels for lighting, heating,
and onboard electrical use, reducing grid
energy reliance by 20%

Partner with eco-organizations to fund

& nergy
projects to neutralize 100% of emissions

For every ticket sold, 100 trees will be
planted. Personalized digital tree certificate:
& geolocation access for impact tracking

P

)

L 2

Transformation

Market Palace on

T T S S [ S i e

The Palace on Wheels, India’s iconic luxury train, known for its royal charm and
heritage experience, is facing a decline in appeal amid evolving traveler
expectations and rising competition. There’s an urgent need to modernise and
rebrand it to resonate with new-age, experience-seeking, and eco-conscious
tourists, especially younger demographics.

@ Farm-to-Table Gastronomy,

Locally
farmers & artisanal producers to ensure 100% organic

. Al Food

i

Ban on Single-Use Plastics - Replace with biodegradable
options achieving 100% plastic-free operations

\/i Eco-Friendly Room Amenities — Use bamboo toothbrushes,
“Z2 biodegradable toiletries & organic cotton linens

Sustainable Luxury Dining & Zero-Waste
Practices

Organic Ing - Partner with regional

sourcing

2 g - Prevent food wastage
by tracking consumption & demand

Plastic-Free & Biodegradable Solutions

Balanced Score card

Vision and

Strategy

& Enhance brand

Education §
reputation &

Ethical Tourism & Community Engagement

Y

Eco-Tourism & Nature Conservation

]
7

§

4
[1¢

¥

I?‘U Tree-Planting & Carbon Offset Programs- Guests can
wp Plantatree at select stops, contributing to 100,000+

4. trees annually

@ Tourism Par ips— Work with
1Ml eco-tourism bodies and conservation NGOs

Artisan tp Feature handwoven
2 textiles, pottery and handicraft from rural artisans

FINAL GOALS

50% reduction in earbon emissions within 5 years

20% reduction in energy consumption through
efficiency upgrades

A net-zero carbon footprint geal by 2040

Reduction of single-use plastics by 100% onboarg

100,000+ trees planted annually

Innovation &

\
I
I
I
I
I
I
I
I
I
I
I
I
I
)
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Brandina &

I

|

|
Innovative Experience Blueprint I
Sustainability Plan I
Marketing and Branding Strategy I
Transformation Roadmap I
J

PROBLEM STATEMENT

s

G

SOLUTION DECK

1,
rey

EXPANSION TO THE YOUNGER AUDIENCE

g ‘45%
yiela

-

+ ﬁx

) g

vy >

affluent travelers under 40 years old pricritize unique, experience=-
driven luxury travel over traditional opulence.
(Source: Amex Travel Trends 2024)

Q%
€

Millennials & Gen Z now account for 60% of luxury travel
spend and prefer cultural immersion, exclusivity, and
persenalized experiences.

(source: McKinsey 2023 Report on Luxury Tourism)

of high-net-worth individuals under 40 make travel 5
decisions based on social media inspiration and .
influencer recommendations.

STRATEGIC PARTNERSHIPS & DISTRIBUTION CHANNELS

Uxury Hospitality & Travel Cultural & Tech Integration)
>y = Prefpost-stay (@ ~*Branded = Lusury rail
TA] =% packages Comter SO & VIP JATON documentaries
_ = “Air-to-Rail" experiences glite
+ Premium - =
huxury trovel y E
) ) Cross- G onboord S | .membe«uup &
BELMGND promotions tastings privilages

Luxury Travel Agents @) Digital & Sociol Media @ Corporate & Events @

+ Virtuoso, Scott Dunn, | e Atk bl Goldman Sachs, McKinsey
o y Creators - Target Retreats - Lurury
worth traveler bookings younger audiences corporats ofsites
+ Quintessentially, Soho House, jsili0ata Ads """"I"‘f""“’ - Vogue Weddings, Taj
Amex Conclerge — VIP pre- Campaigns -+ Utzo-torgeted Wedding Concierge -+
e marketi
booking & exclusive experiences ng

Royal-therned weddings
onboord

Market

SOLUTION OVERVIEW

Why is it Important |,

of luxury
TikTok, and YouTube for travel inspiration.
(source: GlobalWebindex, 2023)

luxury travel bookings now originate from
mobile-first interactions.
(source: Google Travel Report 2024)

DIGITAL EXPANSION PLAN

rely on . Partner with High-End Travel

“ Lifestyle Influencers

TikTok)

influe

Ez“‘"‘ AL "Nn;n
lMEl(rm'G

MARKETING &
BRANDING FLYWHEEL
(@ Execution Timeline: Phase 1 (Fil
Paiace on whaat
Luxury Travel Booking App
& Virtual Reality (VR) Tour

> Website Revamp fora

~“ More Premium Feel
Interfoce inspiration from Netflix
(High Definition travel videos)
Live booking counter in the website
Muttilingual website (English, Hindi,
French, Mandarin, Arabic) for global
outreach.

G

Emecutlon Plan

(Instagram, YouTube,

* Collaborate with
50+ luxury

(iImmersive content)

&/ Luxury Travel Ambassadors Program

Exclusive Palace content creation in
on Wheels return (viogs, travel
experience diari

Execution Timeline: Phase 2 (Second 6 Months)

.&@

ncers.

ies, interviews).

rst 6 months)

0
)

&)=
®13

The team proposes a multi-pronged strategy combining digital outreach,
grassroots engagement, and financial innovation to maximize adoption. Key

community driven models for trust and scale, and embedding incentive
mechanisms to ensure long-term sustainability. This approach balances

I
|
I
I
I
|
elements include leveraging technology platforms for awareness, creating |
|
I
I
I
|

accessibility with impact, positioning the solution as both scalable and inclusive.


https://drive.google.com/file/d/1GjlrDy9o6CxDATPF3EY2e3XYQKTEtGC3/view?usp=drive_link
https://drive.google.com/file/d/1GjlrDy9o6CxDATPF3EY2e3XYQKTEtGC3/view?usp=drive_link
https://drive.google.com/file/d/1GjlrDy9o6CxDATPF3EY2e3XYQKTEtGC3/view?usp=drive_link
https://drive.google.com/file/d/1F7ziUovIhmK1R9iftcgrG9uFebby3Zw3/view?usp=sharing
https://drive.google.com/file/d/1F7ziUovIhmK1R9iftcgrG9uFebby3Zw3/view?usp=sharing
https://drive.google.com/file/d/1F7ziUovIhmK1R9iftcgrG9uFebby3Zw3/view?usp=sharing
https://drive.google.com/file/d/1GjlrDy9o6CxDATPF3EY2e3XYQKTEtGC3/view?usp=drive_link
https://drive.google.com/file/d/1F7ziUovIhmK1R9iftcgrG9uFebby3Zw3/view?usp=sharing
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IB TAKEOVER CASE

Case Type

Finance

Organizing Body
IIM Shillong

No of Slides

7

First Runner Up

Rank

Sector

Investment Banking

nCLR

Case Library and

Resources

DELIVERABLES SUMMARY

e Comprehensive M&A Analysis

PROBLEM STATEMENT

Presentation

SOLUTION DECK

|
|
|
|
|
|
I e Valuation Model
|
|
|
\

Business & Transaction Overview

Industry & Market Analysis

Inci in
Global Steel Demand
from FY06 - 08

Increase seen in E ions of Anal
Global Steel Prices XDBC(G_G Yt
from FY06 - 08

1] Global production (excluding China) Yo versus steel prices |

+
ivergence in trend for tha frst e i 15 yuars market infrastructure

S e Sl

capacity expansion.

Trend Reversal in Steel Cycle

K q
.mmmmm‘ amsp-kmnu‘ the
period, prompling compan m ;

m?suamangapamm.mhumhrshdnungaﬂ

= Tata Steels, being comfortable at the heim of Cost Leadershi
in Global Steel Industry, anbcipated this period 1o be optmal.

Business & Transactinn

a fasler
ip! | gobal counterparts
) +
2 OAQ

+ 5% axportduty was

09" imposed

ore lumps and fres,
opermwbmw ZommedesM

Ragion

COMPETITOR ANALYSIS

Key Playars

China Baosteel, Hebel Steel, Wuhan Steel
ssen

Eurcpe Arcel
North America  Nuco
Japan/s. Korea  Nippor
India

Russia/CIS

Finaneial Analvsis &

1, JFE Steel, POSCO

Tata Steel, SAIL, JSW Steel
Severstal, Evraz, MMK

High-volume, low-cost production for domestic demand.

Compatitive Edge

f Europe's Labour Challenges

Labour costs in Eut are appmnmale'y
Ma, n'ahng wage adjustment procedures ennref/ d
Sm:tEU Iabol'.r‘grswhbnns plant closures difficult and

» cosﬂywrichmsalargetofTahSneeIsgvmbﬁmopemﬂon
\mmmmmmmmmmm

British Steel

S +

Koninklijke
Hoogovens

G

corus

Formed after Merger in 1999
Valuation: $6 billion (1999)

W
TATA STEEL

Fully Integrated Steel Producer
Valuation: $15 billion (2007)

fExpmsMEnmcm
Europe’s energy prices are among

gtobewduem
renewable mylewes ardreianmomn'poﬂs. "gy
production costs in Europe, compared to 10-15% in

20-30% of
ions with coal 3
. rEel?g:ms mmmmmmmmw% mills to invest in electric
hydrogen-based steelmaking, which

K mevme and rgquure

costly grid upgrades.

/Glouco

\mports(sg mmmm volatiity to costs.

mpetitiveness
Europem mills faced a double
from imy

double burden: hgh compliance costs and
(eg., China, lncia) subject o similar rules.
2d overproduction low

iron ore and on

Assessment &

25

.(f)

K

+ Robust Distribution Hub centred in Germany,
giving access to a mature European Market

............... « Lack of vertical integration, 0 mining facilities
owned. Imports from Brazil (Vale), Australia
(BHP) and cther Asian players.

i's Tata Steels flat
: iu‘ussmnﬁmchons mﬁmws)udam
H onsh'ppmdudsbranmmies\pedag 1

ication ranged &

o o . o

f" pig T‘%’T
o~
\%ttggl Cost Change in

All Cash Deal

sa $6.14
Billion Billion

Eqwl!r Funded via m m ouui-squny

e:merm! remgF hyOnedlSme Addnnmlﬁmdm ‘I"
ssues?‘bs'ltswws m,i,'?.',;';“ preiafamad’ass. 0% « Retai

Risk Assessment & Mitigation Framework

@

Potential Risks

* Debt Burden was iiie
financed [a: eky Ihmugh debL which
increased Tata Steels financial

+ Overpayment: The rsrmum paid for
Coruswas substa

Conduct “lomllll Due [IIMM

Mitigation Strategies YT

ing concemns
smﬁuemrelumsmmrfyﬂw

Post Merger Global Manufacturing Facilities
rgy Realization: The de:

uyccess heavily would depend»
nt

Market Volatiity: The g
el

* Implement financial hedgg &

Mitigate Financial Risks

insurance solutions 9

" Deal Protections & Risk Allocation i market s volatile, "with
« Included and H nuctuaﬁcns n ge#\and and "supply ealizing synergies in ma
agamstundlmhm liabiiities. Eﬂecn""m o by feraioatoa Rigkas ‘Expand
« Featured maf naIadvevsemangechus%aman i reconesgwoql'g iowkeyu S: tc:t:mo ic 0" new i markets” andl> prod
L) i reduce demand for steel roduots iij would introduce risks related
i impacting revenue and profitabilty. i - i unfamiliar business  environmei
i,

ns 1o
I:’I:lwral clashes
.

i %, and customer bases.

Synergy & Post-Merger Integ

« Integrated Tata's cost-efficient, vertically integrated
operations with Comss advamed metallurgy and
established market

aslnR&D roduct innovation, and
e

&,

P
T =

m :

e Iegtmy rsqulremsnls and
. Prepare for potential regutam"x
Srattgion, (/eK9

Regulatory & Compliance Risks
experts early to

|dennfyrpeogaermal ‘compliance risks.

Ownership & Governance ;
. TahS'eeIMIylmegmedCUinﬂgbﬂaﬁ

and govermnee
?' leadership for operational
cormnutym global strategy.

Business & Transaction Industry & Market

Financial Analvsis &

Realistc Syneray Projections :

+ Use conservative estimates }
for cost savings and revenue I
ential to avoid

implemer rams ¥
to malntam key Ialen{

Guttural Alignment
+ Develop culural megmoné

PROBLEM OVERVIEW

T T S S [ S i e

Participants are required to conduct a comprehensive analysis of a real-world
Mergers & Acquisitions (M&A) deal, assessing its strategic rationale, financial
outcomes, and execution framework. The goal is to determine whether the deal
was successful, using data-driven insights, and to provide recommendations
for future M&A strategies.

— e
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SOLUTION OVERVIEW

overpayment, heavy debt financing, & poor integration amid a volatile steel cycle.
Their solution framework emphasizes conservative synergy projections, stronger
due diligence, hedging against forex risks, and structured cultural integration. By
aligning governance, managing debt prudently, and targeting cost efficient assets,

N\
I
|

The team analyzes Tata Steel’s Corus acquisition & highlights the risks of I
|
I
I
I
|
I
I
I
|

they propose a more sustainable M&A playbook for glo

bal expansion.


https://drive.google.com/file/d/17ExRAnY1G1HSQcWfqIEPQNz9qxz9l_fU/view?usp=sharing
https://drive.google.com/file/d/17ExRAnY1G1HSQcWfqIEPQNz9qxz9l_fU/view?usp=sharing
https://drive.google.com/file/d/17ExRAnY1G1HSQcWfqIEPQNz9qxz9l_fU/view?usp=sharing
https://drive.google.com/file/d/1pMsobSv1h9kIENnynvxmfSqzXni9eRgX/view?usp=sharing
https://drive.google.com/file/d/1pMsobSv1h9kIENnynvxmfSqzXni9eRgX/view?usp=sharing
https://drive.google.com/file/d/1pMsobSv1h9kIENnynvxmfSqzXni9eRgX/view?usp=sharing
https://drive.google.com/file/d/17ExRAnY1G1HSQcWfqIEPQNz9qxz9l_fU/view?usp=sharing
https://drive.google.com/file/d/1pMsobSv1h9kIENnynvxmfSqzXni9eRgX/view?usp=sharing
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Resources
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DELIVERABLES SUMMARY

Case Type Organizing Body No of Slides

PROBLEM STATEMENT
Go-to-Market strategy XLRI 18

A

{

e Problem Diagnosis
e Data-driven Strategy

Rank Sector
First Runner Up Banking

SOLUTION DECK

1,

o

p_————————————

Summary Page 2 - Financial Health and Spending Behavior of Customers g U Advanced Analytics Page 1 - Customer Segmentation & Behavior Analysis J
)| iy \ Action Plan B s i A B s G St
Al v All v . 060 060 060 060 059
) s — = — = : g o] o we com— £os
— he R “ECRe o § e “ Step 1: Enhancing Digital Experience 1.Simplify mobile UI/UX for | | Step 4: Boosting Login Frequency & | | 1.0ffer gamified rewards ‘ RO \ @
o Caiesy (UI/UX Improvements) ease of usage. | Engagement (cashbacks, loyalty i - 3
l v ®Miedium Low 21k o i - . . Al v dallees e e i %
\ ®High « Majority of users don't log in daily, 2.Guided onboarding for » Many users log in monthly, weekly points) on logins. . : 3 s 3
Risk Appetite ®low 1 .. 2 indicating low daily engagement. first-time users. and even rarely (three fourth). 2. Implement push " Risk Appetite b i -
i > + Smartphones dominate, suggesting a | 3-Optimize app performance « 83K low-risk, but 200 customers notifications & i - §
221K 25.96%) o ® * * * mobile-first strategy. | | onsmartphones. are at medium risk. reminders.
~ Ganreea b Il it il J { == &5 : i  CeohFrestengy I %% cay Adopter Tech-Skeptical DigitalNative. Tradional  Hybrid
| Credt Score of Customers e — I 1e _i 1.Exclusive benefits (zero . S
| L & Distribution of Transaction Volume Last Month Step 2: Building Trust & Security LStrengthen MFA | | Step 5: Proactive Churn Management -EXCIISIV e Al i
—_— [ 4K e dopti : . . transaction fees etc) to g Cross Scale Potential Across Primary Digital Services
PR Awareness ELERIEL « Churn Probability is Consistent - o= || charsi i Risk Appetite v Cross Sell Potential
. . ross el Poss o @Yes ;
Preférrad Dovice = E 3 » Security Concern: 80.38% 2. Real-Time Fraud Alerts across customer segments, but retalrf RISEIS: Draferrad Devics. '
= a Zooof § customers have security concerns. & security education. medium-risk users (200 customers) 2Identify low-engagement = =) ; Wil = T —
z, 5 + 40.56% have not enabled Multi- 3.Al-driven security need targeted interventions. SO for early | 1=
= H Factor Authentication. | monitoring. « Overall - Low Churn Probability. intenvenhon’ | S i
1 l —_— = ) — £ cred i ]
o = " - al (R - - : 1 1offerl i ial ! =
| . Step 3: Personalized Digital Engagement 1.Clusters created by k- | | Step 6: Drive Financial Inclusion & 1.Offer low-cost financia e sing
T Ransaction Volume (Last Month) " Soad L Strategy means can be used to Education products for low-income 0 500 1000 = i =
Credit Score Category = . s . . Number of Customers
" A ) « Hybrid & Early Adopters show higher target similar customers. « 49.59% are in the Medium category, CONSUMETS. - r —
Demographics &Digitaq [ Financial Health and Digital 1 C i % ( 1 ( 5 W interaction, while Traditional lag 2.Al-driven personalisation with low-income users needing 2.Al-driven financial (Damngraphics &Digitalw ( Financial Health and W ( Digital 1 Ci g % ( . W ( - )
( Behavior S| ing Behavior Security, and Reliabili ‘ Behavior (Churn & Drop-off Analysis|| Security & Trust Factors " Engagement in Investment & Credit & recomml::nder canbe more support. management tools. Behavior Spending Behavior Security. and Reliabilig l Behavior (Churn & Drop-off Analysis| | Security & Trust Factors
Management is lower. | used based on past data. |« 21K have low bank balances. | 3 Financial literacy programs||
_________________ S e e s e e e e e e e e e e e e e e e e e e

T T S S [ S i e

————— e R D T T —————
PROBLEM OVERVIEW i i SOLUTION OVERVIEW

BankSecure, a legacy bank with 2,000+ branches and 15 million customers, is } I The team designed a data-driven roadmap to boost BankSecure's digital
undergoing a digital transformation via its "Digital First 2025" initiative. Despite I I adoption through segmentation, churn prediction, and anomaly detection. Their
infrastructure upgrades and online service rollouts, digital adoption remains | | solution focuses on simplifying mobile UI/UX, building trust via stronger security
significantly low with only 28% of customers using the mobile app and 35% of | | and MFA awareness, and delivering Al powered personalization for different
total transactions being digital. High app abandonment, low engagement, and } I customer clusters.
fragmented digital experiences signal deeper structural challenges. } {\ )
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https://drive.google.com/file/d/1VfbS5DToLqUoXpxZ1iokIB3MpY3l3xSs/view?usp=sharing
https://drive.google.com/file/d/1VfbS5DToLqUoXpxZ1iokIB3MpY3l3xSs/view?usp=sharing
https://drive.google.com/file/d/1VfbS5DToLqUoXpxZ1iokIB3MpY3l3xSs/view?usp=sharing
https://drive.google.com/file/d/13WnWqamN2gROC_hrlH3OpSkkth2TWAfU/view?usp=sharing
https://drive.google.com/file/d/13WnWqamN2gROC_hrlH3OpSkkth2TWAfU/view?usp=sharing
https://drive.google.com/file/d/13WnWqamN2gROC_hrlH3OpSkkth2TWAfU/view?usp=sharing
https://drive.google.com/file/d/1VfbS5DToLqUoXpxZ1iokIB3MpY3l3xSs/view?usp=sharing
https://drive.google.com/file/d/13WnWqamN2gROC_hrlH3OpSkkth2TWAfU/view?usp=sharing

ADVECTIUS nCLR

Resources

180Degrees

DELIVERABLES SUMMARY

e SWOT Analysis
e Recommendations
e Implementation Model

Case Type Organizing Body No. of Slides

PROBLEM STATEMENT
Public Policy MDI 5

1,
S

G

Rank Sector
First Runner Up Government and Policy

SOLUTION DECK

1,
rey

p_————————————

G

SWOT Analysis and Implementation Plan

i { ——— ! " The Story in Data: Deeper dive into Business and Democratic Outcomes
ot o (T i | (G i M Y P

= Implications Expenditure priority GDP
Multiplier {+ High GRS e LD B L G2 T * Government can prioritize long-term policymaking over INR10,355 : BUERY VEER W SED | e - Election Jitters: Why the markets suffer The Turnout 't is hypothesized that less number of elections are associated
o o—t-- Lower uncertainty in business investments S O short-term handouts _ et . [55.79% voter turnout recorded ] state and local body { : . X g ) . Bias: An with improved voter turnout experience per election, owing to its
i :::wer’days undeirm.ndel :nd'aufc:nduct : Sraagii | (S:table democracy coulz:;t:’rac! hlllsm"Fm . | froma020- Y elections happening ! ® 1.28 pp of GDP ! Lower “freebies and i Higher capital-to-current : ‘ Proposed Hypothesis P increased importance. This hypothesis has been tested using
S R PO TR y . Costeayinge rene obudes ool e 2028 | (NRa660Mn Unon Emendie due to varying ! M higher fiscal deficitin | wasteful” expenditure | expenditure, increasing High  volatlty " | Uncertainty among business investment decisions is ’ WSS BStonc State Spaciic S GRvotar enalt
5 n Union Expenditure H - i . investment decisions in |
: > = - s ~ g - i i n electoral process | atadecreasing rate i jon - high during election years due to a greater
i"+ High logistical costs and administrative complexities « Friction from opposition in this transition ’ [ N P : tenures. ! simultaneous election i | i | the previous election » hig g ¥ g X . \ TN votes BanouE |
s b e e e T « Possibility of tack of political diversity; threzt of collapse of — ! of Election Commission of India Loarna o - R years, including 2024 | dependence on the forthcoming political | LiteratureReview: | Both of them have - iy
Challenge of i * Lower cash circulation impacting MSMEs industry political system |——o na:f::’;:m 1 elections were also general elections. i environment. We test this using past 25 years data 3 Evidence from Sweden | simultaneous 80% 85% w:
resh | » National concerns overshadowing state-specific issues = Reduced of political parties and politicians : : Pre and Post-Election Gross Fiscal Defici - : : niE - and Belgium ! elect t T :
a:'y‘t’:':s‘ = ol . [Electlons held in 7 phases ] scheduled vt e A” a”t'C'anE‘d Incisass I S‘g”'f'c.a"t capital - = _ ) [ g'" >>>>>>>> ‘egc'mssysem >>>>>>>>>>>> S Wedenlsmg'“m >>>>> i
fiscal deficit during periods expenditure, coupled @E i = Hypothesis Testing
§ following elections may with a high fiscal - e Null Volatility in Election years = Data Classification Hypothesis Testing
Implementation Plan E I I »> o > L . Data Collection | Methodology . i :
+ge 5o appear  counterintuitive, deficit, drives GDP BSE SensexIndex | F-test2sample| ~ Hypothesis  Volatility in Non-election years UTswithout | Fewerelectoral Null Voter turnout average in
2 i ? : | | !
What should the Government do? Business as Usual? A Move Towards a More Unified Electoral System . but this would occur only growth through ) Mw,lmw 2::,0 ghv:ananw{:‘as Alternate  Volatility in Non election years Legislatures. | processes Hypothesis category 1= category 2
! Sequence of elections Cantral agend 5 ba) stlaiad i ibe d during = . - once every five years multiplier effects '3::‘“::';2025 " p o beenuse Hypothesis < Volatility in Election years Remaining | Eilghifrequand Alternate  voter turnout average in
L entral agenda won e allowe! 0 be ISCusse! urin, . : N i H 1, r uency N
First Half of year  State Elections state election phase A Due to the existing system, there has been a perennial Statesand UTs | of elections Hypothesis  category 2 < category 1
. L © -+ Ensures that central agenda does not dominate regional @ election mode in the economy. On average, India e JURIELGN | Standard Deviation: Evaluated for both phases W bl i Iivnothess
Second Half of year Central elections agendas VOTE 2 = : : : Observations 60 241 . P Average voter turnout data has e were able to reject null hypothesis
. » avoldsidominationof national parties Sshilg for . experienced 6 elections per year between 1952-2023 Business Implications Impact on Governance e et 2 Election Year Non-Election Year sl B i ool implying higher voter tumout in case
Getting everyone in line by 2029 " " F 1.96, ) categories for the years 1996 - 2014 of less frequent elections
[ For states having terms ending 1-2 years after 2020: | i Cashless Economy Planning — : T v BE==re o L j 25649.27
: { 7 Holdelections in 2029 . 2030731 | ::;:"a;f“": { TheMCCwillextend | | Businessescan | i N i« Precedence of election campaigning over | High Gross Fixed Capital Formation Lower number of | Efficient use of ¥ Citical one-tail i3 - Lol verags Voer Tomout (1996 2014)
- | * New elected government to take charge in /31, | s bl H i ¢@ - i R N i —_— —
: :“‘”"E“"U”E"fd e ] i assumption that i fﬂr:nxs:ré:::er P und::::i:;"%:e’"' : i @ D i policy making i Expectations of 0.5 percentage days under Model | human capital and Findings and Implications Methodalogy : »
oeseeeeteey i « Prevents term for existing government | i i R . . - A . " i o
i 5l . Arzicn Eriay :  smnsactionsare || I ivestmentsdusts | i Primary i « Disruptions in economic activity due to long i point higher GFCF to GDP ratio Code of Conduct infrastructure + High standard deviation observed in election years { Same analysis F-test is carried out to ] .
H H H H ! . ;. e i N . H imil i
. i Extensionof | For states having terms ending | will Ee ! heavily restricted. i | ensured policy | ] : and recurring Model Code of Conduct ! under new policy * Highly significant p-value implying that results are | undertaken for BSE ESt:ableh similarity in e T——e——
la | Term | pefore the unified election years, | N b iiskiEs siilliavate || stability ; ; Concernsof | i M sl cn statistically significant | Infrastructure index for variances for both samples
1 i i__require extension of terms i 3055 Y ! adopt digital payment | | ! i Government |« Huge expenditures on frequent elections i . ) ) X Lower opportunity + Null hypothesis is rejected in the favor of alternate | asectoralanalysis with oy g L I 78.62% average voter turnout in UTs
e e o ) Sditorintedmisiact]  Fiathods Blmiminizs i E ! e e e Reduced Policy Uncertainty time for  policy cost of other + Under current system, more days will be spent under | similar conclusions . E-teslt 0f £ Sampte T-sl:jmlng with fewer elections, supporting the
Contingency Fund for Sna reate a contingency fund for interim elections : i i . 5 : i o i . . i lysi Kook qual variances is applies e Tt B et e e
Ul gency P & R N H . , L i . i This concept has its own Improved Investor confidence due makm.g due to more TR S AT uncertainty ; leaving scope for improvement under new | (analysis  workboo
@ Simultaneous Elections | economic, political, to predictable policy framework & aenton oo that comelto/alhault
i . R . overnance issues
i i ii iii iii"ii ii iiiii ii ii 1 governance and business reduced disruitlons to__economic i
e e e e e e e e e e e e e e e e e e e S e S e e e e e S o o e S S e o o S e o e S o o e e e B B

L

PROBLEM OVERVIEW SOLUTION OVERVIEW

The Indian government is exploring the implementation of "One Nation, One

\
I
I
I
I The team proposes simultaneous elections to cut fiscal costs, reduce policy

Election’, a policy aiming to synchronise Lok Sabha and State Assembly elections }
|
I
I
I
|
I
)

7

| I
| |
I I
I I
I I
I uncertainty, and improve voter turnout. By aligning cycles by 2029, setting }
i contingency funds, & boosting digital adoption, they highlight gains in stability }
| |
I I
I I
| |
\

across the country. The objective is to improve governance efficiency, reduce
electoral costs, and minimise policy and administrative disruptions caused by
the frequent election cycle

and capital investment while balancing risks of political friction. The
framework balances cost savings, democratic stability, & long term economic
planning, while acknowledging risks of political friction and reduced diversity.
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https://drive.google.com/file/d/1pNzm1uXjoNYGr347iuIG6qoaStXA66xN/view?usp=sharing
https://drive.google.com/file/d/1pNzm1uXjoNYGr347iuIG6qoaStXA66xN/view?usp=sharing
https://drive.google.com/file/d/1pNzm1uXjoNYGr347iuIG6qoaStXA66xN/view?usp=sharing
https://drive.google.com/file/d/1x4rUTl70vG-rGvXHNRjaxcpLtyvrKfJc/view?usp=sharing
https://drive.google.com/file/d/1x4rUTl70vG-rGvXHNRjaxcpLtyvrKfJc/view?usp=sharing
https://drive.google.com/file/d/1x4rUTl70vG-rGvXHNRjaxcpLtyvrKfJc/view?usp=sharing
https://drive.google.com/file/d/1pNzm1uXjoNYGr347iuIG6qoaStXA66xN/view?usp=sharing
https://drive.google.com/file/d/1x4rUTl70vG-rGvXHNRjaxcpLtyvrKfJc/view?usp=sharing

B2C : MARKETING CASE COMPETITION n|CLR

Resources

180Degrees

DELIVERABLES SUMMARY

Case Type Organizing Body No. of Slides

PROBLEM STATEMENT
Go-to-Market strategy IIM Indore 19

S,

v

e Market Research
e Feasibility Check

G

Rank Sector
Winner FinTech

SOLUTION DECK

1,
rey

p_————————————

G

Diving deep into the digital payments landscape and conducting research

OTTONTI MIVD T USTTTOTeNY o ) DIGITAL PAYMENTS GROWTH GROWTH TRIGGERS STATE IN TIER 2 & 3 CITIES . v
Diving deep into market trends and challenges e Raising Awareness About Digital Transactions in Tier 2 & Tier 3 Cities

= i e S
COHORT SEGMENTATION 20000 = ‘&5 | Nearly 50% of the merchants who are not using digital
I - gy ) Government Support . I. &8 e ok UTILISE THE POWER OF STORYTELLING TO ENHANCE AWARENESS
. . H T . 18000 The digital - payments in Tier 2 & Tier 3 are unaware of the service
e et Malini %59 S8 modons o bnuad | s essss— e W BRG] ' phase 1 [TNCETTTETY s R A TE ENGAGING cONTENT [T YO 71 cranneL istrizurion [
P — . B - o " e camomer " have increased . = W WLl e s stoues [ SRR create encro conTent [ dRL Rl wuCT CHANNEL DsTRsUTION |
it 7 el in Ahmedabad o = 14000 Internet Penetration Most merchants process digital 5 (0 i i i
(\/h 12000 from 2071 Crin -~ transactions of <Rs 15,000 i Identify small business owners who i Develop short films, social media H Leverage social media, WhatsApp groups,
To increase efficiency while maintaining Ta increase profit and ensure smooth To be able to shop conveniently and avail Experience convenience in shopping, - FY 2017-18 to every month. i switched to digital payments and highlight | content, and offline materials such as ,  and on-ground screenings to maximize
quality service functioning maximum discounts minimize physical methods 18,737 Crin FY The Idea ' their success stories i posters and stickers i visibility
8000 i
- - - — _ =55 ) Rise of UPI & QR Codes . . ' ! !
m Using cash since long time, feels it is more Makes big transactions in cash though fears High Reliance on Cash despite knowing about Carries cash with him always , not aware of 6000 j?e.‘:’;_:‘ta @ -~ 41 % merchants receive <25% Showcasing real-life success stories Driving awareness through engaging content Expanding reach through targeted channels
b = " i
convenient than other hassle theft and other risks digital payment methods how to make digital payment - chchat 434 5 sales by digital methods f .
Triceers IS transaction/processing fees, discounts Cashbacks on transaction fees, fraud Getting caupons/vouchers on digital Easier understanding of the platforms , 2000 - °® ‘o Behavioural JIESTRONIAL S &5 HORTIEEMS
or cashbacks prevention, easy POS setups high use in security integration . Shift - Source : ic Times & Chase Indio Record testimonials of huswneis

owners & compile them to make
short films in regional languages

201718
Non awareness about digital methods ,

security concerns , transaction fees

Not trained in making digital payments, lack

of trust & fear of frauds PRIMARY RESEARCH

BARRIERS

Customers preference for cash, lack of Fear of frauds, no incentives & not trained in
incentives to switch, the process

DIGITAL PAYMENTS JOURNEY MAP POSITIONING STRATEGY BUSINESS OWNERS

CUSTOMERS

« Vulnerable to cash theft

« Missed cashless customers
« Manual errors in tracking

Looks lorr incentives and Many Vendors do not PRODUCT Feariof Frads Risks Customer Preference Rarely Aware,Dont use Crﬂmf-‘ carous tﬁjhﬂwta-‘-lng
rewards accept digital payments. - - Habits 20 % found usin vendor succ ries for social
Awareness Making the user interface - i 25% 21.2% < g Switched to digital
" . . ial Media Channels 22.5% Month - . [
Making Payments interactive and include - High footfallareas 64.7 % 35.3% onthly ~ digital payment pay with
B b guides 15.2% apps difficult v | FunPay
Adoption Setting Up 4Ps OF Cash Payments Dlgltal Transactions = POSTERS & PAMPHLETS
s @ ) MARKETING PROMOTION Daily s 60+ age groups less B ———— Create posters and pamphlets
Consideration Receiving Payments + Incentive programs + Relate with local No incentives 64.7% 76.5% 41.2% 88.2% 545% 6(‘)156?)6 Unaware f B likelytouse Wi:er cuctomer b:se with clear messaging & QR
. i 15% X 18.2% : C codes for quick sign-
Lack of trust, Lack of Customers preference Cashbacks and sentiments Handling | [securi G ) Weekly | AL
training and reluctance BUSINESS for cash subsidies » Emotional Stories Customer Reluctance 9| [Security|| Custome: ecol 212% =
Unawareness 20% issues Risks ||Preferance|| Keepin Awareness on
" " ’ Tbik — T i 17.5% & g o Awareness of digital Security M il i di tnanct ’ ’
Research and Insights Cohorts and Positioning Awareness Campaign Trust Building Campaigns Impact & Fa_asIblMV Financials And Risk Mitigation Strategies q 'y of using digital trensactions curity Measures Research and Insights Cohorts and Positioniny Awareness Campaign Trust Building Campaigns Financials And Ri ation Strategies
for avoiding digital p Issues with Cash Payments payments

PROBLEM OVERVIEW SOLUTION OVERVIEW

FunPay, a leading digital payments platform, is capitalizing on India’s rapidly

\
I
|
I ) The team crafted a digital-first B2C marketing plan built on influencer
. . . ° _ _ |
growing digital payment landscape (CAGR of 44% from FY 2017-18 to FY 2023 I /
I
I
I
I
I
)

7
|
|
I
I
I
I collaborations, targeted social media campaigns, and gamified engagement.
I By leveraging micro-influencers, regional storytelling, and loyalty rewards,
|
I
I
I
|
\

24). The platform now aims to digitally onboard local businesses in Tier 2 and
Tier 3 cities, where cash remains dominant. The challenge is to design a
service-led marketing campaign that builds trust, enhances customer
experience, and provides real value to both merchants and their end-users.

affordability, localized reach, and measurable ROI, positioning the brand for
rapid adoption among young urban consumers.

T T S S [ S i e

I

|

I

I

I

|

I

I
they aim to drive stronger brand recall and conversion. The strategy emphasizes I
I

I

|
7
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https://drive.google.com/file/d/1SpXuoN4T2-liD67Sm1ulIzDZcUGxcQIX/view?usp=sharing
https://drive.google.com/file/d/1SpXuoN4T2-liD67Sm1ulIzDZcUGxcQIX/view?usp=sharing
https://drive.google.com/file/d/1SpXuoN4T2-liD67Sm1ulIzDZcUGxcQIX/view?usp=sharing
https://drive.google.com/file/d/1iARELth5ulhVxeBsP6mPbdq_QQJNyssA/view?usp=sharing
https://drive.google.com/file/d/1iARELth5ulhVxeBsP6mPbdq_QQJNyssA/view?usp=sharing
https://drive.google.com/file/d/1iARELth5ulhVxeBsP6mPbdq_QQJNyssA/view?usp=sharing
https://drive.google.com/file/d/1SpXuoN4T2-liD67Sm1ulIzDZcUGxcQIX/view?usp=sharing
https://drive.google.com/file/d/1iARELth5ulhVxeBsP6mPbdq_QQJNyssA/view?usp=sharing

POLICY PRISM nCLR

Resources

180Degrees

Case Type Organizing Body No. of Slides
Public Policy IIT Kharagpur 1

DELIVERABLES SUMMARY PROBLEM STATEMENT

I
|
|
Policy reforms |
Compliance gap analysis I
Farmer incentive & support framework I
|

|

I

7/

;E'}.:D

Rank Sector
Winner Food Safety

* Food security & growth strategy SOLUTION DECK

1,

o

o
[

H';‘.l Introduction ﬂ Policy @Z Exports @ Investment @ Impact @ . H;Tl Introduction m % Exports @ Investment @ Impact
—_—
\q‘r Pain Points Increase in Foodgrain Production in Last 8 Years @ Objective pr—— U Objective @ Solution
— i Food Security and -
” - Pollcy Changes Geo ol'ti)tl:s ‘r' Enhance food export quality and safety standards through policy reforms, \\‘ % 9_\~ \‘
Poor quality and { To explore practical and 3 Usi b L polr h H including stricter enforcement of regulations, investment in testing 1 : Precision = s .
e technology-driven solutions sing a bottom .UP ong t?rms apprm?c H infrastructure, capacity building for producers, and harmonization of ‘\ H ! . 4 ]
Y T (i 3 approach at policy regarding production 1 standards with global benchmarks, to reduce rejection rates and improve ‘\‘\ ] . ASTICU“:UTG o ]
agrlcultural produce convgentioﬁal eyt 'O — making and doing and exports will ensure market access for Indian food products. - . /
_ e ) x structural changes food security and global
. l 1 | P - Rejection Rates partnerships To
Need to balance Improve food export with Infrastructure and
agricultural exports ::,:3:’:::;62?:3::;tml’ India bears signiﬁcant Tech nology
wuh food security 5 losses due to high Utilising recent .
i efficient distribution
. ' bl e Outcomes
St Ot ot ot gricutipa roducts - = - » ~ of it grain exports upgrading the existing Under the Farm Bill, the Precision farming Subsidies or tax incentives Precision farming leads
The government- o Growth in Export [l % of Total Export ¢ To align India’s food security _ infrastructure U.S. government offers adoption in the U.S. for adopting precision to higher crop yields
imposed restrictions goals, simultaneously o incentives for precision has resulted in yield farming technologies can and reduced
on rice, wheat, and 30 maintaining its global image as L agriculture. increases of up to significantly reduce the environmental impact.
\ sugar exports 20 \ a reliable grain supplier. Dilemma Sustainability Enwronmental Quality 13%, I?ighlighting }he financial burden on A study by the American
® I l I . ' ) Providing subsidies and Incentives Program potential benefits it farmers. These Farm Bureau Federation
» o ide financial offers for Indian technologies include GPS found that precision
g = Managing internal food . . S (EQUP) provide p
4 High rejection rates 0 l l Ann { TO Cre_at_e asupport system to % A securify agn st insurance to incentivisee assistance for adopting farmers in terms of equipment, drones for farming technologies
of Indian food exports, - 10 incentivize them to adopt g it slobal i g sustainable practices, technologies leading to improved productivity aerial imaging, and can increase crop yields
oftenidile to excessive & 20 safer and more sustainable g 't§ global 'fnage as'a while procuring efficient and sustainable and efficiencyin automated harvesting by 13% and reduce fuel
Use of pesticides S 2012 2013 T4 T 26 2007 2013 Fn9 2020 il e e ; reliable grain supplier technology for farming practices. agricultural practices. machines. usage by 40%.
| 4
b - enhancing yield - IS 0 DU 0

PROBLEM OVERVIEW SOLUTION OVERVIEW

India, a global agricultural leader, is facing serious challenges in food export
quality and trade reliability. While being the largest rice exporter and a key
supplier of wheat and sugar, recent export restrictions and a 0.15% food export
rejection rate are undermining India’s credibility in international markets.
Rejections are largely due to excessive use of pesticides, poor quality control,
and non-compliance with importing nations’ food safety norms.

| I
| |
I I
I The team proposes a multi-layered policy and technology framework to boost I
I India’s agricultural exports while ensuring food security. Their solution combines }
I stricter quality standards, HACCP certification, & blockchain-based traceability }
I with smart irrigation, controlled atmosphere storage, & logistics upgrades to cut I
| post-harvest losses. Farmers dre incentivized through subsidies, insurance, & |
{\digital extension services, & trade agreements & resilient crops expand access. }

4
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https://drive.google.com/file/d/1UPpjGElobg_9ZF8U-YtKmJaSUSoL6U3j/view?usp=sharing
https://drive.google.com/file/d/1UPpjGElobg_9ZF8U-YtKmJaSUSoL6U3j/view?usp=sharing
https://drive.google.com/file/d/1UPpjGElobg_9ZF8U-YtKmJaSUSoL6U3j/view?usp=sharing
https://drive.google.com/file/d/1jAuq3WSD_63trmefCN6zvTSJQ6bQH_eY/view?usp=sharing
https://drive.google.com/file/d/1jAuq3WSD_63trmefCN6zvTSJQ6bQH_eY/view?usp=sharing
https://drive.google.com/file/d/1jAuq3WSD_63trmefCN6zvTSJQ6bQH_eY/view?usp=sharing
https://drive.google.com/file/d/1UPpjGElobg_9ZF8U-YtKmJaSUSoL6U3j/view?usp=sharing
https://drive.google.com/file/d/1jAuq3WSD_63trmefCN6zvTSJQ6bQH_eY/view?usp=sharing
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180Degrees

e N\
Organizing Bod No. of Slides | |
Case Type . g g Y I DELIVERABLES SUMMARY I PROBLEM STATEMENT
Strategy & Operations IIM Ahemdabad 8 | o |
| e Strategic Priorities Roadmap | dy
I e Network Optimization Strategy I
|« Impact & Challenge Assessment |
Rank Sector | P 9 |
. I e Investment Risk Analysis I SOLUTION DECK
Winner Renewable Energy { }
N 7/

G

e appropriate course of action tor the company - ensuring

Global

How are trends

Actions the company

resilience and futureproofing

What is the EV trend about, and what are the most noteworthy

Petl‘Olellm Chang.ng? C()uld take fr()m here Abalanced approach ensures short-term competitiveness by leveraging its national network and long-term leadership through strategic investments in technologies?
T d Sh' ft t alternative fuels and EV charging. This dual focus builds resilience against future challenges.
ren 1 on out. The Electric Vehicle (EV) industry is undergoing evolutionary growth, fueled by the ever-changing landscape of technology, coupled with shifting customer
i i Balancing Sustainability and preferences.
35% of global electricty to be Ele.Ct"C VEhICIFS 5 - " ,g. ty 10 illi units are expected to be sold 201 predicted market potential in 30% of total vehicle sales in India
© produced by renewable sources. Selectively target While not electric vehicles specifically, Pr°f|tab|||ty MION ;5 by 2030 akh crore hdia 0 il be electric by 2030.
Chinese contribution to . utilise the already exp i twork
renewable energies the FIECt"C of gas stations to implement charging . . ¥800Cr @ Battery and Charging Infrastructure is at the cornerstone | Low company
Targeting 40% non-fossi Vehicles Sector pads and provide battery as a service Doubling Down on Petroleum subsidy from FAME-I|, use to retrofit o, of the surge in Electric Vehicle technologies today.
in the long run is not a great idea. 9 i B e ) . .

fuel energy by 2030. nd 9 30% of petrol pumps with CNG/LPG Description Comparison with ICE vehicles

Alternative Fuels in the short run,
due to higher penetration in cities,

Profits should be reaped with o(4)

dispensers

Diversify into
Global renewable fy steady supply over next 5 years. (2 SSB: Replacing liquid electrolytes with solid materials for Primarily addresses “range anxiety” that

Battery and Charging

Divert 15-20% of profits to sustainability

d capacity must Alternative Fuel focus on providing CNG, LPG to Lock in present or near future R&D (e.g. green hydrogen pilots at 100 higher energy densities. Entering the market in 2025. ICE vehicles traditionally avoid
A gﬂi;ozgao(? f:, SAKESS :?r:s peicgltc;svag:g‘l;e‘h;cgférnme fong g\:cail?)‘:'l‘:wdz:terlyHFe:c%?cg)r:n highway stations (39 BDCs: EVs act as mobile energy storage, powering CE vehicles lack these capabilities,
PaRlsz0N Ii:ger::nl:;:iParis Play to their Hyélrogen S = . 40% homes/grids during outages. Wésting 80% of fuel energy as heat
s asosi Strategic pioiie or the first 510 years b o T Tt M B
Fossil fuels' petroleum industry = ) o ; i i i i
Sty pan Tom proected £ @ seekExternal Talent Sl g e E e
j:szzbwlllé!é%pé Takinga )Astrategythatwouldachievea o‘:jmmes EE.&} Signing MoUs with top : __ bl ging petrol hicles.
phaseouyﬁ, more delicate balance of all three - institutes nationwide, Leveraging the existing network The company has a wide and extensive network of petrol pumps across the country, and can adapt quickly.
- _ . government balanced bmhE'iQ“;d’O'I“Ef““{re-a"d Install 150 kW DC fast | Begin Green Convert 20% coastal 2027 3ogevre(\:/ergefrom non-fossil like ISc Bangalore, IITs Hybrid Charging EnergyStgaQEAssAser;i'C;f G, TechDri;enconvenier(\ce
predlctedglobalgrowth in backlash, and not leaving the past behind would chargers + 3. Hydrogen integration, umps to H: bunkerin sources NG/H: \ an s ininteres Install fast chargers paired with Partner with OEMs like Sun Mobility for Allow pre-booking via apps (¥10-20
2025 is attributed to India As::nefficienﬂf approach be most suited for the company. ::argers‘ a:dB Kwac se); up gispense?'son Statignstfot'r:an:meg 2030 Sé%éumps/ofzering Hs/EV/CNG, ) of?ul:’?l::eRrR&DLn ' rcoftopsolarar?dbep;teryds(orage @ZW/EWb;f:g%swappnlg (23-5/km . ;cnvencijen‘cefee?:]odmanage )
R implement CNG and highways, start shipping, expand the 40% emission reduction vs 2025 alternative fuels, — =— - il A petel) SMane. Siong Wih e preng
LPG pumps at petrol blending Green H2 in pipeline network for 2035: 70% energy exports via green \ 2 especially green - — =
stations CNG for trucks CNGand LPG ammonia $3B annual revenue. e hydrogen
(T T T T T T T T T B e 3
I PROBLEM OVERVIEW | I SOLUTION OVERVIEW I
| . . . . . ' | |
I A leading energy company with a strong petroleum value chain and nationwide } | The team recommends a balanced multi-energy playbook where the petroleum |
I fuel retail network is facing disruption due to the global rise of electric vehicles I | giant leverages its petrol pump network for EV charging and battery swapping, }
. (EVs), green hydrogen, and tightening climate policies. While currently profitable, | | expands CNG and LPG distribution in the short term, and pivots strongly to green }
| the company must decide on a long term strategy to stay competitive and I I hydrogen over the long run. By combining fuel hedging, infrastructure I
I sustainable, in light of its net-zero commitment and shifting energy demand | I upgrades, and R&D partnerships, the strategy ensures short-term profitability |
L patterns. ,' | while futureproofing the business against disruption. }
R I R ——E———————————————— - ~N—eoo-_ . . 4
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https://drive.google.com/file/d/1d7HTdrBPefywnG-Fo0Kj1_1IwInbHFog/view?usp=sharing
https://drive.google.com/file/d/1d7HTdrBPefywnG-Fo0Kj1_1IwInbHFog/view?usp=sharing
https://drive.google.com/file/d/1d7HTdrBPefywnG-Fo0Kj1_1IwInbHFog/view?usp=sharing
https://drive.google.com/file/d/1AzmHHsz_XaaBEdtAHgYp_U5g3yQMPcjK/view?usp=sharing
https://drive.google.com/file/d/1AzmHHsz_XaaBEdtAHgYp_U5g3yQMPcjK/view?usp=sharing
https://drive.google.com/file/d/1AzmHHsz_XaaBEdtAHgYp_U5g3yQMPcjK/view?usp=sharing
https://drive.google.com/file/d/1d7HTdrBPefywnG-Fo0Kj1_1IwInbHFog/view?usp=sharing
https://drive.google.com/file/d/1AzmHHsz_XaaBEdtAHgYp_U5g3yQMPcjK/view?usp=sharing
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No. of Slides
1

Rank

Winner

Sector
Food Delivery

DELIVERABLES SUMMARY

e Data analysis
e Customer segmentation
e New product features

p_————————————

SULUTIONS & REASUNING _¥_)
=z

105 oo 0GR Ol

Insights from Researches/Studies

I
i
i
I
11
i 63.4‘)6’
I
I
I

a A display of macronutrient
=
v—

% of people who agreed

that they find it difficult
to find healthy food
choices on online food
delivery apps

and calorie count enhances
the trust between platform
and user

Spaghetti with $15.30
shrimp and basil

Tailoring recommendations
based on nutritional
preferences can enhance
customer loyalty, especially for
those with dietary goals

Sharing the ingredient and

#%We¢  nutrient information sets more a
QE&* informed expectations, leading
to lesser dissatisfaction

Grandma's shop

Personalized recommendations

[ R
© g

Enhance customer satisfaction by analyzing data

related to restaurants and delivery process

Insights from

Primary Research

Would you like the

app to recommend
suitable options of
cuisine/restaurant/

items for you?

82% said Yes!

warsc
1
wo
s

75

Suggest suitable food items to the
customer on the basis of
» Their order history
« Orders placed by people with
similar order history
* Recent trends in orders

KEY MARKET STATISTICS

6 $ 43. 78b|’| Projected market

size in 2024

zll 15.98% Annual growth/CAGR
from 2024-2029

Help a confused customer wta
possibly exploring a new ‘@:

restaurant or cuisine L7 18 3%
B

@ Expected contribution of

Estimation of user
penetration in 2024

Also include ratings and tags like
“Bestseller”, “Must try”, “New on
menu”, etc. to excite the customer

6 20% online services by 2030

T T S S [ S i e

5%
x* increase customer satisfaction and ratings

Propose features to be implemented to

nCLR
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PROBLEM STATEMENT

SOLUTION DECK

FOOD DELIVERY INDUSTRY IN INDIA

STAKEHOLDERS INVOLVED IN AN ORDER DELIVERY PROCESS AND PAIN POINTS

'?,"‘ = 1 =
Y

Customer

¢ Late deliveries

s User-unfriendly platform
* High platform fees

* Inconsistent pricing

Platform

o Technical glitches
® Order cancellation

* Incomplete food descriptions
* Pricing inconsistencies

Restaurant

« High commission fees
» Increased competition
« Poor feedback management

» Third-party logistics challenges

MAJOR PLAYERS INVOLVED

Aggregator platforms | Food chains with own delivery

H . S

*) » ¢ s -
— e
i =
o aam T
ey ——— ER B 596 "
@ . : @ =. - [ ]
.1 ; 0 —ia - e e :é ,g‘ = =D = L
W Login/Sign-up  Homepage | Search Resto.menu  Cart/Checkout Payment Trackorder  Orderrating |
Delivery Partner customer [
« Unpredictable traffic delays « Packaging issues Focus to improve Customer Satisfaction
¢ Unsafe working conditions « Lack of transparency
= Low anrmi R Mitraa Das Kshitij Sharma Naman Gupta Shamit Sheth
* Inconsistent orders. * Inaccurate orders
29, Marketing Manager, Passionate 38, Quantitative Researcher, Health- 43, Content Creator, Seeks hassle- 50, Professor, Sticks to usual orders
about food conscious free ordering for family
—O0TAM . . . : . : -
« Loves exploring new cuisines * Seeks healthy options on the * Prefers on-time deliveries « Sticks to familiar restaurants
(‘43.8bn mz:t:::?::‘:;;:z) and restaurants on the app app, with nutrition during lunch breaks and late and cuisines
« Seeks reviews and inputs information dinners + Values consistent food quality
—o0SAM from the app about the food * Frustrated by inconsistent « Struggles with long food and delivery times
(530 6bn Assuming 70% ofche) items delivery times on some days preparation and delivery times + Could benefit from loyalty
- market in tier-1& 2 cities  Struggles with order tracking * Prioritizes food quality and « Interested in cost-effective yet programs and faster delivery for
SOM and customer support timely delivery convenient delivery repeat customers
(39 2bn Assumin, £30% markﬂ)
g as an indusiry ader PRODLYTICS 2024 3

PROBLEM OVERVIEW

The case focuses on enhancing customer satisfaction for a food delivery
platform by improving the overall delivery experience. As a Product Analyst, the
objective is to analyze key operational factors order cost, food preparation
time, delivery time, and the day of the week that influence customer ratings and

propose data-backed product features to optimize these factors.

I
I
I
I
I
I
I
I
I
I
I
I
I
)

— e
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SOLUTION OVERVIEW

The team developed an Al-driven enhancement plan for food delivery platforms
to boost customer satisfaction. Their solution uses ML models for accurate
delivery-time prediction, alternative recommendations during peak traffic, &
personalized suggestions based on order history and health preferences. Features
like nutrition insights, reordering, order scheduling, & transparent restaurant content

aim to build trust, improve convenience, & drive loyalty.

—_ e/


https://drive.google.com/file/d/1kZ4C5GDyMSSWRVimt5S5-zmc8QductJP/view?usp=sharing
https://drive.google.com/file/d/1kZ4C5GDyMSSWRVimt5S5-zmc8QductJP/view?usp=sharing
https://drive.google.com/file/d/1kZ4C5GDyMSSWRVimt5S5-zmc8QductJP/view?usp=sharing
https://drive.google.com/file/d/1yCKPHnC2L_u9hK-MGMOGi3k5O1feJzDz/view?usp=sharing
https://drive.google.com/file/d/1yCKPHnC2L_u9hK-MGMOGi3k5O1feJzDz/view?usp=sharing
https://drive.google.com/file/d/1yCKPHnC2L_u9hK-MGMOGi3k5O1feJzDz/view?usp=sharing
https://drive.google.com/file/d/1kZ4C5GDyMSSWRVimt5S5-zmc8QductJP/view?usp=sharing
https://drive.google.com/file/d/1yCKPHnC2L_u9hK-MGMOGi3k5O1feJzDz/view?usp=sharing
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Case Type Organizing Body No. of Slides
Go-to-Market strategy IIM Ranchi 18

DELIVERABLES SUMMARY PROBLEM STATEMENT

|

|

|

| ¢ Problem Diagnosis
I  Market Analysis

I e Product Innovation
|

|

|

\

Rank Sector
Winner E-Commerce

« GTM Strategy SOLUTION DECK

e Operational & Financial Model

OPTIMA

~BYTAEINg the aIstance 111 W % (RESTFUCTUFIAE The FINANCIATS 14 W 5 O
‘‘‘‘‘‘ rimary Surve' RANCHI
B S ry y e rieal Brand ~N > WLF O
indi i i C issit d fulfill, t model
Discounting and E-Commerce Hotspots Customers as our Icons: Novas [ o - fiadiog ‘Le"d':ii’f:’::::k?;' spockl T T ommissioniandidiimentimace
cca = 000 A

Reliable brand

o reputation
o P T 5 o . S SLABS  COMMISSION AMOUNT PLATFORM FEES SHIPPING FEES PAID TO SELLER
b marketing cons for recognton “Decome 4 model sentiment g i= ustomer Survey utda earch Function :
B El = Primary survey conducted of 37 buyers of all age Competitive prici g High quality Instagram advertisements 1000 Seape <500 20 50 <430
g | 3 groups cpPC 5001500 8% 40120 20 50 3901310
2 | P il 1500-2500 10% 150-250 20 50 1280-2180
c‘{, tocaized socal media 335 personstcedrecogiton 1] Factors affecting customers decisions to buy products Misleading Brands Fast or uerfulﬁﬂmeﬂ Users who clicked on the ad 50 m
< B Leastimportant  Most Important /) S——— 2500-3000 12% 300-360 20 50 2130-2570
s 2 —_— . Users who vistied the platform 40 >3000 15% >450 20 50 >2480
fid B Encourages custamers to upload =3 punctionalil £
o ambassadors Shoron win marketslace tags Z unctionality S -
@ i ualified leads 24 Fihort
- A —— Long Delivry Times [ Ideal Customer ] a 122] PR (WY pe—
Price —-_-— -, -y
Community Engagement . ™~ mmi platform f
Trends =——rr— Lack of Personalization ' Age Group 15-40 ' Paid CAC 41.6667 —— i
= Quality —_— =7 CAC Insight Ref: Appendix 3
Aesthetics Influ enced hy word of Resident of urban and —eeeeee
w " . . semi-urban areas i K 7
()] Online Influence —_—.,— Difficulty in Returning Products The average CPC for foshion e- Our CPC is prudentially estimated to be
= o it & 9 4 commerce industry is 8-15 Rs 20 Rs because of the high competition ﬁ P — & G
_— i H . H i
a & Follows fashion trends i Pain i ‘V\E i Pain |
£ o3 80% of The mojor issue is converting people 1L P, —
5 of the peaple who dlick on the ads i -
& = Seller Survey r Long Calaction L actually visit the website , who ""’"::!W'U“ qualified | | The seller gets the payment | |The buyer gets 7 days to return
°m° O Primary survey conducted of 12 sellers of different scales Payment Fees Building his d l “ \ after 21 days which leads to | |the product and an additional 3
o 2 —— e Cycles own Ideal Seller Virtua stencils, AR Try On on the = N ——— less working capital days to determine what to
= (=3 Willing to pay Reputation website will induce customers to buy lh/ Ly  of the people who visit the website return to seller
Discounting:  platform credits +  Discounted resale Undamaged returns > = ¥5000- Seller Pain &
m::,‘ sl ,:,m.’ Pl © = 15000 for Points Small business Sell e Sacioe ' Satinova works on a commission and fulfillment model where
@ ads The CAC is 41.6 which is lower than the The fower CAC will be used to fund the e
atE-Commerce  Mal ; up for the centre/ service have customer = High — — industry average 200 Rs , Al modais and tools I sellers are charged a small percentage of commission after a
Hotspots. iscounts. centres. value intact. = A o
T e ‘ Follows fashion trends ‘ savvy
Shipping Commission W J ) certain amount so that the entry of sellers is not restricted
e =z . z P ERlE Thin Profit itz Adapuanieandwanis 1o ) ( Provicesrelanie g i S
Margins grow )L customer suppos « &
,________________________________________________________.\ o e e ——————————————— ————— ———————————— ——— —— ————— ——————————

PROBLEM OVERVIEW SOLUTION OVERVIEW

The team outlines a strategy combining digital innovation, operational
efficiency, and customer-centric design to strengthen competitiveness. Their

7

|

|

I

This business case focuses on reinventing online fashion commerce for Gen Z |

|

I
I approach leverages data analytics for sharper decision making, streamlines

|

I

I

I

|

\

I
I
I
|
consumers in India. While traditional marketplaces like Myntra and Ajio operate }
as static digital catalogs, they lack personalized styling, immersive discovery, I
I
I
|
I
)

processes to cut inefficiencies, and introduces targeted engagement levers to
boost adoption. By aligning technology, execution, and user experience, the
solution aims to deliver sustainable growth and long term resilience.

and sustainable business models. A new marketplace aims to solve this by
building a highly curated, Al-powered, and community led platform that aligns
with Gen Z preferences and ensures long term financial sustainability.

— e
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https://drive.google.com/file/d/1IfcVSHlD3YF5FlIIzAWQ-StLCNDffk2T/view?usp=sharing
https://drive.google.com/file/d/1IfcVSHlD3YF5FlIIzAWQ-StLCNDffk2T/view?usp=sharing
https://drive.google.com/file/d/1IfcVSHlD3YF5FlIIzAWQ-StLCNDffk2T/view?usp=sharing
https://drive.google.com/file/d/1kZZKiuDiUvWg2TDNWisLgxKHA2uCRClK/view?usp=sharing
https://drive.google.com/file/d/1kZZKiuDiUvWg2TDNWisLgxKHA2uCRClK/view?usp=sharing
https://drive.google.com/file/d/1kZZKiuDiUvWg2TDNWisLgxKHA2uCRClK/view?usp=sharing
https://drive.google.com/file/d/1IfcVSHlD3YF5FlIIzAWQ-StLCNDffk2T/view?usp=sharing
https://drive.google.com/file/d/1kZZKiuDiUvWg2TDNWisLgxKHA2uCRClK/view?usp=sharing
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ECO MOVE n

180Degrees

DELIVERABLES SUMMARY

e Market Analysis

e |ssue Tree & Hypothesis
Operational Plan

e Partnership Strategy

e Financial Roadmap

Overcoming Operational Challenges for Sustainable Growth

Organizing Body No. of Slides
IIM Trichy 7

Case Type

. PROBLEM STATEMENT
Business & Growth

S,

v

G

Rank
Winner

Sector
Electric Vehicles

SOLUTION DECK

1,
rey

G

P————————————————

DIVING INTO THE INDUSTRIES Building Long-Term Alliances for Growth & Stabﬁty

Cash Flow & Liquidity Cost Utilization &

Analysing Eco Move's positioning with the industry

&hruug ee atio

COMPETITOR ANALYSIS MATRIX

MARKET TRENDS

INDUSTRY ANALYSIS

Customer Demand

I
% Smart Logistics }@) gulatory Changes li“.‘{j%‘

A [ 1
]@gl Market Competition ]& EV Costs & Infra__ |

Al & loT O y EV ion: Policy-
fleet utilization, predictive driven fleet electrification
maintenance, and dynamic mandates with incentives.
pricing.

Growth in g-commerce and

Subsidy Changes: Transition from
Telematics Adoption: Real time  FAME-1I to FAME-IIl impacting cost
monitoring to reduce downtime structures and investment plans.
and enhance safety.

real time analytics.

Instant Commerce Demand:
same day delivery expectations,  Pricing models.

Data-Driven Operations: Clients M&A Trends: Industry
seeking deep insights through

VC-Funded Competitors: New Battery Technology Evolution: Shift
entrants offering unsustainable  towards solid state batteries and
battery-as-a-service models

Charging Infrastructure Expansion:
Public-private investments
increasing fleet uptime and
competitiveness.

consolidation affecting client
retention and market share.

Driver Engagement &

Retention

Management

Profitability , ,

SOLUTIONS

* Use loT sensors for predictive
maintenance to cut downtime.

= Apply Al for dynamic servicing,
focusing on high-risk vehicles.

* Partner with service providers and
use mabile repair units for quick
fixes.

* Stock critical spares and diversify

SOLUTIONS

+ Introduce Minimum Earnings
Guarantee (MEG) to stabilize driver
income.

+ Use Al for dynamic scheduling,
matching drivers with demand peaks.

= Offer tenure-based bonuses, insurance,
and upskilling programs to reduce
attrition.

SOLUTIONS

+ Shift to 30-45-day payment cycles and
offer early payment discounts.

* Leverage invoice factoring and working
capital credit lines for liquidity.

+ Implement risk-based credit control
and automate collections for faster
recovery.

SOLUTIONS

+ Transition to pay-per-use leasing
models to align costs with usage.

* Reallocate resources to high-margin
cities and optimize fleet composition.

* Introduce tiered pricing and value-
added services to differentiate
offerings.

Enhancing OEM Relationships, Financial Backing , and Investor Transparency

é‘;—‘ahndug

Rebuild OEM Relationships for

Better Supply Chain Security

* Develop joint R&D initiatives with
OEMs to co-create next-generation

EVs suited for last-mile logistics.

* Secure bulk procurement
agreements with EV manufacturers
for favourable unit pricing and
access to the latest models

EcoMove Quiklyx  ZevolIndia Rewv Zyngo EV Mobility .Q ISSUES —— ISSUES iz e e e with Investor Confidence & Transparent
@ e o Financial Institutions Communication
w ® B2B Logistics ® Flexible ® EV.as.a- ® Self-Drive = Asset-light Delivery 5 = "
L + Loasing tessing e ncs Reactn{e Maintenance Leading to | Inadequate reward systems impacting the Inefficient receivables cycle impacting High fixed leasing costs straining
z 5| ® High ® High Upfront ® Niche Focus ® Limited EV @ Dependenton Downtime productivity and motivation of the revenue collection and cash flow overall profitability. *  Establish a dedicated Brasa Conduct quarterly investor calls to review
2 = g:;rlnlnnal Costs (Refrigerated) Focus Partners | calendar:Based Serviciam IneiMiclenct I workforce stability financing arm that can tap into performance and future plans.
. 1 1CHi il i of
alendar-Based Servicing Inefficiencies —— - - Uneven profitability across different climate. fncusedvfunds gnd qffer E'cc Launch an investor relations website for
'] ® Multi-faceted ® Multi-Brand ® MultiFleet ® Doorstep ® Driver Maintenance Network & Slow S¢ & Resource Inadequate working capital reserves cities highlighting operational Move access to innovative financing real-time updates on metrics and reports.
"l'lﬂ ‘"] Deployment Leasing Delivery Empowerment S Underutilization reducing financial flexibility. inefficiencies 50'“”_“"'5 sth csizznl loans and Highlight key milestones in profitability
-l o Maintonance ® Limited  ® High ® Crowd Sourcing ® Limited Vehicle ESG-linked financial products. and green initiatives.
ZH  inefficiencies  Fleet Size gpeﬁ:‘mi';l Risks Control 2025 2031 2025 2031 2025 2031 2025 2031 Spare Parts Shortages & Supply Chain High Attrition & Lack of Long-Term Excessive Dependlency on Corporate Generic Pricing & Lack O
omplex
5 Py Hs Delays Benefits Clients. Differentiation.

Co-Branded Marketing & Client

Engagement Programs

Develop co-branded ing campaig)
with key clients and OEMs to highlight Eco
Move’s role in enabling sustainable logistics
solutions.

Launch client loyalty programs, offering
exclusive benefits such as priority access to
new services, discounted rates, and
sustainability impact reports

Industry Overview Issues & Challenges Efficiency Plan Partnership Growth Execution Plan 1IN suppliers to reduce celays. \___Industry Querview lssiies & Salitions Efficiency Plan Part
Ty > T mmEun \
| PROBLEM OVERVIEW I I SOLUTION OVERVIEW I
i Eco Move, founded in 2021, is a rapidly growing EV-based last-mile logistics I I The team designed a 24-month turnaround plan for Eco Move to improve I
| company operating across 25+ Indian cities. With a fleet of 2,500 electric } I profitability, fleet utilization, and financial stability. Their solution integrates loT- }
I vehicles and a network of charging hubs, it serves large B2B clients including e- I I based predictive maintenance, Al-driven route and driver optimization, and }
I commerce and FMCG giants. It earns revenue from logistics operations and | I pay-per-use leasing models to reduce costs. Strategic partnerships with OEMs, I
I infrastructure leasing. I | co-branded client programs, and green financing ensure scale, while workforce |
X /,' {\ incentives and receivable management strengthen retention and liquidity. /}
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https://drive.google.com/file/d/1goS5oHRaBBcJs9Adr3ilNCKcBqiKlWVE/view?usp=sharing
https://drive.google.com/file/d/1goS5oHRaBBcJs9Adr3ilNCKcBqiKlWVE/view?usp=sharing
https://drive.google.com/file/d/1goS5oHRaBBcJs9Adr3ilNCKcBqiKlWVE/view?usp=sharing
https://drive.google.com/file/d/1xPbuPTaWc4ub8aB4qM-YzRQ5nl9Q0W92/view?usp=sharing
https://drive.google.com/file/d/1xPbuPTaWc4ub8aB4qM-YzRQ5nl9Q0W92/view?usp=sharing
https://drive.google.com/file/d/1xPbuPTaWc4ub8aB4qM-YzRQ5nl9Q0W92/view?usp=sharing
https://drive.google.com/file/d/1goS5oHRaBBcJs9Adr3ilNCKcBqiKlWVE/view?usp=sharing
https://drive.google.com/file/d/1xPbuPTaWc4ub8aB4qM-YzRQ5nl9Q0W92/view?usp=sharing
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Case Type Organizing Body No. of Slides

DELIVERABLES SUMMARY

Resources

PROBLEM STATEMENT

Public Policy IIM Bangalore 6

Rank Sector
First Runner Up Digital Governance

e KPI framework

o
[ ]

Oq

Beneficiaries C "l Projections Efficiently address CM Helpline and On-Ground enroliment challenges through Al, human resources, partnerships, and outreach while maximizing available resources.
SVAMITVA data gives statistical insights to develop efficient service delivery and mobile vans along with local outreach optimization and tracking KPls. Tacklmg Cha"enges"' UnderStandmg approa‘:hes"'
.
2 2 N Y 2 [+) . 1
Implementing a systematic and going to the depths of beneficiary tracking... o 50% I\\?' \ 55% 30% Sustainable multilingual ['\ - o
approach... —— Route Optimisation = o e platform with integrated Z Realtime manitoring,
E— i e L e CO  catavase G/ trining and upsldling
. roach arees by o Route optimisation helps in prioritising a5 ecaive sy followso
Increasing Outreach — well as finding the optimal locations to . S
a0n shops and chai tapris in rural areas have a Daneits. oL
high footfall, especially serving to spread — Unique identifiers @ o O Robust tech
awareness of govermment schomes to the 1 1 4 to ensure targeted oJ¢Obfo infrastructure and
concemed market segment = g ~20% —_ delivery - o "¥" 0 redressal mechanism
- Collect beneficiary location data a . n Operational
« Gather field officer information applicants report dfficuties g‘“g"‘"d Ch:l‘l.;:llm:s [y
Gram Panchayats & Local Bodies ~SWAMITVA Corner! + Mapavailable resources Gua to langusge barrers. verheal g T T T R e e T
Panchayats are increasingly using computers for ) . . . collaberation and implementation
efficient service delivery. These digial nubs manage Implementation of SWAMITVA Scheme 2 A systematic overview of our strategies...
data, facilitate government schemes, and improve
transparency. Maintaining records through data-driven Y + Choose appropriate algorithm
decision making facilitates accurate applications, Train model on historical data — — -
ize for factors like distance, AN (3 ey @ (”‘ﬁ =Y
=) Integrating SWAMITVA to locate d priority ea) \e39) &) &) ) i
GIS Mapping & Route Optimisation X 3,46,61,666 Rt 1 Enhance caller training for better communication SWAMITVA dotafor  Data verfication Aging ciizen data SotKPis 10 moasure  Monitoring with reaktime 4 anti 1 for address verification through SWAMITVA
pping oute Optimisatiol 90,908 Property Parcels Integrating SWAMITVA data in 3 Integration 0% resustion geolocation wsing blockehain colected via e-portal scheme delivery  progress tracking instead  friendly Interface with ™ 0% reducton
& digitalised the database. accuracy security integration effectiveness. of binary tracking least friction
SWAMITVA data has been converted to digital maps, e . § ) - i
helping us locate beneficiaries, prioritizing Pleacing 1> Pl =  Develop mabile app for field e e e 2 Utilze mablle vans areas without digital connectivity
their respective enrolments based on their geographic Identifying potential ﬂc"‘ws N e boost enveliment rates by 257
= henclicfaries « Connect to central database
location (as an additional factor). effectively reducing - Emphicrient reaktima Updases
L 2 Implement NLP to prioritize follow-up calls cM - PR On Ground Utilize data analytics to identify hard-to-reach
, P — 4 3 pioli , e ! Centralized Monitoring Dashboard Y Eavolasent 3 beneficiaries o prioritize their snrlment.
. w i -~ beneficiaries pline
Mobile Vans R B s - + Track key performance indicators Automate verification for eligibility checks using Enable remote verification & approval to reduce
Mablle Vans equipped with necessary tech and ) A Mapping locations of Sl it Sl 4 citizen info. from the portal & SWAMITVA data. T A en o . sedwchg b e b B et i
trained officers, serve as temporary enrollment ‘.- - = ] 9 beneficiaries to reach out €083 of redundant felow.aps. . d
centers that allow field officials to conduct - - ‘= 1 — 7 Use predictive anaiytics, enabling proactive treamiine database integration to save time, eliminate
applications and verifications on site. R, g s S oL L e aeesprdsish pata i b o resource allocation papenwork, and enhance accuracy in cata entry. 5 Setup automated eminers and folow.ups for
) = = — 2 pending it tasks.
Refert tps://svamitva nic.iDownloadPDF/Svamitva_Guidelines 2021-2025) pdf .
Samagra

PROBLEM OVERVIEW

Family ID analytics pipeline redesign
Beneficiary generation framework
Pilot design and district rollout plan

1,
S

G

SOLUTION DECK
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Enroliment | "] Projections

Optimising Beneficiary Lists

Distributed ledger technology simplifies the verification and automates pr 3-fold h reduces

andi lability while ing APls

@ Data Collection & Integration @ Final Eligibility Verification

(Distril dq hnole We propose a three-fold approach: Integrate open standards and APIs for
Establish a DLT Network Ledger T g prop PP! smooth data exchange in the blockchain
connecting various sources network.

Applicable for ALL Internet Access Areas

wamd) W CM Helpline Digital ID Creation

Databass SWAMITVA User Inputs. Utilize sharding or off-chain transactions
to efficiently manage high data volume
IVR & Chatbot - Urv/ and decrease network congestion
Identity Verification IGO‘V T ————
Assign each beneficiary a unique decentralised identity Remote Areas i) — o
shared on the blockchain: . =— ‘ s
« Eliminating the risk of ications and fraud. ©On Ground Verification Roduces Workioad | Increases Efficiencyto  75°
« Ease in updation of data. et E e [§ ot Benstee |
} A L. Classifying proactiveness in services .
Generating List of Probable Beneficiaries according to Effort Required From Citizen:  Rural Urban

DLT allows for Smart Contracts: o Effort Required From Citizen B von ]
pogors o | Theypertorm 2 sk ;

automatically 1 Automatically validate & cross Mobila Vans piong with offcers appeoach Cizen signs uo on o webste win o haipof - SERTAN SIaTet ACees 00 e EEiell
execute  based reference beneficiary data across * SRS ) et B forma it e it the online dashbosd
on the prevailin, Itipl H
prevaing muliple sources. T T
conditions. 2 Enforce rules for eligiblity criteria, 5
2 Lovel of Proactivity Low

flagging discrepancies and

preventing unauthorised access. Different regions - Rural, Urban would require different levels of proactivity.
References: https/ftimesofindia.indiatimes.com/blogs/developing-contemporary-india/sociak-welfare-delivery-in-the-digital-age/ | Proactive Public Services | World Bank .
Samagra

ey O, Scalability Solutions
o

H

SOLUTION OVERVIEW

Uttar Pradesh runs many welfare schemes, but delivery is reactive and leaves
several eligible families out. The Family ID program helps target beneficiaries, yet
enrolment drops sharply due to weak verification, data gaps, and field-level
challenges. The state needs better strategies to improve beneficiary lists and

boost enrolment. welfare delivery.

\
I
I
I
I
I
I /
I
I
I
I
I
I
I
)
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| The team proposes a unified digital identity with Al, GIS, and blockchain for
I verification, supported by Gram Panchayats, mobile vans, and the “Urvi” chatbot
I for outreach. A centralized dashboard with predictive analytics and automated
I follow-ups streamlines enrolment, reduces drop-offs, and ensures transparent
I

I

|

\


https://drive.google.com/file/d/1BE8QzDDiZxmqp4p_PMg2XERx3TicSD-q/view?usp=sharing
https://drive.google.com/file/d/1BE8QzDDiZxmqp4p_PMg2XERx3TicSD-q/view?usp=sharing
https://drive.google.com/file/d/1BE8QzDDiZxmqp4p_PMg2XERx3TicSD-q/view?usp=sharing
https://drive.google.com/file/d/1-KIZpRpZS2mRuedTEkArViLK8TPWn2xj/view?usp=drive_link
https://drive.google.com/file/d/1-KIZpRpZS2mRuedTEkArViLK8TPWn2xj/view?usp=drive_link
https://drive.google.com/file/d/1-KIZpRpZS2mRuedTEkArViLK8TPWn2xj/view?usp=drive_link
https://drive.google.com/file/d/1BE8QzDDiZxmqp4p_PMg2XERx3TicSD-q/view?usp=sharing
https://drive.google.com/file/d/1-KIZpRpZS2mRuedTEkArViLK8TPWn2xj/view?usp=drive_link
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| ¢ Carbon tax rate & structure proposal |
I e Revenue allocation strategy design I
| * Low-income household protection |
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First Runner Up Energy

e Impact assessment on emissions ) )

1,
rey

7% Ny Annual Canada Carbon Rebate Amounts for 2024-25
I 1
' Ineapcion o T T SWEDISH CARBOUN TAX : A RESILIANT SUCCESS
INDIAN AR N E I I N RE DU TI N I ER p LICY : * Canada Introduced a Carbon Pricing System in 2019, as an action against }
H X N H First Adult $900 $600 $560 $752 5380 8412 $440 $596 . i I I I . o I I e
- === — “~ | Climate Change, proceeds of which are expected to be returned through | 4 " . s N “\
' Carbon Tax Overview \ ShmiGon 2 pemeeesccececeesseseeee=e—., I Climate Incentive Action (CIA) ment H Rural $1,080 $720 $672 $90240  $456  $494.40  $4d0 $715.20 K Inception s Current Scenario \
N i i g issi i | 250000 “ ™ ! mate incentive o Faymernts 1 1| » Based on the 1988 Stabilization Target regarding Emission Control H | * Sweden now has the highest Carbon Tax among all countries to 1160SEK/tCO2 |
| + Focusing on major contributors of Carbon Emission - Petrol, Diesel, LPG and | Revenue Intake Y I e CAlwas proposed to be a Tax Rebate that was to be claimed against Income | Second Adult $450 $300 $280 $376  $190 $206  $220 $298 i 1 H
| Coalan introducing a fixed tariff on amount of Carbon Emitted per ton 1 « Atotal of § Lakh Crore will be raised 1 PP 1 1 * Initially other pollutants like Nitrogen, Sulphur and Phosphorus were taxed | i * Thetax has remained even after protests from the public regarding the raises in|
! 1 Rural $540 $360 $336 $451.20 5228 $24720  $220 $357.60 i idn'ti ! ; " !
* Industries pay 2 max of 8% of profits in Carbon Tax, remainder is exempted | 200000 as revenue based on consumption 1 Taxannually . o } e } underthe Guvernmem Bill 1988 and didn't |nctgde Carbon : ! tariff rates, but the benefits have beenrseen by all . !
« Mandate for industries to meet 30% of their energy needs from Renewable | data of 2024 : * 90% of the revenue generated would be given back to the 9 jurisdictions : £ach Child $225 $150 $140 $188  $95 $103 $110 $149 } * Implemented with the 1990 Tax Reforms which included a Carbon Taxon | | * Industries, who initially had relaxed tariffs now pay 80% of the Tax Rate which !
H N h . - S i : N : 4
sources within the next 7 years (with exemption in next point) : — « This will offset the cuts in revenue and : where these taxes are collected to be distributed to the people : Rural $270 $180 168 $22560  $114 s12360| s170 17830 i :uel eSDEFva[Ly petrolgum ZSOiEK/tFIOZ eguEwalent to 3.5BSEK prlcerrlse : \_v_s_aAsvgmﬁcant rlse_fl'gm the 25 50%_(115)! paid earluer_u _____ A
« Capital Expenditure, especially for renewable technology including i produce an excess which will be 1 = Claims are that 8 out of 10 people would receive more than what they have i jj = RO MERESCnpe LUSoct ICUSLICE SC e gy U WEIS SO
Renewable Energy Storage to be exempted for 7 years if - i furth f ital di \ , 1 Family of 4 $1.800  $1.200 51,120 $1,504 5760 $824 5880 $1,192 1 discount of 75% in the overall carbon tax levied 1
f ¢ 4 Y I 220337 urther used for capital expenditure . paid as the excess tax due to the returns ’ i = [Esvascombinsdwithiretcton inthcome Taans s B0 redLstanin !
i o either the 30% energy need for the industry is met ! 100000 or tax reliefs for industries v N o e e e e e e e e - Rural 52160 31,440 51,344 $1,80480 5912  $988.80  $880 $1,430.40 \ ! i 29% 56% 50%
i © minimum 15% of energy is met and rest higher consumption is offsetby 1 s Esssssasasssassasssna %, Energy Taxes for a lower effective tax rate than before S
. ‘ N H * As all residents of Prince Edward Island are eligible for the 20 per cent rural top-up, it is reflected in the base amount for PEL - - - -
production increase of the same proportion due to technology capital 0800 115456 ] P Reduction in Energy from Growth in GDP
expenditure (also exempted from taxes) : / 5 Revenue from ( F= N S S S D S S S U S S D S S S S I ~ &
7 \ Carbon Emissions Renewables Si 1990
> Failure to comply attracts full tax collection at 20% interest rate YOY | . ( Lo ) arbon Tax Annuall 80% 90% 39% Average Canada Carbon Rebate Net Benefit for 2024-25, annually per household { Endurance \ = e - st
* New Companies manufacturing Renewables Technology like Solar Panel will : o el Diesel PG Electricity(Coal) f“f?« 4 Yy : * Due to a collective consensus and an equitable arrangement, it meant that l G ‘\‘
i ; i ithi . AB mB oN SK NB NS PE NL i
\ ieztoa.:x ¥acation of 3 5;“.“.;‘ pg’dum.‘m sm:‘ w'm'z '::::_4: u;;'g ,= Revenue from Price Rise (In Lakh Crore) Families Tax Revenues Returns for : tF:er zugm:i:f:so:ﬁ:vu::::: ::g t-in?::a'?:: 'e:ea of acarbon tax and it being i |
2 tax on imports of similar domestic good to avoid Carbon Leakage . £ Average cost impact per $1,056 $828 $860  $1,156 $536 $609  $628 $859 1. 8- i initi i ing | i
== PP i ‘ A —m——————————————, ~ Benefitted are Given Back people above household! of the federal system i implemented by the Social Democrats, hence the credit was shared ! emme==m" '
e e Industry Conditions i i ——
» / 3500/ : Power Producti i ) Y \ what they pay Average Canada Carbon Rebate per  $1,779 1,793  $1,124  $1505 $719  $766  $801  $1,162 i * Another Example would be the taximposed was considered small by the ) et —
| tcoz | Petrol, Diesel and LPG Consumption ("’ .l "’;" % |« Withamandate of 30% energy | e ————— household? \._Greens who had entered the parliament in the 1980s but finally agreed - s
L > in units] I fromrenewables in 7 Years, same ’ . My [ r——————————————————————— || S =—==—= gl 4
8 — {innits) H level of production would be H Current Scenario Y Average Net Benefit $723 $365 $255 $349  $183  s157  $173 $303 ” ,/
. 4 1 1 . pp—— pp— -—— pp—
/ tabl * CIA has now been converted to CCR and is Quarterly Advance Payments tc ! : ~ /
( 5000/ coal 1000 1000 1 | acceptable . o . ; Quarcerly 4 [ s Key Observations N8 —~T 1T, !
6 . tco2 | 1. Another method would be to to H families according to their Income Tax Returns filled in 2023/2024 } i [E—— o Patiolta Disssbidiisto et offich 1|13 - - !
- i are . h . - = Shift in fuel preference(from Petrol to Diesel) due to er efficiency was = S —
- : a:f;meve 15% renewlablle sources i : « Families will receive a rebate of up to 1800% annually for a 4 member famlly : :veraie Iilanada Carbon Rebate Net Benefit for the Lowest Income Quintile’ for 2024-25, annually per : il esppecially s pubtic transhort cy ! ! 20 o~ - - ;
———————————————————————— 1 of energy, rest capital " & . . ousehol . [ Lo iy
‘ - Tariff Eff " e 4000 1428 14 Cdabbn i | whichwillalso include Urban and Rural differences ! | = Growth of the country was decoupled from the amount of Emissions witha 1 [ 1 0
s e = . 2 2 5 2 2007 2 2015 2
i ari ect \ i expenditure in technology to I 1 AB MB ON SK NB NS PEL NL H i ; . X i i 1991 1995 1999 003 00 011 015 019
| « anincreasein prices per Liter for | 8 increase production to offset the | : « from the initial minimum price of 20$/tC02 in 2019 to the current minimum : 1 significant growth of 50% in GDP since 1990 attributed to the CarbonTax | | | Gt ;1 -l e & h- il ‘l - -
N N X ] : i = == Carbon tax general level #= + Carbon tax industry level
: ! fueland per unit for Electricity i 850 1215 1429 | amount of production if they ) : of 80$/tC0O2 and projected to be 95$/tCO2 in 2025 : Average cost lmyas( per household of $419  $411  $388  $507  $212  $259  $236  $377 i Carb‘nn Emissions are down by 29% since 1990 while 56% of current energy o Be = §3=
i * Tariffs are fixed per tC02 | " _would have taken the first route_,’ I = The benefits will be transferred directly to accounts or sent via cheques i the federal system “, [equirements are beingmat by Renewables Sources AN Rise in Swedish Carbon Tax, General vs Industry J
* ™ petrol Diesel WG Hearictycon) %, Produced by the fuel /' Industry Benefit Conditionalities an Example) ~ “TTTTTTTTTTmmmmmemees i« These Rebates are Tax Exempt ensuring no double taxation on people : Average Caznada Carbon Rebate per $1154  $764  $723  $979  $472  $527  $497  $807
SRRl 2 A Theseaaasisaassassssnsncs 1 .. . 1 household'
e 1« Even the Lowest Income Quintile have been catered to with the benefitof |
\ . . : : " ! Average Net Benefit - Lowest Quintile §735 $353  $335  $472  $260 $268  S261  $430
e e e e e e e . e e e e e e e B o B S o T o B T o o S S T B o B o T o o S o B o T o

PROBLEM OVERVIEW SOLUTION OVERVIEW

The team proposes the Indian Carbon Emission Reduction (ICER) policy with
fixed carbon tariffs on major fuels, conditional tax exemptions for industries

7
|
|
I
Governments aim to reduce carbon emissions using carbon taxation but face |
|
I
I meeting renewable energy targets, and incentives for domestic renewable
|
I
I
I
|
\

the challenge of balancing environmental goals with economic competitiveness
and social equity. Poorly designed policies risk burdening low-income
households, raising production costs, and reducing industrial competitiveness
while failing to deliver meaningful climate outcomes.

manufacturing. Revenues exceeding 25 lakh crore annually are partly
redistributed through income tax rebates and targeted subsidies, while surplus
funds support rural electrification, upskilling, and new industries.
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https://drive.google.com/file/d/1FTAuEYRX4SF30If42TW7lUh6j5elVons/view?usp=drive_link
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Brand positioning and pricing
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Devising a systematic expansion strategy through digital literacy campaigns, strategic collaborations & effective marketing channels

G

LEAD GENERATIONAL
BRAND INSPIRATION Avareness

“IF YOU HAD INVESTED 1 LAKH IN KOTAK’S IPO, IT WOULD BE 1500 CRORE TODAY”

Interestilead
magnet
',% ! BELIEF #4 : A BUSINESS Sales Call
Real GDP = ! ] MODEL FOR ALL SEASONS
1 ] Conversion
i i eevwees

Nominal GDP 5th Average Purchase

I_____.| Trm

BELIEF #2: ASK NOTwHAT (IR

. MODEL

CPI Inflation 5.4%

YOU CAN OFFER, ASK WHAT S
'
THE CUSTOMER NEEDS  Jgi ™ 0 Fas

Trade Deficit 191.4b

E\vnrﬁga Purchase Value: If you charge $500 per [
ployee or per kage, this equals \-%\
é i

$900,000/month in new sales J_

Market Cap

R . 3.8%
Contribution

NIFTY EPS Growth 22%

Top of Funnel (Awareness): YouTube Channel gets
60 million monthly views. Let's assume 1% of viewers
engage with your offer . That's 600,000 leads per

Middle of Funnel (Interest/Lead Magnet): Let's say 30%

Fll Flows USD 25.3b

DIl Flows USD 25.3b

Bottom of Funnel (Sales Call): From the 180,000
leads, assume 10% book a discovery call for more

SIP Inflows Rs. 45000cr/month information on your paid services or programs. That's

Domestic MF's AUM USD 250 billion Mar 06 Mar 07 Mar 08 Mar 09 Mar 10

fromthese calls. g
nonth

PROBLEM OVERVIEW

The company aims to capture significant market share in India’s competitive
retail sector, focusing on scaling its footprint while balancing pricing, product
differentiation, and consumer engagement. The challenge lies in designing a
strategy that drives profitable growth in a fragmented and price-sensitive
environment.

T T S S [ S i e

of those leads actually opt-in to download your financial
management guide or register for a webinar. That's

T o m Free financial audits

ek

| Freemium Model: A freemium model 4 1

l offering free basic content while reserving +
|more in-depth modules and tools for

are hesitant to commit upfront.
Demographic Targeting: Using Meta's .&

for the first 50

sign-ups.

**  'CORPORATE"

H | Offer multi-year packages o
e . ACQUISITION } where companies save if ¥

\ / they buy in bulk

Yo

e —————

I
I
premium members could attract those who L’@ I
I
I
I
I

L professionats— — — —

i Expanding
| e
2] | mp

|
|
|
|
|
|
|
|
I l relarget ads on companies,students and Q‘a'y
|
|
|
|
|
|
|
|

=

o o(@bo

Create free,high quality
content such as
blogs,videos, podcast and
eBooks
Partnering financial
institutions, fintech
companies and

Suepy 5 : P —
New ¥ * Vewsun Cuzse Industry Analysis: The 1% club in Fintech & edTech sector
ot Diving deep into the current market dynamics
% Yoo TRESERETILAC
Mac LOENAr Rils . : i
India’s Economic Savings and Investment .
Target Audience
Landscape Trends
Strong Economic Growth in M i 51 \gs and Equity Investment Potential : : .
Veu Man Highlighting the top 8 cities' con * Savin 8% of the $1 trillion GDP in top Femalss inithe Financi Students Corporate Proffesionals
v / India's GDP and their higher-t i , amounting to $180 billion. Wt v v 9
war
Guarantee of a € o growth rate. “Investment in Equity Markets: OF the savings,
certain result A %0 Peice €$3 Andia’s Current GDP: 54 trllon 12% (or $21.6 billion) is funneled into equity and Growth in Female Demat  Young Investors Dominate: Adaressing Financial Needs:
e The top 8 cities (e.g., Mumbai, Delhi, Bengaluru) financial markats. Account Holders: In 2024, the 48% of Angel One's 1 crore Non-corporate
contribute $1 trillion, or 25% of the total GDP. o ut th Rate (CAGR) for number of Demat accounts in custemars are under the age professionals, including
. «These cities have a 12% GDP growth rate, kets stands at 22%, India grew by 75%, with 25% of 25, and becween 30-40% of freelancers, entrepreneurs,
——————————————— — — higher than the national average growth rate ential SIS S sy newly . Spemed N :"":‘ I business awners,
. N to women. This indicates a accounts  are  hel ¥ often face challenges such
L 25 G e (GLing) (ST gy I I | e e o /e e/ i ] ey as irregular income streams
| (e.g., discounts on premium services, free mw—. v =) ""; . ': and limited access to formal
Pk= = - == students, are increasingly reth t i
membership extensions) for existing members to L] I Underpenetration of Corporate Profitability vecoming ke 00 enare
- = 2 financial markets B
refer friends and family could drive organic growth. (1] =
| y g | Insurance Need of financial education among corporate al
I Offer Tiered memberships:Offering multiple sInsurance Penetration: Currently, only 4% of ORI Opportunity: The 1% Club can facusing on affering
I — - o | India’s population holds insurance policies, Foreign Institutional Investors (FII): As of 2023, Fils target this budgeting. financial
with tiers Lren signaling a significant underpenetration. i i i beg &
| membership tiers igl giving i | ignaling a significant underpenetrat inflow reached $3 billion monthly in Indian i a undicd3 iplanning andisvesting heiping tem
N ' 5 . eracy programs an manage irregular income, plan for taxes,
| more exclusive content and other features | | CLEUELED G I LElaiss 9oy equities, driven by the country’s strong growth for fay and build wealth over time.
|_enhanced video quality. R witnessing a 17% year-on-year growth rate, potential and improving business environment o aking to grow their
I indicating strong demand but low coverage Domestic Institutional investors (DIl): In 2023, Dils, wealth. cosL
c ; . [rp—
Reflexivity Concept: As more individuals take monthly net Inflows into equities reached 23000 v . ] |
8. |s - Customised financial up insurance, the overall risk pool becomes crore, indicating growing confidence In domestic A | Major depositories such as |
f@\ iy planning suggestions more secure, reducing premiums and —— A ::’:l ::‘:::’l ':::’::de: i
a¥ea o e o Eohn S DG grme i Foreign Direct Investment (FDI): India has received [l "m”m[:dy |
self-reinforcing feedback loop (reflexivity) significani inflows of $7 billion in the last ng a total tally of |
Integrating The 1% e‘nmwazrsgrl‘?m‘wrﬂdpahnn . quarter, making it one of the top choice for global rors drom 1145 crove, |
he big corpo & theaifty 500 compani ¢ - ] i
‘ App Club's tools and ' velfort: i e = e highlighted MOSK. ... }
i educational modules
into popular fintech

investment platforms to

SOLUTION OVERVIEW

The team positions the 1% Club as a financial literacy and wealth-building
platform targeting corporates, women, students, and freelancers. The strategy
combines a freemium subscription model, corporate partnerships with NIFTY500
firms, and collaborations with fintech platforms for distribution. Growth is driven
through digital campaigns, webinars, referral programs, and a structured lead
generation funnel, ensuring scale, credibility, and sustainable revenue.
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https://drive.google.com/file/d/1VMZkRK5K7UxAr9PasLoAVBiJ2M-Wo6Pu/view?usp=sharing
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FIN-O-CRISIS

Case Type

Public Policy FMS

Organizing Body

No. of Slides
13

Rank
First Runner Up

Executive Summary

Navigating Crisis: Challenges, Questions & Strategic Solutions

Fur, 75

Tariff wars escalated, resulting in 20-30%
: losses across global markets, logistical

= ® | Global trade volumes plummeted by 30%,
't < SITUATION m : and emerging markets saw a 20% drop in

e v . exports, severely impacting supply chains. : inetficiencies drove up freight costs
8 :
Primary . " " —_— - p—
Research Diverging Interests: Each stakeholder has distinct, and. )j
b GOV
""" COMPLICATION i
FROM Brainstorming Central Bank Government Corporates & Investors

Aims to control inflation
while ensuring liquidity.

Seeks economic recovery and
fiscal stability as soon as possible

Seek financial stability, policy clarity,
and sustained market confidence

CRISIS
TO
[CLARITY

P

How can we develop a holistic strategy that balances financial stability, economic recovery, and
international trade cooperation while aligning the interests of all stakehalders?

= !
q
@; =

Selection

Execution

Banking

Government Strategies to rms for lity
Resolve the Trade Crisis and strengthening Comeback Plan
E R Giaat Teada Coll tratooic Saliti Risk Mitigation 2.1 L Data Anoendi 1
o e e e e e e e e e e e e e e e B S e e S e e S e e S e e o o S S

PROBLEM OVERVIEW

Sector
Finance

From Policy to Progress: Stimulating Growth & Financial Resilience

CLR

Case Library and
Resources

n

DELIVERABLES SUMMARY

e Crisis diagnosis and scenario analysis

PROBLEM STATEMENT

S,

v

G

e Macroeconomic stabilisation roadmap

Trade & financial system response plan
e Risk assessment & mitigation strategy

SOLUTION DECK

1,
rey

e Policy recommendations

o
[}

(nance

"Snru‘l y ¥

G

Scaling Up Capital Investment

Increase government spending on infrastructure (roads, railways,
ports) to boost economic output and ease trade logistics.

Feasibility Analysis

"1 Feasible (Within the 4.9% fiscal
°,_©. deficit target)

A'n additional Having Fiscal Impact
increase of Multiplier of (% of GDP) An additional ¥1 lakh crore
1 ,00,000 investment is realistic, given India's

%10 lakh crore infrastructure

allocation in the 2023-24 Union
Budget

Tax Relief for MSMEs: Enhancing Competitiveness and Job Creation

Reduce corporate tax for MSMEs to support small businesses,
boost exports, and create jobs.

crore ﬁ = ﬁ 0.76% T
2.45 ;

In Government
Spending

Feasibility Analysis

%

Reduction of Corporate Tax by average of 5%

BOOST
20%
) b o 2% GO Manageable
. i 0081, nciases amount of earning
Having Fiscal : impact MSME survival -
20 : % of GDP, (¥25,000 crore =
Muttipiierof sy (% of GOF) rate and export 0.07% of GDP)
1.5 i 0.12% capacity

Expanding Trade Frontiers

: @ Counter the 30% trade decline by encouraging exports

Export Credit Support (340,000 crore):

Unraveling the Great Trade Collapse

Understanding the Global Trade Crisis: Causes, Impact, and Implications

finsﬂgl;:,_‘ [

Financial Contagion & Banking Sector Crisis

d a massive decline

through targeted policies.

: Commodity markets experienced
i unprecedented volatility due to reduced

:1@! :

® | demand and supply chain disruptions. ) H

100
Fiscal Multiplier (Export-Related): 1.8 I]DD
Acc. to World Bank Global trade volumes 50

Global stock markets faced a significant contracted by 30%, the

72000 0.22% downturn, with declines ranging from 20- g é sharpest decline since the
crore (Approx) 30% washed away wealth of investors 5 Great Depression.
GDP Increase Impact (% of GDP)

| Banks heavily exposed to trade
i financing faced liquidity crises, leading
to consolidations and bankruptcies.

months, crippling economic growth.

Port & Logistics Modernization (310,000 crore):

g systems failed, leading

Trade Volume Collapse & Supply Chain Disruptions

Global Trade Volumes
W
|

E Emerging markets faced a 20% drop in exports within six f
H | '

Logistical Failures & Rising Freight Costs

! 20-30% stock market

i declines hitindustrial and

i financial sectors hardest,
triggering a confidence crisis

i Impaet :
: Central banks struggled to stabilize currencies as
) trade imbalances caused extreme exchange rate
volatility
The energy transition crisis exacerbated fuel
shortages, making logistics unpredictable and
costly

Ca e

\\ //
i Limited access to essential raw materials caused

minimize systemic risks and stabilize economies.

T T S S [ S i e

A sudden global trade collapse in 2025 triggers a severe financial crisis,
disrupting supply chains, currency stability, and economic growth worldwide.
Governments, corporations, and financial institutions must quickly adapt to

‘ H i i delays in manufacturing and price hikes in
Fiscal Multiplier (Export-Related): 1.8 ‘ léSﬁ?ﬁ%ﬁfi’.{.ﬁ%éﬁ?{gcéésEnd"smgcms‘ )) consumer goods ¢
w000 oo;cl;laWurldBank It leads to Geopolitical Tensions & Tariff Wars: %]hl'-\'l'a"llr('«lsu leading towards:
A crore (A.ppmx; illiﬁfiﬁi:\:ﬂﬁ?ﬁiﬁ.ﬁ Aw°'s7"i"3:;'::°ms'f°'°lj“°"s'.e".‘°“:ﬂ:y’:);om_ Mass layoff in Export- driven Industries
_N GDP Increase Impact (% of GDP) Trade imbalances caused @ T e ODE L*'S Led to widespread protests and strikes
7777 'é”(7”7Ex}s;i;';gr;);r;;";L;gé;r;i;;i;;;;';';ﬁ:s;gx;;‘5 l\w’:::;:lt;vsl::::‘gge: Loan defaults :::etr':ti:;‘n::blte:;r:l::hlse-scalecomorate& V Economie Freefalt: The Global Trade Disraption
_F‘- on Exported Products (RoDTEP) can be expanded ! and bad debts ' <
< O opr s | fgpses e S 2
________________________________________________________ 3
SOLUTION OVERVIEW I
. . I
The team proposes a three-pronged recovery plan: fiscal stimulus through |
infrastructure spending, MSME tax relief, and export credit support; banking }
reforms including gradual repo cuts, forex interventions, and liquidity injections; }
and corporate strategies like near-shoring supply chains, scaling I
semiconductors and EV exports, and establishing a sovereign-backed Trade |
Revival Fund. }

© 180 Degrees Consulting - Shri Ram College of Commerce


https://drive.google.com/file/d/1P760-VXuiTUl4a_PJfOlTl5ZxkjLxcOQ/view?usp=sharing
https://drive.google.com/file/d/1P760-VXuiTUl4a_PJfOlTl5ZxkjLxcOQ/view?usp=sharing
https://drive.google.com/file/d/1P760-VXuiTUl4a_PJfOlTl5ZxkjLxcOQ/view?usp=sharing
https://drive.google.com/file/d/18SzT79KfgSb-vs2CGqQjtoPMQHVfQ26w/view?usp=sharing
https://drive.google.com/file/d/18SzT79KfgSb-vs2CGqQjtoPMQHVfQ26w/view?usp=sharing
https://drive.google.com/file/d/18SzT79KfgSb-vs2CGqQjtoPMQHVfQ26w/view?usp=sharing
https://drive.google.com/file/d/1P760-VXuiTUl4a_PJfOlTl5ZxkjLxcOQ/view?usp=sharing
https://drive.google.com/file/d/18SzT79KfgSb-vs2CGqQjtoPMQHVfQ26w/view?usp=sharing

GREENGRAM: GREEN QUEST

180Degrees

Case Type
Go-to-Market strategy

Organizing Body
IIM Calcutta

No. of Slides
8

Rank
Winner

Sector
GreenTech

%% Sustainability is a journey of impactful partnerships—

Driving Impact and f
strategically phased for lasting corporate engagement ??

Corporate Engagement

ise Path to B28

and Scalable ility Solutions

T

PHASE 1 PHASE 2
HOW THIS iy sy s anaiy o HOW THIS
BENEFITS CLIENTS Foundat @ COmm i ty ol o'l o BENEFITS CLIENTS
@ Building Engagement s @ -
Wemicreaboring | bt Wi st
HOW WE NGO and schools are easy to There s i . HOW WE
MONETIZE IT establish earler a3 they ﬁ Ba ﬂ MONETIZE IT
share aligned goals
iployee pr Employ: ng Progr.
build and early user
HOW THIS 5o | msan o —" HOW THIS
BENERTSCLENTS " & 3 = & 8 seners cuents
HOW WE St ottt | el G ) E ooy gl voruri s el HOW WE
— ¢ | P —
MONETZE 1 . ‘ s eSS ST = 5 wovezE I
B de P || i
panies { & Vo
| . Tt Scthes i B eeamers
TS oo i e e HOW THIS
BENEFITS CLIENTS [ _'| tridtA { /@ a7 1 4 BENEFITS CLIENTS
| mig Ty
HOW WE by raperts sssevsments andresemals } ans data-duven regorts ...,,.:-w—- HOW WE
Ld s MONETIZE IT
MONETIZE IT 2 bd @ - E

Why No Advertisements and Paid Premium Features for B2C?
€ Mission-Driven Focus @ Thrives in Price-Sensitive Market

€) Seamless and Inclusive Experience @ Open to Partnerships

Aligns with the app’s -
goal of impactful, [ )

uuuuuuuu »g

ic
sustainability

Keeps the platform
opento all eco-friendly =1 I

brands, enhancing trust A}
252 mission-first app

Y

T T S S [ S i e

PROBLEM OVERVIEW

mn CLR

Case Library and
Resources

PROBLEM STATEMENT

A

{

.
DELIVERABLES SUMMARY
e Problem analysis and user pain points

Monetization strategy

Revenue model
e Partnership framework

SOLUTION DECK

o
[

- i pe i " 5 'UE",/«Z.‘
Engaging Consumers transforms sustainability into @ movement, not just an app *° e
H 1 X E
APPENDIX - Analysis of B2B Strategies (1) o
CURRENT PAIN POINTS & THEIR SOLUTIONS HYPOTHESIS
323 PARAMETERS OF ASSESSMENT
S o . oy ] . S - By prioritizing sustainability and a consumer-first B o OVERALL
s o Price-Sensitive ‘tgm : Verification . Low Adoption - 9 = Lack of : approach with no ads and equal features, Green ibili Impact on Current & Implementation Risks ATTRACTIVENESS
3 Consumers | ) Challenges Ins Rates ™ ° Monetization Gram can attract a large user base. This STRATEGIES Feasibility B2C Operations Time Associated
g Reluctance to pay for eco-friendly Difficulty verifying eco-friendly Behavioral inertia and lack of Absence of a revenue model f(:ul’;da?lon enables IBZB mtonetlzatm"’ thth B2C =
initiatives reduces revenue tasks impacts trust and incentives limit market hinders financial strategies as a supplementary revenue stream :\j)
v potential S penetration inabil for scalable growth Nil = . ‘
% jotantis - ‘B2C - & 1stPhase o
g : £ =
= a| AFreeand ( % Incentives for n[ . Referral Programs & $ ¥ Diverse and R n n o = A
S '~‘_" a,ﬂ_ Inclusive 1561 |© b 4 Verified <6 e & Community E_‘l it £3 Innovative B2B and Al r “& Partnerships with NGOs & N :\:Q
) Biafr  plattorm &= Pparticipation Engagement " B2CStrategies ) o Nil =
o Educational Institutions
1st Phase o
sy
v [B2Cstrategies foster Carbon Offset Plans | Task Completion Model | Reward-Based Model In-App Purchases il I ——\:/)
w sustainability and = 2ndPhase . /‘
L long-term user & Users can buy carbon Users post eco-friendly Users earn points for eco- Users can buy eco-friendly _& § ==
o commitment 2 offsetplans (e.g, tree tasks (e.g, tree \+=7 actions like recycling or products (.., bags, bottles) B ] _:&)
I.IJ nd ‘ plaming).w reduce their planting) for others to \i_’/ using public transport within the app
= impact complete * 2nd Phase . / ‘
=
é Generates revenue & The app earnsa Partnerwith brands |9 % T Generates revenue - __\/
throughverified _“eG < commissionon for sponsored § e through ailate High > =) A
= sustainability actions % . [ $ Completed tasks owards, "'“i“'eﬂ v :‘;’t::tr':fi::d prand & 3rd Phase . ‘
(7)] R managed by the app riving arEess i = o3
They drive revenue Custom Sustainability X w __:7
O through challenges, Solutions and Consulting High E —J L 4
S rewards, and B2C strategies are highly feasible, leveraging proven models with strong user appeal and minimal implementation Sevkes > 4thPhase . ‘
product sales risks, aligning seamlessly with Green Gram’s mission T [

Green Gram, a gamified sustainability app, seeks to drive eco-friendly practices
among individuals and organisations in India. While the app has strong
potential, it faces challenges in scaling, particularly in onboarding corporate
partners and creating sustainable monetisation models that resonate in

India’s price-sensitive market.

S

SOLUTION OVERVIEW

The team proposes a phased monetization strategy combining B2C models
carbon offset plans, eco-task rewards, in-app purchases with B2B revenue

streams such as NGO partnerships,

employee sustainability programs,

corporate events, certifications, & consulting. The approach avoids ads to build
trust, scales fromm community engagement to advanced ESG solutions, and
ensures financial sustainability while keeping the platform free and inclusive.

© 180 Degrees Consulting - Shri Ram College of Commerce
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https://drive.google.com/file/d/1emDY-hnqgy1TdGieciyvNMWeOvSwBql6/view?usp=sharing
https://drive.google.com/file/d/1emDY-hnqgy1TdGieciyvNMWeOvSwBql6/view?usp=sharing
https://drive.google.com/file/d/1emDY-hnqgy1TdGieciyvNMWeOvSwBql6/view?usp=sharing
https://drive.google.com/file/d/1M8W6EA3QPHcknl29kKuKY39XlRLScp4O/view?usp=sharing
https://drive.google.com/file/d/1M8W6EA3QPHcknl29kKuKY39XlRLScp4O/view?usp=sharing
https://drive.google.com/file/d/1M8W6EA3QPHcknl29kKuKY39XlRLScp4O/view?usp=sharing
https://drive.google.com/file/d/1emDY-hnqgy1TdGieciyvNMWeOvSwBql6/view?usp=sharing
https://drive.google.com/file/d/1M8W6EA3QPHcknl29kKuKY39XlRLScp4O/view?usp=sharing
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MANTRAVAT

Case Type
Go-to-Market strategy

Organizing Body

IIM Udaipur

No. of Slides

DELIVERABLES SUMMARY

inCLR

Case Library and
Resources

10

Rank
Winner

Sustainable Fashion

Sector

GO-TO-MARKET STRATEGY

allbindls

[TerTE 8 Brand Introduction EE

Footwear Range and Pricing Innovation

Sneaker i Sneaker and Footwear Collection ! Unique Value Propositions in the Mainstream Industry

5.70% . Providing real time carbon footprint tracking and relaying
. = more transparent sustainability metrics

and o5
Footwear

Collection

CAGR during the forecast period

(2024-30) - Develop Indian-specific sustainable products, by
partnering with local agricultural waste suppliers

India's Shoe Care and Accessories Industry o Porter's 3C Framework

Shoe Care __» _ They Key Growth Drivers are rise ﬂ:B iz

and . . inthe disposable income of the

p people andincreasing
Accessories

~from d high brand loyalty

@ CHsts —of R&D for finding natural alternatives and marketing
maintenance awareness. Yet, =
Company shouldn't expand & c

4.5% 6.3%

—need or of main facturing unit ‘
Temporary Pop-up stores in shopping
hubs and premium retail hubs

Partnering with leading e-commerce
platfoms like Amazon, Myntra etc.

Enabling a step change in the pricing strategy to tap the maximum market while taking care of the needs of everyone

Phase 2 Penetration — Phase 3 m Impact

L 4 X
Introduce to the Indian market, emphasizing the | Deepen market presence, adapt to local preferences, Build a loyal customer base and position Allbirds -Effectiveness
The BIG Idea eco-friendly ethos and innovative materials. and establish strong distribution channels. as a conscious consumerism brand in India. -Influence

Earth, Wind & Fire Pricing

"Grounded" invalue,  Earth

these will be the year
round available ranges of
footwear with 15-20% "

discounts

Wind  “Flowing" with the
Market Forces, prices for
___% these footwear ranges
"= will be determined by the
seasonal forces.

"Igniting" sustainable Fire
choices, these will be the

reward based system for
The i
. our footwear ranges,
Marketing providing more discounts
Strategy as the customer shops
more.
Creating online presence on Offline flagship s o cities through Expansion within India - 2
Source: InfoMineO Social Media Handles retail collaboration with Lifestyle, Shoppers Stop Tier 2 cities
I
— e e e e T, e e e e e W W W W W W o o o o W o o o W W B S o o o o o o o o o o o o o o o o S S e B S

PROBLEM OVERVIEW

o
[

insights analysis

Target customer & city segmentation
e Pricing and positioning framework

* Go-to-Market strategy and roadmap

\
|
|
|

Market demand and consumer I
|
|
|
|
|
|
|

|
|

|

|

|

|

|

|

|

|

|

|

|

|

L
G

Venturing into the footwear industry Market Demand Analysis
Devising an otl)'l::;:::lye"n:‘r;;zt Size for Shoe Customer Preferences

A

14.30 ,e{,} $9.17 Bn

INDUSTRY SIZE
g
\I ‘>
>
SERVICE ADDRESSABLE MARKET

TOTAL ADDRESSABLE MARKET
5 70% 328,392 Cr
Competitors' Matrix —
%4,536 Cr

In Billion Dollars

CAGR (2024-2030)

2024 2030

Competitive Analysis

Sustainability Awareness:
Customers prefer a brand that
demonstrates a commitment to
sustainability.
Comfort and Performance:
Customers prefer footwear that .
combine style and comfort. ‘
Fashion Consciousness:
Eco-friendly footwear must also
be aesthetically pleasing.

Target Demographic

Refer to appendix Health-Conscious Consumers

Threat of New ' Market Share HIGH Market Share
Entry Ly Tl HiGH E Low Sustainability Sustainability
— &

;::mlpeﬁtive o 'Hl = E O eco-soft V \ SERVICPSI ;):'IQN ABLE

val

~ " g ’f@ oa%as %3,62Cr

Bargaining Power HOUSE OF PATAUDI

f Suppli e v WHGH o | » HIGH F 3
it L=t Urban Millennials and Gen Z
Bargaining Power o wen p§eduks o
of Buyers ' p ' . VEJA TOMS
Theeat Of, e v Ml HieH Low Market Share Low Market Share Gl e L e ol
Substitution Low Sustainability Sustainability | ALLBIRD'S PRODUCT OFFERINGS

Source: Straits Research LOW  systainability Focus

N

PROBLEM STATEMENT

v

G

SOLUTION DECK

1,
rey

Unlocking growth through strategic partnerships and targeted expansion initiatives to drive market presence and innovation

Expanding Pan-India (Focusing on Tier-1) Partnering with E-Commerce Platforms Potenfial

Profit
Il e-Commerce lzunch CHOOSING THE IDEAL E-COMMERCE PLATFORM Generation
1B e-Commerce + Flsgship Store "\\ el oy | orattorm Market Brand Operational Sales Total
Expansion to Tier-2 Cities commerce i : Reach Compatibility Efficiency Performance Score
| TAmazon s 3 3 2 16 O
| “Flipkart a 3 4 3 14
| _Myntra 4 4 3 3 18
B H Ajio 3 4 3 3 13
Tier 2 cities experiencing o A | _Meesho 4 7] 3 3 12 :54_6
growing demand for n | A i _Snapdeal 3 2 3 2 )
i d LTy i T
e toag ) | Meesho was rejected for low scores across all criteria and poor alignment with ml“lon
L 4 ! Allbirds' premium positioning, while Snapdeal lacks brand compatibility. In contrast,
! Myntra & Amazon India provide strong market reach and marketing support. i
: ek allbi Mcﬁ
' CO LLABORATING WITH RETAIL CHAINS IN. $1,407 Bn x
H 2/ ] LIS] dollar industry
: ESTSIDE E-Commerce

}ﬂﬁ | 9 Percent

CAGR Platforms

B BANGALORE — !
urban Indians prioritise |
MYSORE 2/ 3 sustainsble actions

Affluent Middle Cass

36% YoY
Ris li hes for | growth
Premium shopping 0y, Rise in online searches for |
districts; consumers prefer 7 1 A’ eco-friendly products !
in-store experiences : 2894 noemenn sale of products | Enhance s RO reterto
© b : Allbirds’ f@i distribution @ sustainability Annexure 3
¥ brand visibility Pt e 4

Source: NITI Aayog | Gol | Statista

SOLUTION OVERVIEW

T T S S [ S i e

Allbirds, a global eco-friendly footwear brand, sees India’s rising middle class
and growing environmental consciousness ads a major opportunity. However,
India’s price-sensitive market and competitive footwear landscape pose
challenges for a premium brand. To succeed, Allbirds must assess demand,
identify target markets, and craft a tailored entry strategy that balances
affordability with sustainability positioning.

—_——— e e/
/- T T T T T TTTTTN

The team proposes a phased India entry for Allbirds, starting with e-commerce
launches on Myntra and Amazon, followed by flagship metro stores and
expansion into Tier-2 cities. A differentiated “Earth, Wind & Fire” pricing model
balances premium positioning with affordability, while local sourcing, cultural
adaptations, and omnichannel campaigns build resonance.

© 180 Degrees Consulting - Shri Ram College of Commerce
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https://drive.google.com/file/d/1DDjmggOm7u4TIXs9nBid-IKH-DVPxav0/view?usp=sharing
https://drive.google.com/file/d/1DDjmggOm7u4TIXs9nBid-IKH-DVPxav0/view?usp=sharing
https://drive.google.com/file/d/1DDjmggOm7u4TIXs9nBid-IKH-DVPxav0/view?usp=sharing
https://drive.google.com/file/d/11AizhfLTYc_gF2EZeyqFRN35wA5ErenP/view?usp=sharing
https://drive.google.com/file/d/11AizhfLTYc_gF2EZeyqFRN35wA5ErenP/view?usp=sharing
https://drive.google.com/file/d/11AizhfLTYc_gF2EZeyqFRN35wA5ErenP/view?usp=sharing
https://drive.google.com/file/d/1DDjmggOm7u4TIXs9nBid-IKH-DVPxav0/view?usp=sharing
https://drive.google.com/file/d/11AizhfLTYc_gF2EZeyqFRN35wA5ErenP/view?usp=sharing

DECODE TO CONQUER 5.0 nCLR

180Degrees

Case Type Organizing Body

Sustainability Strategy IIM Calcutta

No. of Slides
9

| Problem Identification | Solution Proposal and Quality Control | Roadmap and Success Metrics
Roadmap for Implementation Success Metrics
Phase 1: MVP Development l
T T | e e onenn oo s
Acquisition
Build a basic buy-sell platform. Establish a functional marketplace. I Monthly Active Users (MAU) growth rate 15-20% increase MoM
Add seller verification and manual checks. Ensure product quality and authenticity. I User Percentage of repeat users (after 3 months) 30-40% retention rate
. 5 = Retention
Partner with eco-friendly logistics providers. Ensure sustainable deliveries. I Engagement rate (items listed, sold, 20-25% increase in user
Launch mobile-friendly version Increase accessibllity for users. I interactions) -
f i li lefrental
Phase 2: Expansion and Features I PAI:::rm Total number of items listed for resale/rental 100,000 items listed
@ Month 7 -12 Activity Percentage of items successfully resold or 60-70% resold/rented
| B ==
Launch rental services. Promote reuse culture and affordability. | Sustainability  Reduction in fashi:)n ‘;ﬁfle (kg diverted from 50,000 kg :f Ie:;lle waste
Impact landfills) reduc:
Enable user reviews and ratings. Build a trust-based community. I
Estimated decrease in carbon footprint 20% reduction in carbon
Integrate basic Al for fraud detection Improve operational efficiency. I footprint per transaction
Offer eco-incentives for repeat users. Reward sustainable consumer behaviour. I Quality @ 3 jon rate (via rati . 85-90% =
i Control
@ Ehase 3: Mvancad,‘,lgmg.,mmn and Scallng I Metrics Return rate due to quality issues <10% return rate
I Revenue Transaction volume (value of items sold/rented) 8 crore in salesirentals
Growth
Reward sustainable consumer behaviour. Achieve high accuracy in quality control I (& ission earned from i #1 crore in commissions
Add gamification features. Encourage sustainable engagement I e e e 5,000 verified sellors
Expand to new cities/regions. Broaden market reach. Trust&
P! et ey | Percentage of items with verified sustainability 80-90% of items verified
Partner with sustainable brands. Diversify product offerings. 1 SCores

Rank
Winner
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PROBLEM OVERVIEW

Sector

E-Commerce

Problem Identification

Problem overview

renting, recycling) is gaining traction but
lacks the infrastructure and platforms
in India to support large-scale adoption.
==
7
( [ CIRCULAR APPAREL
\\ INNOVATION FACTORY
-+ Initiatives like the Circular Apparel
Innovation Factory (CAIF) are working

to build capabilities and ecosystems for

[+ Circular fashion (reusing, reselling, —I

=% Local Charity Highlight sustainability as a key value. Lovalty Baints System: | [T T cice oL L e B s et
- i i < i . . .
| = | Gm00- s | quky, o I Duate fanrly colectinnstostinact First Orders Delivery | e s o | DeliverySpeed  Sustainable Trackingand  Fraud Prevention
! i g2y al media younger audiences. I delveres above s cuiais order Packaging Updates.
I nal perannum  assurance mobile marketing. ++ Organize events and implement Offer free delivery for the first five orders to atiract W value. These points can be
loyalty programs. new users and encourage initial engagement. adASRIc (L1 o o fine
I Anjali, 22, Low:less -Very -Discounts and DIY |mprovements : 'g 'gag : items with future deliveries Eﬂ
College than affordable  fashion. 3 . L e e — e — — . — ——— — [533) i
i - * Demographics: Circular Features: Trust-Building Mechanisms: . ) Use biodegradable nable real-fime i
I Student S0.00.000} KON REnga06 Beter Digansation SLE0X Majority are aged — Enablera buy-back program where users can " ICOrparate user reviews and ratings ‘“”’WE“—I i or reusable tracking and Enaiegacctjoael
perannum  upcycling.  studentinfluencers. | online Shopping Options 80.60% 18-24; pri sell back clothes they've purchased through and sellers. options and calegorize  packaging o align automated with insured logistics
i Loyalty Programs 29.00% e b ot s cvcss st Ensure secure payments through integrated Products for Standard of  yith the platiorms _ nofifications for  Providers and tamper-
I === Growing Awareness: 77% of Indian consumers are or o sensitive and Lo & . i i al | ited shinoing bl " huyers and ssllare proof packaging.
concerned about the environmental impact of their clothing Caxes Pricing 77.90% trend-conscious.
I choices (Fashion Revolution India). I Marketing and Outreach 48.40% < Likelihood to

Rohan,

India’s fast fashion industry drives heavy waste and environmental harm, yet
sustainable alternatives remain underdeveloped. Although younger consumers
are conscious of their footprint, they lack affordable and trusted platforms for
resale, rental, and recycling. Weak infrastructure for quality verification and

logistics limits the adoption of circular fashion at scale.

e —————

Middle:

Solution Proposal and Quality Control
IEE WE7  VGAUE RS NS W T VTSR . SRS i

~Trendy,

I

I

I

I
authenticity and quality. circular fashion practices. ﬁ I 23%  25%
————————— Group Strategy |

I

I

I

I

% The fashion industry is responsible for 10% of global carbon emissions, surpassing the emissions from all international flights and maritime shipping combined.
<+ It produces 92 million tonnes of waste annually and consumes 79 trillion liters of water.

~Affordability,

Resources

DELIVERABLES SUMMARY

PROBLEM STATEMENT

s

e Problem and persona mapping iy
e User and market research insights
e Quality control & authentication SOLUTION DECK

1,
rey

I
|
|
I
|
|
Digital platform concept & roadmap I
|
|
I
7/
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Roadmap and Success Metrics

U )

R

Problem Identification | Solution Proposal and Quality Control |

Roadmap and Success Metrics

Platform Strategies Quality Control and Authentication
Challenges for Consumer User and Market Research Exchange Scheme: | Quatity verification: Seller Authentication: Community Trust:

4 I Clothing Exchange Program: Encourage users to donate used clothes in exchange I (= focefect e e | Senor atines.
& . o — i Xt i 3 gl us u: i ex defects i = badges based on seller ratings and|
ekt Stee U003 65 NIONi20ZS) Survey (65+ respondents) for discounts on future purchases. This promotes circular fashion. x@ Srloaded product \er, and transaction K\?S@ reviews.
<+ By 2032: USD 9,111.35 million I Familiarity Choices The program can include: I BrA  images 'V@ records. { 4%+  Offer retums or

b’ <+ CAGR: 13.04% from 2024 to 2032. | + Pariner with third- *  Leverage machine exchanges under

| — /o = I Yes,Ishopatthem  70.00% %% s160% S485% . ' E“ party inspectors learning to flag a "Satisfaction
Affordability: Convenience: Limited Key drivers: I <+ Major cities like Delhi, 13% 0 Frequently g% = - == - —/- \ I for authenticity suspicious sellers or Guarantee”
Sustainable fashionis  reliable platforms for < Increasing consumer Mumbai, and " Yes, but | haven't 20.00% 32.30% = E i checks. products. policy.
often expensive. thrifted clothing. awareness regarding | Bangalore leac. shopped hemyetll an0x 0RO e i W.E }<Z'm..| istics and Accessibility
@ sustainable fashion | ** Companies like NowPo Gofaciliac. | - 10.00% = " | Logi
wi em = 3
<+ Rising popularity of Poshmark, N N . Gustamized Dodicated  Discount Youchers ( I Product Returns/Exchanges  Rural Access
. & : Offer d t nventory sietbpaseal bl i olliae ]
slElE affordable fashion | ThredUp, Anic, and G h Dri A O poorieny Ll Craea | her forevory | vansgement Delivery
AR — = CoutLoot dominate rowth Drivers S & &P exchange incentives. o tho platform _ donation, which can bve T .
" . Inf " alternatives. & & & L & basad OnuSOr for tho oxchange b used on future " “]] I e a i
Quality Assurance: nfrastructure: I the market. ) & profilos. For example,  program, easily ~_Purchases. Display \\mm . ’o = 5 (=)
Concerns about Lack of support for Lower Prices : froquont donors 4 ccosaibie from the the available vouchers &N - | [Fle= P . ﬁ
 Unique Finds Recommendasmns :uulndr;:;:;lhluh-r dashboard. mmed ::;: larcdcwm el et sustainable logistics Simplify returns with  Use micro-hubs or
%+ Expand online presence with easy : Commpton I Use a real-time sync  companies to ensure ~ J0OrStep services or  partner networks to

¥ Sustainability navigation. o system to maintain a eco-friendly and convenient pickup  reach smailer towns
& Additional Features Zero-inventory model.  reliable dz%,,,y points. and semi-urban areas.

Implement a points system where |

SOLUTION OVERVIEW

The team proposes a tech driven circular fashion platform with loyalty rewards,
clothing exchange programs, & community trust features. Al based quality checks,
verified seller badges, & eco-friendly logistics ensure authenticity & convenience,
while rental, resale, & buy-back options drive adoption. A phased roadmap with
gamification, sustainable incentives, & partnerships scales the platform, targeting
rapid user growth, reduced fashion waste, and long term revenue.

© 180 Degrees Consulting - Shri Ram College of Commerce
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https://drive.google.com/file/d/1b9_jNtsa-AdrLYPxdzJrRIvrwmiAij9b/view?usp=sharing
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https://drive.google.com/file/d/1L5zkrMV6-BXLKt-K1HrOKvIKa7cjNrMn/view?usp=sharing
https://drive.google.com/file/d/1b9_jNtsa-AdrLYPxdzJrRIvrwmiAij9b/view?usp=sharing
https://drive.google.com/file/d/1L5zkrMV6-BXLKt-K1HrOKvIKa7cjNrMn/view?usp=sharing
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Case Type Organizing Body No. of Slides
Business & Growth Accenture 3

Rank Sector
National Winner Software & Platform

COMBATING MISINFORMATION WITH Al POWERED INFOSHIELD

>
Optimizing InfoShield to Detect Fake News and exploring Collaboration Opportunities accenture
INTRODUCING INFOSHIELD POTENTIAL COLLABORATION
With 62% of online information potentially false, our Al InfoShield will detect misinformation in real-time, alert users,
and ensure news accuracy. The key parameters our Al will operate on are as follows: ; | N FO SH | E I_ D

- —_—— PETN P

'@ @ @ ains)r(mrts ACCENTURE

NETWORK ANALYSIS CONTENT PATTERN LINGUISTIC ANALYSIS CROSS REFERENCING [ so)’"5""'“5“'"'”""”5""’”5""”5‘” S I I EG I

articles into 60-word briefs

T T S S [ S i e

PROBLEM OVERVIEW

A leading Indian software and platform company is looking to transform into a
value-creating ecosystem player by 2030. While it has a strong digital core and
enterprise client base, it now seeks to build a scalable ecosystem with
diversified revenue streams, improved platform engagement, and long-term
customer retention.

e —————

ACCENTURE STRATEGY CONNECT S3

mn CLR

Case Library and
Resources

DELIVERABLES SUMMARY

PROBLEM STATEMENT

A

{

Stakeholder need analysis

Business model ideation

\
I
|
|
Ecosystem benchmarking study I
|
|
e Phased implementation roadmap I

I

SOLUTION DECK

1,

o

NAVIGATING A CUSTOMER’S JOURNEY

Breakdown of a customer journey and comparing our model with Al Kavach

>
accenture

misinformation as he browses social media and news

CUSTOMER JOURNEY
Al INSTALLED: Al ANALYSIS:
Network Analysis: Traces the source & spread of the post. i
Sarthak has installed InfoShield Al app on his phone Content Review: Checks for red flags.

that continuously menitors and analyses content for Linguistic & Contextual Analysis: Scrutinizes the language E
for inconsistencies or unusual context.
websites, providing real-time protection Cross-Referencing: Verifies the claim against a reliable

database of trusted sources.

,,,,,,,, >

i COMPARISON WITH Al KAVACH

Data Privacy:

Al Kavach: Handles physical data,

focusing on surveillance.
— - InfoShield: Handles digital content,

addressing user data and contant

\ Technological Feasibility:

Al Kavach: Real-time

SOLUTION OVERVIEW

The team proposes a phased transformation roadmap focusing on customer
stickiness, diversified monetization, and a modular digital infrastructure. By
building co-innovation hubs, expanding B2B and B2C verticals, and leveraging
data partnerships, the company can position itself as an ecosystem

orchestrator with global relevance.

© 180 Degrees Consulting - Shri Ram College of Commerce

e with 26 for quick Al analysis — o srvellance
Foke news is 70% 30% of online Tamewark Wi TS — ; é@ S
70% ) more likely to be 80% ) reviews suspected 86% linguistic features 84, Jrrust online reviews as v o — — " — . " lnfos_h‘eld A!\a?vzes and flags
Retweeted to be fake detected foke news much as personal = false information
with 86% accuracy p o Why Inshorts?
Sl e Ly +Cross-referencin D U U I . | 2 R et N T e |
*Fake news spreads widely and consistency may + Misinformation o g ' - . — - User Engagement and Trust:
e ! ; enhances credibility by Team Mosby Boys ENCOUNTER WITH MISINFORMATION: NOTIFICATION OF MISINFORMATION:
with distinct patterns signal fake feedback exploits events and P N ' s 5
. = ; verifying information £ . Al Kavach: Builds trust with
«Central nodes in *Repeated positive fears, with a 70% e Summarized Source Anika Meharia accurate security lerts
I\'he-rrlinfied communities revw'e\-\{s, often higher |ike|i.huwd of sources Content Access Aggregation ; i While browsing, Sarthak comes across a post claiming The Al sends a notification to Sarthak, informing him InfoShield: Builds trust by
amplify it bo_t'd"VE". can using emotional Al automates this using | D@ Dikshit Arora apples are pink. The Al immediately recognizes the claim that the claim is false. It provides a clear explanation ' educating users
*Unlike real news, fakg mlslgad 7 language to boost NLP to match facts and %] Meet Mandhan as unusual, triggering its verification process to ensure based on the analysis, helping him understand why the |
news spreads more virally 'Monltorlf\g TEE ‘ spread rate credibility 3 = i accuracy before Sarthak engages further information is incorrect | The similarity between InfoShield and Al Kavach
patterns is essentia . UserEngagement Real Time Pranshi Garg | shows high feasibility
' insights News Monitoring
Solutinn Ouand .| bisin s c | D
oz A e R R e e e e e e S S, S SN e N e U —————————


https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
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https://drive.google.com/file/u/4/d/1WmC1C4NVPPPKdmZzC5vXH0chd8oDFX2J/view?usp=drive_open
https://drive.google.com/file/u/4/d/1WmC1C4NVPPPKdmZzC5vXH0chd8oDFX2J/view?usp=drive_open
https://docs.google.com/presentation/d/14I_aPqkTa6daEwSjbbnYA2IeX0i1ghsw/edit?usp=sharing&ouid=108580088429879783823&rtpof=true&sd=true
https://drive.google.com/file/d/1lto1SXARDFpiAXs08KX-gLKJyiTymG6o/view?usp=sharing
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BRAINWARS 2024

Strategy & Operations

Case Type

Bain & Co.

Organizing Body

No. of Slides
12

Rank
National Winner

Sector

Software & Cloud

7.00,00,000
6,00,00,000
5,00,00,000
4,00,00,000
3,00,00,000
2,00,00,000
1,00,00,000

0

3,00,00,000

3,49,00,000

Physical

W Total Operating Costs Server Costs

2,17,50,000

2,26,50,000
Cloud

Cloud servers achieved their
objective of decreasing

server costs by 27.5% since
physical servers and IT staff
required to manage physical
servers are no longer needed

Decrease in Cost per Product Launched

150
145
140
135
130
125
120
15

/I

Fall in Cost per Terabyte of Storage

Physical

1,20,00,000 1,16,33,333 20,000
\ 20,000
80.00,000 R \
37,500 ]
o 15,000 Sy
4000000 \ 12500
. 1008 -
Phy 1 Cloud
Physical Cloud Yoo o
R e e e e e e~ >~~~ &
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PROBLEM OVERVIEW

ZenSoft faces reduced
profitability due to
physical servers and
lack of Al capabilities

The company must pick
one of the four
venders (o aid in the
P2C transitioning
process

During the transitioning
process, the company
must identify roadblocks
and gaps they will face

»

ZenSoft seeks to address performance gaps that have caused missed contract
opportunities, including limited server storage, slow software upgrades, and lack
of Al capabilities. As it plans to shift from physical to cloud servers, ZenSoft
must select the optimal vendor while balancing cost, scalability, workforce

training, and data security.

Complication

ZenSoft need's to find
a cost-effective and
reliable cloud
platform, among the 4

players mentioned, »
and switch from
physical to cloud
servers, keeping in
mind the update
cycles, employees,
and its Al capabilities

e —————

I/._ __________________________ \I
I 3 ] | R
| * Vendor benchmarking matrix | J}D
I o Cost-benefit analysis across I
I offerings I
| e Transition roadmap & timeline | SOLUTION DECK
| * Risk mitigation framework , .|
N e e J D
Question Answer [ I 'ﬂ
[ Quesion ] - <25
I DigitalOcean | RackSpace UpCloud DigitalRealty
I I
Storage Capacity I wse@si2s00pm | 1408 @ $10,860 p.m. 13078 @ $12940p.m 13078 @ 516,160 p.m.
The below mentioned D‘P‘"‘g"‘g"g "’f‘"‘ i '
questmns needs to be g'c|oud se:r:e?; Maint; Cost : 150K/ year : 240K /year 180K/ year 216K year
v intenance Co! fy
%r;slwered for ZenSoft $mong 4 vendor " :
- I I
:‘U'_";:'P UP“;‘:l" I 158 30 days 1 208 25 days 10 & 20 days 15 &30 days
aintenance es
U |
Q 1: Which is the best | Vst morketpiace of pre- I _— Fetures like private .
platform among the four ) bl AddilonalServices R SR %mﬁﬁmm rewarking ocupsioege, | " .mrmm
for doud service? Employee Training Parameters f one-click installs | and integrated firewalls
programmes for [
inc reased productivity Respanse Time | Aversgedowntime || High downtime due fo ncreased. Average dowrtime Average downtime
Q 2: What are other mnha' f during updates [ level of dato breaches during updates during updates
steps we can take to
increase profitability Security Features i End to End Data | Foced Litigation lssues and At par with industry At par with Industry
I Protection I high security breaches standards standards
Partnership with T 1
Q 3: What can be done to OutSystems and . . | Aworded the best client | _ fwarded the best client Decent senvice of 4%
enhance Al Capahlmles, and venturing into Cient Service I service 1 AL senice satisfaction rate
how can employees be Green Computing " Dty cereere e looatedin | Joentedio vl e
trained?

nCLR

Case Library and

Resources

SOLUTION OVERVIEW

The team

recommends DigitalOcean for
performance, and support.

its strong balance of cost,
A phased migration plan ensures smooth

dedicated training modules, parallel testing environments, and clearly defined

transition milestones. Security and scalability are addressed through proactive

monitoring, SOPs, and targeted vendor collaboration.

© 180 Degrees Consulting - Shri Ram College of Commerce
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I onboarding, minimal disruption, and workforce upskilling. The plan includes
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https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/u/4/d/1WmC1C4NVPPPKdmZzC5vXH0chd8oDFX2J/view?usp=drive_open
https://drive.google.com/file/u/4/d/1WmC1C4NVPPPKdmZzC5vXH0chd8oDFX2J/view?usp=drive_open
https://drive.google.com/file/u/4/d/1WmC1C4NVPPPKdmZzC5vXH0chd8oDFX2J/view?usp=drive_open
https://drive.google.com/file/d/1ZvwoF5YQyiGG6Y8O06njwn6GHAD1wDhj/view?usp=sharing
https://drive.google.com/file/d/1SpeDv5fvFicRA6PbVd3cbTDkJVzgkx1A/view?usp=sharing
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PEENSENETL ARSI
Organizing Bod No. of Slides '
Cqse Type EQ b YQ y b | DELIVERABLES SUMMARY e (e AT e
Finance rns oung |« SWOT analysis of blockchain in trade J
| * Cost-benefit comparison
| e 1-3 year ROl modeling
. Rank. Sector |« Technology platform selection SOLUTION DECK
NCItIOhCIl Winner Tl‘edsury quqgement { ° Reguk]tory barrier mitigqtion p|c|n D
[

A comparative view of how blockchain disrupts traditional trade finance workflows EY
T . TTErTTOTTITE T OTIOUSITg e TG TIT T OOTE TOT T oSS T T TaTo T
Alegacy system plagued by inefficiency, fraud, and fragmentation demanding a foundational rewrite, not a digital patch. EY Blockchaln Powered Trade w kﬂ St Legacy Blockcha"‘ T D t A strategic comparison of leading DLT platforms across investment, impact, and suitability EY
i - He ' Ime Lisruption
— i o _ Finance- A Rising Curve orkflow Stage | FY TN Counterpart P Risk Gradient :
Broken Realities in Trade Finance Systemic Dysfunction  Inefficiencies Compounded Over Time Stack Overview Platform [— Impact Overall
ocess SWIFT +Banker ~ Smart Contracts Manual Override Required Aftractiveness
36+ $400 Process Redundancy LC Origination i 88%  cadicated LedgerLayer | [ Smart Execution | [l GLIr L
documents per transaction T R T Physical paperwork & manual Arbitration with Oracles . e R CEOTiZo0)
mostly paper, largely redundant transaction verification delay o e SIEHESTLCEED <%, Hveeaeocer | NN permissioned DLT, ‘
' DLT (Hyperledger / Oracles automate Y FABRIC strong privacy and - 4
Fragmented processes, - ouriers ncrypted, Rasn- ero Forge L trade & connect off- modularity.
5_10 davs Latency-Driven Cost Burden: FedEx / Couri Encrypted, Hash 1 O 0% b E gery Contour}; pri &
LC y no htnrope:-;allity, Reconciliation delays create friction Doc Exchange /PDF Emails Linked eBLs Footprint auditabilty. chain data.
average M
procagsing von xrq;::‘;':n party Zero-Trust Environments: § e 2 = Ledger layer ensures | | educe human efror Interbank operability
Parties rely on third-party arbitration =] ; @ S m I =n . trust & audittrailefor || delays. CCNTOUR I butlimited ‘
$18Bn NoRieak- Time Visibilty: @ @ s Funds Settlement | T*3/T+5via Instant DvP + 90% No Payment regulated entities. AU, extensibility outside A
annual fraud leakage e 2021 2022 2023 Nostro/Vostro Tokenized Escrow Disputes trade finance.
(IcC, 2022) Stakeholders lack shared source of truth Gosper LGUED) Avg LCCyele Deyn)
Supporting Infrastructure Needs — lt-esds i?eal for Leguilated
Legacy Trade YC wi Digital ID & Shared Reduced Fraud rade finance due to
Finance Workflow Step 1: Trade Agreement Signed Step 2: Letter of Credit (LC) Issued Step 3: Shipment & Document Preparation| Compllance &KYC lglanual K,—kc with K&C Pock 75% sticl Dt » Network: Secure, permissioned blockchain nodes hosted by ’ ETHEREUM scalability, and privacy . \ “
- Pain Points at e Bl s s Lodon o e Gaodashippac andrasepoxt invios, Bl & aperwol ools participating banks, corporates, and customs authorities. il :
i lanual paperwork, inconsisten Delays due to SWIFT Over 36 ok hanged- paper- 3 3
Every Step . X m,mm‘s_:,‘;e I ;ME ,,,;u:; mx v:?nl:non mm:re::?s méwmm;ﬁﬂfm e . . " * Hardware: Redundant cloud-hosted infrastructure with edge P built f
Inspectnon Offline Inspection geal-tlr?e loT 60% :lg:er a loT devices at ports/logistics points. | | fi:;':g:{n;'-nféns ‘.
e evice Input + uthenticit: ) . ; LTI,
Globaltrade fi o d multi-party friction — driving ~$188in fraud and USD 400 per transaction in cies D d and Growth Dri Certificates Reports Immutablz Storage ‘ Traceabilitg * Software: Integration middleware (e.g., MuleSoft), container ra.c.rda limited composabilityvs. iy @
Rethinking thi from bles real-time, transparent, and tamper-evident trade, unlocking global liqu cale. L - —— orchestration (e.g., Kubernetes), and observability stack (e.g., Fabric.
= Physical Paper Pre-verified Digital Prometheus, ELK). e o
Structural . . - s::;mm::;::: :b:"":::" Step 5: Funds Disbursed Step B: Settlement & Closure Bl - Globalization APIl-ready % Port Clearance Stamping + Customs Docs & Smart ‘ 65% gﬁggci%elays  Security: Multi-layer cybersecurity with PKI, role-based access, — %‘;:pgagﬁ;y-?::dy >
Breakdowns in ; S ATt Adter approvel, funce ere releesed Traneactionis cloead, funde setsed Y of SMEs FinTech Stack l& Queueing Contract Access ry and real-time threat monitoring. o polygon for institutional trade & \ ()
Trade Finance % Sy T+3/T+5 delays; reconciiation failures; Zero transparency across stakeholders; ‘ h i .
Execution S e fraud riskin duplicated documents. records fragmented across systems. q P End-of-cycle Real-time Ledger
— %‘:‘g’:‘;“.}ﬁ;‘;’ S:Zgzg::" r% y  Audit&Reporting | Manual Reportingand ‘ 95% L?STO[:;H—PrDOf
Corridors Strategy & Reconciliation Auto-Audit Trails
P ¥ = @ ______ _—

PROBLEM OVERVIEW SOLUTION OVERVIEW

Traditional trade finance systems are slow, paper-intensive, and fraud-prone,
often needing 5-10 days to process Letters of Credit. HSBC, Tata Steel, and
Universal Tube piloted a blockchain transaction using Contour to address
these inefficiencies. As blockchain adoption expands, institutions must assess
stakeholder alignment, infrastructure readiness, legal recognition, and ROI
before scaling.

— e
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The team proposes a phased adoption roadmap focused on feasibility, legal
compliance, stakeholder buy-in, and platform scalability. Using platforms like
Contour and tools such as essDOCS, institutions can cut transaction time, boost
transparency, and reduce risk. ROl is driven by operational savings, fewer errors,
and faster turnaround.
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https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
https://drive.google.com/file/d/1FVWcLw9J83IXZOmTsnM4w90h-ZYZRvaZ/view
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PwC CAMPUS CONTENDER 2024 nCLR

Resources

180Degrees

DELIVERABLES SUMMARY

Case Type Organizing Body No. of Slides

. PROBLEM STATEMENT
Business & Growth PwC 6

1,
S

| |
| |
| |
I Consumer & Market Landscape Report I
| * Entry Mode & Brand Positioning |
I Strategy I
| |
| |
| |
\ /

G

Rank Sector
National Winner Healthcare & Nutrition

 3-Channel GTM Blueprint SOLUTION DECK

e Supply Chain & Ops Operating Model

1,
rey

G

Froblem u Business Dperating nancia
Statement Analysis Model Analysis
) Problem Opportunity Business Operating Financial
Problem Opportunity Business Operating Financial Place (¢) Promotional Strategy Statement Analysis Model Model Analysis
Statement Analysis Model Model Analysis
Omnichannel Ensures broad availability to align with the purchasing habits of various A fulfunnel approach
Eye-Catching Advertising, Evaluation Matrix 1 Operational Strategy Evaluation Matrix 2
Problem Definition: Stalling Growth in Existing Markets - Vogon, a global nutrition products major, has been experiencing slow growth in its established markets (1-3% — -‘::“ M:' e Influencer Collaborations @ —— Awareness Own Contract Morgers & Manufacturing model Parameter |l Rationale
Topline growth annually), which has led shareholders to demand higher returns. India, with its fast-growing dietary supplements market, offers a potential new growth frontier ern Trade & Online Channels e "d e o N g Contract g ang { wih Vogon's foc:
E-commerce  sales Mod! stage e customer —— e nment wi n's focus
on of 15 General Trade E- commerce & D2C joumey and gather — Interest Investment Cost High Low to Medium | Very High Ener the markel via contract manufacturing with local producers 15% {e.g., general nutrition, gut
STAKEHOLDER EXPECTATIONS KEY GOALS OF VOGON CHALLENGES S, Website e — T Som rast rast having experise In herbal and Ayurvedic supplements. This would es heaith).
Product — 25%, due o fewer Highlight USPs, Discounts ~ ——. e— Desire allow the company 1o launch products faster while managing Scalablity across both formats for
ceo, s soean von | | reancir vy v | [ - I~ R~ T ~ TR~ Y inermediare, is D opmze _marketing & Offers convaover . S Low Han oo, 1 il hlp aidng reks & conloty of sourg wp o | \CEERFRCEY . prodc
® bean me'd above :; staling ”';k “', mm:' 'm:?gm making it an < o efforts and identify areas ; Purch _ - - Manufacturing greenfieid plant and the potential tme dekays. Manufacturing [k differentiation and market
Seamless Purchase Experience = d ction - - .
- growth of Vogon In i 12 merket enby shmtegy Can Indian consumers To meet local sﬂ::ﬂng the  Vogon's products  Vogon needs  Reaching impressive  channel | | parter with targe | [Distribution to tocal Target Tior 1 and of improvement Quality Control High Medium High ang Tore? ; ant for cradibilty and
established market. PwC has achieve substantial revenue e e e I e [ for profitability retail chains (e, | |pharmacies. health argot Ter 1 & Supply Chain 5 years down the lie the company can reevaluate it consumer rust, especially
products,  but  Vogon manfachring unafiordable  in  targeted ng,  beyond mejor Tier 2 cities, where Multi-Channel Promation Approach Complex | Less Complex Complex 15% "
buen lasked win creatng growth and proftablity 1o Vogon's portilo  ingredients localy,  and  supply  indiaduefompot  and costefectve  ciies  would Reliance Retail, Big | | stores, and . e P Somplaty & selup Inlndixs hasth-conscious
::;:s’smg m“'", ogy :‘E:dmns parenoer lacks & stong  Posing a chalenge  chain model 10 gunes andlogistcs | PTOMONONS 0 build  require robust Modem Trade & | Bazasr, and DMart) | |supermarkets, ::""":I:""L"""'"“I; Digital Marketing Traditional Marketing In-Store Promotions Scalabitty Hgh | Modkm o High Hgh market.
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ingredients and better efficacy 5 baraar = e ED“P"""" Activitios Value Chain & Tech Integration [:D Downstream Activities
acion W $400 mn Lo £ MBviming, sportz & Mumbai ; Reliance Fresh, D sd-risnpsn e Purc -
— Price Sensitivity- Customers | & Mrese. Women's Direct sedling, e- Mart, Riddhi Siddhi Supermart *Product Compati sl At il _ Ordar Management ] Al-based order & Automated Return
s250mn  PepOThonCe o Lo o pay premum for | §| Amway | eiiness commerce, global T Stores Shortileted: Stores Shortlisted: Ad Campaign Strategy Warehouse managerment E-Commerce & D2C Process
. clinically proven produt o ’ Byt ol . ~Company-Owned Platforms
India’s market ha Co ed s ) e
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PROBLEM OVERVIEW

Vogon Corp, a $4bn global nutrition company, is facing stagnant growth in
developed markets and is eyeing India’s fast-growing $4.7bn dietary
supplements sector. With a diverse product range and a clinical R&D backbone,
it sees opportunity in India's price-sensitive, herbal-focused consumer base.
However, concerns around pricing, distribution, local product relevance,
operations, and scale remain.

SOLUTION OVERVIEW

7

|

I

I

I

I Designed an India-specific entry roadmap across business, operating, and
I financial dimensions. Focused on tapping into the herbal segment and D2C
I channels in urban markets, while using alliances for scale in general trade and
| pharma. Built phased operations strategy with tech-enabled supply chain.
I Modeled a robust 5-10-year P&L with realistic returns.

|
N
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I
I
I
I
I
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I
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Social Impact Deloitte

DELIVERABLES SUMMARY PROBLEM STATEMENT
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Barriers and Gap Landscape

Inclusion Roadmap with Stakeholder

Rank Sector
Second Runners Up Financial Inclusion

SOLUTION DECK

Tech Levers (Blockchain, Digital ID, Al)
Data Privacy & Governance Guideline
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| |
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PROBLEM OVERVIEW

Despite digital innovation, financial inclusion remains limited across
underserved communities due to infrastructural, awareness, and trust-related
barriers. Auditors must ensure transparency and compliance in inclusion
programs while safeguarding data fairness, privacy, and bias mitigation amid
rising use of tech like digital identity and blockchain.

Beyond Financial Inclusion: Financial Health a Primary Concern —& Craduate

School Mavericks|

In today’s world, financial inclusion is essential for promoting economic resilience and prosperity, yet Financial health of a country can be measured with 3 Dimensions..... Kenya Faces Deterioration of Financial Health of Population
numerous challenges hinder its progress. . .

e . S
. . “Ability To ‘ Finaneial " | ;4 60/ 2 90/
v / Ability to x ~
ll Financial ) W— | Manage + I' o + ‘ Planning A e, 0 ~ e 0
| Heal [ ey o day Coe with \ !
Abiliy
L / fmnm J N o S Kenyans Kenvyans rely on

:
1 A L4 - \ -7 o -
Transaction Costs are high ! e ~ -- Lack Adequate financial institutions

v
v Awareness Problems e v L v
v
v

‘What are the main :
challenges in achieving !

A
. : . i I - - . L !
Financial Inclusion? : L Identification, Documentation & De-Risking : The Key Indicators of Financial Health et
: Liquidity Issues e . ”””””””””””” L~ Y /7

Savings for advice

Balances Income &
Expenses

Manages & recovers from

Shocks J Lack of financial planning

Fin Wallet App
How can these

4
2
v ! | @
: i@ ' Identity (Blockchain based Digital Identity) ' @ 5 i Builds & maintains
: challenges be addressed : Uses financial tools Reserves . /
s o8 v  Community Inclusion Cutrencies ' ‘/ Lack of Comprehensive Knowledge
effectively ? s :
4 &
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| I SOLUTION OVERVIEW I
I
| : I |
} / I Formulated a holistic strategy leveraging mobile banking, fintech, and }
I I grassroots education to enhance outreach and usability. Emphasized auditors’ I
| I evolving role in monitoring algorithmic fairness, securing digital infrastructure, I
I | and embedding trust via robust controls, enabling scalable and ethical financial |
} | inclusion. }
J l |
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Rank Sector
National Winner Sports

e Institutions: State Federations & SOLUTION DECK
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INCLUSIVITY, AND BUILDING A STRONG, SUSTAINABLE SPORTING CULTURE IN INDIA.
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- ‘and 34% In China, India faces a major + Panchayati Raj and Urban Local Bodies: Ploy o critical role n grossroots gt a o « Agof 2024, the Athlatics Federation of India (AF) has several certified - -
AS WE ARE NOT PARTICIPATING IN ENOUGH SPORTS. el e e ronen = a3 rights. e o « Addrassin snamic Barriers Coches under the Workd Athletios Cooches Education Program " Increase Salary = Plf)'f‘g;’rggql Colleberation F{) Long-Term Career
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PROBLEM OVERVIEW

The year 2036 marks a critical milestone on this path. It offers an opportunity to
propel India’s standing on the world stage by achieving excellence in the
Olympic Games, which would, in turn, support the broader goals of national
development. The teams are supposed to prepare a roadmap for India to win
100 medals, including 35 gold medals, at the 2036 Olympics, proposing
transformational solutions.

SOLUTION OVERVIEW

7
|
|
I
I The team addresses the execution of solutions, provide evidence and prepare
I contingency plans for economic or policy setbacks, aligning with the Olympic
I success in 2036. The proposed solutions cover key levers from the
|
I
I
I
|
\

impact - including athlete development, sports infrastructure, governance
models and policies.

e —————

I
|
I
I
I
|
I
I
Transformation Model- areas of impact, principles of impact and channels of I
I
I
|
7
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PROBLEM STATEMENT
Social Impact Grant Thornton 8

e Leadership funnel diagnostics

e Barrier and attrition analysis

e Phased action-impact roadmap
e Mentorship and policy redesign

Rank Sector
National Winner Professional Services

SOLUTION DECK

FOUR PILLARS OF ASCEND STRATEGY
Building Mentorship, Sponsorship, Flexible Work & Al-Driven Hiring for Women Leaders

BUSINESS OVERVIEW: PARITY PARTNERS TARGET - DEFINING THE PATH TO GENDER PARITY

Business Overview of a Leading Consulting Firm with a Range of Service Offerings. ﬂ Elevate Ay Sponsorship Advocacy Targeted Interventions Backed by Data & Balance Scorecard Insights
High-Visibility onsorshi Active support from sens
COMPANY OVERVIEW KEY CHALLENGES Projects ‘ Nttwork P i EXISTING ORGANISATIONAL STRUCTURE AND GENDER REPRESENTATION
A leading firm focused on management and strategy consulting ——— M ) (o S
SERVICES Im,]_,lo.‘\mm livEes careers Maternity Penalty Hindering T 88% Shakti Sponsors HIERARCHY MIODEL BALANCED SCORECARD
B 0 visibility and i ] Top Mar it guiding wor
‘ . IWomen s Career Grawth Nty and keapac Mottt Lo Lot Current Women Representahon (2024) Internal Policies — iversi
i Public & Global | Deals & Private Slrategv & {@% ' 'E‘:nfm::‘:::;l:: :;0;;‘10:0 56%  I56% o .
{ Advisory Capital 7 5-r,ansfurmatmn | mg"m: S o 8@ Targeted Women Leaders effective policies = ;:m,g . WT.:J," :,: an nd diversty
1 " = = P i - leave, leading to lower performance Women in Tier Il roles
wnr Dl g e A |
| B Vit Success Criteria rtner janager et nsultant Analyst ?
Lower Labour Force @}} unm / Employee Retention Bl Leadershi
Partici ion Rate Promation and visibility goals i | - .
ﬁm 10000+ articipation T 1 -~ ™. Highl gh s the importance of ’ Development
OPERATIONAL Employee Size Woﬂ:;’;‘:aboul force panici;‘ation stands ier T'er 2 e Tler T maininiing  sshle refenton the growthond
ECOSYSTEMS e L Flexible Work Policies

Allows flexible hours and remote work

creating a 25 percentage point gap. This
CLIENT BASE highlights structural barriers and unequal

0Oy . access to economic opportunities o/ e
Government & ‘m i =
] Public Entities @ o | Higher Attrition Rates Among

- rate. :’:'v\‘anr;[":lve\:’“ of women in
__off 222
i FY30 TB'EEQ Enhancing strategic evaluation through diversity and leadership growth

Major Insights on Gender Diversity in Hiring

Attrition Reduction

Aima to reduce high-potential employes turnover
P
q I
Counseling Support  pmEmIETTT T 2
eBalance
Provides psychological counseling services
B .. Equal Opportunity
Fl,lil'l ire Al Focus

+ Largest jump needed at Tier Il (Junior Level) = +1,345 women, since hiring mainly happens here
60 + Significant foeus required for Tier | Leadership to increase female partners and directors by 355
women

+ Women Hiring Focus: The firm must hire ~1,000 women annually to achieve diversity goals
+ Tier Nl Pipeline: Since 60% of promotions come from Tier I, hiring women at the entry-level is
critical

+ Leadership Pipeline: More women need to be promoted from Tier Il > Tier | to increase
leadership representation

....... Female Professionals

Regulatory Large Corporates!
Consulting (2= 2 & Mid Market O
tx m ............... attrition rate of 13% during 'The Great

Digital Growt Resignation,' surpassing the overall
Companies "

employee attrition rate of 9%

Career Reintegration

—_ e/

Supports career reintegration post-matemity {!!._i_t_i_a_t_ly_e____ %%L‘?:‘«-pm —
T Tttt T T T T T T T T T T TTTTTTTTTTTTT T~ \I '/ ————————————————————————————————————————————————————————
| PROBLEM OVERVIEW | I SOLUTION OVERVIEW
| I

| / |

I A large consulting firm is facing a critical imbalance in female representation I I The team proposes a phased “Target — Action — Impact” strategy combining
I across leadership levels—despite 39.8% women in entry roles, only 15.6% make it I / I mentorship programs, bias audits, returnship policies, and data-backed
I to Tier I. With FY30 gender diversity goals set at 37% for senior roles, the firm must | I promotions. Early actions focus on talent mapping, inclusive evaluation, and
I address barriers such as attrition, promotion bias, and lack of support systems } | role-model visibility, while later years drive -cultural reset and policy
I to build a sustainable leadership pipeline for women. } I institutionalization. This compound effect aims to ensure equitable progression.
- . /} l\ ________________________________________________________ y
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e Venture selection framework J
e Value & profitability roadmap
[ ]

Asset-light scaling model
e Risk & talent governance
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National Winner Professional Services

SOLUTION DECK
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rey

G

Unlocking the Potential

. - forivina Adri
Direct Market Access - No More “= Hassle-Free Logistics - We
* Smart Warehousing - Secure lnsta:elf;:ﬂ; D"’Iom;r' mm: You Middlemen, No More Losses! Handie the Transport, You Handle - . — . - .
Cracking the Mandi Code Your Harvest, Secure Your henhbon ot Sscurs, Tran ot T ions the Profits! Cracking the Mandi Code !levolutlunlzm Ag Unlocking the Potential
R . Transparent Transact
$900B 15% 45% 28% 60% <35% <50% Rs10,218 Future! Use Your Stored Produce as Collateral  yy; c. unsair pricing or hidden fees— ST T D ey FASAL’S SUPERPOWERS FOR FARMERS wgii® iﬂﬁ ?!mtl'ml[
B CounkysWoridorss [ Alno i Fartitears Price [l nointed  Anrui Honttly P oy _‘#» - G farmers getfull value for their produce ABC arranges pickup and delivery | 1 loT-Powered Real-Time Farm Henitaring | REVOLUTION: FASAL +
'“ ‘Saurce: Case provided Source: RBI Souree: REI Source: REl Source: Pig instant leans against - fram warshause to buyer, —_ | 4 Fasal's smart v " k -
' : R ——— their stored crops. hd ensu rocess ° . | 2 Fasabesma s rimuoesty trac ABC PARTNERSHIP O Ai-Powered Smort Farming Begins
o -_— | x < sensors monitor  cr
********************************************************************************************************************** - - ‘ Homiaty et e S * L e 2
Farmers can safely il Weloome to ABC € — . ramn : ;sumgm|memnya.m1c-ocnmmcmd»ﬂms o e s, sther conditons,
. store their crops YFEHILNE ome to ' o anc _ H . [ | = @. Farmers get alerts on optimal
No Real Time in sclentifically Bt i : e “o s Binstant Alerts: Get realtime notifications | || g% S S e
Price Updates managed storage ' B irimion  Cam 'N: pr-um crop damage and adjust farming . ] a
N facilives. e |prm- ccordingly. -
02 Hidden Costs L Py T e & s emumns 2. Precision lrngrrtw - Save Water,
- Eat Profits ) L o i
Askr Wos b 7
sion m . -
Inadequate [1XE  Unfair Auctions o 1 Tl
number of ey wcre with 1450 o - nae £ Reduces usage by up to 50%! e
” , > mandis i . i i —— ¥ Prevents o\ rrigation & water stress. |
04 ook of Employment Ratisnalisation _— 04 Prlce _ ‘ = iOptimizes energy costafor pumps. /
————————— Manipulation . l n e
T Buresucrai - = == S s
| TT— ﬁ hurdles & on “"®  Checks 05 Delays & No interest . pe 0 Weather Forecasting
08 monopolistic 4 L . Fasal provid lized, fa ific |
APMCs) i on Late Payments Digital Warehouse Receipt — - = w-:'::;i:::::!mm zed, farm-spec|

Farmers get a secure + Accurate 14-day weather forecasts for|

digital proof of their £
stored produce,

giving  them  full 9
control  over  thair ¢

THE GAP IN E-NAM | BUYERS' PAIN POINTS KYA SOCHTA HAI HUMARA KISAN? YOUR farm.

based v, weather and
* Get alerts for rain, frost, heat waves & ly!
stoems, genees | 1171 @Al fahETH B The &atmsion co
+ Plan your harvest, irrigation & mugm p_,' i

Limited Farmer Adoption & Awareness Quality Assessment & Grading lssues | @ - Loan Against Commadity

Low digital Literacy and lack of awareness . & Mandis lack proper grading i qnuw( yhraie sha ol

prevent many farmers from using eNAM .“ making buyers hesitant to ° Online Payments. ‘t —gn-m spraying aceordingly,

effectively. Middlemen discaurage adoption remotely. Without ~standardized uualty * e inventory = H'M profits with real- = 5 Farmers receive realtime alerts
to maintain cantrol, limiting the platform's checks, trust issues and disputes slow mmmunm ] A 4. Al-Powered Pest & Disease andlf T ‘hen prices peak in the market
reach and impact. adoption. -t 'Jmm market access to SRS W {

nma Quality Al-Powered Market Insights W Stop crop losses before they happen! premium buyers & exports. 8

1

1

1

Limited APMC Logistics & Post- ! Fasal's Al analyzes farm conditions and i Fairer pricing with Al-
" and Authenticity | [— Fomad g fma | d als ing.
P-rﬂdp:: :m:d.;:l“ﬂm;[:"ﬁ‘: m"‘;”::::‘:;; o = | [ R g No Land C: Needed Our platform tacks | ® pudlc;kprﬂldlmu outbreaks BEFORE| | deiven aua ity grading.
Mffu“m el A it -f- inefMciencies. Siow ngaymemg settlements ®! o e ! — . § LOAN bime e = i’ i i e
S retorms, et S e U T 2 | P e ¢ Uniike _traditional bank _ ouDAT trends so farmers can # 4"»:.: * l4-day early warnings for pests &
garticipation Y > ) Internet 1 ks 3 Hanoj. 48, & \i loans, farmers don't have sell when prices are diseases!

to mortgage land to access highest.

cradit.

PROBLEM OVERVIEW SOLUTION OVERVIEW

ABC is India’s largest B2B e-commerce firm by transaction value, historically
profitable but conservative. To move past incremental growth, it launched
"Project Leap” targeting a $1B valuation by 2028. The major challenges are a risk
of fragmented focus, limited brand recognition beyond auctions, and
competition for top software talent from B2C firms. ABC is evaluating three
high-value business ideas, including an international e-marketplace for SMEs.

The solution is ABC's E-Marketplace, addressing core issues like inefficient supply
chains, poor price transparency, high post-harvest losses, and lack of credit. It
uses e-auctioning, Al-driven quality grading (Fasal/GRAMS), nationwide smart
wdrehouses, and d micro-loan system against stored produce. This end-to-end
ecosystem aims to empower farmers and eliminate middlemen’s control.

T T S S [ S i e
—_———ee e/
—_
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Case Type Organizing Body No. of Slides | DELIVERABLES SUMMARY |
SRl oyt : . . PROBLEM STATEMENT
ustainapliil arketin reda I R I 5
y 9 | * Campus-focused activation plan | @
I  Digital and creator outreach strategy I
Rank Sector I e On-ground engagement with PFC I
| ¢ Youth-led content and impact | SOLUTION DECK
L] L]
National Winner Beauty & Personal Care { tracking } 5
N y I\
Insights from Our Research: Understanding Student Perspectives on
Green Passport: A Gamified Platform to Drive Sustainability Through Engagement, Learning, and Impact Tracking Samsp:'elyssti?einabimy Age of respondents Scope Garnier's Sustainability Roadmap' Building a Green Future Across
60 18-26 yr 9 Universities/ 20+ Departments Universities
SARNICR T G S S S e B A ) S e . R S S S S G S S A s S S A e S e e e e e e e e e l .‘
Join the Green Warrior — Year 1: Launch and Foundation d’ (')‘7©\
— Phene Hermbae (Size: Social Media Engagement, Color: Age) K f d * 20 universities/colleges Year 3: Nationwide Impact @@@
---------- . o ‘ o ey Hnengs S e i e
) ' Barriersto Sustainability X fj"r":sa?':eroes T, . Se:r!gannn zones in 50% nfmmpF:xse: : Og P
wrran @ e Convenience : GllD 25% [ Y
A~ 4 i i a
* Lack of Knowledge : @l 22.5% @\RNIGR Year 5 and
FTY ——————————————— Beyond:_Legal:y
© e p B e o e e 0 omers 3 ‘ Peer Pressure: @ 12.5% ‘® and Scaling
Empower Yourself to Drive Change ai;immmmm%m’mwmm'a §s - 3 Cost: @ 10% | 5 ;?‘:’fﬁﬁ?ﬁﬁf
.. S L : Incentive- Based Motivation , Y
o Best Performing Campuses ® @ ° “‘,“Q fear2:Growth andiEngagement = Year 4: Consolidation @
‘ . » o @ D l@ y R « Recycling systems to 75% of universities
e S - [oHsergages | ] J‘ & e « Advancedieadership trainingfor
- S ® ambassadors.
‘ i ® Social Media Certificates Eco - Friendly
e iy & cxtaoea ok Features from Merchandise

PROBLEM OVERVIEW

Plastic waste is a growing concern, with India contributing nearly 20% to global
plastic pollution. Despite high awareness, most young Indians struggle to adopt
sustainable habits due to cost and convenience barriers. Garnier's Green
Beauty initiative, in partnership with Plastics For Change, has made meaningful
progress—but now seeks to scale its efforts by enabling Gen Z to take action.

S S e

\ 7 N\
I |
| | SOLUTION OVERVIEW I
|
| | I
} I The team proposes a youth-led initiative combining digital content, creator }
I I advocacy, gamified engagement, and campus activations. Garnier can build a I
| I movement through recycling competitions, student ambassador programs, and |
} | a “Green Campus League”. A 5-year plan expands this across campuses, I
} I supported by impact dashboards and long-term student engagement tools. }
___________________ /} l\________________________________________________________/l
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DELIVERABLES SUMMARY

e P&C market benchmark scan

Rank
National Winner

Sector

Insurance Property

Domestic and Foreign Markets

o 1cicr€1Lombare
NIDAYE Vidde —

Market Size CAGR Premium

6%
2024-2029

About
Industry | <338 my2028

13.5% in 2021

Domestic Market

TSP ——

o
| ﬁ E {/I
| i I
o
o8 20m a0 B 20z
Losses in Bilkcn$) d -

osses ) due to Catastrophes

I Market Share

Insurance Density

$11.1to $91 (2000- 2021)

Insurance Penetration

2.7% in 2000 to 4.2% in 2021,

Resilience Index

7% in 2022

International Market

Why improve just finiatu

/ . Micro Insu‘rance‘ ‘
ne

ONE « Value-for-moy

Targeted incor

@ sumiTOoMo”

p

‘When you can elevate

ALL

B
G NISSAY

mlvj Public-Private Partnerships
Al !

« People affected by NATCAT are responsibility of
AON bath govers it and
- Incent essions for Insurance,
@insurance for all by 2024

Insurer

# Prudential

Munich RE 3=

Risk-Based Premium

« Charging according to the risk-profile of the
asset
* Use of

Technologies to predict premis

5 and Advance

Allianz ()

I l Bundled Product Loyalty
G W I

« Having the back of investment along with
insurance, it provides cross-selling opprtunities.

WA - rewards B ncentives for loval customers

\J

=

Parametric Insurance

« Enhanced payout speed and efficiency based
on predefined parameters
+ Quick support for recovery atter NATCAT

StateFarm

&/

[ 41
WO0H <

ROoH 13:50%

1000% .—-ﬂ—.

@
=+

PROBLEM OVERVIEW

Marketing Analysis

« Empathy Map

|

|

|

|

I

| . §egment
I insights
|

|

|

\

e Product bundling concept
 Digital and field outreach plan

(’lclclcl(mll).unl
Nitshiay® Viaee e

gap and behavior

|Private/Corporat{MSME & SMEs* _[Retail/Individual

Target Audience [ Public Sector Enterprise*

le A 50-100 lakhs crores

20-50 lakh crores |10-20 lakh crores  |10-20 lakh crores

Number of E . 300-400

1000-2000 50-60 million 300-400 million

Employees: i

10-20 million

5-10 million 10-20 million 1.3 billion
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Claim Processing

Feedback n
Customer Review Hear

Visit multiple Renew po

insurance websites

N
Socialeasedia ‘ .

Say & Do

policy Coverage Premium Costing
Jime Taking ~ Think & Feel Stressful
Websites

Mobile apps
Customer service calls
Physical offices

SEE

licies  Compare quotes &
coverage options.

: Increasing Brand Visibility- ICICI
: Lombard will carry out SM
i Marketing and run marketing

Pain
Denied claims Unexpected costs
Poor customer service

Gai

Peace of mind " Financial protection

Quick claim resolutions

Total Addressable
Market

Service Addressable
Market

Service Obtainable
Market

|

| Direct sales through Agent || Emailingand
| Partnership Models (LiC) | Messaging ICICI's
! other

| subsidiary
Sales Channel | campanes
| customers.

| Partnerships with
{Using targeted sales through, ! E'!“SUW_"CE &

! «call center offering i micro Finance

| personalized products. Companies.

Examining Different Stages of The Customer
Journey

campaign like FLO by The
Progressive Corp Insurances.

Increasing Interest- The company will e

who may not yet be
promote ease of use and educate the aware of their paed for & product o
consumers on disadvantages of not service. MOFU
having P & C insurance, make agents Goal: To engage and aducate
more trustworthy & increasing agents ﬁmll

on ground, Emotional Marketing which
will increase leads.

Converting Leads- The brand will affer
variaus Discounts/Offers, personalizatian,
Bundling and portray a strong Brand
image in terms of Customer Support and
Claim management.

Company Operations

Process Automation: Implementing
robotic process automation(RFA) &
|CR/OCR for quick claim verification
Ve

and settlements
/

Personalizer: Development of Al m\
Data Analytics model, along with

EE|

‘g/g Insurance experts to design algorithms
that provide personalized plans to

\ users

. 1, Establisment of Support System: |
Dedicated trained support centre staff
for Assisting users with their queries,
Nearby Agents Synchronization.

Multi-Level Integration: Integration of

%} different services, payments, perks,

{s} departments and support will require
dedicated planning and regular checks

d
o
itals. Long-te- uidance
QuickSupport ___ o
Apart from Al bat, opeon o chat/call with a a@ support will keep the customer
Human during the case of any query or connected and increase retention
support red. Humanize effect helps

7] rcict €Lombard
Nibhaye Vasde

Customer Pain-Points

0.0 always have multiple policy from
o different Insurers making it
complicated for them.

o Multiple Insurers - Customers J

Insurance Plans having tailored

Choosing the perfect fit: Personalized
coverages, Add-Ons and other

customized options.

w Hassle-Free Payments: One-stop
ey

snd
nce,
application for your insurance
®© o) premium and transaction payments.

Humanize Support: Even though Al

@E Bots are adapted, option to get Human

Ereater retention of customer

T T S S [ S i e

Only 7% of natural catastrophe risks in India are insured despite growing
exposure from urbanization and asset buildup. Public sector units, corporates,
MSMEs, and individuals remain undercovered due to low awareness, perception
gaps, and product complexity. With the “Insurance for All by 2047" push,
insurers must close this protection gap through inclusive, scalable solutions.

SOLUTION OVERVIEW

The team recommends a dual-track approach: market-tested features from
mature economies and India-first innovations like mobile-based micro-covers.
Segment-focused awareness, simplified policy structures, and embedded tech
for claims can drive adoption.
engagement are key to long-term penetration.

© 180 Degrees Consulting - Shri Ram College of Commerce
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IBM predominantly provides software, infrastructure, and consulting solutions to large enterprises worldwide

— — —
Geographic Expansion and Value Chain Integration IESE Peer Group Trading Multiples EE
A merger would consolidate core markets, allow IBM Cloud to expand internationally and cover all layers of the Cloud-computing value chain - T . . . ) Equinix trades at comparable EV/Sales multiples but when incorporating profitability, it trades at a premium to its peers T
A broad portfolio of customized solutions... ...saw steady growth, with Software as the largest segment...
- Enterprise EV/Sales EV/EBITDA PIFFO
. . ) ) ) Financing Software Revenue of IBM in § m 2019 - 2023 value 73 m) LTM-FY24E LTM-FY24E LT™
The merger will increase concentration in IBM’s key market... IBM expands its cloud offerings, becoming a true one-stop... « Supporting clients with the = Open-source hybrid Cloud . -
p, " " - — isition of BMs’ I hrough Red-
Combined data center locations of IBM after the merger with Equinix Combined offerings of IBM and Equinix ?f.ﬂ:'.f;'.',’;’;?ej.”,ﬁogy b \z':I'I“:sL:::%n: f\? et 6774 57351 60,530 61,900 = I 0.7% i I| 26,2x
1
' @ systems, Software and automation and security . 55,180 z Software —_— . EQuiNIX 94,869 T 37,7x
' ! Senvices solutions W Consui - 1] 11.6x |28’3x
! ! IBM onsuting
g Q gg I g E QQ W infrastructure |
i P e .. Consulting Infrastructure M Financing '10,4x 19,9x
g g Q i Qﬁ %g i % One-Stop-Shop Platforms «+  Guidance for Business - Innovative infrastructure W Other t_ FA EIEGAI‘{_N,. 61,000 i 23,0x
- E &5 E e Transformation, platform to enable hybrid - L7 I| 11,4x 20,1x
H H . implementation of new Multi-Cloud, Al and open- ] " "
E i :‘af::j::::t:?e::;s Infrastructure Equinix technologies and Seawce solifions o tinfold 0.3% | Median (FY24E): 10.7% Median (FY24E): 19.9x Median: 23.0x
i H 1o be fully vertically & IBM operationalizing Cloud their full capacity FY 2019 FY 2020 FY 2021 FY 2022 FY 2023 ‘ 45% i 9.0x : 3
g IBM Data Center 9 Equinix Data Center integrated Hardware platforms Qﬁﬂﬁ GOSRE®E 6,960 53¢ 123 n.a. |
. " . - : . | I
---while also expanding into new markets .- and now fully servers all layers in the value chain IBM solutions are widely adopted due to various partnerships ...and North America being IBM‘s core market | L
Additional data centers IBM gains from the merger with Equinix Cloud-computing value chain i i i :‘ 15,0x '19,3;( I
} Revenue of IBM by region in $ m in 2023 =)\ #5TTIIDC REIT 3,219 j 20,7
i Strategic Partnerships - 15,4x 20,4x !
% H gau Centor @ EE ft I’
’ P Microso 7 ‘
1 aflpe ) [ |
H 9 g - | 100% 90% . . i "” | 5473 ] / 20.2x il / 42.5x e |
| Softvare a2 S (S225) w 'I\‘ Adobe — 1702 s v i) essx [ |aax !
1 h N\
i in a @ Platform-as-a-Service (Paas) A aws ™ . _ :
E . o Service (aas) { W [ Fy24E
. struct
! . ! e reasarSence (aas) O Of commercial Of the world's top 50 18.492 CJum
Saurce: 10K (Ec wiﬁm;;al" emerong masets forla | | banks & TMT barks are ruming on : (Yahoo Fi 2024
: qui ORACLe JEunen Hmimn comparies in the 1BM z8ystems Source: (Vahoo Finance. 2024)
cisco FG 500 rely on IBM
Executive Market Analysis Strategic Fit Financial Feasibility Alternative Conclusion Executive Market Analysis Strategic Fit Financial Feasibility Alterna tive Conclusion
Summan Analysis Solution Source: (18M, (20235,20243) Summar i luti

Executive

Market Analysis

Strategic Fit Financial Feasibility

Alternative Conclusion

T T S S [ S i e

PROBLEM OVERVIEW SOLUTION OVERVIEW

I
I
|
IBM seeks to strengthen its position in the digital infrastructure and cloud I
services space by exploring the acquisition of Equinix, a global leader in data |
centers and interconnection platforms. IBM wants to assess whether this I
I

I

|

I

.

The team recommends IBM acquire Equinix to boost its hybrid cloud leadership.
Equinix’s interconnection infrastructure enhances IBM's multi-cloud capabilities
and enterprise reach. The deal is backed by DCF and comparables-based

valuation, with strategic synergies and risk mitigation measures supporting
execution.

acquisition would provide a strategic advantage, enhance its hybrid cloud
capabilities, and offer long-term financial returns.

— e
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PROBLEM STATEMENT
Business & Growth CBS 62

A

{

I I
I |
| |
| * Succession blueprint Design |
I e Persona-led journey Mapping I
I e Revenue forecast Modeling I
I |
I |
| I
N

Rank Sector
Winner Financial Services

« Risk and mitigation Grid SOLUTION DECK

1,

e Generational platform Prototyped

y o

Consumer Experience Journey
implementation Timeline Nordea addresses these pain points through tailored, innovative solutions P —
. . Robust Family Support . .. L.
Creating top-line growth _ Lack of First Choice WM _ T . \nheritore are Mentored Nordea must use its balanced strengths to capture wealth transition opportunities
p N . )
Kev D H &F dR Mill FEUR ! An easy, impactful, platform | Robust family SlI'PP‘"‘t and | Sucossion AlBlNSGRaEtaseesiis N
ey Drivers istoric orecasted Revenue (Millions of EU ! _sui i ] i succession plannin: ‘ i ] . . . . : . o .
Y ( ) f agﬁkf::;ur:itsefzﬂl:&omnzgr : i provided b)?Nordeag E E iﬁi‘;:';:?;:‘;:‘:ﬁ:;:: E Generational wealth transfer is a major shake up for firms... i ...while Nordea can win big with the right frameworks
: () :
Organic compounded annual 300 T Nordea a 1% choice - ‘ - : businesses through ; . ;
i In2027, key frameworks ! -~/ ™~ ¢ - TTTmmmmmmmmgmmToooomees - Nordea Elevate ' : ’ .
growth rate of 6.0% I come online yielding 1 ., - b . 34t EUR 7+ 4in5 P filolx‘ldsetzi h:'g‘si:‘vs'tnrj;eernf;mlly offices:
250 | heightened growth l to flow down globally  concurrent WM relationships, ~ are likely to switch : .+ Strong gogvemance consistent quality
________________ from Baby Boomers 2x growth in 3 years main wealth manager H @ - Data privacy and insights
@ Increase in inorganic client growth 200 Entrepreneur Erik Information Access
P by 143 customers Takeaway: cash events, desire for consolidation, and dissatisfaction ' Regional expertise helos win over global players:
150 . with current services all offer opportunities for new entrants 5 . gKnow-hcr:'v in dome:t\c marke(sg(axa\ioﬁw ers:
d ultra-high t rth client ' R *  Local networks of advisors and business leaders
- 100 ...and ultra-high-net-worth clients . investi
;_—; ) Conversion rate of 6.0% by 2029 of =iz SSyearsold Switching WM 9 Impact and ESG investing
|egacy customers to succession 50 _ Generational gap: children are not closely involved, unprepared to Personal approaches are not fully in place yet to best
| Business owner = take aver, have didtinct goals i N sene UHNWiIs:
- . ,. = -7 & +  Bespoke portfolio building
New customers favour succession 2025A 2026A 20276 2028E 2029 Wide range of offerings in o M@ Legacyand family at stake: 70% of wealthy families lose their wealth . + Dedicated point-of-contact
4 ) services at over ~50% - — o= Revenus Crowth (&) & Networth: established markittfs ;{vith p Easy-to-use transparent platform . salas by next generation, up to 90% lose wealth by the third generation ; + Cross-department collaboration for client outreach
—_— &4 100m EUR a strong ESG portfolio i Erik uses Nordea's Infinity Portal to | H
———————————————————————————————————————————————————————————————————————————————————————————————————— . - easily view his investmentsin | s S S
' i safim Fatherof3 f Ce L e i A aaries ' i The great wealth transfer is the major event for both wealth 1 1 Strong foundation to impress the ultra-wealthy clients buta |
| Achieve a goal of 111 M EUR in incremental revenue in 2030 through proper implementation by 2026 i Qe ' . managers and ultra-wealthy clients for the decade to come ; i more tailored structure is needed ]
1 R [ [ I R e e el 1 1 S S S S S S S S T T o oo === ====
e | T . ] . - " o 1 !
f : R
Executive Summary Insights Strateqy T 3% | By eliminating key pain points and delivering a seamless, pers'onallzed_ experience, we've r_)osmoned ourselves as the | E S ial cir Imoact Source: Raymond
i go-to firm for ultra-high net worth clients navigating wealth transition ; =

PROBLEM OVERVIEW SOLUTION OVERVIEW

Nordea faces intensifying competition in the Nordic UHNW wealth management
market, with global players entering the scene. To retain and attract Ultra-
High-Net-Worth clients, Nordea must evolve beyond traditional offerings and
address rising concerns around succession, intergenerational transparency, and
personalized client service.

The team introduces the PET strategy, lan, Elevate, Transform focusing on full-
service succession planning, heir leadership development, and a digital family
wealth platform. This solution ensures continuity across generations,
strengthens Nordead's client relationships, and positions it as the leading UHNW
partner in the Nordics

/_____________\
e 4
- T T T TTTTN
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Severai risks arise with the implementation of Berlingske PULSE however can be
effectively mitigated

Berlingske &

Engagement risk Invest hyper-realistic
Al personalisation may not and tried-and-true
have relatability tools

Impact

Leverage and add
premium to existing
enterprise contracts

Monetisation risk
Limited willingness to pay
and refusal of partnerships

Likelihood

Data & privacy risk
Some customers may dislike or
distrust algorithms

Opt-in, opt-out
functionality

Technical Risk
Inaccurate production of Al-
Generated information causing
mistrust

Utilisation of
Retrieval Augmented
Generation coded
with limits

1

CLR
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No of Slides | |
I DELIVERABLES SUMMARY I PROBLEM STATEMENT
20 | : : : |
| ¢ Audience Insight Mapping | @
I e Personal Journalist Feature Design I
| e Revenue Forecasting to 2027 I
I . . . . |
. seCtor, . | e Implementation Timeline & Risk | SOLUTION DECK
Media & Publishing { Mitigation } 5
N 4 U
Pulse beyond will effectively attract and retain U30 subscribers Ber] lingske @
Executive Summary Berlingske @
Tactic 1: Tactic 2:
Increase awareness of Pulse using Weekly Wraps Streamline new subscribers via partnerships 75% 35% Trailblazer

WATCH | READ | SHARE

1

engagement and grow user base by
affiliation

Outcome:

High conviction partner: Vesterbronx Gym A
Share and compare on social ) .
media who has read the most ‘ 73% of Young Danes are physically active -
news » 4 new avenue to gain traction
Bl ‘
by S 74
~ A @ Many gym-goers consume media while
there - organic marketing Strategy
Articles
.‘J .} G 6 Only 40-60DKK (c. AUD4) additional per
« b l‘ week
tn October
’ 2 Distribute via university societies Impact
Sharable news feed summary, to build

Update existing university enterprise packages to include

Considerations

Combine with subscription-
based gym franchises

v
GYM

Berlinske is at the forefront of digital
innovation within modern media

Of Young Danes get their daily
news through social media

Of Danes U30 are willing to pay
for online news content

How can Berlingske evolve its digital offering to better engage and retain users aged 18-30, thereby

reaching an additional 5 million Kroner in revenue within this segment by 20277

Berlingske PULSE

PULSEin 5 PULSE Points PULSE Beyond

Partnerships and shareable weekly
wraps to attract & retain subscribers

Personal Journalist provides Bite-Sized  Integration of Personal Journalist providing

5-Minute daily news briefing instantaneous audio-visual insights

$5.79M DKK

Additional revenue generated by 2027

2,100

New subscribers per month (under 30)

9,058

Average User visits (daily)

premium for Berlingske PULSE

PROBLEM OVERVIEW

Berlingske aims to grow revenue by 5 million DKK by 2027 by improving digital
engagement and retention of the 18 to 30 age group. This segment primarily
consumes news through social media and prefers content that is personalized,
quick to consume, and visually engaging. Berlingske must evolve its digital
offering to stay relevant and competitive in a rapidly changing media
landscape.

T T S S [ S i e

e —————

SOLUTION OVERVIEW

The team proposes Berlingske PULSE, a hyper-personalized in-app feature built
around a “Personal Journalist”. It delivers bite-sized daily news briefings and
interactive article summaries, powered by Al to match the pace and
preferences of young users. Complemented by strategic partnerships and
social sharing features, it drives digital subscriptions and deepens engagement.
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Financial Services

Krungsri Al can now assess a company’s sustainability efforts in real-time by tracking ESG score

3/10 Laggard

Relative to peers in

Client Transition Readil S
ient Transition Readiness Score G iy

rernance and Strategy
taken cnission reduction actions?

Relevance to MTBP

... Sustainable Growth
( ! Expand leadership in banking
=" through sustainability & innovation

Krungsri. here ar:
topics for Company ABC to discuss to support its transition journey?

+ Has Company ABC considered setting near- or long-term
‘emission reduction targets? We can work with you to define
these and offer financing options that reward progress

~—., Productivity & Efficiency
( ‘ " N i
\/ Streamline operations by leveraging
~ technology

., Corporate transformation
V Embrace digital transformation and
" aim for carbon neutrality by 2030

KRIS

T T S S [ S i e

PROBLEM OVERVIEW

T T T T T T T T T T T T T T T T \

I I

I DELIVERABLES SUMMARY I PROBLEM STATEMENT

I e Client segmentation with Al I @
I e ESG capability-based loan design I

| e Employee training for ESG client |

| engagement | SOLUTION DECK

{ e Scope 3 emission roadmap } al
Ne—— 7/ U

Krungsri needs to significantly reduce Scope 3 emissions in order to solidify its position as a

sustainability leader in ASEAN

Urgent triggers on a macroeconomic level:

Scope 3 emissions in banking:

Thailand’s commitments to Task Force
Regulatory on Climate-Related Financial Disclosures
pushes (TCFD) and support initiatives such as

Thailand’s Carbon Neutrality 2050

Krungsri has committed to be carbon neutral in its
financial services by 2050, but current emits:

Total Scope 3 GHG emissions

Scope 3 GHG emissions/100THB

Market 83% of consumers believe companies ()
pressures should actively shape ESG best practices
@ @ Inu%\gg
1.01 0.33 0.21
Stakeholder Companies with higher ESG scores Scope 3 GHG emissions/100THB
expectations experience lower capital costs, with 50.1%
of investors affirming this link In order to be the leader in sustainability, Krungsri must
reduce its emissions strategically
KRI S Bloomberg, Kasikorn Bank Sustainability Report 2023, Bankgok Bank Sustainability Report 2023, SCB Climate Change Report 2021

Krungsri aims to position itself as a sustainability leader in ASEAN by
significantly reducing its Scope 3 emissions, driven by regulatory pressure,
investor expectations, and its commitment to carbon neutrality in financial
services by 2050. The bank must now translate its ambition into a scalable,
actionable roadmap that balances commercial growth with environmental

responsibility.

— S

Krungsri must upskill its Corporate Relationship Managers (RMs) to swiftly identify and leverage

&
McKinsey suggests that the top sectors for Thailand
for accelerating Thailand’s decarbonization are:

sustainable financing opportunities

Krungsri ESG Champions: Employee Training

Initial Training Curriculum Modules

With 34GW of renewable energy potential (solar
and hydro) and significant CO2 storage capacity,
transitioning this sector can reduce carbon
emissions substantially, helping Thailand develop
as a green industrial hub.

Module 1: How to Engage Clients
on Their Transition Plans

Thailand is one of the top 10 automotive
manufacturing hubs, and there are massive
opportunities in the electric vehicle (EV) value
chain due to $3 billion in subsidies.

Module 2: How to Identify

Sustainable Finance Opportunities Transport

Thailand is the second largest rice exporter and
thirteenth largest overall food exporter in the
world. Smart farming could enable savings and
decarbonization through reducing energy and
fertilizer consumption

Module 3: Developing Sector ESG Advisory

Expertise on Energy, Transport, and Agriculture Gl

KRIS Source: McKinsey (2023)

SOLUTION OVERVIEW

The team proposes a holistic strategy including Al-powered ESG scoring,
corporate client segmentation, tailored green finance products, and employee

transport, energy, and agriculture, supporting Krungsri’'s leadership in

sustainable finance.

7
|
I
|
|
|
I
|
I upskilling. These solutions aim to accelerate decarbonization across sectors like
I
|
|
|
|
\
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

UNDERGRADUATE COMPETITIONS

Competition Name

Inno-Venture Irveen Sabharwal Komal Somani Raj Agarwal Vanya Aggarwal

CCE - Case 180 Akshat Tickoo Kaveri Nehra Mitali Sharma Nancy Gupta
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

B-SCHOOL COMPETITIONS

Competition Name

lIMersion Palash Lulla Prateek Shrivastava Sharvesh Baskaran

IB Takeover Case Ainesh Gupta Medansh Thusoo Varnit Pandey
StrategiX Ayush Gupta Harsh Bajpai Panwi Kumar
Advectius Ishaan Kesarwani Nehmat Preet Kaur

B2C Marketing Case

Competition Aditi Mahajan Arushi Goel Mahi Gupta

*Click on the hames of these winners to check out their LinkedIn
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

B-SCHOOL COMPETITIONS

Competition Name

Mantravat Aman Sanju Ananya Sharma Harish Kumar Punya Kapur
Xcelerate Kshitij Nagtode Saikrish Shrivastava Varshitha Matta
Prodylitics Akshat Mittal Moulik Mishra
Optima Strategy Sutram Geetika Issrani Harsh Sonawane Surkhab Bindra
Ecomove Arvind Maurya Garv Nagpal Siddharth Sachdeva

*Click on the hames of these winners to check out their LinkedIn
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https://www.linkedin.com/in/harish-kumar-srdc/?originalSubdomain=in
https://www.linkedin.com/in/punya-kapur-4b4b33289/
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

B-SCHOOL COMPETITIONS

Competition Name

Consulting Consortium Dishita Saraogi Heli Acharya Mayur Sonawane
Arthat 4.0 Cherian Mathew Shreyashi Shome
ISB Case Competition Riddhi Chhabra Samrath Beri Siddhi Chhabra
Fin-O-Crisis Krish Gupta Vidit Garg
Greengram: Green Quest Kunal Aggarwal

*Click on the hames of these winners to check out their LinkedIn
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https://www.linkedin.com/in/kunal1aggarwal/
https://www.linkedin.com/in/heli-acharya/
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https://www.linkedin.com/in/samrath-beri-b6b840392/
https://www.linkedin.com/in/krish-gupta-sscbs/
https://www.linkedin.com/in/mayursonawane1010/
https://www.linkedin.com/in/siddhi-chhabra-a61106298/
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

B-SCHOOL COMPETITIONS

Competition Name

Through the Policy Prism Harshit Singh Jayveersinh Dodiya Moulik Mishra

Decode to Conquer 5.0 Aryan Gupta Tamanna Gupta Vidhi Aggarwal

*Click on the hames of these winners to check out their LinkedIn
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https://www.linkedin.com/in/vidhi-aggarwal-3311b4286/
https://www.linkedin.com/in/harshit-singh-387962288/
https://www.linkedin.com/in/jayveersinh-dodiya-663611212/
https://www.linkedin.com/in/moulik-mishra-722120274?miniProfileUrn=urn%3Ali%3Afsd_profile%3AACoAAELv8goBA4dlsYLlqyK_Cjhd2NTRUCzFumQ
https://www.linkedin.com/in/tamanna-garg-gupta-83649b28a/
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

CORPORATE COMPETITIONS

Competition Name

BrAINWARS 2024 Bharat Kukreja Jatin Singh Kanishk Chhatwal Pratiksha Satapathy
EY CAFTA 2025 Moksh Gauri
PWC Campus Contender '24 Hemant Fuleriya Samarth Lakra Srishti Yadav Sujal Kumar
Deloitte GSM S8 Dedipya Mukherjee Raghav Singhal Shray Gupta Tanmay Sood
CaseQuest 2025 Parth Gupta Saransh Singh Umesh Manchandani

*Click on the hames of these winners to check out their LinkedIn
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https://www.linkedin.com/in/moksh-gauri/
https://www.linkedin.com/in/rsinghal2806/
https://www.linkedin.com/in/hemantfuleriya/
https://www.linkedin.com/in/samarthlakra/
https://www.linkedin.com/in/dedipya-mukherjee/
https://www.linkedin.com/in/shray-gupta-681027289/
https://www.linkedin.com/in/parth-gupta-2a031624a/
https://www.linkedin.com/in/saransh-singh-06669625b/
https://www.linkedin.com/in/umesh-manchandani-/
https://www.linkedin.com/in/tanmay-sood-93a851212/
https://www.linkedin.com/in/bharat-kukreja-910492254/
https://www.linkedin.com/in/jatin-singh-139706254
https://www.linkedin.com/in/kanishk-chhatwal-b35699212/
https://www.linkedin.com/in/pratiksha-satapathy-709121257/
https://www.linkedin.com/in/yadavsrishti/
https://www.linkedin.com/in/sujal-kumar-singh-welcomes-you/
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

CORPORATE COMPETITIONS

Competition Name

Accenture Strategy Connect S3 Anika Meharia Dikshit Arora Meet Mandhan Pranshi Garg

NwN NationBuilding Case Aishwary Kumar Prateek Singh

L'Oréal Sustainability

Asish Ansuman Bonthu Ojaswini Kavya Reddy
Challenge
CampACE CASEino Ayush Singh Kashish Bhatia Nupur Jain Pranjal Chauhan
IL Igniting Minds Alok Kumar Harsh Sonawane Pranav Yadav

*Click on the nhames of these winners to check out their LinkedIn
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https://www.linkedin.com/in/prateek-singh0708/
https://www.linkedin.com/in/bonthu-ojaswini/
https://www.linkedin.com/in/aishwarysinghnitrr/
https://www.linkedin.com/in/asish-ansuman-377a0a210/
https://www.linkedin.com/in/kavya-reddy-50a4a41aa/
https://www.linkedin.com/in/harsh-sonawane-a85609251/
https://www.linkedin.com/in/alok-kumar-783b39224/
https://www.linkedin.com/in/pranav-yadav-771979290/
https://www.linkedin.com/in/ayush-singh-7412a51a3/
https://www.linkedin.com/in/kashish-b-92348a147/
https://www.linkedin.com/in/nupur-jain-627943260/
https://www.linkedin.com/in/pranjal-chauhan-a3b948201/
https://www.linkedin.com/in/anika-meharia-502a5a289/
https://www.linkedin.com/in/dikshit-arora-40533b1ba/
https://www.linkedin.com/in/meet-mandhan-299903211/
https://www.linkedin.com/in/pranshi-garg-67385726a/
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We would like to express our sincere gratitude to the following individuals who contributed their time, expertise, and winning
case competition submissions to make this guide possible:

INTERNATIONAL COMPETITIONS

Thammasat Undergraduate
Business Challenge 2024

http://marshallinternationalcasecomp.com/past-competitions

Global Case Competition at https://www.thecasecompetition.org/past-editions
Harvard 2024

Copenhagen Business School

Invitational 2025 https://www.casecompetition.com/library/

Copenhagen Business School https://www.casecompetition.com/libra
Global 2025 a a .
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PROFITABILITY CASES m%

In this type of case, you have to analyze the sources of revenue and costs for a company and identify ways to improve its profitability.

IDENTIFY THE CASE PRELIMINARY QUESTIONS TYPES OF PROFITABILITY CASES

Since when is the client facing this
PROFIT PROBLEM

The gquesticn asks to find ways to increase profitability or profitability
growth. This is the most straightferward and easy-te- identify profitability case
question

Company X is facing
declining/ stagnant profits.
Identify the issue and suggest
ways fo rectify.

issue and what is the magnitude?

Where is the client operating? |

Is the overall market demand

Is this industry- wide? Are all
stores/ products facing this issue?

“—+ Example: Nike is facing declining profits. Analyze and suggest ways to rectify.

ks has been experiencing
declining profitability over the
past three years in India.
Analyze  this  decline in prices down7 Has there been o
profitability and suggest ways sudden hike in costs?

to reverse it. — ‘— Example: Airtel has been facing losses for 2 years. Analyze the issues it
Is the morket declining? |
may be facing.

LOSS PROBLEM
The question wants you to identify the reasons why your client is losing money
due to losses in their business and fix the issue by giving recommendations.

Are the competitors driving

FRAMEWORKS TO SOLVE PROFITABILITY CASES

MARGIN PROBLEM
The question wants you to identify the reasons why your client company is seeing
tightening margins and wants you fo address the issue.

(

— Example: Amul is facing tigh marging aff their profitability. Analyze.
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= NOTE OF THANKS n

180Degrees

To all the ambitious learners who made it through our Case Competition Guide - Congratulations!
We want to extend our sincere gratitude for dedicating your valuable time to this comprehensive resource. Your commitment is truly
commendable, and we are confident that the skills and insights you've gained will serve you well in case competitions and your

professional career. This is just the beginning of your journey, and we are excited to see all that you will achieve.

To help us continuously refine and enhance the quality of our content, we would be incredibly grateful if you could take a few
moments to fill out a brief feedback form.

Please click here to access the feedback form.

Your honest opinions and suggestions are invaluable to us. We are committed to providing the best possible learning experience for
aspiring learners like you.

Thank you once again for your engagement and support. We wish you every success in your consulting journey!
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TEAM CREDITS

TEAM 2024-25

DIRECTORS

KHUSHAL MADAN

HARISH KUMAR DAKSH KALRA

SHARANYA TULSYAN SHEREEN BINDROO JAHNVI BANSAL

JUNIOR CONSULTANTS

AARUSHI JAIN ANGEL GUPTA AKUL MANCHANDA

ARSHIA GUPTA ASHISH KOHLI ATHARVA AGARWAL

DAKSH KALRA DIVLEEN KAUR IRAM ZAHEER

DIVYANSHU JHA ESHANI CHAUDHARY KANAK AGGARWAL

JAHNVI BANSAL PESHL KUMAR MANAYV BHAYANI

PRIYANSHU KUMAR JHA RIDDHI BANSAL RASHI DHOOT

SHREYA KEJRIWAL SRIKRITI KEDIA RUSHIEL AHUJA

STUTI ALMAL SATYAJIT DEY

© 180 Degrees Consulting - Shri Ram College of Commerce

TEAM 2025-26

DIRECTORS

DIVYANSHU JHA

PESHL KUMAR

JUNIOR CONSULTANTS

ANGAD SINGH

BHAVYA KHANCHANDANI
K VITHURNA GAYATHRI

M SHAWN MURPHY
PAAVNI GUPTA
RIDHIMAA MANGAAL
SAMANYU NAIK

YUG WADHWANI

81



