Making Make in India Tick'n’Run
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Manufacturing’srole, currently con-
tributingabout17% toIndia’s GDE in
theeconomy is erucial. Gol’saim isto
raise this share t025% by 2030, This
will require growthatarapid 1516%
CAGR over the next seven years,

Akey driver of India’s growing
manufacturing heft is the ‘China + 1’
strategy companies and countries are
adopting in their effort to build more
resilient supply chains inapost-Covid
world. India has uniquely positioned
itself asaleader of the ‘Global South’,
forging strongrelations with key glo-
bal powers from the US to Russia and
Israel tolran.

India’s manufacturing sectoris now
gettingagreater push from Goland
corporates underthe Atmanirbhar
Bharatand Make in India initiatives,
Itisalsoactively addressing challeng-
eslike the ease of doingbusiness, high
costof logistics and relative lack of com-
petitive access to global export markets
that have, so far, blunted the sector’s
potential. Policy initiatives like PLI,
GS8Tand FDI reforms, and FTAs with
key export partnersareall aimed at
surmounting these challenges.

With over half of our population un-

der 25, we possess a vast, young work-
force. This gives us the capacity to sup-
ply the world with a diverse range of
skills while also acting as a stable sour-
ceof talentfor domestic manufactur-
ing companies. This same demogra-
phicdividend, together with the rest
of our population, also creates a vast
consumption market. As incomes rise,
we are set to become the world’s third-
largest consumer market by 2027.
Global companies and investors alike
areincreasingly viewingIndiaasa key
market tofocus on in the future, Apple’s
revenues from India, for instance, are
expected to cross $10 bn this year, The
country isalso the fastest-growing
marketfor players like Mercedes,
Netflix, SAP and other MNC giants,
Nomajoreconomy has seen breakout
growth without exports beingakey
partof itsstory We need to take our
costadvantage of a young workforce,
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power costs coming down asaresultof
RE, and our own way of frugal innova-
tion. Companiesoften adopta spray-
and-pray approach when tryingtosell
local products to global markets. To ex-
ponentially increase exports, we need
to capture deep insights of ourglobal
customers, build a complete and differ-
entiated product range for those mar-
kets, and develop strongdistribution
channels in our focused geographies.

More importantly, we need to make
‘Make in India’ closer to ‘Made in Jap-
an’(rather than ‘Made in China’), J: ap-
an’s post-World War 2 manufacturing
success is nothing short of miraculo-
us. Thelikes of Edward Deming intro-
duced Total Quality Management
(TQM) in Japan, impacting the cultu-
reof companiestoensurelong-term
thinking, deep customer centricity;
strong systems and people-focus.

VariousIndian companieslike
Mahindra, Tata Steel and CEAT have
already reaped benefits of this appro-
ach. It'stime for more organisations
toleverage an already well-establish-
ed playbook and adopta high-quality
mindset.

Dataanalytics, GenAland IoT are
proving to be transformative in the
way we produce and deliver goods.
Predictive maintenance, quality con-
trol, supply chain management, cus-
tomersupport, cost reduction, pro-
ductdesign and worker safety—all
theseareas are benefiting from such
Industry 4.0 technologies, However,
wemustadopt these technologies
keeping inmind the Indian context.

Weneed to keep creating jobs. This
should not be an opportunity to repla-
ce people, rather upskill them todo
high-quality work and increase wo-
men in the workplace as automation
reduces physical work.

India’s investments in R&D area
mere(.7% —developed economy av-
erageis3%. A significant portion of
R&D funding originates from govern-
ment. Large enterprises need to take
up this spend and not look at near-term
Rol but realise the importance of inno-
vation, techand investment in market-
ingin building global brands.

‘Where you play’ ismore important
than ‘how you play’. Our selection of
keyfuture S-curves will be an impor-
tantdeterminant for our growth. We
need to invest in new sectors includ-
ingsemiconductors, RE, electronics
andEVs,

India’s manufacturing growth trans-
cendsasingular sector. Its auto sector
isthe world’s fourth largest. The coun-
try’sfootprint in telecom and smart-
phone manufacturing is the second
largest. The pharma sector is the third-
largest worldwide.

While we put the pieces of the grow-
th puzzle together, we must not forget
that growth needs to be both inclusive
and sustainable, and shouldn’t come
atthe costof ourenvironment. We
need to go beyond statutory norms,
adoptlong-term sustainability goals
and drive them by embedding sustain-
ability into our performance metrics,
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