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Framing effect and how it is used by brands 

  

We are in 2021 and we humans have come 

a long way in discovering things related to 

psychology, human behavior, and factors 

that influence our perception. Humans 

tend to perceive the same thing differently 

if it is presented/framed differently. And 

this skill of framing things in a manner 

beneficial to us has given birth to art called 

the “Framing effect”, which is generally 

used by brands around the world over 

their customers. 

What is the framing effect in marketing? 

 The framing effect is one of the 

cognitive biases show by our psychology. 

It is the difference in the consumer 

behavior towards the same 

product/service based on whether it is 

framed positively or negatively. 

 

 

 

 

 

 

 

 The framing effect works on the 

principle of the human tendency to 

perceive things in the form of gains or 

losses. It is a part of behavioral economics. 

Unlike, classical economics which says 

consumer behave same in all kinds of  

 

 

 

 

 

 

 

 

 

 

 

conditions, behavioral economics rightly 

suggest different consumer behavior to a 

different framing of the same information. 

Types of frames and how brands use 

them. 

 Framing has been effective in 

multiple businesses ranging from 

insurance and health to crime to finance. 

There are 5 major types of frames 

generally used by brands – gain frame, 

loss frame, value frame, temporal frame, 

and goal frame. Out of these 5, gain and 

loss frames are the most common one’s 

people generally come across. Let’s 

understand each one of them. 

Gain Frame: 

 As the name suggests, gain framing 

is used to give a sense of certainty and gain 

“Highlights” 

Loss frame is based on the popular 

marketing saying, “higher the risk, 

higher the returns” 

Human psychology makes people 

choose an immediate small reward 

over a long-term high reward. 

Companies try to give the 

information related to their 

products/services by framing it 

with the interests, hobbies, and 

passions of their target audience, to 

make it more influential. 
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to the target consumers if they buy the 

product/service the company intends to 

sell. It works on the people who are risk-

averse and prefer chances of small gain 

which is risk-free/certain over chances of a 

significant gain that involves an element 

of risk/uncertainty. Companies use this 

frame to design products/services 

promising a guaranteed benefit to their 

customers (e.g., insurance and guaranteed 

income policies) 

Loss Frame: 

 This frame is based on the popular 

marketing saying, “higher the risk, higher 

the returns”. This framework on people 

who are ready to take the risk if there is a 

chance for higher returns/rewards. These 

people prefer a significant loss for a 

significant gain, rather than risking a 

guaranteed small loss for an insignificant 

gain. (e.g., games involving gambling) 

Temporal Frames: 

 Human psychology makes people 

choose an immediate small reward over a 

long-term high reward. People crave 

immediate gratification. Here the brands 

try to lure customers towards their 

products/services by highlighting 

immediate results/benefits. 

Value Frame:  

 It is built on the fact that most 

humans respond to information that is 

affecting or will affect something they 

value. Companies try to give the 

information related to their 

products/services by framing it with the 

interests, hobbies, and passions of their 

target audience, to make it more 

influential. 

 

Goal Frames: 

 People want information that 

aligns them to their goals and helps them 

to achieve them. This the basis for the goal 

framing. 

 

 Now since we have understood the 

types of framing used by companies while 

advertising their products/services, it 

gives us a better understanding of the 

information related to them while we 

decide to buy them.
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Social Commerce 

   

Social commerce is the latest digital 

marketing buzzword which is on its way 

to become a more formal mode of 

shopping for Indian consumers. At this 

stage, Indian social commerce industry is 

in its infancy but it has the potential to 

become mainstream. With the help of 

accelerated adoption in smaller towns and 

proliferation of new platforms, social 

commerce is set for growth in India. 

 

What is it? 

 Social commerce means selling 

products directly through social media 

networks. It differs from social media 

marketing as users are not redirected to an 

online store here, instead they are being 

offered the ability to checkout directly 

within the network they’re using at that 

moment. Different types of shopping 

experiences come under social commerce 

like group purchase wherein customers 

come together for bulk buying and enjoy 

better rates. Another is social reselling, 

where items are firstly bought from large 

merchants by resellers and then sold on 

social networks. Video-based commerce is  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

also gaining popularity in which videos 

are used for creating awareness. 

Indian Landscape 

 Social commerce in India is still 

small at only $1.5-2 billion, but it is gaining 

popularity as more Indians are moving 

online and discovering new ways of 

shopping due to pandemic restrictions. 

Strictly speaking, social commerce is not 

new. Several merchants were already 

using chat apps such as WhatsApp to 

facilitate online shopping, though this was 

“Highlights” 

Social commerce means selling 

products directly through social 

media networks 

Social commerce in India is still small 

at only $1.5-2 billion, but it is gaining 

popularity as more Indians are 

moving online and discovering new 

ways of shopping due to pandemic 

restrictions 

Meesho had achieved the coveted 

unicorn status in April 2021 after it 

had raised $300 million funding from 

a group of investors led by Japan’s 

SoftBank Group Corp 

A report published by Bain and Co. 

and Sequoia India puts huge hopes 

on Indian social commerce industry. 

According to it, gross merchandise 

value (GMV) of Indian social 

commerce will surpass $16-20 billion 

in the coming five years 
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more informal. Social commerce has 

formalized that process and multiple 

players have emerged offering different 

concepts. Indian social commerce industry 

includes players like Meesho, Trell, Kiko 

TV, Mall91, Shop101, Dealshare, Bulbul 

etc. 

Meesho 

Vidit Aatrey’s Meesho works to connect 

producers with resellers. These resellers 

eventually market the products to 

consumers through WhatsApp and 

Facebook. Meesho had achieved the 

coveted unicorn status in April 2021 after 

it had raised 

$300 million 

funding from 

a group of 

investors led 

by Japan’s 

SoftBank Group Corp. For making the 

transactions easy, Meesho offers services 

such as payments and logistics to resellers.  

Trell 

Pulkit Agrawal’s Trell is a lifestyle social 

commerce platform, which boasts of 45 

million monthly active users. It sells 

beauty and personal 

care items through 

influencers who 

recommend products. 

Trell has been able to 

attract funds 

amounting to $17 million so far. It is 

planning to use these funds for expanding 

its offerings by including apparel and 

home care on its platform.  

Kiko TV 

Shivam Varshney’s 

Kiko TV is a new live-

streaming social 

commerce platform. 

It gives a virtual store 

experience to its 

customers. Customers can step into a 

virtual store, have interaction and receive 

assistance from sellers. At present, it is 

working with 30 stores in India. 

Social Vs E-Commerce 

 The social commerce purchase 

journey massively outperforms the 

purchase journey users are familiar with. 

E-commerce purchase journeys are very 

complex because customers are often 

redirected from one platform to another 

continuously. The core idea behind social 

commerce is making the purchase process 

easy for users. 

 Undoubtedly, social commerce can 

achieve scale like e-commerce. 

Conventional e-commerce has worked 

really well for larger cities and the first 100 

million people it brought to the internet, 

but this model will not be able to attract 

the next billion users. E-commerce 

platforms cannot attract another billion 

people unless they serve unorganized 

retail and address the market that buys 

unbranded products. Here comes the role 

of social commerce. Platforms like Meesho 

works for small-town buyers who are not 

so active on e-commerce by offering them 

unbranded products across categories. 
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 Also, shopping in India is a social 

phenomenon where people take friends 

and family to shop in a predominantly 

offline space. E-commerce deprives the 

customers of that holistic experience. So, 

social commerce will grow as consumers 

have the independence to connect directly 

with the seller and communicate for 

making an informed decision. Social 

commerce also enjoys the already bult 

infrastructure of e-commerce platforms 

like internet penetration, payment 

gateways or logistics partners. 

Road Ahead 

 Today, social commerce is being 

populated by direct-to-consumer brands 

due to their internet savvy and nimble 

nature. However, traditional brands are 

also expected to jump on as they chase 

consumers. To bring the very low-income 

group online, companies will need to 

focus on groceries. Meesho is trying to do 

the same by collaborating with Farmiso 

which is an affordable grocery commerce 

model recently launched in the small 

towns of Karnataka. 

 A report published by Bain and Co. 

and Sequoia India puts huge hopes on 

Indian social commerce industry. 

According to it, gross merchandise value 

(GMV) of Indian social commerce will 

surpass $16-20 billion in the coming five 

years, but this promise of growth is 

accompanied by several challenges. The 

biggest being outdated government 

regulations. GST registration is 

mandatory for small or individual 

businesses. They need to maintain and file 

GST returns for selling online. This is a 

huge obstacle especially for small 

businesses. Social commerce also needs 

more mature supply chains much like e-

commerce. As several supportive factors 

are already in place for social commerce 

growth in India and if these roadblocks are 

also removed then, social commerce can 

revolutionize the whole industry. 
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RBI Monetary Policy: Its updates 

 

The Central Bank, Reserve Bank of India 

formulates, monitors and implements the 

monetary policy. The monetary policy & 

fiscal policy are the two tools of 

macroeconomic policy. The monetary 

policy is mainly to ensure price stability 

coupled with economic growth with 

policy targets as interest rates, bank 

credits, and money supply. 

 The objective of the monetary 

policy is inflation targeting and price 

stability, full employment and stable 

economic growth along with adequate 

flow of credit to the productive sectors, 

equitable distribution of credit, expansion 

of credit facility, promotion of fixed 

deposits etc. RBI also uses some tools to 

regulate the monetary policy like Open 

Market operations, Bank Rate, Cash 

Reserve Ratio (CRR), Statutory Liquidity 

Ratio (SLR), Repo rate, Reverse Repo rate 

etc. It also uses some Qualitative 

instruments which impact the money 

supply indirectly like key interest rates to 

influence the cost of credit. In an easy or 

expansionary monetary policy, the 

economic activity is encouraged by 

reducing statutory bank reserves or 

lowering key interest rates and improving 

market liquidity whereas in a 

contractionary or tight monetary policy 

the economic growth is ensured by 

reducing liquidity and increasing interest 

rates which has a negative impact on both 

production and consumption. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The monetary policy tools are of two 

types: 

A. Quantitative tools- general or indirect 

(CRR, SLR, Open Market Operations, 

Bank Rate, Repo Rate, Reverse Repo 

Rate) 

B. Qualitative tools- selective or direct 

(change in the margin money, direct 

action, moral suasion 

key terms to be explained: 

Bank Rate – It is the interest rate at which 

RBI gives loans to the banks. 

“Highlights” 

Current repo rate- 4% and the 

reverse repo rate- 3.35%. 

The marginal standing facility (MSF) 

rate- 4.25%. 

RBI estimated GDP growth- 9.5% in 

2021-2022. 

The estimated CPI inflation is at 5.1% 

 

The monetary policy tools are of two 

types: 

Quantitative tools- general or 

indirect (CRR, SLR, Open Market 

Operations, Bank Rate, Repo Rate, 

Reverse Repo Rate) 

Qualitative tools- selective or direct 

(change in the margin money, direct 

action, moral suasion 
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Cash Reserve Ratio – It is the minimum 

funds that banks must keep with the RBI. 

Statutory Liquidity Ratio- It is the fraction 

of the net time and demand liabilities of 

the banks in the form of liquid assets that 

banks must maintain. 

Objectives of the Monetary Policy of 

India 

 Price Stability 

 Controlled Expansion of Bank Credit 

 Promotion of Fixed Investment 

 Restriction of Inventories 

 Promotion of Exports and Food 

Procurement Operations 

 Desired Distribution of Credit 

 Equitable Distribution of Credit 

 To Promote Efficiency 

 Reducing the Rigidity 

 Once in every six months, the 

Reserve Bank is required to publish a 

document to explain to the sources of 

inflation and also the forecast of inflation 

for 6-18 months ahead. 

 Reserve Bank of India Governor 

Shaktikanta Das recently announced the 

second bi-monthly RBI Monetary Policy 

2021 on 4th june for the ongoing Financial 

Year 2021-22. The first monetary policy for 

FY 2021-2022 was announced back in 

April 2021. 

key highlights of the RBI Monetary 

policy 2021: 

 The repo rate has been retained at 4% 

and the reverse repo rate at 3.35%. 

 The marginal standing facility (MSF) 

rate and the bank rate remained 

unchanged at 4.25%. 

 RBI expects real GDP growth at 9.5% in 

2021-2022 - 18.5% in the first quarter, 

7.9% in the second quarter, 7.2% in the 

third quarter, and 6.6% in the fourth 

quarter. 

 The estimated CPI inflation is at 5.1% 

for Financial Year 2021-2022 with 

predicted CPI inflation at 5.2% in 

Quarter 1, 5.4% in Quarter 2, 4.7% in 

the third quarter, and 5.3% in Quarter 

4. 

 Shaktikantha Das has also announced 

an on-tap liquidity window for contact 

intensive sectors. A separate liquidity 

window of Rs 15,000 crore is being 

opened till March 31, 2022, with tenors 

of up to 3 years at the repo rate.Under 

the scheme, banks can provide fresh 

lending support to hotels, restaurants, 

tourism, travel operators, adventure 

and heritage facilities, aviation 

ancillary services, private bus 

operators, car repair services, rent a car 

services providers, event/conference 

organisers, spa clinics and beauty 

parlours and saloons. 

 The Governor said that the Reserve 

Bank of India has extended a special 

liquidity facility worth Rs 16,000 crore 

to SIDBI for on-lending and 

refinancing. 
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 Shaktikanta Das has disclosed that the 

Reserve Bank of India will expand the 

limit of restructuring loans for small 

businesses and individuals to Rs 50 

crore from earlier Rs 25 crore. 

RBI Governor Das said that the 

National Automated Clearing House 

(NACH) payment system will function 

seven days a week from August 2021. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fascinating Influencer marketing statistics for 2021 

 The influencer marketing industry will be worth $13.8 billion in 2021.  

 Businesses earn $5.20 for every dollar spent on influencer marketing 

campaigns. 

 Influencer marketing is now bigger than print advertising. 

 56% of the US and UK marketers work with micro-influencers on 

Instagram because they’re more cost-effective than top-tier talent. 

 Instagram was involved in 96% of all influencer marketing campaigns in 

2020. 

 As much as 78% of marketers prefer using Instagram Posts to other 

content formats.  

 In 2021, Instagram’s dominance over other platforms reduced to 68% 

due to TikTok. 

 Influencer marketing’s global spend is expected to rise as the benefits 

become more and more clear. 

 Brands will spend up to $15 billion on influencer marketing by 2022. 

 

Brain Bulb Facts 



 
 

 
© Grey Matters | 10  

 

Demarketing 

 

In a 1971 paper, titled “Demarketing, Yes, 

Demarketing,” Kotler and Levy defined 

demarketing as “that aspect of marketing 

that deals with discouraging customers in 

general or a certain class of customers in 

particular on a temporary or permanent 

basis.” 

 “So, everything that’s opposite of 

building up the demand is to take down a 

demand.” 

 

Kinds of demarketing strategies 

 Bait and switch demarketing 

 Price discriminating demarketing 

 Stock outage demarketing 

 Differentiation demarketing 

 Crowding cost demarketing 

Why Demarketing? 

 Demarketing may be adopted because 

of multiple reasons, some of which are 

listed below: 

 

 

 

 

 

 

 

 

 

 

 

 The existing supply cannot meet the 

demand 

 To conserve resources, especially 

natural resources 

 Cost of advertising for the product is 

extremely high 

 Price of selling in the particular locality 

is extremely high 

 Save the consumer from potential 

harm, such as from alcohol or tobacco 

 To promote sales of a better product by 

the same brand 

Types of Demarketing: 

General Demarketing 

 General demarketing is done when 

a company or government wants to 

reduce the demand for its product for all 

of its population. 

“Highlights” 

Steps needed to craft a winning 

demarketing strategy; 

Understanding the marketing 

objectives of the firm by setting clear 

goals 

Understanding consumer behaviour 

in detail 

Combining the marketing objectives 

and insights on customer behaviour, 

a demarketing strategy is then 

crafted and implemented. 

• Decrease 
advertising space 
and mandatory 
warning

• Decrease 
consumption 
space

• Increase fees

• Increase pricing

• Restrict availability 
of the product

Product Price

PromotionPlace
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Example: 

Government organizations discourage 

people from consuming alcohol and 

tobacco products through advertisements. 

 

Ostensible Demarketing  

 Ostensible demarketing is the 

phenomenon of creating artificial shortage 

to stimulate the appetite of consumers. 

This is done to create a sense of exclusivity 

for its customers. 

 

Example: 

 OnePlus and MI initially launched 

with a limited stock to make their 

products more desirable because of 

their exclusivity 

 Luxury brands release limited editions 

restricting the supply 

Selective Demarketing 

 Selective marketing is when firms 

target a select class of consumers and aim 

their demarketing strategies at them. This 

is mainly done to protect loyal or core 

consumers. 

Example: 

 Pubs with no stag entry or cover 

charge entries to avoid unwanted class 

of customers 

 Luxury hotels with high service 

charges to discourage low-class 

customers  

Steps needed to craft a winning 

demarketing strategy 

1. Understanding the marketing 

objectives of the firm by setting clear 

goals 

2. Understanding consumer behaviour in 

detail 

3. Combining the marketing objectives 

and insights on customer behaviour, a 

demarketing strategy is then crafted 

and implemented 

Demarketing is challenging and need to be 

implemented carefully, so that they do not 

backfire. 
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Environmental Impacts of Cryptocurrency 

 

You have been hearing about crypto 

currencies like Bitcoin, Ethereum, etc. and 

their surge in the recent months, and 

stories about people getting rich so 

quickly, However, you may not have 

thought of the possible environmental 

impacts of these digital currencies. This is 

due to the vast amount of energy that is 

necessary for mining, which requires 

solving complex mathematical problems 

and is accomplished by specialized 

computer software called Application 

Specific Integrated Circuits (ASIC). In fact, 

Bitcoin’s annual energy consumption is 

comparable to some entire countries, such 

as Argentina and Ukraine. Bitcoin 

produces 36.95 megatons of carbon 

dioxide (CO2) annually and it is estimated 

that in 30 years Bitcoin could alone 

increase global temperatures 2 degrees 

Celsius. About 65 percent of 

cryptocurrency mining occurs in China, 

where electricity is cheaper. Other 

countries with major mining operations 

include the United States, Russia, and 

Kazakhstan. 

 Recent interest from major Wall 

Street institutions like JPMorgan and 

Goldman Sachs probably culminated in 

the currency’s rise in value and an 

endorsement by Tesla’s Elon Musk helped 

drive its recent high as investors bet the 

cryptocurrency will become more widely 

embraced in the near future. It’s not just 

the value of bitcoin that has soared in the  

 

 

 

 

 

 

 

 

 

 

 

last year – so has the huge amount of 

energy it consumes. 

 As the price of bitcoin has climbed, 

so has its environmental cost. The 

cryptocurrency’s value has dipped 

recently after passing a high of $50,000 but 

the energy used to create it has continued 

to soar during its epic rise, climbing to the 

equivalent to the annual carbon footprint 

of Argentina, according to Cambridge 

Bitcoin Electricity Consumption Index, a 

tool from researchers at Cambridge 

University that measures the currency’s 

energy use. 

 Coal and other fossil fuels are 

currently a major source of electricity 

worldwide, both for cryptocurrency 

mining operations and other industries. 

However, burning coal is a significant 

“Highlights” 

Bitcoin’s annual energy consumption 

is comparable to some entire 

countries, such as Argentina and 

Ukraine. 

Bitcoin produces 36.95 megatons of 

carbon dioxide (CO2) annually and it 

is estimated that in 30 years Bitcoin 

could alone increase global 

temperatures 2 degrees Celsius. 

60 percent of mining occurs in China, 

a country which relies heavily on 

coal for power production thus 

increasing the co2 level into the 

environment. 
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contributor to climate change as a result of 

the carbon dioxide that the process 

produces. Since 60 percent of mining 

occurs in China, a country which relies 

heavily on coal for power production thus 

increasing the co2 level into the 

environment.  

 Since there is no government body 

or organization that officially tracks where 

bitcoin is being mined and what type of 

electricity miners are using, there is no 

way of knowing whether miners are using 

electricity that is fuelled by renewable 

energy or fossil fuels. But with bitcoin still 

reigning as the top cryptocurrency and, 

with endorsements from established 

companies and investment banks, the 

currency’s environmental impact is only 

likely to grow. 

 Environmentalists say that mining 

is still a cause for concern particularly 

because miners will go wherever 

electricity is cheapest and that may mean 

places that use coal. According to 

Cambridge, China has the most bitcoin 

mining of any country by far. While the 

country has been slowly moving toward 

renewable energy, about two-thirds of its 

electricity comes from coal. 

 Currently, Ethereum’s mining  

 

 

 

 

works similarly to bitcoin where the most 

powerful computers have an edge in 

getting the most bitcoin as computers 

compete to complete a transaction first. 

Ethereum’s developers are working on 

changing that system so that miners enter 

a pool and are randomly selected to 

complete the transaction and receive an 

ether in return. This method, called 

“proof-of-stake”, guarantees that less 

electricity will be used to mine the 

currency. 

 Failing to consider the 

environmental consequences of this 

technology and regulate digital currency 

companies could not only damage the 

environment but also discourage new 

digital currencies from taking steps to 

reduce their energy use and carbon 

emissions. As digital currencies 

potentially continue to increase in 

popularity, their environmental impact 

should not be overlooked. 
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The Rise of Unicorns in India 

 

The year 2020 has been called "the year of 

the unicorn startup," with India producing 

up to 12 unicorns in a single year. 

However, since fourteen unicorn firms 

have already been born in India in 2021, 

there is no doubt that 2021 will be 

remembered as the year when India's 

unicorn startup population reaches its 

peak. Between April 5 and April 9, a half-

dozen Indian firms were reported to have 

raised approximately $1.55 billion USD. 

 Looking at the most recent tally, we 

can see that enterprise, fintech, and e-

commerce are the most popular industries 

in the Indian unicorn club. Snapdeal, 

Flipkart, Infra.Market, Paytm Mall, 

FirstCry, Udaan, and others are among the 

11 unicorns in the e-commerce business. 

 When it comes to fintech, we have 

roughly 11 startups, including PhonePe, 

Paytm, Zerodha, Pine Labs, Razorpay, and 

 

 

 

 

 

 

 

 

 

 

 

others. Druva, Freshworks, Zenoti, Zoho, 

Icertis, and others are examples of unicorn 

businesses in the Enterprise tech sector. 

Following table shows the information 

about the Unicorns of 2021;

Name of Unicorn Sector Valuation ($B) Location 

Zeta API - Financial Services - Banking 1.4 Bangalore 

Moglix Marketplace - Industrial 
Equipment 

1 Noida 

Urban Company Marketplace - Handyman Services 2.1 Delhi 

ChargeBee SaaS - Subscription Billing Solution 1.4 Chennai 

Gupshup Conversational Messaging 1.4 Mumbai 

ShareChat Social Media 2.1 Bangalore 

Groww Personal Finance - Mutual Funds 1 Bangalore 

Pharmeasy E-Pharmacies 1.5 Mumbai 

“Highlights” 

The year 2020 has been called "the 

year of the unicorn startup," with 

India producing up to 12 unicorns in 

a single year. However, since 

fourteen unicorn firms have already 

been born in India in 2021, there is no 

doubt that 2021 will be remembered 

as the year when India's unicorn 

startup population reaches its peak. 

Between April 5 and April 9, a half-

dozen Indian firms were reported to 

have raised approximately $1.55 

billion USD. 
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Cred Payments - Credit Card Rewards 2.2 Mumbai 

Meesho Social Commerce 2.1 Bangalore 

FirstCry E-Commerce 2.1 Pune 

Five Star Business 
Finance 

NBFC 1.4 Chennai 

Infra.Market Marketplace - Construction 
Materials 

1 Thane 

Innovaccer Data Analytics - Healthcare 1.3 Noida 

Digit Insurance - General 1.9 Bangalore 

  

Startups That Entered the Unicorn Club 

In 2021 

Digit Insurance  

Digit Insurance, a Bengaluru-based 

insurtech business, was the first to join the 

Indian unicorn club in 2021. Existing 

investors contributed $18 million (INR 135 

crore) to the company. 

 Kamesh Goyal and Prem Watsa's 

Fairfax Holdings created Digit Insurance, 

a tech-driven general insurance company, 

in 2016. Customized insurance are 

available for health, auto, travel, 

smartphones, and commercial assets such 

as stores and vacation homes. It claims to 

have grown by 31.9 percent from March to 

December 2020, with 20 lakh Indians 

signing up for its illness insurance policy, 

which included protection against Covid-

19 and seven vector-borne diseases such as 

dengue and malaria. 

Meesho 

Meesho is an online reseller network for 

people and small and medium enterprises 

(SMBs) that sell products inside their 

network through social media platforms 

such as WhatsApp, Facebook, and 

Instagram. It was founded in 2015 by IIT-

Delhi grads Aatrey and Sanjeev Barnwal. 

About 13 million individual entrepreneurs 

use the network, offering ecommerce 

benefits to 45 million clients across India. 

 The organisation claims to have 

100K registered suppliers serving over 

26K postal codes in 4,800 cities, earning 

over INR 500 crore ($68 million at today's 

exchange rate) in revenue for individual 

entrepreneurs. To date, it has raised $415 

million in investment. 

Innovaccer 

The impact of Covid-19 on worldwide 

healthcare was huge and terrifying, with 

the threat of widespread infection 

looming over the populace. The global 

mortality toll would have been 

substantially higher if healthcare 

providers had not gone above and beyond 

to assure the easy recovery of those who 

had been infected. As the world went into 
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lockdown, healthcare, as well as solutions 

for the sector, became critical. 

 Innovacer was a rising star in the 

Indian startup environment, and it went 

on to become the first Indian unicorn in 

the healthtech space. Healthcare data is 

analysed by the corporation, which creates 

solutions for western markets such as the 

United States, to deliver actionable 

insights to healthcare practitioners, 

hospitals, insurance companies, and other 

organisations and businesses. 

Infra.Market 

There are only a few Indian unicorns that 

have been profitable since their inception. 

Another similar firm, Infra.Market, 

entered the club this year based on its 

profitability and rapid development. 

Aaditya Sharda and Souvik Sengupta 

launched the company in 2016, and it is a 

B2B online procurement marketplace for 

real estate and construction materials that 

uses technology to provide consumers 

with fair pricing and a smoother 

procurement experience. 

 The platform gathers demand and 

aligns it with the supply chain, offering 

wholesale pricing on supplies as well as 

reasonable credit or financing, which isn't 

often available to small firms in this 

industry. 

PharmEasy 

PharmEasy is a chronic care company 

launched in 2015 by Dharmil Sheth and 

Dr. Dhaval Shah. It provides services such 

as teleconsultation, prescription 

deliveries, and sample collection for 

diagnostic tests. It connects approximately 

60K brick-and-mortar pharmacies and 4K 

doctors across India's 16K postal codes. 

 The platform also includes a SaaS 

procurement solution for pharmacies, as 

well as delivery and logistics support, and 

credit solutions. Since its founding, it 

claims to have serviced over 20 million 

patients. 

CRED 

DST Global, RTP Global, Tiger Global, 

Greenoaks Capital, Dragoneer Investment 

Group, and Sofina have all invested in 

CRED, which focuses on premium credit 

card customers and offers them prizes and 

advantages in exchange for paying their 

credit card bills. CRED claims to have 

added over 5.9 million credit card users 

with a median credit score of 830 in the last 

two years. 

 Last year, the company decided to 

try its hand at ecommerce in order to boost 

income and leverage its user base. CRED 

Store was its first push into shopping, and 

CRED Pay was released in December to 

allow customers to utilise their CRED 

reward coins across ecommerce sites and 

unlock discounts. 

 Deals with ecommerce partners 

such as BigBasket, Dineout, and ixigo are 

now being finalised. The features were 

developed in collaboration with Razorpay 

and Visa. Before implementing the 

payment functionality, Vahdam Teams, 

The Man Company, Epigamia, and Man 

Matters, among others, participated in a 

pilot project with around 30 shops. 
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Groww 

Only eight months after bootstrapped 

Zerodha valued itself at over $1 billion, 

India found its second wealth 

management unicorn in Groww. Groww, 

like Zerodha, offers a software platform 

that lets users to invest in stocks, mutual 

funds, ETFs, IPOs, and gold via a mobile 

app and a web platform. For do-it-yourself 

(DIY) investors, the company had also 

launched stocks with an easy-to-use 

interface. 

 Ex-Flipkart employees Lalit 

Keshre, Harsh Jain, Neeraj Singh, and 

Ishan Bansal launched the five-year-old 

startup, which has over 15 million 

registered users. 

ShareChat 

ShareChat began its journey in 2015 as a 

content-sharing service for WhatsApp, 

with users contributing over 100K content 

pieces each day. It was founded by IIT-

Kanpur grads Farid Ahsan, Bhanu Singh, 

and Ankush Sachdeva. It discovered its 

niche in the vernacular social networking 

platform and has been concentrating on it 

since. After the Indian government 

prohibited Chinese apps like TikTok and 

Likee, the company established Moj, a 

short video platform. Moj has also been 

gaining traction with consumers, with an 

estimated 80 million monthly active users. 

Gupshup 

After earning $100 million in a Series F 

investment round led by Tiger Global 

Management, Gupshup is the ninth 

business to join the unicorn club in 2021. 

In the round, the company was valued at 

$1.4 billion dollars. It also implied that the 

present fundraising would be followed by 

a second round with significantly more 

money, which would be utilised to expand 

the company's product suite and go-to-

market operations internationally. 

 It is a conversational messaging 

platform that serves to businesses from a 

variety of sectors, including banking, 

ecommerce, hotel, and consumer 

products, among others. It was founded 

by Beerud Sheth in 2004. India accounts 

for approximately 80% of the company's 

revenue, followed by the United States 

and Latin America. 

Chargebee 

Chargebee, a subscription management 

platform based in Chennai, was named 

the tenth unicorn of 2021 after earning 

$125 million in a Series G fundraising 

round at a valuation of $1.4 billion. Tiger 

Global, along with Sapphire Ventures and 

Insight Venture Partners, led the 

investment once again. Steadview Capital 

was also a part of the round, which saw 

the company's valuation more than 

double in less than six months. 

 Rajaraman S, Thiyagarajan T, KP 

Saravanan, and Krish Subramanian 

founded Chargebee in 2010 as an 

automated subscription billing software 

platform. To automate payment 

collections, invoicing, email notifications, 

and customer administration, the 

organisation integrates with payment 

gateways. 
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Urban Company 

Urban Company (previously known as 

Urban Clap) is a home service company 

that focuses on beauty and massage, 

appliance repair, plumbing, carpentry, 

cleaning, and painting. It was founded in 

2014 by Abhiraj Bahl, Raghav Chandra, 

and Varun Khaitan. It operates in over ten 

Indian cities as well as four overseas 

markets: Australia, Singapore, Dubai, and 

Abu Dhabi. In FY20, the company 

recorded sales of INR 256.4 crore (IND-

AS) compared to costs of INR 394.2 crore, 

resulting in a loss of INR 137.8 crore. 

 Urban Company, a hyperlocal 

service provider based in Gurugram, is the 

newest unicorn to enter the club, with its 

latest $188 million Series F fundraising 

round valuing the company at $2 billion. 

Prosus spearheaded the investment, with 

DF International and Wellington 

Management joining in. 

Moglix 

Moglix, an industrial B2B marketplace, 

became a unicorn in May 2021 after 

receiving $120 million in a Series E 

investment. Falcon Edge Capital and 

Harvard Management Company (HMC) 

led the company, which also included 

Tiger Global, Sequoia Capital India, and 

Venture Highway. The firm was valued at 

$1 billion. 

Moglix is an online platform that sells 

industrial equipment such as power tools, 

hand tools, adhesives, safety and security 

products, and electricals. It procures and 

distributes safety equipment, hardware, 

office supplies, and other items to various 

industries. The organisation manages a 

supply chain that includes approximately 

16,000 vendors, 35 warehouses, and 

logistical infrastructure. 

Zeta 

Zeta, based in Bengaluru, provides a 

cloud-native neo-banking platform for the 

issuing of credit, debit, and prepaid goods, 

as well as digitised solutions for 

businesses such as automated cafeteria 

billing and more. In India, Italy, Spain, 

Brazil, Vietnam, and the Philippines, the 

answers are available. 

The fintech company employs roughly 500 

people and claims to process 1 million 

transactions per day. It presently has over 

14K corporate customers and over 2 

million consumers. Axis Bank, Kotak 

Mahindra Bank, Yes Bank, Induslnd Bank, 

and HDFC Bank are among the 25 fintech 

companies and 10 banks represented. 
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Start-up Watch 

MeraKisan  

“Buy fresh directly from Farmers” 

 
Founders: Prashanth Patil, Founder & CEO 

 

Year: 2014 

Legal Name: MeraKisan Pvt Ltd 

Sector: Agritech (B2B, B2B2C, B2C, D2C 

and Export) 

Headquarters: Pune, Maharashtra 

Website Link: www.merakisandaily.com 

Innovative Idea: 

MeraKisan is an online digital tool that 

helps Indian consumers to connect with 

local farmers. Farmers can list on the 

platform, create a profile, add agro 

products, and build an online presence. 

Consumers can search farmers by 

location, by-products they like to purchase 

like apple, cotton, and by using keywords. 

Customers can then contact the farmer of 

their choice based on the information 

provided on the site and purchase the 

product directly from the farmer. 

 Founded in 2014 by Patil, 

MeraKisan began with a primary focus on 

fresh fruits and vegetables, and “20% 

organic produce” the founder claimed. 

 For its shift in focus to the organic 

sector, the company reached out to 

existing farmers to begin with and is not 

also looking at certification for other 

farmers looking to go organic. “We started 

onboarding organic farmers individually 

and in groups, where we helped them in 

practicing organic farming and in 

certification process free of cost and also 

handhold them throughout the process, 

including pre-harvest, post-harvest, 

certification, digitisation of the record, 

selling it on the platform etc,” said Patil. So 

far, the company has partnered with 21 

organic farming certification agencies to 

help bring farmers to the organic fold.

 Then they added blockchain 

technology in for of QR code to give full 

https://www.merakisandaily.com/
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traceability of their product. Customers 

can get details of the products such as 

organic certifications, farmers details and 

others by scanning this code.  

Products and Reach: 

MeraKisan is present in almost 22 cities, 

including Pune, Mumbai, Delhi NCR, 

Chennai and Hyderabad among others, 

across 900+ stores. A big focus during 

these times of crisis has been its own app. 

 The company is also developing 

private label products under its own 

brand name ‘MeraKisan’ with a D2C 

approach to distribution. It has over 147 

SKUs in organic fruits and vegetables, 

organic groceries, organic oil and ghee 

and superfoods among others. 

Users & Revenue:  

MeraKisan’s ecommerce platform and 

mobile app, which was launched in 

February 2019 in Pune, catering directly to 

customers, has got about 22K app 

downloads and its online website has 

witnessed about 9K active users.  

 In terms of revenue, in the last fiscal 

year, the sales have grown 5x and this 

year, witnessing a revenue of more than 

INR 30 Cr in FY20, and in the coming 

months the company is looking to cross 

over 10x.  

Funding & Investors:  

Merakisan is funded by 2 investors. 

Ajinkya 

Rahane and 

Mahindra 

Agri 

Solutions. 

Competetitors:  

Organic Tattva, Pro Nature, BigBasket etc. 

Mission: 

Their mission is to support small, 

sustainable farmers and make good, local 

food accessible. 

Vision: 

“Numbers from Zomato and Swiggy in 

terms of grocery delivery in recent times 

are slowly declining. This means the space 

will open up for more consumer-facing 

products. “We will slowly move away 

from B2B and will start focusing on 

catering to the B2C, given the purchase 

economics and demand for our products, 

in the next two years” By patil. 

 

 

 

 

 

Total Funding 
$1M 
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Cure.fit 

“Be Better Everyday” 

Founder: Mukesh Bansal and Ankit 

Nagori 

 

Founded: 2016 

Headquarters: Bangalore, Karnataka 

Sector: Educational and Training Services 

Legal Name: Curefit Healthcare Pvt Ltd 

Website: www.cult.fit 

Innovative Idea:  

Operator of a fitness-based online 

platform designed to address preventive 

healthcare techniques. The company's 

platform addresses the concept of 

preventive healthcare through a 

combination of engagement, coaching and 

delivery by offering services for mental 

wellness, healthy food and fitness through 

its mobile application, enabling customers 

to manage their healthy lifestyle on a 

single platform. 

 Cure.fit has four main verticals - 

Cult.fit for fitness; Eat.fit, a healthy food 

subscription platform; Mind.fit for mental 

health and wellbeing; and now, Care.fit, 

focussed on diagnostics. They have both 

offline and online presence. 

 “The core idea is to make health 

easy. All of us want to be healthy. But it is 

tough for us to follow a routine and 

regime. So, our core product focus is on 

how to make the whole process easy and 

fun for the user. We want the user to 

understand that it is good to be healthy, 

both in the short and long term. It was one 

of the reasons why we chose to make 

Eat.fit a subscription-based product. The 

primary reason being, healthy food needs 

to be a part of the everyday diet. Focussing 

on this helps users build it as a daily 

habit.” Says Vikas Bansal, Product Head, 

Cure.fit.     

 But how does that translate on 

https://www.cult.fit/
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ground? Each Cure.fit centre has classes 

and sessions based on user preferences, 

demography, and choices. It is a no 

brainer. The algorithms are trained to 

diagnose data, check user behaviour and 

patterns, and throw up choices 

accordingly.  

 The trainer’s app tracks class 

schedules, preferences, workouts, ratings, 

and even feedback. Even the locations of 

each new centre are determined by the 

machine. These are done based on data 

points, demography, type of locality, and 

facilities available. Once the systems were 

in place for Cult.fit, the next step was to 

build and integrate it for a platform like 

Eat.fit. Where they provide 

recommendation for a healthy and 

customized diet. 

Manasa Rajan, Head Food Design and 

R&D, Eat.fit, says, it begins with making 

the right choices. “Food needs to be 

according to the palate and taste 

preferences of consumers. It is about 

finding the base Indian flavours and using 

healthier ingredients,” 

The only human interaction happens is during 

the session. 

Products: 

They have four products integrated to 

each other; 

 

 

Cult.fit: to provide online fitness and yoga 

classes. 

Mind.fit: Online fitness sessions. 

Eat.fit: Healthy meals that are both 

nutritious and delicious like fit Indian 

reciepe thalis. It is tailored according to 

indiviual. 

Care.fit: To book online doctor 

consultations and schedule diagnostic 

tests at home. 

Investors and Funding:  

cure.fit is funded by 32 investors in 9 

rounds. Temasek Holdings and Vistra 

ITCL are the most 

recent investors. 

cure.fit has invested 

in Cult on Aug 24, 

2016.  cure.fit has 

also acquired 8 organizations. Their most 

recent acquisition was Fitternity on Feb 9, 

2021. 

Competitors:  

HealthifyMe, Fitcircle, Fitpass, Growfit 

etc. 

Future Plans: 

“By leveraging deep-tech and strong on-

ground network, we aspire to service over 

100 million consumers over the next 10 

years.” By Mukesh, founder, cure.fit. 

 

 

 

Total 
Funding 

$404.6M 
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Quiz Matters 

 

1. Which is the first country in the world to grant legal tender status to bitcoin? 

a) Costa Rica 

b) El Salvador 

c) Mexico 

d) Paraguay 

 

2. What is the No.1 bank in the world according to the Forbes list of best banks in 

the world 2021? 

a) HSBC 

b) JP Morgan Chase 

c) Bank of America 

d) DBS Bank 

 

3. In Double-Win strategy, the salesperson and customers are personally and 

professionally satisfied with the; 

a) Income of sale transaction 

b) Outcome of sale transaction 

c) Passive income 

d) Portfolio income 

 

4. Cross-selling means; 

a) Selling with a cross face 

b) Cross country marketing 

c) Selling other products to existing customers 

d) Selling to employees 

 

5. Other things being equal, which of the following will cause an increase in the value 

of a bond? 

a) Decrease in the term to maturity 

b) Increase in the required rate of return on maturity 

c) Decrease in the discount on the bond issue 

d) Increase in the premium on the maturity of the bond 
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6. The amount that can be realised by a company if it sells its business as an operating 

one is termed as; 

a) Going concern value 

b) Market value 

c) Book value 

d) Replacement value 

 

7. In finance, we refer to the market where new securities are bought and sold for the 

first time? 

a) Money market 

b) Capital market 

c) Primary market 

d) Secondary market 

 

8. Which one of the following can issue the corporate bond?  

a) Individuals 

b) Government 

c) Public limited companies 

d) All of before 

 

9. Which is the treasurer’s responsibility for managing the firm’s cash and marketable 

securities? 

a) Planning its capital structure 

b) Overseeing the corporate pension fund 

c) Selling stocks and bonds to raise capital 

d) All of the above 

 

10. Which of the following is the activity which finance people are involved? 

a) Investing decisions 

b) Marketing decisions 

c) Promotion decisions 

d) None of Above 
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11. What should be the long-term focal point of financial management in a firm? 

a) The number and types of products or services provided by the firm 

b) The creation of value for shareholders 

c) The minimization of the amount of taxes paid by the firm 

d) The profits earned by the firm 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ANSWERS 

1. El Salvador 

2. DBS Bank 

3. Outcome of sale transaction 

4. Selling other products to existing 

customers 

5. Increase in the premium on the maturity 

of the bond 

6. Going concern value 

7. Primary market 

8. Public limited companies 

9. All of the above 

10. Investing decisions 

11. The creation of value for shareholders 
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Business Scan 

May 1: 

Lack of Clarity: ICICI shuts out crypto trades 

May 2: 

Government names T Rabi Sankar as Deputy Governor of RBI 

May 3: 

Second coronavirus wave leaves another 7 million people jobless in India 

May 4: 

Commodity rally sparks jump in emerging-market currencies, credit 

May 5: 

Organic firm to introduce QR-code to trace product 

May 6: 

NDDB, EESL to develop innovative energy-efficient solutions for dairy sector 

May 7: 

Centre plans to increase pulses production via inter-cropping, gives high-yielding seeds 

free 

May 8: 

Agtech start-up BigHaat expands, offers market linkage to farmers 

May 10: 

Natural rubber prices may rise a tad in short term: global producers’ body 

May 11: 

Centre buys 33.8 mt of wheat, pays farmers ₹49,965 crore online 

May 12: 

Rice, wheat push up FY21 Apeda exports to 6-year high at $19.96 b 

May 13: 

LEAF to enable Rs 500 crore credit to marginalised tribal farmers to tide over COVID-19 

crisis 

https://economictimes.indiatimes.com/news/economy/finance/lack-of-clarity-icici-shuts-out-crypto-trades/articleshow/82337734.cms
https://economictimes.indiatimes.com/news/economy/finance/government-names-t-rabi-sankar-as-deputy-governor-of-rbi/articleshow/82350129.cms
https://www.business-standard.com/article/economy-policy/second-coronavirus-wave-leaves-another-7-million-people-jobless-in-india-121050301553_1.html
https://www.business-standard.com/article/markets/commodity-rally-sparks-jump-in-emerging-market-currencies-credit-121050401376_1.html
https://www.thehindubusinessline.com/todays-paper/tp-agri-biz-and-commodity/article34485620.ece
https://www.thehindubusinessline.com/todays-paper/tp-agri-biz-and-commodity/article34494818.ece
https://www.thehindubusinessline.com/todays-paper/tp-agri-biz-and-commodity/article34503670.ece
https://www.thehindubusinessline.com/todays-paper/tp-agri-biz-and-commodity/article34503670.ece
https://www.thehindubusinessline.com/todays-paper/tp-agri-biz-and-commodity/article34511294.ece
https://www.thehindubusinessline.com/economy/agri-business/natural-rubber-prices-may-rise-a-tad-in-short-term-global-producers-body/article34525027.ece
https://www.thehindubusinessline.com/economy/agri-business/centre-buys-338-mt-of-wheat-pays-farmers-49965-crore-online/article34529213.ece
https://www.thehindubusinessline.com/economy/agri-business/rice-wheat-push-up-fy21-apeda-exports-to-6-year-high-at-1996-b/article34536897.ece
https://economictimes.indiatimes.com/news/economy/agriculture/leaf-to-enable-rs-500-crore-credit-to-marginalised-tribal-farmers-to-tide-over-covid-19-crisis/articleshow/82572988.cms
https://economictimes.indiatimes.com/news/economy/agriculture/leaf-to-enable-rs-500-crore-credit-to-marginalised-tribal-farmers-to-tide-over-covid-19-crisis/articleshow/82572988.cms
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May14: 

PM-KISAN scheme: PM Modi releases 8th installment of Rs 19,000 cr to 9.5 crore farmers 

May 15: 

Mpeda’s mud crab hatchery technology gets patent right till 2030 

May 16: 

Indians pay over 60 per cent in taxes on palm oil 

May 17: 

Vaccine costs to strain India’s already creaking State Budgets 

May 18: 

E-way bills likely to fall to lowest in a year in May 2021 

May 19: 

I-T department issues Rs 24,792 cr refunds so far this fiscal 

May 20: 

Govt garners Rs 4,000 cr via 1.95 per cent stake sale in Axis Bank 

May 21: 

Centre drafts 4-pronged strategy to lift oilseeds 

May 22: 

Early showers, low mercury to buoy kharif sowing 

May 23: 

TAFE announces free tractor rental scheme for small 

May 24: 

Slash GST on mustard seeds and oil, says COOIT ahead of GST meet 

May 25: 

Curb speculative tendencies in commodities exchanges to control prise rise: SEA 

May 26: 

India adds 2.05 GW of solar capacity in CY Q1 2021 

 

https://economictimes.indiatimes.com/news/economy/agriculture/pm-kisan-scheme-pm-modi-releases-8th-installment-of-rs-19000-cr-to-9-5-crore-farmers/videoshow/82629095.cms
https://www.thehindubusinessline.com/economy/agri-business/mpedas-mud-crab-hatchery-technology-gets-patent-right-till-2030/article34558783.ece
https://www.thehindubusinessline.com/economy/agri-business/indians-pay-over-60-per-cent-in-taxes-on-palm-oil/article34572275.ece
https://economictimes.indiatimes.com/news/economy/finance/vaccine-costs-to-strain-indias-already-creaking-state-budgets/articleshow/82697296.cms
https://economictimes.indiatimes.com/news/economy/finance/e-way-bills-likely-to-fall-to-lowest-in-a-year-in-may-2021/articleshow/82732271.cms
https://economictimes.indiatimes.com/news/economy/finance/i-t-department-issues-rs-24792-cr-refunds-so-far-this-fiscal/articleshow/82768785.cms
https://economictimes.indiatimes.com/news/economy/finance/govt-garners-rs-4000-cr-via-1-95-per-cent-stake-sale-in-axis-bank/articleshow/82805197.cms
https://www.thehindubusinessline.com/economy/agri-business/centre-drafts-4-pronged-strategy-to-lift-oilseeds-output/article34607078.ece
https://www.thehindubusinessline.com/economy/agri-business/early-showers-low-mercury-to-buoy-kharif-sowing/article34617300.ece
https://www.thehindubusinessline.com/companies/tafe-announces-free-tractor-rental-scheme-for-small-and-marginal-farmers-of-tamil-nadu/article34623398.ece
https://www.thehindubusinessline.com/economy/agri-business/slash-gst-on-mustard-seeds-and-oil-says-cooit-ahead-of-gst-meet/article34635186.ece
https://www.thehindubusinessline.com/economy/agri-business/curb-speculative-tendencies-in-commodities-exchanges-to-control-prise-rise-sea/article34639938.ece
https://www.thehindubusinessline.com/economy/agri-business/india-adds-205-gw-of-solar-capacity-in-cy-q1-2021/article34651608.ece
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May 27: 

Suspension of cardamom auctions removes price discovery mechanism: Farmers 

May 28: 

Floriculture exports edge up to $78 million 

May 29: 

Wheat purchases top record 40 million tonnes 

May 30: 

Centre prepares to tackle honey quality, adulteration issues in the long-term 

May 31: 

IFFCO unveils world’s first nano liquid urea 

Horticulture scheme launched in 12 clusters 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.thehindubusinessline.com/economy/agri-business/suspension-of-cardamom-auctions-removes-price-discovery-mechanism-farmers/article34649609.ece
Suspension%20of%20cardamom%20auctions%20removes%20price%20discovery%20mechanism:%20Farmers
https://www.thehindubusinessline.com/economy/agri-business/wheat-purchases-top-record-40-million-tonnes/article34670227.ece
https://www.thehindubusinessline.com/economy/agri-business/centre-prepares-to-tackle-honey-quality-adulteration-issues-in-the-long-term/article34681536.ece
https://www.thehindubusinessline.com/economy/agri-business/iffco-unveils-worlds-first-nano-liquid-urea/article34688024.ece
https://www.thehindubusinessline.com/economy/agri-business/horticulture-scheme-launched-in-12-clusters/article34691492.ece


 


