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  Good evening everyone.  Today we will be beginning with session 3 of the course retail 

marketing strategy.  As far as session 1 and 2 are concerned I hope you really got an 

enhanced perspective about retailing basics.  Now as we move forward and as far as this 

module is concerned we will be looking at retailing from a strategic standpoint.   

 

We will be actually understanding why we need to give so much importance to retailing 

with  respect to economic factors as far as the social significance of retailing.  Along with 

this we will also be looking at the evolution of retailing. 

We will be actually looking at how far we have come.  We will be looking at the journey 

from the shandy markets to the present retailing dynamics which heavily rely on 

technology.  And finally, we will be understanding how retailers create value.  But let us 

hang on for a minute. 

If you remember in the last 2 sessions I mentioned twice about our 2 exciting elements 

which  we have added to the course.  The first one is extra fodder for thought and the next 

one is learning something new.  So, I thought why not begin this session with that.  So, 

we will be first beginning with the session of extra fodder for thought.  Now if we get 



back to our last 2 sessions I mentioned a couple of times about the experiential  retailing 

right which is all about creating unique and memorable experiences for the customers. 

 

  The whole idea of experiential retailing is to make sure that the customers engage very  

highly with the brand and it occupies a larger part of their share of memory, share of 

heart  as well as share of wallet which means that the customer not only considers the 

brand  first preference when it comes to buying, but also develops a very strong 

emotional  connect with the brand which actually indicates that it occupies a place in 

their heart as  well.   

 

So, we will be beginning with one of the marvellous examples of experiential retailing 

which actually  is the largest coffee shop in China which is based in Shanghai.  This is 

basically considered as the coffee wonderland and you might be wondering what is so 

special about this.  So, the first thing is it is very very high on aesthetics.  It is a visual 

treat for the people who just step in. 

Along with that the people who have developed the idea of setting up this coffee 

wonderland have used the best mix of audio and visuals which actually makes it one of 

the best examples of multisensory retailing.  Trust me the people who have entered the 

store have always believed that the sounds have been used in the best possible ways in 

the largest roastery to create grand experience for the coffee lovers.  The roastery focuses 

on developing very strong relationship with the customers by creating memorable 

experiences by going beyond the expectations and whenever I say going beyond the 

expectations when we will be talking about in detail you will be able to understand why I 

am saying this.  Another thing which definitely makes this roastery or coffee wonderland 



very special  is the fact that it also has a pairing bar which anyway can be considered as 

another  marvellous example for upselling.  So without further ado we will be first 

looking at the video which gives you an overview about the idea of this coffee 

wonderland and why this has been considered as one of the best examples for experiential 

retailing. 

So please have a look at the video first and then we will be digging more into it.   

Hey guys we are at the Starbucks Shanghai this is the largest Starbucks roastery in  the 

world they are opening today 30,000 square feet we got a big show coming up from here  

lots of different interviews but let's start with a tour that Howard Schultz just took  me on 

of this very Starbucks.  Welcome to a coffee wonderland the likes of which you have 

never seen in your life.  Twice the size of the original Seattle Roastery and I would say 

everything we have done at  Starbucks for the last 46 years has led us to this moment.  It 

took us 18 years to get to 10,000 stores in the US I think in half that time we will  have 

10,000 stores in China. 

So what we want to do is create intimacy and an experience with the customers like they  

have never had.  So they are sitting at the bar we have wonderful people who are not only 

experts in coffee  but experts in really I think theatrically demonstrating what we are 

doing.  We have built the first Teavana T-Bar with Teavana merchandise and product 

and this is  a whole different environment.  The values of what we have been able to do 

culturally in the US we have replicated.  Every Starbucks partner or employee in China is 

an owner. 

Everyone has incremental healthcare beyond the government that we provide.  We 

provide healthcare to the parents.  We provide housing allowance.  So all the things that 

we have done as a company to enhance the life of our people.  What we have tried to do 

in addition to the design and obviously everything we are doing  with coffee and food is 

most importantly really be respectful and dignify the Chinese culture.  Guys it is pretty 

incredible to see what is going on here.   

So apart from looking at the video which I hope you must have enjoyed. 



 

 you can also go  through this article by Business Wire which actually explains in detail 

the specialities  of this coffee wonderland and how it offers a marvelous experience to the 

customers.  Now let us sum up the best about this coffee wonderland.  

 

So the first thing which is so peculiar about this coffee wonderland is the fact that if  you 

look at it from the sky it actually look like a large coffee bean.  Apart from that as and 

when you enter this coffee wonderland what you see is one of the  largest coffee barrels 

which actually has the capacity of storing 4 ton of beans and  if you use your phone and 

you point at this coffee barrel you will actually be able to  see what is happening inside 



this which means you will be able to see how the coffee is  being roasted and later on 

how it is being brewed. 

So another thing which makes this coffee wonderland much special is the fact that in this 

particular  coffee roastery small lot reserves of coffee is being kind of imported from 30 

countries.  Now you can imagine the speciality which this particular coffee bar is 

offering.  30 countries means there is lot much to offer to the customers who just step in 

and this  also maintains the element of speciality as far as the best coffee from these 30 

countries  is concerned.   

 

Apart from this another thing which makes this coffee wonderland quite special is the  

best use of innovative augmented reality.  If you remember I just mentioned about the 

large coffee barrel which you see as and when you enter the store. 

So with respect to that barrel also the element of augmented reality has been brought in 

and in the best possible way. So if you use your phone and you point it towards the coffee 

barrel you can not only learn about how the beans are processed but it also displays or 

showcases the journey of Starbucks from bean to cup story. So this is definitely a delight 

for coffee lovers.  They not only get to enjoy their favourite coffee but they also get to 

know about the Starbucks marvellous journey from scratch to where it is today.  And 

trust me guys there are a lot of people who are coffee lovers they enjoy this a lot because 

in many ways it also brings an element or stimulates a strong emotional connect with the 

brand. 

So in the beginning if you recollect I also mentioned about the pairing bar which can also 

be considered one of the best examples for upselling.  Upselling means whenever any 



organisation is able to sell more of its products to the existing customers.  Now in this bar 

it has been executed marvellously.  What they have done is they have actually established 

a pairing bar.  So whenever you enter the bar it will actually give you recommendations 

what goes best with the flavours of the coffee that you are presently consuming. 

 

  Now just imagine how enjoyable it would be for the customers to get to know about the  

best combinations which can go with their favourite coffee.  In any ways it is not only 

encouraging upselling but if the combination is liked by the customer who is presently in 

the pairing bar loyalty is definitely going to be enhanced and they would love coming 

back to the roastery a couple of times.  Along with this we also need to understand how 

the bar emerges as a audio delight for the customers.  Now they have particularly called 

some pipes as the symphony pipes  

 

and the only reason  why they have been called as the symphony pipes is because of the 

musical sound the  beans make as they travel through them.  These are technically the 

stylised long copper pipes across the ceiling which carry the beans  from the copper cask 

to the main coffee bar. 

So just imagine it is also definitely going to catch the attention of the customers or  the 

people who are inside the bar when they look at the ceiling and they hear these 

marvellous  sounds which are definitely catchy and they also go well with the bar 

because it is very  well executed with the idea of developing the bar which means the 

sound which is actually  used is related to the roasting of the coffee beans. So we have 

talked a lot about coffee lovers and how this particular bars emerges as a marvellous 

experience for them, but how can we forget tea lovers.  So as far as tea lovers are 



concerned the bar definitely has something special for them too. They have actually 

dedicated a certain section to tea lovers which is basically called as a tea vana bar.  So as 

far as tea is concerned new and exciting flavours are also being offered to the customers 

specifically to the people who love tea. 

So just imagine it is not only just restricted to coffee they are also offering a lot more to 

the tea lovers. So I really hope you enjoyed learning about what makes this roastery so 

special or how this idea of coffee wonderland is gaining so much popularity in China.  I 

would again urge you to go back and read more about it or maybe when you google even 

specific web pages have been dedicated on the websites like TripAdvisor because rather 

than just being a place for coffee lovers this is definitely emerged as one of the most 

popular tourist places in Shanghai as well. So I would request you to go back and read 

more about it.   

 

I am very hopeful that you enjoyed learning about our new segment which was extra 

fodder  for thought. 

Now we will be getting to the another exciting segment which is learning something new.  

So as far as this module is concerned the topic which I have picked up with respect  to 

learning something new is slotting fees.  Now you might be wondering what slotting fees 

actually is.  Technically this is the fee paid by the manufacturers to retailers to get some 

space in their retail shelves.  Now let's understand this with an example. 

Let's say you own a grocery store and you have a particular shelf where you can place 

products. So if you look at physical dimensions or the physical space which is available 

for the store it is definitely going to be limited.  It is not going to be like online retailers 



where you can display as much as products  you want right.  So when it comes to a 

physical store there is definitely going to be a fight or dilemma  with respect to what 

should be kept on shelves.  So as I just mentioned we will understand this with an 

example. 

Let's say you have some shelf space in your store which is being dedicated to noodles.  

Now if I ask you which brands you are most likely to keep you might think of keeping  

Nestle Maggi or you might think of keeping Top Ramen or you might also decide to give  

some portion of the shelves to Patanjali Atta noodles right.  These are a few brands or 

there could be a few more that you might decide to keep on  the shelves right.  But the 

whole idea of picking up these brands is precisely the fact that either these can  be sold 

like hot cakes and you have the confidence that you will be able to sell them and at  least 

make some profits out of these.  Now let's say there is a new player in the market who 

approaches you to keep their brand  or to dedicate some space to their noodle brand in the 

shelf space that you have. 

Now why would you keep them right.  Because there is definitely an opportunity cost 

which is associated with it.  Why would you keep a brand which is new or let's say which 

consumers are not much aware of and precisely it also indicates that you might not be 

able to make much profits out of it or the stock could even be returned.  The situations 

could even get that worse. So in order to solve this problem usually retailers charge 

manufacturers with the fee which is called as slotting fees. 

Now this gives them the confidence that even when the product will not be sold this 

basically comes as an incentive to keep their product. So I am very hopeful that you got 

the idea of slotting fees and if you look at it from the opportunity cost perspective which 

means the cost of keeping brands which could be sold like hot cakes then keeping a new 

brand you will understand what is the relevance of slotting fees in the present retailing 

dynamics.  And in the contemporary times this becomes much more important in the 

retailing world because there are too many brands or new players which are entering into 

the market and definitely the shelf space is very limited.  So this comes as one of the 

solutions for the retailers to kind of you know secure them with respect to keeping new 

products.  So as far as this segment was concerned I really hope that you enjoyed learning 

about this also. 

For this topic also I would request you to google more about it and even if you get to  

visit a retail store near you just try to make an analysis of the brands which you know  

and which you do not know then maybe you can have a smaller conversation with the 

retailer  as well if he or she is charging any slotting fees for the brands which are not very 

popular.  So now we will be moving forward and we finally get to one of the most 

important topics which is the strategic standpoint why we need to use the term strategic 



adjacent to retailing.  So precisely I have tried to put this with respect to five factors one 

is  

 

with respect to the contribution which retailing sector makes to the economy apart from 

that we will be looking at it from the perspective of retailing being an integral part of 

marketing mix.  Now I will elaborate a little more on this just imagine that a marketer or 

manufacturer has done a fabulous campaign with respect to coming up with the product 

which is very unique which definitely comes across as a value offering and people are 

just waiting to buy that.  They have also done a marvelous job with respect to executing a 

ntegrated marketing communications campaign and creating right kind of awareness 

among the segments that are most likely to buy them. 

They also did a fantastic job with respect to pricing the product right but when you  get to 

the retail store the product is not available just imagine how everything is just  gone for a 

toss or maybe could appear to be a waste with respect to all the efforts  that have been 

made in making sure that the product can be sold like hot cakes but just  imagine the 

product is not available in retail stores even when you like it you can't buy  that so 

everything as I said has gone for a toss.  Now you can imagine why retailing becomes so 

much important when we look at the marketing mix and why it is considered as one of 

the most critical and crucial piece along with pricing product and the promotions aspect.  

So as we will be moving forward in the journey of understanding strategic standpoint we 

will also be looking at the social significance of retailing along with this how can you not 

consider retailing as a strategic standpoint when it is a part of our everyday lives.  Just 

imagine you could be starting your day by going out and buying milk or bread from  a 

grocery store then at night if you are going with your family to enjoy ice cream to a 



nearby  ice cream retailer you are ending your day with the retailing as well even when 

you are  sleeping if you are looking at a video let's say you are watching something on 

Netflix  on YouTube it also becomes a part of entertainment retailing.  So we have a lot 

more reasons to look at retailing as far as the strategic importance is concerned and 

finally we will get to the aspect of entrepreneurship opportunities which again attaches a 

lot of  importance to the retailing. 

Along with this we will also be understanding the three dimensional impact which the 

retailing makes to an economy and which can be understood from the perspective of 

direct indirect and wider impact.  So now in order to understand the contribution which 

retailing makes to an economy we will be looking at some of the statistics as per the 

latest IBF report and Statista.   

 

Now we will be first understanding what IBEF is.  So this is one of the trust which has 

been established by the Ministry of Commerce and Industry under the Government of 

India's Department of Commerce.  The main goal of IBEF is to spread information about 

Indian goods and services and to promote and raise awareness of the Made in India label 

in foreign markets. 

Now you can just imagine what kind of important and crucial roles which IBEF playing.  

They have taken upon the responsibility of making sure that Made in India brands 

become so much popular globally and they start enjoying the same benefits which other 

global brands enjoy as far as the consumer fairness in preferences are concerned.  IBEF 

also collaborates closely with stakeholders and definitely with the government and other 

business partners to achieve this goal.  The trust also maintains and prepares reports 

about changing trends in Indian markets and specifically about the retailing in India.  So 



the only reason why I picked up IBEF is the fact that they are regularly involved in 

analysing consumer and market data which eventually becomes crucially important for 

the retailing sector. 

I would urge you to go back and log in to their website and you will be able to see  a lot 

of reports which would be related to trending, exports and imports.  Along with that you 

will also be able to see a lot of enriching blogs talking about consumer  preferences 

across different market segments.  Now apart from IBEF the statistics which you are 

using basically belong to Statista which  is a very popular online platform specialised in 

offering and analysing market and consumer data.  So even if you log in to Statista you 

will be able to see a lot of marvellous reports  regarding consumer and market 

perspectives.  Even with respect to different countries you will be able to see a lot of 

good insights  coming from the reports and one thing which makes Statista unique is the 

fact they have  a flair for presenting data in such simplistic ways that you will not have to 

invest a lot  of cognitive effort in understanding so many things and same goes with IBEF 

also which  is India Brand Equity Foundation. 

Now here are the statistics which you need to understand.  So as we all know just imagine 

the contribution which retailing sector is making not only  in generating employment, but 

also to gross domestic product.  When it comes to employment the overall contribution 

amounts to 8 percent whereas,  

 

with respect  to GDP it comes to 10 percent.  Apart from that the organised retail sector 

India is growing at a CAGR of 20 to 25 percent per year.  Now whenever we are talking 

about organised retail market we also need to understand the difference between 

organised and unorganised retail market. 



So whenever we are talking about the organised retail market it basically considers the 

activities  of those retailers which are licensed by the government or are registered for the 

different  kinds of tax regimes that we have in India for example, sales tax.  And 

whenever you are talking about unorganised retail markets we only consider the 

traditional formats which are not registered under any legal provision as far as the law of 

the country  is concerned.  Along with this when we will be moving forward with the 

different modules we will be talking a lot more about the organised and unorganised 

retailing in India.  But as far as another information is concerned Indian market is 

basically captured by the unorganised retailers.  For example, you all must be aware of 

the kirana stores that we have in India in almost all residential areas. 

So they basically constitute a part of unorganised retailing as far as India is concerned.  

Another statistics which actually establishes the economic contribution which retail 

sector makes is the fact that retail sector in India recorded an investment of 1417 US 

million  dollars in 2020.  Along with this India's real gross domestic product at current 

prices stood at 195.86 lakh crore.  Now if you look at this particular number you will be 

able to kind of decode the contribution which it makes to the economy. 

 
   

So even if we look at the Statista reports which is basically on retail market size across  

India from 2011 to 2020 with estimates until 2026 you can actually see the retail market  

size in India is expected to grow to 1750 US billion dollars by 2026.  And the same report 

also establishes the fact that as far as India is concerned it was amongst  the few growing 

nations which were able to demonstrate the growth in retail sales even  during the 

pandemic.  So I hope you got some perspective about the importance of retailing as far as 



the economy  is concerned.  So as far as these statistics were concerned I hope you really 

got some perspective about  the contribution which retailing makes to an economy.  

 

 Along with this we also need to look at this report or new snippet by the business 

standard which actually says that Indian retail sector to add 25 million new jobs by 2030. 

 

  We will also be going through one of the quotes by Amitabh Kant who is CEO at Niti 

Aayog.  Retail sector is one of the growth engines for the nation's economy with a 

doubledigit contribution to the GDP and employment to nearly 35 million individuals.  

See if you start looking at the jobs which retailing creates just consider this micro 

example even when you enter a mall you have security guards who are working there you 

have a lot of cashiers who are doing their jobs as and when you buy products and you 

make payments for them.  You also have customer care executives who are helping you 

provide information about the products apart from that you also have sales executives 

who keep on stimulating you  to buy other brands which they are associated with.  Apart 

from that you also have a long list of people who are working on the back end let us say 

in supply chain dynamics to make sure that the products are delivered to you at right 

time. 

 

  So this was a micro example and this anyway gives you a very larger perspective about 

the jobs which retail sector creates right.  Along with this we will also be looking at the 

quote by Debjani Ghosh who is the president at NASCOM.  Retail 4.0 is rapidly evolving 

to the offline and online retail models that will bring incremental economic contribution, 

job growth and definitely the exports. 



Now you might be wondering what retail 4.0 is.  So whenever we are talking about retail 

4.0 what we are actually saying is we are bringing  in the role of technology at the 

fulcrum.  Retail 4.0 is basically driven by the big data analytics as well as the analysis of 

data to bring in rich insights from the retailing industry and this only becomes possible 

because of the technology. 

So retail 4.0 actually presents the best mix of the traditional retailing formats in 

conjunction with the technology which we are using along with the emerging retailing 

formats to make sure we can take retailing sector to the next level.  So I assume that the 

discussion which we had with respect to the economic contribution which retailers make 

to an economy has been well through and I am hopeful that you really  gained rich 

insights about this not with respect to data but also with respect to the small  points that 

we just discussed.  Now as I had told you retailing not only makes a significant economic 

contribution it is  also very important as far as the social significance is concerned.  Now 

this also happens in a variety of ways. 

 
 

So the first one is comfortable lifestyle.  See a person or any individual will only be going 

to live a comfortable lifestyle when  they have enough money to do that or a reasonable 

amount of money to do that.  Now how retailing is contributing to that with respect to 

jobs it is only with respect  to the creation of jobs that retailing offers to a lot of people 

and which eventually emerges  as their source of income to afford a comfortable living 

right.  So just look at the social perspective that it brings in it is only through the retailing  

sector that a lot of people get jobs and work in varied fields and they use their salary  to 

actually afford the comfortable living.  Apart from that it also brings in a lot of 



convenience.  Now just imagine if you want to buy a bottle of shampoo if you want to 

buy a bag or if  you want to buy a mirror or if you want to buy a clock some stationary 

chair or some  other products you might be going to 10 different shops right. 

 

  Now just imagine how time consuming this is going to be and how much resources you 

will  be investing in terms of financial as well as cognitive effort to go to all these 

different  places and buy different products.  But retailers solves all these problems for 

you quite easily.  They bring in a lot of convenience by offering you a larger assortment 

of products under one roof so that you don't have to travel to different places to buy 

different products. So another factor which anyway highlights the social significance of 

retailing is socialization.  Many times you must have been to malls with your family with 

your friends or many times  even when you are going alone you might have a good chit 

chat with the person who is sitting  at the sales counter or maybe let's say at a grocery 

store. 

 

  So this basically captures the essence of retailing because retailing indeed allows  

people to shop together and enjoy the time spent with friends and family while shopping  

in stores right.  So even if you go back to the marketing literature and you start reading 

about it you'll be able to find out that socialization or moving out and talking to people in 

retail stores and while shopping it has been considered as one of the most crucial values 

when people started understanding why people shop right. So this again brings in a 

different perspective.  Apart from that it also makes a huge contribution in supporting 

public services whether it happens with respect to the tax collections which happens that 

the government is utilizing by investing in education, healthcare and infrastructure or it 

also happens to the corporate social responsibility initiatives which retailers or 

organizations take on their own.  So in both ways a huge contribution is being made in 

terms of supporting public services  and finally we get to the aspect of development of 

local communities which actually captures  the essence with respect to the fact that 

whenever a retail establishment grows it also  makes a contribution in flourishment of 

other sectors. 

Let's say transport services could be developed you might be acquiring a lot of services 

from other people who could be working in transport sector or you could be acquiring a 

lot of materials for manufacturing of your own private label brands.  So just imagine let's 

say if there is a big retailer like Reliance and they start manufacturing a private label of 

their own in respect of tomato ketchup they might start sourcing a lot of tomatoes from 

the local farmers.  Now you will be able to align the contribution which retailing with 

respect to this micro example is making to the local communities this is definitely going 

to enhance a lot of income for the farmers if all of their produce is being purchased by the 

retailers but here we are assuming that they are definitely being given right prices for 

their produce.   



 

So in the last slide I gave you a brief perspective about corporate social responsibility. 

 

  So we will first begin by understanding what it technically means.  It involves an 

organization voluntarily engaging in business first practices that meet or exceed the 

ethical and legal expectations of its stakeholders, its employees, customers, community 

and society in general.  So whenever we are talking about CSR this precisely can also be 

understood from three stages which can be attributed to it.  So the first one is doing what 

the law prescribes, second one is doing for the short term benefit  and stage three is 

believing it to be the right thing to do if you think of Tata group  and Infosys you will be 

able to understand why we bring in the perspective of believing  it to be the right thing to 

do because this definitely has become a huge part of the organizations  mission and both 

vision.  Now we will first start with understanding doing what the law prescribes.  Now 

as far as the ministry of corporate affairs is concerned they have notified under section  

135 and schedule 7 of the companies act as well as with respect to the other provisions  of 

the companies rules 2014. 

What they have specified is that all those companies which either have a net worth of  the 

company to be rupees 500 crore or more or the turnover of the company to be rupees  

1000 crore or more or the net profit of the company to be rupees 5 crore or more they  are 

required to spend at least 2 percent of its average net profit, profit before taxes  for the 

immediately preceding three financial years on CSR activities in India. So this is what the 

law prescribes which means that if we look at these particular threshold limit for the 

applicability of the CSR of the company whether this is with respect to the net worth 

turnover or net profit all these companies are required to spend at least 2 percent of their 

average net profits on the CSR activities.  Now along with this we also need to 



understand the activities which have been prescribed by the law as far as corporate social 

responsibility initiatives are concerned.  Now as per the schedule 7 of the companies act 

2013 now this can be aligned with either eradicating poverty, hunger, malnutrition or 

promoting health care including preventive health care and sanitation right.  Apart from 

this this is also associated with promoting education including special education and 

employment enhancing vocational skills for either children, women, elderly and 

differently  abled. 

This is also aligned with promoting gender equality empowering women setting up 

homes  and hostels specially for the women.  Along with this they also take account of 

ensuring environment sustainability or all  the initiatives in which you are investing if 

they are aligned with ecological balance  and protection of flora and fauna they are also 

going to be considered as a part of the  CSR initiatives along with the initiatives which 

are being taken for the protection of  or conservation of natural resources or maintenance 

of good quality of soil air and water.  Along with this this also considers the benefits 

which can be given to armed forces veterans  war widows and their departments.  Along 

with this this also takes account of training to promote rural sports or nationally  

recognized sports or Paralympic sports or any contribution which has been made to the  

prime minister's national relief fund is also going to be under the aspect of corporate  

social responsibilities.  So, this was a brief which I gave you about what the law 

prescribes as far as CSR initiatives  of the organizations are concerned, but if you want to 

know a lot more about it I would  urge you to use the link given in the slides and you will 

be able to enhance your knowledge  much more about the legal provisions with respect to 

CSR initiatives. 

Now we will be talking about the stage 2 which is all about executing CSR initiatives for  

short term benefit.  Now an organization could be doing this just to win the heart of the 

consumers or to enjoy  a positive image, but trust me this is not going to work for a 

longer time.  It is very very important for a country like India that CSR actually becomes 

the right  thing to do as far as the larger organizations are concerned.  Whenever we are 

talking about the aspect of larger thing to do what we are trying to say  is this becomes a 

core part of the mission and vision of the organization or in other  words we can say it 

occupies or in or in other words we can say that it occupies a major  place in the heart 

with respect to contributing to the society in all genuine ways.  So, as I was mentioning 

we can think we can consider the example of Tata group and Infosys. 

So, I thought why not dig out something as far as Tata power is concerned.   



 

So, if you look at this snapshot they have given their perspective on why CSR is rooted in 

the organizations ethos.  It is written it is written that if you go by the words of Tata 

group founder Jamshedji Tata in a free enterprise the community is not just another 

stakeholder in our business, but it is in fact the very purpose of existence.  Now, this can 

be very much corroborated with the fact which I was just mentioning that it has to be a 

part of the very purpose of why an organization exist.   

 

So, along with this you even if you look at this snapshot it presents an overview of the 

initiatives which Tata power has been involved in with respect to making a contribution 



as far as CSR initiatives are concerned.  So, I would request you to read all these points 

and you will definitely get to know the activities which are being undertaken by the Tata 

group. 

 

  But I wanted to highlight one thing here  

 

one of their initiatives which actually becomes very popular and is working towards 

making a contribution to the development of women.  So, if you recollect the points that 

we had discussed working for the empowerment of women or investing resources in the 

upliftment of women as per law is also considered is also going to be accounted under the 

CSR investments which are being made by the organization.  So, Dhaaga actually is one 

of the flagship CSR initiative of the Tata power and is working towards supporting the 

women for production and marketing of apparel, bags and other products which could be 

related to hand embroidery and tie and dye work.  So, considering this we will be first 

watching this video on this specific initiative by the Tata group considering Dhaaga. 

 

  Every thread, every stitch has a story to tell.  This story began in 2017, 45 kilometers 

from the city of Pune in a village called Kamshed.  This is the story of Dhaaga.  The 

mission was clear to create an opportunity for rural women who otherwise only engaged  

with household chores by empowering them to use their skills to provide for their 

families.  Fifteen women from a self-help group came together to train themselves and 

others to  make garments like palazos, aprons, kurtis and handbags.  A plan was chalked 

to fine buyers in nearby cities and then, armed with sewing machines,  bobbins, needles 

and spools of thread, Dhaaga was born. 

  In just three years, Dhaaga has sewn together embroidery and handicraft from across 



the country.  From the craft of the Rabadi community in Kutch to traditional tiger grass 

handicrafts  of Mehton in Jharkhand, Dhanwad district and Warli art from Jawahar in 

Maharashtra,  Dhaaga is knitting a whole new life for these women.  In the financial year 

2020 alone, they have spun a revenue of over rupees 20 lakhs with  each member earning 

a monthly income between 2000 and 5000 rupees.  This would not have happened 

without the timely intervention of Okhai.  When the unit was going through a tough phase 

and had shut down, a team from Okhai lived  with the women of Dhaaga and helped set it 

up once more. 

They were and still are the biggest buyer of Dhaaga's work.  Today, Dhaaga involves 

1120 women in 17 locations across Delhi, Maharashtra, Jharkhand, Madhya  Pradesh, 

Rajasthan, Karnataka, Tamil Nadu and Gujarat.  Their work reaches all over the country 

ever since they integrated with Amazon's women's  seller program, Amazon Saheli.  The 

women of Dhaaga, however, are more proud that they too are earning members of the 

household.  The story doesn't end here because you have a part to play in it too. 

We pledge to continue supporting the women of Dhaaga.  Will you?  Visit us on 

datapower.com slash Dhaaga.   

So I really hope that you enjoyed this watching this video on Dhaaga.  Apart from this, I 

would also urge you to look at this snapshot which basically come from P&G 

 

 and provides information about their very popular CSR initiative which is Shiksha.   



 

Along with this, you can also look at the another snapshot which provides more 

information  about their other campaigns like Touch of Care campaign which was 

basically focused  on doctors and nurses which have been considered as much celebrated 

COVID warriors during the  pandemic. 

Along with this, you also need to read more about the Safalta program which again is one  

of the CSR initiatives by P&G.  See again if you recollect, even when you are spending 

on the upliftment or empowering youth to get better jobs or taking activities which will 

help them grow better or for their grooming they have also been considered as a part of 

CSR activities. So this was one such campaign which was executed by the Gillette group 

and focused on enhancing the grooming skills of the youth.  So even if you Google more 

about it, you will be able to see a lot of videos.  So as far as today's session was 

concerned, I really hope that you enjoyed learning about what technically CSR is and the 

different stages that we discussed. 

Apart from that, broadly I am also hopeful that you gained a lot more enhanced 

perspective about the economic and social significance of retailing or why we need to 

assign too much of importance to us as far as countries like India are concerned.  So as 

and when we will be moving to the next session, we will be learning a lot more 

interesting things about retailing.  Thank you and good luck for now.  Thank you. 


