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MET INSTITUTE of PGDM VISION & MISSION

Vision:
To produce global management professionals & entrepreneurs embedded with strong value system &
conscience who create wealth for the society at large.

Mission:
To impart value-based quality management education that nurtures global competencies, entrepreneurial
acumen, and a strong commitment to social responsibility.

Mission statements:

1. Empower aspiring management professionals with contemporary global management

concepts, skills, and theories through experiential learning.

2. Develop leadership and entrepreneurial capabilities by fostering innovation, providing support

systems to create sustainable and socially responsible businesses.

3. Nurture social responsibility and sustainability through value based, community-focused, and

environmentally conscious management education.
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MUMBAI EDUCATIONAL TRUST

Mumbai Educational Trust (MET) is a conglomerate of premiere educational institutions, driven by a single-
minded focus on imparting quality education, to make students sharp. Training is imparted round - the-clock,
seven days a week. Projects and assignments are given utmost importance and students learn on the job.
Application-oriented knowledge, garnered in the lecture halls, is applied to industry assignments. The faculty
spares no effort to make the students razor sharp, so that they make their mark in the corporate world. No
effort has been spared, to create an environment that encourages students, to push the limits of their minds.
All this, to help young professionals face the challenges of life and make their mark in the corporate world.
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ABOUT PGDM PROGRAMME

Mumbai Educational Trust (MET) had launched a multidimensional approach
in providing professional education in the field of management and had set up
both the MMS and autonomous Management Programmes way back in the
1990s. However, in order to offer the structured learning systems under the
aegis of AICTE it set up the autonomous PGDM programme which was
primarily styled on the lines of the prestigious IIMs and other best B-Schools
in India and overseas. Recently the AICTE in its wisdom decided to promote
higher educational institutions of eminence under the stand-alone programme
Industry-Oriented  ffe in management, and thus, was born the MET Institute of Post Graduate

Syllasty = Diploma in Management (MET Institute of PGDM) under the direct affiliation
of AICTE.

PGDM program at MET, ranked as a top PGDM course in Mumbai was
launched in the year 2007. Since then, desire to get into one of the best B-
school in India has been driving Engineering, BBA, BMS, BCom, BMM &
Pharma graduates alike from all over the country to MET. PGDM at MET is
more than an MBA since its content and pedagogy empower budding
managers with technological tools and understanding besides honing their
managerial prowess. It is evident by the fact that a few thousand MET PGDM
alumni are gainfully employed in senior positions in leading corporate Houses,
making their presence felt, many being successful entrepreneurs too.

Since the world and Indian environment are continuously changing; business
and society is changing along. The pandemic has changed the way of life and
business practices. A new world order has emerged post pandemic. Hence
PGDM at MET is being continuously updated to meet its original purpose of
providing trained managers well versed with latest management techniques to
the Corporate World.

Unique Specializations

Along with Conventional Specifications offered in Trimester Il & IV in
e ] Marketing, Finance, HR, Operation and Systems PGDM at MET has also
Thinking introduced following additional NEW AGE specializations in Trimester V.
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CHAIRMAN’S ADDRESS

Dear Readers,

It gives me immense pleasure to pen this address
for an inaugural edition magazine that stands as
a testament to the vision, intellect, and creativity
of our student community. As we unveil this
edition centred on Futuristic Marketing, Human
Resources, and Finance, we are not merely
presenting a collection of articles, but a forward-
looking narrative crafted by the bright minds who
will soon lead these very domains.

We live in an era defined by rapid transformation.
The business landscape is being reshaped by
technology, globalization, and evolving human
values. In such times, the ability to anticipate the
future not just adapt to it becomes the hallmark of
true leadership. This magazine embodies that
spirit of anticipation.

The Futuristic Marketing section delves into how
artificial intelligence, immersive technologies,
and hyper-personalization are rewriting the rules
of engagement. Our students have explored how
brands can become storytellers, data scientists,
and ethical navigators, all at once.

In the Futuristic HR section, you will find thought-
provoking perspectives on the evolving
employer-employee relationship. From Al-driven
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to the growing emphasis on emotional
intelligence and hybrid workplace dynamics,
this section reflects the human face of
tomorrow’s organizations.

Meanwhile, Futuristic Finance sheds light on
how blockchain, decentralized finance, and
real-time analytics are revolutionizing financial
decision- making. It underscores the
importance of agility, transparency, and
innovation in navigating uncertain global
economies.

This magazine is not only a platform for
academic and creative expression but also a
mirror to the future-ready mindset that we
encourage in our institution. | applaud every
student, faculty mentor, and editorial team
member who contributed to this exceptional
endeavour. Your passion and dedication
remind us all that the future is not something
we enter it is something we create.

Let us continue to question, imagine, and lead.
The future is bright, and it starts with each one
of you.

With best wishes,

Shri Chhagan Bhujbal
Hon. Founder Chairman — MET

MET Continuum: Specialization Club Magazine



TRUSTEE’S ADDRESS

Dear Readers,

The inaugural edition of MET Continuum, the
magazine of our specialization clubs, offers a
visionary perspective on the evolving business
landscape. Focusing on Marketing, Human
Resources, and Finance, this student-curated
publication highlights the necessity of foresight and
adaptability in an ever-changing world.

The Futuristic Marketing section delves into how
innovation and technology, including Al and hyper-
targeted advertising, are revolutionizing consumer
engagement. The Human Resources section
examines the impact of digital tools, remote work,
and a tech-driven yet human-centric approach on
workplace culture. The Finance section explores
the transformative role of blockchain, automation,
and real-time analytics in fostering efficiency,
inclusivity, and transparency in financial practices.
MET Continuum exemplifies the curiosity,
creativity, and forward-thinking mindset of its
contributors, aiming to inspire critical thinking and
innovative ideas for the future of these vital
business domains.

With best wishes,

Shri Pankaj Bhujbal
Hon. Trustee

Dear Readers,

The inaugural edition of MET Continuum, the
specialization club magazine, presents a forward-
focused narrative built around its central theme:
Futuristic Marketing, HR, and Finance. It
underscores the importance of not only adapting to
the rapid pace of global and technological change
but also proactively shaping the future.

This magazine serves as a dynamic platform for
students to share their insights into the evolution of
these core business domains. The Futuristic
Marketing section explores how brands are poised
to harness Al, data, and immersive experiences to
create deeper and smarter consumer connections.
The HR section delves into the transformation of
workplace dynamics, highlighting the growing
emphasis on empathy, inclusivity, and the
integration of technology in hybrid work
environments. Meanwhile, the Finance section
captures ground-breaking trends, including
decentralized finance, automation, and real-time
analytics. This edition stands as a beacon of
innovation and foresight.

With best wishes,

Shri Samir Bhujbal
Hon. Trustee

MET Continuum: Specialization Club Magazine 7



Dear Readers,

It brings me great pleasure to introduce this
inaugural edition of our student magazine a
remarkable showcase of ideas, insights, and
innovation from our dynamic student community.
With the central theme of Futuristic Marketing,
Human Resources, and Finance, this magazine
captures the essence of what it means to be future-
ready in today’s ever-evolving business landscape.

The world of business is undergoing rapid
transformation. Emerging technologies, shifting
consumer expectations, and global disruptions
have made it clear that traditional approaches
must evolve. In this context, | am proud to see our
students engaging deeply with the challenges and
opportunities of tomorrow.

The section on Futuristic Marketing explores how
digitalization, data science, and personalization
are redefining how brands interact with their
audiences. These articles offer a glimpse into a
future where marketing is not just persuasive but
predictive, immersive, and ethically grounded.

In Futuristic HR, the focus shifts to the human
dimension of organizational success. Our students
have tackled vital topics such as Al- driven
recruitment, employee well-being in a hybrid world,
and the importance of inclusive and adaptive
workplace cultures.

DIRECTOR’S ADDRESS

The future of HR is clearly one where technology
empowers people, not replaces them.

The Futuristic Finance section highlights the
radical transformations taking place in the
financial sector. From blockchain and fintech
innovation to risk modelling using machine
learning, the content here reflects an acute
awareness of how finance is becoming faster,
smarter, and more inclusive.

This magazine is a testament to the academic
rigor, creative thinking, and collaborative spirit
that define our institution. | commend every
student who contributed, as well as the faculty
and editorial team who guided this endeavour
with dedication and vision.

As you turn these pages, | encourage you to
reflect not only on what the future holds but on
the role you will play in shaping it. The insights
within this magazine serve as a powerful
reminder: the future is not just something to
predict; it is something to create.

With best wishes,

CA Dr Das, Director
MET Institute of PGDM

MET Continuum: Specialization Club Magazine



Dear Readers,

It is with immense pride and joy that | present this
inaugural edition of our student magazine an
initiative that reflects not only academic
excellence but also the bold imagination and
forward-thinking mindset of our students.

This year's theme, focusing on Futuristic
Marketing, Human Resources, and Finance, is
both timely and visionary. As the business world
continues to evolve at an unprecedented pace,
driven by technology, global trends, and shifting
societal values, our students have taken a
commendable step in exploring what the future
holds for these key domains.

In the Futuristic Marketing section, you will find
insights into how marketing is transforming into
an intelligent, data-driven, and immersive
discipline. From artificial intelligence and
augmented reality to ethical consumer
engagement, this section reflects a clear
understanding of how brands will need to evolve
in order to stay relevant.

The Futuristic HR section emphasizes the
human element in tomorrow’s organizations. It
explores how the workforce is changing, how
leadership is being redefined, and how

DEAN’S ADDRESS

technology must be balanced with empathy. The
students’ exploration of remote work, diversity,
and Al in HR showcases their awareness of the
human challenges in a digital age.

Equally insightful is the Futuristic Finance
section, where students explore the impact of
blockchain, automation, and financial technology
on traditional financial systems. The perspectives
offered here indicate a strong grasp of how
transparency, speed, and innovation are
reshaping the world of finance.

This magazine is more than a collection of articles
it is a reflection of the values we aim to instill in
our students: curiosity, innovation, and a deep
sense of responsibility toward the future. |
commend the editorial team, faculty mentors, and
every contributor for bringing this vision to life with
such clarity and creativity.

May this magazine inspire you to not only
understand the future but to become an active
participant in building it.

With best wishes,

Dr. Vaishali Kulkarni
Dean - MET Institute of PGDM

MET Continuum: Specialization Club Magazine
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MET PGDM 5
FINANCE CLUB

ABOUT MET PGDM FINANCE CLUB

A Finance Club at MET PGDM is a student-run body that provides a platform for students to explore and

deepen their knowledge in finance beyond classroom learning. Here's a comprehensive overview:
Purpose of a Finance Club

1. Skill Development: Enhances practical finance skills such as financial modelling, valuation,
portfolio management, and data analysis.

2. Industry Exposure: Connects students with finance professionals through guest lectures,
webinars, and industry visits.
Networking: Helps students build relationships with peers, alumni, and professionals.
Career Support: Prepares students for finance roles in investment banking, corporate finance,
equity research, and more.

5. Club Magazines and Research: To write on contemporary trends in finance and conduct research

on finance trends.
Benefits to Students
e Practical exposure to real-world finance and study futuristic finance trends
e Better understanding of financial markets and instruments

e Enhanced résumé through active club participation

e Prepares students for internships and placements in finance

MET Continuum: Specialization Club Magazine
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Message from the Editor

Dear Readers,

I am thrilled to present the inaugural edition of
“Futuristic Finance Bulletin’, MET Institute of
PGDM's Finance Department magazine, crafted
with dedication by the Editorial Committee. This
marks a proud milestone as we delve into the world
of finance and share our insights on shaping the
future of finance.

My heartfelt gratitude goes to our Director, CA Dr.
Das, Dr. Harshada Mulay and Prof. Getaksha
Marwaha for their invaluable support and guidance.
A special thanks to my amazing team for their
efforts in refining the magazine's design and layout
with constant feedback and attention to detail.

We look forward to publishing more editions,
exploring various aspects of finance. | hope this
magazine inspires and adds value to our peers and
the community.

Happy reading!

Warm regards,

Sanika Yerunkar
Editor in Chief, Futuristic Finance.

Message from the Editorial Team
Dear Readers,

We, the members of the Futuristic Finance
Editorial Committee, Batch of 2024-26, are
proud to present the inaugural edition of our
finance magazine titled, “Futuristic Finance
Bulletin”. This magazine stands as a testament to
the innovation, passion, and intellect that define
our financial community.

Through these pages, we explore
groundbreaking innovations, strategic insights,
and sustainable practices that are driving the
future of finance. From emerging trends to
industry disruptors, this edition reflects the
dynamic nature of the financial world and our
place within it.

We extend our heartfelt gratitude to our Director,
CA Dr. Das, Dr. Harshada Mulay and Prof.
Getaksha Marwaha, for their invaluable support
and encouragement. We also thank all student
contributors, faculty members, and peers for their
continuous guidance and for sharing their
insights so generously. Your patrticipation has
been instrumental in transforming this vision into
reality.

As you journey through these pages, we hope
you discover inspiration, learning, and a sense of
belonging.

Wishing you an enlightening and engaging
reading experience!

Warm regards,

The Editorial Committee, Futuristic Finance

MET Continuum: Specialization Club Magazine
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Fintech for All: Inclusive, Smart, Sustainable

Fintech is playing a transformative role in bridging
the global financial divide, especially for the
millions excluded from traditional financial systems
due to geographical, economic, and technological
barriers. By leveraging technology, fintech
platforms are making financial services more
accessible, inclusive, and aligned with sustainable
development goals. One of the major innovations
has been the emergence of digital wallets and
mobile banking that have addressed the absence
of physical banking infrastructure in remote areas.
For example, Paytm in India has made digital
transactions available to millions of people, such
as small entrepreneurs and those with no credit
card or formal banking account, decreasing
reliance on cash and increasing digital literacy.

Fintech has also enabled entrepreneurs with
microfinance and peer-to-peer (P2P) lending
websites that provide small loans to individuals
with no access to traditional credit. Kiva, a non -
governmental  organization  website, links
worldwide lenders with poor entrepreneurs using a
crowdfunding model, enabling them to start
businesses and enhance their level of living. Tala,
another powerful platform, applies mobile phone
data and other credit scoring models to determine
creditworthiness, making it possible for individuals
in Kenya, the Philippines, and Mexico to access
microloans unavailable to them via traditional
banking. Beyond access to money, fintech is

BY ADITI KUDAV

driving sustainability through green lending

models.

Platforms such as Good Leap offer low-cost
financing of energy-saving home improvements,
including solar panels and smart devices, making
clean solutions more accessible. Although fintech
has a major impact, there are challenges. The
digital divide characterized by sparse smartphone
and internet penetration in rural regions continues
to leave many behind. Regulatory systems in
certain countries fall behind the speed of fintech
innovation, leading to legal ambiguities and
compliance problems. Furthermore, as digital
transactions increase, so do risks related to data
breaches and cyber fraud, necessitating stringent
Cybersecurity measures.

As technologies are more reachable, as well as
efforts of governments towards ensuring there is
an enabling environment, then fintech has a real
capacity to grow economic involvement in addition
to sustaining development. By summary, fintech is
remapping the money universe through innovative,
inclusive, and sustainable ways. From digital
wallets and microloans to Al-enabled credit
systems and green finance, fintech is not only a
digital revolution but a force for social change. By
embracing  innovation,  collaboration, and
responsible behavior, fintech can create an
equitable and eco-friendly financial system that
leaves nobody behind.

AUTHOR’S BIO: ADITI KUDAV

I, a PGDM (Finance) student from the 2024-26 batch, fascinated by the fusion of
finance and technology. With a focus on fintech innovation, strategic growth, and
financial inclusion, | strive to contribute to a future where technology enhances
accessibility, efficiency, and sustainability in global finance.

MET Continuum: Specialization Club Magazine
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Shaping the Future of Finance: Innovations and Challenges

The finance sector is rapidly changing, fueled by
advances in technology, shifts in the global
economy, and changing consumer behavior. No
longer confined to just banking and investing,
finance has evolved into a dynamic digital
environment. To succeed in this transforming
landscape, businesses, policymakers, and next-
generation finance professionals must embrace
innovation and flexibility. Technology has
revolutionized the way money moves and how
financial services are both delivered and
consumed. Fintech firms, online payment
systems, and modern banking platforms are
reshaping the financial ecosystem. Key
innovations include digital payments. Cloud
computing and data analytics enhance real-time
transaction processing, bolster fraud protection,
and enable more personalized financial services.
This ongoing digital transformation is not only
driving efficiency but also expanding financial
access to underserved populations across the
globe.

Artificial Intelligence (Al) and Machine Learning
(ML) are also playing pivotal roles in modernizing
financial services. Al-driven chatbots are now
capable of delivering real-time customer support,
while machine learning algorithms can detect
suspicious transactions instantaneously, helping
to prevent fraud. Finance is also becoming more
socially and environmentally conscious through
the growth of Sustainable Finance and ESG
investing.

BY GARIMA KASLIWAL

Major trends include the issuance of green
bonds, which raise funds for environmentally
friendly initiatives, and impact investing, which
supports companies that deliver measurable
positive social or environmental outcomes. The
integration of fintech and Al in these efforts has
increased transparency and reliability,
encouraging businesses to pursue sustainability
goals alongside profitability.

As financial services grow more digitized, the
importance  of robust regulations and
cybersecurity becomes even more critical.
Regulatory priorities now include the need to
balance innovation especially in digital assets
and decentralized finance (DeFi) with the overall
stability of financial markets.

Governments and regulators are actively working
to create frameworks that foster innovation while
safeguarding consumers from potential risks.
Educational institutions need to keep pace by
offering industry-relevant training programs and
certifications. A collaborative effort among
academia, industry leaders, and regulatory
bodies is essential to preparing the workforce for
the demands of the future financial environment.
In conclusion, the future of finance is digital,
inclusive, sustainable and secure. Technological
innovations such as Al, blockchain, and fintech
are enhancing efficiency and increasing access
to financial services. For both professionals and
students’ adaptability and continuous upskilling
will be key to navigating the exciting and ever
evolving financial landscape.

AUTHOR’S BIO: GARIMA KASLIWAL

I, a PGDM (Finance) student from the 2024—-26 batch, passionate about how technology
is transforming finance. With a strong focus on innovation, sustainability, and digital
transformation, | aim to help shape a smarter, more inclusive, and secure financial future
through research, strategic thinking, and lifelong learning.

MET Continuum: Specialization Club Magazine

14



Shaping the Future of Finance: Navigating a Rapidly Changing Landscape

Finance is in the midst of a revolutionary
transformation fueled by accelerated
technological innovation, shifting consumer
habits, and evolving economic global dynamics.
No longer restricted to old-fashioned bank halls
or tangible stock exchanges, finance is now in the
digital space where innovation, inclusivity, and
responsibility are the new pillars. As this
environment changes, opportunities and
challenges are arising at a record-breaking rate,
prompting institutions, regulators, and individuals
to reconsider the way they interact with money
and investments.

Perhaps the most influential trend is the adoption
of Artificial Intelligence (Al) and Machine Learning
(ML) into the very fabric of financial services.
These technologies not only are improving
efficiency but are also transforming the way
institutions engage with customers. Al-driven
Robo-advisors now provide custom investment
guidance to an individual on the basis of his or
her financial objectives and risk tolerance.
Machine learning enables creditworthiness to be
gauged with greater precision, real-time detection
of frauds, and facilitating high-speed algo-trading.
With these intelligent tools becoming smarter,
they are able to predict market trends, customize
financial offerings, and contain risks engaging
finance like never before with greater intelligence
and proactiveness.

Another revolutionary force that is shaping the
future is block chain technology and the
emergence of Decentralized Finance (DeFi).
Traditional systems, which are dependent on
intermediaries, find an alternative in block chain
with its transparent and secure way of recording
transactions, facilitating peer-to-peer exchange
and smart contracts.

The smart contracts execute intricate
agreements without any centralized control,
cutting time and expense dramatically. Tokenized
assets and crypto currencies are making strides,
and lending, borrowing, and asset transfers are
being made possible by DeFi platforms with
minimal friction. This decentralized finance
ecosystem can help democratize financial

BY HARSH JOSHI

services access to the world and particularly in
places where traditional banking is lacking.

Alongside innovation in technology has come the
increased importance of sustainability as a
supporting pillar in framing financial choices.
Environmental, Social, and Governance (ESG)
investment is no longer an esoteric interest; it has
become a mainstream investment approach.
Investors are increasingly looking for those
companies that emphasize ethical business
practices, sustainability, and social justice.
Climate risk is being regarded as a financial risk,
and instruments such as green bonds and
sustainable funds are becoming more popular.

Up-and-coming technologies beyond the now-
familiar Al and block chain are also registering
their presence. Quantum computing, though still
under development, may change the dynamics of
financial modelling, risk evaluation, and security
forever. The Internet of Things (IoT) is bringing
real-time finance from usage insurance to
automated personal finance apps tracking
expenses and suggesting savings in real time.
The intelligent, web-connected technologies are
making financial solutions more responsive and
relevant. still under development, may change the
dynamics of financial modelling, risk evaluation,
and security forever. The Internet of Things (IoT)
is bringing real-time finance from usage
insurance to automated personal finance apps
tracking expenses and suggesting savings in real
time. The intelligent, web-connected technologies
are making financial solutions more responsive
and relevant.

With innovation comes complexity, and managing
regulatory compliance in this fast- paced
environment is a growing challenge. Regulatory
Technology (Reg Tech) is stepping up to help
financial institutions keep pace with evolving legal
requirements. Al-enabled compliance systems
can detect suspicious activity, automate
reporting, and strengthen identity verification
through improved Know Your Customer (KYC)
and Anti-Money Laundering (AML) processes.
Through the reduction of human errors and
ensuring speedier and accurate reporting,

MET Continuum: Specialization Club Magazine
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Reg Tech is aiding firms to be in compliance and
making operations more efficient.

Financial inclusion has also been given an
incredible impetus through digitalization. Mobile
banking applications and fintech solutions are
reaching financial services to remote and
disadvantaged areas. Microfinance
organizations, which now have access to digital
resources, are disbursing small loans to small
business entrepreneurs with lesser
documentation. Peer-to-peer lending websites
are providing people with direct access to credit,
cutting out traditional banking gatekeepers.
These technologies are bridging the financial
divide and enabling economic engagement by
communities that were hitherto outside formal
financial systems.

While the future looks bright, a number of
challenges cast a shadow. The increasing
dependence on digital platforms raises the issue
of cybersecurity, as financial institutions are
increasingly becoming the target of cyber-
attacks. Moral issues around Al use - e.g., bias in
algorithms, data privacy, and transparency -
require immediate focus. Adopting new
technologies while upholding human-centered
values, ethical governance, and strong
cybersecurity will be instrumental in creating a
resilient and inclusive financial system. Finance is
no longer merely a matter of making money it's a
force for change in society, sustainability, and
global development. For finance professionals,
students, and institutions, remaining flexible,
learning on an ongoing basis, and connecting
with the larger mission of finance will be crucial to
succeed in the coming years.

AUTHOR’S BIO: HARSH JOSHI

| am Harsh Joshi, currently pursuing my MBA at MET College with a deep interest in
finance and how people make financial decisions. Lately, I've been diving into financial
modeling and market trends to sharpen my skills. I’'m curious, driven, and excited about '

carving out a meaningful path in the world of finance. ‘ \

MET Continuum: Specialization Club Magazine
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Shaping the Future of Finance: Embracing Innovation for a Resilient

Tomorrow

The world of finance is evolving at a pace never
seen Dbefore. Technological advancements,
shifting customer demands, and a new focus on
sustainability are compelling financial institutions
to question their existence itself. As the world
becomes more interconnected, the future of
finance is shaped by the ability to innovate, adapt,
and prioritize ethics.

1) The Emergence of Fintech and Digital
Revolution: One of the strongest drivers of
change in the banking sector is the explosive
expansion of fintech. New technologies such as
artificial intelligence (Al), blockchain, and big data
analytics are revolutionizing everything from
payment systems to investment management.
Traditional banks are no longer the sole providers
of financial services; agile startups are turning the
tide by making it convenient and customer-
centric. Digital wallets, online lending platforms,
and rob advisors are only a handful of the
innovations revolutionizing the sector.

2) Data-Driven Decision Making: Data has
turned into the blood of finance today. Banks and
financial organizations are leveraging large
guantities of data to drive decision-making,
supplement risk analysis, and personalize
consumer experience. Analytics and machine
learning technology provide information unheard
of yesterday, enabling businesses to identify
patterns, manage risk, and optimize portfolios
with  unenvied accuracy. Besides, data
democratization is enhancing financial inclusivity.

BY JAI PANDEY

By means of non-traditional credit scoring
methods, fintech companies are providing credit
and financial services to marginalized segments.
This shift towards inclusive finance is not only
ethically desirable but also financially sound.

3) Sustainable Finance: Investing for the Future
with ESG considerations in the limelight,
sustainable finance has gone mainstream and is
no longer a niche issue. Investors and
stakeholders are also increasingly demanding
corporations to be transparent and accountable.
Green bonds, social impact investment, and
carbon-neutral portfolios are revolutionizing
investment practices across the world. Banks are
discovering that integrating sustainability into
their business models is the secret to long-term
resilience. By connecting profit incentives with
positive social outcomes, the industry is leading
the way to a more sustainable and equitable
world.

Conclusion - The future of the financial industry
will be shaped by those who are willing to risk
innovating while remaining committed to ethical
standards. As new technologies continue to push
the Dboundaries, the interaction between
traditional institutions and fintech disruptors will
be key to sustainable growth. Through embracing
change and prioritizing resilience, the financial
sector can build a future that is inclusive and
sustainable. The process of transitioning into a
new age of finance has only begun, and those
who lead the charge will be the architects of a
better, more powerful tomorrow.

AUTHORS BIO: JAI PANDEY

I am a PGDM (Finance) student from the 2024—-26 batch, driven by a deep interest in
the intersection of finance and technology. My focus lies in leveraging innovation, digital
transformation, and sustainability to contribute toward building a smarter, more secure,
and inclusive financial ecosystem. Through research, strategic insight, and continuous
learning, | aspire to make a meaningful impact on the future of finance.

MET Continuum: Specialization Club Magazine
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Shaping the future of Finance: Rise of Fintech and Digital Transformation

The financial sector is undergoing an epic
transformation. The course of finance is
transforming before our very eyes because of the
rapid pace with which technology is advancing,
the manner in which regulations are evolving, and
the growing importance of sustainability. The
sector is embracing innovation that will shape its
trajectory in the coming decades, including
blockchain-based transactions, artificial
intelligence-based decision-making, and
environmentally friendly finance initiatives.

Rise of Fintech and Digital Transformation:

The advent of fintech is the largest disruption the
financial sector has ever seen. Companies are
minimizing risks, enhancing customer
experience, and maximizing operations through
Al, machine learning, and big data analytics.
Peer-to-peer lending platforms, Robo - advisors,
and mobile wallets have already enhanced the
convenience and accessibility of financial
services.

Statistics:

e The global fintech market is anticipated to
evolve at a compound annual growth rate
(CAGR) of 23.58% from 2021 to $324 billion
by 2026.

e By the year 2025, it is expected that the value
of digital payments transactions will have
exceeded $10 trillion.

For example, companies such as Square,
PayPal, and Stripe have revolutionized the
payment industry by enabling small businesses,
ensuring seamless digital transactions, and
enhancing financial inclusion.

The banking paradigm is also evolving due to
cryptocurrencies and decentralized finance
(DeFi). Blockchain technology can potentially
revolutionize contract execution, payment
systems, and even regulatory compliance with its
guarantees of security and transparency. Central
banks globally are exploring the concept of
central bank digital currencies (CBDCs) as digital
money gains popularity in a bid to maintain
financial stability and capitalize on blockchain
technology.

BY KALPESH NAIK

Sustainable Finance - The Path Ahead for
Responsible Development:

Another equally significant pillar for the future of
the financial sector is sustainability. Investors are
increasingly focusing on purpose alongside
profits as environmental, social, and governance
(ESG) considerations become more prominent.
By 2025, it is projected that the global ESG asset
base would exceed $50 trillion, or nearly one-
third of all assets under management. As of 2022,
the green bond market alone had issued over
$1.5 trillion. Companies such as Tesla have
attracted ESG-conscious investors by
demonstrating their commitment to sustainability.
To hold corporations accountable and drive long-
term wealth creation, financial institutions such as
BlackRock are also implementing ESG guidelines
in their investing processes. Aside from
investments, sustainable finance is now an
integral part of strategic planning and risk
management. Financial institutions that ignore
ESG considerations face the risk of financial
underperformance and reputational damage.
With social inequality and climate change
dominating global agendas, responsible finance
has moved from being a trend to a necessity.

Artificial Data-Driven

Decisions:

Intelligence  and

Wealth-front is giving personal financial advice in
bulk, democratizing investment methods.
Chatbots driven by Al are predicted to also
reduce banks' need for human input by improving
customer service and cutting the amount they
spend annually by $7.3 billion by 2025.

The Future of Work in Finance: Jobs, creating
over 400,000 new roles in emerging areas such
as risk management, blockchain, and artificial
intelligence. A recent survey states that 75% of
financial professionals believe that enhancing
knowledge about technology and analytics is
essential to moving ahead in their occupation.

To adjust, organizations also need to prioritize
employee well-being, foster creativity, and build
hybrid work environments. Besides retaining top
talent, financial firms that invest in flexible work
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arrangements and talent development will also be
able to compete in an increasingly dynamic
market. Despite these advancements, issues
remain. Risks are regulatory complexity, ethical
concerns regarding Al, and cybersecurity threats.
A balance between innovation and regulation is
necessary. Governments,  conventional
institutions, and fintech companies need to
collaborate to develop strong systems that
prioritize growth and consumer protection.

The finance sector is at a watershed moment in
its history. Finance can be a force in driving
equitable and inclusive global development by

embracing  digital revolution, sustainable
operations, and a people-centric philosophy. A
world where finance is driving progress instead of
mere profit is within reach due to the alignment of
technology, ethics, and purpose.

We need to remain curious, adaptable, and
committed to lifelong learning as future leaders in
the industry. Future financial systems will be
determined by our decisions today. We're not just
wondering if we're ready; we're asking if we're
ready to lead ethically, innovate fearlessly, and
collaborate honestly.
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Shaping the future of Finance: The Emergence of Digital Banking and

FinTech

Technology, shifting policies, and shifting
customer demands are all fueling the sudden
growth of the financial sector. Blockchain, artificial
intelligence (Al), sustainable finance, and financial
technology (FinTech) innovation are transforming
how individuals and entities leverage financial
services. The future of finance is being created by
the big trends, disruptors, and sustainable
processes that we analyze in this article.

The Emergence of
FinTech:

Digital Banking and

With digital solutions being faster, better, and
more accessible, fintech firms are revolutionizing
the financial sector. Financial inclusion worldwide
has enhanced due to increased digital wallets,
mobile banking, and decentralized finance (DeFi)
platforms.

Al and Automation in Finance;:

These two technologies are increasingly playing
critical roles in financial decision-making. Large
datasets are processed by machine learning
algorithms to identify market trends, enhance
trading strategies, and enhance consumer
satisfaction.

The Blockchain and
Revolution:

Cryptocurrency

Crypto currencies and blockchain technology
continue to disrupt traditional banking systems.
Decentralized finance (DeFi) platforms utilize
blockchain technology to offer trading, lending,
and borrowing services in the absence of

BY KAREENA THAKUR

middlemen. With governments exploring digital
substitutes for traditional fiat currencies, central
bank digital currencies, or CBDCs, are becoming
increasingly  mainstream.  Blockchain  can
enhance security and transparency, although
there remain some legislative hurdles to be
addressed. Environmental, social, and
governance (ESG) considerations are employed
to inform investment decisions in sustainable
finance, which is cutting-edge financing. Capital
for environmentally friendly initiatives is being
fueled by green bonds, impact investing, and
corporate programs of sustainability.

The Role of Regulation and Compliance:

To ensure stability and protect consumers,
regulatory bodies are evolving as financial
innovations gain momentum. The future of
finance will be shaped by a delicate balance of
promoting innovation and mitigating risks. The
future of the industry will be shaped by regulatory
developments in cybersecurity, data privacy, and
digital assets.

Conclusion:

Technological advancement, changing
regulatory requirements, and growing emphasis
on sustainability are all shaping the path of
finance. To develop a financial environment that
is more resilient, clearer, and fairer, companies
need to foster innovation while dealing with
challenges. Companies as well as investors will
have to stay ahead of new trends when the digital
transition takes place.
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Finance in the Digital Age: Leveraging the Potential of Technology

Rapid technological improvements and shifting
client expectations are driving a fundamental shift
in the finance sector. Financial institutions are
revamping their procedures, goods, and client
communications as digital alternatives gain
traction. This articles explores the ways in which
technology is impacting the finance industry, as
well as the potential and challenges.

The Rise of Fintech:

Revolutionizing Financial technology, or fintech,
has emerged as a significant player in the modern
financial industry. Companies are using cutting-
edge technologies to develop fresh approaches
that satisfy shifting customer and corporate
demands. Fintech has disrupted traditional
banking processes by offering faster, more
convenient, and more economical financial
services, such as Robo-advisors and online
payment systems. The democratization of
finance is arguably the biggest effect of fintech.
Small businesses and individuals can now
participate in the global economy thanks to the
ease and security of digital payments made
possible by PayPal, Stripe, and Square. By
enabling direct transactions without the need for
conventional middlemen, peer-to-peer lending
and crowdfunding websites are likewise
revolutionizing the lending sector.

Cryptocurrencies and Blockchain: Redefining
Transactions

Cryptocurrency and blockchain technologies
have revolutionized the way financial
transactions are recorded and Vverified.
Transparency, security, and immutability are
features of blockchain, a decentralized ledger
system that may reduce fraud and boost
productivity. With the promise of decentralized
alternatives, crypto currencies like Bitcoin,
Ethereum, and stable coins are upending
conventional fiat money. Financial institutions are
thriving on the possibilities of blockchain
technology, including cross-border payments,
digital identity identification, and asset
tokenization, despite authorities' difficulties in
regulating this industry. Additionally, banks all

BY KRISHIKA KANADIA

around the world are looking into Central Bank
Digital Currencies (CBDCs) because they believe
that digital currency has the potential to
modernize the financial system. The introduction
of CBDCs would improve financial inclusion,
streamline payment methods, and lower
transaction costs.

Intelligent Finance using Artificial Intelligence
and Machine Learning:

Leading the way in the revolution of financial
services are artificial intelligence (Al) and
machine learning (ML). Data-driven insight, fraud
prevention and better client interactions are all
being facilitated by these technologies. Digital
assistants and Al chatbots are transforming
customer service by offering round-the-clock
assistance without raising operating costs. Al
systems also sort through massive data sets to
predict market trends, maximize portfolio
investments, and identify any weaknesses. ML
models in risk management are helping
organizations spot odd patterns and fend off
cyberattacks. Similarly, algorithmic trading is
enabling high-frequency trading. However,
biased decision-making and data privacy are two
ethical concerns with Al that have come up.

Sustainable Finance: Matching Purpose and
Profit

As more institutions and investors recognize the
importance of environmental, social, and
governance (ESG) factors, sustainability is
becoming a major subject in the financial industry.
As businesses look to reduce their carbon impact
and promote social responsibility, green finance
initiatives are becoming more popular. Financial
products like green bonds and ESG-focused
funds are becoming more popular, allowing
investors to add value to their portfolios.
Furthermore, technology is playing a major role in
reporting transparency and tracking sustainability
measures. Because climate threats can impact
asset prices and long-term profitability, financial
institutions are also integrating sustainability into
their risk management procedures. Businesses
may improve resilience and contribute to the
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development of a more sustainable future by
implementing sustainable finance practices.

Overcoming Obstacles:
Security and Regulation

Financial services are being enhanced by
technology, but there are new hazards as well.
Data breaches, cyber-attacks, and problems with
regulatory compliance are all serious concerns.
To protect consumers and maintain trust, the
expansion of digital finance necessitates robust
cybersecurity and open regulatory frameworks.

The Financial Future:

Will You Keep Up or Get Left Behind? Financial
institutions must embrace an innovative culture
that prioritizes security and ethics if they want to
thrive in this technological age. Remaining
competitive requires forming partnerships with

fintech businesses, funding blockchain research,
and putting Al-based solutions into practice. As
the workforce adapts to the growing significance
of technology in finance, upskilling workers is also
crucial. Businesses can create adaptable and
long-lasting company models by embracing new
trends and cultivating a digital-first culture.

In conclusion - Without a question, the future of
finance is digital. Financial institutions must strike
a balance between innovation and risk
management as technology continues to
revolutionize the industry. Fintech, block chain,
Al, and sustainable finance allow them to take
advantage of new opportunities while ensuring
stability and growth over the long run. The way
forward requires adaptability, collaboration, and a
commitment to using technology for the benefit of
all.
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The Rise of Al and Blockchain in Finance

BY MINAL AGARWAL

Two innovative technologies Blockchain and
Artificial Intelligence (Al) are defining the next era
of finance. These developments are changing the
fundamentals of international finance rather than
just improving current institutions. When
combined, they offer improved security, higher
accessibility, and increased efficiency, opening
the door to a financial environment that is more
open and inclusive. From Al-driven trading
models to blockchain-powered decentralized
finance, the shift is already underway and
accelerating.

Particularly among the most obvious effects of Al
is on trade and investment. More quickly than a
human, sophisticated machine learning
algorithms can analyze vast volumes of market
data in real time, spot trends, and place trades.
Al helps High-Frequency Trading (HFT)
companies make quick choices, which gives
them a competitive advantage. One such Al tool
for maximizing trading tactics is JPMorgan's
LOXM. In a similar vein, hedge funds such as
Renaissance Technologies mostly depend on
analysis driven by data and Al to produce steady
profits. By reducing human bias in investing
decisions, Al improves the logicalness and
adaptability of plans.

Al is essential for risk management and fraud
detection in addition to trading. Al is increasingly
being used by financial organizations to track
transactions for unusual activity and instantly
identify possible fraud. Machine learning
algorithms are used by Visa, Mastercard, and
other companies to comprehend user behavior
and identify irregularities. The effectiveness of
predictive analytics has been demonstrated by
PayPal's Al algorithms, which have drastically
decreased fraudulent transactions. Businesses
such as Zest Finance use artificial intelligence
(Al) in credit evaluation to analyze non-traditional
data, providing more equitable and inclusive
lending procedures, particularly for marginalized
groups.

Al has also revolutionized personal budget
management and customer service. Virtual
assistants that offer round-the-clock assistance,

spending tracking, and budgeting guidance
include Erica from Bank of America and
Greenhouse from Wells Fargo. With the help of
Al-powered robot-advisors like Wealth front and
Betterment, which  provide individualized
investment plans, even consumers with little to no
prior experience may manage their wealth. These
developments  are  changing consumer
expectations and resulting in a quicker, more

intelligent, and more customized financial
experience.
Cryptocurrency  deals  with  trust and

transparency, whereas Al improves automation
and intelligence. Blockchain facilitates peer-to-
peer transactions without the need for middle
men since it is a decentralized, tamper-proof
record. Cryptocurrencies like Ethereum and
Bitcoin show how blockchain technology can
enable cross-border payments that are quicker,
less expensive, and increasingly secure. Price
stability is provided by stablecoins like USDC and
USDT, which also maintain the advantages of
blockchain technology. In the meantime, nations
like China and India are creating digital
representations of their fiat currencies, a trend
known as Central Bank Digital Currencies, or
CBDCs.

Blockchain-based smart contracts, or self-
executing agreements, are transforming the way
that transactions are conducted. Decentralized
Finance (DeFi), a movement that provides
lending, borrowing, and trading without the use of
traditional banks, is largely due to them. Platforms
built on Ethereum, such as Compound, and Maker
DAO, reduce the need for middle men by enabling
consumers to communicate with financial
services directly through code. These contracts
are also used in insurance, where they reduce
fraud and process claims automatically.

The security of Dblockchain is yet another
compelling  feature. Because blockchain
transactions are unchangeable, there is a far
lower chance of fraud or tampering. Blockchain-
based identity verification systems, such as Civic,
provide consumers control over their personal
information while improving security. Blockchain
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is used by Estonia to protect digital governance
and citizen data, and by IBM's Food Trust to verify
product authenticity and track supply chains.

The combination of blockchain technology and
artificial intelligence is opening even more
opportunities. Smart contracts may be improved
with intelligent decision-making, and blockchain's
safe data sharing helps Al models. Platforms
such as Singularity NET democratize access to
Al services by providing decentralized
blockchain-based Al marketplaces. By
integrating these technologies, Fetch.ai makes it
possible for autonomous agents to carry out
financial chores in real time. Ocean Protocol
protects privacy while fostering innovation by
enabling Al developers to train models on
decentralized datasets.

Blockchain and Al have significant obstacles
despite their promise. Since governments find it
difficult to establish frameworks that strike a
balance between innovation and supervision,
regulatory ambiguity continues to be a major
barrier. Another issue is scalability; Ethereum, for
example, has experienced poor transaction
speeds and high gas fees. However, algorithmic
bias alongside information privacy present ethical
challenges for Al. The use of massive databases
raises concerns about surveillance and consent,
and impenetrable Al models can occasionally
result in choices that are hard to audit or explain.
Both technologies still have security issues;
blockchain networks need to be protected against
intrusions, while Al systems need to be trained on
safe, objective data to avoid abuse.

In summary, blockchain and Al are reshaping
finance rather than merely upending it. Financial
services will be quicker, more transparent, and
available to everyone in the future because to
these technologies. Their combined potential
might change everything as they develop further,
including how we handle digital assets, verify
identities, and invest and borrow. The
organizations, companies, and people who adopt
these reforms first will have the best chance of
prospering in this new financial era. The banking
industry can guarantee that it stays at the
forefront of one of the most significant technology
revolutions of our time by remaining
knowledgeable and flexible.

In today's finance setting, the investor can be
romanticized as a logical, well-calculated
someone who bases choices on reason, data,
and analytical accuracy. The investor is portrayed
as an emotionless entity navigating a sea of
numbers and possibilities, guided only by market
fundamentals. This picture is supported by
decades of classical economic theory. This
perspective holds that markets are efficient in and
of themselves, taking in information instantly,
pricing assets with almost perfect accuracy, and
providing little likelihood for systematic
outperformance.

However, a different, much more chaotic, and
human story is told in the real world. Irrational
heights are reached by financial bubbles before
they burst dramatically. When there is
uncertainty, traders make emotionally charged
decisions. Based on fear or intuition alone,
average investors occasionally risk everything,
pursue trends, and abandon sensible plans.
These trends cast doubt on the fundamental
tenets of conventional finance and imply that
human nature its emotions, prejudices, and
instincts influence market behavior to a far higher
extent than was previously thought. This gap
between theory and practice led to the
development of behavioral finance, a field that
lies at the nexus of psychology and economics. It
aims to comprehend how psychological factors
impact investor behavior and, consequently,
market results. Behavioral finance puts
irrationality at the forefront of the discussion
rather than dismissing it as an uncommon
phenomenon. It argues that although our brains
are capable of amazing analytical feats, they are
also prone to systemic errors in judgment and
shortcuts. These cognitive biases are mental
inclinations that might cause us to make
emotionally charged judgments, misread
information, and ultimately jeopardize our
financial security. By recognizing and analyzing
these trends, behavioral finance provides a
critique of traditional models as well as a guide for
more practical, successful investing.

Behavioral finance is a very personal journey, not
just an academic one. Every investor, regardless
of experience level, has experienced periods of
uncertainty, enthusiasm, remorse, and perplexity.
Maybe a rushed investment was made of fear of
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missing a bull market, or maybe they were
reluctant to sell a dropping asset in the hopes that
it would rise again. These experiences are
manifestations of our common humanity, not
indicators of weakness. Behavioral finance
provides a framework for seeing these instances
as chances to develop and learn rather than as
failures. It offers a framework for identifying our
own psychological tendencies andmore crucially
for creating plans that enable us to avoid or
overcome them. Important psychological
elements consist of: Feelings and Responses:
Behavioral finance is the result of events like
booms and crashes that cast doubt on the logical
conditions suggested by traditional financial
theory.

Cognitive Heuristics: Often referred to as
heuristics, these brain shortcuts facilitate quick
decision-making but, when used in complex
financial situations, can occasionally result in
consistent errors (Tversky & Kahneman,
1974).Social Dynamics: Individual investing
decisions are often influenced by peer behavior
and market trends, which can occasionally force
investors to Grasping these concepts is essential
for reducing their negative impact on financial
decision-making. The psychological factors
influencing our financial lives are thoroughly
examined in this book. From the excitement of
inquiry to the paralysis of loss aversion, it seeks
to shed light on the various ways that emotions
and cognitive biases affect judgment. Through
psychological insights, real-world case studies,
and historical study, we will reveal the underlying
forces behind investor behavior. We will look at
why markets frequently behave irrationally and
how crowds might become frightened pessimistic
or unreasonably enthusiastic. We will also
examine how our views toward risk, reward, and

uncertainty are shaped by our personal beliefs,
past experiences, and even our social
surroundings.

This book looks closely at the psychological
aspects that affect our financial lives. It aims to
clarify the different ways that emotions and
cognitive biases impact judgment, from the thrill
of inquiry to the paralysis of loss aversion. We will
uncover the fundamental factors influencing
investor behavior through historical research,
real-world case studies, and psychological
insights. We will examine why markets often act
irrationally and how masses may become
excessively excited or frightened pessimistic. We
will also look at how our individual beliefs, prior
experiences, and even our social environment
influence how we perceive risk, reward, and
uncertainty.

One fundamental idea should serve as our guide
while we explore the psychology of investing:
investors are not robots, and markets are not
machines. A human mind battling uncertainty lies
at the core of every trade, trend, and crash. We
must first comprehend ourselves to comprehend
the market.

Conclusion  Behavioral finance offers a
persuasive viewpoint on investing, emphasizing
the impact of human psychology on market
dynamics and individual outcomes. By
understanding cognitive biases and adopting a
long-term perspective, investors can navigate
financial markets more rationally. Balancing
psychological insights with analytical methods is
crucial for making informed investment choices.
By understanding human psychology, investors
can create a more stable financial future and
avoid typical mistakes.
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Futuristic Finance Finance: Shaping the Future of Finance

Government policies, emerging technology, and
changing consumer needs are all bringing about
swift change in the financial industry. Blockchain,
artificial intelligence, digital payments, and a
focus on environmentally friendly investments are
all shaping the future of finance. Financial
services are becoming safer, faster, and easier to
access due to these changes. Policymakers and
entrepreneurs need to understand these changes
in order to keep pace with the evolving financial
environment.

The Development of Fintech and Digital
Banking in India:

Fintech (financial technology) and digital banking
businesses are changing the way financial
services are consumed in India. Today, many
institutions have apps for mobile banking that
ease investing, payment of bills, and transferring
money. Fintech businesses like Phone-Pe, Pay-
tm and Razor-pay have eased and replaced
online payments and transactions. Neobanks,
which function entirely online and don't have
physical branches, are growing increasingly
recognized. Niyo and Jupiter are examples of
firms that offer banking services such as
investment facilities and savings accounts
without the hassle of visiting a bank. India is
emerging as a powerhouse of digital transactions
due to the Unified Payments Interface (UPI),
which enables cashless payments to become
easy for all, ranging from large corporations to
small shops.

The Role of Artificial Intelligence in Finance:

Banks and other financial institutions are
employing artificial intelligence (Al) to identify
fraud, improve customer service, and make more
informed decisions. Al chatbots, like those used
by ICICI Bank and HDFC Bank, assist customers
with their banking requirements without human
intervention.Al is also being used in the approval
of loans. Al is applied by companies like Zest
Money and Credit Bee to analyze a borrower's
credit report and decide whether or not they can
be given a loan. Even for individuals who don't

BY PRANAY SOLANKI

have a good credit history, this has simplified
borrowing cash.

Stronger regulations and cybersecurity:

Tough laws and cybersecurity are increasingly
becoming the need of the hour as the volume of
digital transactions increases. The RBI has
introduced stricter regulations to protect
consumers from fraud and online threats. Banks
today use advanced security features such as
biometric  authentication and  two-factor
authentication to prevent fraud. To safeguard
individuals' financial and personal data, the Indian
government enacted the Digital Personal Data
Protection Act in 2023. This ensures the security
and integrity of digital financial services.

Al is also used for loan approvals. Al is employed
by companies like Zest Money and Credit Bee to
assess the credit history of a borrower and
whether or not they can be approved for a loan.

Stricter laws and cybersecurity:

Stringent laws and cybersecurity are increasingly
becoming the need of the hour as the volume of
digital transactions increases. More stringent
regulations have been put in place by the RBI to
protect consumers from fraud and online threats.
In order to prevent fraud, banks these days utilize
advanced security features such as biometric
authentication and two-factor authentication.

In order to safeguard individuals' financial and
personal data, the Indian government came up
with the Digital Personal Data Protection Act in
2023. This ensures the security and
trustworthiness of digital financial services.

The Changing Finance Job Market:

Also, the way people work in finance is changing.
Routine tasks such as data entry and
bookkeeping are being taken over by Al software
as automation continues to rise. Nonetheless,
sectors such as cybersecurity, fintech innovation,
and financial data analysis are witnessing more
job opportunities.
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Experts with digital skills are in great demand by
banks and other financial institutions. To prepare
individuals for the future of finance, institutions
like the Indian Institute of Management (IIM) and
the National Institute of Securities Markets
(NISM) are offering specialist courses.

Sustainable Finance's Rise in India;

Sustainable finance, or investing in socially and
environmentally responsible companies, is
gaining popularity increasingly. Green bonds,
meant to fund projects such as solar power and
green transport, have been promoted by the
Indian government. Investors who want to invest

in green projects are attracted to large Indian
companies such as Tata Power and Adani Green
Energy. Also, many banks are offering special
loans to companies that focus on green
operations and renewable energy.

Finally, blockchain, artificial intelligence, digital
banking, and green investments are shaping the
trajectory of Indian finance. To make the financial
system more efficient and secure, individuals,
businesses, and the government need to adapt to
these advancements. Finance will be more
accessible as technology evolves, helping India
become a more inclusive and digital economy.
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Money Matters: The Trends and Disruptors Transforming Finance

Accelerating technological change, changing
regulatory landscapes, and changing consumer
attitudes are all driving profound change in the
financial industry. To remain competitive as
digitalization  gains  momentum, finance
professionals must anticipate emerging trends,
adopt sustainable approaches, and adapt to new
technologies. Companies, investors, and
regulators alike must be adaptable, innovative,
and forward-looking in this dynamic financial
landscape.

One of the largest disruptions in finance, the
fintech revolution has used financial technology
to fundamentally change how individuals and
firms manage, exchange, and expand their
money. Peer-to-peer payment systems, mobile
wallets, and mobile banking have all optimized
the speed, security, and convenience of
payments.

Electronic payments have been revolutionized by
companies such as PayPal, Square, and Stripe,
and blockchain-based systems such as Ripple
enable faster and cheaper cross-border
transactions. Decentralized finance (DeFi)
systems are also gaining traction since they offer
permissionless, transparent financial services
free from middlemen, disrupting traditional
banking models and enabling access to global
markets. Automation and artificial intelligence (Al)
are also revolutionizing the finance industry.

Technology is enabling faster and smarter
decision-making, from machine learning-based
credit scoring models to Al-based fraud detection
systems. While banks such as JPMorgan Chase
use Al-driven chatbots to enhance customer
experience and streamline operations, Robo-
advisors such as Wealth-front and Betterment
offer personalized investing strategies at a
fraction of the usual advice costs. Institutions are
employing predictive analytics to manage risks
more effectively, optimize portfolios, and identify
market trends. Consumers will enjoy this method
more, and non- traditional finance businesses
will have the potential to develop new sources
of revenue.

BY RISHABH SONI

For example, Shopify offers integrated payments
and loans to merchants through its platform,
providing smaller businesses with improved
access to capital and financial management.

Financial institutions must adapt to digital
transformation if they wish to survive in this
rapidly evolving universe. In order to meet the
needs of a digitally native client base, it is crucial
to invest in Al, enhance cybersecurity, and
enhance user experiences. Financial planning
tools enabled by Al have been adopted by banks
like HSBC and Citibank, which are now providing
their clients with personalized, data-driven
experiences.

Digital-first strategies are now a necessity for
growth and becoming relevant; they are no longer
discretionary. As financial regulation evolves to
manage new threats and technologies, regulatory
compliance is also a key sector. Institutions have
to meet ethical standards for Al use, anti-money

laundering legislation, and data protection
legislation. In a technology-driven world,
compliance is as much about maintaining

confidence as it is about avoiding penalties. The
EU's General Data Protection Regulation (GDPR)
has become an international benchmark,
compelling companies to prioritize user consent
and data governance. Financial inclusion is
another future need. Institutions can empower
millions of unbanked or underbanked individuals
by providing digital banking services to
underserved regions, financing microfinance
initiatives, and improving financial literacy.

In Africa, mobile platforms such as M-Pesa have
shown the transformative power of accessible
finance by offering financial services to those who
were previously shut out of the formal economy
and promoting economic development at the
local level. Another tactic that distinguishes
leaders in the field is the use of big data and
predictive analytics. Banks can make more
informed decisions, personalize deals, and draw
actionable conclusions through the analysis of
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large sets of data. Advanced data analysis and
artificial intelligence-based models are
dependent on in hedge funds like Bridgewater
Associates to fuel investment strategies and
maintain  competitive performance against
volatile markets. Data will become the new
money, and use of data properly will be the key
differentiator.

Finally, sustainability must be incorporated into
the financial sector at every level. A paradigm of
sustainable finance ensures alignment with
international climate and social objectives
through anything from green loans to sustainable
investment products. Companies that appreciate
the long-term value of social influence and
environmental management, such as Goldman

Sachs, have contributed billions to sustainable
finance initiatives. Incorporating ESG into core
strategy minimizes future risks and enhances
reputational value.

Overall, relentless innovation, regulatory
adaptability, and commitment to sustainability
and inclusivity will all have important roles to play
in the future of the financial sector. Banks and
investors need to remain agile and innovative as

emerging technologies reconfigure value
production and trading.
The banking industry can create new

opportunities for growth and support a stronger,
more open, and equitable world economy by
embracing these transformative forces and
adapting to evolving consumer sentiment.

AUTHOR’S BIO: RISHABH SONI

I, a finance professional with hands-on experience in financial statement analysis, tax
return filing, and client relationship management, bring valuable insights to the evolving
finance landscape. Currently pursuing PGDM batch 2024-26, bringing alongside
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Comparing Strategy, Innovation, and Challenges: A Case Study of Two

Steel Giants in India Based on Their Finance

India is the world’s second-largest steel producer
after China, with its steel industry playing a
significant role in national economic growth. The
sector’'s performance is influenced by domestic
demand from construction, infrastructure, and
automotive sectors, along with global steel prices.
In 2024, the total annual revenue of the Indian
steel industry is estimated to be around

Z7-8 lakh crore. Out of this, ¥5-6 lakh crore comes
from the domestic market, and ¥1-2 lakh crore is
from exports, with 8 to 10 million tonnes exported
every year. The market is concentrated among a
few major players, and two of the biggest names in
this space are Tata Steel and JSW Steel, both of
which are leaders in production capacity,
innovation, and revenue.

Tata Steel, founded in 1907, is India’s oldest steel
producer and part of the Tata Group. With
headquarters in Mumbai, it has grown into a global
steel company operating across 26 countries in
Asia, Europe, and Africa. Tata Steel’s product line
includes flat steel, long steel, specialty steels, and
steel tubes, with a strong presence in both
domestic and international markets. In contrast,
JSW Steel, established in 1994 and part of the
JSW Group, has risen rapidly in a short span to
become one of the country’s most dynamic steel
manufacturers. It also operates from Mumbai and
specializes in flat, long, galvanized, and coated
steel. JSW has a strong domestic footprint and
growing global presence, particularly in the United
States and South Africa.

Financially, both companies have shown
impressive performance. In FY 2024, Tata Steel
reported revenue of %2,17,647 crore with an
EBITDA of 41,000 crore and net profit of

17,285 crore. Its annual production capacity
stood at 34 million tones. On the other hand, JSW
Steel recorded revenue of %¥1,75,006 crore, an
EBITDA of ¥28,236 crore, and net profit of ¥8,973
crore, with an annual production capacity of 27
million tones. While Tata Steel maintains a higher
revenue and capacity, JSW Steel is gaining

BY RUTIKA TORASKAR

ground rapidly, reflecting its aggressive growth
strategy and efficient operations.

Both companies have demonstrated consistent
growth over the years. Tata Steel’s revenue has
increased from %1,30,654 crore in FY 2018 to
over %2.17 lakh crore in FY 2024. JSW Steel’s
revenue rose from %1,03,952 crore to %1.75 lakh
crore during the same period. These trends
highlight the resilience and strategic growth
paths of both firms despite global economic
uncertainties and fluctuating steel prices.

Technological advancement plays a vital role in
the success of these steel giants. Both Tata Steel
and JSW Steel have invested significantly in
upgrading their production technologies. Their
plants are equipped with electric arc furnaces,
automated rolling mills, continuous casting
units, and data-driven maintenance systems.
These technologies not only enhance
productivity and quality but also reduce energy
consumption and production costs.
Furthermore, both companies have integrated
automation and Al into their operations to drive
efficiency and minimize downtime.

Sustainability is a shared priority for both firms.
Tata Steel is known for its strong commitment to
green manufacturing. The company has
launched initiatives to develop low-carbon steel
technologies and aims to reduce its overall
carbon footprint across its global operations.
JSW Steel, too, is investing heavily in
sustainability through renewable energy, water
recycling, and carbon emission reduction. Its
sustainability roadmap includes adopting more
eco-friendly raw materials and energy-efficient
production practices to align with global climate
goals.

Despite their success, both companies face
distinct challenges. Tata Steel’s major hurdle is
its European operations, particularly Tata Steel
Europe, which has been grappling with high
operational costs, outdated infrastructure, and
stringent regulatory frameworks.
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Additionally, Tata Steel is affected by fluctuations
in the prices of key raw materials like iron ore and
coking coal. On the other hand, JSW Steel’s
challenges stem from market competition and
geopolitical risks. Its rapid expansion strategy
exposes it to global trade uncertainties, raw
material price volatility, and regulatory hurdles in
foreign markets.

Key drivers influencing revenue growth also differ.
Tata Steel relies heavily on its international
presence, and strategic acquisitions like Corus and
Bhushan Steel have significantly expanded its
capacity and customer base. Its diversified
portfolio and global operations offer revenue
stability across market cycles. In contrast, JSW
Steel’s growth has been largely driven by domestic
capacity expansion and a robust export strategy. It
has built a strong presence in key overseas
markets, including the Middle East and Africa, and
has increased its share of high-value steel
products. Profitability is another important metric
where JSW Steel appears to have an edge. In FY
2024, it reported an EBITDA margin of 18.2%,
compared to Tata Steel's 16%. This reflects JSW’s
focus on operational efficiency, lean
manufacturing  practices, and modernized
infrastructure. Tata Steel, although more globally

diversified, operates in mature and highly
regulated markets like Europe, which puts
pressure on its profit margins.

In summary, Tata Steel and JSW Steel represent
two different yet successful strategies within the
Indian steel sector. Tata Steel, with over a
century of legacy, is a global giant focused on
specialty steel, global diversification, and
sustainability. JSW Steel, despite being
relatively younger, has demonstrated agility,
modernity, and high profitability through smart
investments in technology and export-oriented
growth. Tata Steel offers scale, global
experience, and product diversity, while JSW
Steel brings speed, operational excellence, and
market responsiveness. As the steel industry
continues to evolve with emerging technologies
and stricter environmental regulations, both
companies are well-positioned for future growth.
Tata Steel will benefit from its global presence
and innovation in green steel, while JSW Steel
is likely to sustain momentum through strategic
expansions and efficient operations. Together,
they symbolize the strength and dynamism of
India’s steel sector in the global economy.

AUTHOR'’S BIO: RUTIKA TORASKAR
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and technology. My goal is to create a more inclusive, sustainable, and efficient financial
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Shaping the Future of Finance: The Vision of Indian Business Leaders

Indian business leaders have been instrumental in
fostering innovation, welcoming disruption, and
clearing the path for a sustainable future in the
constantly changing financial sector. Visionaries
like Tata Group's Natarajan Chandrasekaran and
Reliance Industries’ Mukesh Ambani have
revolutionized the Indian financial sector. Their
audacious choices and astute observations
continue to influence the nation's financial
inclusion and growth trajectory.

Mukesh Ambani: The Revolution in Digital
Finance -

Through India's digital transformation, Reliance
Industries Chairman and Managing Director
Mukesh Ambani has had a major impact on the
banking industry. Along with revolutionizing
telecoms, his ambitious Jio program set the stage
for unprecedented financial inclusion.

Realizing the potential of digital payments,
Reliance and the State Bank of India established
Jio Payments Bank with the goal of offering
millions of people easy access to financial
services. Jio Financial Services, which focuses on
wealth management, insurance, and consumer
loans, was part of Ambani's vision for an India that
is digitally connected.

Jio Financial Services is poised to upend
established banking practices by utilizing Al and
data analytics to provide customized financial
solutions to India's expanding digital populace.

Beyond technology, Ambani's approach places a
strong emphasis on price and accessibility,
enabling digital money to reach even the most
isolated regions of India. His impact on digital
finance bridges the gap between financial
institutions and the underprivileged populace,
supporting the Indian government's drive for a
cashless economy.

Natarajan Chandrasekaran: Integrating Fintech
and Sustainability —

Financial Inclusion: Giving under privileged
people more access to banking and credit,
enabling small enterprises and rural areas.

BY SANIKA YERUNKAR

Natarajan Chandrasekaran, the chairman of
Tata Sons, has played a key role in guiding the
Tata Group toward a financially viable and
technologically advanced future. Fintech
solutions have been adopted by Tata Capital and
Tata Digital under his direction in order to
improve client satisfaction and increase financial
accessibility.

Chandrasekaran is aware that finance and
sustainability are interdependent. A division of
Tata Capital, Tata Cleantech Capital has led the
way in green finance in India, assisting with
sustainable infrastructure and renewable energy
initiatives. Chandrasekaran makes sure that the
future of finance is in line with long-term
sustainability  objectives by incorporating
Environmental, Social, and Governance (ESG)
concepts into financial choices.

Additionally, the super app Tata Neu, which was
introduced under his direction, combines
lending, banking, and investment products to
provide users with a smooth online financial
experience.

He is helping to create a more equitable,
technologically advanced, and ecologically
conscious financial future by encouraging
partnerships between fintech and traditional
banks.

These leaders' combined efforts demonstrate
how Indian finance is moving beyond
established frameworks. Banking is becoming
more efficient, safe, and accessible with the
growth of fintech, digital payments, and Al-
driven financial solutions. Leaders like Ambani
and Chandrasekaran are making sure that India
stays at the forefront of innovation as the world
shifts to sustainable finance.

Three major define India's

financial future:

pillars  will

Digital Transformation: Using big data,
blockchain, and Al to improve customer
experience and expedite financial services.
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Sustainable Finance: Ensuring long-term
economic resilience, promoting green financing,
and incorporating ESG principles into
investment plans.

India is positioned to become a global financial
powerhouse and serve as a model for rising
economies around the world as long as these
leaders keep pushing the envelope. These
forward-thinking leaders are helping to create the
future by making sure that finance continues to be
a force for sustainability, growth, and inclusivity.

Lesson Acquired: Impact, Vision, and
Adaptability. Three important lessons for
influencing the direction of finance are highlighted
by the success stories of Mukesh Ambani and
Natarajan Chandrasekaran:

1.Visionary Leadership: Bringing about
change requires a forward-thinking strategy and
the capacity to foresee changes in the sector.

2. Adaptability and Innovation: In a financial
environment that is changing quickly, long-term
success is ensured by embracing technology,
fintech, and sustainable practices.

3. Social and Economic Impact: True
leadership in finance resides in enhancing its
accessibility, inclusivity, and sustainability for
the benefit of society as a whole.

These executives serve as a reminder that the
future of finance is about vision, flexibility, and
making a significant and long-lasting
contribution to society, not just about numbers.

AUTHOR’S BIO: SANIKA YERUNKAR
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technology in finance. As a finance enthusiast, | like to explore the intersection of
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MET PGDM
HUMAN RESOURCE CLUB

ABOUT MET PGDM HUMAN RESOURCE CLUB

MET PGDM HR Club is a platform typically established in academic institutions, professional
organizations, or companies to provide a collaborative and engaging environment for individuals interested
in Human Resources Management. It serves as a hub for HR-related activities, knowledge sharing, skill
development, and networking opportunities.

KEY ACTIVITIES OF AN HR CLUB

Workshops and Seminars: Topics like employee engagement, talent acquisition, and
performance management.

Panel Discussions: Industry experts sharing insights on HR challenges and innovations.

Case Studies and Competitions: Solving real-world HR problems to foster critical thinking.
Role-Playing Activities: Practicing negotiation, interviews, and conflict resolution
scenarios.

HR Research Projects: Exploring new HR technologies, policies, and strategies.

Social Responsibility Initiatives: HR-driven activities like diversity programs and

community outreach.

BENEFITS TO STUDENTS

Practical Experience: Exposure to real-world HR scenarios.

Professional Development: Opportunities to learn from HR practitioners and experts.
Enhanced Employability: Improved skills and better preparation for HR roles.
Networking Opportunities: Access to HR professionals, mentors, and peers.

Leadership Opportunities: Managing events, leading teams, and strategizing club activities.
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Message from the Editor

Dear Readers,

| am thrilled to present the inaugural edition of
“Futuristic HR”, MET Institute of PGDM’'s HR
Department magazine, thoughtfully curated by the
Editorial Committee. This edition marks a proud
milestone as we step into the dynamic world of
Human Resources, sharing fresh perspectives and
insights on shaping the future of work and people
management.

My heartfelt gratitude goes to our Director, CA Dr.
Das, Dr. Harshada Mulay and Prof. Getaksha
Marwaha for their invaluable support and
guidance. A special thanks to my amazing team for
their efforts in refining the magazine’s design and
layout with constant feedback and attention to
detail.

We look forward to publishing more editions,
exploring various aspects of Human Resources. |
hope this magazine inspires and adds value to our
peers and the community.

Happy reading!
Warm regards,

Mugdha Pawar
Editor in Chief, Futuristic HR

Message from the Editorial Team

Dear Readers,

We, the members of the Futuristic HR Editorial
Committee, Batch of 2024-26, are proud to
present the inaugural edition of our HR magazine
titled, “Futuristic HR bulletin”

This magazine stands as a testament to the
innovation, empathy, and strategic thinking that
define our HR community.

Through these pages, we explore the evolving
world of Human Resources from upskilling and
reskilling to preparing for the future, to the
growing emphasis on mental health and
sustainability at work.

We dive into the impact of digital transformation,
the balance between automation and the human
touch, and the need for psychological safety in
the workplace.

We extend our heartfelt gratitude to our Director,
CA Dr. Das, Dr. Harshada Mulay and Prof.
Getaksha Marwaha, for their invaluable support
and encouragement. We also thank all student
contributors, faculty members, and peers for
their continuous guidance and for sharing their
insights so generously. Your participation has
been instrumental in transforming this vision into
reality.

As you journey through these pages, we hope
you discover inspiration, learning, and a sense
of belonging.

Wishing you an enlightening and engaging
reading experience!

Warm regards,

The Editorial Committee, Futuristic HR
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Mental Health in the Future Workplace: Prioritizing Psychological Safety

Imagine stepping into a workplace where you don't
have to pretend to be okay when you're not. A place
where you can share your thoughts, struggles, and
ideas without fearing judgment. Sounds amazing,
right? Well, this shouldn’t just be an ideal scenario
it should be the reality of every workplace in the
future.

Work is no longer just about getting a paycheck.
It's where we spend a huge part of our lives, and
our mental health should be just as important as
our work performance. Yet, many employees
hesitate to talk about their stress, anxiety, or
burnout. They fear being labeled as “weak” or
worry about losing opportunities for growth.

The result? Silent struggles, exhaustion, and even
serious health issues. Research shows that a toxic
work environment can lead to burnout, lack of
motivation, and even depression. But when
companies prioritize mental well-being, employees
feel valued, perform better, and stay loyal to the
organization.

Unfortunately, many workplaces still fail to take
mental health seriously. A heartbreaking example
is a young software engineer who couldn’t handle
the immense pressure at work. He had spoken
about his struggles, but no one paid attention. The
workplace culture brushed off mental health
concerns as “just part of the job.” His tragic loss
shook the corporate world and forced companies
to rethink how they support their employees. But
do we really need a tragedy to take action?

What a Mentally Healthy Workplace Should
Look Like

Supportive Managers — Leaders should en-
courage employees to speak openly about stress
and struggles without fear.

No Toxic Work Culture — Offices should be free of

bullying, extreme pressure, and unhealthy
competition.
Mental Health Support— Companies should

provide  counseling,  stress
programs, and mental health days.

management

BY BHAVIKA BOHRA

Flexible Work Options - Work-from-home
days, shorter work hours, and wellness breaks
should be encouraged.

Psychological Safety— Employees should feel
safe expressing ideas without being ridiculed or
ignored.

Companies that take care of their employees’
mental health don’t just build a happier team they
create stronger businesses. Employees who
feel safe and valued contribute more, stay
longer, and innovate better.

As students, we are the future workforce. Let’'s
ensure that when we step into the professional
world, we demand and help create workplaces
that care about mental health as much as
productivity. Because at the end of the day,
happy and healthy employees don't just work
harder they work smatrter.

Companies Leading the Way in Workplace
Mental Health

Many forward-thinking companies have realized
that happy and mentally healthy employees lead
to better productivity, creativity, and loyalty.

Google - Prioritizing Employee Well-Being
Google has long been known for its employee-
friendly policies. The company promotes
psychological safety by encouraging employees
to speak freely without fear of judgment. It also
offers: Free therapy and counseling services
Meditation and wellness programs Flexible work
schedules  Support groups for  stress
management. Google’s efforts have helped
reduce burnout and improve overall employee
satisfaction.

Why This Matters for Us?

If companies continue to ignore mental health,
we’ll face the same toxic environment that so
many employees are struggling with today. But
we have the power to demand change!
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When choosing a future employer, let's look

beyond salary and job itles. Let's ask: work better, stay longer, and contribute more.

Does this company care about its employees’ It's a win- win for everyone
well- being? Do they offer mental health support?

Is the work culture positive and respectful?

AUTHOR’S BIO: BHAVIKA BOHRA

| am a BCom graduate and a PGDM student with a curious mind and a growing passion
for Human Resources. | believe in the power of people to shape organizations and
culture. | enjoy exploring how communication, empathy, and strategy intersect in HR
to create better workplaces. With an open mind set and a strong drive to turn ideas into
action, I'm committed to making a meaningful impact wherever | go.
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Future of Work: The Marathon Workweek — Can the 90-Hour Culture

Sustain the Future?

As workplaces evolve, so do conversations about
productivity and work-life balance. In recent
times, the concept of a 90-hour workweek has
sparked widespread debates.

Proposed by L&T Chairman SN Subrahmanyan,
this idea champions extreme dedication to work,
drawing both admiration and criticism. But as the
world moves towards redefining the future of
work, one critical question emerges: can this
marathon workweek truly sustain the future?

The Hustle Illusion

The 90-hour workweek symbolizes the hustle
culture that glorifies long hours as a measure of
success. Proponents argue that such dedication
fuels inno- vation and career growth, especially in
industries striving to stay competitive. However,
this relentless grind often comes at the expense
of mental health, physical well-being, and
personal relationships.

When Work Replaces What Matters

In the midst of these discussions, Chartered
Accountant-turned-mindset coach Nitu Mohanka
shared a poignant personal anecdote about the
repercussions of hustle culture. In an Instagram
post, she reflected on how her relentless focus on
work led to missed family moments.

“Hustle culture is seductive. But the promise of
‘grind now, enjoy later’ rarely delivers,” Mohanka
wrote. She recounted working 14-hour days,
replying to emails at 3 AM, and missing her
daughter’s first steps due to client meetings. The
turning point came when her 5-year-old drew a
family picture and left her out of it, explaining,
‘Mama is always at the office.” This moment
made Mohanka realize how the pursuit of
success was eroding her personal life, leading
her to reevaluate her priorities.

Challenges of the 90-Hour Workweek

The 90-hour
concerns:

culture raises significant

BY MUGDHA PAWAR

Burnout Epidemic: Continuous overwork can
lead to chronic stress, exhaustion, and declining
productivity. Hustle may look good on a résumé,
but burnout doesn't.

Impact on Family Life: As shared by mindset
coach Nitu Mohanka, those extra hours at the
office often come at a steep personal cost. Long
workdays can create emotional distance at home,
leaving relationships strained and precious
moments missed.

Health Consequences: A lack of adequate rest,
irregular eating habits, and sedentary lifestyles
resulting from overwork contribute to serious
health issues such as anxiety, sleep disorders
and reduced immunity. Without time to recharge,
the human body starts to rebel. Lifestyle diseases
and mental health challenges are becoming the
unwanted side effects of the grind.

Unsustainability for the Workforce: To- day’s
professionals, particularly younger generations,
are placing increasing value on flexibility, mental
wellness, and purpose-driven work. A rigid,
marathon-style workweek risks alienating this
evolving workforce, leading to dissatisfaction,
attrition, and a decline in employee engagement.

Is There a Better Way?

Countries like Japan and Sweden are exploring
shorter workweeks to enhance productivity and
well-being, providing a stark contrast to the 90-
hour proposition. Meanwhile, the idea of a “O-
hour workweek” is emerging, symbolizing a
radical shift in mindset focusing on outcomes
rather than hours worked.

Mohanka’s story is a powerful reminder that
success need not come at the cost of personal
happiness. As work culture in India continues to
evolve, leaders and organizations must balance
ambition with empathy, prioritizing employee
well-being alongside business goals. The future
of work depends not on how many hours we work,
but on how effectively we work while maintaining
harmony in our personal lives.
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As we redefine productivity in the modern
workplace, it's time to question what success
really looks like. Is it measured by timesheets
and sleepless nights, or by creativity,
collaboration, and conscious living? Workplaces
that prioritize empathy, flexibility, and outcome-
driven models are already outperforming those
stuck in the grind mindset. Studies by the WHO
and ILO have linked long work hours to
increased risk of stroke and heart disease proof
that hustle without health isn’t heroism, it’s
harm.

Gen Z and millennials the very future of the
workforce are vocal about valuing purpose over
pressure, well-being over workload. And guess
what? They’re not wrong.

If the goal is to build resilient organizations that
thrive in the long run, the solution isn’t to push
harder it’s to work smarter, healthier, and more
human.

The 90-hour culture might win short sprints, but
the future of work? That's a marathon that
demands balance, boundaries, and bold new
thinking.

So, as we gear up for this next era, the question
isn’'t just “Can we sustain the marathon
workweek?” it’'s “Do we really want to?”

AUTHOR’S BIO: MUGDHA PAWAR

| am a creative, detail-oriented, and optimistic individual with a natural knack for
leading and collaborating with teams. As a PGDM student with a passion for HR, |
aim to streamline hiring processes, reduce attrition, and manage talent with precision.
I'm fueled by a love for continuous learning and a mission to build inclusive work
cultures that empower people and spark engagement through fresh, innovative
strategies. Beyond the boardroom, I'm a sports enthusiast and an artist always ready
to channel my energy and creativity into everything | do.
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Gen Z and Millennials in Leadership: The New Wave of Change

Leadership is evolving. Gone are the days of rigid
hierarchies, corner offices, and leadership built
solely on tenure. A new generation is taking the
reins Millennials (born 1981-1996) and Gen Z
(born 1997-2012). As they step into leadership
roles, they’re not just filling seats; they’re rewriting
the playbook.

So, what’s changing?
1. Goodbye Boss, Hello Coach

Traditional leadership was often about authority
leaders dictated, and employees followed. But
Millennials and Gen Z are reshaping leadership
into mentorship. They don’'t want to be the boss;
they want to be the coach. Instead of “Do as | say,”
they lead with “Let’s do this together.”

Take Airbnb’s CEO, Brian Chesky (a Millennial),
who fosters a culture where leaders are
approachable, employees have a voice, and
collaboration is key. This shift makes workplaces
more engaging and less about top-down control.

2. Purpose Over Pay Checks

Unlike past generations, who often prioritized job
security and paychecks, Gen Z and Millennials
seek purpose. They want their work to matter not
just to shareholders but to society. Leaders from
these generations are prioritizing sustainability,
diversity, and ethical business practices. Take
Patagonia’s former CEO, Rose Marcario (a
Millennial-era leader), who turned the company
into a powerhouse of environmental activism.
Expect to see more leaders prioritizing social good
over short-term profits.

3. Flexibility is the New Normal

The 9-to-5 grind? Outdated. Gen Z and Millennial
leaders understand the value of work-life balance,
remote work, and flexible schedules. They
measure success by output, not hours logged in an
office. Companies like Shopify and Spotify, led by
Millennial and GenZ-friendly leadership, have
adopted permanent remote- work policies. The
message is clear: Trust employees, and they’ll
deliver.

BY NIKANKSHA KADAM

4. Mental Health Matters
This generation isn’t just talking about burnout;

they’re actively fighting it. Gen Z and Millennial
leaders recognize the importance of mental
health, offering wellness programs, therapy
stipends, and even implementing four-day
workweeks. Microsoft Japan tested a four-day
workweek and saw a 40% increase in
productivity. More companies are likely to follow
suit as younger leaders normalize mental health
as a workplace priority.

5. Diversity is Non-Negotiable

Old leadership often viewed diversity as a
compliance checkbox. Gen Z and Millennials see
it as a competitive advantage. They prioritize
diverse hiring, inclusive policies, and workplaces
where everyone belongs. Leaders like Melanie
Perkins (Millennial CEO of Canva) have built
companies with inclusivity at their core. Expect
workplaces to become more representative, with
leaders ensuring that different perspectives
shape decision-making.

6. Tech-Savvy Leadership

Having grown up with the internet, younger
leaders are leveraging Al, automation, and digital
tools to drive efficiency. They aren’t afraid to
experiment with emerging technologies, whether
it's using Al to improve workflows or blockchain
for transparent transactions.

For example, Gen Z entrepreneurs are launching
businesses on platforms like Discord, TikTok,
and Web3, bypassing traditional corporate
structures altogether. Leadership today is about
adapting quickly to tech shifts.

7. Radical Transparency
Forget corporate jargon and sugar-coated

emails Gen Z and Millennial leaders believe in
open, honest communication. Employees now
expect leaders to address challenges head-on,
whether it's financial struggles, layoffs, or
strategic pivots. Yvon Chouinard, founder of
Patagonia, set a precedent by giving away his
entire company to fight climate change a bold,
transparent move that resonated deeply with
younger generations.
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Final Thoughts:
A Leadership Revolution

With Gen Z and Millennials at the helm,
leadership is becoming more empathetic,
purpose- driven, and innovative. They aren’t

afraid to challenge outdated norms and create
work environments that prioritize people over
profits, collaboration over hierarchy, and impact
over tradition. This shift isn’t just a trend it's the
future of leadership. Buckle up. Change is here.

AUTHOR’S BIO: NIKANKSHA KADAM
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masters to enhance proficiency and learn from the potential leaders.
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Engaging And Retaining Gen Z: A Comparative Case Study on Trends of HRM

Practices at TCS Vs Infosys

Leadership is evolving. Gone are the days of rig-
id hierarchies, corner offices, and leadership built
solely on tenure. A new generation is taking the
reins Millennials (born 1981-1996) and Gen Z
(born 1997-2012). As they step into leadership
roles, they’re not just filling seats; they’re rewriting
the playbook.

The workforce landscape is changing rapidly, and
Generation Z (Gen Z) those born between 1997
and 2012 is now entering the job market in full
force. With their unique characteristics, values,
and expectations

Characteristics of Gen Z as a Workforce Gen Z is
distinct from previous generations (Millennials,
Gen X, and Baby Boomers) in several key ways.
Understanding these traits is crucial for HR
departments to effectively manage and engage
this new wave of talent.

Key Characteristics of Gen Z:

Tech savvy: Gen Z has grown up in a world of
smartphones, social media, and constant
connectivity. They are highly tech-savvy and
expect digital tools and technology to be
integrated into their daily work experience. They
value remote work, digital collaboration, and
flexibility.

Goal Driven: Gen Z tends to align themselves
with companies that support sustainability,
inclusivity, and social justice. They are more likely
to choose employers that align with their personal
goals.

Entrepreneurship: Gen Z workers are
entrepreneurial and interested in side projects or
free- lance work. They want the opportunity to
create, innovate, and experiment.

Gen Z’s Expectations from Employers

To effectively engage, retain, and foster their
growth of Gen Z workers HR departments must
address their distinct expectations which include:

Hybrid Work Models: Gen Z is accustomed to
working from home and online collaboration, so
they expect employers to offer hybrid work

BY RUTIKA TORASKAR

models a mix of in-office and remote working
options.

Flexible Hours: A rigid 9-to-5 schedule is not as
appealing to Gen Z workers. They prefer flexibility
in their hours to accommodate personal
commitments and lifestyles.

Work-Life Integration: Gen Z seeks work-life
integration, where they can achieve balance with-
out compromising career growth.

Challenges in Managing Gen Z Workforce:
While Gen Z brings fresh energy and
perspectives, managing this generation does
come with unigue challenges:

High Expectations: Gen Z’s high expectations in
terms of workplace culture, flexibility, and career
growth.

Job Hopping: Gen Z has been labeled as a “job-
hopping” generation due to their desire for quick
career advancements and opportunities.

Adapting to New  Technology: HR
professionals need to stay ahead of technological
trends to meet Gen Z’s digital-savvy expectations.

Gen Z’s entry into the workforce presents both

opportunities and challenges for HR. This
generation is tech-savvy, value-driven, and
entrepreneurial, and they are looking for

flexibility, purpose, and growth in their careers.
HR departments must adapt to these evolving
expectations by embracing technology, fostering
diversity, and offering flexible work environments.

Comparison of trends in HRM Practices of

TCS and Infosys:
giNfoS)s

Both Tata Consultancy Services (TCS) and
Infosys are global leaders in the IT services
sector, and both companies recognize the
significance of Generation Z (Gen Z) as an
emerging workforce demographic. While their
HRM (Human Resource Management) practices

’ /~~  TATA
CONSULTANCY
SERVICES
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are tailored to attract, retain, and engage
employees, each company has adopted its
unique approach.

Employee Recruitment Practices:

For employee recruitment TCS uses

Digital Recruitment Channels: TCS uses online
platforms, campus recruitment drives, and social
media channels like LinkedIn and Instagram to
attract genZ talent. TCS is also known for its Ninja
hiring program that targets fresh graduates.

Hackathons and Competitions: TCS organizes
hackathons and coding competitions (like TCS
Code- Vita) to scout for top talent, which appeals
to the entrepreneurial and problem- solving
nature of Gen Z.

Infosys:

Campus Engagement and Online
Recruitment: Infosys has a strong presence in
campus recruitment, by online tests, technical
interviews, and video-based assessments, which
resonate well with Gen Z's comfort with
technology.

Infosys Springboard: Infosys launched the
Infosys Springboard platform, which is designed
to help students and young professionals upskill
and prepare for the future of work.

Employee Engagement strategies: TCS
Continuous Learning and Development: TCS
has robust learning and development pro- grams
such as TCS iON and TCS Academy, which
provide Gen Z employees with access to
upskilling, and certifications.

TCS Digital Platforms: The company integrates
cutting-edge digital tools into daily operations,
providing collaboration platforms like TCS
COINTEL and Slack to make work more
interactive and efficient.

Mentorship Programs: TCS offers mentorship
programs for career guidance.

Infosys:

Learning and Upskilling Platforms: Its Infosys
Wingspan platform allows employees to access a
wide range of training materials, including
emerging tech certifications (Al, Data Science,
etc.).

Employee Engagement Programs: Infosys has
survey and feedback mechanisms that allow
employees to voice their opinions, which
resonates with Gen Z’s desire for openness and
transparency in the workplace.

Diversity and Inclusion Initiatives:
places significant emphasis on
inclusion, and gender equality.

Infosys
diversity,

Work-Life Balance and Flexibility - TCS:
Work-from-Home (WFH) and Flexible Hours:
TCS has introduced flexible work arrangements,
especially post-COVID-19. Gen Z, who values
work-life balance, appreciates TCS’s policies that
offer remote work options, flexible hours, and a
focus on employee well-being.

Infosys:

Flexibility and Remote Work: Infosys offers
flexible working hours and has been transitioning
to a hybrid work model. This approach, which
gives employees the choice between working
from home and office, is particularly attractive to
Gen Z, who seek work-life integration.

Career Progression and Opportunities: TCS
Clear Career Pathways: TCS offers structured
promotion frameworks and role-specific growth
paths, which are key for Gen Z.

Internal  Mobility and Innovation: TCS
encourages internal mobility, giving Gen Z
employees the chance to explore various roles
within the organization.

Infosys:

Clear Growth Opportunities: Infosys also
emphasizes on clear growth trajectories. The
company’s focus on learning and innovation
allows employees to pursue new challenges and
take on leadership roles earlier in their careers,
aligning with Gen Z’s desire for rapid growth and
autonomy.

Innovation and Hackathons: Infosys offers
innovation-focused programs such as Infosys
Innovation Fund and TechSparks. These
programs help Gen Z employees channel their
entrepreneurial spirit and creativity.
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Compensation and Perks: TCS

Competitive Pay and Benefits: TCS offers a
competitive compensation package, including
performance bonuses, stock options, health
benefits, and a variety of employee perks aligned
to Gen Z.

Infosys:

Attractive Salary and Benefits: Infosys offers
competitive salaries along with bonus structures,
employee stock options, and retirement benefits.
The company also provides health and wellness
programs tailored to the mental and physical
needs of Gen Z workers.

Conclusion

To successfully manage Gen Z talent, HR
strategies should focus on continuous learning,
personalized experiences, and creating a
workplace that aligns with their values. By doing
S0, companies can tap into the potential of Gen Z
and ensure they thrive in the workforce of the
future.

Both TCS and Infosys have adopted modern HR
practices that cater to the unique needs of
Generation Z.

TCS emphasizes digital recruitment, learning
platforms, work-life flexibility, and employee
wellness, which resonates with Gen Z’s desire for
career growth, autonomy, and well-being.

Infosys, on the other hand, focuses on continuous
learning, employee engagement, inclusive work
culture, and sustainability, appealing to Gen Z’s
values of purpose-driven work and social impact.
Clearly both companies have distinct vyet
complementary approaches to engaging Gen Z,
offering an environment that balances innovation,
work-life  flexibility, and employee growth
opportunities, all while addressing Gen Z’s desire
for purpose, transparency, and inclusivity in their
workplace.
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Remote Work and Talent Acquisition: A Borderless World

The world of work has changed forever. The rise
of remote work has shattered geographical
barriers, opening doors to a truly global
workforce. Companies are no longer limited by
city lines or country borders when seeking the
best talent.

Instead, they can tap into a worldwide pool of
skilled professionals, creating a diverse and
dynamic workforce like never before.

The Talent Revolution: Why Remote Work is
here to stay a few years ago, remote work was
seen as a perk something offered to a lucky few.
Today, it has become a fundamental part of how
businesses operate. With digital collaboration
tools and cloud-based systems, employees can
work effectively from anywhere. This shift is more
than just a trend; it's a revolution in talent
acquisition and workplace culture.

For companies, this means access to a broader
and more diverse range of professionals.

For job seekers, it means opportunities that were
once out of reach are now just a video call away.
The best person for the job is no longer the one
who lives nearby it’s the one who brings the right
skills and perspective, no matter where they are
in the world. The Benefits of a Borderless Talent
Strategy

1.Access to a Global Talent Pool
Gone are the days of limiting hires to a single city.
Companies can now find top talent from all

corners of the world, bringing in unique
perspectives and fresh ideas.

2.Diversity and Inclusion

Hiring beyond borders means embracing

different cultures, experiences, and ways of
thinking. A diverse workforce fosters innovation
and helps businesses connect with a global
customer base.

3.Cost-Effective Hiring
Remote work allows companies to optimize costs
by hiring talent from regions with different living

BY SAKSHI CHORDIYA

expenses while still offering competitive wages.
It's a win-win for both employers and employees.

4.lmproved Satisfaction and
Retention

Remote work gives employees the flexibility to
create a work-life balance that suits them.
Happier employees are more productive and

more likely to stay with a company long- term.

Employee

Challenges and How to Overcome Them:
While the benefits are clear, hiring across borders
does come with challenges. Different time zones,
cultural differences, and legal considerations can
create roadblocks. However, with the right
strategies, these challenges can be navigated
effectively.

Time Zone Management: Use overlapping work
hours, asynchronous communication, and
collaboration tools to keep teams connected.

Cultural Sensitivity: Foster an inclusive
company culture that celebrates diversity and
encourages under- standing.

Legal Compliance: Work with local experts or
global employment platforms to ensure
compliance with labor laws and regulations in
different countries.

The Future of Work is Without Borders

The shift to remote work is more than just a work-
place trend it's a transformation that is redefining
how companies grow and innovate. By embracing
a borderless workforce, businesses can unlock
potential beyond their local talent pools and
create teams that are more skilled, diverse, and
engaged.

For job seekers, this means more opportunities
than ever before. Whether you're a designer in
Brazil, a software developer in India, or a
marketing expert in Germany, the world is now
your job market. The future of work isn't just
remote it’s limitless. The only question is: Are you
ready to embrace it.
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Rethinking Employee Value Propositions for Gen Z and Millennials

The modern workplace is undergoing a
transformation, and at the center of this change
are Gen Z and Millennials. By 2025, these two
generations will make up over 70% of the global
workforce, bringing with them new expectations,
priorities, and work values. Unlike previous
generations, they are not solely driven by job
security and financial compensation. Instead,
they seek purpose, flexibility, career growth, and
a strong workplace culture.

For HR professionals, this shift demands a
complete rethinking of the Employee Value
Proposition (EVP) the set of benefits and values
an organization offers to its employees in
exchange for their skills and commitment. A well-
crafted EVP is no longer just a nice-to-have; it is
now a strategic necessity in the race to attract,
engage, and retain top talent.

So, what exactly do Gen Z and Millennials want
from their employers, and how can HR leaders
evolve their EVPs to meet these expectations?

The New Workplace Expectations

Traditional EVPs focused on job stability,
hierarchical promotions, and standard benefits
packages. However, for today’s workforce, these
are no longer enough. Instead, Gen Z and
Millennials prioritize:

1. Flexibility

The Non-Negotiable Demand Work is no longer
about sitting in an office from 9 to 5. These
generations value hybrid and remote work
models, allowing them to balance work with
personal life.

Example: Companies like Airbnb and Spotify
have embraced fully remote work policies,
enabling employees to work from anywhere. As a
result, they’ve not only improved employee
satisfaction but also expanded their talent pool
globally. Conversely, companies enforcing strict
office return policies have faced backlash,
increased resignations, and difficulty in retaining
top talent.
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2. Career Growth & Continuous Learning
Unlike Baby Boomers, who often stayed in one
role for years, Gen Z and Millennials prioritize fast-
tracked career growth and continuous skill
development. They expect mentorship, upskilling
opportunities, and clear career paths.

Example: Deloitte introduced a “Choose Your
Own Adventure” career model, where employees
can switch departments and explore different
roles. This approach has significantly boosted
retention by providing a dynamic career
experience.

3.Purpose-Driven Work

Beyond Just a Paycheck. For Gen Z and
Millennia’s, work is not just about earning money
it's about making an impact. They want to work
for companies that align with their values, social
responsibility, and sustainability efforts.
Example: Patagonia, a leader in sustainability,
has attracted purpose-driven employees by
embedding environmental activism into its
culture. Their “Don’t Buy This Jacket” campaign
encouraged customers to reduce waste,
reinforcing their commitment to sustainability.
Companies that fail to integrate Corporate Social
Responsibility (CSR) into their business
strategies risk losing talent to organizations with
stronger ethical values.

4.Mental Health and Well-Being

Workplace burnout and mental health have
become critical concerns. Gen Z and Millennials
expect mental health support, wellness
programs, and a culture that prioritizes well-
being.

Example: Google offers on-demand mental
health coaching and “reset weeks”, allowing
employees to disconnect and recharge. These
initiatives have been instrumental in reducing
stress and improving productivity. In contrast,
companies with toxic work cultures that ignore
mental health concerns have seen higher attrition
rates and decreased engagement.
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5. Inclusive, Collaborative, and
Engaging Work Culture

Diversity, Equity, and Inclusion (DEI) are not
optional anymore. Gen Z and Millennials expect
a workplace that fosters open communication,
collaboration, and inclusivity. They thrive in flat
hierarchies where their voices are heard and
valued.

Example: Microsoft has implemented Al-driven
inclusive hiring programs and mentorship
initiatives that promote diversity at all levels. By
doing so, they have created a more engaging and
innovative work environment. Companies that fail
to foster inclusivity risk alienating top talent and
facing reputational damage.

Why Companies Must Evolve or Risk Losing
Talent

The competition for skilled employees is at an all-
time high, and organizations that fail to adapt their
EVP will struggle with higher attrition and lower
engagement. A 2023 study by McKinsey revealed
that companies with strong EVPs experience
50% lower turnover rates compared to those that
don’t. Employees are no longer hesitant to leave
jobs that don’t align with their values leading to
movements like “The Great Resignation” and
“Quiet Quitting.”

Companies that resist change, enforce rigid work
policies, or fail to offer career development
opportunities will find themselves losing their best
employees to competitors.

How HR Can Redefine EVP for the Future to
stay ahead, HR leaders must rethink their
approach by:

Personalizing career paths — Employees
should be able to switch roles, explore new
domains, and develop diverse skills.

Enhancing benefits beyond salary — Mental
health support, wellness programs, and work-life
balance policies should be core EVP
components.

Fostering trust and transparency — Open
communication, pay transparency, and inclusive
decision-making build long-term loyalty.
Investing in technology - Al-driven HR
solutions can provide personalized learning,
data- driven career development, and remote
work enablement.

Final Thoughts: The Future of EVP

The future of HR isn’t about forcing employees to
fit into outdated corporate structures it's about
adapting to meet the evolving needs of today’s
workforce. Organizations that listen, evolve, and
prioritize employee experience will win the war for
talent. As an MBA student and future HR
professional, | believe that companies must
embrace change, prioritize employee well-being,
and redefine work itself. The workplaces that
succeed will be those that create flexible,
inclusive, and purpose-driven environments.
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Virtual Reality in Training and Development: The Next Frontier

Imagine stepping into a training session where
you’re not just listening to a lecture or reading a
manual you're actually inside a fully immersive,
interactive world. You're a firefighter navigating a
burning building, a doctor performing a complex
surgery, or a corporate employee practicing
difficult ~ conversations  with Al-powered
colleagues. This is not science fiction; this is the
reality of Virtual Reality (VR) in training and
development. As technology continues to evolve,
VR is making waves across industries by
transforming the way employees learn, practice,
and retain new skKills. It's engaging, effective, and
most importantly it's changing the game for
workforce training.

How VR is Reshaping Training

Traditional training methods often rely on
manuals, videos, or classroom instruction. While
these can be effective, they sometimes lack
engagement and fail to simulate real-world
conditions. VR, on the other hand, immerses
learners in a hands-on experience that feels real.

Take Walmart, for example. They’'ve adopted VR
to train employees on customer service and
handling high-pressure Black Friday sales.
Instead of just reading about stressful situations,
employees actually experience them virtually so
they know exactly what to expect. UPS is using
VR to train drivers on how to navigate city streets,
recognizing potential hazards before they even
get behind the wheel.

Even law enforcement agencies are using VR to
prepare officers for dangerous situations, like de-
escalating conflicts or handling active shooter
scenarios. These experiences allow them to
make mistakes and learn in a safe, controlled
environment rather than in the field, where the
stakes are much higher. In education, VR is
creating exciting new ways to learn. Imagine
medical students practicing surgeries in a risk-
free virtual space or history students walking
through ancient civilizations instead of just
reading about them. VR is turning learning into an
experience rather than just a process.

BY SHRIYA ALWE

Why VR is a Game-Changer for Learning So,
what makes VR such a powerful tool for
training?

1.1t’s More Engaging

Let’s face it traditional training can sometimes be
boring. Watching long presentations or reading
endless manuals doesn't always capture
attention. VR, on the other hand, is interactive
and immersive, making learning more engaging
and memorable.

2.1t’s Safe and Risk-Free

Some jobs involve high-risk training. Pilots,
surgeons, and military personnel, for example,
can’'t afford to make mistakes in real life. VR
provides a space where they can practice, fail,
and learn without real world consequences.

3.Standardized and Scalable Learning

In big companies, it's tough to ensure that every
employee receives the same quality of
training.VR solves this by providing a consistent
learning experience, no matter where someone is
located.

4.Immediate Feedback for Faster Learning VR
can track performance in real time, allowing
trainees to receive instant feedback. This means
they can immediately correct mistakes, helping
them learn faster and more effectively.

Challenges That Come with VR Training

Of course, no technology is perfect. While VR is
exciting, there are still some hurdles that
companies need to overcome before it becomes
mainstream.

1.High Costs

Developing VR training programs requires
expensive equipment and software. However, as
VR technology advances, costs are expected to
decrease, making it more accessible.

2.Technical Limitations

Some users experience motion sickness when
using VR, and the technology requires a certain
level of digital literacy to navigate properly.
Additionally, VR headsets can be bulky and
expensive.

MET Continuum: Specialization Club Magazine

52



3.Content Creation Takes Time
Unlike traditional training materials, VR training
needs to be carefully designed and developed,
which can take months or even years.
Companies need skilled professionals to create
realistic, high-quality simulations.

What’s Next for VR in Training?

The future of VR in training and development
looks incredibly promising. As artificial
intelligence (Al) integrates with VR, training
programs will become more adaptive and

personalized, tailoring experiences to each
individual learner. And as costs go down, we can
expect VR to be widely adopted across more
industries making learning more engaging,
accessible, and effective.

VR isn’tjust the next frontier in training it's already
here, and it's changing the way we learn and
grow. Companies that embrace it now will have a
competitive edge, building a smarter, more
prepared workforce for the future.

So, are we ready to step into this new reality?

AUTHOR’S BIO: SHRIYA ALWE
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Cross-Cultural Teams: Managing Diversity in a Global Workplace

In today’s interconnected world, businesses
operate across multiple geographies, bringing
together employees from diverse cultural
backgrounds. While cross-cultural teams offer a
competitive edge by fostering innovation,
creativity, and varied perspectives, they also
present unique challenges that organizations
must navigate to ensure effective collaboration.
Managing diversity in a global workplace requires
strategic leadership, cultural intelligence, and an
inclusive work environment.

The Growing Importance of Cross-Cultural
Teams

Globalization has led to an increase in
multinational companies, remote work, and
international collaborations. Companies like
Google, Microsoft, and Toyota have diverse
teams working across different continents,
bringing varied expertise and cultural insights to
the table. Cross-cultural teams are not just a
trend; they are a necessity for companies aiming
to stay competitive in global markets. When
managed effectively, these teams drive
innovation and enhance problem-solving
capabilities by combining different viewpoints and
work styles.

Benefits of Cross-Cultural Teams

1. Increased Innovation and Creativity

A diverse team brings unigue perspectives and
ideas, fostering a culture of innovation.
Employees from different cultural backgrounds
approach problems differently, leading to more
creative solutions.

2. Expanded Market Understanding

Global businesses require an understanding of
local markets, consumer behaviors, and cultural
preferences. A diverse workforce helps
organizations cater to various demographics,
making their products and services more
accessible worldwide.

3. Enhanced Employee Engagement and
Learning

Working in a cross-cultural team allows
employees to develop -cultural intelligence,
communication skills, and adaptability. Exposure

BY SHUBHAM MOTE

to different work styles and perspectives fosters
continuous learning and professional growth.

4.Improved Problem-Solving and Decision-
Making

A heterogeneous team is better equipped to
analyze challenges from multiple angles, leading
to more effective decision-making. Studies have
shown that diverse teams outperform
homogeneous ones in problem-solving and
strategic thinking.

Challenges of Cross-Cultural
Teams

Despite the benefits, managing diversity in a
global workplace comes with its own set of

challenges.

Managing

1. Communication Barriers

Language differences and varying
communication styles can lead to
misunderstandings. Some cultures prefer direct
communication, while others rely on subtle,
context-based messaging.

2. Cultural Misinterpretations

What is considered acceptable behavior in one
culture may be inappropriate in another. For
example, while some cultures value
assertiveness, others may view it as aggressive
or disrespectful.

3. Differing Work Ethics and Attitudes Cultural

perspectives on work-life  balance,
hierarchy, and time management vary
significantly. Some cultures prioritize punctuality
and strict adherence to schedules, while others
may be more flexible.

4. Conflict Resolution Styles

Different cultures have different approaches to
conflict resolution. While some may favor open
discussions and direct confrontation, others may
prefer mediation and indirect negotiations.

Strategies for Effective Management of
Cross-Cultural Teams

1.Foster Cultural Awareness and Sensitivity
Organizations should provide cultural training to
employees, helping them understand different

MET Continuum: Specialization Club Magazine

54



customs, values, and communication
styles. Encouraging employees to learn about
their colleagues’ cultural backgrounds can
improve empathy and teamwork.

2. Encourage Open and Clear

Communication

To bridge communication gaps, companies
should adopt common working languages, use
simple and clear messaging, and encourage
active listening. Providing tools like translation
software and multilingual support can also be
beneficial.

3. Build an Inclusive Workplace Culture

An inclusive workplace fosters mutual respect
and belonging. Leaders should celebrate cultural
diversity by recognizing important festivals,
traditions, and milestones of employees from
different backgrounds.

4. Set Clear Expectations and Goals

Clearly defined roles, responsibilities, and
objectives help align team members towards a
common vision. Leaders should ensure that all
employees, regardless of their cultural
background, understand what is expected of that.

5.Promote Collaborative Leadership
Culturally competent leaders who appreciate
and leverage diversity play a crucial role in
managing cross-cultural teams. Encouraging
participative leadership and decision- making
ensures that all voices are heard and valued.

6.Leverage Technology for Collaboration
Virtual teams need digital tools to stay connected.
Platforms like Slack, Microsoft Teams, and Zoom
enable seamless communication and teamwork
across different time zones.

7.Develop Conflict Resolution Mechanisms
Having a structured approach to resolving
disputes ensures that cultural misunderstandings

do not escalate. Leaders should be trained in
cross-cultural conflict resolution and encourage
mediation when necessary.

Case Study: How IBM Successfully Manages
Cross-Cultural Teams

IBM, a global tech giant, is known for its diverse
workforce spanning multiple countries. The
company has implemented several best practices
to manage cultural diversity effectively:

e Cultural Training Programs: Employees
undergo training to understand cultural
differences and develop global leadership
skills.

e Diversity and Inclusion Policies: IBM
promotes a culture of respect through policies
that encourage equal opportunities and
diverse hiring practices.

e Global Collaboration Tools: The company
uses Al-driven communication platforms to
facilitate teamwork across continents.

o Flexible Work Policies: Recognizing that
different  cultures have varied work
preferences, IBM allows flexible work
arrangements to accommodate diverse
needs.

Conclusion

Cross-cultural teams are an asset in today’s
globalized business environment. When
managed effectively, they enhance innovation,
expand market reach, and drive Dbusiness
success. However, organizations must be
proactive in  addressing  communication
challenges, cultural misunderstandings, and
differences in work ethics. By fostering an
inclusive culture, leveraging technology, and
promoting collaborative leadership, companies
can turn diversity into their greatest strength,
ensuring a more productive and engaged
workforce.
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Upskilling for the future: The role of lifelong learning

The world is evolving at an unprecedented pace,
driven by rapid advancements in technology and
shifting job market demands. In this dynamic
environment, the key to staying ahead is
continuous learning. Lifelong learning isn’t just a
concept it's a necessity. Whether you are an
experienced professional or a fresh graduate, up
skilling is the bridge between present
competencies and future opportunities.

Global Trends and Initiatives

1. United States: Companies like Amazon and
Google are investing billions in workforce up
skilling programs, offering certifications and
training in Al, cybersecurity, and data science to
ensure employees remain competitive in the
digital era.

2. European Union: The European Commission
launched the “Pact for Skills,” encouraging
lifelong learning through partnerships between
industries and educational institutions to close
the skills gap in digital transformation and
sustainability.

3. India: With the rise of automation, the Indian
government has introduced SkKill India programs
aimed at enhancing employability through
vocation- al training in emerging sectors like Al,
robotics, and renewable energy.

Benefits of Upskilling

1. Enhanced Career Growth: Professionals with
updated skill sets are more likely to secure pro-
motions and leadership roles.

2. Job Security: In an era of automation, up
skilling reduces the risk of job displacement.

BY ADITYA YUVRAJ BANSODE

3. Increased Productivity: Employees who
continually learn are more efficient and adaptable
to workplace changes.

4. Innovation and Creativity: Continuous
learning fosters a culture of problem-solving and
in- novation within organizations.

Challenges and Considerations

1. Cost of Education: Not all employees or
organizations can afford high- quality up skilling
programs.

2. Time Constraints: Many professionals
struggle to balance work and learning due to tight
schedules.

3. Resistance to Change: Employees
accustomed to traditional work methods may
resist learning new technologies or skills.

Future of Lifelong Learning

1. Al-Powered Personalized Learning:
Adaptive learning platforms tailor courses based
on individual progress and performance.

2. Virtual Reality (VR) Training: Industries like
healthcare and manufacturing are leveraging VR
for hands-on skill development.

3. Hybrid Learning Models: A mix of online and
offine education will dominate up skilling
strategies, making learning more accessible.

The future belongs to those who invest in
continuous learning. Up skilling is no longer an
option but a necessity for success in an ever-
evolving world. By embracing lifelong learning,
individuals can unlock limitless career
opportunities, stay relevant in their fields, and
contribute meaningfully to society. The journey of
learning never truly ends it only evolves.
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The 4-Day Workweek: Is It the Future of Productivity?

The traditional five-day workweek has long been
the standard in many industries. However, a
growing number of companies and countries are
experimenting with a four- day workweek, aiming
to enhance productivity, employee well-being,
and work-life balance. Could this shift represent
the future of work?

Global Adoption and Trials United Kingdom:
As of January 2025, approximately 200 UK
companies, employing over 5,000 people, have
permanently adopted a four-day working week
without reducing pay.

These organizations span various sectors,
including marketing, technology, charity, and
consulting.

Proponents argue that this model improves
employee well-being and productivity, aiding in
talent attraction and retention.

Japan:

Known for its rigorous work culture, Japan has
initiated efforts to promote a four- day workweek
to address labour shortages and encourage a
healthier work-life balance.

Despite government endorsements, adoption has
been gradual, with only 8% of companies offering
a three-day weekend.

Companies like Panasonic have implemented
flexible schedules, but widespread acceptance
remains limited.

Iceland:

Between 2015 and 2019, Iceland conducted trials
reducing the workweek to 35 hours without pay
reduction for 2,500 workers.

The results showed “dramatically increased” well-
being, improved work-life balance, and
maintained or improved productivity across most
workplaces.

BY BHUMIKA MHATRE

Benefits Observed

Enhanced Productivity:

Companies like Atom Bank in the UK have
reported increased profitability and sustained
productivity after transitioning to a four-day
workweek.

Improved Employee Well-Being:

Employees have experienced reduced stress and
burnout, leading to higher job satisfaction and
morale.

Talent Attraction and Retention:
Organizations adopting a four-day workweek
have found it easier to attract and retain top
talent, as the model appeals to workers seeking
better work-life balance.

Challenges and Considerations

Operational Feasibility:

Not all industries can seamlessly adopt a four-day
workweek, especially those requiring continuous
service or client availability.

Potential for Increased Daily Hours:

Some implementations involve longer workdays
to compensate for the reduced workweek, which
could lead to employee fatigue.

Cultural Resistance:

In regions with entrenched work cultures, such as
Japan, there may be resistance to reducing work
hours despite potential benefits. The four-day
workweek presents a promising alternative to
traditional work schedules, offering potential
benefits in productivity, employee well-being, and
talent management. While challenges exist, the
positive outcomes from various global trials
suggest that, with thoughtful implementation, the
four-day work- week could become a viable
model for the future of work.

AUTHOR'’S BIO: BHUMIKA MHATRE
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Automation vs. Human Touch: Finding the Perfect Balance

Balancing Automation and Human Touch:
The Future of Work is Hybrid

In today’s fast-paced digital world, businesses
are constantly on the lookout for ways to do more
with less faster. Enter automation a game-
changer that's helped streamline processes,
slash costs, and take repetitive tasks off people’s
plates. From Al chat- bots to automated
workflows, the tech takeover is real. But here’s
the million-dollar question: how do we balance
tech efficiency with the irreplaceable hu- man
touch?

Spoiler alert: The answer isn’t either/or. It's both.

The Power of Automation

Let’s give automation its flowers. It's a major
upgrade for business operations, and here’s why:
Efficiency at Scale: Tasks that once took hours
now get done in seconds giving teams time to
focus on big-picture strategy.

Cost Savings: Fewer manual tasks = reduced
labor costs.

Smart Decisions: Al-driven data gives you the
power to make sharper, faster choices.
Accuracy & Consistency: Machines don’t call in
sick or get tired they deliver standardization with
minimal errors.

Always-On Service: Chatbots and virtual
assistants offer 24/7 customer support no coffee
breaks required. Automation’s got receipts, and
the benefits are real. But let's not get carried
away.

Why the Human Touch Still Matters?

People don’t want to be treated like ticket
numbers. They want to be seen, heard, and
understood. That’s where humans win, every
time.

Empathy is Everything: Only humans can truly
pick up on tone, frustration, or subtle cues.
Genuine  Personalization: Al can make
recommendations, but only humans can relate.
Creative Thinking: Machines follow code.
Humans break the mold and build what’s next.
Relationship Building: Trust is earned through
conversations, not just conversions.

BY DEVANG ZARAPKAR

Complex Problem Solving: The tough stuff still
needs human brainpower and nuance.

Let's face it people connect with people. That
emotional layer? Still 100% human territory.
Striking the Balance: Tech + Human = Dream
Team So how do we get the best of both worlds
without tipping too far in either direction? Here’s
the playbook:

1.Automate the Mundane: Use tech for routine
tasks so your team can focus on high-impact
work.

2.Human-in-the-Loop: Let bots handle FAQs
but escalate tricky issues to real humans.
3.Support, Don’t Replace: Use Al insights to
empower employees, not side line them.
4.Design for Experience: Don’t let automation
make your service feel robotic build in seamless
handoffs.

5.Personalize at Scale: Use tech to inform
personalization, but let humans deliver it.
6.0ptimize with Feedback: Keep refining your
balance with real-time data and customer input.

Who’s Getting It Right?
Across industries, some brands are nailing this
hybrid approach:

« Amazon: Al powers suggestions, but humans

« are ready for complex support issues.

+  Healthcare Startups: Al handles
triage; doctors’ step in for care.

* Modern Banks: Algorithms catch fraud, but
real advisors give financial advice.

+ Hotels: Chatbots help with bookings, but
concierge teams deliver tailored guest
experiences.

initial

The common thread? Automation handles the
“‘how,” while humans deliver the “why.”

Looking Ahead: The Hybrid Future

The future of business isn't about man vs.
machine it's about man with machine. As tech
evolves, the true differentiator will be how
businesses blend automation with emotional
intelligence. Companies that get this mix right will
not only thrive but connect on a deeper level.
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technology does the heavy lifting and people
bring the heart, soul, and spark that customers
truly remember.

Final Take
In the end, automation should enable humans,
not erase them. The real magic happens when

AUTHOR'’S BIO: DEVANG ZARAPKAR
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Green HRM: Building a Sustainable from the Inside Out

When we think about sustainability, we often
picture wind turbines, solar panels, or electric
cars. But sustainability isn’t just about technology
it's about people. At its heart, a sustainable
workplace is one where employees, leaders, and
organizations work together to minimize their
environmental footprint and foster a culture of
responsibility. This is where Green Human
Resource Management (Green HRM) steps in,
bridging the gap between sustainability goals and
everyday workplace practices.

The Human Side of Green HRM

For many employees, the idea of sustainability at
work may seem like a corporate buzzword until it
becomes personal. Imagine a workplace where:

¢ You start your day with a reusable coffee cup
in- stead of a single-use one.Your office is
designed to optimize natural light, reducing the
need for artificial lighting.

o Instead of paper-heavy processes, digital
work- flows make things seamless and eco-
friendly.

Leadership actively supports initiatives like bike-
to- work programs, carbon offset incentives, and
green volunteer days.

These small shifts, encouraged by HR policies,
create a ripple effect that extends beyond the
office walls. Employees feel empowered when
they see their workplace genuinely committing to
sustainability, not just talking about it.

HR’s Role in Sustainability

HR professionals hold a unique position in
shaping an organization’s green journey. They
are not only responsible for recruitment, training,
and employee engagement but also for
embedding sustainability into the company
culture.

Recruitment & Onboarding

Hiring employees who share a companies
sustainability values is key. Job descriptions now
highlight eco-friendly practices, and on boarding

BY NEHA SHARMA

programs introduce new hires to the company’s
green policies from day one.

Employee Engagement & Training

Is not enough to set sustainability goals;
employees need to be part of the process. Green
HRM  promotes workshops on energy
conservation, recycling programs, and even
mindfulness practices that encourage people to
value their surroundings. Gamification such as
rewarding employees for car- pooling or using
public transport keeps engagement high.

Sustainable Work Policies

HR teams can champion policies like remote work
options (reducing carbon footprints from
commuting), sustainable office procurement, and
paperless systems. Simple changes, like setting
double-sided printing as a default or encouraging
video conferencing over travel, add up to
significant environmental savings.

Leadership and Culture: The True Game-
Changers

A company’s sustainability efforts are only as
strong as its leadership. When executives and
managers actively participate in green initiatives,
employees follow suit. Encouraging transparency
like publishing annual sustainability reports builds
trust and accountability.

But beyond policies and reports, fostering a
culture of sustainability means making it part of
everyday life at work. It's about celebrating Earth
Day with action, not just words, and making sure
employees see real change in their surroundings.

Why Green HRM Matters Now More Than Ever

Climate change is no longer a distant threat it's a
present reality. Companies that fail to adapt risk
losing talent to organizations that align with
employees’ values. The modern workforce,
especially younger generations, increasingly
seeks purpose-driven work. A strong Green HRM
strategy signals that a company is forward-
thinking, responsible, and genuinely committed to
making a difference.
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Green HRM isn't just a trend it's a movement that
recognizes the deep connection between people,
business, and the planet. By making
sustainability an integral part of workplace
culture, organizations don’t just reduce their

environmental impact; they create a workplace
where people feel proud to contribute. And when
people care, real change happens not just in
offices, but in communities, industries, and the
world at large.

AUTHOR’S BIO: NEHA SHARMA
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Upskilling for the Future: The Role of Lifelong Learning in HR

Imagine a workplace where HR professionals are
expected to drive organizational success, foster
talent development, and stay ahead of industry
trends. Now, imagine if they stood still in this
ever-evolving corporate landscape. What
happens? They become outdated. This is why
lifelong learning is not just an option for HR
professionals it's a necessity.

The Evolving Role of HR in the Workplace

The rise of artificial intelligence, automation, and
digital transformation has reshaped the HR
function. Traditional HR roles are expanding into
HR analytics, employee experience design, and
strategic workforce planning. According to
reports, nearly 50% of HR roles will undergo
significant changes by 2030. What does this
mean for HR professionals? The skills that once
defined success in HR may no longer be
sufficient. The only way to stay ahead is to
continuously upskill and reskill.

Beyond Policies: The Learning Mindset for
HR Professionals

Lifelong learning in HR goes beyond mastering
labour laws and policies. It's about developing a
growth mindset the ability to adapt, innovate, and
embrace new skills that drive employee
engagement and business success. The HR
leaders of tomorrow will be those who are
proficient in people analytics, emotional
intelligence, leadership development, and digital
HR solutions. Whether it's understanding Al-
driven recruitment, fostering DEI initiatives, or
enhancing workforce agility, continuous learning
ensures that HR remains a strategic partner in
business growth.

The Power of Upskilling: Real-Life Impact

Think about the HR leaders who inspire you.
What sets them apart? Their ability to learn,
unlearn, and relearn. Consider Leena Nair,
Global CEO of Chanel and former CHRO at
Unilever. Her leadership in re- defining HR
functions was not just about compliance but

BY SOUMYA PANDEY

about continuous learning, innovation, and a
people-first mindset. Similarly, HR professionals
who once focused solely on administrative tasks
are now transitioning into HR data scientists,
talent strategists, and change agents by
upskilling in areas like digital HR, behavioral
psychology, and advanced employee
engagement strategies. The key takeaway? HR
professionals who invest in lifelong learning
thrive, while those who resist it risk obsolescence.

Strategies to Make Lifelong Learning a Habit
in HR

Now that you understand the importance of
lifelong learning, how do you integrate it into your
HR career? Here are some practical steps:

1.Stay Updated on HR Trends — Follow HR
blogs, industry reports, and LinkedIn influencers
to keep pace with evolving best practices.

2.Leverage Online Learning Platforms -
Platforms like Coursera, Udemy, Linkedin
Learning, and AIHR offer cutting-edge courses
tailored for HR professionals.

3.Engage in HR Communities — Join HR
networks, participate in SHRM or NHRD events,
and exchange insights with industry experts.

4.Learn from HR Analytics — Data-driven HR
decision-making is the future; start exploring HR
analytics and people data insights.

5.Apply New Knowledge — Use the latest HR
tools, experiment with Al in recruitment, and
implement feedback-driven learning programs in
your organization.

The Future of HR Belongs to Continuous
Learners

The HR professionals of the future will not be
those with the most experience but those who
have embraced continuous learning and
adaptability. The business world will continue to
change, but your ability to learn will be your
ultimate asset.
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So, the next time you think, “I've mastered HR,” importantly, stay ahead. Are you ready to upskill for
. . , the future of HR?

remind yourself HR is evolving, and so should

you. Stay curious, stay relevant, and most

AUTHOR’S BIO: SOUMYA PANDEY

| am a creative and curious individual with a unique blend of psychology, psychiatry, art,
human behavior, and law. | stay positive and adaptable, connecting effortlessly with
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opportunities for self-improvement, | strive to make a meaningful impact in everything |
do.
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Revolutionizing HR: Where Technology Meets Human Touch

In today’s fast-paced digital landscape,
businesses must adapt to remain competitive.
The Human Resources (HR) function is no
exception. Deloitte’s innovative approach to HR
is a shining example of how technology can
enhance the employee experience, drive
innovation, and foster a supportive work culture.

Harnessing the Power of Al and Cloud-Based
Solutions:

Deloitte leverages Al-driven tools to predict
employee performance, identify potential career
paths, streamline recruitment, and track
employee progress in real-time. This data-driven
approach enables HR leaders to make informed
decisions, optimize talent management, and
improve employee engagement. For instance,
Deloitte’s Al-powered recruitment tool helps
identify top talent by analyzing resumes, social
media profiles, and other publicly available data.
This not only streamlines the recruitment process
but also reduces bias and increases diversity.

Moreover, Deloitte’s cloud-based HR platform

provides employees with a personalized
experience, enabling them to access HR
services, training programs, and benefits

information from anywhere, at any time.

Fostering a Diverse, Flexible, and Supportive
Work Culture

Deloitte prioritizes creating a work environment
that supports the well-being and growth of its
employees. This includes:

1.Flexible work models: Deloitte offers flexible
work arrangements to promote better work-life
balance. This includes telecommuting, flexible
hours, and compressed workweeks.

2.Diversity and inclusion initiatives: Deloitte
drives innovation and collaboration through
diversity and inclusion programs. This includes
training programs, mentorship initiatives, and
diversity-focused recruitment strategies.

BY AMBIKA HUNDEKAR

3.Continuous learning opportunities: Deloitte
University provides employees with access to

continuous learning opportunities, including
online courses, workshops, and degree
programs.

4 Employee well-being programs: Deloitte
supports employee mental health and wellness
through programs such as mindfulness training,
mental health days, and access to counseling
services.

Deloitte’s success demonstrates how digital
transformation can create a more connected and
supportive  work culture. By integrating
technology with a human centred approach, HR
leaders can drive innovation, flexibility, and
employee-centric strategies.

As we look to the future of HR, we can expect to
see even more innovative applications of
technology. Some trends to watch include:

1.Al-powered chatbots: Al-powered chatbots
will become increasingly prevalent in HR,
providing employees with instant access to
information and support.

2.Virtual reality training: Virtual reality training
will become more mainstream, providing
employees with immersive and interactive
learning experiences.

3.Predictive analytics: Predictive analytics will
play a larger role in HR, enabling leaders to
forecast talent gaps, predict employee turnover,
and identify areas for improvement.

Case Study: Deloitte’s Digital Transformation
Journey

Deloitte’s digital transformation journey is a
testament to the power of technology in HR. By
leveraging Al, cloud-based solutions, and other
digital tools, Deloitte has:
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culture. As Deloitte’s example demonstrates, this
approach can drive innovation, flexibility, and
employee-centric strategies, ultimately leading to
business success.

e Improved employee engagement and
retention.

e Enhanced talent management and
recruitment

e Increased diversity and inclusion

e Supported employee well-being and mental
health Deloitte’s success serves as a model
for HR leaders looking to harness the power
of technology to drive business outcomes.

The future of HR is all about striking a balance
be- tween technology and human touch. By
leveraging Al, cloud-based solutions, and other
digital tools, HR leaders can create a more
connected, supportive, and inclusive work

AUTHOR’S BI10: AMBIKA HUNDEKAR

I, a driven professional who thrives on new challenges and continuous learning. Reliable
and organized, she excels in managing multiple tasks with precision. Embracing ‘Learn,
Unlearn, and Relearn," Ambika is a dedicated work-in-progress, striving for growth and
improvement always, with a strong work ethic and commitment."

MET Continuum: Specialization Club Magazine

65



Upskilling and Reskilling: Preparing Employees for the Future of Work

In today’s fast-paced, technology-driven world,
the future of work is constantly evolving. From
advancements in artificial intelligence to the rise
of remote work and digital transformation,
businesses must stay ahead of the curve which
means investing in their most valuable asset:
their people. Upskilling and reskiling have
become buzzwords and essential strategies for
companies looking to thrive in the face of rapid
change.

Why Upskilling and Reskilling Matter According to
a 2023 report by the World Economic Forum,
50% of all employees will need reskilling by 2025
as technology and automation transform the job
market. This shift has made it clear that traditional
job roles are evolving, and entirely new roles are
emerging. Organizations that prioritize upskilling
and reskilling programs ensure their work- force
remains competitive while boosting employee
satisfaction and retention.

Upskilling and Reskilling

While the terms are often used interchangeably,
they serve distinct purposes:

o Upskiling: Focuses on enhancing an
employee’s existing skills to keep them
updated with industry trends. For instance,
marketing professional learning advanced
data analytics to stay relevant in a digital-first
environment.

e Reskilling: Involves training employees in
entirely new skill sets to transition them into
different roles. For example, a factory worker
learning to operate and maintain robotic
equipment as automation becomes the norm.

Building a Culture of Continuous Learning

Creating a culture where learning is valued and
encouraged is the cornerstone of successful
upskilling and reskilling initiatives. Here are some
actionable strategies:

BY MITTAL CHITRODA

1. Assess Future Skills Needs: Conduct a ski

lIs

gap analysis to identify the competencies required

for emerging roles within your organization.

2. Leverage Technology: Use e-learning
platforms, virtual reality, and gamification to make
training more engaging and accessible.

3. Collaborate with Experts: Partner with
educational institutions, online platforms like
Coursera, or industry experts to provide high-
quality training.

4. Encourage Peer Learning: Foster knowledge
sharing through mentorship programs,
hackathons, or team-based projects.

5. Provide Clear Pathways: Offer employees a
roadmap for career growth that aligns with the
skills they’re acquiring.

Live Example: PwC’s Digital Transformation
Journey

One standout example of upskilling is PwC’s
“‘New World. New Skills.” program. Recognizing
the growing importance of digital skills, PwC
invested $3 billion to train its global workforce in
data analytics, automation, and Al. Beyond
traditional training methods, the company
introduced a gaming feed app where employees
earn points and badges for completing courses,
making learning interactive and motivating. This
initiative not only equipped employees with
future-ready skills but also fostered a culture of
innovation and adaptability  within  the
organization.

Benefits of Upskilling and Reskilling Investing
in these programs offers a win-win situation:

For Employers: Improved productivity, better
talent retention, and reduced recruitment costs.

For Employees: Increased job security, career
growth opportunities, and higher job satisfaction.
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Final Thoughts

As we prepare for the future of work, the
importance of upskilling and reskilling cannot be
over- stated. Organizations that proactively invest
in their workforce will not only adapt to change but
lead it

Whether it's through large-scale initiatives like
Amazon’s or innovative programs like PwC'’s, the
message is clear: the future belongs to those who
are willing to learn.

AUTHOR’S BIO: MITTAL CHITRODA
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people-centric approaches.

MET Continuum: Specialization Club Magazine

67



THE
EDITORIAL
TEAM

MET Continuum: Specialization Club Magazine



HR Magazine Editorial Committee

Mugdha Pawar Rutuja Vyavahare
pgdm24 084@met.edu pgdm?24 039@met.edu

Mittal Chitroda

pogdm24 024@met.edu

MET Continuum: Specialization Club Magazine

69


file:///C:/Users/harshadam/Downloads/pgdm24_084@met.edu
mailto:pgdm24_039@met.edu
mailto:pgdm24_024@met.edu

FUTURISTIC MARKETING




MET PGDM

MARKETING CLUB

ABOUT MET PGDM MARKETING CLUB

MET PGDM Marketing club is typically a student-run or professional organization dedicated to promoting

knowledge, skills, and interest in marketing. These clubs serve as platforms for networking, learning, and

professional development in the field of marketing. Here's a general overview of what a marketing club

might focus on:

Key Activities of Marketing Club

Workshops and Webinars: Topics like digital marketing, branding, market research, and
consumer behaviour.

Competitions: Case study challenges, ad-making contests, or business simulations.

Guest Lectures: Sessions by industry experts to share insights and experiences.

Live Projects: Collaborations with companies to solve real-world marketing challenges.
Networking Events: Career fairs, alumni meetups, and industry tours.

Content Creation: Blogs, newsletters, or social media campaigns to share marketing knowledge.

Internal Events: Icebreaker sessions, team-building activities, and brainstorming sessions.

Benefits to students

Exposure to the Industry: Gain firsthand knowledge of marketing practices.

Skill Building: Learn tools and strategies that are directly applicable to the workplace.
Leadership Opportunities: Take on roles in the club to develop management and organizational
skills.

Portfolio Enhancement: Build a strong resume through involvement in impactful projects and
activities.

Community: Be part of a group that shares a passion for marketing and creativity.
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Message from the Editor
Dear Readers,

It is my great pleasure to present before you the
inaugural issue of “Futuristic Marketing
Bulleting” an initiative by the Marketing Club of
MET Institute of PGDM. The magazine is a
culmination of a lot of passion, imagination, and
hard work put in by our dedicated Editorial
Committee.

It is our privilege to publish this magazine, as we
set out on our quest to learn about the exciting
marketing world and add new perspectives on
what is shaping its future.

| would like to express my heartfelt gratitude to
our Director, CA Dr. Das, Dr. Harshada Mulay
and Prof. Getaksha Marwaha for the timely
guidance and motivation along the way. Shout-
out to my wonderful team for all the work that
went into perfecting the design and content, your
tireless efforts and attention to detail really
brought life to this magazine.

We look forward to doing this again and delivering
more editions packed with ideas, insight, and
marketing creativity. | truly hope you will enjoy
reading this as much as we have enjoyed
creating it and that it generates interest,
inspiration, and value for all of our readers.

With Warm
Regards

Hrutik Patil
Editor-in-Chief, Futuristic Marketing

Message from the Committee:
Dear Readers,

We are excited to bring you this edition of
MET’'s  Marketing Magazine, themed
“Futuristic Marketing Bulletin.” This issue
explores how marketing is evolving to connect
with Gen Z and Gen Alpha through innovation,
technology, and purpose-driven strategies.

A big thank you to all the contributors who
shared their insights and made this edition
possible. We hope it inspires fresh ideas and
sparks meaningful conversations.

With Warm
Regards

The Editorial Committee, Futuristic Marketing
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Revolutionizing Customer Experience with Emerging Tech

New technologies such as atrtificial intelligence
(Al), augmented and virtual reality (AR/VR), and
automation are transforming marketing strategies
and allowing brands to offer hyper-personalized,
immersive, and seamless customer experiences.
Al is revolutionizing marketing by using predictive
analytics, chatbots, and dynamic pricing, which
enable brands to predict customer needs and
automate communications. For example,
chatbots powered by Al offer 24/7 customer
support, and machine learning algorithms
streamline ad targeting and pricing strategies in
real time. Meanwhile, AR/VR is reshaping
engagement by blending digital and physical
worlds, as seen in virtual try-ons by beauty
brands like L’Oréal or interactive ad campaigns
like Pepsi's AR-enabled bus shelter. Automation,
on the other hand, streamlines repetitive tasks
such as email campaigns, social media
scheduling, and programmatic advertising,
ensuring efficiency and scalability. Such
technologies have particularly far-reaching
impacts on new market players, such as shown
through digital insurance business SureClaim
that is utilizing Al and automation in disrupting the
age-old slow and labor-intensive process of
claims.

SureClaim fixes the huddles associated with
traditional insurance using Al that supports
immediate processing of claims clients just snap
and upload damage images, while Al estimates
repairs while also scanning for possible fraud.
SureClaim's ClaimBot walks customers through
submitting claims on WhatsApp or by voice,
minimizing paperwork and delay. Smart contracts
based on blockchain technology also auto-
approve claims when certain conditions are
fulfilled, increasing transparency and trust. The
outcome is testament: SureClaim has settled
claims 90% quicker, gained 30% more customer
retention, and trimmed operational expenses by
40% testimony to how future tech can recast
industry standards.

BY ADITYA REDDY

In the future, marketing will be fueled by Al content,
AR  shopping, and hyper-automation. Al
applications such as ChatGPT can generate
customized ad copy, while sentiment analysis
dynamically adjusts campaigns in real time
according to social media trends. AR will make
virtual policy simulators and interactive brand
storytelling possible, rendering financial products
more tangible. Automation will further optimize
customer journeys through self-service portals and
Al-optimized ad expenditure. For brands, the
formula for success is about embracing these
innovations early on to provide frictionless,
customer focused experiences.

Companies such as SureClaim are a great
example of how technologies that disrupt can
transform industry shortcomings into strengths,
raising the bar for efficiency and engagement. As
technologies further develop, marketers need to
remain nimble, bringing Al, AR/VR, and
automation together to satisfy escalating
consumer demands and beat competitors in a
more digital world.

The revolutionary power of these technologies
goes beyond advertising these are changing
business models themselves. Al predictive power
enables brands to foresee changes in the market,
while AR/VR is building immersive brand
experiences that promote stronger emotional
connections. Automation not only saves costs but
also allows for scalable personalization, so every
customer touch point feels individualized and
meaningful. For new players such as Sure Claim,
these technologies bring the playing field level,
enabling them to compete with incumbents on
speed, transparency, and convenience. The
marketing lesson is simple: adopting emerging
tech is no longer a choice but a necessity for
relevance. Whether by Al-powered
personalization, AR-driven engagement, or
automated productivity, the brands leveraging
these technologies will shape the future of
customer-centric marketing, translating
technological innovation into real business
success.
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Ultimately, the intersection of Al, AR/VR, and
automation is driving a paradigm shift in
marketing, enabling brands to create value for
consumers like never before. From startups such
as SureClaim redefining insurance claims to
international brands employing AR for engaging
ads, these technologies are raising the bar for
customer experience. The future is for those who

innovate using data, interactivity, and automation
to establish trust, loyalty, and sustainable
competitive advantage. With ever-changing
consumer demands, the brands that invest in the
latest technology integration will not just make it
through but also thrive, redefining marketing in a
changing digital world.
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From Static to Interactive: How Gamification is Reinventing Outdoor Ads

The Shift from Passive Viewing to Active
Engagement in Outdoor Ads

As consumers demand more engaging
experiences, traditional outdoor advertising like
static billboards and posters is losing impact.
Studies show that traditional billboards have seen
declining engagement, with ad fatigue reducing
their effectiveness. In response, brands are
integrating gamification into public spaces,
transforming them into interactive advertising
platforms that encourage participation rather than
passive viewing.

According to a Nielsen study, interactive ads
generate 60% higher brand recall than static ads.
PwC also reports that gamified marketing
increases engagement rates by up to 47%,
making it a key tool for brands looking to capture
attention in public spaces.

The Rise of Interactive Advertising: What’s
Driving this Shift?

Several factors have contributed to the rise of
interactive, gamified advertising, including:

1. Shorter Attention Spans & Digital Overload
With consumers constantly scrolling on their
phones, brands must create experiences that are
immersive enough to hold attention. Gamified
advertising achieves this by turning ads into
activities, making engagement effortless and
entertaining rather than disruptive.

2. Social Media & Shareability

Gamified ads thrive in the social era, where
people enjoy sharing experiences. Features like
challenges, competitions, and exclusive rewards
encourage users to post about their participation.
This amplifies brand exposure organically,
turning consumers into brand advocates.

3. Advancements in Technology

With the rise of AR, Al, and interactive displays,
outdoor advertising has evolved from static
posters to dynamic, real-time experiences.
Brands can now create billboards that respond to
movement, and AR-powered brand. interactions
all of which make ads more engaging.

BY DRASHTI SHAH

4. Increased Demand for Personalization &
Engagement

Consumers want ads that speak to them not
generic messaging. Gamified ads offer
personalized engagement, allowing users to
interact with brands on their own terms, fostering
stronger emotional connections and increasing
recall.

Why Gamification Works: The Psychology
Behind It

Gamification
psychological

in outdoor ads taps
principles to boost consumer
engagement and brand interaction:

into key

1.Competition & Achievement

(McClelland’s Human Motivation

Theory) — People seek achievement, affiliation,
and power. Leaderboards and rewards motivate
engagement by triggering the need to compete
and succeed.

2.Reinforcement & Rewards (Skinner’s
Operant Conditioning) — Behaviour reinforced
by rewards is repeated. Discounts, loyalty points,
and exclusive perks encourage consumer
participation and brand recall.

3.Immersion & Engagement
(Csikszentmihalyi’s Flow Theory) -
Challenging yet rewarding experiences create
deep focus and emotional connections, making
the brand more memorable.

Supporting Evidence:

e 47% of consumers engage more with

gamified ads than traditional ones.

e 60% of people recall brands better after an
interactive experience.
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e Gamified campaigns drive 30% higher
purchase intent compared to static ads.

By incorporating playfulness and competition,

brands create deeper emotional connections,

leading to increased brand loyalty and higher

conversions.

Stories: Brands

Success Embracing

Gamification

1. McDonald's Pick n’ Play Billboard (Sweden)

McDonald's introduced an interactive billboard

where users could play a Pong-style game on

their smartphones. Winners received a QR code

for free food, creating a challenge-and-reward

cycle a key feature of gamification.

Why it works:

- Ads that trigger emotions lead to higher
recall and brand affinity.

- Excitement and competition keep
users engaged for longer periods.

- Watch the McDonald's Pick n’ Play billboard.

2. Nike’s Reactland: Run in a Virtual Game
World

Nike transformed try-ons into a real-world game
by letting customers run on a treadmill while their
in-game avatar moved through a virtual world.
Participants who completed the game unlocked
exclusive rewards, blending fitness and
gamification seamlessly.

Why it works:
- Incentives drive participation and increase
dwell time.
- Makes users feel valued and special, leading
to stronger brand loyalty. Watch the Nike
Reactland Campaign.

3. Burger King’s “Burn That Ad” Campaign
Burger King leveraged AR by encouraging users
to scan rival fast-food ads with their phones. As
users “burned” the ads using AR flames, they
earned free Whoppers a prime example of
competition and rewards-based engagement.
Why it works:

-User-generated content extends campaign
reach.

-Creates a fear of missing out (FOMO) that drives
more participation. Watch the Burger King’s “Burn
That Ad” campaign.

FLAME-GRILLED
IS ALWAYS BETTER

WHOPPZR

SET MCDONALD'S ADS ON FIRE
AND GET A FREE WHOPPER -

4. Pepsi Max’s AR Bus Stop Ads

Pepsi Max installed AR-powered bus stop

billboards, creating interactive digital illusions that

amazed passersby. By blending real-world

environments with gamified experiences, the

campaign generated massive social engagement.

Why it works:

- Creates a multi-channel experience that
deepens brand interaction

- Increases user engagement beyond the
initial ad exposure

- Watch the Pepsi Max’s AR Bus Stop

India’s Adoption of Interactive Outdoor
Campaigns

India is beginning to embrace interactive and
experiential outdoor advertising, but large-scale
gamified campaigns are still in their early stages.
Brands are experimenting with engaging outdoor
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activations, though most focus on immersive
experiences rather than true gamification.

One example is KIRO’s pop-up van, which
traveled across cities, allowing consumers to
experience beauty products on the go. While this
created a hands-on brand experience, it lacked
core game mechanics like challenges, rewards,
or competition that define gamified marketing.

Gamified Outdoor

Potential for
Advertising

India, with its high mobile penetration, dense
urban foot traffic, and digitally savvy consumers,
presents a massive opportunity for gamified
outdoor campaigns. While large-scale interactive
outdoor activations are still emerging, brands are

India’s

beginning to experiment with experiential
advertising to engage audiences in new ways.

Why India is Ready for Gamified Outdoor Ads:

e Rising Digital Engagement - India has
over 700 million smartphone users,
making QR code-based and AR-driven
activations highly accessible.

e High Footfall in Public Spaces — Metro
stations, shopping malls, and festivals offer

prime locations for interactive outdoor
experiences.
e Growing Interest in Experiential

Marketing — Indian consumers respond well
to interactive brand engagements, as seen in
events, influencer-driven activations, and
social media challenges.
What’s Next for |Interactive Outdoor
Advertising in India?
Though large-scale gamified campaigns are still
gaining traction, the future looks promising with

AR-powered billboards, smart transit ads, and Al-
driven interactive experiences expected to shape
the next wave of marketing. As brands compete
for attention, integrating gamification into public
spaces will be key to capturing audience interest.
Looking Ahead: The Future of Outdoor
Engagement
With advancing technology, outdoor advertising
is becoming increasingly interactive. Trends to
watch:
e Gamified Smart Billboards - Interactive
displays that challenge users to complete
tasks in exchange for rewards.

e Augmented Reality Zones — Public spaces
where users unlock digital brand experiences
via AR.

¢ QR-Based Outdoor Challenges — Location-
based scavenger hunts or rewards unlocked
by scanning codes.

e Gesture-Based Interactive Ads -
Billboards that respond to user movements,
creating engaging brand experiences. While
challenges like privacy concerns and tech
adoption exist, brands that innovate early will
gain a competitive edge in customer
engagement and loyalty.

Final Thoughts: The Power of Play in Outdoor
Advertising

Gamified outdoor advertising isn’t just a trend it's
the future. As consumers crave experiences over
advertisements, brands that embrace interactivity
and game mechanics will dominate the marketing
landscape.

Key Takeaway for Marketers:

Now is the time to experiment with interactive
advertising. Whether through AR, QR codes, or
experiential activations, brands that integrate
gamification into their outdoor campaigns will
lead the way in customer engagement, loyalty,
and conversion.

The question isn’t whether gamification will
redefine advertising it's how fast brands will adapt
to this new era of play-driven marketing.
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Engaging Across Multiple Platforms: The Omnichannel Marketing Advantage

Picture walking into a store, met by a sales
assistant who already knows your likes, courtesy
of your shopping history online. Now picture that
same effortless experience spreading to your
mobile app, social media, and even WhatsApp.
This is the alchemy of Omni channel marketing,
a model that brings all customer touch points
together for a seamless and personalized brand
experience.

In the fast-paced world of today, where Gen
Alpha and Gen Z control the consumer market,
Omni channel marketing is not a choice but a
necessity. These natives to the digital age want
brands to catch up with them, no matter where
they are Instagram, a retail store, or smart
devices like Alexa. Let's see how this works and
why it is the marketing of the future.

Multichannel Omnichannel
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The Power of Omni channel Marketing

Omni channel marketing is a matter of
constructing a single, cohesive customer journey
across channels. It guarantees that no matter
what platform a customer uses to communicate
with your company, they are delivered the same
kind of service and personalization. New
technologies such as Al, AR/VR, and automation
are at the centre of such change:

e Al makes hyper-personalized experiences
possible by taking customer data to forecast
preferences.

e AR/VR enables customers to try products
virtually before buying, building confidence.

e Automation provides uniform communication
across channels, from push natifications to
email campaigns.
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Myntra's Omni channel Brilliance

One of the best examples of Omni channel
marketing in India is Myntra, the fashion e-
commerce leader. Myntra has perfected the art of
integrating online and offline experiences through
its Myntra Insider program and innovative
features such as Virtual Try-On.

1.Virtual Try-On: With AR technology, Myntra
enables customers to virtually try clothes and
accessories. This not only decreases return rates
but also enhances online shopping trust.

2.Myntra Insider: The loyalty program rewards
customers for online and offline purchases,
closing the gap between digital and physical
retail.

3.Personalized Recommendations: Myntra
utilizes Al to recommend products based on
browsing history and previous purchases.

This smooth amalgamation guarantees that
whether customers make purchases through the
app or by going to a physical location, their
experience will be consistent and pleasant.

Why It Matters to Gen Z and Gen Alpha
Younger consumers appreciate brands that know
their requirements and share their values. They
anticipate:

e Sustainability in the products.

¢ Customized suggestions.

e Instant satisfaction via quick service.

Omni channel marketing serves these purposes
through the use of data to form significant
interactions along all touch points.
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Conclusion: The Future of Engagement

Omni channel is not merely a matter of having a
presence on several platforms; it's about telling a
coherent story that engages your audience. By
embracing such strategies as Myntra
spearheaded in India, companies can establish
genuine relationships with younger generations

while keeping up with their continuously evolving
expectations.

As we move forward, the successful brands will
be the ones that are innovative yet hold on to the
values of their customers because in the era of
Omni channel marketing, every touch point
matters.

AUTHOR’S BIO: HRUTIK PATIL
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Unboxing the Future: Why Packaging is the Next-Gen

Marketing Playbook

Introduction: When Packaging Becomes the
Product

Imagine this you have just received a luxury
skincare set you have been eagerly waiting for.
The box is soft to the touch, with an embossed
gold logo. As you slide it open, the packaging
reveals a perfectly arranged set of products
wrapped in sustainable, delicate tissue paper. A
subtle floral fragrance escapes, and inside, there
is a personalized note with your name and a
skincare routine guide. Before even using the
product, you already feel connected to the brand.

This is no coincidence it is a strategic marketing
approach designed to create an emotional bond
with  consumers. In today’s competitive
marketplace, traditional advertising is no longer
enough. Brands are leveraging packaging as a
powerful marketing tool that captures attention,
triggers emotions, and builds loyalty. For Gen Z
and Gen Alpha, who value aesthetics,
personalization, and share ability, the unboxing
experience has become just as important as the
product itself.

This marks the evolution of marketing, where the
first real interaction with a brand happens not in a
store, but through its packaging.

The Psychology Behind
Obsession

the Unboxing

The unboxing experience taps into fundamental
aspects of consumer psychology.

The Halo Effect: When Packaging Sells the
Product

Apple is a prime example of how packaging
influences perception. Their sleek, minimalist
packaging is designed to create a premium, high-
tech feel, reinforcing the idea that Apple products
are superior. Studies show that premium
packaging can increase perceived product value
by up to 45 percent.

The Unboxing High: How Anticipation Drives
Excitement

Psychologist’s link unboxing to the "reward
anticipation” system in the brain, similar to
opening a gift.

BY PALAK SHAH

The more layers and unique elements in the
packaging, the greater the sense of excitement
and satisfaction. Luxury brands such as Chanel
and Dior use multi-layered packaging with
ribbons, scented elements, and surprise
samples to extend this anticipation and create an
unforgettable moment of delight.

*Social Media and the Power of Viral Branding
The unboxing experience is no longer just a
personal moment it is a content-driven marketing
strategy. With the rise of influencer culture,
aesthetically pleasing packaging can generate
organic brand exposure. Glossier, for example,
designed Instagramable pink packaging with
custom stickers, encouraging customers to share
their unboxing experiences. As a result, Glossier
receives over 200,000 unboxing-related social
media posts annually, creating free marketing
momentum.

Next-Gen Marketing Trends: How Unboxing
Aligns with the Future

1.Experience-Driven Marketing: Beyond the
Product

Consumers today are not just buying products
they are buying experiences. Brands that create
interactive and immersive packaging foster
stronger emotional connections with their
customers.

EG: Tiffany & Co. has successfully leveraged this
strategy with its signature Tiffany Blue Box. The
packaging has become a status symbol in itself,
with many customers keeping the box long after
the jewellery has been removed.
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1. Social Commerce and the TikTok Effect

TikTok and Instagram have transformed
packaging into a content strategy. Visually
appealing and interactive packaging can

generate millions of views and extensive user-
generated content.

EG: Many brands, including Fenty Beauty and
Rare Beauty, send influencers customized PR
packages, which are then showcased to millions
of followers, amplifying their reach without
requiring paid advertisements.

2.Sustainability and Eco-Friendly Packaging
Modern consumers are increasingly eco-
conscious and prefer brands that align with their
values. Sustainable packaging is no longer just
an ethical choice; it is a competitive advantage.
EG: Lush Cosmetics introduced "Naked
Packaging," eliminating traditional packaging by
using reusable tins and biodegradable wraps.
This initiative positioned Lush as a leader in eco-
friendly branding.

3.Hyper-Personalization: The Future of
Customer Loyalty
Advancements in artificial intelligence have

enabled brands to create personalized unboxing
experiences with  customized messages,
exclusive offers, and unique surprises.

EG: Nike By You allows customers to design their
own sneakers, with the packaging itself
personalized to feature the buyer's name and
design details. This creates a unique and
memorable experience, reinforcing brand loyalty.

Conclusion: More Than Just a Box, It's a
Brand Statement

In the fast-paced world of Futuristic marketing,
attention spans are shrinking while consumer
expectations continue to rise. To differentiate
themselves, brands must craft experiences that
are memorable, shareable, and emotionally
engaging. The unboxing experience is no longer
a luxury it is an essential marketing strategy.
Brands that recognize its importance are not only
increasing sales but also fostering long-term
customer loyalty, creating viral moments, and
ensuring their brand remains relevant in an
increasingly competitive landscape. As the
unboxing experience continues to evolve, one
thing remains clear: in the marketing of tomorrow,
what is outside the box matters just as much as
what is inside.

AUTHOR’S BIO: PALAK SHAH

I am a highly organized person with a knack for creativity. | aim to contribute positively to
a collaborative work environment while enhancing my own knowledge and skills. With
great communication skills and a relationship-oriented mind set, | aspire to be a valuable
team member in an organization and simultaneously learn, unlearn and relearn.

MET Continuum: Specialization Club Magazine

82



The Role of Al in the B2B Market: Evolution, Impact, and Future Trends

Introduction

Artificial Intelligence (Al) has significantly
transformed the Business-to-Business (B2B)
landscape, driving efficiency, enhancing

decision-making, and fostering innovation. The
integration of Al in B2B markets has not only
automated repetitive tasks but also revolutionized
customer engagement, supply chain
management, and predictive analytics. This
article delves into the role of Al in the B2B market,
examining major past transformations, the
current impact, and potential future trends that
will shape the industry.

The Evolution of Al in the B2B Market

Al has evolved from a niche technology into a
core driver of digital transformation in B2B
industries. Historically, businesses relied on
traditional processes, manual analysis, and
human-driven decision-making. However, Al's
emergence has accelerated automation and
data-driven strategies, leading to significant
changes.

1.Early Stages (Pre-2000s) — Al was primarily
used in research and development, with limited
real-world applications in B2B markets. Data
processing and business analytics were largely
manual or relied on rudimentary computing
models.

2.Rise of Machine Learning (2000-2010) -
Companies began leveraging machine learning
(ML) to analyze large datasets, optimize supply
chains, and improve customer relationship
management (CRM). Early Al applications in B2B
focused on automating back-end processes and
enhancing productivity.

3.Al-powered Digital Transformation (2010-
2020) — With the advent of big data, cloud
computing, and advanced analytics, Al
applications became more sophisticated.
Businesses utilized Al for predictive analytics,
sales forecasting, and automated customer
interactions via chatbots and virtual assistants.

4.Al Maturity and Widespread Adoption (2020-
Present) — Al has become deeply embedded in
business processes, driving strategic decision-

BY RAHUL YADAV

making, enhancing cybersecurity, and improving
overall operational efficiency.

Current Impact of Al in the B2B Market

Al has permeated various aspects of the B2B
ecosystem, transforming core business functions.
Some of its most notable applications include:

1. Enhanced Customer
Personalization

Al-driven customer relationship management
(CRM) systems analyze customer interactions to
provide insights that help businesses tailor their

Experience and

offerings. By utilizing Al-powered chatbots,
recommendation engines, and predictive
analytics, B2B companies can deliver

personalized experiences and improve client
satisfaction.

2. Supply Chain Optimization

Al enhances supply chain management by
predicting demand, identifying bottlenecks, and
optimizing logistics. Machine learning algorithms
analyze historical data to improve inventory
management, minimize waste, and ensure timely
deliveries.

3. Automated Marketing and Sales Processes
Al-driven tools assist in lead generation,
customer segmentation, and targeted marketing
campaigns. Al automates email marketing,
content, and social media engagement, helping
to reach audience effectively.

4. Predictive Analytics and Data-driven
Decision Making

Al-driven analytics platforms analyze large
datasets to uncover trends, forecast sales, and
optimize pricing strategies. B2B firms leverage Al
to make informed decisions, reducing risks and
increasing profitability.

5. Fraud Detection and Cybersecurity

Al-powered algorithms enhance cybersecurity by
detecting anomalies in financial transactions,
identifying potential  fraud risks, and
strengthening data protection protocols. This
ensures a secure business environment,
especially in financial and e-commerce sectors.
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6. Alin Human Resource Management

Al simplifies recruitment processes by screening
resumes, analyzing candidate profiles, and
predicting employee performance. Al-driven tools
assist HR teams in workforce planning, training,
and employee engagement.

Major Changes in the Past Due to Al

The integration of Al into the B2B market has led
to several transformative changes, including:
1.Automation of Repetitive Tasks — Al-driven
robotic process automation (RPA) has eliminated
manual, repetitive tasks, allowing employees to
focus on higher-value activities.

2.Rise of Data-driven Decision Making— Al has
shifted decision-making from intuition-based to
data-driven, enhancing accuracy and efficiency.

3.Improved Customer Engagement - Al-
powered chatbots and virtual assistants have
enabled real-time customer interactions, reduced
response times and improving client satisfaction.

4.Al-powered Predictive Analytics -
Businesses have moved from reactive strategies
to proactive decision-making, thanks to Al-driven
insights.

5.Shift to Al-driven Marketing — Al has
revolutionized digital marketing, enabling hyper-
personalization and targeted advertising, leading
to higher conversion rates

Future Trends in Al and the B2B Market

As Al continues to evolve, its role in B2B markets
will expand further. The following trends are
expected to shape the future of Al in the B2B
space:

1. Hyper-Personalization with Al

Al will enable even greater personalization by
leveraging deep learning and advanced analytics.
Businesses will use Al to create customized
experiences based on real-time data, improving
client relationships and loyalty.

2. Al-driven Autonomous Systems

Al-powered autonomous systems, such as self-
optimizing supply chains and Al-driven
procurement platforms, will become more
common. These systems will reduce human
intervention while enhancing efficiency and cost
savings.

3. Generative Al in Content Creation
Al-generated content will play a significant role in
B2B marketing and communication. From
automated report generation to Al-written emails
and presentations, businesses will leverage Al to
streamline content production.

4. Al-enhanced Cybersecurity Measures

With rising cyber threats, Al will play a crucial role
in enhancing cybersecurity through predictive
threat analysis, automated risk assessments, and
real-time monitoring.

5. Expansion of Al-powered Predictive

Analytics
Predictive  analytics will become more
sophisticated, providing  businesses  with

actionable insights on market trends, customer
behaviour, and competitive landscapes.

6. Integration of Al with 1oT and Blockchain Al
will work in synergy with the Internet of Things
(IoT) and blockchain to enhance transparency,
security, and operational efficiency across
various industries.

7. Al-driven Decision Augmentation

Al will not only automate processes but also
augment human decision-making by providing
deep insights and recommendations, enabling
businesses to make more strategic choices.

Challenges and Considerations

Despite its transformative potential, Al adoption
in the B2B market comes with challenges:
1.Data Privacy and Security— Companies must
ensure robust data protection measures to
prevent breaches and maintain trust.

2.Al Bias and Ethical Concerns— Al models
must be trained to eliminate bias and ensure fair
decision-making.

3.Integration with Legacy Systems— Many
businesses struggle to integrate Al with existing
IT infrastructure, requiring significant investment
in digital transformation.

4.Workforce Disruption and Skill Gaps— Al
adoption may lead to job displacement,
necessitating upskilling initiatives to help
employees adapt to Al-driven environments.
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Conclusion

Al has revolutionized the B2B market by
enhancing efficiency, driving innovation, and
enabling data-driven decision-making. From
customer  experience to  supply chain
management, Al's impact is undeniable.

As Al continues to evolve, businesses must
embrace emerging trends to stay competitive
while addressing ethical and operational
challenges. The future of Al in the B2B sector
promises even  greater advancements,
positioning Al as an indispensable tool for
business growth and transformation.
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Marketing in the Age of Al: How Artificial Intelligence is Redefining the

Future of Marketing

The marketing space is experiencing a seismic
change with the fast-evolving developments in
Artificial  Intelligence (Al). With predictive
analytics and hyper-personalization, Al is
revolutionizing the way brands interact with
customers, optimize their campaigns, and make
informed data-driven decisions. As we move into
the future, marketers embracing Al-driven
strategies will have an edge in the increasingly
digital-first world.

The Rise of Alin Marketing

Al transformed marketing by improving
effectiveness and accuracy. Machine learning
algorithms process large volumes of data to
forecast customer actions, optimize ad
placements, and tailor content in real-time.
Brands that use Al-powered insights are able to
create highly specific campaigns, ensuring they
reach the desired audience at the desired time.

For instance, chatbots powered by Al have
become a standard in customer support,
providing 24/7 support and enhancing response
times. Moreover, Al-based recommendation
engines, such as those employed by Amazon and
Netflix, enrich user experiences by
recommending products and content based on
individual tastes.

Personalization at Scale

Perhaps the most valuable contribution of Al to
marketing is that it makes it possible to deliver
hyper-personalization. Customers nowadays
anticipate brands providing relevant information
and individualized experiences. Al-enabled
applications review customer data, surfing
patterns, and purchasing history to construct
personalized marketing communications.

Email marketing, for example, has moved from
bulk newsletters to Al-based campaigns that
personalize subject lines, content, and product
offers based on users' interests. Al makes the
marketing effort seem personal and not intrusive,
and this, in turn, builds customer engagement
and brand loyalty.

BY VIDHI SANGHAVI

Automating Campaign Management

Marketing functions are being optimized by Al
with automation of the time-consuming steps of
ad placements, budget allocations, and campaign
performance analysis. Al-driven programmatic
advertising ensures digital advertising spending
is maximized by analyzing actual-time data and
dynamically = modifying  campaigns.  This
optimization enables marketers to concentrate on
creativity and strategy, not manual campaign
tweaks.

Furthermore, Al-powered sentiment analysis
allows brands to gauge public perception by
analyzing social media conversations, reviews,
and comments. This allows marketers to respond
to issues beforehand and customize their
messaging as a result.

Challenges of Al in Marketing

While there are many opportunities that Al brings,
it also has challenges that marketers need to
overcome:

1.Data Privacy and Ethical Issues: As Al is
dependent on large volumes of consumer data,
brands need to be transparent and adhere to data
protection laws such as GDPR and CCPA. It is
essential to balance personalization with privacy
to ensure consumer trust.

2.0ver-Dependence on Automation:
Automation improves efficiency, but over-reliance
on Al can result in impersonal interactions.
Brands need to find a balance between
automated solutions and authentic human
interaction.

3.Integration and Implementation Expenses:
Implementation of Al marketing methods entails
substantial technological investment and training.
Small and medium-sized enterprises might
experience difficulty integrating Al tools into
current operations.

The Road Ahead

Al is no longer something of the future it is a core
catalyst of marketing innovation. While Al
technology will keep on developing, companies
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embracing Al-based approaches will have an
immense competitive edge. Through the use of Al
for personalization, automation, and predictive
analytics, marketers can craft more meaningful
and meaningful brand experiences.

The future of marketing is based on leveraging the
potential of Al while upholding ethical.

practices and human relationships. Companies
that will learn to transform with this Al-driven
environment will not only remain but flourish in a
world where data-driven decisions and
personalization are the indicators of success.
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BOOK REVIEW: Hooked - How to Build Habit-Forming Products

Introduction:

In a world where certain apps, websites, and
products seem almost impossible to put down, |
found myself wondering what makes them so
habit-forming. Why do we instinctively check
social media, scroll endlessly, or return to the
same platforms daily?

Hooked: How to Build Habit-Forming
Products by Nir Eyal aims to answer these
questions by breaking down the psychological
and behavioural patterns that drive user
engagement. The book introduces the Hook
Model, a four-step framework that explains how
products create lasting habits in users.

I chose to review Hooked out of curiosity to
understand the mechanisms behind them. As
someone interested in consumer behaviour, |
wanted to explore how companies design
experiences that subtly integrate into our daily
lives. Do these techniques work on everyone?
Are we as in control of our product choices as we
think? In this review, | will summarize the key
concepts introduced in the book also discuss the
key lessons learnt by the book.

About the book:

Hooked by Nir Eyal explores how companies
create habit-forming products using the Hook
Model a four-step process of triggers, actions,
variable rewards, and investment. Through
research and case studies from companies like
Facebook and Instagram, Eyal explains the
psychology behind user engagement. The book

provides actionable insights for marketers,
entrepreneurs, and designers while also
addressing ethical concerns. Written in an

engaging and accessible style, Hooked is a must-
read for those interested in understanding how
technology influences consumer behaviour and
how products seamlessly integrate into daily life.

Key Concepts Introduced by the Book:

1. The Hook Model: The Foundation of Habit
Formation

Eyal introduces the Hook Model, a four-step

process that habit-forming products follow to

engage users:

BY ARYA TARE

e Trigger — External (ads, notifications) or
internal (emotions like boredom or anxiety)
cues that prompt user action.

e Action — A simple behaviour taken in
response to a trigger, made easier by
reducing friction.

¢ Variable Reward — Unpredictable incentives
(social validation, material gains, or personal
achievement) that keep users engaged.

¢ Investment— Effort, time, or data contributed
by users, increasing their attachment to the
product.

2. The Power of

Engagement

e External Triggers (notifications, emails, ads)
drive initial engagement.

e Internal Triggers (emotions, habits, or
thoughts) make a product deeply ingrained in
users’ behaviour.

The most habit-forming products are those that

tap into internal triggers, reducing reliance on

external ones over time.

Triggers: Initiating

3. Variable Rewards: Sustaining User Interest

Unpredictability enhances engagement by

creating anticipation. Three types of variable

rewards:

e Rewards of the Tribe — Social validation
(likes, comments, followers).

¢ Rewards of the Hunt — Material rewards
(money, discounts, information).

e Rewards of the Self —
achievements (leveling up,
tasks).

Personal
completing

4. The Role of Investment in Habit Formation
Users commit time, effort, or data, increasing
their likelihood of returning. Examples: Creating
playlists on Spotify, saving preferences on an
app, or building a social network on LinkedIn.
Investments personalize the experience, making
users more attached.

5. Ethical Considerations in Habit Formation
Eyal discusses the Manipulation Matrix to assess
whether a product is genuinely beneficial or
exploitative. Author encourages creators to build
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habits ethically, ensuring their products add real
value to users.

Key Lessons from Hooked:

1. Triggers Are the Foundation of Habit
Formation

Successful products start by using external
triggers (notifications, ads, emails) to grab
attention but eventually become habits through
internal triggers (emotions, boredom, anxiety).
Products that tap into users' emotions become
part of their daily routines.

2. Simplicity Drives Action

The easier it is for users to take action, the more
likely they are to engage. Reducing friction such
as one-click purchases on Amazon or seamless
scrolling on Instagram ensures users act without
hesitation.

3. Unpredictability Increases Engagement
People are drawn to variable rewards
unpredictable  outcomes that keep them

engaged. Social media, gaming apps, and
content platforms use this technique by providing
surprises, whether it's likes, comments, or new
recommendations.

4. Users Stay When They Invest in a Product
When users invest time, effort, or data into a
product (e.g., building a playlist on Spotify,
adding connections on LinkedIn), they are more
likely to return. The more personalized a product
becomes, the harder it is to leave.

5. Ethical Responsibility Matters
Habit-forming products can improve lives (e.g.,
learning apps, fitness trackers) or become

addictive (e.g., excessive social media use).
Companies must design responsibly and ensure
their products provide real value rather than
exploiting users' psychology.

6. Building Habits Creates a Competitive Edge
Companies that successfully integrate into users’
habits don’t just attract customers they retain
them. Products that solve real problems and form
daily habits create long-term business success.

Conclusion:

Hooked: How to Build Habit-Forming Products by
Nir Eyal provides a deep understanding of how
products create habits using psychological
principles. The Hook Model comprising triggers,
actions, variable rewards, and investments
explains how successful products engage users
and seamlessly integrate into their routines. By
leveraging internal triggers, simplifying user
actions, and incorporating variable rewards,
companies can design experiences that keep
users coming back.

The book also highlights the importance of user

investment, showing  how  effort and
personalization increase long-term retention.
Additionally, Eyal emphasizes the ethical

responsibility of product creators, urging them to
build habits that genuinely benefit users rather
than exploit their behaviours. Ultimately, Hooked
is a valuable guide for understanding the science
behind engagement and designing products that
not only capture attention but also create lasting
value for users.
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BOOK REVIEW: Hooked - How to Build Habit-Forming Products

From Inside Jokes to Marketing Gold

There was a time when memes were just silly
internet jokes shared among friends. Today, they
are a marketing powerhouse worth $10 billion,
shaping the way people interact with brands,
consume content, and even invest money
(GameStop and Dogecoin, anyone?).

In India, memes have become more than just
entertainment they drive political narratives,
influence movie promotions, and even shape
consumer habits. Whether it’s the Pawri Ho Rahi
Hai trend or Amul’'s witty social media posts,
brands that understand meme culture are
winning over audiences effortlessly.

But despite this, many brands still don’t know how
to use memes without embarrassing themselves.
Some jump on trends too late, while others try so
hard that their posts come off as cringe worthy.
So how can brands ride the Meme Economy
wave without wiping out?

Memes Are the Currency of the Internet
Memes are more than just jokes they are a form
of social currency. They spread because people
want to be "in on the joke," making them one of
the most powerful ways to connect with an
audience.

For Gen Z and Gen Alpha, memes are a
language of their own. They use them to express
emotions, opinions, and cultural moments. In
India, meme pages like RVCJ, Troll Bollywood,
and The Indian Memes drive daily conversations,
blending humor with pop culture references.

What This Means for Brands:

If your brand is part of meme culture, you're
relevant. If not, you’re invisible.

Don't just share memes create them. Brands like
Netflix India and Zomato excel at repurposing
viral memes with their own twist.

Regional humor works best. Swiggy and Fevicol
have mastered this by blending desi pop culture
with their brand messaging.

BY DISHA SAKPAL

Netflix India’s use of Sacred Games memes kept
audiences engaged for months after the show’s
release, proving that a well-placed meme can
keep a brand alive in people’s minds.

Why Traditional Ads Are Struggling & Meme

Marketing Is Winning

Let’s be honest most people hate traditional ads.

e Over 50% of Gen Z uses ad blockers to avoid
intrusive marketing.

¢ YouTube’s unskippable ads annoy more than

they engage.
¢ Instagram and Facebook ads are often
ignored or swiped past.
Memes, on the other hand, don’t feel like ads they
feel like culture. They blend seamlessly into
conversations, making them one of the most
effective ways to reach audiences.

The Science Behind It:

Humor makes content more memorable. Studies
show that jokes activate the brain’s reward
system, making people more likely to recall a
brand.

Memes spread organically. A viral meme can
reach millions without any paid promotion
something traditional ads struggle to do.

Memes invite interaction. People remix,
comment, and share them, boosting engagement
effortlessly.

Take the Cred ad featuring Rahul Dravid as
"Indiranagar ka Gunda" a meme that went viral
and made the brand instantly recognizable
among young audiences. Meanwhile, Elon
Musk’s meme-laden tweets about Dogecoin
literally moved financial markets.

Brands That Have Cracked the Meme Code

Some brands have figured out how to use memes

without looking desperate. They understand

internet culture and speak the language of their

audience.

e Zomato & Swiggy — The kings of food-related

meme marketing, blending Bollywood, cricket,
and relatable desi humor to drive engagement.
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e Fevicol — Their "Majboot Jod" memes
reinforce the product’s message while
making people laugh. Their post about
Mumbai’s local train grips being stronger
than Fevicol? Genius.

e  Amul — The original meme marketer, Amul’'s
topical ads have been nailing humor and
relevance for decades.

e Ryanair & Duolingo (Global) — Ryanair’s
sassy airline memes and Duolingo’s chaotic,
unhinged TikTok content turned them into
social media favorites.

e Wendy’s (Global) — Built an entire brand
personality around snarky Twitter roasts,
proving that a bold voice can set a brand
apart.

How to Use Memes without Ruining the Joke
The biggest mistake brands make? Forcing
memes into ads instead of making ads feel like

memes.

How to Do It Right:

Work with meme creators. Indian meme pages
like Tanmay Bhat, Dank Rishu, and ScoopWhoop
already know what works collaborate with them.

Subtle product placement works better than in-
your-face advertising. Durex India’s Twitter page
is a masterclass in using smart, cheeky humor
without being explicit.

Speed is everything. The internet moves fast. If a
brand takes too long to approve a meme
campaign, the trend is already dead.

Netflix India’s Wednesday Addams meme
campaign is a perfect example. By quickly
adapting viral templates, they turned a show
release into a meme trend, keeping audiences
engaged beyond just watching the series.

The Rise of NFT Memes & The Future of the
Meme Economy

Memes aren’t just going viral they’re becoming

digital assets.

e The "Disaster Girl" meme was sold as an
NFT for $500,000.

o Pepe the Frog NFTs have generated millions

of dollars in transactions.

e Bollywood and cricket-themed NFTs are slowly

gaining traction in India.

Final Thoughts: The Brands That Make Us
Laugh, Win The future of marketing isn’t just
digital it’s cultural. Brands that embrace humor,
understand internet culture, and participate in the
conversation will stay ahead. The rest? Well,
they’ll just be part of the joke.
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Cracking the Gen Z Code: Al, Personalization & the Future of Marketing

Today there are roughly two billion Gen Zers in
the world. That's 30% of the global population that
will soon be responsible for 27% of the labor
force. With Gen Z emerging as a core
demographic with disposable income, companies
need to get to know this massive audience if they
wish to remain competitive. But marketing to Gen
Z is not like marketing to previous generations.
Today's young people have new habits, priorities,
and needs, so certain tactics just won't cut it
anymore. But whereas some might view that as a
negative, it can also be a massive opportunity. If
executed well, marketing to Gen Z can get your
brand noticed, creating new opportunities for
growth even in the most saturated markets.

WHY GEN Z MARKETING
TRADITIONAL MARKETING
Gen Z marketing is not like traditional marketing
because they like digital-first, bite-sized content
on TikTok and Instagram. They love authenticity,
influencer marketing, and user-generated content
more than slick ads. Social commerce and
interactive content encourage engagement, and
brand values and omni channel experiences are
the driving force for loyalty. Brands need to
implement dynamic, digital, and values-driven
strategies.

IS NOT LIKE

The Future of Marketing: Al, Hyper-
Personalization, and Biometric Innovations
Artificial  Intelligence  (Al) is transforming
marketing with the provision of hyper-
personalized experiences that are derived from
the unique needs of individual customers in real
time. This revolution is particularly relevant to
Gen Z, whose cultural principles include
authenticity, velocity, and frictionless digital
experiences. Dynamic pricing is among the
largest game-changers in marketing by Al, where
intelligent algorithms track demand, competitor
prices, and consumer behavior to
instantaneously adjust prices. This keeps
companies competitive while presenting Gen Z
with the best value at the optimal moment.

BY AMEY KADAM

Another innovation is predictive shopping, a more
advanced level of personalization. Through
observing shopping behavior, Al can recommend
or even pre-purchase products prior to customers
being aware that they need them. With Gen Z's
appreciation for convenience and instant
satisfaction, this degree of automation makes it
easy to shop while minimizing decision fatigue.

Al is also revolutionizing advertising with
personalized AR (Augmented Reality) ads, giving
brands the power to craft interactive, immersive
experiences. Gone are the days of static
promotions, Gen Z consumers can engage with
products in real time, test-driving different
versions or learning how a product fits into their
life. Using data like location, preferences, and
browsing history brands can create highly
targeted ads that are organic and not intrusive.
This experiential strategy enhances brand loyalty
and creates more profound emotional
relationships with young shoppers.

Aside from Al, neuro-marketing and biometric are
transforming the way brands engage with
consumers. Facial recognition loyalty programs
will soon automate checkout by instantly
recognizing customers and rewarding them in line
with their buying history cutting the need for
physical loyalty cards. Meanwhile, brainwave-
driven surfing may enable Gen Z consumers to
browse through goods by just imagining them,
eliminating the requirement for manual queries.
Emotion analytics powered by Al will continue to
optimize marketing efforts by reading actual
emotional feedback, enabling brands to develop
content that actually resonates with the people. A
good instance of this is Chaayos, a popular Indian
tea café chain, has introduced facial recognition
technology at some of its outlets to recognize
customers and simplify the ordering process. It
increases personalization by recognizing regular
customers and recommending their preferred
drinks, enhancing loyalty and engagement. The
system also enhances operational efficiency by
cutting down on errors and saving staff time.
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The future of marketing is prediction,
immersion, and emotionality, which hand in
hand exactly matches Gen Z's expectations.
By combining the use of Al, biometrics, and
neuro-marketing, companies can offer intuitive,
highly personalized experiences exceeding the
act of selling to the building of trusting, long-
lasting relationships with

consumers. As businesses adopt these newest
technologies, they're not simply keeping pace;
they're crafting the future of customer
engagement.

AUTHOR’S BIO: AMEY KADAM
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Checkout-Free Stores: A Leap Towards Retail Innovation in India?

In the last few years, checkout-free stores have
become a major innovation in retail, changing the
way people shop in big ways. Advanced
technologies like machine vision and Al are used
by these stores to make shopping easier and
eliminate the need for traditional checkout lines.
Amazon's Amazon Go stores made the idea
popular because customers can just walk in, pick
up the things they want, and leave without having
to wait in line to pay. As this business model
expands around the world, it raises the question
of whether it is a good or bad idea to open stores
without checkouts in India.

The first checkout-free store in India was
Watasale, which opened in Kochi, Kerala, in
2018. This firm started the first automated,
cashier less retail establishment in India, taking
inspiration from Amazon's Go store. Computer
vision, artificial intelligence, and sensor fusion
technologies are all used in Watasale's business.
Consumers enter the store using a smartphone
app, select the things they want, and then leave.
The system charges the customer's connected
payment method automatically after detecting the
products that were taken. Similar stores were
founded in other Indian cities after Watasale's.
The farm-to-fork supermarket chain SunnyBee
opened its own checkout-free store in Chennai.

There are many advantages to stores without
checkout. Above all, they give consumers
unmatched comfort by allowing them to skip
gueues and complete their purchases quickly.
This decrease in overhead could lead to a rise in
profitability for companies that are prepared to
invest in such technology. Additionally, stores
without checkout counters can modify their layout
to accommodate higher transaction volumes,
making the shopping experience more efficient.
The entire customer experience is also
enhanced, tech-savvy clients are drawn to the

BY ASHISH SOUN

smooth process since it satisfies their needs for
speed and ease.

However, there are certain challenges that come
with the introduction of checkout-free stores in
India. Many retailers may be pushed off due to the
complicated technology's high initial cost,
particularly in a market where consumers are
price conscious like India. Given the widespread
use of cameras and sensors to monitor consumer
movements and purchases, concerns regarding
data security and privacy also exist. Another
problem for checkout-free stores is the possibility
of theft. Both intentional theft and accidental
mistakes by customers who forget to pay for
items they unintentionally take out of the store
can cause inventory loss for autonomous
systems. To reduce these risks, retailers need to
create strong loss prevention plans that work well
with their technology.

Despite these challenges, the potential for growth
is significant. As Watasale's Chief Marketing
Officer, Rajesh Malamal, noted, they plan to
expand to other major cities like Bengaluru and
Delhi, and even set up micro-stores in corporate
offices and apartment complexes. This indicates
a belief in the viability and scalability of the
checkout-free model in India.

As of 2025, while checkout-free stores are still a
novelty in India, they represent a growing trend in
retail innovation. Their success will depend on
how well they can adapt to the unique challenges
and preferences of the Indian market.

As technology becomes more affordable and
consumers more comfortable with digital
solutions, we may see an acceleration in the
adoption of these futuristic stores across India's
diverse retail landscape.
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Visual Impact: The Hidden Influence of Color in Branding and Marketing

When we think of our favourite brands, we often
associate them with a particular colour Coca-
Cola’s bold red, Starbucks’ calming green, or
Tiffany & Co.'s iconic blue. These colours aren’t
just aesthetic choices; they’re strategic decisions
rooted in the science of colour psychology. In the
world of marketing and branding, colours have
the power to influence how we feel, behave, and
make decisions. For businesses, this means that
choosing the right colour palette is more than just
picking what looks good it's about tapping into the
subconscious of their audience.

Why Colour Matters in Marketing

As consumers, we process visual information
much faster than text. In fact, research shows that
people make a subconscious judgment about a
product within 90 seconds of initial viewing and
up to 90% of that judgment is based on colour
alone. That’s huge. Colours evoke emotion. They
tell stories. They build connections. A brand’s
colours can determine how trustworthy, exciting,
luxurious, or approachable it seems. For

example:
- Red stimulates urgency, appetite, and
passion. It's often used in fast food

(McDonald's, KFC) or clearance sales.

- Blue builds trust and calm. It's commonly used
in tech and finance (Facebook, Linkedin,
PayPal).

-Yellow is associated with happiness and
optimism. Brands like IKEA and Snapchat
leverage this to feel fun and energetic.

- Green connects with nature, health, and
growth. Think Whole Foods or Spotify.

- Black oozes sophistication and luxury used
often by high-end fashion brands like Chanel
or Prada.

- Purple combines stability and energy, giving a
feeling of creativity and royalty Cadbury and
Yahoo have used this effectively. But colour
psychology isn't one-size-fits-all. Cultural
backgrounds, personal experiences, and even
age can influence how colours are perceived.

BY SHREY SHAH

For example, while white symbolizes purity in
Western cultures, it's associated with mourning
in parts of Asia

The Rise of Next-Gen Colours

While traditional colours still hold their ground,
there's a noticeable shift in branding with the rise
of next-gen colour shades that are bolder, more
expressive, and digitally native. These are the
colours that feel at home on Instagram, TikTok,
and modern websites. They cater to younger,
more visually driven audiences and are often
used by brands that want to be seen as
innovative, inclusive, and forward-thinking. Here
are a few next-gen colour trends shaping today’s
branding:

- Millennial Pink: A soft, dusty pink that
exploded in popularity in the late 2010s.
Brands like Glossier and Airbnb used it to feel
modern, fresh, and slightly rebellious against
traditional gender norms.

- Neo-Mint & Digital Lavender: These pastel-
neon hybrids feel futuristic and calming at the
same time. Often seen in fashion and
wellness brands, they convey freshness and
creativity without being overwhelming.

- Y2K Chromes & Holographic: Inspired by
early 2000s tech and nostalgia, these
metallic, iridescent colours are making a
comeback, especially in beauty, gaming, and
Gen-Z fashion.

- CyberLime & Electric Aqua: These vibrant,
almost glowing shades are attention-
grabbing and perfect for brands wanting to
stand out on a screen.

- Earthy Neutrals with a Twist: Think muted
terracotta, olive greens, and sand tones with
a slightly digital hue. These colours blend
sustainability, authenticity, and modernity,
used often by eco-conscious D2C brands.

- These next-gen colours don't just look good
on a feed they create an emotional
connection with an audience that’s fluent in
visual language. They reflect values like
individuality, fluidity, and being “in the know.”
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How Brands Use Colour Psychology
Strategically

Successful brands don’t just pick a colour they
build a whole personality around it. They ensure
it's consistent across platforms, packaging,
advertising, and even their office spaces Take
Spotify, for instance. Its vibrant green logo stands
out in a sea of digital content. It reflects energy,
movement, and a connection to the pulse of
culture. Pair that with bold gradients and dark Ul
themes, and you get a brand that feels both sleek
and lively. Or look at the rebranding of Instagram
from a simple brown camera to a gradient of pink,
purple, and orange. This move wasn't just
cosmetic it repositioned Instagram as a creative,
youthful space for expression. Even small start-
ups today understand that having a distinct colour
palette can make them instantly recognizable,
whether in an app store or on social media.

What This Means for Marketers

As someone who’s worked across content and
digital marketing, I've seen first-hand how colour
choices can make or break engagement. A
YouTube thumbnail with the right contrast gets
more clicks. A brand’s Instagram feed with a
cohesive palette feels more professional. Even a
sales deck with good colour coordination is more
convincing.

For marketers, the key is to understand the
emotional goal of a campaign and align the

colours accordingly. Are you trying to build trust?
Go with blues and whites. Want to excite and
energize? Use reds and oranges. Hoping to look
premium? Black, gold, or deep purples could do
the trick.

And most importantly test and learn. What works
for one audience might not work for another. A/B
testing different colours on ads or social posts
can offer surprising insights into what your
audience resonates with.

Final Thoughts

Colour psychology isn’t just an art it's a science
that blends creativity with strategy. As we move
into a digital-first world, colours carry even more
weight. They’re not just design choices; they're
emotional cues, brand signals, and strategic
tools.

So, whether you're a marketer, designer, or
entrepreneur, remember this: the next time you
choose a colour for your brand or project, you're
not just picking a shade vyou’re shaping
perception.

AUTHOR’S BIO: SHREY SHAH

A highly motivated and hardworking student, aiming to leverage my academic
knowledge and problem-solving skills to contribute effectively in a dynamic learning
environment. | seek to further develop my abilities through continuous learning and
hands-on experience, with the goal of growing both personally and professionally.

a'A

MET Continuum: Specialization Club Magazine

96



Sports Marketing Redefined

What is Sports Marketing?

The art of using sports as a platform to market
businesses while simultaneously promoting
sporting events, teams, and athletes is known as
sports marketing. A great example is the Indian
Premier League (IPL), where brands like
Dream11 and Cred leverage cricket's massive
fan base to engage millions through
sponsorships, ads, and digital campaigns.
Businesses and sports flourish together in this
dynamic environment that is created by the
combination of marketing and sports.
Introduction: The Evolution of
Marketing

Sports marketing is a relatively new field that has
gained tremendous momentum in recent years,
with brands increasingly leveraging its power to
engage audiences, build loyalty, and drive sales,
especially through digital platforms as that is what
works in today’s world. Sports and marketing
share a symbiotic relationship, evolving
alongside advancements in  technology,
consumer behaviour, and digital engagement.
From the early days of billboard advertisements
in stadiums to Al-driven personalized fan
experiences, sports marketing has undergone a
revolutionary transformation.

Sports

The question now is: what does the future
hold?

Sports marketing is set to become more
predictive, interactive, and fan-focused than ever
before thanks to the development of artificial
intelligence, immersive technologies, and data-
driven tactics. With sports enthusiasts, brands
are fostering lasting relationships as well as
experiences and feelings in addition to selling
goods. With this article, | wish to shed light on this
emerging area which happens to integrate my
interests in marketing and sports.

The IPL Effect: How India Redefined Sports
Marketing

India’s biggest sporting extravaganza, the Indian
Premier League (IPL), has become a case study
in marketing success. Since its inception in 2008,
IPL has transformed cricket into a global

BY TANYA MAKWANA

entertainment spectacle, blending sports with
Bollywood, music, and business. Its innovative
marketing strategies have set new benchmarks
for sports leagues worldwide.

“The Indian Premier League (IPL) generates
between %6,000 and 7,000 crore in advertising
revenue annually, driven by massive viewership
and strong brand engagement. Big brands fight
for prime advertising spots to capitalize on the
tournament's extensive reach. As the competition
for advertising intensifies, IPL continues to be a
prime platform for brands to maximize exposure
and connect with millions of fans.” - ET

Dream11 & Fantasy Sports Revolution

The emergence of fantasy sports websites like
Dreamll has been one of the IPL's biggest
advancements in recent years. By allowing fans
to create their virtual teams and compete based
on real match performances, Dreamll has
increased engagement and viewership. The
brand’s title sponsorship deal with IPL in 2020
(worth %222 crores) further highlighted how digital
platforms are reshaping sports marketing in India.

Fan Engagement Through Social Media &
Digital Platforms:

Sports marketing was once limited to TV ads,
sponsorship banners, and newspaper headlines.
Today, it's a digitally powered ecosystem where
engagement happens in real-time across multiple
platforms. IPL has mastered the art of digital
engagement. Teams and franchises use
platforms like Instagram, YouTube, and Twitter to
connect with fans through behind-the-scenes
content, player interactions, and real-time match
highlights

The Al Revolution in Sports Marketing:
Optimizing Fan Engagement and
Sponsorships

Al is revolutionizing sports marketing by changing
how companies evaluate fan behaviour, forecast
trends, and provide highly customized content.
Al-driven sponsorship optimization is among its
most important uses. Al-driven analytics now
analyze the impact of sponsorships in real time,
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so brands don't have to rely on guessing to
get the most exposure and return on
investment. The emergence of immersive
technologies like AR and VR, which are
transforming fan interaction, is another
innovation in sports marketing. Sports
marketing will be characterized by immersive
experiences that give spectators a sense of
being a part of the action as attention spans get
shorter. By providing fans with unmatched
access and interactive experiences, these
technologies help them develop stronger
emotional bonds with teams and companies.

Nike’s Al-Powered Personalization

Nike has redefined sports marketing by
leveraging Al and big data to create hyper-
personalized experiences. One of its most
innovative campaigns, "Nike By You," allows
customers to customize their shoes based on
their preferences, playing style, and even
biometric data. Through Al-driven insights, Nike
tailors marketing messages, ensuring that fans
receive relevant product recommendations
based on their engagement history.

Manchester City’s Virtual Stadium
Manchester City became the first football club to
launch a virtual stadium in the Metaverse,
allowing fans worldwide to experience live
matches in a fully immersive digital environment.
This bold move is a glimpse into the future, where
sports marketing will extend beyond physical

spaces, creating limitless engagement
opportunities.

Conclusion: The Bold Future of Sports
Marketing

Sports marketing is shifting from traditional
sponsorships and TV ads to Al-driven insights,
immersive fan experiences, and athlete-led
branding. As fans demand more personalized
interactions, brands that embrace these
innovative strategies will lead the way in next-gen
sports marketing. The future of sports marketing
will continue to be defined by technology, with
even more dynamic and engaging experiences
for fans.

The future is bright, and the game has only just
begun. Are brands ready to play?
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Podcasts as a Marketing tool

What is a podcast?
A podcast is a collection of audio or video
episodes that you can download a or stream from
the internet. Podcasts are like radio shows, but
you can subscribe to them and listen to them
whenever you want.

Within the constantly changing online world, the
podcast has become something to be taken
seriously. With a powerful mix of information and
entertainment, they've captured global audiences
and provided businesses with a new means to tell
their tale. Consider this, you are traveling to work,
it is a lengthy one-hour journey and the traffic
simply does not make it any more enjoyable to be
stuck on the roads. What do you do? Listen to
your favorite podcast! Listen to the newest money
changes and investments and how to invest your
hard-earned cash or simply relax and have some
fun listening to top industry leaders offer advice
on how to keep work-life in balance. Listening to
all of this you catch several brand placements
and commercials and you don't even know you
are hearing them. This is the magic of podcasting!

Why podcasts are a marketing game-changer
Accessibility and Reach

Podcasts are readily available you just require a
mobile with internet connectivity and you are set.
You can listen to them on Spotify, Apple music
and YouTube. As mobile technology improves, so
does the convenience with which we can listen to
a wide variety of podcasts. Whether you're
passionate about entrepreneurship, cooking,
health and fitness, or even astrophysics, there’s
a podcast out there for you. This versatility makes
podcasts a powerful marketing tool, capable of
reaching various demographics and
psychographics. Captive Audience and Intimate
Connection. As opposed to passive content
consumption, listeners of podcasts are actively
choosing to listen. This suggests more interest
and interaction, offering an engaged audience to
receive your message. The format of audio
generates intimacy and relationship between the
listener and the host. This helps in building trust
and brand affinity.

BY TWISHA CHANDARIA

Improved Brand Storytelling

Podcasts provide a platform to tell stories deeply,
and you can explore more about your brand's
story, values and purpose. This facilitates a
deeper emotional connection with the audience.
People are becoming wary of conventional
advertising, and instead, they would like to spend
money on those brands that bring real value to
the table and showcase industry acumen. Brands
can turn narratives in their favour by manfully
arguing and bringing good storytelling skills
through the medium of podcasts. They enable
brands to participate in far-reaching discussions,
share insights and work with sector experts.
Target Reach With an increasing number of
specialty podcasts, you're able to specifically
target niches and interest groups, making your
message heard by the right people. Podcasting
offers an unusual sense of community. Regular
listeners feel as if they belong to a special club.
Community-driven interaction is a treasure trove
for brands because not only does it build a
listener base that will be loyal to your brand, but it
also builds a collection of brand advocates.
Cost-Effective Marketing

Compared to video production, podcast creation
can be slightly more affordable, making it an
accessible marketing option for all business
sizes. It is a cost-effective means of promoting
your brand. It provides access everywhere
making is reach out to a larger audience. The
audio and video format of the podcasts have a
comparatively lesser cost of production. The
editing needed for podcasts can be accomplished
quicker which again saves costs. All these
elements are interrelated making podcasts cost
effective and offering a greater ROI. Content
Repurposing One of the greatest strengths of
podcasts is that you can repurpose content. You
can take your podcasts and break them down into
bite sized reel content and social media posts.
The podcast transcripts can be repurposed into
blog posts, infographics, and so much more. This
enables you to appeal to a broader audience
preference and increase the reach of your
content.
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Leverage Podcasts for Marketing:

Create Your Own Podcast: Make your company
a thought leader by having your own podcast that
delivers useful content pertinent to your business.
Keep your focus on offering value to listeners, not
directly selling them your products or services.

Guest Appearances: Appearing as a guest on
pertinent podcasts introduces your brand to a
new audience and enables you to impart your
knowledge. This can be an excellent method of
network building and increasing your reach.

Podcast Advertising: Advertise to specific
audiences by advertising on podcasts that are
pertinent to your brand. This can be an extremely
effective means of reaching a niche audience.

Repurpose Content: Get the most out of your
content creation effort by repurposing podcast

episodes into blog posts, social media clips, and
other forms. This lets you share with more people
and prolong that content lifespan.

Cross-Promotion: Cross-promote your podcast
in your website, social media, and email list. Make
them subscribe and share the podcasts with their
networks.

Conclusion

Podcasts are no flash in the pan; they are a
permanent revolution in information and
entertainment  consumption. By injecting
podcasts into your marketing mix intelligently, you
can access highly engaged listeners, establish
stronger rand connections, and realize
substantial marketing outcomes. So, crank it up
and bring the power of audio to launch your
marketing on a higher platform.

AUTHOR’S BIO: TWISHA CHANDARIA

As a motivated marketing graduate, | am eager to deepen my expertise in digital

marketing and apply my academic insights to real-world campaigns that drive brand
growth. With hands-on experience in social media marketing, content creation, and
basic analytics, I've honed strong communication skills, creative problem-solving,
and meticulous attention to detail. | thrive in collaborative team environments and
am committed to continuous learning whether mastering SEO best practices,
exploring emerging industry trends, or leveraging data to optimize ROI. | look

forward to contributing fresh ideas and delivering measurable impact for a forward-
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Marketing Magazine — Futuristic Marketers

Advertising in the Age of Attention Deficit
How Short-Form Content, Meme Marketing,
Influencer Marketing, and Interactive Ads
Keep Up with Shrinking Attention Spans

The Attention Economy and the New Rules of
Advertising

We live in an era where time is currency and
attention is a limited resource. With consumers
constantly bombarded by notifications, ads, and
content on multiple screens, marketers face a
new reality: the average human attention span is
just 8 seconds. Traditional advertising methods,
like long-form TV commercials and static banner
ads, are losing effectiveness.

So, how do brands break through the noise? The
answer lies in short-form content, meme
marketing, influencer collaborations, and
interactive advertising. These strategies align
with  modern consumption habits, fostering
engagement, brand recall, and conversions. Let’s
explore how leading Indian brands are leveraging
these tactics.

1. Short-Form Content: The Rise of Bite-Sized
Advertising

Short-form content consists of videos and posts
under 30 seconds, using trends, humor, or quick
storytelling. It works because it creates instant
impact, is mobile-friendly, and social media
platforms prioritize such content due to high
engagement.

Minimalist's Skincare Tips: The science-driven
skincare brand creates quick, informative videos
on ingredient science in under 15 seconds,
simplifying learning for consumers.

Dunzo’s Quirky Reels: The hyperlocal delivery
app uses snappy, humorous Instagram reels to
showcase its fast service. A viral video
highlighted a late-night snack craving, perfectly
timed with trending audio.
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2. Meme Marketing: Turning Humor into
Brand Engagement

Meme marketing uses viral images, pop culture,
and humor to make brand messages relatable
and shareable. Memes feel organic, are highly
viral, and are cost-effective compared to
traditional ads.

Zomato’s Food Memes: Zomato frequently posts
witty, culturally relevant memes about food
cravings and ordering habits. Their “Hi, Zomato?”
meme humorously played on users mistakenly
texting the brand as if it were a contact.

CRED’s Sarcastic Campaigns: CRED built a
marketing persona around sarcasm. Their
“Indiranagar ka Gunda” ad featuring Rahul Dravid
became an internet sensation, inspiring a wave of
memes and user-generated content.

3. Influencer Marketing: The Power of
Authenticity in a Distracted World

Brands partner with social media influencers to
promote products in an organic way. This
strategy is effective because influencers are seen
as authentic, have a built-in audience, and
seamlessly integrate product recommendations.
82°E’s Collaboration with Malvika Sitlani:
Deepika Padukone’s skincare brand partnered
with Malvika Sitlani to create content around its
product line. Her reviews and tutorials
established credibility in the premium skincare
market.

Freakins’ Influencer Collabs: Freakins, a denim
brand, partners with Gen Z influencers like Sakshi
Sindwani and Aashna Shroff, who showcase
collections through Instagram reels and styling
challenges.

4. Interactive Ads: Engaging Users Beyond
Passive Viewing

Interactive ads encourage participation, making
brand experiences more memorable. They drive
high engagement, use Al-driven quizzes and AR
for personalized experiences, and improve brand
recall.
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Lenskart’'s AR Try-On Feature: Lenskart allows
customers to try glasses virtually using AR
technology, increasing purchase confidence
and reducing return rates.

Cadbury Celebrations’ Al-Powered Festive
Ads: Cadbury’s Diwali campaign with Shah
Rukh Khan used Al to let small businesses
personalize ads with their own shop names,
creating a hyper-local engagement boost.

Conclusion

In an era of fast-scrolling consumers, brands that
don’'t adapt to engagement trends risk being
ignored. The future of advertising isn’t about
longer or louder ads it's about smarter, more
interactive content.

Companies that leverage short-form videos,
memes, influencers, and interactive experiences
will capture fleeting attention and build real
connections. As digital habits evolve, brands
must innovate or risk being left behind.

AUTHOR’S BIO: VAIBHAVI THAKKAR

An innovative mind with creative strategy and consumer engagement. Seeking to
contribute fresh ideas & understand emerging trends. Always ready to learn - relearn
new things. Keen to leverage my creative, adaptability and communication skills for

building successful career in the industry.
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AR/VR and Bollywood Transforming Movie Marketing for the Next

Generation

Bollywood has always been larger than life,
known for its grand storytelling, star power, and
breath taking visuals. But as audiences change,
so do marketing strategies. Gen Z and Gen Alpha
the digital-first generations aren't easily
impressed by traditional methods like posters, TV
commercials, or press conferences. They crave
immersive, tech-driven experiences, and that’s
exactly where Augmented Reality (AR) and
Virtual Reality (VR) come into play.

Today, Bollywood is using VR-based trailers, AR-
powered merchandise, and interactive
promotions to engage fans like never before.
These technologies don't just market a movie
they pull audiences inside the story, making them
part of the experience even before they step into
a theatre.

Virtual Reality: Bringing Fans Inside the
Movie

Imagine watching a horror movie trailer where
you’re not just a spectator you're inside the
haunted house, hearing whispers behind you and
feeling the tension rise. Or picture yourself
standing right next to your favourite action star in
the middle of a fight sequence. That’s the magic
of VR.

One of Bollywood’s early experiments with VR
was during the promotion of “2.0” (2018) starring
Rajinikanth and Akshay Kumar. Instead of just
showing a trailer, the makers launched a VR
teaser experience, letting fans step into the
futuristic world of the film. It wasn’t just a movie
promotion it was an event that got fans talking.

Going forward, VR is set to play a bigger role in
Bollywood’s marketing strategies, especially for
fantasy, mythological, and sci-fi films. Whether
it's exploring the magical universe of a period
drama or experiencing the intensity of a war
sequence firsthand, VR lets fans live the story
rather than just watch it.
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Augmented Reality: Making Promotions More
Interactive

Unlike VR, which requires special headsets, AR
is more accessible all you need is a smartphone.
That’s why Bollywood has started integrating AR
into movie promotions, allowing fans to interact
with their favourite films in a fun, engaging way.

Take “Brahmastra” (2022), for example. The
makers launched an AR Instagram filter that let
users summon the movie’s mystical weapons in
real life. Fans didn’t just watch the movie; they
became part of its world, sharing their AR
experiences online and generating buzz for the
film.

Another example is "Ra.One" (2011), which
introduced an interactive AR feature where fans
could scan posters to unlock behind-the-scenes
content, animated clips, and exclusive character
moments. These kinds of promotions don’t just
sell a movie they create memorable experiences
that keep audiences engaged long after they
leave the theatre.

AR is also changing how Bollywood approaches
merchandise. Imagine buying a movie poster,
scanning it with your phone, and seeing a special
message from the lead actor or an exclusive
deleted scene. From T-shirts that unlock digital
content to movie tickets that provide access to
hidden features, AR is turning everyday movie
memorabilia into something more exciting and
valuable.

The Future of AR and VR in Bollywood

As technology keeps evolving, Bollywood is set to
push the boundaries even further. Here’'s what we
might see in the near future:

1.Metaverse Movie Promotions - Imagine
stepping into a virtual world where you can meet
your favourite actors’ avatars, attend a digital
premiere, and even interact with other fans all
from your phone or VR headset.
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2. Al-Generated Personalized Trailers —With Al
and AR, fans might soon be able to insert their
own faces into scenes, making the movie
experience even more personal.

3. VR-Enabled Movie Theatres - What if,
instead of watching a movie on a flat screen, you
could step inside it? Future theatres could provide
VR headsets that allow you to experience films in
360 degrees.

Conclusion: The Future of Bollywood
Marketing

For Bollywood to stay ahead in a fast-changing
digital world, it needs to adapt to how young

audiences consume content. AR and VR aren'’t
just trends they’re the future of movie marketing.
By making promotions more interactive,
immersive, and engaging, these technologies are
bringing fans closer to their favourite films in
exciting new ways.

As Bollywood continues to explore AR and VR,
movie marketing will go beyond just trailers and
posters. Instead, it will become an experience
one where fans don’t just watch the magic
happen, but live it themselves.

AUTHOR’S BIO: VAISHNAVI KARNIK

Passionate and dedicated marketing professional with strong communication and
public speaking skills. A determined team player who thrives in dynamic environments,
| aim to contribute meaningfully, tackle challenges, and grow continuously. | seek a
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Pen Your Passion: Submit to Our Next Issue!

Do you have ideas, insights, or experiences you'd love to share with your peers? We invite all students to
contribute to future editions of the Student Specialization Magazine. Whether you’re passionate about your

field of study, have research to share, or want to voice your perspective, this is your platform!

SUBMISSION GUIDELINES

1. Length of the article should be around 500-1500 words.

Font: Arial, Size (Headings- 13, Body- 11), line spacing- 1.15.

File Format: MS Word (.docx).

Title and subheadings must be clearly defined.

Include a 5-6 sentence Author's Bio at the end.

Use a 2- Column Layout for the body of the article.

Alignment- Justified.

Author’s Photograph has to be formal and taken from the Placement data.

All submissions must be original and unpublished.
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0. Submission Email id: publications pgdm@met.edu
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Don’t Just Read It—Rate It!

We Want to Hear from You!
Your thoughts and opinions help us grow and improve. Whether you loved an article, have suggestions,
or want to see something new in the next issue we're all ears. Scan the QR Code Below to quickly submit

your feedback. It only takes 2 minutes, and your responses are anonymous and valuable.

o Why Your Feedback Matters:
4 Help us choose better themes

4 Highlight what content you want more of

4 Share ideas for improvement

_] Shape the future of your student magazine
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RECENT MET INSTITUTE OF PGDM MILESTONES THAT MAKE US PROUD
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MET

Bhujbal Knowledge City

MET Institute of Post Graduate Diploma in Management
is recognised as the “Institution of Happiness” for the year 2024-2025

This certificate is awarded based on an extensive stakeholder survey analysis, reflecting the institution's commitment
to fostering a positive academic environment that prioritises the well-being of both students and faculty.
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Managing Director
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MET SHINES BRIGHTER
WITH INDIA'S PRESTIGIOUS EDUCATION BRAND AWARD

MET > oy
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Bhujbal Knowledge City
MET INSTITUTE OF PGDM

Siddhesh Shete, Student PGDM 2024-26 on being
awarded 1st Prize in the Muesli Tower Display Competition
during internship at Kellanova (Kellogg’s India)
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