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India is experiencing a retail and e-commerce mega-revolution. From bustling high streets to on-
line marketplaces, the way businesses connect with consumers is changing at lightning speed. 

The rise of digital platforms, the ferocious competition, the growth of mobile commerce, and the 
increasingly tech-savvy consumer base are all reshaping the future of this industry.

With SAGA, we want to capture this energy and bring you the stories that matter—from 
breakthrough innovations to the real-world challenges leaders are tackling on the ground.

For our very first issue, we’ve had the privilege of speaking with two of the country’s most 
influential industry leaders.

Mrs. Pallavi Pandey, VP & Head of Max Fashion India, shares her vision for the future of retail in 
India, particularly in light of how digital trends are impacting consumer behavior and business 
strategies. Her insights reflect the enormous opportunities that lie ahead for those willing to 
embrace change. 

On the other side, we have Mr. Praveen Sinha, Serial entrepreneur, Founder & Co-founder of a 
multitude of companies including Jabong,  Chairman of Moksha Media Group, whose leadership 
journey offers invaluable lessons for anyone navigating the complexities of modern business.

His thoughts on the E-commerce situation in India and adaptability resonate deeply in today’s 

Dear Readers,

Namaste and welcome to the launch edition of SAGA! I couldn’t be more excited to introduce this 
magazine, specially curated for business professionals in India’s vibrant retail and e-commerce 
sectors. 

As part of the Moksha Media Group, our aim is simple: to be your go-to resource for fresh
 innovative ideas, industry insights, and practical strategies that can help you succeed in a 
market that’s rapidly evolving.
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This journey is just beginning, and 
we’re thrilled to have you with us. As 
you travel through the pages, we 
encourage you to engage with the 
content, reflect on the Articles, 
interviews and share your feedback. 

Saga magazine is as much about 
you—the readers—as it is about the 
industry we serve. Together, we’ll 
explore the future of retail and 
e-commerce in India, and we can’t 
wait to grow along with you.

Thank you for your support, and 
here’s to exciting times ahead!

Warm regards,
Dr. Asher T. Gianchandani

Editor-in-Chief, SAGA Magazine

His thoughts on the E-commerce situation in India and adaptability resonate deeply in today’s 
competitive landscape, where staying ahead means constantly evolving.

Our hope is that SAGA will not only inform but also inspire you. Whether you are a seasoned 
business leader, a budding entrepreneur, or someone simply curious about the industry, this 
magazine is designed to bring you closer to the trends, the people, and the ideas shaping retail 
and e-commerce in India.



Leadership Insights
Navigating Through ground-breaking Changes in India’s Retail and E-commerce
In India’s fast-growing retail and e-commerce industry, leadership is much more than just making 
decisions—it’s about having the vision to pilot constant changes and the agility to quickly adapt to 
them. As the industry evolves rapidly with new technologies, Artificial intelligence, changing 
consumer preferences, and the rise of digital platforms, leaders must be visionary, flexible, 
innovative and above all, human in their approach.

This edition of SAGA digs into leadership insights, highlighting the experiences of industry 
veterans like Mrs. Pallavi Pandey, VP & Head of Marketing Max Fashion India, and Mr. Praveen 
Sinha, Serial entrepreneur, Co-founder of Jabong, Chairman of Moksha Media Group. They offer 
valuable lessons on what it takes to succeed in India’s retail and e-commerce landscape.

The Core of Modern Leadership
In today’s retail world,  changes are faster than ever before. 
Technologies evolve, customer habits shift, and market 
conditions can fluctuate overnight. The leaders who excel 
are those who can quickly adapt without losing sight of their 
long-term vision.

Take Mrs. Pallavi Pandey as an example. Leading one of 
India’s largest fashion retail chains, Max Fashion, she has 
overseen the brand’s digital transformation, blending online 
shopping with physical store experiences. “In this market, 
you can’t be rigid. The moment you think you’ve figured it 
out, the market changes, and you have to change with it,” 
Pallavi says.Her philosophy is simple but powerful—
embracing uncertainty and seeing change as an opportunity, 
not a threat. This adaptability is what allows leaders to stay 
ahead in the fast-moving world of Indian retail.

Empathy and Connection, Leading with Heart
While retail and e-commerce in India are driven by data and technology, at their heart, they are 
people businesses. Indian consumers seek not just products but experiences that resonate with 
their emotions, values, and aspirations. Great leaders understand this human element.

Mr. Praveen Sinha, Chairman of Moksha Media Group, believes empathy is key to effective 
leadership. “To lead successfully in India, you need to go beyond the numbers. You need to 
understand the ‘why’ behind customer choices and the feelings they associate with your brand,” 
he explains.Empathy doesn’t stop with customers—it extends to employees as well. Leading with 
heart means supporting your team through challenges, understanding their needs, and creating a 
culture where they feel valued. 

When leaders show genuine care, it boosts team morale and deepens customer loyalty, which is 
crucial in a market as relationship-driven as India.

- By Dr. Asher T Gianchandani
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Fostering Innovation, Encouraging Bold Ideas
In a competitive market like India, standing still is not an option. Leaders who foster a culture of 
innovation are the ones who push their businesses forward. But innovation doesn’t have to be 
about grand ideas—it’s about creating an environment where creativity and problem-solving are 
encouraged at every level.

Brands like Flipkart and Nykaa have thrived because they made innovation part of their DNA. From 
improving customer experiences to leveraging AI for personalized shopping, these companies 
have embraced a culture that welcomes experimentation.

Mr. Sinha emphasizes, “Innovation doesn’t always have to mean big, disruptive ideas. Sometimes, 
small changes—like improving delivery speed or refining customer service—can have a huge 
impact. Leaders should encourage their teams to think creatively and not fear failure.”

In India’s fast-growing retail space, where consumer expectations are always evolving, nurturing 
innovation is key to staying relevant and competitive.

Leading with Purpose, Beyond Just Profit
Today’s Indian consumers want to connect with brands that stand for something beyond profit. 
Whether it’s supporting sustainability, promoting local artisans, or contributing to social causes, 
purpose-driven businesses are gaining more loyalty and trust.

Take the example of Fabindia, which has built its brand around supporting traditional Indian 
artisans and promoting sustainable practices. This sense of purpose resonates with a growing 
number of Indian consumers who value conscious shopping.

Praveen Sinha agrees, saying, “At Moksha Media Group, we believe that leadership should go 
beyond revenue. Our focus is on creating a positive impact—whether it’s by supporting ethical 
business practices or helping small businesses grow.”

Purpose-driven leadership not only helps companies build strong relationships with their 
customers but also motivates teams who want to be part of something meaningful. As Indian 
retail and e-commerce continue to grow, companies that prioritize purpose will stand out from the 
competition.
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Balancing Data and Intuition, The Art of Decision-Making
In the age of data, it’s easy to get caught up in numbers when making decisions. However, great 
leaders in India’s retail sector know that while data is essential, intuition also plays a critical role. 
Sometimes, your gut instinct tells you something that numbers can’t.

Mrs. Pallavi Pandey shares how she balances data with intuition: “Data gives me insights into 
what’s happening in the business, but intuition helps me anticipate what’s coming next. In a 
market like India, where cultural nuances are so important, you need both to make smart 
decisions.”

Knowing when to rely on data and when to trust your instincts is crucial, especially in a diverse and 
complex market like India, where consumer behavior can vary greatly across regions and 
demographics.

Empowering Teams, Trusting Indian Talent
In a country as vast and diverse as India, no leader can succeed alone. Building strong teams and 
giving them the freedom to make decisions is key to thriving in retail and e-commerce. Leaders 
who trust their people create a culture of ownership and accountability, where everyone feels 
responsible for the company’s success.

For Pallavi Pandey, empowering her team is a central part of her leadership approach. “When you 
trust your people, they rise to the occasion. My role as a leader is to create the right environment 
for them to thrive, whether that’s giving them autonomy or simply getting out of their way.”

This approach not only boosts team morale but also drives better decision-making, as teams feel 
empowered to act quickly and take ownership of their work—critical in India’s fast-paced retail 
market.

Final Thoughts, Leading Through Transformation in India
The retail and e-commerce sectors in India are undergoing 
rapid transformation, and leading in this space requires a 
unique blend of adaptability, empathy, innovation, and 
purpose. Leaders in India need to be hands-on, deeply 
connected to their teams and customers, and 
forward-thinking to navigate the complexities of this
 market.

The insights from leaders like Pallavi Pandey and Praveen 
Sinha remind us that while data and technology are 
important, leadership is ultimately about people—
customers, employees, and the communities we serve.

As Indian retail continues to evolve, the leaders who 
succeed will be those who embrace change with confidence, 
lead with heart, and build purpose-driven organizations that 
thrive in the long term. Leadership is not just about where 
we are today, but where we are headed tomorrow.
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The Growing Demand for 
Sustainability
Consumers are becoming more 
environmentally conscious, and this is 
having a significant impact on 
e-commerce. A staggering 73% of con-
sumers say they would likely change 
their shopping habits to reduce their 
environmental footprint.

This includes not only choosing green 
products but also expecting companies 
to adopt more sustainable practices 
across the entire supply chain. In fact, 
70% of consumers are willing to pay up 
to 5% more for products that 
contribute to reducing environmental 
pressures. As sustainability becomes 
more important, e-commerce 
companies will need to invest in 
eco-friendly materials, green logistics, 
and carbon-neutral shipping options.

Q-Commerce: The Future of Fast 
Delivery
Quick commerce, is changing the ex-
pectations around delivery speed. Con-
sumers now expect same-day or even 
same-hour delivery for their orders. To 
meet this demand, businesses are in-
vesting in advanced logistics systems 
and technologies like drone deliveries. 
In fact, drone delivery is set to play a 
bigger role in local e-commerce, 
helping to fulfil orders faster and more 
efficiently.

L
operate and how consumers shop online.

AI: The Game-Changer
Artificial intelligence (AI) is at the forefront of 
e-commerce transformation. Retailers are increasingly 
using AI to deliver highly personalised shopping 
experiences tailored to individual customers. In fact, 
70% of U.S. digital retailers expect AI-driven 
personalisation to have a major impact on their 
business this year. From product recommendations 
to tailored marketing strategies, AI’s ability to analyse 
large amounts of data and predict what customers 
want is revolutionising online shopping.

ooking ahead to 2024, several major trends 
are poised to reshape the e-commerce 
landscape, driven by new technologies, 
shifting consumer behaviours, and the rising 
demand for sustainability and convenience. 
These trends will redefine how businesses 

Trends Shaping The Future 
of E-commerce
- By Ramanan Thirunavukarasu
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AR and VR: Enhancing the
 Shopping Experience

AR and VR are quickly becoming 
integral to e-commerce, offering 
customers immersive experiences that 
bridge the gap between online and 
in-store shopping. These technologies 
allow customers to virtually try on 
products, reducing return rates and i
ncreasing purchase confidence. 
According to a survey, 70% of 
consumers believe AR and VR can en-
hance their shopping experience, espe-
cially in sectors like fashion, furniture, 
and home decor.

Social Media as a Customer 
Service Channel
Customer interaction is evolving, with 
social media becoming a key platform 
for communication. Around 66% of 
online adults now prefer to 
communicate with businesses via social 
media messaging, and many are more 
likely to make a purchase when this op-
tion is available. This trend underscores 
the 
importance of businesses being active 
and responsive on social media, not just 
for marketing but also for engaging with 
customers in real time.

Automation: Streamlining 
E-Commerce
Automation is set to play an even larger 
role in e-commerce, helping businesses 
streamline operations and improve 
customer service. Chatbots and 
automated systems are becoming more 
common, offering quick responses to 
customer queries and even assisting 
withorders. As more consumers become 
accustomed to this level of convenience, 
chatbot ordering is expected to become 
a mainstream way of shopping.

The future of e-commerce is bright, with AI, 
sustainability, AR/VR, and automation leading the 
charge. Businesses that embrace these trends will 
not only keep up with the evolving landscape but will 
also set themselves apart as innovators, shaping the 
future of online retail.

Voice and Image Search: Changing the Way 
We Shop
Voice and image search are transforming how
consumers find and purchase products. With 
devices like Amazon Alexaand Google Home 
becoming household staples, voice search is gaining 
traction, with 40% of U.S. internet users using voice 
assistants at least monthly. Similarly, image search 
is growing, allowing customers to search for 
products using photos rather than keywords—a 
particularly useful tool as mobile shopping continues 
to rise.



Driving Innovation: 
Pallavi's Leadership in 
Retail and E-Commerce
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In today’s fast-paced retail and e-commerce world, innovation and adaptability are essential for 
staying ahead. Pallavi, the Vice President and Head of Marketing at Max Fashion India, 
exemplifies these qualities, leading one of the country’s most popular fashion brands with a 
consumer-centric, omnichannel, and authentic approach. This article delves into Pallavi’s career, 
her leadership philosophy, and the strategies she employs to keep Max Fashion at the forefront 
of India’s retail industry.

Pallavi’s professional journey has been shaped by a variety of experiences across different 
sectors, from fashion and footwear to advertising and consumer behavior. Starting as a 
management trainee at ABFRL, she later gained experience in the footwear industry with Puma 
and expanded her expertise in advertising and banking. These diverse roles provided her with 
a broad understanding of consumer behavior and market dynamics. Reflecting on her career, 
Pallavi emphasizes, "Retail is a dynamic field, and my varied background helps me adapt to its 
constant evolution."

One of the defining moments in her career 
was overseeing the launch of 100 stores in 
100 days—a massive undertaking that 
showcased her ability to manage large-scale 
operations. Another significant milestone 
was redefining the identity of a fashion
footwear brand, which introduced her to 
experiential marketing and the importance of 
store design in creating engaging consumer 
experiences.

At Max Fashion, Pallavi’s leadership is 
grounded in collaboration andadaptability. 
She tailors strategies to meet consumer 
needs while aligning marketing and 
operational plans with broader business 
goals. Under her guidance, Max Fashion 
has grown to over 520 stores in 220 cities, 
catering to a wide and diverse audience. The 
brand, a subsidiary of the Landmark Group, 
is committed to providing quality fashion at 
affordable prices. "We are committed to 
offering fashion at great value," Pallavi 
explains, underscoring the brand’s appeal to 
both everyday shoppers and trend-conscious 
consumers.

Mrs. Pallavi Pandey 
V.P & Head of Marketing

Max Fashion India 
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Post-pandemic, the retail landscape has shifted 
significantly, with the integration of physical and 
digital shopping becoming crucial. Pallavi has 
spearheaded Max Fashion’s omnichannel 
strategy, merging the convenience of online 
shopping with the immersive experience of 
physical stores. For instance, the "Find Your 
Size" feature allows in-store customers to order 
out-of-stock sizes online, ensuring a seamless 
shopping journey. "The store experience is now 
just as important as the digital experience," 
Pallavi notes, highlighting the need for 
consistency across all customer touchpoints.

In the age of digital influencers, Pallavi has 
refined Max Fashion’s influencer strategy to 
focus on authenticity rather than just broad 
reach. She believes that influencers who produce 
genuine, engaging content can form deeper 
connections with their audience. Max Fashion 
works with a geographically diverse range of 
influencers, not just big names, but those who 
resonate with local communities. This approach 
helps the brand engage with a broader, more 
diverse audience while maintaining its 
authenticity.

Data-driven marketing is another cornerstone of 
Max Fashion’s success. With nearly 80% of sales 
coming from loyal customers, Pallavi and her 
team use data analytics to craft 
personalized marketing campaigns. "We place a 
strong emphasis on communicating effectively 
with our loyal customer base, while also 
focusing on winning back lapsed customers," 
Pallavi explains. This targeted, data-driven 
approach has helped Max Fashion maintain its 
leadership position in a highly competitive 
market.

As the retail industry continues to evolve, Pallavi 
has been quick to embrace emerging trends like 
social commerce. By engaging consumers 
directly on platforms like Instagram and 
YouTube, Max Fashion has successfully 
integrated social commerce into its marketing 
strategy, providing a seamless path from 
social media interaction to purchase. "Social 
commerce is where the future of retail lies," 
Pallavi emphasizes, acknowledging its

potential to drive both engagement and sales.

Max Fashion’s influencer partnerships 
extend to high-profile collaborations with 
celebrities like Kalki Koechlin and Alaya F, 
which help the brand stay relevant among 
younger, fashion-forward consumers. These 
collaborations go beyond just visibility; they 
reflect Max Fashion’s commitment to 
evolving with changing consumer 
preferences.

Pallavi’s leadership at Max Fashion is also 
marked by a commitment to diversity and 
inclusion. The company takes pride in its 
diverse leadership team, which includes 
women in key roles. "We value leadership 
regardless of gender," Pallavi states, 
emphasizing the importance of inclusivity in 
fostering a dynamic, forward-thinking 
company culture. This commitment to 
diversity has further strengthened Max 
Fashion’s market position by allowing it to 
appeal to a wide range of customers.

Looking ahead, Pallavi is focused on several 
key trends that will shape the future of retail, 
including the growing influence of the teen 
demographic and the continued rise of digital 
and influencer marketing. With its strong 
omnichannel capabilities and data-driven 
strategies, Max Fashion is well-positioned to 
lead in these areas. "We’re always thinking 
about what’s next and how to stay relevant," 
Pallavi says, underscoring her 
forward-thinking approach.

In conclusion, Pallavi’s leadership at Max 
Fashion is a powerful example of how 
success in retail is driven by innovation, 
adaptability, and a deep understanding of 
consumer behavior. From her focus on 
omnichannel integration and data-driven 
marketing to her commitment to authenticity 
and inclusivity, Pallavi has positioned Max 
Fashion as a leader in India’s retail and 
e-commerce sectors. Her dynamic and 
flexible leadership ensures that Max Fashion 
will continue to thrive in the ever-evolving 
retail landscape.



The Importance 
of Digital 
Marketing in 
E-Commerce: 
A Growth for
Catalyst

 I
strategy.
One of the biggest advantages of digital marketing is 
its ability to reach a global audience quickly and 
cost-effectively. With more than 4.9 billion internet 
users worldwide, e-commerce businesses have 
access to a huge potential customer base. Platforms 
like Instagram, Facebook, and TikTok, which 
collectively have around 4.76 billion users, offer 
businesses the chance to increase brand visibility, 
engage directly with their target audience, and drive 
traffic to their websites.
Digital marketing also offers a much more affordable 
option compared to traditional advertising methods. 
Businesses can start with as little as $1 a day for 
social media ads and still see impressive results 
through precise targeting and analytics. Take email 
marketing, for instance—it delivers an average of $42 
for every dollar spent, making it one of the most 
effective strategies for e-commerce. Similarly, paid 
search campaigns are highly profitable. Google Ads, 
for example, has an average return on investment 
(ROI) of 200%, meaning businesses can double their 
money with the right strategy.

n today's world, where over 2.64 billion 
people shop online globally, digital 
marketing has become crucial for 
e-commerce businesses. By the end of 2024, 
global e-commerce sales are projected to 
reach $6.3 trillion, up from $4.28 trillion in 

2020, making the online retail competition fiercer than 
ever. To stay competitive, E-commerce businesses 
must adopt digital marketing as a core growth
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Research shows that 87% of consumers read 
online reviews before making a purchase, and 
72% say positive reviews increase their trust in  
a brand. Digital marketing offers a platform for 
businesses to showcase social proof, including 
customer reviews, testimonials, and influencer 
endorsements, all of which help build 
credibility.The more transparent and 
trustworthy a brand appears, the more likely it 
is to win over customers. In the crowded online 
marketplace, building trust through authentic 
reviews and endorsements can give 
businesses a significant edge over their com-
petitors.

The Power of Digital Marketing in a 
Competitive World
In an increasingly digital-first world, digital 
marketing is more than just a useful tool—it’s a 
necessity for e-commerce growth. The 
ability to reach broader audiences, maximize 
ROI, personalize the shopping experience, and 
build trust all make digital marketing a 
powerful strategy for businesses looking to 
thrive in the online space. As global 
e-commerce sales continue to rise, the brands 
that leverage digital marketing effectively will 
be the ones that stand out from the 
competition and establish themselves as 
market leaders. In the race to capture 
consumer attention and loyalty, digital 
marketing is the catalyst that helps businesses 
drive growth, improve customer engagement, 
and remain competitive in the fast-paced world 
of e-commerce.

This cost-effectiveness is particularly 
beneficial for small and medium-sized 
e-commerce businesses, which may not have 
the massive advertising budgets that larger 
companies enjoy. With the right digital 
marketing approach, these smaller 
businesses can still compete on a level 
playing field.

Personalisation: The Game-Changer
One of the most powerful aspects of digital 
marketing is its ability to collect and analyze 
real-time data. More than 80% of consumers 
are likely to buy from brands that offer 
personalised experiences. Digital marketing 
allows businesses to track customer 
behavior—such as browsing habits, past 
purchases, and search history—and use that 
data to provide tailored recommendations 
and targeted marketing messages.

Amazon’s recommendation algorithm is a 
prime example of how this works in practice. 
The company attributes 35% of its sales to 
its personalized suggestions, demonstrating 
how effective data-driven personalisation can 
be in keeping customers engaged and 
boosting conversion rates.

SEO: The Foundation of Online Visibility
Search Engine Optimization (SEO) remains a 
critical element of any successful digital 
marketing strategy. Organic search drives 
43% of all e-commerce traffic, making SEO a 
key tool for increasing visibility and 
attracting free, organic traffic. Optimising 
product pages with relevant keywords, meta 
descriptions, and high-quality images helps 
improve search engine rankings and bring in 
more potential customers. Effective SEO is all 
about making it easier for search engines to 
find and display your website when customers 
are looking for specific products. The better 
your SEO, the higher your e-commerce site will 
rank in search results, which translates into 
more traffic and, ultimately, more sales.

Building Trust with Customers
Trust is vital in the world of e-commerce. 
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The Future of E-commerce in India:
In this interview, we discuss India's rapidly evolving e-commerce landscape with
Mr. Praveen Sinha, a successful serial entrepreneur, Chairman at Moksha Media Group, co-founder of 
Jabong and expert in digital commerce and business strategy. As India embraces a digital future, the sec-
tor is poised to undergo transformative changes. Mr. Praveen Sinha shares his insights on what we can 
expect in the years to come.

Q: The e-commerce industry in India 
has seen incredible growth over the 
last few years. What factors are 
driving this expansion?

Mr. Praveen Sinha: The e-commerce boom in 
India has been driven by several key factors. 
First, internet penetration has skyrocketed, 
mainly due to affordable smartphones and 
competitive data plans, which means more 
people can now access online platforms. 
Second, the COVID-19 pandemic accelerated 
the shift to online shopping as people were 
forced to stay indoors and began exploring 
e-commerce for everything from groceries to 
fashion. Additionally, the rise of digital
“Digital India” have contributed significantly 
to building the necessary infrastructure for
 e-commerce to flourish.

Many now offer apps in regional languages 
and provide customer support in multiple 
languages to cater to non-English-speaking 
consumers. ing by localising their services. 
Many now offer apps in regional languages 
and provide customer support in multiple
languages to cater to non-English-speaking 
consumers. Payment options are diversified, 
from digital wallets to cash-on-delivery to suit 
different economic profiles.

Q: With India being such a diverse 
country, how are e-commerce 
platforms catering to consumers from 
different regions and economic 
backgrounds?

Mr. Praveen Sinha: India is incredibly 
diverse, with varying languages, cultures, and 
purchasing power across regions. 
E-commerce platforms are responding by 
localising their services. 

From Smartphones to 
Shopping Sprees: Praveen 
Sinha Talks India’s  
E-Commerce Boom

Mr. Praveen Sinha
Chairman

Moksha Media Group
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Additionally, e-commerce companies are increasingly partnering with local delivery services to 
ensure that products reach even the country's most remote areas. The growth of Quick 
commerce (q-commerce) is further revolutionising how consumers across different regions and 
economic backgrounds in India access everyday essentials. With ultra-fast deliveries,
q-commerce offers convenience for urban and semi-urban customers, catering to immediate 
needs. By leveraging hyper-local delivery networks and providing flexible pricing, these platforms 
make essential goods more accessible, ensuring that both budget-conscious and premium 
buyers can benefit from the rapid delivery model. This approach fosters inclusivity, reaching
diverse consumers across India’s socio-economic spectrum.

Q: There’s a lot of talk about the role of technology in e-commerce. How do you see 
tech innovations like AI, AR, and VR shaping the industry's future?

Mr. Praveen Sinha: Technology will be the game-changer for e-commerce in India. AI is already 
used to enhance customer experiences through personalised recommendations, customer 
service chatbots, and predictive analytics anticipating consumer needs. Augmented Reality (AR) 
and Virtual Reality (VR) are also starting to make their mark, especially in fashion and home 
decor, where customers can “try on” clothes or visualise how furniture might look in their living 
spaces before making a purchase. These innovations help bridge the gap between the physical 
and digital shopping experience, making online shopping more immersive and engaging.

Q: India is known for its bustling offline retail market. How will e-commerce coexist 
with traditional brick-and-mortar stores in the coming years?

Mr Praveen Sinha: E-commerce and offline retail will coexist symbiotically. Rather than 
cannibalising traditional retail, e-commerce can complement it. We are already seeing the rise of 
“omnichannel” strategies, where businesses blend online and offline experiences. For 
example, many consumers prefer to research products online but still visit physical stores for 
certain purchases. We’re also seeing traditional retailers adopting digital tools to enhance their 
in-store experience, such as offering contactless payments or using inventory management 
systems that integrate with online platforms. In the future, I expect more collaboration between 
online and offline channels. In this direction, we already see the traction and trend of offline and 
e-commerce convergence in India, transforming the retail landscape and creating a seamless 
shopping experience that blends the strengths of both worlds. With digital adoption accelerating, 
traditional brick-and-mortar stores are integrating online channels, enabling omnichannel 
strategies that cater to the tech-savvy, mobile-first consumer base. This fusion allows retailers 
to offer personalised services, real-time inventory management, and flexible purchasing options, 
driving higher engagement and loyalty. As India’s e-commerce market grows, the synergy 
between online and offline channels is becoming crucial for brands looking to scale and thrive in 
an increasingly competitive ecosystem.

Q: Sustainability is becoming increasingly important globally. How do you see 
e-commerce businesses in India addressing environmental concerns?

Mr. Praveen Sinha: Sustainability is undoubtedly on the radar of most e-commerce businesses 
in India, especially as consumers become more conscious of their environmental impact. Many 
companies are beginning to adopt eco-friendly practices, such as using biodegradable 
packaging or reducing the carbon footprint of their logistics operations. Some e-commerce 
platforms even promote sustainable brands and products, which appeal to the growing segment 
of eco-conscious shoppers. As regulations around environmental responsibility tighten, we’ll 
likely see even greater innovation in sustainable business practices in the e-commerce space.

more to come in next edition...
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In today's fast-growing e-commerce world, 
one of the biggest challenges businesses 
face is attracting and keeping the right 
customers. With so many competitors online, 
standing out has become harder than ever. 
Customers have higher expectations, 
demanding better experiences and faster, 
more reliable shipping. As a result, 
logistics management has become a key 
concern, especially as the demand for quicker 
deliveries rises. For businesses that sell
internationally, navigating 
complex regulations, taxes, and shipping 
processes can make things even more 
difficult.

Smart Solutions for E-commerce 
Challenges
One effective way to address cart abandonment 
is through personalized retargeting campaigns. 
By tracking user behavior, businesses can send 
targeted ads to remind customers of items they 
left in their carts, turning missed 
opportunities into completed sales. As logistics 
become more complex, AI can help streamline 
operations, from optimizing delivery routes to 
managing inventory and predicting demand. 
This not only speeds up shipping but also 
makes it more reliable.

Businesses must also balance pricing 
strategies, shipping policies, returns, and 
refunds while finding the right tech tools to 
stay ahead. With mobile shopping becoming 
the norm, companies need to be omnichannel 
and ensure their platforms are mobile-friendly 
to meet customer expectations.

Returns are another major headache for 
e-commerce companies. Since customers 
can’t physically touch or try products before 
buying, issues with size, color, or quality often 
lead to higher return rates. This puts pressure 
on logistics networks, cuts into profits, and 
can hurt customer trust. At the same time, 
data privacy is becoming increasingly 
important as online threats and cyberattacks 
become more sophisticated. Creating a 
secure, user-friendly website with effective 
sales messaging is crucial for maintaining 
customer trust and engagement. On top of 
that, there’s growing pressure to operate 
sustainably and ethically, as consumers 
become more mindful of the impact of their 
purchases.

Key Challenges of E-Commerce Key Challenges of E-Commerce 
& Practical Solutions& Practical Solutions
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Additionally, AI-powered chatbots and virtual 
assistants provide real-time support, 
answering questions and offering 
personalized shopping advice, improving the 
overall customer experience.

With mobile shopping on the rise, optimizing 
e-commerce sites for mobile is essential. A 
responsive, easy-to-navigate, and fast-loading 
mobile experience ensures businesses can 
cater to the growing number of shoppers who 
prefer to browse and buy on their phones.

The Game-Changer: Virtual Try-On 
Technology
One innovative solution that addresses many 
of these challenges is Virtual Try-On 
Technology. This tool allows customers to 
see how products will look on them before 
making a purchase, giving them more 
confidence in their buying decisions. 

This not only boosts customer engagement 
but also reduces cart abandonment since 
shoppers are more likely to buy when they feel 
sure about their choices.

Virtual Try-On also helps reduce returns by 
giving customers a clear visual of the 
product’s appearance and fit, cutting down on 
size or style-related returns. This saves time 
and resources for both the customer and the 
business. On top of that, it offers brands a 
way to stand out in a crowded market, 
providing a unique, tech-forward shopping 
experience that sets them apart from 
competitors.

In summary, Virtual Try-On Technology 
tackles some of the biggest e-commerce 
challenges, from improving the customer 
experience to reducing returns and 
streamlining logistics. 

As the industry continues to evolve, 
embracing these types of innovations will be 
key for businesses looking to stay 
competitive in an increasingly digital world.

When it comes to cybersecurity, businesses are 
combating the rise in cyber threats with 
advanced encryption and secure payment 
gateways, helping protect customer 
information and build trust.

Biometric authentication, such as fingerprint or 
facial recognition, adds an extra layer of 
security, ensuring safe transactions and giving 
customers peace of mind. On the logistics side, 
AI-driven return management systems analyze 
return patterns and customer feedback, making 
the process smoother, reducing costs, and 
improving customer satisfaction.
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Emerging technologies like artificial intel-
ligence (AI) and augmented reality (AR) are 
changing the way customers engage with e-
commerce platforms. For example, AR 
allows customers to virtually try on products, 
like clothing or makeup, and get personalized 
recommendations, enhancing their shopping 
experience and building loyalty.



Q:  What trends are shaping the future 
of creative communication in today’s 
digital landscape?

The future is shaped by several key trends 
that reflect changes in technology, user be-
haviour, and the demand for more authentic, 
immersive, and interactive experiences. Such 
as AI, Automation in creative content, Short-
form content(which is more snackable), a rise 
in audio with podcasts, Shoppable content, 
Authentic storytelling, sustainable practices, 
frequent content updates & more. People are 
now present at various touch points in the 
vast online sphere, and brands need to cater 
to signals across those touch points to cater 
to the user journey. That's what will lead to 
conversion and superior customer experience.

Q. How do you align creative strategies 
with business objectives for your 
clients?   

Aligning creative strategy with business ob-
jectives is essential for delivering results that 
engage audiences and drive measurable busi-
ness growth. The client either comes to us with 
a problem or a business objective and we, as 
experts in the field, need to solve these tacti-
cally and put in place more enormous ideas 
to break or go with the clutter. Developing 
customer-centric insights, aligning strate-
gies creatively across the different stages of 
the marketing funnel, analysing data, devel-
oping insights strongly to craft our storytell-
ing approach, and setting business-centric 
matrices will help us achieve our long-term 
goals. Always think long-term; your ideas 
could be short-term to reach that milestone.
the digital space keeps evolving, so we need 
to keep experimenting with the latest trends.

Mr. Akash Chopra
Chief Business Officer 
Moksha Media Group
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Q. What role does data play in                 
developing communication campaigns, 
and how do you leverage it?

It helps measure and optimise creative strat-
egies to ensure they are visually appealing 
and effectively achieve business objectives. 
It helps us track KPIs and identify the right 
metrics to measure the success of the crea-
tive strategy (e.g., conversion rate, engage-
ment rate, lead generation, brand sentiment). 
Also, it helps us tailor creative messaging to 
different business channels. Today, there are 
many cohorts in terms of varying consum-
er segmentation; data also helps us curate 
different messages and content that each 
would want to see to achieve brand results. 

Q. What are some examples of suc-
cessful campaigns that showcase your 
agency’s unique approach? 

We have done various campaigns across 
industries, but to name a few, Boats I am a 
bolthead campaign, kimirica's Kiara launch, 
Mama Earth Brand World, and

From Data To Storytelling
Akash Chopra's 
Guide To Modern Creative Strategies



more to come in next edition...

PAGE-23

Digital platforms have reshaped conventional 
communication methods, shifting from one-
way mass communication to interactive, re-
al-time, and highly personalised messaging. 
While traditional media still holds value, espe-
cially for broad awareness campaigns, digital 
communication has taken centre stage, offer-
ing more flexibility, data-driven insights, and 
opportunities for engagement that traditional 
methods cannot match. Brands and busi-
nesses that adapt to these changes are better 
equipped to navigate the modern communica-
tion landscape. Digital media helps with target-
ing consumers more closely and further inter-
acting with them on a more one-on-one basis.

I'm still waiting for what AI offers and how it 
will evolve. It's an exciting space, especially for 
generating images and videos. It still needs to 
improve precision and quality; let's see how it'll 
help make it more ideal based on what we need .

Client is everything, but before that, we need to 
help them achieve their business goals correct-
ly. We need to work with them as partners rather 
than service providers. Think of their successes 
on your own, which is true. Be responsive, de-
liver on time, work closely with them to under-
stand the brief, and ensure that your team de-
livers what is required.  Do not hesitate to reject 
work internally if you are unfamiliar with your 
client's needs. Always try to give suggestions 
and sell more to help them achieve their busi-
ness goals. Rule: Deliver the right thing, upsell 
after we deliver what is asked for, or suggest 
more if it's highly effective for their business.

Q. How do you measure the success of 
your campaigns? 

Every campaign has different success met-
rics. It depends on the goal to be achieved. 
For example, We are asked to help create rel-
evance for almonds as a potent ingredient for 
hair in hair oils for hair health. We could give 
ideas regarding seeding with non-branded 
content, third-party AdWords, review genera-
tion, etc. If the search volumes for that go high

What innovations or technologies are 
you excited about for the future of  
creative communication?

Q. How do you manage collaboration 
between creative and business teams?

Do you want me to let my secrets out? It's art. 
Once you feel like you are a part of the creative 
team, you will always need collaboration. Spend 
time with them; knowing their creative chal-
lenges will help you manage your clients better. 

 

Q. Can you discuss the importance 
of branding in today’s competitive       
market and how your agency helps    
clients build strong brands?

In today’s competitive market, a strong brand 
is one of the most powerful tools a business 
can have. It differentiates the business, fos-
ters loyalty, drives customer engagement, and 
creates long-term value. By partnering with an 
agency, clients can build and maintain a brand 
that looks great and drives business success. 
Agencies bring expertise in research, strat-
egy, design, messaging, and execution, ensur-
ing that every aspect of the brand is carefully 
crafted and aligned with the client’s goals. 

Q. What is your approach to nurturing   
client relationships while maintaining 
creative integrity?

Q. What are the key challenges        
agencies face in a fast-changing digital 
world, and how do you overcome them?

Agencies in the fast-changing digital world 
face challenges driven by technological ad-
vancements, shifting consumer behaviours, 
and the increasing demand for personalised 
and agile strategies. Overcoming these chal-
lenges requires adaptability, innovation, and a 
deep understanding of client needs and indus-
try trends. Agencies must be nimble and have 
a sufficient workforce to overcome challenges. 
Collaboration and transparency are essen-
tial, and communication needs to be strong. 

Q. How has the rise of digital platforms 
impacted traditional communication 
methods? 

Saffola's multi-brand unification as one um-
brella. Lakme's 12 shades of success have 
been some critical game-changers for us.

in that targeted region, you've achieved your 
goal. Eventually, you aim to take your custom-
ers to your brand page and drive purchases.



AI-Powered E-Commerce: 
The Key to Future-Proofing 
Your Business

A
One of the most impactful ways AI is being used in 
e-commerce is through personalisation. Amazon’s 
recommendation engine powered by AI, suggests 
products based on users browsing habits and 
past purchases. This simple yet effective feature 
accounts for 35% of Amazon’s total revenue. AI 
analyses vast amounts of data to deliver relevant 
product recommendations to individual shoppers, 
creating a tailored experience. And it’s getting 
even smarter—future improvements in machine 
learning are expected to further boost customer 
retention and conversion rates by 15-20%.

Beyond personalised product suggestions, 
Amazon has integrated AI into customer service 
through Alexa, its voice-activated assistant. Alexa 
lets customers search for products, reorder items, 
and receive personalised recommendations all 
through voice commands. This voice commerce 
solution has generated more than $5 billion in 
sales, particularly during busy shopping periods 
like Prime Day. With voice shopping becoming 
more popular, voice-driven transactions are 
projected to hit $40 billion by 2032, highlighting 
the growing importance of AI in shaping the future 
of retail.

AI in Customer Service: The Sephora Model
AI is also revolutionising customer service in 
e-commerce. Take Sephora, for example. The 
beauty brand has launched Sephora Virtual Artist, 
an AI-powered chatbot that lets customers try on 
makeup virtually and receive personalised product 
suggestions.

rtificial Intelligence (AI) is transforming the e-commerce landscape, reshaping how 
businesses engage with customers and streamline their operations. AI has become 
a critical growth driver in online retail, and companies like Amazon, Sephora, and 
Walmart are leading the charge, showcasing how this technology can redefine 
success in e-commerce.
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This innovation has led to a 30% increase 
in customer engagement via Sephora’s 
app. By automating customer 
interactions and providing tailored 
advice, AI chatbots not only enhance the 
user experience but also reduce 
operational costs by handling routine 
queries. As these AI tools continue to 
advance, Sephora expects mobile app 
engagement to grow by 20%, offering 
even more personalised and immersive 
shopping experiences.

AI Streamlining Operations Behind the Scenes
AI’s impact extends beyond customer interactions; it’s also optimising 
backend processes such as inventory management. Walmart has 
implemented AI-powered systems like Luminate, which forecasts demand based 
on sales data and market trends. Incorporating AI, Walmart has seen a 30% 
reduction in stockouts and a 20% decrease in inventory costs. As AI continues to 
integrate into supply chains, Walmart anticipates a further reduction of 10-15% in 
operational costs over the next few years. Pricing is another area where AI is 
making waves. Uber’s pricing algorithm, which adjusts prices based on real-time 
demand and supply, has boosted its revenue by 25% during peak hours. In 
e-commerce, AI tools like Prisync and BlackCurve help businesses set 
competitive prices by analysing demand and competitor pricing in real-time. This 
ensures that pricing strategies are optimised for maximum profitability, keeping 
companies ahead of the curve.

AI in Product Discovery
AI is also enhancing product discovery through visual search engines like 
CamFind. Rather than typing keywords, users can search for products simply by 
uploading images. This intuitive, visually engaging tool has increased 
conversion rates by 30% for retailers that use it. With AI technology 
continuing to advance, visual search is projected to drive a 50% increase in 
e-commerce transactions by 2025 as more retailers adopt this innovative 
solution.

The Future of AI in E-Commerce
The role of AI in e-commerce is only set to grow. From voice commerce 
powered by Alexa to virtual assistants like Sephora’s, AI is becoming 
indispensable in creating personalised, efficient and engaging shopping 
experiences. As AI evolves, emerging trends such as augmented reality (AR), 
voice commerce, and hyper-automation will reshape the online shopping 
landscape. For businesses aiming to stay competitive, adopting AI-driven 
solutions is no longer an option—it’s a necessity. AI tools will drive customer 
engagement, streamline operations, and fuel growth in the years to come, helping 
businesses not only survive but thrive in the ever-changing world of e-commerce.
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Q: What is your approach to 
creating visually compelling 
photoshoots and videos that
resonate with a brand’s 
identity?

Well, of course, every brand comes 
with its own set of identity and 
guidelines. Every brand has its 
personality, tone of voice, how it 
wants to approach their Target Group 
and the visual tonality, they want to 
maintain. Each brand is a different 
person with different attributes, feel-
ings, looks and dreams. The first step 
is always to understand the brand and 
its values. Research on the history and
understand the core messaging with 
the brand owners. This helps in 
understanding the brand deeply and 
creating content that truly represents 
them. You have to put yourself in the 
shoes of the brand owners or brand 
thinkers and understand the brand as 
closely as they do. It’s their baby; you 
must love it to live and breathe the 
brand’s values. 

Q: How do you collaborate with 
brands to ensure their vision 
is effectively communicated 
through your productions?

This starts at the first stage, where 
you deep-dive into the brand, its 
values, messaging, tone of voice, and 
purpose. The brand's goal and the 
outcome they are expecting from the 

Crafting Visual Stories: 
Aarti Thakur on 
Mastering Media 
Production and Brand 

Q: Can you tell us about your journey in 
the  media production industry?  

The past nine years have had many stories, highs, 
and lows, but this journey has helped me navigate 
the dynamics well. I’ve worked with diverse clients, 
mindsets, and people, which has helped create 
ease of adaptability with my clients and in general 
situations. In a fast-paced and ever-evolving world, 
your only option is to go with the flow and pick 
from past learnings and experiences. Every shoot 
and every brand provides you with a new sense of 
knowledge and understanding, which helps you in 
the future.

Ms. Aarti Thakur
V.P Business Relations

Moksha Media Group
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Q: How do you balance creativity and 
meeting client expectations in 
commercial shoots?

The first step is to have a detailed understand-
ing of the client’s expectations for the shoot. 
Clarify the objective, key messaging, and theme 
or concept of the overall shoot. Next, a collec-
tive brainstorming session between the teams is 
important to begin concept development. It’s im-
portant to provide a clear roadmap to the clients 
as per their expectations. We need to offer inno-
vative solutions to address the client’s require-
ments and overcome any logistical challenges. 
We should also work more on prioritising impact 
and ensuring that the essence of the creative vi-
sion is preserved while meeting practical needs.

Q: What challenges do you face in 
managing large-scale productions, and 
how do you overcome them? 

Managing large-scale productions involves 
coordinating multiple teams, managing a 
significant budget, and handling complex 
logistics. To overcome these challenges, you 
need detailed planning, regular communica-
tion, and efficient delegation. Implement quality 
checks and risk management strategies 
andmaintain flexibility to adapt to unforeseen 
issues. Ensure effective talent management and 
creative alignment through clear contracts and 
structured workflows. Use regular updates to 
keep stakeholders informed and build trust.

Q: How do you ensure diversity and
representation in your photoshoots and 
video productions?

The only solution to ensuring diversity is
actively seeking diverse talent and working with 
varied teams. Focus onauthentic and respect-
ful representation and stay informed about best 
practices in inclusivity.

campaign or activation need to be clearly 
defined. An open line of communication is 
crucial to ensure that the briefs and the steps to 
execution are on the same page.

Q: What are the current trends in model 
photoshoots and video production for 
brands?

There has been an increased focus on natural, 
diverse models that reflect different ages, skin 
colours, body types, and abilities. Brands want 
to make the content they create real and 
relatable. There has been a shift from model-
esque imagery to more authentic and 
relatable imagery. Visuals, in fact, are more
important from a storytelling perspective. Many 
behind-the-scenes focus on the people 
making the products and on humanising the 
brand/product or experience.

We see a shift in even model posing; it's more 
about casual, genuine smiles and poses.
Brands focus a lot on sustainability and 
eco-friendly solutions or ingredients. There 
is a lot of emphasis on no chemicals and no 
toxins. Whether we talk about food, beauty, or 
clothes, the no-bad things trend is going strong. 
Consumers today are aware and conscious of 
claims like “no added sugar,” “recycled fabric,” 
and “no parabens.” In relation to this, the focus 
of brands on social messaging has also seen a 
boost. Technology, of course, has proven to be 
fantastic, with interactive experiences like 
virtual try-ons, immersive campaign ideas, CGI 
videos, and so much more. As technology 
advances, personalised targeting and targeted 
content are making the rounds. Brands are
 focusing on tailoring content to specific 
audiences or individual preferences to help 
enhance engagement.

Social Media is the focus of many brand 
campaigns, and the content formats keep 
changing. Reels/carousels, user-generated 
content, and influencer marketing are the trends 
of the hour. These trends reflect a shift towards 
advanced model photoshoots and video 
production approaches.

more to come in next edition...
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Turning the Tide: 
Winning Back 
E-Commerce Customers

T he e-commerce revolution has changed the way we shop, but for many online 
retailers, retaining customers remains a major challenge. With fierce competition 
and customers often chasing discounts, it’s crucial for businesses to understand 
why customers leave and implement strategies to win them back. In some markets, 
customers have grown accustomed to significant discounts and free shipping 
offers, leading them to view e-commerce platforms as primarily discount-driven. To

Moreover, shipping costs are a key factor in customer retention—75% of consumers expect free 
shipping on orders over a certain amount. Unexpected fees at checkout often lead to abandoned 
carts.

Customer Service and Post-Purchase Engagement
Customer service and post-purchase engagement are critical but often overlooked aspects of 
retaining customers. Statistics show that 89% of consumers are more likely to return to a business
after receiving excellent customer service. Product quality and accuracy are also essential-
misleading product descriptions or inconsistent quality can lead to negative reviews and high 
return rates. Ensuring transparency and reliability helps build trust and long-term loyalty.

over come this, e-commerce businesses must 
provide added value beyond just low prices to 
cultivate long-term customer 
loyalty.

Addressing Customer Frustration
One of the biggest factors contributing to 
customer churn is a slow, frustrating user 
experience. Google research shows that 53% 
of mobile users abandon 
websites that take more than three 
seconds to load. Complex navigation and a
complicated checkout process can also turn 
customers away, leading to high rates of cart 
abandonment. To counter this, 
businesses need to prioritize faster 
loading times, simplify the checkout 
experience, and make the shopping
process as seamless as possible. 
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To stay competitive, it’s important to focus on 
personalisation, consistent pricing strategies, 
and maintaining data privacy. At the same 
time, businesses need to stay on top of 
market trends, like the rise of mobile shopping 
and increasing consumer demand for 
sustainable products.

Creating a Customer-Centric 
Experience
Winning back customers requires adopting a 
customer-centric approach that focuses on 
enhancing the user experience and providing 
exceptional customer service. A key element 
of this is investing in website optimisation to 
ensure faster loading times, easy navigation, 
and a streamlined checkout process. 
Implementing technologies like marketing

automation can help deliver more personalised shopping experiences, and innovative tools such 
as Virtual Try-Ons (VR) can boost engagement and satisfaction while also reducing return rates. 
For example, IKEA’s Place app allows customers to use VR to visualise furniture in their homes 
before purchasing. This not only makes online shopping more interactive but also reduces frustra-
tion and returns by helping customers make informed decisions.

The Power of Virtual Reality in E-Commerce
Virtual reality (VR) has become a powerful tool in engaging customers beyond discounts. Brands 
like ASOS have created virtual fitting rooms, allowing customers to try on clothes virtually, offering 
an immersive and interactive way to experience products. This creates a stronger connection with 
the brand and enhances customer engagement.

Lowe’s has embraced VR to provide virtual home improvement consultations, helping customers 
visualize renovations and explore design options in a realistic virtual space. This approach makes 
problem-solving easier and ensures a smoother customer experience. 

By creating personalized and interactive experiences, VR can also strengthen customer loyalty. 
For instance, Gucci has used VR to create exclusive virtual showrooms, offering tailored 
experiences that foster repeat business and build strong brand loyalty.

Conclusion: The Role of VR in Winning Back Customers
Virtual reality (VR) offers e-commerce businesses a valuable solution to address common 
challenges and win back customers. It enhances customer engagement by providing an 
immersive shopping experience that goes beyond simple discounts. 

Whether through virtual try-ons or interactive brand experiences, VR helps customers feel more 
connected and confident in their purchasing decisions. Brands like Moksha Media, which 
specialize in integrating advanced technologies like VR, are helping businesses create these 
engaging, immersive experiences that leave a lasting impression on customers.
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Unveiling the Truth:
Amar’s Insight into 
Navigating Corporate 
Investigations

Corporate Investigation & 
Integrity Solutions Pvt Ltd

C
High-Profile Investigations: Dr Pandey has been involved in solving several high-profile cases 
and earned a reputation for his expertise in handling complex criminal investigations, particularly 
relating to cybercrime, organized crime and corruption.

Key Roles: He held several senior roles,including the chief of  Law and Order for the state, Chief 
of Intelligence for the state, and Chief of internal security involving counter-terrorism, coastal 
protection, commando operations, and industrial security in Karnataka besides being the chief of 
police for the territorial jurisdictions of the districts of Belgaum, undivided Dharwad, Coorg, 
Mandya, Deputy Commissioner of Traffic, Administration, Bangalore City and the chief of police 
ranges like Bangalore and Mysore. His role involved overseeing and directing critical 
investigations, making him a prominent figure in the state's law enforcement 
apparatus.

Reputation and Legacy: Pandey is respected for his work in modernizing policing efforts and 
contributing to the improvement of crime control systems in Karnataka. He has been recognised 
for his strong stance on law and order, maintaining the rule of law, and his leadership in the police 
force.

Retirement and Public Service: After retiring from active service, he has remained involved in 
various corporate consulting and social initiatives, continuing to offer his 
expertise in matters of law enforcement, vigilance, due diligence, governance, and security.

Q: Can you tell us about your and your agency’s background and experience in 
conducting corporate investigations?

areer and Experience:
Dr Amar Kumar Pandey has had 
a long and impactful career in 
the higher echelons of law 
enforcement in Karnataka. 

He served in various senior positions within 
the police force, dealing with areas such as 
law and order, intelligence, vigilance, and 
investigation.

Dr. Pandey
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Q: What types of corporate investigations does your agency specialize in (e.g., fraud 
detection, financial misconduct, employee misconduct)?

My company is named Corporate Consulting Group (CCG). The CCG is in deep dive investigation 
covering potential and in-office stakeholders, compliance to the procedural standards involving 
business details, building standard operating procedures to minimize misconduct and 
mismanagements, financial due diligence, procedural and financial audit, tender verifications, 
fraud detections, financial misappropriation, financial mismanagement, stakeholders misconduct, 
report buildings as per the regulations and laws, drafting of business contracts, legal opinions on 
conflict situations, guiding through procedural and legal processes of the country and 
international businesses.

Q: What legal guidelines and regulations must be followed during a corporate 
investigation in India?

The corporate investigation is bound by corporate rules under the ………. 
Act 19..The corporate investigation is guided by the governmental rules and regulations issued from 
time- to- time. The investigation procedures have to be within the provisions of the Labor Act, the 
employment contracts, right to privacy, right to information, right to digital privacy.

Q: How do you investigate cases of financial fraud or misappropriation of funds in a 
corporate setting?

To investigate cases of financial fraud or misappropriation of funds in a corporate setting, the 
investigator needs to set the scope of investigation which should be appropriate to the contents and 
contexts under investigation. Such investigations involve analysis of the prevailing situation then 
build a resource base for investigation with the help of documents, digital footprints, financial 
statements, business transactions, audit records forensics, interviews and finally report making  and 
recommendations. Each investigation is unique.

Q: What role does your agency play in helping companies improve their compliance 
and governance structures?

The CCG helps identify the standards and provides procedural parameters to ensure compliance 
besides detection of the mismanagements if reported or believed to have occurred within the
corporate organizations.

 
I graduated with an Economics Honors degree and a post-graduate qualification from the Delhi 
School of Economics. After dedicating 34 years to the country’s civil services, 
including critical assignments with the United Nations in post-civil war conditions in 
Sierra Leone and Bosnia-Herzegovina, I realized a growing challenge in the corporate 
sector. In fast-developing countries like India, many senior corporate leaders are unaware of the 
far-reaching consequences of both intended and unintended mistakes. These can 
significantly impact a company's financial standing, reputation, and, ultimately, its business. 
 
Driven by this understanding, I founded my consulting firm to conduct incisive investigations 
aimed at curbing fraud, misgovernance, and ensuring compliance with corporate standards. My 
mission is to instill a sense of urgency and accountability in both corporate and non-governmental 
sectors, helping businesses recognize the risks they face and maintain integrity to safeguard their 
reputation and the country's financial strength.

more to come in next edition...
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The Future of E-Tailing: 
How 3D/AR & VR Are 
Game Changers

T
offering customers an interactive and 
engaging way to experience products. With AR 
and VR breaking the barriers between in-store 
and online shopping, they’re reshaping how 
people shop, providing a more personalised 
and captivating experience. According to 
McKinsey, the global AR and VR retail market 
is projected to grow at a compound annual 
growth rate (CAGR) of 40.7% from 2022 to 
2027, showing just how significant these 
technologies will be for the future of 
e-commerce.

AR and VR: Redefining Product 
Interaction
One of the standout uses of AR in e-commerce 
is virtual try-ons, where customers can "try on" 
clothing, shoes or accessories from the 
comfort of their own home. This feature 
addresses the common uncertainty around 
fit and style that often holds online shoppers 
back. For example, ASOS uses AR to showcase 
virtual catwalks, letting customers see how 
clothes fit and move on models that resemble 
their own body type. This not only boosts 
engagement but also increases conversion 
rates. Additionally, AR helps reduce return 
rates—an ongoing issue in the fashion 
industry. Research from Boston Consulting 
Group shows that virtual try-ons can decrease 
returns by up to 25%, as customers feel more

Interactive Product Demonstrations
AR and VR also address the limitations of 
traditional 2D product images by offering 
interactive product demonstrations. AR 
allows customers to interact with 3D models, 
rotate them, and zoom in on details, which is 
especially useful for complex products like 
electronics or appliances. Dyson, for

confident about their purchases.In the home 
decor and furniture sectors, AR is proving 
equally valuable, allowing shoppers to 
visualise how products will look in their 
homes before buying. VR showrooms are 
also gaining popularity, especially for 
high-ticket items like furniture and cars. 
Companies like Lowe’s are experimenting 
with VR to let customers design and navigate 
through their home renovations virtually, 
providing a near-real preview of their 
projects. For luxury brands, VR showrooms 
offer an innovative, cost-effective alternative 
to physical stores, enabling customers to 
explore collections in detail and enjoy a 
highly interactive shopping experience.

he rise of augmented reality (AR) 
and virtual reality (VR) is 
transforming the e-commerce 
landscape, ushering in a new  era  
of  immersive  online  shopping.
These technologies are blending 
the physical and digital worlds,

PAGE-34

- By Roopak Pathak



PAGE-35

McKinsey’s 2022 report 
highlights that AR-driven 
personalisation can increase 
customer satisfaction by 
20%, improving both retention 
rates and brand loyalty.

Virtual Events and 
Pop-Up Shops
AR and VR are also 
revolutionising how brands 
host pop-up shops and 
exclusive events. These 
virtual environments allow 
customers to engage with 
products in a fun, interactive 
setting, often gamifying the 
shopping experience to spark 
excitement. Nike, for 
example, created a VR 
experience where users 
could participate in a virtual 
marathon, earning discounts 
based on their performance. 
These types of experiences 
can also be integrated into 
social media platforms, 
further broadening a brand’s 
reach and visibility.

example, uses AR to show how its vacuum cleaners and air 
purifiers would look in different parts of a customer’s home, 
making it easier to visualise how these products fit into their 
space.

Meanwhile, VR takes the product demo a step further by 
letting customers virtually "test drive" products. Audi, for 
example, has developed a VR experience where customers 
can explore the interiors and features of its cars in a fully 
immersive environment. This hands-on virtual experience 
helps customers feel more connected to the product and 
more confident in their decision to buy.

Enhancing Personalisation in Beauty and Fashion
AR is playing a major role in creating personalised shopping 
experiences, especially in the beauty industry. AR filters allow 
customers to experiment with makeup, hair colours, and 
skincare products in real time. Sephora’s Virtual Artist app is a 
standout example, letting users preview how different shades 
of lipstick or eyeshadow will look on their skin tone. This level 
of personalisation not only makes the shopping experience 
more fun and engaging but also leads to increased sales. 



Brands that emphasize eco-friendly 
practices—like ethical sourcing or 
carbon-neutral shipping—are gaining traction 
with consumers who are increasingly 
conscious of the environment. Platforms like 
Etsy have successfully built sustainability into 
their brand identity by supporting local 
artisans and prioritizing green practices.

Tech Innovations Shaping the Future of 
Shopping
Cutting-edge technologies are also 
transforming the e-commerce landscape. 
Voice shopping is projected to generate $40 
billion in U.S. e-commerce sales by 2025, and 
tools like Google Lens are making product 
discovery easier than ever. 

Augmented Reality (AR) and Virtual Reality 
(VR) are providing immersive shopping 
experiences, allowing consumers to virtually 
try on clothes, visualize home décor, or 
interact with products in a way that feels 
almost like real-life shopping. 

These tech innovations appeal especially to 
younger, tech-savvy shoppers who want a 
seamless, intuitive, and interactive experience.

The Future of E-commerce
E-commerce has evolved beyond just selling 
products—it’s now about creating a 
personalized, frictionless experience that 
matches the expectations of today’s shopper. 

To succeed in this competitive space, 
businesses need to deeply understand 
consumer behavior, adopt mobile-first 
strategies, harness the power of social media, 
and prioritize sustainability. 

As technologies like voice search, AR, and VR 
continue to reshape the shopping experience, 
brands that stay ahead of these trends will lead 
the charge in the future of e-commerce, driving 
the 21st-century retail revolution.

- By Soham Biswas
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Q:  What are the legal frameworks in India that currently address false advertising 
in ecommerce, and how do they apply to AI-driven advertising?

In India, the legal framework addressing false advertising, including AI-driven advertisements, is 
primarily governed by the Consumer Protection Act, 2019 and regulatory bodies like the 
Advertising Standards Council of India (ASCI), the Competition Commission of India (CCI), and 
the Bureau of Indian Standards (BIS). Under Section 2(28) of the Consumer Protection Act, a 
misleading advertisement is defined as one that falsely describes a product or  service, offers a 
false guarantee of quality, makes deceptive representations, or deliberately conceals 
essential information. This definition extends to AI-generated advertisements, which, if found to 
misrepresent facts or omit crucial details, could lead to penalties under the Act. The ASCI and 
the Ministry of Information and Broadcasting also issue guidelines to regulate advertisements, 
ensuring they are truthful and non-deceptive. Additionally, the CCI is empowered to investigate 
and penalise companies engaging in unfair or deceptive advertising practices, incluing those 
using AI-driven tools. Specific guidelines from the Central Consumer Protection Authority 
(CCPA), issued on June 9, 2022, emphasise preventing misleading advertisements and 
endorsements. These guidelines cover various aspects, such as prohibitions on false claims, 
responsibilities of advertisers and endorsers, due diligence requirements, and necessary 
disclosures. For AI-generated ads created by tools like Copy.AI and Jasper, adhering to these 
guidelines is crucial to avoid misrepresentations. Failure to disclose AI's role in creating 
content or proving false guarantees about a product or service could lead to severe 
consequences, including statutory damages or injunctions against the use of misleading 
advertisements. Therefore, AI-driven advertising must ensure compliance with Indian laws to 
prevent deceptive practices and protect consumer rights.

Navigating The New Frontier 

Mr. Aditya Pandey
Advocate

Aditya Pandey On 
Legal Challenges 
& AI in Indian 
Advertising
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Under Indian laws, e-commerce platforms and sellers face significant legal liabilities if AI is used 
to create false or misleading advertisements. The primary legal frameworks that apply include the 
Consumer Protection Act, 2019, which prohibits misleading advertisements and empowers 
authorities to impose penalties such as fines and imprisonment. Platforms must also ensure 
advertisements comply with advertising standards, and failure to do so can result in legal action 
from regulators or consumers. 

It is clear that the developer of the AI would be held accountable if the system is designed in a way 
that leads to the generation of deceptive content, particularly if they did not disclose limitations 
or risks associated with the AI's outputs. However, the AI Models lay down in their terms that they 
are not liable for content generated by the AI and that the AI Model may generate content which 
is incorrect. This concept is called “Hallucinating” information. Liability could fall on the users 
of AI if they knowingly use AI to create false claims, as they are responsible for the content they 
publish. The e-commerce platform may also bear responsibility, especially if it fails to implement 
adequate monitoring or compliance mechanisms to prevent misleading advertisements, as 
outlined in the Consumer Protection Act, 2019. 

Q: What legal liabilities do e-commerce platforms and sellers face if AI is used to 
create false or misleading advertisements?

Q: In cases where AI autonomously generates false claims or misleading content, 
how would the responsibility be attributed? Is it the platform, the developer, or the 
user of the AI?   

Q: Are there any notable case studies in India or globally where AI-generated false 
advertising has led to legal action or regulatory intervention?

One prominent case involved AI-generated video scams in the United States, where consumers 
were misled into believing that celebrities like Taylor Swift were endorsing products, such as
 Le Creuset cook ware, through AI-generated representations of their likenesses and voices. This 
prompted scrutiny from regulatory bodies like the Federal Trade Commission (FTC), which 
expressed concerns about the mislead ing nature of such advertisements and the potential for 
deepfake technology to deceive consumers.

Creation of content and addressing issues related to personalised advertising. Applying the law 
may need to evolve to address these AI-specific challenges effectively. Regulators and courts 
might need to adapt their interpretations and potentially develop new guidelines to ensure 
consumer protection in the age of AI-driven advertising.

Q:  How does Indian law define “false advertising,” and would the use of AI to 
generate misleading content change that definition in any way?

Section 89 of the CPA, 2019 penalizes misleading advertisement which also apply to 
E-Commerce. “Any manufacturer or service provider who causes a false or misleading 
advertisement to be made which is prejudicial to the interest of consumers shall be punished….”. 
Use of AI doesn’t necessarily require a change of definition per se, however, it introduces new 
complexities in terms of responsibility, dealing with non-intentional deception, managing the rapid 
creation of content and addressing issues related to personalized advertising. the application of 
the law may need to evolve to effectively address these AI-specific challenges. Regulators and 
courts might need to adapt their interpretations and potentially develop new guidelines to ensure 
consumer protection in the age of AI- driven advertising. 

more to come in next edition...
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nline shopping has 
completely changed how 
we shop, giving consumers 
unmatched convenience, 
variety, and access to 
products at the tap of a 
button.

With the ability to compare prices, read 
reviews, and shop from anywhere, today’s 
shopper expects much more from the buying 
experience. Personalisation is now a major 
factor in e-commerce success—91% of 
consumers are more likely to buy from brands 
that offer tailored recommendations based on 
their past behavior. 

Platforms like Amazon and Netflix have 
perfected this, using AI to predict what 
customers want, boosting sales and building 
loyalty in the process.

Convenience also plays a huge role. Around 
72% of shoppers prioritize ease of use when 
shopping online. They expect fast delivery, 
simple checkouts, and websites that are easy 
to navigate. 

With the rise of mobile shopping, which is 
expected to account for over 73% of 
e-commerce sales by 2024, businesses are 
adapting by making their sites mobile-friendly 
and offering simplified payment options like 
Apple Pay and Google Pay.

The Psychology Behind Online Shopping
When we shop online, there are several 
psychological factors influencing our 
decisions. The desire for instant gratification, 
for example, drives people to make quick 
purchases, while FOMO (Fear Of Missing Out) 
creates urgency during limited-time deals or 
flash sales. But there’s a flip side—when 
presented with too many choices, consumers 
can get overwhelmed, which leads to decision 
fatigue. This is why many brands are curating 
their product selections to help guide 
shoppers through the vast array of options

How Demographics Shape Shopping 
Behavior
Different demographics approach online 
shopping in different ways. For instance, 
Millennials and Gen Z consumers value speed, 
convenience, and mobile-friendly platforms, 
and are often more likely to engage with 
brands through social media. 

Women tend to focus more on product 
research and customer reviews, while men 
often prioritize efficiency and simplicity in 
their shopping experience.

The Rise of Sustainability in 
E-commerce
More and more consumers are paying 
attention to sustainability when making 
purchasing decisions. In fact, 73% of global 
shoppers say they’re willing to change their 
shopping habits to reduce their environmental 
impact. 

Despite these differences, one thing is clear 
across all age groups: personalisation is a 
universal expectation. 

Whether they’re shopping for luxury goods or 
looking for budget-friendly deals, 
consumers expect brands to understand their 
preferences and deliver tailored experiences. 
This hyper-customized approach is rapidly 
changing the retail landscape, pushing 
businesses to become more data-driven and 
customer-focused.

available. Social media platforms like 
Instagram, YouTube, and TikTok are 
becoming huge drivers of online shopping, 
especially for younger consumers. In fact, 55% 
of young shoppers say they’ve made
purchases based on what they’ve seen on 
social media. Features like “Shop Now” 
buttons make it easy to browse and buy 
seamlessly, without leaving the app. This 
blend of social engagement and convenience 
is becoming essential for brands to stay 
competitive.
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Q:  Can you describe your role and main 
responsibilities as the Vice President for 
Business Relations in this company?

My role at Moksha as VP - Business relation 
doesn’t only entail getting new business on-
board, but also taking care of existing clients 
and what new can we bring to the table to both 
new and existing clientele. It is very important 
these days to understand the 
difference between selling the services and 
selling the ‘right’ services. There would be 
things a client wants to do, but as an agency 
it is very important to identify the challenges 
and hurdles faced by the client and then 
accordingly come up with a plan that what 
services they ‘need’ instead of ‘want’. 
 
Hence acting as a filter between the agency 
and clients would be another one of my 
important responsibilities as a VP - Business 
Relations.

Q. Can you share a recent example of a 
successful client relationship you've 
cultivated? 

Trade secret.

Q.How do you ensure the communica-
tion agency’s services align with the 
unique needs of each client?

As answered earlier, it is very important to 
differentiate between what the client needs 
rather than what they want. 

Mr. Mayank Chibber
VP Business Realtions 
Moksha Media Group
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For example - Person A lives in a faraway 
remote area with bad road conditions, as a car 
manufacturer I may be having the best luxury 
and feature loaded cars that grabs the 
attention of people on road in a giffy, maybe 
that’s also what the consumer aspires, but is 
it what they really need? Or a tough built SUV 
that my portfolio has to offer with same 
features but with a different approach. 

Q. In your experience, what are the key 
factors in maintaining client trust in the 
highly competitive media industry?

I think trust totally subjective, trust only comes 
in the picture when you have delivered what 
was promised which builds the foundation for 
what we call trust. One can cling to the clients 
say yes to everything they ask for but that’s 
when you actually start losing the client. Trust 
is built when you have promised a 5 and 
delivered a 10. I have learnt this throughout 
my career and would suggest the same to 
everyone ‘promise less’ and ‘delivery more’.

Building Bridges, Not Just 
Business
Mayank Chibber 
for Moksha Media



Coming to the second aspect, like in the olden 
days of advertising. Pro-actively thinking about 
new solutions / Ideas / Campaigns for the client, 
meeting them on a weekly basis and all the old 
school routines. Things like these help develop : 
a) Personal Touch  
b) The client starts to trust you more because 
now they know you think 
About them and their problems and want to 
work harder in collaboration to help them 
achieve their objectives/milestones.

Q. How do you tailor digital marketing 
strategies for clients in different 
industries, such as fashion, luxury, and 
FMCG? 
 
Different categories / products require different 
solutions / strategies / ideas. But again it totally 
depends on :
 
a) What the problem is?  
b) What is that insight that a business can harp 
on?  
c) Reviewing strategies executed in past to see 
what worked and what didn’t. 
 
For example -  
A family attending to guests has a gathering 
of day 5-10 people. Suddenly they realise they 
are out of ice. The refrigerator they use, doesn’t 
have enough capability to freeze water into ice 
within 10-15 mins. Now the fact ‘other 
refrigerators can’t  freeze water to ice within 
10-15 mins’ would be insight to me if I am a 
brand such a Samsung or LG. From where I 
leverage the same and go out with the 
communication ‘Frozen in a blink’ etc and play 
on my product RTB’s. 
 
And I would want to mention this, many of the 
youngsters are mistaken about what ‘Insight’ 
means in advertising terms. And to simply put it 
‘insight is a problem you can leverage on’.

 

more to come in next edition...
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Q. What role does data analytics play 
in driving the company's 
communication and digital marketing 
efforts? 
 
Data analytics plays a pivotal role in 
enhancing communication and digital 
marketing strategies at many stages such 
as:  

1. Insights: By analyzing data from various 
channels (e.g., social media, website 
interactions, and email campaigns), 
companies can gain insights into customer 
behavior, preferences, and 
demographics. 
 
2. Targeted Marketing: Data analytics 
enables companies to segment their 
audience based on interests, behaviors, and 
past interactions. 
 
3. Performance Measurement: Analytics 
tools track key performance indicators 
(KPIs) such as click-through rates (CTR), 
conversion rates, and engagement metrics. 

4. Predictive Analytics: Through machine 
learning and predictive models, companies 
can 
anticipate future customer behaviors and 
trends. 
 
5. Content Optimization: Data analytics 
helps identify which types of content (blogs, 
videos, 
social posts) resonate most with audiences. 

In essence, data analytics empowers 
companies to make more strategic, efficient, 
and customer-centric communication and 
marketing decisions, driving both
engagement and business growth. 



Visuals That

Convert: 

The Impact of 

Photography &

Videography 

in E-Commerce



- By Venus Dsilva

In today’s digital-first world, e-commerce has 
taken over as the primary shopping platform 
for millions of consumers, and high-quality 
photography and videography are now key 
drivers of success. For online shoppers, 
visuals are often the first—and sometimes 
only—interaction they have with a product 
before making a purchase.

Without the ability to touch or experience a 
product in person, they rely heavily on 
photos and videos to inform their decisions. 
This makes visual content a critical tool for 
building trust and driving sales in the 
competitive world of online retail.

For industries like fashion and home goods, 
where texture, color, and material play a 
huge role in the buying decision, high-
resolution images and videos are essential. 
Global fashion retailer ASOS has embraced 
this by offering high-quality product photos 
alongside 360-degree videos. This allows 
customers to see clothing from every 
angle, giving them a virtual “try-on” 
experience and making them feel more 
confident in their purchase.

Videography: Bringing Products to 
Life
While photos are crucial, videos offer an 
entirely new level of engagement. 
Videography allows customers to see a 
product in action, answering questions 
about functionality, size, and fit that static 
images simply can’t. According to a study 
by Animoto, 73% of consumers are more 
likely to buy a product after watching a 
video about it. Videos help eliminate 
uncertainty by giving shoppers a clear 
understanding of how a product works or 
how it looks in real-life scenarios.

Nike is a perfect example of how video 
content can elevate the shopping 
experience. Whether showcasing how their 
shoes perform during a workout or having 
athletes demonstrate their gear, Nike’s 
videos let customers see the products in 
action. 

It’s no surprise that visuals have a direct 
impact on buying behavior. Research from 
Justuno shows that 93% of consumers 
consider visual appearance to be the most 
important factor in their purchasing decisions. 

In the context of e-commerce, this highlights 
just how essential sharp, detailed and 
professional images are, If consumers can 
connect with the product visually and feel 
confident about its quality, they’re far more 
likely to complete a purchase. On the flip side, 
poor-quality visuals often lead to abandoned 
carts and missed opportunities.

Apple: Mastering the Art of Product 
Photography
One brand that truly understands the power of 
great visuals is Apple. Known for its sleek, 
minimalist photography, Apple’s product 
images do more than just show what the 
product looks like—they communicate the 
premium quality of its device. 

Every image is carefully crafted to highlight the 
product’s design, with impeccable 
lighting and angles that showcase its modern 
and luxurious feel. Apple’s consistent use of 
clean, simple visuals has played a huge role in 
building trust and loyalty among its customers, 
reinforcing the brand’s identity and positioning 
it as a leader in the tech space.

Building Trust Through Professional 
Visuals
The quality of your product images and 
videos says a lot about your brand. Blurry 
images, poor lighting, or a lack of detail 
can make a product look untrustworthy 
and leave a negative impression of your 
business. On the other hand, high-quality 
visuals send the opposite message. They 
show that you’re a professional, that you 
care about your products, and that your 
customers can trust you.
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- By Ms. Roopak 
Pathak

This not only builds excitement but also 
helps customers envision how the 
products will meet their needs, leading to 
higher conversion rates.

Consistency Is Key
Consistency in your visuals is just as 
important as their quality. Your product 
images and videos should align with your 
brand’s identity, creating a cohesive look 
across all platforms. Whether your brand 
is known for sleek, minimalist design or 
bright, energetic visuals, consistency helps 
reinforce your message and build 
recognition.

Take Warby Parker, for instance. The 
eyewear retailer maintains a consistent 
aesthetic across all its visual content, from 
product photos to lifestyle shots and 
social media posts. Their clean, 
approachable visuals make it easy for 
consumers to connect with their brand and 
understand the product, fostering trust and 
encouraging repeat business.

Optimising for Performance
No matter how stunning your visuals are, 
if they slow down your website, they could 
hurt your business. Large image and video 
files can drag down page load times, which 
is a major issue in e-commerce. Google 
research shows that 53% of mobile users 
will abandon a site if it takes longer than 
three seconds to load. To avoid this, it’s 
crucial to optimize your visuals by 
compressing files without losing quality. 
This ensures that your website remains 
fast, responsive, and search engine 
friendly, providing a smooth shopping 
experience.

The Power of Visual Content in 
E-Commerce
In the world of e-commerce, high-quality 
photography and videography aren’t just 
nice to have—they’re essential. Businesses 
like Apple, ASOS, Nike, and Warby Parker 
have proven that investing in professional 

visuals can boost customer trust, increase 
engagement, and drive higher sales. 

In a digital marketplace where consumers rely 
heavily on what they see, the brands that 
prioritize strong visuals are the ones that will 
succeed.

As more and more shopping moves online, 
embracing the power of visuals will be key for 
businesses looking to stand out, build trust, 
and thrive in a competitive space. 

The importance of visuals is clear: they are a 
direct line to your customers, and when done 
right, they can turn browsers into buyers.
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struggled to access global markets, and 
local consumers were hesitant to trust 
online transactions. Alibaba tackled these 
issues head-on by offering a reliable 
platform for businesses and launching 
Alipay, a game-changing escrow-based 
payment system. 

Alipay guaranteed that sellers only 
received payment once the buyer was 
satisfied, building trust in online shopping 
and helping to drive the growth of 
e-commerce across China.

This approach highlights how Alibaba has 
consistently addressed the unique needs 
of its users, creating solutions that build 
trust and add value. It’s not just about 
selling products—it’s about understanding 
the market’s pain points and offering 
services that address them.

A Comprehensive Ecosystem
Alibaba’s business model is more than 
just e-commerce. The company has built 
a vast ecosystem that supports every 
aspect of online business. From platforms 
like Taobao (consumer-to-consumer) and 
Tmall (business-to-consumer) to Alibaba 
Cloud and Cainiao, its logistics arm, 
Alibaba provides businesses with a full 
range of services. 

For instance, Alibaba Cloud is a leader in 
cloud computing, offering scalable 
solutions to businesses of all sizes, while 
Cainiao optimizes delivery networks 
across China and beyond, ensuring faster, 
more reliable deliveries.

By creating this interconnected system, 
Alibaba doesn’t just offer a marketplace 
for buying and selling—it provides the 
tools businesses need to grow and thrive 
in a digital world. This all-in-one approach 
is a big part of what has made the 
company so successful.

Alibaba began as a B2B platform designed to 
connect small Chinese manufacturers with 
international buyers. Jack Ma, a former English 
teacher with little technical knowledge, had a 
simple but powerful vision: To create a platform 
that would level the playing field for small 
businesses. Today, that vision has grown into 
the Alibaba Group, which spans industries 
ranging from retail and cloud computing to 
digital entertainment.

Understanding the Market
One of the main reasons behind Alibaba’s 
success is its deep understanding of the Chinese 
market. In the late 1990s, Chinese businesses

when it comes to e-commerce, few companies 
have made as big an impact as Alibaba. What 
started in 1999 as a small online marketplace 
in Jack Ma’s apartment has grown into a global 
powerhouse, reshaping the way business is done 
online. Alibaba’s journey from its humble 
beginnings to a multibillion-dollar empire offers 
key insights into what it takes to succeed in the 
fast-changing world of e-commerce.
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Leveraging Technology
Technology has been at the heart of 
Alibaba’s growth. . The company uses 
big data,artificial intelligence (AI), and 
machine learning to personalize the 
shopping experience, recommend 
products, and streamline operations. 
Alibaba’s use of data isn’t just about 
making their platforms run 
smoothly—it’s about offering 
customers a tailored experience that 
keeps them coming back.

Beyond e-commerce, Alibaba applies 
its tech expertise to logistics, using AI 
to optimize delivery routes and 
manage warehouse operations. 

This focus on technological 
innovation has set new standards for 
efficiency in the industry and played 
a critical role in Alibaba’s continued 
growth.

Massive Growth and Core 
Values
Alibaba’s growth over the past two 
decades has been remarkable. 
According to Statista, the company’s 
e-commerce revenue has soared 
from about 15.7 billion yuan in 2010 
to over 470 billion yuan in 2023. 

But Alibaba’s success is not just 
about numbers—it’s also about 
staying true to its core values.

At the heart of Alibaba’s strategy are 
six guiding principles: putting 
customers first, teamwork, 
embracing change, integrity, passion, 
and commitment. These values are 
what drive the company’s operations 
and decision-making. 

They ensure that Alibaba’s focus 
remains on long-term success rather

than short-term gains, creating value for both 
customers and society. 

Navigating Challenges and Expanding 
Globally
Like any global giant, Alibaba has faced its share of 
challenges. 

Alibaba: A 
Blueprint for 
E-Commerce 

Success
- By Ramanan 
Thirunavukarasu



From  navigating regulatory issues in 
China to competing with companies like 
Amazon, Alibaba has had to stay flexible 
and innovative to maintain its edge. 

Strategic acquisitions, like investments in 
Lazada (Southeast Asia) and Paytm 
(India), have allowed the company to 
expand into new markets and diversify its 
revenue streams.While international 
expansion has opened up new 
opportunities, it has also come with its 
own set of challenges. 

Competing in new markets means going 
up against established players and 
adapting to different regulatory 
environments. However, Alibaba has 
continued to grow by staying committed 
to its core principles and remaining 
flexible enough to adapt to changing 
market conditions.

The Future of E-Commerce: "New 
Retail"
One of the most exciting developments at 
Alibaba is its vision for the future of 
e-commerce, something the company 
calls "New Retail". 

This approach integrates online and 
offline shopping, blending physical and 
digital experiences in ways that go beyond 
traditional retail. 

Harvard Business Review has highlighted 
Alibaba’s efforts to merge brick-and-
mortar stores with online platforms, 
offering consumers a seamless shopping 
experience.

In this "New Retail" world, shoppers might 
browse items in-store but order online, or 
use mobile apps to make in-store 
purchases more convenient. It’s a 
concept that could revolutionize how we 
think about shopping and reshape global 
commerce in the years to come.

As Alibaba continues to push the boundaries of 
what’s possible, it’s clear that the company will 
play a key role in shaping the future of global
 e-commerce. Its blueprint for success—built on 
innovation, trust, and a customer-first mindset—
provides a roadmap for businesses everywhere 
looking to thrive in the digital age.

Lessons from Alibaba's Success
Alibaba’s story isn’t just about rapid growth or 
technological innovation—it’s about creating an 
ecosystem that supports businesses and 
consumers at every step. The company’s ability 
to innovate, combined with its deep understand-
ing of the market and commitment to core val-
ues, offers valuable 
lessons for any business looking to succeed in 
e-commerce.
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Modern customers demand fast responses. According to HubSpot, 90% 
of consumers say they expect an “immediate” response when they have 
a customer service question, with 60% defining “immediate” as under 10 
minutes. This need for speed underscores the importance of proactive 
customer support. Poor service can lead to significant revenue loss—
58% of customers say they’ll switch companies after a bad service expe-
rience, according to research from Microsoft.

Best Practices for Customer Support in 
E-Commerce
In e-commerce, it’s not just about responding quickly; the quality of sup-
port also matters. Clear communication channels, omnichannel support, 
and self-service options are all essential to meeting 
customer expectations. 

Businesses that offer support through multiple platforms—whether it’s 
email, chat, social media, or 
phone—are more likely to retain customers. According to Zendesk, com-
panies offering omnichannel support see a 91% higher customer 
retention rate year-over-year compared to those that don’t. 

I n e-commerce, customer support is a vital part of delivering a seamless 
shopping experience. As online shopping grows, businesses must focus on 
not only offering great products but also providing excellent customer service 
that keeps customers coming back. Today’s consumers expect more than just 
a smooth transaction—they want quick, personalised, and proactive support 
throughout their shopping journey.

Understanding 
Consumer Expectations 
in E-Commerce 
Customer Support

PAGE-52

- By Akshata Singh

Self-service options, like knowledge bases and FAQs, allow customers to re-
solve issues on their own, reducing the load on customer service teams and 
providing faster problem resolution. This helps customers feel empowered, 
and it keeps them satisfied without needing direct interaction with support 
agents.



Technology plays an important role in improving customer 
support. 

AI-powered chatbots, automated responses, and customer 
relationship management (CRM) systems all help 
businesses streamline customer interactions. 

According to Gartner, by 2025, 80% of customer interactions 
will be managed by AI and automation, allowing businesses 
to handle routine Inquiries more efficiently while still 
providing personalised support for more complex issues.

The Impact of Great 
Customer Service on Loyalty 
Positive customer service experiences have a direct impact 
on loyalty. 

In fact, 89% of customers are more likely to make another 
purchase after a good service experience.

This makes it clear that customer support is not just about 
solving problems—it’s about building relationships that 
drive long-term growth.
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Vision for Transforming 
Retail & E-commerce in 
India

A
Led by its visionary Co-founder and C.E.O, 
Dr. Asher T. Gianchandani, Serial entrepreneur 
in multiple countries,  Moksha Media Group 
is not just navigating this change but actively 
driving it. With a keen understanding of the 
intersection between technology, consumer 
behavior, and global trends, Dr. Gianchandani 
is crafting a roadmap for the future of Indian 
retail and e-commerce.

He believes that the days of separating online 
and offline retail are behind us. 
“Omnichannel is the way forward. Consumers 
no longer think in silos. They might browse 
online, visit a store, and then make the final 
purchase on their mobile. Our job is to ensure 
that their experience is seamless, no matter 
where they interact with the brand,” 
Dr. Gianchandani explains.

At Moksha Media Group, this vision has 
already begun to take shape. By leveraging 
digital tools, creating personalized marketing 
campaigns, and helping brands build 

In an exclusive discussion, Dr. Gianchandani 
shares his thoughts on the unique
opportunities ahead for Indian retailers and 
e-commerce players, the role of cutting-edge 
technology, and how global e-commerce 
models are influencing the Indian landscape.

The Future of Indian Retail, A Blend of 
Tradition and Technology
For Dr. Gianchandani, the future of retail in 
India lies in a delicate balance between 
tradition and technology. “India is not just a 
country of numbers, it’s a country of diversity, 
36 regions, 36 business strategies. Consumers 
here are incredibly varied in their needs, tastes, 
and preferences,” he says. “The challenge for 
businesses is to integrate global best 
practices with local sensibilities, creating 
experiences that feel personalized and 
relevant.”

s India stands on the brink of 
a retail and e-commerce 
fundamental transformation, 
one company is poised to play 
a significant role in shaping its 
future: Moksha Media Group.

- By Dr. Asher T. Gianchandani’s
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stronger connections with their consumers, 
Moksha Media is leading the way in 
transforming how businesses engage with their 
audience. “We are helping companies reimagine 
their customer touchpoints, blending online 
convenience with offline experiences,” he says.

Technology as a Catalyst for Change
According to Dr. Gianchandani.  the key to 
unlocking India’s retail potential is through 
innovative technologies. “India is home to one 
of the largest and youngest populations in the 
world. These digital natives are driving the 
growth of e-commerce, and they expect brands 
to keep up with their tech-driven lifestyles,” he 
notes.

He believes that technologies like artificial 
intelligence (AI), augmented reality (AR), and 
blockchain will be game-changers for Indian 
retail. “AI is helping us understand customers 
better—what they want, when they want it, and 
how they prefer to interact with brands. It’s not 
just about offering products; it’s about curating 
personalized shopping journeys for every 
individual,” Dr. Gianchandani says.

He’s equally enthusiastic about AR’s potential. 
“Imagine being able to try on clothes virtually or 
visualize how a piece of furniture would look in 
your home without leaving your living room. This 
is no longer the future; it’s the present, and it’s 
happening in India now. AR is revolutionizing 
industries like fashion, beauty, and home decor,” 
he explains.

Blockchain, too, will have a profound impact, 
particularly in sectors like luxury goods and food 
safety. “Consumers are more conscious than 
ever about where their products come from. 
Blockchain offers transparency in supply chains, 
giving people confidence in what they’re buying, 
whether it’s a high-end designer item or organic 
food,” he says.

Global Influence, Local Application
While global e-commerce giants like Amazon 
and Alibaba have set the bar high, 

Dr. Gianchandani believes that India’s retail 
landscape is unique. “There’s a lot to learn 
from these global players, especially when 
it comes to logistics, customer service, and 
leveraging data. But at the same time, Indian 
retailers need to adapt these lessons to 
our local context,” he emphasizes.

India’s vast diversity, from urban tech hubs 
to rural villages, presents both challenges 
and opportunities. “In India, we have to think 
about scale and inclusivity. What works in 
a Tier-1 city like Mumbai may not work in a 
Tier-2 or Tier-3 city. We need to innovate for 
accessibility, affordability, and trust,” 
Dr. Gianchandani explains.

He stresses the importance of localizing 
global strategies. “For example, while 
subscription models or premium delivery 
services may work in developed markets, in 
India, there’s still a large focus on 
building trust with first-time online shoppers. 
We have to create solutions that are 
grounded in the realities of our market,” he 
adds.

Empowering Small Businesses and 
Entrepreneurs
Another key pillar of Moksha Media Group’s 
vision is empowering India’s small and 
medium-sized enterprises (SMEs) and 
entrepreneurs. “Small businesses are the
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lifeblood of the Indian economy. They are 
innovative, resilient, and deeply rooted in 
their communities,” says Dr.Asher . 
However, many of these businesses face 
challenges in adopting digital strategies or 
expanding their reach beyond local markets.

Dr. Gianchandani sees this as an area where 
Moksha Media Group can make a real 
impact. “Our goal is to provide SMEs with the 
tools and knowledge they need to succeed 
in the digital age. Whether it’s through digital 
marketing, enhancing their online presence, 
or providing data insights, we’re helping 
them tap into larger markets and compete 
on a global scale,” he says.

He points to the rise of digital platforms that 
have helped entrepreneurs flourish in the 
e-commerce ecosystem. “Platforms like 
Shopify or Amazon have democratized 
access to online retail. We are helping 
Indian businesses leverage these tools to 
build their brands, connect with customers, 
and grow their presence both locally and 
globally,” he explains.

Looking Ahead, Defining the Future of 
Indian E-commerce
Dr. Gianchandani’s outlook on the future of 
retail and e-commerce in India is one of 
optimism. “India’s e-commerce market is 
just getting started. With increasing internet 
penetration, a young population, and rising 
disposable incomes, the potential for growth 
is tremendous,” he says.

But growth alone isn’t the goal. “We need to 
focus on building an e-commerce 
ecosystem that is inclusive, sustainable, and 
customer-centric,” he adds. For 
Dr. Gianchandani, that means embracing 
new technologies, creating personalized 
experiences, and ensuring that businesses 
of all sizes can thrive.

“Retail isn’t just about selling products 
anymore. It’s about building relationships, 
creating value, and providing meaningful 
experiences. As the Indian consumer 
becomes more digitally empowered, 
businesses will need to evolve in ways we’re 
only beginning to understand. 

At Moksha Media Group, we’re excited to 
be part of this journey,” he concludes with 
a smile.

Dr. Asher T. Gianchandani’s vision for the 
future is clear: He sees India’s retail and 
e-commerce landscape growing in leaps 
and bounds, powered by innovative 
technologies, and driven by the country’s 
entrepreneurial spirit. 

As Moksha Media Group continues to lead 
the way in this transformation, it’s evident 
that they will be a driving force in shaping 
the future of retail in India.
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services
Moksha's

Elevating Brands Expertly

At Moksha Media Group, we provide 
full-service communications 
solutions that empower brands to 
thrive in today’s dynamic 
marketplace. 

We specialise in crafting personalised 
strategies that combine creativity, media 
expertise, and public relations (PR) to 
create holistic campaigns. 

With a focus on creative content, strategic 
media planning, and PR, our team ensures 
every aspect of brand communication is 
aligned to promote growth and create 
meaningful connections.

Our creative team is at the heart of our 
services, which develops original ideas that 
resonate with audiences. Creativity is a 
necessity in today’s competitive landscape, 
and our team excels at translating brand val-
ues into compelling stories. 

We handle everything from campaign 
development to branded content creation, 
and our editorial team creates articles, 
blogs, and scripts that engage and inspire.
 
Additionally, our design services 
encompass logos, packaging, and 
interactive media, while our innovation 

experts integrate technology into 
campaigns through animations, videos, and 
more. Social media plays a crucial role in 
building brand communities and is a 
medium we excel at.

Our media services ensure brands remain 
front and centre in consumers' minds, 
covering both traditional and digital platforms.

Drawing on our expertise in media planning 
and buying, we craft strategies designed to 
maximise impact across various channels, 
including social media, digital advertising, and 
traditional platforms like TV and print. 
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We have successfully collaborated 
with some of India's leading brands 
to produce dynamic campaigns, 
bringing their collections and 
messages to the forefront through 
expertly crafted visuals and 
strategy.

Finally, our technology services, 
including AR/VR and app 
development, redefine how brands 
engage with consumers. 

Through projects like Unilever’s D2C 
business, we’ve proven our ability to 
integrate high-performance digital 
strategies, resulting in significant 
sales growth. We continue to push 
boundaries, ensuring our clients 
have access to the latest 
innovations to enhance their brand’s 
presence in an ever-evolving digital 
landscape.

By managing paid media campaigns, 
we ensure optimal budget allocation, 
while also leveraging influencer 
partnerships to enhance credibility 
and expand audience reach. Our 
focus on performance media 
ensures every campaign delivers 
measurable results, with continuous 
tracking and adjustment to 
maximise return on investment.

PR remains a core offering, helping 
brands build and maintain a positive 
public image. We offer 
comprehensive reputation 
management, monitor online 
platforms, and engage in community 
advocacy to foster goodwill.

At Moksha, we believe that 
production is more than just 
creating content—it’s about 
storytelling. From photography and 
videography to podcasts and live 
streams, our production services 
ensure that every brand’s vision is 
brought to life with creativity and 
precision. 
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