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India is buzzing with entrepre-
neurial activity like never be-
fore. Entrepreneurship is the
next big economic force in In-
dia, not only because it helps in
the creation of jobs and we-
alth, but also because it at-
tempts to resolve the real pro-
blems of India. What we expect
from startups is the mind-set
to turn India’s vexing issues
into opportunities.

What worked in America and
Europe may not work for the
Indian market because compe-
titive conditions, availability
of technologies, nature of re-
source endowments, and edu-
cational infrastructure are
vastly different. Startups need
to re-evaluate commercial op-
portunities in Indian market.
Our economy, which generates
thousands of local products
every year, best demonstrates
our local innovation.

India has a unique infrast-
ructure and market which sho-
uld be leveraged for innova-
tion. The raison d'être for toda-
y’s startup buzz is the needs of
middle and low-income popu-
lations. This offers huge poten-
tial and opportunities to crea-
te innovative goods and servi-
ces which can fill existing gaps
of affordability, accessibility
and availability.

At the same time, it is of the
utmost importance to realise
that any large problem gets sol-
ved after many avant-garde
approaches are tried and dis-
carded before one hits upon
the solution. So, we need to bu-
ild an environment of accep-
tance for entrepreneurship.

Our Prime Minister launched
startup India Action Plan in Ja-
nuary 2016 to accelerate the
spread of startup movement to
a wide array of sectors and are-
as, including semi-urban and
rural. The Action Plan lays
down the roadmap for creation
of an ecosystem that is conduci-
ve for the growth of startups in
India. Nineteen action items
under the Action Plan spanning
across areas such as “Simplifi-
cation and handholding,” “Fun-
ding support and incentives”

and “Industry-academia part-
nership and incubation” strive
for providing a long due impe-
tus to the entrepreneurial setup
in economic landscape of India.

Since the launch of the initia-
tive in January 2016, a number
of forward-looking strategic
amendments to the existing po-
licy ecology have been introdu-
ced. A Startup India portal and
mobile application have been
launched which shall provide
on-the-go accessibility to star-
tups for various services as well
as information and networking
opportunities with the stake-
holders in the startup ecosys-
tem. Additionally, Startup India
Hub has been operationalised,
which is being instrumental in
the resolution of queries of
startups via a dedicated toll-
free number and via email.

In emerging fields such as tech-
nical textiles, government is set-
ting up a number of Centers of
Excellence to provide infrast-
ructure support in terms of faci-
lities for testing with national
and international accredita-
tion, development of resource
centre with information techno-
logy infrastructure, facilities
for training, prototype develop-
ment etc. Technical textiles have
numerous end-use applications
but are still untapped in India.

With the objective to foster cu-
riosity, creativity and imagina-
tion and to inculcate skills such
as design mind-set, computatio-
nal thinking, adaptive learning,
physical computing etc. in yo-
ung minds, Atal Tinkering Labs
are being established in schools
across India. 

A number of other measures
are also underway and would be
implemented soon. Let’s aim to
tap this buzzing entrepreneuri-
al energy to address real pro-
blems and determine India’s
place in the world economic or-
der.
(The author is CEO, NITI Aayog)
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The high-power jury to choose the winners
of The Economic Times Startup Awards 2016
meets in Bengaluru today. Amitabh Kant,
one of the jurors, writes that startups must…
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Chennai: Naveen Jain, the Mee-
rut, Uttar Pradesh-born entrepre-
neur whose Florida startup has
just won the approval from the US
government to land on the moon,
believes there is a lot of work to be
done on the moon.

Moon Express, founded along
with space entrepreneur Robert
Richards, will execute a commer-
cial mission beyond the earth’s
orbit, a first in history for a private
company and a decision hailed as
a pathfinder for privately funded
commercial space missions in the
future. “This means is we are in

the league of the superpowers,”
an excited Jain told ET on the
phone from New York. “It is sym-
bolic of what a small group of
people are capable of doing. If I
can come to this country and land
on the moon, imagine what anyo-
ne else can achieve.”

Jain had founded a clutch of
companies across fields from
online search to software services
to selling background informa-
tion about clients. Jain’s pre-dot-
com era company InfoSpace had
raised huge expectations as it
went public in late 1998, trigge-
ring talk of multi-billion dollar
valuations before they imploded
through 2000 like many other
Internet companies during era
and culminated in Jain getting
“terminated” as CEO by InfoSpa-
ce board in 2002, according to a
company release. Data from the
company’s website shows In-
foSpace, now called Blucora,
counts marquee investors like
BlackRock, Fidelity Management

and JP
Morgan as
institutional
investors.

With roots
back in
India, he is
the son of a

public works department official in
Meerut. “Every 9-12 months, we
moved through the remote villages
of UP because my dad would get
transferred that frequently. I consi-
der myself the least-educated of the
lot with my IIT-Roorkee and XLRI
MBA degrees. My sister managed a
Post-Doctorate in applied mathe-
matics and my brother did a PhD in
statistics,” said Jain.

Naveen had had a 7-year stint in
Microsoft before he began his
Internet company in 1996. Cur-
rently, he has the backing of 3D
design company Autodesk among
others. According to Jain, the
company is in the process of
raising $25 million for the launch
and the last round valued the
company at $100 million. Cost of
the lunar mission, from concept to
landing, he claims will be under
$50 million. Extending human
economy over the stratosphere is
the ultimate aim but short-term
commercial targets are well-
defined for Moon Express.

Moon Express Gears Up for Lunar Landing 
Entrepreneur Naveen Jain’s commercial mission, beyond earth’s orbit, is a first in history for a private co
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New Delhi |Mumbai: Rising
popularity of non-cricket sports
has led to a whole bunch of corpo-
rates riding the Olympics wave by
taking sponsorship and adverti-
sing positions around the Rio
Olympics this year.

Top corporates in India, inclu-
ding Tata, Reliance, Edelweiss,
Genpact, Amul, Amazon, LIC,
IOC, and Coca-Cola, are using
the platform for brand building
since the value of sports outside
of cricket has grown significant-
ly due to the emergence of newer
leagues and a nascent sports cul-
ture in the country.

For the first time, the Indian
Olympic Association has (IOA)
has hired a third party agency —
IOS Sports and Entertainment
— to manage sponsorships and
the new agency has managed to

snag in nine brands as sponsors.
So far, the maximum number of
sponsors for the Indian Olym-
pics contingent was two.

Among the brands sponsoring
the IOA, and in turn, the Indian
contingent to Rio is Edelweiss,
which is creating a buzz through
its Olympics anthem, a television
commercial and a iAmTeamIn-
dia campaign.

“We are trying to create a buzz
around our high quality athle-
tes. There has been a lot happe-
ning around cricket and now
other sports also need support.
We have been supporting Olym-
pic athletes through the Olym-
pic Gold Quest,” said Rashesh
Shah, chairman of Edelweiss
Group.

His company is the principal
sponsor of the IOA and has contri-
buted .̀1 crore to insure all the 120
Rio-bound Indian athletes. “It has
given them a little bit of financial
security,” he said.

The other brands associated
with IOA include Tata Salt, Reli-
ance, Amul, JSW Steel, Amity
University, Li Ning, Study by Ja-
nak and Herbal Life. In fact, Reli-
ance group chairman Mukesh
Ambani and his wife Nita Amba-
ni, who was elected as an indivi-
dual member of the Internatio-
nal Olympic Committee (IOC)
on Thursday at Rio de Janeiro,
have been stationed at Rio since
the past few days.

IT services firm Genpact has
signed an MoU with Prakash Pa-
dukone and Geet Sethi-backed
Olympic Gold Quest to support
the preparation of Indian wo-
men athletes for Rio 2016.

Beverage maker Coca-Cola,
which is a worldwide Olympic
Partner, is sending a small group
of top performers to Rio to cap-
ture inspirational stories at the
games under the #ThatsGold
campaign for its social media
campaign.

Tata Salt has recently launched
its campaign ‘Namak ke waastey’
that provides a platform to young,
budding athletes who are repre-
senting India at the Olympics,
and the campaign will highlight
their struggles to reach the top.

Sagar Boke, head marketing at
Tata Salt, said the brand believes
that it can play the role of a cata-
lyst to fuel the conversations and
support for Olympics by virtue
of its connect, stature and reach
across the nation and gather mil-
lions to cheer for Indian Olym-
pics contingent for Rio.

India hasn’t been known for
its all-round sporting prowess,
but that perception seems to be
changing off late, attracting
corporates to work with sports-
persons. This time Star Sports,
the official broadcaster of the
Olympics in India, has five on-
air sponsors — Amazon, Bajaj
Electricals, LIC, Indian Oil
Corp and Amul. 
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Mumbai | New Delhi:
Social networking sites
Facebook and Twitter
and internet search giant
Google have rolled out
special features and emo-
jis to let people add some
Olympic spirit to their di-
gital communications.

“Twitter is the place
where all the live action is
at present,” Aneesh Ma-

All emojis will be availab-
le in the coming days.

Similarly, Vine and Pe-
riscope will offer fans in-
side access, commenta-
ry, highlights and con-
versation throughout
the Games, Madani said. 

Facebook is launching
profile frames, masks
and more for users. Peo-
ple can show support and
cheer for their country
or favourite teams by ad-
ding a frame to their pro-
file picture.

Olympics — from flags to
medals to sports. Users
can tweet with # followed
by three letter country-co-
de to unlock a special
Twitter emoji with the na-
tional flag. The hashtags
that trigger the emojis
will be available in Eng-
lish, French, Portuguese
and Spanish. The hash-
tags that trigger sports
emojis, as well as
#Rio2016 and #Olympics,
are also available in Japa-
nese, Korean and Arabic.

dani, head of sports part-
nerships at Twitter India
told ET. “With over 1,700
international and 35 top
Indian athletes tweeting
live, we have most diverse
range of voices our users
can connect to. And it’s
not just following their he-
roes, or experts, we also
have the official account
of Olympic Flame, twee-
ting in first person.”

Additionally, Twitter
has launched over 250
emojis related to the

Social Media’s All Set for Rio Too 

GREAT GAMES India hasn’t been known for its sporting prowess, but 

that perception seems to be changing, with many top corporates 

showing interest in working with sportspersons
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Kolkata: Bharti Airtel, India’s top
telco, has started offering free and
unlimited voice calls at lower price
points as part of two packs in a bid to
ring fence its higher revenue paying
customers in the lead up to Reliance
Jio Infocomm’s launch of commerci-
al 4G services. 

Sources expect second-largest car-
rier, Vodafone India, to shortly match
Bharti Airtel’s move, with the deve-
lopments coming a few days after the
two carriers as well as third ranked
Idea Cellular slashed effective data
rates by as much as 67%. Market wat-
chers say these are just initial moves
by incumbents and more would fol-
low in coming weeks.

Vodafone and Idea Cellular did not
reply to ET’s mails on whether they
will match Airtel’s move.

Airtel’s move comes a day after Reli-
ance Industries said in its annual re-
port that its telecom unit Jio will com-
mercially launch its 4G services at
“substantially lower” rates than rivals.
Mukesh Ambani-owned Jio is widely
expected to cause a massive disruption
in data and voice prices, leading to
another phase of blood-letting in an al-
ready competitive industry. 

Many expect Jio to launch its services
sometime this month, offering free voi-
ce services bundled with data, priced at
least 25% lower than current offerings
of top rivals.

On Friday, Bharti Airtel launched
two postpaid plans under its ‘myPlan
Infinity’ series, offering free unlimi-
ted voice calls bundled with 1GB and
5GB of 3G/4G data respectively for
post-paid customers subscribing to
`̀1,199 and `̀1,599 plans. It already has
similar offers for users of its `̀1,999
and ̀̀ 2,999 plans but with higher data
allowances.

“With ‘myPlan Infinity’ we are ma-
king voice calls free and offering flex-
ibility to combine this benefit with
their individual data requirements,”
Ajai Puri, Director - Operations (In-
dia & South Asia) at Airtel said in a
statement.

Some experts forecast a short-term
average revenue per user gains for
Airtel as the prospect of free voice
calls could entice some to upgrade
plans and make bigger monthly payo-
uts. Also, the move may induce pre-
paid users to move to post-paid plans,
subscribers of which tend to be stick-
ier than pre-paid ones. However, they
expect headline rates to fall in the me-
dium term under competitive pres-
sure, hurting financials.

RUNUP TO JIO ENTRY

Airtel Slashes
Price of Voice
Call Packages 
Idea was first to cut rates

& Voda may follow suit 

Facebook, Twitter, Google are coming up with special Olympic-related features & emojis
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dian market. Our eco-
nomy, which genera-
tes thousands of local
products every year,
best demonstrates
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