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T

he year of the pandemic has been

to equip only the customer facing parts of the

the turning point in the attitude

organisation with digital capabilities. They have

towards digital technologies and

realised that even those at the lowest rung need

skills. With rising apprehension

digital devices, infrastructure, and application

about catching and spreading Covid infection,

support if a large part of the organisation needs

CEOs realised quite early during the lockdowns

to work remotely. The onus of digitalising all

that selective digitalisation is self-defeating.

employees—from top to the bottom—is on the

They took cognizance of the fact that digital

CEO and not the IT department.

inclusion, within the organisation and in the
larger business ecosystem, is fundamental to

to the organisation per se, but also has to

their own future.

include the supply chain. Often, the difficulty

In fact, one of the key digital inclusion

with digitalisation is that it delivers value only

challenges is right at the top of the

when every node of the business is digital.

organisations. Most CEOs have traditionally

Thus, even after having digital processes and

relied on the IT department to choose and use

skills within the organisation, if one has to deal

digital devices, infrastructure, and applications.

with analogue suppliers and logistics, digital

During lockdowns, they found themselves

investment becomes less effective. Therefore,

largely on their own and had to pay attention

CEOs need to extend technology to everyone

to at least the essentials of how

A digital divide in
the population limits
the growth potential
of a business, as it
constrains the access
not only to a larger
number of customers,
and a bigger talent
pool.
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Digital inclusion does not remain limited
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digital technologies work. With

doing business with the organisation.
However, the biggest challenge for

technology driving business

digital inclusion is the population at large, a

competence and competitiveness

constituency that is critical for digital success

and digitisation becoming an even

but which cannot be coerced by the CEOs.

more integral part of business,

A digital divide in the population limits the

leaders have come to realise that

growth potential of a business, as it constrains

choices cannot be solely left to the

the access not only to a larger number of

IT department.

customers, and a bigger talent pool.

CEOs have also learned during
the past year that it is not enough
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Those with adequate devices and bandwidth
have made a smooth transition to digital life

Companies, having
tasted dramatic cost
savings and increase
in productivity because
of remote work, are
unlikely to throw
away those gains. It is
reasonable to expect
that companies would
favour employees
with digital skills and
orientation, as they
would be more efficient,
versatile, and adaptable.

and livelihood during the past

skills and orientation, as they would be more

year, but the majority have

efficient, versatile, and adaptable. It is likely

been disconnected from work,

that those coming from backgrounds without

education, healthcare, etc.

any digital knowledge will be consigned to the

in a connectivity-dependent

lowest-paid jobs, or even be rendered jobless.

period. The digital divide was

Remote work is here to stay and companies

most pronounced in work and

are looking beyond their neighbourhood for

education. A large number of

talent. They have learned that distributed

people lost jobs because they

organisations can work better and location need

could not undertake remote work,

not determine the employability of a worker.

and millions of children were shut

However, as they look around for cheaper

out of online schooling because

talent elsewhere, they may risk the wrath of the

their families could not afford

local community and politicians. They need to

digital devices or due to lack of

improve the employability of the local workforce

high-speed internet connection.

to build their corporate brand and continue

To improve upon this, Indian

enjoying local support for their business

companies need to focus on digital inclusion
as a key area of corporate philanthropy. They
can support availability of devices, high-speed

activities.
Digital inclusion is the new economic and
social dharma.

connectivity, and digital skills for learning and
doing business.
The availability of vaccine against Covid is
good news and everyone is looking forward to
a return to the good old physical-first world.
However, companies, having tasted dramatic
cost savings and increase in productivity
because of remote work, are unlikely to throw
away those gains. It is reasonable to expect that
companies would favour employees with digital

The opinion expressed is personal.
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Dear Readers,

T

hat the future will be ‘digital’ was postulated decades
ago—the foundations of digital technology being laid in
the late 1940s. So, technically, today we are living in ‘the
digital future’ that has been the culmination of many a
scientific invention and advancement over the years. However, as is
quite apparent, not everyone is equitably a part of this digital future;
there seems to be a huge divide between a section of society that has
access to digital technologies and that which does not. Even the extent
of this access differs for people based on their social status, gender,
geographic location, age, and other such factors.
Digital inclusion goes much beyond just fancy multimedia devices
and internet connectivity. As digital gets embedded in more and more
aspects of life—education, healthcare, finance, government services,
and other critical and recreational services—leaders and policymakers
need to ensure that it reaches every nook and corner of the society and
not just a select few.
Covid-19 has accelerated the pace at which governments, private
organisations, and individuals are adopting [and adapting to] digital
systems. However, are we doing enough and are we heading in the
right direction in creating a digital future for all?
With the launch of Digital India back in July 2015, India took
the first step towards rapid, country-wide digitalisation—many
government schemes and policies were initiated as part of this
programme. But bringing a vast and wide-spread population such as
ours under the ambit of digital is a daunting task and the onus lies
on our leadership—political as well as industrial—to ensure that we
create a truly inclusive digital future.
Do write in with your views to imeditorial@spentamultimedia.com

Maneck Davar
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The way forward
Digitalisation, to be adopted by all, must be first made user-friendly.
RAJEEV SHROFF, CUPELA CONSULTANCY
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this wave an all-encompassing one?’ or ‘Is it for
a selected few?’ And if this wave is not inclusive
enough to uplift everyone, then how are we going
to sustain the pace of the evolving technology?
During the pandemic, professionals across
industries, geographies, genders, as well as age
groups got drawn into the ‘tech-wave’. From
banking and payments to consumption of video
content across OTT platforms, to consistently
engaging over social media portals, digital inclusion
became essential. To put it simply, this wave of
digital solutions became a self-sustaining medium
of user-generated content. It comprised availability,
accessibility, operational feasibility, and most
importantly, a spectrum of diverse users.

A

ccording to the ICUBETM
report by Kantar, December
2020 ended with an active
internet user base of 639
million. Classrooms went
online and e-learning
emerged as the new trend.
Workforces settled into a ‘work from home’
module and the ‘Vocal for Local’ businesses
gained rapid recognition. The world witnessed
a massive wave of digitalisation, as 2020 proved
that remote working is here to stay. It also
established the fact that every individual as well
as business, needs a contingency plan.
But questions kept surfacing constantly: ‘Is

But, have organisations been successful in
securing a digitally inclusive future for their
users?
Most of these digital solutions have not been
designed for mass use. Instead, they are marketed
with targeted USP and predominantly attract the
corporate and MNC crowds. In today’s lingo, the
urban millennials. These solutions are constantly
evolving and integrating new competitive features.
But they seem to hardly ever consider the aspect
of being user-friendly or even user-centric in
design. In user interface, less is more and very
few applications have been designed to provide a
natural user experience. Therefore, the more we
replicate common, humanised behaviour in digital
interactions, the more the adoption will increase.
Rising beyond the barriers
How would your users know the benefits of going
digital if it has not been communicated in the right
manner? Will they be able to adapt if they have not
received any form of training or mentoring?
Misinformation in the press is becoming an
alarming issue as bombardment of communications
can be detrimental. Take the example of everyday
television advertisements by banks, issuing
warnings about not sharing personal data or
OTPs—for every person that it manages to alert,
INDIAN MANAGEMENT
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Brands often
disregard the
demographics
and neglect the
existing intergenerational gaps
amidst the users.
Simplification
of technologies
is therefore the
key to driving an
impactful digital
transformation.

there are some that may take a complete
aversion to the very existence of digital
banking. Besides, exaggerated stories
doing rounds on WhatsApp, further
add to the fear of the unknown for
embracing digital.
Therefore, just as people are taught
how to drive carefully instead of being
scared into not driving at all, a better
way would be to teach safe and beneficial
use of digital before thrusting it upon
them. Changing the human mindset is a
continuous and everyday process. Using
informative campaigns and creating
an interactive omni-channel presence
to address queries will help people
transition better into the digital world.

Flexibility is essential
Human interactions are based on experiences.
It forms the basis of our ability to absorb and
analyse the information, before we make any
decision. Whereas, AI and ML tools use preprogrammed mechanisms that come across as
impersonal. It is either a 'Yes, I can help you with
your concern” or “No, I am unable to process
your inputs.”
14

INDIAN MANAGEMENT

MARCH 2021

For example, you log onto a portal that allows
you to order a newspaper online. It gives you
a drop-down list of newspapers. But if you
are looking for a particular newspaper, say for
example The Hindu, and the chatbot does not
have the specified name in its list, it may not be
able to recommend an alternative, unless, it has
been designed or trained to do so. Whereas, if
it were to be a human interaction, the solution
could be, “Hey, the Indian Express is very similar to
The Hindu. Why not try that instead?”
E-commerce giants like Amazon are
beginning to get a hang of it but are still in a
nascent stage. There are alternative suggestions
based on past purchase history of the consumer.
But trusting a new brand takes time and there
is no way to compare the quality, unless you
experience it yourself.
Demystifying the complexities
According to Capgemini’s report on ‘The Great
Digital Divide’, 36 per cent people claim that
complexity of using the internet restrains them
from making the most of the available technology.
While some find it hard to upgrade and keep up,
some struggle with the mere technicalities.
To ease the process of purchase for consumers,

For decades,
digital growth
has been driven
by private
enterprises. But
today, when its
penetration has
expanded across
different markets,
an intervention is
critical.

a lot of digital first brands have integrated
an OTP verification system into their
payment gateway. But expecting the
generation currently in their fifties and
sixties to adopt as easily, is unfortunately
a misjudged assumption. Instead, can
there be a better solution developed?
A voice recognition mechanism or
even facial recognition, perhaps? Could
symbols or voice control be used with
customisable access to reduce the
dependency on typing?
Digital literacy that empowers the
digitally excluded to access more online
opportunities has to be implemented
across sectors. Brands often disregard the
demographics and neglect the existing intergenerational gaps amidst the users. Simplification
of technologies is therefore the key to driving an
impactful digital transformation.

Digital era is largely driven by data
The internet age has created a digital divide
in our existing society—one spectrum being
called the ‘digital natives’ and the others
labelled as ‘digital immigrants’. For decades,
digital growth has been driven by private
enterprises. But today, when its penetration
has expanded across different markets, an
intervention is critical. There is a rising demand
for a people-centric public policies that protect
the privacy of its users.
The future is definitely driven by digital and
digital inclusion will be incomplete if it does
not cater to a diverse plethora of user base.
Investing in tech without mapping out sustained
improvement or relevant communications, is like
shooting an arrow in the dark. Therefore, while
maximising the use of digital, one also needs to
consider how the tech-first digital initiatives can
truly be inclusive.

© Shutterstock.com
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Boon or bane?
Team building is difficult when working remotely; but managers can take certain
steps to ensure that new hires feel like they are a part of the team.
WAYNE TURMEL, AUTHOR, THE LONG-DISTANCE TEAMMATE
16
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W

hen Inderjeet
joined her new
organisation
as a virtual
employee on a
project team,
she assumed it
would be similar to jobs she had worked on. It
surprised her how long it took to get to know
her teammates and how long it took to feel like
she was truly part of the team’s processes. A
young woman, she was unique in her employer’s
primarily male, more experienced culture, and
this seemed to complicate how the existing team
members worked with her.

She is not alone. Onboarding new employees in
a virtual workplace can take longer and be more
complex than getting up to speed in a traditional
workplace.
Before the COVID-19 pandemic, many
organisations were focused on creating inclusive
workplaces. Enhancing the geographic, gender,
ability and other forms of diversity was an
important but (for many) not necessarily urgent,
goal. Many of these efforts stalled in the early days
of working from home. Now, as they continue
running business in new ways and planning for the
future, there are unprecedented opportunities to
create a more inclusive, welcoming workplace if
organisations choose to do so.
The business, social, and political cases for
widening their hiring practices are familiar to
most readers. Some of the reasons are obvious:
being able to recruit from a wider pool of
employees, achieving internal goals for diversity,
and becoming an employer of choice top the
list, along with meeting legal requirements from
various jurisdictions.
Many companies put efforts into recruiting and
hiring from a larger pool of candidates. As great
as it sounds, bringing people onboard is not the
same as creating a high-functioning, productive
work team, and certainly not the same as making
it inclusive.
In fact, hiring is just the first step. The real work
of creating an inclusive team only begins with
having the right people in place. Real team building
is an ongoing process that is often complicated
when people are not in the same physical location.
Most managers are familiar with the concepts of
‘forming, storming, and norming’, that apply to
creating a productive, highly functional team. But
those concepts assume that people work together
day in and day out. Frequent exposure to the work
styles and behaviour of peers, along with constant
interaction, both in work situations and socially at
tea-breaks and after hours, help form relationships
that speed the process.
For Inderjeet and countless others, the virtual
INDIAN MANAGEMENT

MARCH 2021

17

When people
share a
workspace, it
does not take
long to observe
the way the team
interacts and
adjusts to the
culture. Much of
that observation,
though, takes
place organically.

workplace is both a boon to being hired,
and a barrier to being incorporated into the
work of the team.There are some very good
reasons for this, which can be addressed
with some thought and planning.
The team already exists and has an
existing culture
Anyone joining an existing project team
struggles to catch up. The team members
know each other—their strengths and
weaknesses. They know who is serious
and who enjoys a good joke. When people
share a workspace, it does not take long
to observe the way the team interacts
and adjusts to the culture. Much of that
observation, though, takes place organically.
People see how others work, whether they want
to or not, and non-verbal cues are as important
as the words they use.
When working remotely, it is critical that
Inderjeet, and other new hires, get as much
exposure to the team as possible. This might
mean inviting her to meetings she might not
otherwise be brought into, or pairing her with
different teammates to speed up the relationshipbuilding that is so critical to teams.

© Shutterstock.com

The differences between team members seem

more daunting than they are
As a young woman, living in a different city, it
might seem that Inderjeet does not have much in
common with her new teammates. When people
do not interact often, or do so only on the most
transactional level, it can be difficult to get to
know each other. The work itself, though, can
help people focus on commonalities, rather than
dwell on how different they can be. To create an
environment when people are truly included
in the work, the sooner they get a chance to
do meaningful work and contribute to the
discussion, the better.
One small insurance company in Mumbai
was able to speed up integrating people from
different locations into a team by creating more
opportunities to interact, sooner than the work
would normally permit.
When someone joins the team, they have a
specific task in the first week of employment:
the new hire must reach out to every member
of the team and schedule a half an hour
webcam conversation with those people.These
conversations allow people to talk shop—what
their roles are, what they think the new hire should
know, and how they can be of help to her—but
they also get to see each other face-to-face (at least
virtually).They talk about school, their families,
and what they might have in common.

18
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All of these are important to fast-track the
team building process, and often do not happen
when the only interaction takes place on team
meetings or when there is a specific need to
interact with each other.
ABOUT THE AUTHOR

Wayne Turmel is
an author, speaker
and co-founder
of the Remote
Leadership Institute.
He is the co-author,
The Long-Distance
Teammate: Stay
Engaged and
Connected Working
Anywhere and The
Long-Distance
Leader- Rules
for Remarkable
Remote Leadership.

Trust is built by three components that are
complicated when teammates work apart
from each other
As we write in The Long-Distance Leader: Rules
for Remarkable Remote Leadership, there are three
components to building trust. We need proof that
we share a common purpose, proof that the other
person is competent, and proof that they are
motivated to support the team and each other.
When we work apart from each other and
do not get the constant exposure to our fellow
workers, it can be hard to get the evidence we

need to quickly build and maintain trust. That
is a core component to ensuring people are
included and brought into the team culture as
soon as possible.
Among the ways leaders can do this is pairing
the new hire with multiple team members,
rather than assigning a single mentor. They can
also highlight where Inderjeet has experience that
the other team member might not have. Help her
teammates accept her as one of their own sooner
rather than later.
For Inderjeet, the sooner the better. For
employers, helping people who have been
previously excluded prove their value to their
teammates, make them more productive
and profitable, and be seen as a place good
people—no matter who or where they are—
want to work.
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Priming your workplace for the ‘Feeling Economy’.
ROLAND T RUST AND MING-HUI HUANG, AUTHORS,
THE FEELING ECONOMY

TECHNOLOGY

The people person

F

or companies and their
employees, the tide has turned.
Proficiency in solving problems
and analysing data are no
longer the keys to success.
Why? Artificial intelligence
(AI) technologies are moving
tasks that involve analysing data and making
calculations from humans to machines. Think
of this as an evolution from a ‘Thinking
Economy’ to a ‘Feeling Economy’. And,
management will have to change.
This means you—managers and
employees—had better get in touch
with your emotions. The ability to listen,
communicate, and empathise is increasingly
valuable in the workplace.
The Global Business Policy Council recently
stated, “[E]xecutives are putting renewed
emphasis on the [human] dimension of their
operations. In addition to preferring face-toface interactions for recruitment and training,
executives tell us they need a workforce skilled
in management, innovation and creativity—
skills that no robot can (yet) provide.”

Consider how this trend is affecting the
financial industry. Take the job of a financial
analyst, for example. This role seems pretty
quantitative and thinking-oriented. But our
research reveals it has become much more
feeling-oriented in the last 10 years. People
are using more AI-powered tools that can do
a lot more of their analytical work for them,
and what is left in their job is to hold people’s
hands and reassure them about things like
stock market dips.
How have we arrived at this point? The
first wave of AI has already replaced humans
for physical, repetitive tasks like inspecting
equipment, manufacturing goods, repairing
things, and crunching numbers. That shift
originated with the Industrial Revolution and
gave rise to the current Thinking Economy.
In this phase, employment and wages are
more tied to workers’ abilities to process,
analyse, and interpret information to make
decisions and solve problems. And, just as the
industrial revolution automated physical tasks
by decreasing the value of human strength and
increasing the value of human cognition, AI is
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now reshaping the landscape and ushering in
this Feeling Economy.
There is another significant implication
playing out. The Feeling Economy plays
right into women’s strengths. Their ability
to nourish people emotionally is somewhat
greater relative to men. And recent studies
from Cambridge University1 and the
University of Pennsylvania2 affirmed gender
differences in brain physiology that
reinforce our assertion.
Given AI can do
Women are poised to naturally
more of the thinking
rise in influence and authority in this
tasks, firms should
Feeling Economy. But men can tap
into this ‘female advantage’ with the
seek new hires who
right mindset to also excel in the
can perform well in
Feeling Economy. It starts with not
feeling tasks and
associating people-oriented strengths,
jobs.
such as empathy and emotional
intelligence, with femininity. Men
have stifled themselves in this regard in the
Thinking Economy, with the rationale that it is
a sign of weakness. In the Feeling Economy, it
is a strength.
Such behaviour-shifting contributes to
fertile new ground for companies to capitalise
on. First, consider recruiting. Given AI can

do more of the thinking tasks, firms should
seek new hires who can perform well in
feeling tasks and jobs. Skills such as people
management, working with others, emotional
intelligence, and negotiation are already in
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strong demand and will be even
more important going forward.
Second, consider updating existing
job functions. Collaborating with
thinking AI inevitably changes the
nature of human jobs. Keeping pace
can start with upgrading existing
jobs to emphasise people skills.
This means placing increasing
emphasis on feeling, empathy, and
emotional intelligence in positions
such as immigration officer, bank
teller, physician, and even the aforementioned
financial analyst.
Regarding job design, do not lose sight of
AI and human intelligence as complementary.
Managers: avoid thinking of AI in terms
of replacing or augmenting human
workers. Think of the dynamic instead as
a collaboration—that humans and AI are
teammates who can collaborate to get work
done. A good example is a customer service
agent. AI, typically, will assume an increasing
number of the thinking tasks for this role,
allowing for more time for the employee to
focus on feeling tasks and interactions with
customers. Consumers, especially young
ones, are already accustomed to ‘anywhere anytime’ interaction through computers and
smartphones on social media.
Likewise, as AI assumes more thinking tasks,
managers will have more opportunity to focus
on the emotional needs of employees.
Our research, The Feeling Economy:
Managing in the Next Generation of AI3, in
California Management Review with co-author
Vojislav Maksimovic, shows that the Feeling
Economy is already making an impact. There
is greater compensation growth in feeling than
there is in thinking. This is really across the
board—you name a job and we can show a
shift from thinking to feeling.
But conditioning companies and their
employees to fully capitalise inevitably
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Education must
place an increased
emphasis on feeling
and interpersonal
skills. Subsequently,
when AI begins
reaching its full
potential, humans
will be ready.

necessitates changes to the current educational
system. Universities have a responsibility
to lead these efforts and implement the
development of soft skills or people skills
within a curriculum. STEM will not go away,
but it will be increasingly performed by AI.
Humans will focus on the human intelligence
part of this equation. So, education must
place an increased emphasis on feeling and
interpersonal skills. Subsequently, when AI
begins reaching its full potential, humans will
be ready.
And this means the most successful workers,
from managers on down, will be those who
can manage relationships in an empathetic
and emotionally intelligent way. The ‘people’
person becomes much more valuable than the
anti-social tech geek.
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What does it mean to be present?...ask Michael Landers founder and
President, Culture Crossing, Inc. and Timothy Dukes, a veteran
psychotherapist and leadership advisor. They are also co-authors,
Present Company: Cultivating Cultures of High Performance in Teams and
Organizations.

MYTH
BUSTER

The state of
being ‘present’
MYTH 1: You must quiet your mind
It is quite the opposite. To open yourself up
to what the present moment can offer, you do
not need your mind to go silent.You need to
increase your awareness of your surroundings and
how you are experiencing them. Recognise the
signals—smell, sound, taste, sight, or feeling—
that your senses are sending to your brain. By
simply bringing those sensations into sharper
focus, a feeling of presence will start to emerge.
This is the key to developing the sensitivity and
the skill to stay present in every moment. As you
enter a state of presence, hidden sights, sounds,
and feelings begin to emerge. There may be new
revelations, or recognition of things that you had
forgotten.
MYTH 2: Being present means having a single
focus
Many of us think of presence as something we do
by ourselves, or just with one other person—an
activity that must have a single point of focus. But
it is possible to take in many focal points at once.

For example, you might be at the dinner table or
at a meeting, listening to someone talking about
their day. To be present, you would not only hear
and deeply comprehend the words someone is
saying, but also notice the sound of their voice,
the light in their eyes, the excited rhythm of their
breath. At the same time, you would be aware of
how you feel, the joy in your heart, as you notice
how the other people in the room resonate with
what the speaker is saying. Perhaps, you are all
laughing at something, you exchange smiles, you
feel connected to your family or team, and you
hold other demands for your attention at bay so
as not to dislocate yourself from this microcosm.
Presence is always the result of an exchange that
reveals our fundamental connectedness. It is the
capacity to embrace our internal, mental, and
emotional dynamics while keeping us connected
and related to the life surrounding us.
MYTH 3: We need to be doing it all time
Perhaps you have read this quote often attributed
to the ancient Chinese philosopher, Lao Tzu:
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“If you are depressed, you are living in the past.
If you are anxious, you are living in the future.
If you are at peace, you are living in the present.”
While there is some truth in this quote, the idea
that we should never think about the past or
the future is not just unrealistic; it is unhealthy.
Replaying the past over and over in your mind or
obsessing about future worries and concerns can
prove draining. However, recalling the past with
interest, curiosity, and joy or examining a future of
possibility and growth can prove helpful.We can
aim to be present and still engage in drawing on
our unique pasts and taking time to wonder about
our futures.
MYTH 4: The ability to be present
requires a lot of ‘brain training’
While activities like meditation can
help you access presence more easily,
it is not essential. What is essential
is that you take a moment to prepare
your mind each time you transition
from one activity or environment
to the next. Think for a moment
about all the transitions that mark
your days. These may include going
from your home to work, entering
a team meeting, taking a call with a
customer, eating lunch, and returning
home. All of these daily occurrences tend to
happen without us paying close attention to
the transitional moments because we are too
focused on what just happened or what will
happen next. Spending time and effort on the
transitional moments may not seem to be a good
investment of our energy, but in fact, simply by
tuning into these moments you may experience
major benefits. By taking a moment to shift
your awareness and take stock of each new
environment, you will increase your potential to
read the room and seize all kinds of opportunities
that you may have otherwise missed.

Spending time
and effort on the
transitional moments
may not seem to be
a good investment
of our energy, but in
fact, simply by tuning
into these moments
you may experience
major benefits.

MYTH 5: ‘Mindfulness’ and ‘presence’ are the
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same thing
Mindfulness allows for an exploration of what
we are perceiving in a given moment. For
example, sights, sounds, tastes, feelings, and
scents all have the potential to register fully in
our consciousness. We can become mindful of a
bird’s call or the wind passing through the leaves
of a tall tree. When being mindful, whatever you
are choosing to focus on falls into the shadows
of your experience of the thing. Presence, on
the other hand, is additive. We are present for
the sound of that bird’s call, and at once, on a
subtle level of consciousness, we register their
awareness of our hearing their call. We become
not only the observer but also the observed.
Whatever it is that we are ‘gifting’ our presence
to, can exist in our world at the same moment
that we have an existence in its world.
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A resonant leader is the best tool to make an organisation stronger and its
people well-equipped for the future.
LEADERSHIP

JEANNE PEREIRA, SBIL, KOLKATA

A driver of
innovation

A

meeting was called, and
the masked staff gathered
in the conference room.
As one helming the
organisation, she drove
home her message loud
and clear, and vociferated
her instructions in cold, clipped tones,
exhorting strict adherence and meticulous
compliance. The establishment had been
disoriented for a while, thanks to the pandemic
bombshell, and a general slacking up was
perceptible. Summons for the meeting had
yanked everyone out of their inertia.
And once the slumber was shaken off, they
were galvanised into action in double quick
time. The environment was surcharged with
positivity and abuzz with activity. There was
something unusual about her, quite often
verbalised as charisma, and an extraordinary
capability to create synergy. It looked as
though she was anointed by some superpower
and stamped with the power to command.
Like the Pied Piper of Hamlin, she led, and the
swarm followed. She called the tune, and they
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chorused in unison. She had indeed made her
foray into the scene with a bang.
Independence Day was round the corner.
Covid clouds were hovering, and celebrations
had to be low key, due to social distancing and
lockdowns, not to speak of restrictions and
taboos. She exhorted people to observe the
National Day in a befitting way and they did!
The show was on, with jubilation being far
from muted.
Annual Day came in tow, and again the Covid
shadow loomed. She said we must take such
exigencies in our stride. Nothing could deter
her. All preparations were afoot—sprucing up
of the premises, with a facelift to the gardens,
and the internal architecture. The staff rallied
behind her. She was able to garner the support
of one and all. As the Annual Day ticked in,
many activities were rolled out based on the
suggestions that had come from the team
itself, with each and every one of them being
inaugurated literally, though virtually, at the
hands of the higher authorities. Their exalted
presence, virtual as it was, enhanced the
profile of the event. Staff garnered accolades
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Resonant leaders
are known to make
sacrifices, and this is
the truth underlying
such leadership.

for the multiplicity of activities
flagged off. Praise and recognition
began coming in droves.
Every special day, every fiesta
sparked off celebratory mood
and, with a streak of surprise and
innovation, it was even more fun.
She would persuade the team to think creatively.
And lo and behold, a creative idea that would
enkindle in any mind, would find fruition in
a span of twenty-four hours. How could this
come about? Why did it happen at all?
It was her proven ability to act, to keep
going, in the teeth of circumstances beset
with uncertainties and imponderables in the
given times, that she could spur her team in a
powerful, passionate, and in a much targeted
way and inspire them to work in resonance
with her. What does this mean? Certainly,
it was one kind of a leadership, one that
resonated loud and clear. Yes, it was precisely
and resoundingly, resonant leadership!
Resonance literally means the reinforcement
or prolongation of sound by synchronous
vibration. Resonant leadership is an idea
coined by Daniel Goleman. Resonant leaders
work on emotional intelligence to direct
their feelings to help a group meet its goals.

Such leaders, when they are in harmony
with others, think, feel, and head towards
their goals in the same way along with
their team. They are emotionally in tune
with the people around them. They hone
themselves on attributes and skills such as
self-awareness (realising their own emotions,
knowing their strengths, and limitations),
self-management (being able to control
their emotions, flexibility, and adaptability),
social awareness (empathy, organisational
interest, and responsibility), and relationship
management. Such leaders are able to create
strong and powerful relationships with people,
resulting in a positive organisational climate.
By addressing the emotions of others, they
ignite hope and instil confidence in them,
besides empowering them to put their best
foot forward and synergise with the rest of
the team. They blend social, financial, and
intellectual capital in an effective way.
It is generally very difficult to build and
sustain resonant relationships in the present
demanding and stressful times. Resonant
leaders are known to make sacrifices, and this
is the truth underlying such leadership. It is
the leader’s ability to empathise with others
while simultaneously keeping a focus on
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mindfulness, hope and compassion.
Mindfulness is about developing a complete
and conscious awareness of oneself, others,
the environment, and work. It is clarity of
perception of oneself and of the world around.
It is about awakening yourself and being aware.
Hope enables employees to believe that
goals are achievable, and a leader can motivate
and inspire others to achieve these goals. He/
she gives hope to people for a better and
achievable future and develops the optimism in
the team.
Compassion is not only understanding the
emotions of others, but analysing, deciding,
and responding. A striking characteristic of the
resonant leaders is that they serve others who
face difficulties, with empathy and compassion
whenever they find opportunities. At the
individual level, compassion comprises a threepart process which includes noticing, feeling,
and responding. Compassion exists only if all
these three steps are in tandem.
When the leader is all three in one—
mindful, hopeful, and compassionate, he/she is
said to be resonant. A significance factor here is
the leader’s co-ordinated behaviour. This does
have a contagion effect. It enhances the quality
of relationships among the employees and
becomes widespread with its positive effects
trickling all over. The important criterion is
that it needs to be sustained with time.
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The hallmark of a resonant leader is
that he/she is a driver of innovation. And
innovation is the key to success. Without
creativity and innovation, an enterprise
cannot get too far. It can only stagnate
and ultimately go under. The mindfulness,
hope, and compassion personified in the
leader go a long way in boosting the morale
of the employees and bring about greater
cohesiveness amongst the team members.
A resonant leader negotiates the challenges
of constant change and leaves people feeling
uplifted even in difficult times. Vision and hope
are brought to the organisation as he provides
what is needed—structure, decisiveness,
clarity, encouragement, open dialogues, or
transparency. He/she uses positive emotions
to renew himself/herself and creates
positive relationships and a healthy vibrant
environment. Because he/she expects and gets
results, a resonant leader makes his/her people
and organisation stronger and better equipped
to face the future.
In the words of Annie McKee, “Becoming
a resonant leader is taking your desires from
awareness into action”. Can we as leaders
strive to get on to this journey?
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the organisational goals. The leader behaves
according to the information he/she gathers by
looking at issues from different perspectives.
By addressing the emotions of others, they
are encouraged to do their best
and co-operate with others,
When the leader is
and in the process win people’s
all three in one—
hearts and confidence, eventually
mindful, hopeful,
leading to building such powerful
relationships.
and compassionate,
Boyatzis and McKee share three
he/she is said to be
concepts that are needed to ensure
resonant.
and sustain resonance. They are
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Is lean the right fit for your business?
SEAN FIELDS AND MICHAEL SANDERS, CO-AUTHORS,
QUANTUM LEAN

STRATEGY

Stack the deck in
your favour
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any companies turn
to lean1 thinking
and practices in
hopes of achieving
breakthroughs
in efficiency,
profitability, and
customer satisfaction. Too many, however, fail
in their attempts. What began with a bang ends
in a whimper, leaving executives and business
owners feeling frustrated and disappointed.
Moreover, such failures dissuade others from
even considering lean in their own companies.
If you are one of them, we have good news.
With the right preparation, you can avoid the
most common mistakes and stack the deck in
your favour.
To begin, work with your leadership team or
closest advisers to ask five critical questions:
1. Is lean right for us, right now?
While lean can certainly help a company, it is not
right for every business, every time. For instance,
if your business is losing ground due to outdated
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or second-rate products, start with improving
your product line first. Or if market demand is
declining—as it may be now, for example, amidst
the current COVID-19 pandemic—think about a
diversification or marketing initiative instead.
By contrast, lean might be a great fit if
your business is having significant issues with
efficiency or effectiveness—customer demand
exceeding capacity, lead times lagging behind
the competition, or costs exceeding what the
market will bear.
Takeaway: Fit and timing are essential to lean
success.
2. Are we up to adhering to lean’s core
conditions?
Lean can work with almost any leadership style
and work culture if—and it is a big ‘if’—two
core conditions are unfailingly met: 1) leaders
maintain consistency, with no wavering or
walking back and 2) leaders walk their talk with
steady and frequent follow-up.
Takeaway: Lean requires a commitment to
consistency and support.

A lean initiative
cannot, and will
not, go the distance
without managing
expectations,
especially with
respect to speed and
success versus your
company’s overall
maturity.

3. Are we willing to align our
business practices with lean
principles?
Like it or not, many of your
company’s existing business
practices—incentives, metrics,
SOPs, and the likes—stand a very
good chance of colliding with lean
principles. For instance, a lean goal
like minimising work in process
inventory can conflict with standard
cost accounting, or the ways that sales
commissions or performance bonuses
are structured can be at odds with
crucial lean behaviours. The key is to be flexible
and reconcile what is currently in place with lean
principles, not vice-versa. Otherwise, lean will
lose every time.
Takeaway: Lean requires incentives that are
consistent with lean principles.
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4. Are our expectations about lean and
our company’s maturity in sync?
A lean initiative cannot, and will not, go the
distance without managing expectations,
especially with respect to speed and success
versus your company’s overall maturity. For
example, if your business is more accustomed
to putting out fires than operating smoothly and
functionally, be sure to adjust your objectives and
time lines with room to spare—thereby allowing
for any fits and starts—and fully communicate
them with everyone involved. This way, you can
head off any angst or uncertainty at the pass.
Takeaway: Be realistic about your company’s
maturity and manage people’s expectations
about lean accordingly.
5. Which approach to lean would be most
compatible with our company?
There is no one-size-fits-all when it comes to
lean. To be successful, it is incumbent to adopt
a lean approach compatible with your business.
Each approach—and there are many—offers

differing levels of complexity and versatility,
making researching and understanding those
differences imperative. Besides traditional lean2,
you will find everything from Six Sigma, which
emphasizes the use of statistical techniques, to
Paul Akers’ 2 Second Lean3.
Takeaway: Do your homework and find a lean
approach that fits your company.
Ready? There is more to lean than asking these
five questions, but by addressing them first and
fully, you can avoid the most common mistakes in
implementing lean.
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Tools to implement structured project management practices on
the ground.
MANAGEMENT

DEBABRATA SAMANTA, RITES LTD

Towards
management
efficiency

M

ost people spend
more time and
energy going around
problems than in
trying to solve them.
- Henry Ford
As per Economic
Survey Report of 2017-18, India will require
investments of around $4.5 trillion by 2040
to develop the infrastructure for sustaining its
economic growth.
It has been observed that more than 37 per
cent of 1754 of the central sector projects
worth R150 crore and above are running
beyond their scheduled date of completion, and
have cost overrun of around R4.43 lakh crore.
(MoSPI, 2019)
And, as per “Report (14 June, 2019) on the
Taskforce on Project and Program Management
from Niti Aayog, Government of India, the
key issues of conventional approach of project
delivery across different sectors in India are
identified as follows:
(i) Uncertainties in land acquisition process and
regulatory approvals;

(ii) Lack of comprehensive upfront planning
and risk management; and
(iii) Low maturity of project management
processes to adequately plan for such
factors.
The factors mentioned in points (ii) and
(iii) above can be addressed by adopting
structured project management practices such
as project scoping, planning, scheduling, risk
management, communication management,
change management, quality management,
HR management, cost management etc.
This boils down to the requirements of right
people, right process, and right tools in order
to implement structured project management
practices on the ground.
In both government and private sector
organisations, multiple projects are executed
to keep pace with demand growth, market
developments, changing technology,
environmental requirements, diversification,
etc. There are various organisations such as
product-based, construction-based, and a mix
of the two. All such organisations either act
as client organisation or contract executing
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organisation or as both, at various times during
their business life-cycle for various types of
projects so being planned and executed.
The purpose of this article is to focus on the
‘tools’ part.
Projects are discrete entities with defined
start and finish points that provide something
new or improved that embrace an organisation’s
ability to meet its operational or strategic
responsibilities (Cleland, 1999).
In a healthy enterprise, projects are created
to promote growth. In a sick
enterprise, projects may be
initiated to stop the bleeding
EPM requires a high
of resources or produce quick
level of integration of ICT
fixes (that eventually fail).
systems, management
However, business reality
procedures and
shows many cases where
projects form part of a wider
compatible work cultures
and more interconnecting
across projects so that
and interdependent stream of
mutual understanding (at
activities. These are managed as
maximum level) of project
a cluster/portfolio of projects
team members and all
often sharing resources and
linked in a strategic direction
project stakeholders is
towards a common goal.
achieved
This concept of clustering or
portfolio nature led to the term
program management—defined as managing
a group of projects together for added benefit
(Turner, 1999).
In case of executing a project or portfolio
of projects, multiple stakeholders are
involved, and interests of all stakeholders are
required to be managed in order to ensure
that an individual project is successfully
implemented within time, cost, and quality.
And with successful implementation of a
group of projects, the benefit is accrued to the
organisation. Hence, the projects are more
required to be managed at the enterprise
level. That is where enterprise level project
management (EPM) comes in to play.
And, the inclusion of the term enterprise
36
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in tandem with the term project management
recognises the diverse range of stakeholders that
get affected by project outcomes.
The term enterprise in EPM infers
recognition of leveraging knowledge assets
(while all stakeholders being in the same EPM
platform) in managing individual project and
a group of projects in an organisation. EPM
is aimed at efficiently accomplishing more
in less time with quality and transparency—
conversion of project-based information to
knowledge which could be leveraged across
project management organisations to effectively
achieve viability and survivability in a dynamic
and competitive environment. An enterprise
managed as sets of interrelated projects can
meet such challenge (Conrad C. S. et. al, 2003).
The concept of EPM involves a portfolio of
projects using common support systems such as
enterprise knowledge and information assets,
information and communication technology
(ICT) systems, procedures and processes to
minimise reinvention and leverage knowledge
to enable smart responses (in time) to common
problems and challenges. EPM requires a
high level of integration of ICT systems,
management procedures and compatible work

In an EPM approach,
the integration of
support systems and
knowledge assets
allows lessons
learned and valuable
knowledge to be
shared, re-cycled,
enhanced, and built
upon. This creates
greater value.
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cultures across projects so that
mutual understanding (at maximum
level) of project team members and
all project stakeholders is achieved.
(Dinsmoore, 1999)
In a non-learning organisational
style, a silo approach may be
observed where each individual
project is managed without any
significant learning being captured
and leveraged from the experience
of others. Valuable customer or
supply-chain specific knowledge
could be lost and reinvented for
each project in the program. In
an EPM approach, the integration of support
systems and knowledge assets allows lessons
learned and valuable knowledge to be shared,
re-cycled, enhanced, and built upon. This
creates greater value.
The central concept of EPM requires a
change in world view from understanding
the enterprise as a hierarchical structure
of major business units (MBUs) and then
programs (containing projects), to that of
the enterprise being primarily a portfolio of
projects generating diverse potential value. The
concept of enterprise reveals a potential for
organisational reinvention and evolution rather
than maintaining a status quo. (Conrad C. S.
et.al, 2003)
Any technology solution will fail if it
does no recognise the importance of human
connections. However, in the current scope,
human aspects are not addressed.
The enterprise governance system then
absorbs, tests, and reflects upon this knowledge
and provides feedback to projects to enable
those engaged in these projects to work
‘smarter’ by learning from the enterprise how
to do more with less. This is exactly what can
be achieved through real-time, data-driven
(in terms of issues, cost, time, risks, changes,
resources) decision making and capturing of

data at a granular level across the project/
program stakeholders and progressed to
dashboard level for top management to view
and act upon on real time basis.
Towards this direction, some of the Indian
start-ups (such as www.whitebullcs.com)
have developed EPM solution, which may be
implemented across all industry sectors. This
solution addresses the tool part; however,
the people and process parts need to be
addressed as well to gain the most out of
above EPM solution.

Disclaimer: The views expressed here are personal of the author
and may be biased. The sole purpose of the Article is Knowledge
sharing of the Author. In particular, the Article may not address
any specific requirements, interests or circumstances. Anybody
should seek professional advice when dealing with specific issues
or concerns. Author claims no responsibility for the representation
or warranties to the accuracy, completeness or reliability of the
information contained in this article hence bears no liabilities from
anyone.
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GROWING THROUGH ADVERSITY

PATTERN FOR THE FUTURE?

The new way forward

NEW NORMAL, NEWER OPPORTUNITIES

MAKING IT ‘WORK’

Sridhar Samu and Anubhav Mishra

Dr Pallavi Rao Chaturvedi

KEEP PACE WITH THE CHANGE

ENGAGING A MULTI-GENERATIONAL WORKFORCE
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Patrick Gallen

BECOME THE LEADER YOU WERE BORN TO BE
Karlin Sloan

Dr Debashish Sengupta

A STRONG FOUNDATION
Pallavi Jha

THRIVING IN UNCERTAIN TIMES
Michael Evans
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COVID-19 reshaping buying behaviour

Vivek Mehra
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SMG 2021 - A NATIONAL COMPETITION
Experience the thrill of running a company and
taking it ahead of your competitors.
What is Business Management Simulation?
Management Simulation is a Computer based event that
simulates a Business Scenario. It creates an opportunity for the
participants to manage a business with multiple functional
areas. They get to experience active competition and the
perspective to handle it. They take strategic business decisions
and see the impact through AIMA’s indigenously developed
software ‘CHANAKYA’. The essence of Management
Simulation is ‘Learning by Doing’.

Participation Fee (Inclusive of Tax)
1 Team

-

` 3,000 Per Team

2 – 4 Teams

-

` 2,500 Per Team

5 Teams and above

-

` 2,000 Per Team

AIMA GST NO 07AAATA1644A1ZH,

PAN NO. AAATA1644A

Participation Fee through Cheque / Demand Draft should be sent in
favour of “All India Management Association”, payable at new Delhi.
The fee paid is non-refundable / non adjustable, although
participation by a subtitute team is allowed.

Eligibility
A team of maximum of 3-4 members can be nominated by
the Institution. Students of MBA, PGDM, BBA, B.Com,
Engineering, CFA and equivalent Professional programmes of
any college or Institution can participate.

For online registration, please visit https://simulation.aima.in

Dates & Regions (Online Rounds)
Southern & Western

-

18th - 19th March 2021

Prizes for Winners

Eastern & Northern

-

22nd - 23rd March 2021

Top three teams would be awarded with trophies, certificates
and prizes.

Semi-Final

-

24th March 2021

National Finale - 25th March 2021

For Registration Contact
Ravi Jangra, Deputy Director
M. +91 81786 93666, E. sgoyal@aima.in

All India Management Association (AIMA), Management House,
14, Institutional Area, Lodhi Road, New Delhi - 110003, INDIA

https://simulation.aima.in
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