




Dear All

March 23rd 2020 will be etched in all our memories. It is a year since the pandemic lock down happened. 
A submicroscopic agent is threatening the survival of our human race has put our routine out of track. 

Our business is no longer the same as before and we don’t know how long this will continue to disturb. As 
business leaders we have to ensure the safety of our stake holders and our businesses. The pump industry 
recouped well after the lock down and most of the manufacturers are optimistic of closing the financial year 
on par with 2019-20. Vaccination has provided us the hope of coming out of this pandemic at the earliest. 
All of us should ensure that apart from us and family everyone in the orgainisation and their families are 
vaccinated at the earliest

The raising price of raw materials continue to be a cause of concern. After signs of steel prices coming 
down in the months of January and February, the prices have started shooting up again in the month of March. 
Copper prices have breached USD 9000 per tonne after 10 years. Electrical steel is again on the raise. This 
continuous price increases are putting a lot of strain in our product costing. It is calculated that the production 
cost of a pumpset has increased by an average of 20% since March 2020 and is set to increase further. The cost 
of essential items that go with a pump together comprising a pumping system mainly pipes and cables have 
increased by more than 70%. The cost of a pumping system for an end user has almost doubled. The cost of 
a pumpset which used to be 30% of a pumping system for a bore well is now under 20%. Even an increase 
of 10% in pumpset prices will affect the overall cost of the pumping system by a mere 2%. This increase in 
the cost of the entire pumping system is putting of the demand and many have started to see a lull after the 
initial spurt post lock down.

At SIEMA we are taking a holistic approach on helping the members with this cost increase. On one 
hand on ways to reduce the raw material cost and on the other hand to guide members adopt best practises 
for reducing process cost. Further to our efforts SAIL has sent a communication request for MOU for steel 
items. On the best practises in management we have conducted webminars on “Building Business that last 
generations” by Dr.Yogesh Pawar and “Corporate way for MSME’s” by Subodh Shrivastava. Both the programs 
were well received. We are working on a proposal by Matex on combined purchasing. 

The theme for this month is “Branding.” Branding a product is as important as producing it. With a brand 
one gains direct access to the customer. Customer requirements could be well understood and products to 
match the needs developed leading to a growth in business. Coimbatore Pump Industry had many well-known 
brands till a couple of decades back. On account of various factors including lack of new designs, contract 
manufacturing for bigger brands among many the number of Pumpset brands in Coimbatore has come down 
considerably. Our pump manufacturers should start focussing on building brands and flourish independently. 

With regards,

K.V. Karthik
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Branding in the digital age requires a mix of 
tried and true ideologies from the past and new 
approaches needed in today's environment. 

Digital brand building will teach brands to do better 
in the physical world. Brands will gain the ability to 
quickly understand that this is an instance where 
they want to rethink what they are messaging. Every 
company should have a databank of information 
and data-driven profiles that help them respond in 
a certain way in the next five years. These should 
bridge physical and digital, so marketers can 
see a complete 360-view of the customer helping 
them satisfy the consumer's intent. With Google, 
you can put in two to three words 
and the entire world reorganizes 
around them. That intent is such a 
powerful concept, and consumers 
have become accustomed to that 
responsiveness. Marketers need to 
adapt.

Ten Fundamentals for 
Branding in the Digital Age

• Differentiate and stand out from your competition. 
Consumers need a clear understanding of what 
makes your brand unique.

• Be authentic and make sure your brand promise 
is something you can live up to.

• Connect emotionally like when BMW said, “We 
realized a long time ago that what you make 
people feel, is just as important as what you 
make.”

• Be consistent across every touch point and every 
communication. People should experience the 

Creativizing the Digital World by  
aggrandizing the Cutting-Edge  
Branding Strategies

same feeling whether they are in your locale, 
searching your website, or engaging on your 
social media sites.

• Understand your audience intimately—their 
wants, needs, interests, pain points, etc. and 
address them in your marketing strategy.

• Think digital (and mobile first) whether blogs, 
social media, news sites, websites or email. 
Purchasing behavior has changed dramatically, 
with online research becoming a significant 
part of the buying cycle for both B2C and B2B—

traditional approaches now 
support digital.

• Personalize the experience 
marketing can no longer be 
to the masses. People want to 
feel that their interactions and 
experiences are personalized 
and directly relevant to them.

• Pull them in because branding 

is no longer a push strategy. Consumers want 
value not volume, so approach marketing with 
a client-centric content mindset is the need of the 
hour and every digital marketer should use it 
effectively.

• Listen and respond. Branding is now a two-
way conversation, so listen to your audience, 
deliver timely responses to their comments, and 
incorporate their feedback.

• Keep them coming back by creating both a 
remarkable product/service and remarkable 
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Dr. N. R. Alamelu
Principal, Sri Ramakrishna Engineering College
Dr. R. Mary Metilda
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“Branding is the 
process of connecting 
good strategy with 

good creativity.”
 — Marty Neumeier 

Author, ‘The Designful Company’

We make a living by what we get, but we make a life by what we give.



marketing that will lead to passionate brand 
advocates that do the selling for you.

Branding – Challenges Ahead!!!
For those involved with building a brand, there are 
certain challenges to keep in mind that are essential 
for reaping the success.

1. Treating Brands as Assets
The ongoing pressure to deliver short-term financial 
results coupled with the fragmentation of media 
will tempt organizations to focus on tactics and 
measurables and neglect the objective of building 
assets.

2. Possessing a Compelling Vision
A brand vision needs to differentiate itself, resonate 
with customers and inspire employees. It needs to be 
feasible to implement, work over time in a dynamic 
marketplace and drive brand-building programs. 
Visions that work are usually multidimensional 
and adaptable to different contexts. They employ 
concepts such as brand personality, organizational 
values, a higher purpose and in general they simply 
move beyond functional benefits.

3. Creating New Subcategories
The only way to grow, with rare exceptions, is 
to develop “must have” innovations that define 
new subcategories and build barriers to inhibit 
competitors from gaining relevance. That requires 
substantial or transformational innovation and 
a new ability to manage the perceptions of a 
subcategory so that it wins.

4. Generating Breakthrough Brand 
Building

Exceptional ideas and executions that break out of 
the clutter are necessary in order to bring the brand 
vision to life. These ideas and the execution of them 
are more critical than the size of your budget. “Good” 
is just not good enough. The Digital Marketer should 
focus on creating ideas from more sources, and thus, 
use appropriate mechanisms in place to recognize 
brilliance and bring those ideas to market – quickly.

5. Achieving Integrated Marketing 
Communication (IMC)

IMC is more elusive and difficult than ever in light of 
the various methods you have to choose from such 
as advertising, sponsorships, digital, mobile, social 
media and more. These methods tend to compete 
with each other rather than reinforce because the 
media scene and options have become so complex, 
so dynamic, and because product and country 
silos reflect competition and isolation rather than 
cooperation and communication.

6. Building a Digital Strategy
This arena is complex, dynamic and in need of a 
different mindset. The reality is, the audience is in 
control here. New capabilities, creative initiatives 
and new ways to work with other marketing 
modalities are required. Adjust the digital marketing 
focus from the offering and the brand to the 
customer’s sweet spot, which is to say the activities 
and opinions in which they are interested or even 
passionate about. Develop programs around that 
sweet spot in which the brand is an active partner, 
such as Pampers did with Pampers Village or what 
Avon did with their Walk for Breast Cancer.

7. Building your Brand Internally
It is hard to achieve successful integrated marketing 
communications or breakthrough marketing 
without employees both knowing the vision and 
caring about it. The brand vision that lacks a higher 
purpose will find the inspiration challenge almost 
impossible.

8. Maintaining Brand Relevance
Brands face three relevance threats: Fewer 
customers buying what the brand is offering, 
emerging reasons not-to-buy, and loss of energy. 
Detecting and responding to each requires an in-
depth knowledge of the market, plus a willingness 
to invest and change.

9. Creating a Brand-Portfolio Strategy
Brands need well-defined roles and visions that 
support those roles. Strategic brands should 
be identified and resourced, and branded 
differentiators and energizers should be created and 
managed.

10. Leveraging Brand Asset
A brand portfolio should foster growth by enabling 
new offerings, extending the brand vertically or 
extending the brand into another product class. The 
goal is to apply the brand to new contexts where the 
brand both adds value and enhances itself.

Addressing the Branding Challenges
Those engaged in building and leveraging a brand 
should examine each of these challenges in turn and 
determine which are most critical to their success.

Then evaluate the extent to which your brand 
is in deficit in meeting that challenge. The answers 
to those questions should result in a roadmap to 
strengthening both your brand and your impact. 
Let us build the brand to make a great impact in 
the digital age and face the competitive world with 
courage, passion and commitment.
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5th Managing Committee Meeting held on 17th February 2021

Technical Committee Meetings held 
on 17th February 2021

Webinar on 'Building Businesses that Last 
Generations' by Dr. Yogesh Pawar, Founder, SIL

Officials from NSIC met Sri K.V. Karthik, President on 
26th February 2021

Webinar on ‘Business Excellence for Sustainable 
Growth – Corporate way for MSMEs’ by

Sri Subodh Shrivastava, Founder, Abridge through 
Zoom on 9th March 2021



7

M
ar

ch
 2

02
1

SIEMA Magazine

Introduction 
The recent global lockdown due to Covid19 
pandemic highlighted the benefits of online 
learning.  Virtual learning tools enabled students of 
Schools and Universities to continue their education 
off-campus and experienced that there is a different 
way of learning things in the future. Though the 
response was ‘mixed’ from the School system, 
University students felt it was more effective, except 
for the practical classes that required hardware 
equipments.  Online learning is revolutionizing the 
educational system,  providing millions of people 
with affordable access to life-changing educational 
opportunities. If taken seriously, online learning 
can greatly help the employees of organizations in 
upskilling their technical expertise, improving their 
communication and management skills. Online 
training provides maximum benefits for minimum 
resources. It can happen from any part of the 
world, and can be specifically tailored to needs of 
an industry. Thus, employees can increase their 
proficiency without interfering with their daily 
work duties. 

Online training courses are available in free 
and paid versions. Professionals who are expert 
in a particular field train the candidates who 

are willing to take up online classes. Learning 
materials, assignments, and assessments are given 
as a package along with the training modules. 
Also, some of the certifications are highly valued 
by industry organizations. Some companies offer 
training options even before employees are made 
permanent in their jobs and continues their online 
courses after confirmation of job by brushing up 
concepts and newer technologies on a regular basis. 
Some advantages of online training are listed as 
follows.

1. Flexibility and Self-Paced Learning
Not many employees have the ability to take time 
off from work to undergo a training program, but at 
the same time work demands knowledge updates 
and reskilling. Expertise can only be improved with 
experience, constant training and learning. Working 
full time from morning till evening and attending 
physical training programs may seem tiring if one 
have to go to a training centre before or after his 
work. Sometimes going to a training centre may 
take up his weekends, which he may not be willing 
to sacrifice. In such a scenario, Online training 
courses are the best solution which can be taken 
anytime, anywhere on one’s own pace. This ensures 

Training Employees 
From Onsite to Online Dr. B. Vinod

Head - Robotics, PSG College 
of Technology, Coimbatore

Online learning is 
revolutionizing the 
educational system,  
providing millions of people 
with affordable access to 
life-changing educational 
opportunities

“

”

Whatever you are, be a good one.
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flexibility in terms of time and effort. When learning 
online, one can revisit past material or videos for 
refreshing the topic of learning. Online courses 
are now accessible through mobile phones, tablets, 
and laptops, making it possible to learn even while 
travelling.

2. Global Perspective
Participants in online programs come from all 
over the world and this helps the participants to 
enhance their own cross-cultural understanding. 
The discussion rooms provide the participants an 
opportunity to network with people from around 
the globe, but can also broaden their perspective 
and become more culturally aware. Businesses 
are looking for employees who can innovate, and 
innovation often comes from outside his immediate 
world. Listening to other participants on how they 
adopt certain technologies or approach specific 
industries can inspire new ideas or improve an 
existing concept. Being exposed to new ideas from 
professionals in other countries may spark creativity 
of one’s own and that creativity can turn out to be 
valuable asset for his organization.

3. Critical-thinking 
Online learning facilitates the ability to think critically 
and approach problems in a new perspective. Once 
an employee starts thinking critically on the day to 
day problems at work, new solutions will emerge 
at the work place that can foster faster growth of 
the individual as well as the organization. Such 
employees can inspire his team mates and can lift 
the morale of the entire team.

4. Affordability
Physical training programs incur more expenses as 
it involves, travel, expenses for boarding, lodging, 
materials and certification. The employee has to 
be away from his work and home which will load 
those responsibilities carried out by him on others 
which can be stressful. In comparison to this, online 
training is less expensive and course materials 
are saved in hard drives for future reference. 
Certifications are provided online, in printable 
format, with course completion recognition that 
can be shared to the employer immediately after 
course completion. Being available at work makes 

the employee involved in his regular profession 
without any interruption of his regular duties.

5. New Technical Skills
Online training also imparts strong technical skills, 
which is most needed for an employee.  As part 
of the coursework, an employee need to utilize 
digital learning materials, get familiar with new 
tools and software, and troubleshoot common 
issues. After successful completion of an online 
training program,, an employer could trust that the 
employee after training is well versed in common 
collaboration tools, content management systems, 
and basic troubleshooting. With more companies 
using virtual platforms, it is important to learn how 
to collaborate remotely. 

6. Self-Motivation
Successful completion of an online training program 
is a demonstration that the employee has practiced 
time management and is self-motivated. This is 
also a proof that the employee can tackle multiple 
tasks, set priorities, and adapt to changing work 
conditions. 

Instructors expect participants to be independent, 
to learn on their own, and to engage with the 
material that they are teaching. It’s the same thing 
in any organization; employers want self-motivated 
employees who seek new opportunities and come 
up with new ways of doing things. 

7. Improved Virtual Communication 
and Collaboration

Learning to work with others in a virtual 
environment can make an employee a more 
effective leader. He will develop critical leadership 
skills by utilizing specialized knowledge, creating 
efficient processes, and making decisions about best 
communication practices, such as what should be 
discussed in-person or electronically. In an online 
program, participants will engage in discussion 
boards with classmates, communicate with Trainers 
via email, and collaborate through various software 
programs. As the program progresses, everyone gets 
refined on pitching their ideas and making strong, 
convincing, professional arguments through text. 
Communicating ideas clearly, getting responses, 

Attitude is a little thing that makes a big difference.
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and projecting a professional image are necessary 
skills in a workplace. 

8. Information Retention
Online courses help trainees retain and remember 
information with attractive images, videos, legible 
fonts, movie clips, animated descriptions, and more. 
Real-life examples are also given to explain concepts 
better. Displaying information in well-crafted ways 
lead to better understanding of learning content 
more than taking notes with pen and paper. 

9. Constructive Criticism
Providing constructive criticism through quizzes 
offers trainees the ability to understand where 
they stand in terms of knowledge. Multiple choice 
and open-ended questions prepare students better 
for taking an exam. The automated corrections 
like give trainees the opportunity to go back and 
correct themselves when wrong, instantaneously. 
This saves time and effort when compared to unit 

tests where the papers are sent to the Trainer for 
correcting errors and giving the final grade.

10. Detailed Tracking 
Traditional training has limited tracking abilities. 
Online training offers the power to track virtually 
every aspect of employees online training strategy. 
Many Learning Management Systems are equipped 
with analytics and reporting features, which allows 
the employer to closely monitor employee progress, 
identify their strengths and weaknesses, and offer 
support when the need arises

Online training benefits all parties involved, 
including the clients who will receive better 
service as a result. Online training is no doubt a 
huge cost saver for organizations and individuals. 
Utilizing the internet for improving the skills is the 
ultimate way to climb up the success ladder, as the 
best investment that one can make is investing in 
learning.

You give but little when you give of your possessions. 
It is when you give of yourself that you truly give.



9843924422
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9843709618

Our Products
Bearings, Blocks, Sleeves, Lubrication
Liner Bushes, Clutch Bearings, Belting Products 
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What is Brand Equity
In an increasingly competitive marketplace, brands 
are now more than ever presented with the 
challenge of capturing and sustaining market share 
and keeping their customers loyal.

This article will show that one significant way 
a brand can achieve this is through understanding 
what is meant by brand equity, and will highlight 
the importance of building and managing brand 
equity in the long-term.

Brand Loyalty
Brand loyalty dictates that a consumer who truly 
believes in the value of a brand’s offerings 
will often make frequent and repeat 
purchases from it instead of switching 
between brands.

High brand loyalty ensures that 
business is stable and consistent, and 
enables the organization to capture a larger 
market share.

Brand Awareness
Brand awareness concerns the extent to 
which a brand is known or recognizable to 
a consumer.

A brand with high brand equity will 
spring to mind when a customer searches 
for a particular product. This is also termed 

brand salience; the brand occupies a prominent 
position in consumers’ minds.

Perceived Quality
This element centers on the brand’s reputation for 
high-quality products and customer experience.

Good quality is favored more highly than 
particular product features, with consumers often 
willing to pay premiums for high-quality products 
relative to other brands.

Brand Association

What is it?

Aaker's Brand Equity Model (Simplified)

We should all be concerned about the future because  
we will have to spend the rest of our lives there.
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Brand association involves anything related to the 
brand, which evokes positive or negative sentiments, 
for example, a product’s functional, social or 
emotional benefits.

More broadly, this relates to the brand’s overall 
image, and what consumers associate with that 
image – if consumers associate predominantly 
positive attributes with the brand, then the brand 
possesses high brand equity.

Other Proprietary Assets
Proprietary assets include patents, trademarks, and 
channel or trading partner relationships.

These assets are vital to ensuring that other 
brands cannot compete by operating under a similar 
name or using very similar packaging, which may 
confuse consumers and compete away from a 
brand’s customer base

Brand Meaning: What are you?
How you communicate what your brand stands 
for will significantly impact your brand equity. It 
is essential to deliver on both performance (how 
well your product meets the needs of customers) 
and imagery (meeting the psychological needs of 
your customers through developing your brand’s 
personality and overall image).

Brand Response: What about you?
This concerns how consumers respond to your 
brand, based on their emotions and perceptions. 
Brand response is predominantly based upon the 
brand’s perceived quality and credibility. Therefore, 
managers should establish a superior level of 
expertise within their requisite field, communicate 
clear sets of values, and better fulfill the consumer’s 
needs relative to competitor brands.

Brand Relationships: What about you 
and me?
Brand equity can be built by strengthening the 
connection, or resonance, established between 
your brand and your customer, evidenced through 
factors such as repeat purchase or active engagement 
on social media (both with the 
brand and those within the 
brand’s community).

How to Build Brand 
Equity?
Building strong brand equity 
is the foundation for an 

organization’s long-term success. Marketers can 
reinforce brand equity by actively investing in the 
components of brand equity.

Some ways you can do this include:

1. Building Brand Awareness
This can be done by creating positive, strong, and 
unique brand attributes which consumers will 
retain in their minds, for example, by:

• Advertising your brand on different media
• Engaging with various communities on social 

media
• Creating viral content (videos, campaigns)

2. Positioning your Brand Consistently 
within the Market

A brand’s overall culture (including its beliefs, 
values, and USPs) should remain consistent, such 
that consumers are not left confused or in doubt 
about what the brand stands for. This is not to 
say that managers cannot make tactical strategic 
changes, such as introducing new packaging or 
rewriting their slogans, if this is necessary to re-
align with changing consumer needs, or external 
economic and social factors.

Here are some examples:
• A conscious, consistent conveyance of the brand’s 

core values and meaning
• Set icon color for normal and hover state
• Clarifying what your brand is and is not, as 

compared to the competition
3. Emphasizing Positive Brand 

Associations
Strong brand associations are crucial to building 
loyalty towards your brand. Ways of enhancing the 
way consumers view your brand might include:

• Using innovative and eye-catching means of 
advertising, highlighting the core functional, 
social, or emotional benefits of your product

• Ensuring that the business behind the brand 
is socially responsible and establishes ethical 
business practices

• Celebrity endorsement
4. Focusing on Building 
Relationships
It is mainly consumers who 
determine the strength of your 
brand’s equity; it is, therefore, 
essential to build and maintain 
positive relationships with your 
target segments. Managers can 
do this in simple ways such as:

High brand loyalty 
ensures that business 

is stable and consistent, 
and enables the 

organization to capture a 
larger market share

When we heal the earth, 
we heal ourselves.
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• Staying in touch with customers via social media
• Providing excellent customer service at all times
• Tracking any negative press or feedback, listening 

and responding
Measuring Brand Equity
Perhaps the most challenging aspect of brand 
equity is how to calculate it, for there is no unique 
or consistent metric that brands can use to measure 
consumers’ subjective emotions and responses.

However, it remains an essential function since 
losing sight of the strength of your brand equity can 
impact your bottom line and your ability to compete.

Quantitative measurements
This involves measuring brand equity by looking at 
financial metrics, which reflect the requisite strength 
of the brand. Such metrics include:

• Profit margins
• Price sensitivity – known in economics as price 

elasticity, and concerns the 
extent to which consumer 
demand will react to changes in 
price

• Profitability
• Growth rate
• Market share percentage
• Purchasing frequency
Qualitative Measurements
These measurements cannot 
measure brand equity as such, but 
are an essential means of insight. 
Qualitative methods might 
include:

• Monitoring social media reactions towards your 
brand to assess the level of ‘buzz’ your brand 
creates

• Conducting surveys or focus groups to evaluate 
consumers’ emotions and feelings towards your 
brand, indicative of the value of your brand to 
consumers

• Conducting focus groups to assess consumers’ 
knowledge of various brands within a market, 
their favorite brands, and evaluate the relative 
prominence of your brand within this mix

The Importance of Managing Brand 
Equity
Managing brand equity over time is essential in 
achieving several competitive benefits, which will 
drive profitable growth.

Higher price points
Brands with strong brand equity are in a position to 
charge premiums, which are not attributable merely 

to product-related benefits but are attributed to the 
value and strength of attaching the brand name to 
that product.

Such products will also enjoy a low price 
elasticity, meaning that consumers will be less 
inclined to switch to even those competitors with 
lower prices.

Product line extensions
Brands with high brand equity are exposed to 
significantly less risk when introducing line 
extensions or extending their brand name to new 
products since the brand name alone carries a value.

If a high brand equity organization such as 
Apple were to introduce a new line of products, many 
consumers would likely not hesitate to purchase 
them. This is due to the positive associations which 
the Apple brand triggers, and therefore the brand 
loyalty it inspires.

Increased market share
Brand equity is said to enhance a 
customer’s ability to interpret and 
process information. It improves 
confidence in the purchase 
decision (Aacker, 1991).

Therefore, an organization 
with high brand equity can 
capture and retain a large portion 
of the requisite market share by 
acquiring a loyal customer base 
and better-withstand promotional 

pressures from competitors.

Brand resilience
Brands need to take a forward-looking approach, 
recognizing that the added value created by a brand 
name can act as a security against uncertain market 
conditions, ever-more-complex consumer demands, 
shifting behavioral trends, and increasing numbers 
of competitor market entrants.

Asset for the relationship with other 
stakeholders
Brands with strong brand equity are often better 
able to attract talent. Such brands may also be 
better positioned to gain investors’ trust, who will 
have greater confidence in yielding returns on their 
investments.

The same goes for suppliers, who can be more 
certain of consistent business when entering into 
contracts.

It is mainly consumers 
who determine the 

strength of your brand’s 
equity; it is, therefore, 

essential to build 
and maintain positive 

relationships with your 
target segments.

To come to be, you must have a vision of being, a dream, a purpose, a principle. 
You will become what your vision is.
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ÁÇUP[PÒ \›¯õP, \©a^µõP C¸¢uõÀ ÷£õx® 

GßQßÓÚº EnÂ¯À {¦nºPÒ AuØS ÷Põøh 

Põ»zvÀ Gøu Esn»õ®, Gøuz uÂºUP»õ® 

Gß£øu AÔ¢x öPõÒÁx ªP AÁ]¯®. 

}ºa\zx AÁ]¯® ÷Põøh°À Eh¼ß uspº 

AÍøÁ \›¯õÚ AÍÂÀ £õºzxUöPõÒÁx ªP 

AÁ]¯®. uõPzxUS SÎº£õÚ[PÒ, GÚºâ 

i›[øŒ uÂº¨£x |À»x. £õmiÀPÎÀ QøhUS® 

£ÇaŒõÖPÒ Eh¼À ÷uøÁ¯ØÓ P÷»õ›PøÍa 

÷Œº¨£øuz uÂµ ÷ÁöÓxÄ® öŒ#ÁvÀø». 

SÇ¢øuPÐUS öu¸ÂÀ ÂØS® Sa] IìPøÍ 

Áõ[QzuµU Thõx. A÷u \©¯® uspº ©mk÷© 

÷Põøh C®øŒPøÍ xµzvÂhõx. }ºa\zx 

{øÓ¢u Põ#PÔPøÍ £aøŒ¯õP÷Áõ, öPõg\©õ# 

÷ÁP øÁz÷uõ Es£x |À»x. AvP©õ# 

÷ÁP øÁzx AÀ»x ö£õ›zx Es£vÀ £»ß 

QøhUPõx. E¸øÍU QÇ[S, uUPõÎ, öÁ[Põ¯®, 

Phø» ÁøP, RøµÁøPPÒ, ªÍS, Cg], «ß, 

£õÀ CøÁ EnÂÀ C¸US©õÖ £õºzxUöPõÒÍ 

÷Ásk®. 

öÁÒÍ›UPõ# ÷Põøhø¯ \©õÎUP÷Á 

C¯ØøP AÎzu Áµ® öÁÒÍ›¨¤g_, uº§\o. 

öÁÒÍ› uõPzøu uo¨£xhß £» ÷|õ#PÐUS® 

£¯ß£hUTi¯x. CvÀ 93 \uÃu® }º\zx 

EÒÍuõÀ A¨£i÷¯ £aøŒ¯õP Es£x uõß 

•Êø©¯õÚ £»øÚzu¸®. Â¸®¤ÚõÀ 

ªÍS¨ö£õi ÷ŒºzxUöPõÒÍ»õ®. öÁÒÍ›°À 

÷Œõi¯® AvP AÍÂÀ EÒÍx. PõÀ]¯®, 

©UÜ]¯®, £õì£µì, S÷Íõøµm, C¸®¦a\zx 

÷£õßÓøÁ²® Esk. Âmhªß H¤,] EÒÍÚ. 

Â¯ºøÁ ‰»® Eh¼ÀC¸¢x öÁÎ÷¯Ö® 

}ºa\zøu Dk öŒ#¯UTi¯x öÁÒÍ›¨¤g_. 

öÁ°¼À AvP® Aø»ÁuõÀ Eh¼À SøÓ¢x 

÷£õÚ {Ózøu «sk® ö£Ó öÁÒÍ› ŒõøÓ 

\¸©zvß «x §\»õ®. CÍ}›À Âmhªß ¤,], 

÷Œõi¯®, ö£õmhõ]¯®, PõÀ]¯®, ©UÜ]¯®, 

C¸®¦, Põ¨£º, £õì£µì, P¢uP® ÷£õßÓ £» 

uõx E¨¦PÒ EÒÍÚ. ÷Põøhø¯ \©õÎUPÄ®, 

Ehø» £õxPõUPÄ® CÍ}º HØÓ £õÚ®. 

öÁmi ÷Áº £õÚ® 

÷PõøhUS SÎºa]zu¸Áx öÁmi ÷Áº. ¦À 

ÁøPø¯a ÷Œº¢u öÁmi ÷Áº ªS¢u ©n® 

öPõshx. Cx Áõ\øÚ¨ ö£õ¸Ò u¯õ›UP 

£¯ß£kQÓx. öÁmi ÷Á¸hß \¢uÚU Pmøhø¯ 

÷Œºzx usp›À FÓøÁzx A¢uspøµ 

A¸¢xÁx EhÀ öÁ¨£zøu uoUS®. ÷©¾®, 

Â¯ºUS¸, ÷ÁÚÀ PmiPøÍ Sn¨£kzx®. 

öÁmi ÷Áº Â]Ôø¯ }›À |øÚzx 

Â]ÔUöPõÒÍ SÎºa]¯õP C¸US®. ÷Põøh 

Põ»zvØS HØÓx. ÷PõøhUPõ»zvÀ Bµg_, 

ŒõzxUSi £Ç[PÒ SøÓ¢u Âø»°À QøhUS®. 

Bµg_ £ÇaŒõÖhß öÁ¢}º P»¢x SiUP»õ®. 

CµÄ £kUP¨ ÷£õS®•ß JßÖ Cµsk £Ç® 

Œõ¨¤mk £kUP»õ®. CuÚõÀ ©»a]UPÀ w¸®. 

Bìx©õ, ö|g\P ÷|õ¯õÎPÐUS Bµg_ |À»x. 

ŒõzxUSi Œõ¨¤kÁx uõPzøu uoUS®; 

Ã›¯zøuUTmk®. ÷|õ# Gvº¨¦ BØÓ¾® 

ŒõzxUSiUS EÒÍx Gß£uõÀ ÷Põøh°À 

vÚ•® J¸ ŒõzxUSi¯õÁx Œõ¨¤kÁx |À»x. 

ö£õ›zu EnÄ uÂºUPÄ® 

÷PõøhPõ»zvÀ ‰ßÖ÷ÁøÍ²® Á°Ö •mh 

Œõ¨¤hUThõx. Iì Põ¤, Iì j A¸¢uUThõx. 

AuØS £vÀ CÍ}º, ÷©õº, G¾ªaøŒ ŒõÖ 

£õÚ[PÒ |À»x. EnÄ ÷|µ® JÊ[S •øÓ°À 

C¸UP ÷Ásk®. i£ß 8 ©o, ©v¯ EnÄ 

12 ©o, ©õø» ]ØÖsi 6 ©o, CµÄ EnÄ 

8 ©oUSÒ GkzxUöPõÒÍ ÷Ásk®. AvP 

¦÷µõmjß ©ØÖ® SøÓ¢u Põº÷£õøím÷µm 

EÒÍ EnÄ ÁøPPøÍ ÷Põøh°À Œõ¨¤h 

÷Ásk®. SÎº¢u }º, §sk, ¥m¹m, ªÍS, 

vµõmøŒ, ø£ß B¨¤Ò, ©õ®£Ç® CøÁPøÍ 

÷Põøh°À uÒÎ÷¯ øÁUPÄ®. öPõÊ¨¦ 

AvP•ÒÍ EnÄ ÁøPPøÍ²®, Gsøn 

£»Põµ[PøÍ²® Œõ¨¤kÁøu uÂºUP ÷Ásk®. 

]¨ì, ¨öµga ¨øµ, ]UPß ¤øµ ÁøPPøÍ 

JxUQÂk[PÒ.

÷Põøh°À Eh®¦ 

‘âÀ’ ¾ßÝ C¸UP

]» i¨ì!

I love you when you bow in your mosque, kneel in your temple, pray in your 
church. For you and I are sons of one religion, and it is the spirit.
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1. Beyond The Purpose Of Brand Purpose: It’s 
increasingly clear that today you have to stand 
for something if you want to remain standing. 
The explosion in purpose-led brand and 
business transformation is upon us, and it is far 
from over.

2.  How Brands Compete And Win: Brand battles 
consist of far more than just marketing tactics 
and consume significant managerial attention.

3.  The One Competitor Marketers Underestimated: 
An amplified need to belong and check status 
has turned into hundreds of millions of personal 
advertising campaigns, all competing against 
brands for attention. Going forward, your job 
as a marketer is not just to engage one audience 
group. You also need to engage friends of 
friends.

4.  How Brands Can Avoid Culturally Flammable 
Ideas: If not careful, flammable ideas can quickly 
hijack, jeopardize and further deteriorate your 
marketing activities and decrease brand value.

5.  The Role Of Branded Content In Building 
Brands: Branded content is about the powerful 
intersection between brands, culture and 
people. It’s not a discipline. It’s a new mind-set 
and culture.

6.  Brand Management In The Age of AI: AI is 
changing your brand. Is your brand changing 
with it? Most of us are already awash in articles 
and studies about AI, blockchain, marketing 
automation, analytics and big data. But this 
focus on tools and tactics diverts our attention 

from the brand management implications these 
tools create.

7.  Successful Brand Cultures Live Their Beliefs: 
Nearsighted brand leaders imagine their brands 
first from the outside in, believing that attitude 

– what they say and how they posture matters 
most. Leaders with the modern legacy mindset 
build from the inside out in accordance with 
beliefs that drive behaviors because actions 
matter more than words alone.

8.  The Future Belongs To Brands That Connect 
Ideas: When Steve Jobs said he was “shameless 
about stealing great ideas,” he meant it in the 
Picasso context. Anyone can copy a competitor. 
True innovation occurs when you build on the 
ideas that came before you.

9.  Brand Innovation: A New Disruption Theory: 
A new disruption theory counters the globally 
renowned, but intrinsically flawed idea that 
disruption is about companies who undermine 
legacy players based on a new technology at a 
lower price point.  An idea that fails to explain 
the iPhone, Uber, Tesla, Airbnb, Flatscreen TV’s, 
Netflix, 3G and most of the world in which we 
live.

10.  Four Elements That Shape Brand Experiences: 
To build more relevant experiences you need to 
take a step back and consider the context your 
brand and the associated experiences will be 
built within.

11.  How Semiotics Helps Brands Encapsulate 
Value: No brand is an island. It doesn’t exist 

Must Read Articles On

Brand 
Management

As we soar into a new year with more wisdom in our possession, let’s look 
back on the 30 most read thought pieces of 2018 on Branding Strategy Insider. 
May they help you develop and release your brand’s full potential.

The mind is everything. What you think you become.
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in a vacuum, although marketers often 
mistakenly manage their brands as if they were 
islands unrelated to the physical and cultural 
environments of their customers.

12.  Solving Brand Problems With Behavioral 
Science: One of the appealing aspects of 
behavioral science is that rather than being 
a single, over-arching theory, it’s a broad 
collection of biases. That means it’s flexible 
enough to be applied to the variety of problems 
we’re trying to solve for brands.

13.  Four Things I Learned Building The Calvin Klein 
Brand: For over 17 years (1999-2016) I served as 
the CEO of Calvin Klein and I had the distinct 
pleasure of being able to work with one of the 
world’s most preeminent creative geniuses of 
our time, Calvin Klein. In order to maintain the 
Calvin Klein brand, I followed four rigorous 
steps in the execution process to make sure the 
brand stood the test of time.

14.  Brands And The Changing Art Of Persuasion: 
The tools of persuasion may have changed, but 
the art of persuasion remains an essential role 
for strategists..

15.  The Most Successful Brands Don’t Focus On 
Buyers: What makes a brand successful in 
the digital age? A recent study suggests that 
digital brands don’t just do things differently; 
they also think differently. Where traditional 
brands focus on positioning their brands in the 
minds of their customers, digital brands focus 
on positioning their brands in the lives of their 
customers.

16.  Patagonia In The Making: My Founder’s Story: 
I know it’s unorthodox to be guided by both 
karma and profits, but that’s just one of many 
ways we break the rules of business these days. 
I think of Patagonia less as a conventional 
brand selling products than as an experiment, 
an evolving means of using business to solve 
social problems.

17. The Power Of Subtle Branding: What’s the 
minimum a customer needs to recognize you?

18. The New Era of Brand: Data, AI & Consumer 
Control: Many of the business fundamentals 
we’ve learned have been turned on their heads 
(or at least their sides) by the fourth industrial 
revolution. The same is true of branding.

19.  Brands Need Both Hard And Soft Power: All 
companies want their brands to be powerful. 
Often, power is equated with worth, valuation, 
stock price, access to capital, growth, market 

share, category dominance, etc. This is what we 
define as hard power and its only part of the 
equation.

20.  Building Brands With A Female Lens: The 
history of brand management dates back 
roughly seventy-five years, built in a time where 
men were men and women were housewives.

21. Confusing Brand Positioning With Brand 
Purpose: When purpose gets confused for a 
position, (how the brand is perceived in the 
context of competitive alternatives) brands lose 
their ability to differentiate and compete.

22. Marketing Flaws For Powerful Brand 
Differentiation: How admitting your flaws can 
lead to stronger bonds and brands.

23. How To Map Your Customer’s Journey: To 
identify the opportunities for growth along 
the customer lifecycle, it is first important to 
understand the customer’s experience engaging 
with the company and its product or service.

24. Eight Requirements For New Market Success: 
Why is it that some great ideas take forever to 
take root, whereas others flourish fast? What 
lessons do these patterns of struggle and success 
hold for new markets today?

25. One Rule For Making Brands More Memorable: 
We tend to remember the final moments of an 
experience and the most (or least) enjoyable 
parts. Psychologists call this the peak-end rule. 
This has important implications for brands.

26. How Brands Can Convert Data To Insight: 
Brands that focus most on the unchanging man 
will win the insight war.

27. Brands And The Paradox of Growth: Growth 
creates complexity, and complexity is the silent 
killer of growth.

28. How Brands Can Compete In A Polarized 
World: Marketers don’t have it easy right now. 
Accelerating change is happening globally, but 
around the world, markets differ in how much 
they trust the information they get. Here are 5 
key insights for competing in a polarized world.

29. Building Brands On Community And Belonging: 
Brands positioned with our community in mind 
are often perceived as extensions of our own 
personas, in sync with how we define ourselves 
today and who we aspire to be.

30. Why All Brands Need A Brain Trust: Creating 
a Brand Brain Trust is a very good idea for 
any company that is focused on protecting 
and nurturing goodwill and its market 
capitalization.

The earth is but one country, and mankind its citizens.



SCIENTIFIC AND INDUSTRIAL TESTING AND RESEARCH CENTRE 
(A-NOT-FOR-PROFIT SOCIETY TO SERVE ENGINEERING INDUSTRIES) 

Si’Tarc is NABL Accredited Laboratory and having the latest Testing facilities in Electrical Engineering, 
Mechanical Engineering, Chemical Engineering, and Metrology. 

We are glad to inform that Si’Tarc is now emerged with a new added facility of 

 “WATER TESTING IN NABL APPROVED LABORATORY” 

We have world-class equipments in our lab for testing water samples like, 

 Mineral Water
 Effluent Treated Process Water

 RO Water
 Packaged Drinking Water

 Bore well Water
 Waste Water

 Rain Water
 Raw Water etc,.

• All Tests are Conducted as per National/International Standards

• We collect the samples from your doorsteps and provide you the results on-time.

For More Details Contact:

#83,84 Avarampalayam Road, K.R.Puram Post, Coimbatore – 641021.
Ph/Fax: 0422 – 2562612, 2560473. 

Email:sitarcinfo@sitarc.com,Website:www.sitarc.com



©mk÷©. BÚõÀ ¯õº Aøua \Áõ»õP Gsoz 

xoa\¾hß •¯ÀQßÓõºP÷Íõ AÁºP÷Í 

öÁØÔ°ß Â»õ\zøu ö|¸[SQßÓõºPÒ. 

¤µa\øÚø¯U Psk Ag] ¤ßÁõ[S£ÁºPÒ 

_Ák öu›¯õ©À AÈ¢x ÷£õQßÓõºPÒ.

BP÷Á, Gøu²® ußÚ®¤UøP²hß AqPU 

PØÖU öPõÒÍ ÷Ásk®. •¯Ø]°ß xøn 

öPõsk \ÁõÀPøÍ Gvº öPõsk öÁÀ» 

÷Ásk®.

|®¤UøP²hß öŒ¯À£k[PÒ

£¯® Gv›ø¯a öŒ¯À£h øÁUS®. BÚõÀ 

|®¤UøP PhÄøÍ öŒ¯À£h øÁUS® 

GßÓõº ÷áõ¯ì Bìjß. |®¤UøP öPõsk 

•¯À÷Áõ¸US •iÂÀ»õ öÁØÔPÒ QøhUS® 

Gß£x EÖv. •¯Ø]PÒ ÷uõØP»õ® BÚõÀ 

•¯Ø] öŒ#£Áß J¸÷£õx® ÷uõØ£vÀø».

•uÀ •¯Ø]÷¯ öÁØÔ¯øh²® GßÖ 

öŒõÀ»•i¯õx. GßÓõ¾® öÁÀ¾® Áøµ 

•¯ßÖ öPõs÷h C¸UP ÷Ásk® GßÓ 

EÖvø¯ ö|g]À Si÷¯ØÔU öPõÒÍ ÷Ásk®.

•¯Ø]ø¯ 
|s£ÚõUQÚõÀ 
•ß÷ÚØÓ® 
E[PÒ •PÁ›¯õS®.

“ÁõÌUøP°À öÁØÔ ö£Ó Â¸®¤ÚõÀ •¯Ø]ø¯ 

|s£ÚõUQU öPõÒ” GßÓõº ŒõnUQ¯º. B®! 

•¯Ø] G¨ö£õÊx® E[PÐøh¯ |s£ÚõP 

C¸UP ÷Ásk®. J¸÷£õx® \¼¨¤ØS® 

÷Œõ®£¾US® ©ÚvÀ Ch® öPõkUPU Thõx. 

÷Œõ®£¾US J¸ |õøÍU öPõkzuõÀ Ax Akzu 

|õøÍ²® v¸iU öPõÒÐ® GßQÓx J¸ ^Ú¨ 

£Çö©õÈ. öÁØÔ÷¯õ ÷uõÀÂ÷¯õ Aøu¨ 

£ØÔ PÁø»¨£hõ©À öuõhº¢x •¯Ø]zxU 

öPõsi¸¨£ÁºP÷Í öÁØÔ ö£ÖQßÓõºPÒ. 

÷uõÀÂ Gß£x •iÁÀ», AvPzvÓÝhß 

«sk® •¯ÀÁuØPõP CßöÚõ¸ Áõ#¨ø£ 

HØ£kzvU öPõk¨£xuõß ÷uõÀÂ.

¤µa\øÚø¯U Psk ¤ßÁõ[PõwºPÒ

¤µa\øÚ÷¯ CÀ»õuÁºPÒ E»QÀ CÀø» 

Gß£øu •u¼À ¦›¢x öPõÒÐ[PÒ. 

Aö©›UPõÂß Av£¸US® ¤µa\øÚ 

Esk. AÝvÚ•® ¤aøŒ Gk¨£ÁÝUS® 

¤µa\øÚ Esk. B]›¯¸US® ¤µa\øÚ Esk. 

©õnÁÝUS® ¤µa\øÚ Esk. öuõÈ»v£¸US® 

¤µa\øÚ Esk. öuõÈ»õÎUS® ¤µa\øÚ 

Esk.

÷|õ¯õÎUS ©mk® ¤µa\øÚ CÀø», 

÷|õø¯ Sn¨£kzx® ©¸zxÁ¸US® ¤µa\øÚ 

Esk. SØÓÁõÎUS® ©mk® ¤µa\øÚ CÀø», 

}v ÁÇ[S® }v£vUS® ¤µa\øÚ Esk. B® 

©Ûu ÁõÌÂß GÀ»õ {ø»PÎ¾® GÀ»õ 

Chzv¾® }UP©Ó {øÓ¢v¸¨£x ¤µa\øÚ 
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•¯Ø]ø¯ 
|s£ÚõUS[PÒ

]¢uøÚU PÂbº

hõUhº PÂuõŒß

C¯USÚº ©ØÖ® uø»Áº,

©ÛuÁÍ @©®£õmkz xøÓ 

¹mì {ÖÁÚ[PÒ, @PõøÁ

After nourishment, shelter and companionship, stories are the things we need most in the world.



÷uõÀÂPÎÀ C¸¢x £õh® PØÖU öPõsk 

¤ÓS A¢uz ÷uõÀÂU÷P £õh® PØÖU öPõkUS® 

xoa\¾® |®¤UøPø¯²® E[PÐøh¯ 

Ehø©¯õP AÀ»; E°µõP÷Á ©õØÔU 

öPõÒÐ[PÒ. ÷uõÀÂø¯U 

Psk £¯¨£k£ÁºPÍõÀ 

J¸÷£õx® öÁØÔ°ß 

Ru[PøÍ CøŒUP •i¯õx. 

B®! uspøµU Psk 

Ag_£ÁÚõÀ }a\ø»U 

PØÖU öPõÒÍ •i²©õ? 

]¢vzx¨ £õ¸[PÒ. 

÷uõÀÂPøÍ GÚx ÷uõÎÀ 

HÔÚõ¾® K¯©õm÷hß, 

öuõhº¢x •¯ßÖ AÁØÔß 

÷uõÒPøÍ÷¯ GÚx ]®©õ\Ú® BUS÷Áß 

GßÖ xo¢x öŒ¯À£mkU öPõs÷h C¸[PÒ. 

öÁØÔ°ß öÁÎa\® E[PÐøh¯ ÂÈPÐUSz 

öuß£hz öuõh[S®.

÷uõÀÂø¯¨ £õh©õUS[PÒ

÷uõÀÂ°À C¸¢x PØÖU öPõÒÍz uÁÖÁx-

uõß Esø©¯õÚ ÷uõÀÂ. BP÷Á JÆöÁõ¸ 

÷uõÀÂø¯²® £õh¡»õUQU öPõsk ¦v¯ 

£õh[PøÍU PØÖU öPõÒÐ[PÒ.

¡Ö•øÓ ÷uõØÖÂmjºP÷Í? GÚ Gi\Ûh® 

J¸Áº HÍÚ©õPa öŒõßÚ÷£õx ¦ßÚøPzxU 

öPõs÷h Gi\ß öŒõßÚõµõ® “¡Ö ÁÈPÎÀ 

ªßŒõµ £Àø£U Psk¤iUP •i¯õx Gß£øuU 

Psk¤izxÂm÷hß. CxÄ® J¸ÁøP°À 

öÁØÔuõ÷Ú” GßÖ ö£¸ªuzxhß TÔÚõµõ®. 

AuõÁx JÆöÁõ¸ ÷uõÀÂ²® J¸ ¦øu¯À, AvÀ 

C¸¢x ÷uõsi GkUP HµõÍ©õÚ ö£õUQå[PÒ 

EÒÍÚ.

ÃÇõ©À C¸¨£uÀ» öÁØÔ! ÃÌ¢uõ¾® 

GÊQßÓ Ãµ÷© J¸Áøµ öÁØÔ¯õÍµõUSQÓx! 

•i¢uÁøµ •¯À÷Áß Gß£x öÁÖ® ÁõUS; 

Gkzuøu •iUS® Áøµ •¯ÀÁ÷u öÁØÔ°ß 

ÁõUS.

•ß÷ÚØÓzøu ÷|õUQ •¯Ø]!

•ß÷ÚØÓzøu ÷|õUQ Ax GÆÁÍÄ ]Ô¯uõP 

C¸¢uõ¾® £µÁõ°Àø», Aiö¯kzx øÁzx 

øÁ²[PÒ GßQÓõº ÂßöŒßm ¥Àm. BP÷Á 

•ß÷ÚØÓ® GßQÓ ©õÎøPø¯ JÆöÁõ¸ 

PÀ»õPz uõß Gkzx øÁzxU Pmih ÷Ásk® 

Gß£øu¨ ¦›¢x öPõÒÐ[PÒ. ]Ô¯ ]Ô¯ 

öŒ¯ÀPÎß öuõS¨÷£ J¸ ö£›¯ öŒ¯À Gß£x. 

GÁöµìm ]Pµzøu Aøh¢vh 

•¯ßÓõ¾® JÆöÁõ¸ 

Ai¯õPzuõß HÔh •i²®.

÷uõÀÂ°ß ©i°À 

ÃÌ¢uõ¾® ÃÖöPõsk 

GÊ¢vk[PÒ. ÃÌa]°ß 

÷ÁPzøu Âh •¯Ø]°ß 

÷ÁP® AvP©õP C¸UP 

÷Ásk®.

¤ ß Á õ [ S £ Á º P Ò 

G¨ö£õÊx® •ß÷ÚÖ 

ÁvÀø». u¯[Q {Ø£ÁºPÒ J¸÷£õx® 

ŒõuøÚa ]Pµzøu AøhÁvÀø». •¯Ø] 

Gß£øu ‰aŒõUQU öPõÒ£ÁºP÷Í ‰a_ÒÍÁøµ 

•ß÷ÚØÓU PõØøÓa _Áõ]UQßÓõºPÒ.

vÚ¢vÚ® E[PÐøh¯ •¯Ø]USU Qøhzu 

£»øÚ Gso¨ ö£¸ªu® öPõÒÐ[PÒ. ÷©¾® 

A®•¯Ø]PøÍ GÆÁõÖ Põ»[P¸v öŒ¯ÀPÎÀ 

Cøn¨£x øÁ¨£x Gß£x SÔzx® ]¢uøÚ 

öŒ#²[PÒ. Põ»[P¸v ChzuõØ öŒ#uõÀ 

C¢u E»Pzøu÷¯ öÁÀ»•i²® GßQÓõº 

v¸ÁÒÐÁº.

Põ»©Ô¢x •¯Ø] öŒ#²[PÒ

•¯Ø]¨£øuÂh Põ»® P¸v •¯Ø]¨£x ªPÄ® 

AÁ]¯®. ÷uºÄ •izu¤ÓS ÷uºÄ GÊxÁuØS 

•¯Ø]zuõÀ Ax G¨£i C¸US®? \Ø÷Ó 

]¢vzx¨ £õ¸[PÒ. PÚÄPÒ ö©#£kÁuØS 

Põ»©Ô¢x •¯ÀÁx ªPÄ® AÁ]¯®. Põ»a`ÇÀ 

\›¯õP C¸US®÷£õx •¯Ø]a ]ÓSPøÍ 

Â›zuõÀ APßÓ ÁõÚ•® AP¨£k®; AQ»® 

E[PÒ ¦PÌ£õh B#zu©õS®. •¯Ø]°ß £»ß 

E[PÐUS •Êø©¯õPU QøhUS®.

“£¸Áz÷u £°º öŒ#” Gß£x Qµõ©zx¨ 

£Çö©õÈ. B®! Gøua öŒ#Áuõ°Ý®, AuØS›¯ 

Põ»zøu ÷uº¢öuk¨£x ªPÄ® •UQ¯® 

Gß£øu Enº¢x AuØ÷PØÓÁõÖ öŒ¯À£hz 

öuõh[S[PÒ. •iÂÀ»õ •¯Ø]ø¯ |s£ÚõUQ 

CxÁøµ°À ¯õ¸® öŒ#¯õu ŒõuøÚø¯a öŒ#x 

Põmk[PÒ. •i²®! •¯ßÖ GÊ¢uõÀ GÀ»õ® 

•i²®.

ÃÇõ©À C¸¨£uÀ» 

öÁØÔ! ÃÌ¢uõ¾® 

GÊQßÓ 

Ãµ÷© J¸Áøµ 

öÁØÔ¯õÍµõUSQÓx! 
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It is all of us important 
to observe the work to 

understand what is the current 
condition. Based on the 
type of work we do, the real 
value added place (Gemba) 
could be Office, shopfloor or 
street. Management Gemba walk 
is absolutely important to “Go 
See” the actual place where the 
real work is performed. Managers 
can’t take decisions from conference 
room or war room by second hand 
information.

Gemba walk must 
have a purpose-“principle 
based observation” based 
on true north where your 
organization is heading on 
your Kaizen journey. From 
Employee standpoint the 
true north could be creating 
an environment favors 
improvement and employee 
development. One free from danger, stress, and 
irrationality.

Managers must be in open mind but an intense 
observer at the Gemba. Gemba walk has two parts, 
one is technical (Go See) aspect of Gemba walk 
and another is Social side (Go Behave) of gemba 
walk. Technical aspect of Gemba walk checks the 
process compliance, whether the work is performed 
as per the standard work, work flow as per takt 
time, check whether the team member ahead or 

behind at a glance from visual 
boards, what are the problems 
(TIMWOODS) cause the team 
fall behind the schedules, 
what is team’s target for next 
improvement, check whether 
the systems is working for us 

to make the improvement. Overall, it 
checks the mechanics of Lean/Kaizen 
transformation. Whereas, the social 
aspect of Gemba walk supports the 
fact that the development of the 
people. Managers must go to Gemba 
with a sunny attitude, shopfloor folks 

should know that you’re 
there to help them with 
their struggle, remove 
road blocks, energize 
people to accelerate 
Kaizen transformation, 
provide resources and 
create an environment to 
challenge the employees 
and provide safe zone to 

try new things.

Former Chairman of Toyota Motor Corp Mr. Fujio 
Cho says three keys to Lean Leadership.

• Go and See
o Senior Management must spend time on the 

front lines.
• Ask Why

o Use the “Why” technique daily to understand 
the process, not to blame people.

Gemba Walk
by ManaGers

A.P. Venkatesh
Director 

Truelean Learning Center

When love and skill work together, expect a masterpiece.

Gemba walk is absolutely 
important to “Go see” the actual 

place where the real work is 
performed. Managers can’t take 
decisions from conference room 

or war room by second hand 
information.
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• Show Respect
o Respect the people.

Managers must avoid Gemba Walk etiquette 
blunders as given below.
1. Show up late or leave early
2. Use cell phone
3. Take pictures/Videos or record times without 

permission.
4. Act Bored or impatient or inattentive
5. Answer your own questions
6. Argue with team members
7. Ask accusative questions
8. Cut off team member comments
9. Turn your attention away from the presenters
10. Talk too much
11. Laugh in a way that appears disrespectful
12. Display negative or facial expressions or body 

language
13. Get in worker’s way
14. Snoop through paperwork or tools
15. Engage in side conversations
16. Violate standard Gemba safety or standard 

operating procedure.
17. Use equipment as your personal seat or table.
18. Talk over team members
19. Engage in multiple conversations at the same 

time.
20. Pass Judgement
21. Become defensive of team members comments.
22. Leave without thanking team members
23. Forgot to follow-up.

Some Do’s of Managers Gemba walk-
1. Let your team members know when and why 

you’re visiting.
2. Prepare in advance to understand the function 

of the area you’re visiting.
3. Meet the team leader in advance to get a heads 

up regarding team member struggles and 
concerns.

4. Give team members you’re engaging your 
undivided attention.

5. Respect the critical nature of the team members’ 
work.

6. Ask questions to show your interest to learn.
7. Let the team members lead the discussion.
8. Observe safety rules and wear appropriate 

protective gear.
9. Stand close to hear without crowding or 

creating an unsafe condition.
10. Act enthusiastic and upbeat.
11. Stay alert and show interest through your 

posture.
12. Go see the actual work, not a bulletin board 

side of the work.
13. Leave your position power at the door.
14. Give positive facial cues- smile
15. Take notes of requests made by team members 

or areas where you should follow through. 
Follow up at a later time to close the loop.

16. Fix safety problems on the spot.

In many ways social side of Gemba walk is harder 
than the go see side of the gemba walk. It requires 
everyday practice and change in management 
behavior. Almost all Kaizen transformations, 90% 
change in people, 10% technical which is science & 
very critical for success.

My humanity is bound up in yours, for we can only be human together.





•

•

•
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 Anti-Corrosive Liquid 

 Extra Lubrication  

 Always free flowing  

Reduces burning problem

 Best Cooling Properties 

 Long Life to inside parts 

 Nearly food grade 

 

•

•

•

• Saves electricity 

• • • • •
• •  • • •
• • • • • • • • 
• •  • • • • • • • 

 

Texmo-Taro  Texmo - Aquasub  KSB Pumps  Kirloskar  Varuna
 Pluga (Franklin - USA)  Waterman  Laxmi - LADA  Panelli - Italy
Unnati Rotomag  Falcon  Silver  Angel  Duke 

 Forser  Ekki 
pump Mfg. companies.

Lubi
Viking Pioneer 

Paive V.vidhya Ellen Asvaa Geeco KMP PSG 
   etc. more than 150 

Outstanding Contribution  for growth of Pump Industry

Trophy given by  Mr. Hemant Watve, Managing Director, WILO  
   
IN PRESENCE OF 

1. Grundfos - M.D. - Mr. Ranganathan 
2. KSB Pumps - Mr. Farrokh Bhathenaji
3. Aquasub -Texmo - Marketing Head - Mr. V. Krishna Kumar
4. Kirloskar Brothers (KBL) - V.P. - Mr. Vikas Agarwal
5. Franklin Electric- USA (Pluga)  - India Head - Mr. Harshad Joshi, 
6. Cropmton - M.D. - Mr. Premanand Bhat, 
7. La-Gajjar (Varuna Pump) - Marketing Head - Mr. Dilip Thakkar
8. Waterman Pump - Chairman - Mr. Bharat Patel,
9. Duke Pump - M.D. - Mr. Prabhudas Patel,

IPMA Award 2019

310, PANORAMA COMPLEX, OPP. BAL ADALAT, GONDAL ROAD, RAJKOT – 360002. (Guj.)
M: +91- 281-2233750 I Email: info@indiacoolant.com I www.indiacoolant.com

Best Performance Award 
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	 £oÄhß |h¢uõÀ ÁõÌÂÀ öÁØÔ ÷©À öÁØÔ 

Á¢x ÷Œ¸®

	 ¤Óº ÷£õØÖ® ÷£õx ©QÌa] Aøh¯÷u. EßøÚ 

©ØÓÁº yØÖ® ÷£õx® ©Ú® Á¸¢uõ÷u

	 ©ØÓÁº SØÓ[PøÍ A»] Bµõ#Áx® |õ® öŒ#u 

SØÓ[PøÍ ‰i ©øÓUPÄ® Thõx

	 BøŒ AÈUS® Sn® öPõshx AÚõÀ ©õÓõP 

Aß¦ AøÚÁøµ²® ÁÍºUS® Sn® öPõshx

	 ÷uøÁ¯ØÓ BøŒPÍõÀ xß£® uõ÷Ú uÂµ |ßø© 

HØ£hõx.

©¸zxÁ®

	 ÷u[Põ# Gsøn°À ]ÔuÍÄ PØ§µ® ÷Œºzx |ßS 

öPõvUPøÁzx AøÁ BÔ¯x® ö|g]À uhÁ 

ö|g] \Î Sn©õS®.

	 uø»Á¼ Sn©õP |õmk ©¸zxÁ® : 10 xÍ] Cø», 

]Öxsk _US ©ØÖ® 2 »Á[P® BQ¯ÁØøÓ |ßS 

Aøµzx ö|ØÔ°À £ØÓõP ÷£õmhõÀ uø»Á¼ 

Sn©õS®.

	 öuõsøh PµPµ¨¦ Sn©õP |õmk ©¸zxÁ®: _US, 

öÁÒøÍ ªÍS ©ØÖ® v¨¤¼ BQ¯ÁØøÓ ÁÖzx 

ö£õi öŒ#x ÷uÛÀ P»¢x Œõ¨¤h öuõsøh 

PµPµ¨¦ Sn©õS®.

	 öuõhº ÂUPÀ Sn©õP |õmk ©¸zxÁ®: 

ö|À¼UPõø¯ Cizx ŒõÖ Gkzx ÷uÛÀ P»¢x 

Œõ¨¤h öuõhº ÂUPÀ Sn©õS®.

	 Áõ# |õØÓ® Sn©õP |õmk ©¸zxÁ®: \mi°À 

£iPõµzøu ÷£õmk |ßS Põ#a], BÓøÁzx vÚ•® 

‰ßÖ ÷Áø» Œõ¨¤h Áõ# |õØÓ® Sn©õS®.

|øPa_øÁ

Bß«P® AÔ@Áõ®

	 ö£õ¸mPøÍ £¯ß£kzx[PÒ ÷|]UPõwºPÒ....

©ÛuøÚ ÷|]²[PÒ £¯ß£kzuõwºPÒ.

	 ÷£›ß£® ÷Áshõ® ]Ö]Ö \¢÷uõå[PÒ

÷£õx® |® ÁõÌøÁ AÝ£Âzx ÁõÇ...!

	 ]¢x® ©øÇ yÓ¼À ÷Œº¢x

|øÚ¢u {øÚÄ xÎPÒ...!

	 ©ØÓÁºPøÍ¨ £õºzx £õºzx } AÁºPøÍ¨

÷£õÀ ÁõÌ¢uõÀ EßøÚ¨ ÷£õÀ ¯õº ÁõÌÁx BP÷Á 

} }¯õP÷Á C¸...!

	 {»øÁ AÇPõUP

C¸øÍ §]UöPõshx CµÄ...

PÂøuPÒ

	 A¢uz v¸høÚ¨ ¤iUP •i¯õxßÝ G¨£ia 

öŒõÀÕ[P? 

“AÁ÷Úõh öŒÀ ö|®£º» møµ £so÷Úß. ‘not 
reachable’Ý Á¢ux Œõº!”

	 GßøÚ, ö£s £õºUP Á¢ußÛUS, }[P i£øÚ 

öuõh÷Á CÀø»÷¯ Hß? 

“öµshõÁx ‘åõU’ GxUSßÝ, uõß..!”
	 hõUhº: “}[P Eh®ø£U SøÓUPq®; CÛ¨ø£U

SøÓUPq®; PõµzøuU SøÓUPq®”
÷|õ¯õÎ: “hõUhº, }[P L¥øŒ SøÓUPq®”

	 “÷|ØÖ ö£s £õºUP¨ ÷£õÚ Chzx» ©¯[Q 

ÂÊ¢xm÷hßhõ...!”
“ö£s AÆÁÍÄ AÇPõ?” “CÀ»hõ... Âå¯® 

öu›g_ Gß ©øÚÂ²® A[÷P Á¢xmhõ...!”
	 “A®©õ.. A¨£õ Hß bõ°ØÖUQÇø©°» BL¥ì 

Lø£» ÃmkUS öPõsk Áµõº?”
“BL¥ì Lø£ÀPøÍ¨ £õºzuõÀ uõß E[P¨£õÂØS 

yUP® Á¸©õ®.. Axuõß..”

uzxÁ®
	 ÷uøÁ¨£k®... ÷£õx ÷uh¨£kÁõ#

Ax Áøµ Aø©v¯õ# C¸...

	 ]›¨¦ CÀ»õu ÁõÌUøP

]ÓS CÀ»õu £ÓøÁUS \©®

	 £ÓøÁUS AÇS ]ÓS

E[PÐUS AÇS ]›¨¦

	 Ásn[PÎÀ CÀø» ÁõÌUøP

Eß Gsn[PÎÀ EÒÍx AÇQ¯ ÁõÌUøP...

	 AÍÁõÚ EnÄ Eh¾US |»®

AÍ÷Áõk £ÇS EÓÄUS® |»®...
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Âµmh•i¯õu 
Â¸¢uõÎ

|õß  
 SÇ¢øu¯õP C¸¢u÷£õx Gß 

ÃmkUS J¸Áøµ ¦vuõP AøÇzx 

Á¢uõº Gß A¨£õ.

AÁøµ Gß A®©õÄUS® ¤izv¸¢ux. 

C¸Á¸® GßøÚ Âh AÁøµ AvP® PÁÛzuÚº.

AuÚõÀ Bµ®£zvÀ GÚUS AÁøµ 

¤iUPÂÀø». ^UQµ÷© AÁº G[PÒ Sk®£zvÀ 

J¸ÁµõQ¨ ÷£õÚõº.

|õmPÒ öŒÀ»a öŒÀ» GÚUS® AÁøµ 

ªPÄ® ¤izx Âmhx.

Gß A¨£õÄ® A®©õÄ® GÚUS AÔÄøµ 

öŒõÀ¼U öPõs÷h C¸¨£õºPÒ.

AÁ÷µõ AÔÄøµ GxÄ® TÖÁx CÀø» AÁº 

TÖÁx AøÚzx® _Áõµ]¯©õP÷Á C¸¢ux.

 AÁº J¸ AØ¦u©õÚ Pøu öŒõÀ¼, 

ußÝøh¯ ÷£a_z vÓø©¯õÀ ©oUPnUQÀ 

Pmi¨ ÷£õmkÂkÁõº.

PõuÀ PøuPøÍ EÒÍ® E¸P öŒõÀ¾Áõº. 

|øPa_øÁPÒ £» |»® £h Eøµ¨£õº. ÃµU 

PøuPøÍ Enºa]ö£õ[PU TÖÁõº.

AÔÂ¯À, Aµ]¯À Áµ»õÖ CßÝ® 

£»ÁØøÓ²® PøµzxU SizuÁº. PØÖzu¸£Áº.

Â¢øuPÒ £» öŒ#x Â¯UP øÁzuõº.

AÁº GßøÚ ]›UPÄ® øÁ¨£õº.. ]¢vUPÄ® 

øÁ¨£õº. AÇøÁzx ÷ÁiUøP²® £õº¨£õº. 

Aa_Özv²® ©QÌÁõº. BÚ¢uzvÀ ªuUP 

øÁ¨£õº.AÁìøu°¾® ‰ÌP Ai¨£õº.

 |õmPÒ Âøµ¢ux. |õÐUS |õÒ AÁµx ÷£a_ 

AvP›zu÷u uÂµ SøÓ¯ÂÀø».  A®©õÄUS  

C¨÷£õöuÀ»õ® AÁøµ¨ ¤i¨£vÀø». AÁøµ 

öÁÎ÷¯ AÝ¨¤Âh Â¸®¤ÚõÒ. BÚõÀ Ax 

•i¯ÂÀø».

A¨£õ AÁøµ¨ £ØÔ AÆÁÍÁõP A»miU 

öPõÒÍÂÀø». uØ÷£õöuÀ»õ® G[PÒ ÃmkUS 

EÓÂÚºPÒ Á¸ÁvÀø». EÓÂÚºPøÍ \›¯õP 

PÁÛUP •i¯õ©À AÁº ukzuõº.

ö|k|õøÍ¯ |s£ºPÐ® G[PÎhª¸¢x 

Â»Q¨ ÷£õÚuØS AÁº Põµn©õÚõº.

GÚx u¢øu ©x A¸¢xÁøu Â¸®£©õmhõº. 

AÁ÷µõ ©x A¸¢xÁøu EØŒõPzxhß 

FUSÂzuõº.

]Pöµm ¤i¨£x ¦øP°ø» £¯ß£kzxÁx 

CÁØøÓ JÎÄ ©øÓÂßÔ ¯õº C¸¢uõ¾® 

u¯UP® CÀ»õ©À uÁÔÀø» Gß£x ÷£õÀ 

vÚ¢÷uõÖ® TÔ Á¢uõº.

öŒUì £ØÔ Ta\ªÀ»õ©À GÀ÷»õº 

•ßÛø»°¾® AÁµõÀ ÷£\ •iQÓx. G[PÒ 

AßÓõh ÁõÌUøP°À EÓÄ•øÓ •uÀ EnÄ 

•øÓ Áøµ AÁµõÀ ©õØÓ[PÒ HØ£mhx. |õ[PÒ 

J¸Á¸UöPõ¸Áº ÷£]UöPõÒÁx Th SøÓ¢x 

÷£õÚx.

 GÚx  uõ# u¢øu¯º ¤ß£ØÓa öŒõÀ¾® |À» 

Âå¯[PÐUS GvµõP÷Á P¸zx TÔ Á¸Áøu 

ÁÇUP©õPU öPõshõº.

|À» P¸zxUPøÍ AÁº Põx öPõkzxU 

÷Pm£vÀø». |õ[PÒ G[S Ch® ©õÔÚõ¾® 

Th÷Á Á¢u AÁøµ ukUP •i¯ ÂÀø».

 C¨÷£õx }[PÒ G[PÒ ÃmkUS Á¢uõ¾® 

AÁøµ¨ £õºUP»õ®. CßÚ•® íõ¼À 

EmPõº¢xöPõsk E[PÐhß ÷£\U PõzxU 

öPõsi¸UQÓõº.

|õ[PÒ ÷£_Q÷Óõ÷©õ CÀø»÷¯õ AÁº 

E[PÎh® {a\¯® ÷£_Áõº.

A¨£i ¯õº AÁº? AÁº ö£¯º GßÚ? 

AÁ¸US® E[PÐUS® EÒÍ £¢u® GßÚ? 

GßÖuõ÷Ú ÷PmQÕºPÒ?

AÁ¸øh¯ ö£¯øµ öŒõßÚõÀ }[PÒ 

C¨£i¨ ÷PmP ©õmjºPÒ.

öPõg\® C¸[PÒ AÁøµ¨ £ØÔ 

CøhÂhõ©À öŒõßÚvÀ uõP® GkzxÂmhx.

C÷uõ uspº SizxÂmk Á¢x AÁº 

¯õöµßÖ TÖQ÷Óß. öŒõÀQ÷Óß ÷PÐ[PÒ.

AÁøµ |õ[PÒ ‘iÂ’ GßÓøÇ¨÷£õ®. 

AÁ¸US v¸©n® BQ Âmhx.

AÁ¸øh¯ ©øÚÂ²® G[PÒ ÃmiÀ {µ¢uµ 

Ch® ¤izxÂmhõº.

AÁ¸øh¯ ©øÚÂ°ß ö£¯º ‘P®¨³mhº.’
CÁºPÐUS J¸ SÇ¢øu²® Esk. AÁÝ® 

G[P÷Íõk Âhõ¨¤i¯õP JmiöPõshõß. 

AÁß ö£¯º ‘øP÷£].’
 CÁºPøÍ Sk®£zxhß öÁÎ÷¯ AÝ¨¦® 

Põ»zøu CøÓÁß ÂøµÂ÷»÷¯ u¢u¸ÒÁõÚõP!

¤izux
£
i

z
u
v
À

All major religious traditions carry basically the same message, that is love, compassion and 
forgiveness the important thing is they should be part of our daily lives.



öPõ÷µõÚõ øÁµêß 

Âzv¯õ\©õÚ 

¦v¯ AÔSÔPÒ!

CÛ÷©uõß öµõ®£ áõUQµøu¯õ C¸UPq® ¦@µõ!
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E»P® •ÊUP öPõ÷µõÚõ øÁµêß AkzuUPmh 

£µÁÀ öuõh[QÂmhx. SÔ¨£õP C¢v¯õÂÀ 

uk¨§] ÷£õh¨£mk Á¸® C¢u {ø»°¾® |õÐUS 

|õÒ öPõ÷µõÚõ £õv¨¦PÒ AvP©õQU öPõs÷h 

Á¸QÓx. öPõ÷µõÚõ øÁµì öuõØÖhß öuõhº¦øh¯ 

AÔSÔPÎß £mi¯À JÆöÁõ¸ |õÐ® ÁÍº¢x 

öPõs÷h C¸UQÓx

öPõ÷µõÚõ øÁµì £» ÁÈPÎÀ ©UPøÍ 

£õvUP»õ®, ÷©¾® _Áõ\ AÔSÔPÒ ©mk÷© 

|õ® ÷ŒõvUP ÷Ási¯vÀø». ].i.] £mi¯¼mh 

÷|õ#zöuõØÔß AvPõµ¨§ºÁ AÔSÔPøÍz uÂµ, 

hõUhºPÍõÀ Psk¤iUP¨£mh ]» Âzv¯õ\©õÚ 

AÔSÔPÐ® EÒÍÚ. C¢u Põ»UPmhzvÀ |õ® TkuÀ 

PÁÚ©õP C¸UP ÷Ásk®. Ph¢u ©õuzv¼¸¢x £vÁõÚ 

ÁÇUSPÎÀ C¢u AÔSÔPÒ AvP›zx Á¸ÁuõP 

©¸zxÁºPÒ TÖQßÓÚº.

Áõ# ¦sPÒ COVID |õUS øÁµì öuõØÖhß 

öuõhº¦øh¯ J¸ Â]zvµ©õÚ AÔSÔ¯õS®, 

Põ#a\À EÒÎmh ¤Ó COVID&19 AÔSÔPÐhß 

Jzx¨÷£õÚ Áõ# ¦sPÒ, ui¨¦PÒ, ¦øh¨¦PÒ 

÷£õßÓ AÔSÔPÐhß •ß÷ÚõUQ Á¸® ÁÇUSPÎß 

GsoUøPø¯ ©¸zxÁºPÒ C¨÷£õx PõsQßÓÚº. 

C¢u AÔSÔPÒ SÇ¨£©õÚøÁ ©ØÖ® Â¸®£zuPõuøÁ 

GßÓõ¾®, |õUQÀ ÃUPzvß AÔSÔPÒ AÀ»x ¤Ó 

AŒõuõµn ©õØÓ[PÒ PÁø»°ß Aøh¯õÍ©õP C¸UP 

÷Ásk®&Ai¨£øh ]UPÀPÐUS \›£õºUPÄ®.

SÇ¢øuPÐUPõÚ AÔSÔPÒ SÇ¢øuPÎÀ 

Pkø©¯õÚ COVID-19 öuõhº£õÚ PÁõŒõQ ÷|õ#USÔ, 

A›¯ AÇØ] ]UP»õÀ |õUS ¤µa]øÚPÐ® HØ£h»õ®, 

Cx Cµzu Kmh® ©ØÖ® •UQ¯ öŒ¯À£õmøh 

£õvUQÓx. Á¼, {Ó©õØÓ®, ÃUP®, G›²® EnºÄ 

AÀ»x Aø©¨¤À ©õØÓ® ÷£õßÓÁØÔ¼¸¢x, G¢u 

ÁøP°¾® øÁµì öÁÎ¨£kÁuõP }[PÒ \¢÷uQzuõÀ 

Eh÷Ú ©¸zxÁøµ |õk[PÒ.

COVID ÂµÀPÒ ÷uõÀ, ÂµÀPÒ ©ØÖ® 

PõÀÂµÀPÎÀ ÃUPzvß ÁÇUSPÒ E»öP[Q¾® 

£vÁõQßÓÚ, Cx J¸ ÁÍºa]°À C¨÷£õx {¦nºPøÍ 

PÁø»¯øh¯a öŒ#QÓx. COVID ÂµÀPÒ ©ØÖ® 

PõÀÂµÀPÎß AÔSÔPÍõP ÁøP¨£kzu¨£mkÒÍx, 

Cx PÁÚ©õP C¸UP ÷|õ#zöuõØÔß ©ØöÓõ¸ 

Âzv¯õ\©õÚ AÔSÔ¯õS®. Esø©°À öPõ÷µõÚõ 

÷ŒõuøÚ°À £õ]miÆ •iÄ ö£Ö® £»º u[PÒ 

÷|õ#zöuõØÔß ÷£õx ©mk÷© C¢u ÷uõÀ AÔSÔø¯ 

AÝ£ÂUQÓõºPÒ. ui¨¦PÒ ©ØÖ® ¦øh¨¦PÒ 

BQ¯øÁ CøÍ¯ SÇ¢øuPÎÀ öuõØÖ÷|õ#UPõÚ 

•UQ¯ AÔSÔPÍõP C¸UQßÓÚ, AøÁ ö£›¯ÁºPøÍ 

Âh ÷ÁÖ£mh AÔSÔPøÍU PõmkQßÓÚ. øÁµì 

£µÁ»õÀ Eh¼À HØ£k® AÇØ]°ß ÂøÍÁõP, COVID 

PõÀÂµÀPÒ ÂµÀPÒ ©ØÖ® PõÀÂµÀPÎÀ ÃUP®, 

¦sPÒ ©ØÖ® {Ó©õØÓ® BQ¯ÁØøÓ HØ£kzx®. 

AøÁ SÎºPõ» ¦sPÒ ©ØÖ® ]À¨÷ÍßPøÍ¨ 

÷£õ»÷Á J¨¤h¨£mkÒÍÚ.

£øh ÷|õ# ©ØÖ® ³ºi÷P›¯õ ÷uõ¼À ui¨¦PÒ 

AÀ»x E¯ºzu¨£mh ¦øh¨¦PÒ vjöµÚ ÷uõßÖÁx, 

Cx ]» ©o÷|µ[PÐUS }iUS®, Cx Bµ®£ |õmPÎÀ 

COVID&19 Cß AÔSÔ¯õPÄ® C¸UP»õ®. Cx 

÷uõÀ öuõhº£õÚ COVID&19 AÔSÔPÎß ©ØöÓõ¸ 

ÂÍUPUPõm] ©mk©À», AøÁ }sh Põ»©õPÄ® 

]» \©¯[PÎÀ }iUS®, ÷©¾® }[PÒ öuõØÖ÷|õø¯ 

Gvºzx¨ ÷£õµõi¯ ]» Áõµ[PÒ Th Cx }iUP»õ®. 

B#ÄPÎß£i, ÷uõ¼À EÒÍ £øh ÷|õ# EÒÍ[PõÀPÒ, 

EÒÍ[øPPÒ ©ØÖ® ÷uõ¼ß ©ØÓ £SvPÐUS ö©xÁõP 

£µÄQÓx. £» \¢uº¨£[PÎÀ, Cx Ps Cø©PÒ, 

EukPÒ ÷£õßÓ •UQ¯©õÚ £SvPÎ¾® Pkø©¯õÚ 

ÃUPzøu HØ£kzx®.

AŒõuõµn Cµzu EøÓuÀ Cµzu EøÓÄ Gß£x 

COVID&19 ÷|õ¯õÎPÍõÀ AvP›zx Á¸® £UP 

ÂøÍÄ BS®. SARS & COV-2 øÁµì Eh¼À 

÷ÁP©õP £µÂ, Cµzu |õÍ[PøÍ EøÓzx, |µ®¦PÒ 

ÁÈ¯õP B÷µõUQ¯©õÚ Cµzu Kmhzøu ^ºSø»US® 

GßÖ C¨÷£õx {ÖÁ¨£mkÒÍx. Cµzu EøÓÄ CÍ® 

©ØÖ® B÷µõUQ¯©õÚ ÷|õ¯õÎPøÍ²® £õvUS®, 

AÁºPÒ øÁµì öuõhº£õÚ Pkø©¯õÚ AÔSÔPÐUS 

BÍõP ©õmhõºPÒ. ]» \¢uº¨£[PÎÀ, C¢u CµzuU 

PmiPÒ Gvº£õµõu Âu©õPz uõUQ, Cµzu |õÍ[PøÍz 

vnÓiUP»õ® ©ØÖ® Cu¯®, ]Ö}µP[PÒ, PÀ½µÀ 

EÒÎmh •UQ¯ EÖ¨¦PÎß öŒ¯À£õmøhz öuõ¢uµÄ 

öŒ#¯»õ®.

G¨£i ÷Œõv¨£x? EøÓuø» \›£õºUP EÖv¯õÚ 

ÁÈ GxÄªÀø» GßÓõ¾®, Cµzu \ºUPøµ AÍÄPÒ, 

Cµzu AÊzu®, AÇØ]°ß AÔSÔPøÍz ÷uk[PÒ, 

¤ßÚº HØ£k® ÂøÍÄPøÍz uÂº¨£uØPõP AÁØÔß 

•UQ¯ AÍÄ¸UPÍõÚ Cµzu \ºUPøµ AÍÄ, Cµzu 

AÊzuzøu \›£õºUS©õÖ ©¸zxÁºPÒ Ga\›UQßÓÚº.

}sh COVID Cß uõUP® BÇ©õÚx GßÓõ¾®, 

ÂgbõÛPÒ ÷|õ#US ¤¢øu¯ EhÀ|»USøÓÄ 

©ØÖ® ÷ŒõºÄUS J¸ ¦v¯ ö£¯øµU öPõskÒÍÚº, 

Cx COVID-19 ÷|õ¯õÎPøÍ ÷|õ#zöuõØÔß 

÷£õx £õvUQÓx. Cx PASC BS®. SARS & CoV-2 

÷|õ#zöuõØÖ AÀ»x PASC&ß ¤¢øu¯ Pkø©¯õÚ 

^U÷» B÷µõUQ¯©õÚ «m¦ ö£ÖÁx PiÚ® GßÖ 

PshÔ²® ÷|õ¯õÎPÐUS }izu AÔSÔPøÍ 

HØ£kzx®. PASC Cß uõUP® B#ÄPÎÀ C¸¢uõ¾®, 

ö£sPÒ ©ØÖ® Á¯x •vº¢uÁºPÒ Pkø©¯õÚ ÷ŒõºÄ, 

÷ŒõºÄ ©ØÖ® öuõhº¦øh¯ øÁµì AÔSÔPÎß 

£õv¨¦PÍõÀ £õvUP¨£kÁõºPÒ GßÖ {¦nºPÒ 

|®¦QßÓÚº.

The love of gardening is a seed that once sown never dies, 
but grows and grows to an enduring and ever increasing source of happiness.
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SIEMA Magazine And in the end, it’s not the years in your life that count, 
it’s the life in your years.

‘The Hindu’ (Tamil) (2-2-21)

What the 
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‘The Hindu’ - 17-2-21
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