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MakingMake in India Tick'n’Run

   
Anant Goenka

Manufacturing’srole, currently con-
tributingabout17% toIndia’sGDP in
theeconomy is erucial. Gol’saim isto
raise thisshareto25% by 2030. This
willrequire growthatarapid15-16%
CAGR over the next seven years.
Akey driverof India’s growing

manufacturingheftisthe ‘China +1
strategy companiesand countriesare
adoptingintheir effort to buildmore
resilient supply chains in apost-Covid
world. India has uniquelypositioned
itself asaleaderof the ‘Global South’,
forging strongrelations withkey glo-
balpowersfrom theUS to Russiaand
Israel to Iran.
India’s manufacturingsector is now

gettingagreater pushfrom GoIand
corporates underthe Atmanirbhar
BharatandMake in India initiatives.
Itis also actively addressingchalleng-
eslike the ease of doing business, high
costof logisticsandrelativelackof com-
petitiveaccesstoglobal exportmarkets
thathave, so far, blunted the sector's
potential. Policy initiatives likePIL,
GS8TandFDI reforms, andFTAs with
keyexportpartnersareallaimed at
surmountingthese challenges.
Withover half of our populationun-

der25, wepossess a vast, youngwork-
force. This gives us the capacity to sup-
plythe world with a diverserangeof
skills whilealso actingasa stable sour-
ceof talentfordomestic manufactur-
ingcompanies. This samedemogra-
phic dividend, together with the rest
of ourpopulation, also creates a vast
consumptionmarket. As incomesrise,
wearesetto become theworld’s third-
largest consumermarketby2027.
Globalcompaniesand investorsalike

are increasingly viewingIndia asakey
markettofocus oninthefuture, Apple’s
revenuesfrom India, for instance, are
expected to cross $10 bn this year. The
country isalso the fastest-growing
marketfor players like Mercedes,
Netflix, SAPand otherMNCgiants.
Nomajoreconomyhas seen breakout

growth withoutexports beingakey
partof itsstory. We need to take our
costadvantage of ayoungworkforce,

 

powercosts comingdownasaresultof
RE,andourownwayof frugal innova-
tion. Companies oftenadopt aspray-
and-prayapproachwhentryingtosell
local products to global markets. To ex-
ponentially increaseexports, weneed
to capture deep insights of ourglobal
customers,buildacompleteanddiffer-
entiatedproductrangeforthosemar-
Kets, and develop strongdistribution
channels in ourfocusedgeographies.
Moreimportantly weneedtomake

“Make inIndia’ closer to ‘Made inJap-
an’ (ratherthan ‘Made in China’). J:ap-
an’spost-World War2manufacturing
success is nothingshortof miraculo-
us. Thelikesof EdwardDemingintro-
ducedTotal QualityManagement
(TQM)in Japan, impactingthe cultu-
reof companies toensurelong-term
thinking, deep customercentricity,
strongsystemsand people-focus.
Various Indian companieslike

Mahindra, Tata Steeland CEAThave
alreadyreaped benefitsof this appro-
ach. Itstimeformoreorganisations
toleverageanalreadywell-establish-
edplaybookandadopta high-quality
mindset.
Data analytics, GenAIT andoTare

provingto be transformativeinthe
wayweproduceand delivergoods.
Predictivemaintenance, quality con-
trol, supply chainmanagement, cus-
tomersupport, costreduction, pro-
ductdesign andworkersafety—all
theseareas are benefitingfrom such
Industry 4.0technologies, However,
wemustadoptthesetechnologies
keepinginmind theIndiancontext.

Weneedtokeep creatingjobs. This
shouldnot beanopportunity to repla-
cepeople, rather upskillthem todo
high-qualityworkand increase wo-
men in the workplace as automation
reducesphysical work.
India’s investments inR&Darea
mere(.7%—developedeconomyav-
erageis3%.Asignificantportionof
R&Dfundingoriginates from govern-
ment. Large enterprisesneed to take
upthis spendand notlook at near-term
Rolbutrealisethe importanceof inno-
vation, tech and investment in market-
ingin buildingglobal brands.
‘Whereyouplay’ ismore important

than ‘howyouplay’. Ourselection of
keyfuture S-curves will beanimpor-
tantdeterminantforourgrowth. We
needto investinnewsectors includ-
ingsemiconductors, RE, electronics
andEVs.
India’smanufacturinggrowth trans-

cendsasingular sector. Its auto sector
istheworld’sfourthlargest. Thecoun-
try’sfootprintin telecomand smart-
phonemanufacturingisthe second
largest. Thepharmasector isthethird-
largest worldwide.
While weput the pieces of thegrow-

thpuzzle together, wemustnotforget
thatgrowthneeds to be bothinclusive
and sustainable, and shouldn'tcome
atthecostof ourenvironment. We
need to go beyond statutory norms,
adoptlong-term sustainability goals
and drive them byembeddingsustain.
ability into ourperformance metrics.
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