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The world is not the same anymore. I know, I know. Who doesn’t! What’s the point in stating 
the obvious though?

Also, when has the world been the same anyway? Things have always been happening to it. 
Sometimes to shock, sometimes to restore a semblance of equilibrium, sometimes to shake us 
out of our delusions or stupor, sometimes just for the heck of it.

The Covid-19 pandemic has been one of those rare events that managed to do all of the 
aforementioned. It’s a shock, all right, and the biggest one so far in this century. It shook us 
out of our delusions too—the most unfl inching megalomaniacs will agree. The virus has, after 
all, turned all of us into cowering creatures, however defi ant a face we may put up in public. 
And last but not the least, the lockdowns in various cities across the world have done quite a 
fi ne job of healing a much-brutalised environment. As human beings and machines went into 
hibernation and the air cleared up and nature started to spring back to its natural state (see 
the irony here?), we started realising the debauchery in our earlier existence—careless in 
many ways, irresponsible, unhinged, unseeing, delusional, and so on. This newfound peace in 
our natural environment may even have put us in a peaceful place — nature and us creatures 
coexist after all, exchanging energies and destinies and the very air we breathe in and out. 

So peace it was. For a while at least. As we started living with fewer needs and more refl ections, 
we found a connection back to our selves. We started wondering if we could keep the peace. 
Some of us started to hope that we would be able to hold on to the gains we made during the 
downtime, not just with regard to the environment but also when it came to how we wanted 
to live, consume, travel, interact, react, etc.

Then the doubts start creeping in. How long until we feel the itch? Before long, we will again 
get used to rush-hour traffi c, air and noise pollution, the screaming advertisements ordering 
us to buy more, the marketers exploiting people’s FOMO (fear of missing out, in case you are 
wondering), and whatnot.

Maybe it’s the scared cynic in me talking. Hopefully it’s the cynic only. Give or take a few 
politicians here and there. And maybe some corporations too? And others of their ilk.

Does peacetime suit anyone? The politicians in particular? And if it does not, whyever not? Only 
in peacetime can they deliver on the promises they make to us when pleading with us to vote 
for them. Isn’t it? Then why not fi ght for peace, instead of fi ghting for war and the spoils of war? 
Why fi ght for the oil and the coal and the sea? Let these be; instead look back at your promises.

You promised livelihoods, fi rst and foremost. And yes, health too. And equal opportunities and 
dignifi ed existence. And no discrimination at all. And happiness too? Maybe or maybe not.

But happiness is the subtext. When the other conditions of life are met, happiness becomes a 
matter of one’s state of mind, as against a state of how the state conducts itself in relation to us.

Can we redefi ne priorities as ‘equal opportunities for happiness’ to everyone’? Can our 
governments task themselves with this mission? Instead of trying to play god with their 
geopolitics and geoeconomics? Instead of in fact trying to pitch citizens against citizens on petty 
grounds — viz. class, religion, economic aspirations, genetics, and suchlike?

Can we be, instead of?

Padma

A fi ght for peace, happiness and all things not warlike 

Editorial 

Founder editor
Padma Pegu

Co-founder & chief strategist
Ranjan Rayna

Sr. feature writer
Sanjana Pegu

Head research
Rahul Choudhary

Art director
Mohd. Shakeel

Administrator
Raghunath Dutta

Young thinker
Rayna

Edited, printed and published by 
Saucepan Media Pvt. Ltd 
M10, Greater Kailash II, 
New Delhi-110048

Website
www.causebecause.com

Subscribe
subscribe@causebecause.com

Copyright notice
Saucepan Media Pvt. Ltd 
M10, Greater Kailash II
New Delhi-110048

You cannot modify, publish, 
transmit, participate in the transfer 
or sale of, reproduce, create new 
works from, distribute, display, 
or in any way exploit, any of the 
content in whole or in part.

This copy is sold on the condition 
that the jurisdiction for all disputes 
concerning sale, subscriptions and 
published matter will be settled in 
courts/forums/tribunals at Delhi. 



5

Updates 

GMR Group: Learning for the youth continues

GMR Varalakshmi 
Foundation (GMRVF), 

the CSR arm of GMR Group, 
has launched an online 
skill-based training course 
for young people at the 
GMRVF Hyderabad Centre. 
The course is aimed at 
enhancing the employability 
of school/college dropout 
youth during the lockdown. 
Since the pandemic has 
led to the shutdown of 
educational institutions and 
training centres across the 
nation, GMRVF introduced 
customised online training 
classes, which can be 
accessed by the candidates 
from their homes. 

The centre has adapted all 
available courses (except 
driving) into a ‘blended 
learning method’. This 
approach combines online 
educational literature and 
opportunities for virtual 
interaction along with 
physical training (to be 
conducted once the centre 
opens as per government 
guidelines). The course is also 
benefi cial as it offers students 

some elements of control 
over their time, place, path, 
or pace.

GMRVCEL (GMR Varalakshmi 
Centre for Empowerment 
and Livelihoods–Hyderabad) 
at Shamshabad is a skill 
development centre 
supported under the 
CSR of GMR Hyderabad 
International Airport Limited, 
which has been offering 
several skill-based training 
facilities to unemployed 
youth from across the state 
since 2008.

For the current training 
module, the candidates 
who are selected are being 
given online training classes 
in their respective line of 
subjects. They are taught 
selected job role content, 
soft skills and spoken English, 
and will also be evaluated 
through online assessments 
during these sessions. Once 
the centre operations 
recommence, practical 
sessions will be imparted 
to these candidates. Right 
now, candidates must have 

a smartphone with internet 
connection to participate 
in the classes. GMRVF is 
selecting the candidates who 
have access to both of them. 
In some cases, GMRVF is also 
supporting the candidates 
with data plans, on a per-need 
basis.

The company spokesperson 
informs CauseBecause 
that candidates interested 
in training need to submit 
government-issued identity 
proofs and educational 
qualifi cation certifi cates. 
After a phone interview, 
meritorious candidates 
and those from socio-
economically vulnerable 
backgrounds are shortlisted 
for the training. This training 
is being provided free of cost.

A minimum of 80 per cent 
online attendance is required 
for the candidates to be 
eligible for practical training, 
post completion of the 
online course. To assess the 
learning of the candidates, 
GMRVF is conducting weekly 
online tests. A link of the 

test material is sent to the 
candidates, which they need 
to answer and send back for 
evaluation.

The courses/jobs under 
blended learning methods 
include these: drywall and 
false ceiling technician, 
excavator operator, welding 
technician, refrigeration and 
air conditioning technician, 
automobiles and two wheeler 
repairing, solar technician, 
electrical house wiring, 
hotel management (F&B), 
computers – MS Offi ce 
& DTP (only for women), 
and tailoring. All school and 
college dropout youth are 
eligible to join these courses.

Prior to the lockdown, 
the Hyderabad centre was 
running 10 different courses 
with about 200 trainees on 
campus at any given time. Till 
now, GMRVF at Hyderabad 
has trained over 9,500 youth 
with a 90 per cent placement 
record.  
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Updates 

Tata Power has launched a dedicated website offering 
products made by SHGs and farmers supported by the 

company. The website, SaheliWorld.org, is a marketplace for 
its rural entrepreneurs and offers a wide range of Covid-19 
essentials, apparel, handicrafts, home décor items, and dairy, 
herbal and agricultural products. Through this website, the 
company aims to facilitate a sustainable livelihood for these 
entrepreneurs and help improve their social status as well.

Among the products offered in the platform are women’s 
apparels from Dhaaga, a social initiative and women SHG-
based microenterprise promoted by Tata Power. The product 
lines also include embroidery by Rabari artisans from Mundra, 
Kutch district (Gujarat), known for its use of delicate stitch, 
mirrorwork and colourful thread designs. It also has the 
traditional handwoven crafts from the artisans of Dhanbad. 

Customers can search and buy products made by the SHGs 
and also learn more about the artisans through this platform. 
At present, Tata Power is engaged with over 14,000 women 
members across 16 states in India.

According to the company, this website is another approach 
to provide employment opportunities to communities. The 
spokesperson informs CauseBecause that all sales proceeds 
will go directly towards improving the socio-economic status 
of  the farmers/SHGs/artisans. 

In terms of promoting the website, this is being primarily done 
through digital media platforms (Instagram, Twitter, Facebook, 
etc.), as per the company spokesperson. Other steps being 
taken are geo targeting on social media and marketing 
to internal stakeholders (employees and customers). The 
company is working to establish right linkages to enhance 
the customer experience and link the women SHGs to 
the marketplace. The products are integrated with ongoing 
campaigns like #SwitchOff2SwitchOn, with the  platform 
focusing on amplifying the #VocalForLocal/Made in India vision. 
Going forward, there is room for potential collaboration with 
infl uencers and aggregator apps.

Website link: www.saheliworld.org  

Tata Power: 
Shop direct, help direct

Launched in June this year in Mumbai, 
Identify, The World For Transgender, will 
work with trans people across India. 

Much of the trans community that’s 
solely dependent on the alms they make 
in the ladies’ compartments of Mumbai 
locals, at the signals, or through sex work 
are being signifi cantly impacted due to 
the lockdown as their means of earning 
has come to a standstill. The ongoing 
calamities and its effect on the community 
has led the team behind Identify to 
provide a helping hand to the community.

The team has successfully reached out 
to 130 transgenders across Mumbai, 
Ulhasnagar and Panvel, providing basic 
essentials like rice, dal, aata, oil, salt, dry 
snacks, sanitisers and masks, to name a 
few. These supplies should last at least 

a month. The objective is to reach the 
maximum number of trans people across 
the country and look at employment 
opportunities for the community.

In an email response to queries from 
CauseBecause, Ankita Wagle, founder, 
Identify, The World for Transgender, says 
that the organisation hasn’t yet decided 
on any specifi c target in terms of 
outreach numbers but aims at reaching 
as many trans people as possible.

In a press release issued earlier, she said, 
‘This is one community that has been 
ignored largely by our society. Through 
Identify, The World for Transgender, 
we want to spread the message of 
respecting and helping the communities 
as we truly believe in equality. I was 
fortunate enough to have the support 

of my family, friends and relatives who 
helped me raise funds to arrange for 
the essentials for the trans community. 
Through the initiative’s social media 
platforms, I am trying to reach maximum 
audience by sharing our transgender’s 
stories to help them live a dignifi ed life. 
The aim is to not only help them during 
the lockdown phase but also to hunt 
employment for the community in the 
near future.’  

Identify: Trans rights are human rights
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Launched in 2018–19, One Action 
Alliance (OAA) is a CauseBecause 
initiative to bring together 
conscious citizens, responsible 
corporate groups and non-profi t 
entities to commit to One Action 
whose collective impact can 
bring about a needed, visible, and 
emphatic change. 

Between 2018 and 2019, over 80 
corporate groups and non-profi ts 
became signatories to the Alliance’s 
campaign for discarding single-use 
plastic and have minimised the use 
of the same at their workplaces.

OAA is registered at United Nations Partnerships for SDGs platform as one of the 
organisations driving actions towards achieving the Sustainable Development Goals (SDGs).

For partnership queries, write to info@causebecause.com

HARNESS
the collective strength of workforces 

at corporates and non-profi ts.

ENGAGE
in collective action – just one action 

that their counterparts at other entities 
are also engaging with.

BELIEVE
that you are not alone in it, 

because thousands of conscious 
individuals are there with you.

CHANGE
the status quo.
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Avon: Telling domestic-abuse survivors they are not alone

Updates 

A grant of $1 million and a 
campaign to frontline domestic-

abuse services during the Covid-19 
lockdown has been announced by 
Avon, along with the Avon Foundation 
for Women. The emergency grant 
was given to 50 frontline services 
and charity organisations around the 
world and launched in tandem with 
Avon’s #IsolatedNotAlone campaign, 
responding to the surge in domestic-
violence cases in the wake of the 
lockdown.

The grants will be shared across 37 
countries, including Brazil, Mexico, India, 
Philippines, Germany, and the UK. The 
funding will provide crucial support 
to over 250,000 at-risk women and 
children who are affected by rapidly 
rising domestic-abuse incidents. In India, 
the company has partnered with three 
NGOs to support women and children: 
Shakti Shalini, Swayam and Family 
Planning Association of India (FPAI) 
– providing a total grant of $122,500 
(approximately Rs 94 lakh). 

According to the latest data released by 
the National Commission of Women, 
the number of women calling support 
services has doubled in India after the 
announcement of the lockdown. Of the 
257 complaints received (post-lockdown 
and for the month of March), 69 are 
related to domestic violence. Across the 
world, the coronavirus pandemic has 
heightened the risk of domestic violence 
for women and children who have 
become more vulnerable, leading to a 
global surge of such cases.

The grant will be used by the NGOs in 
the following ways:

• Family Planning Association of India 
will use the grant to provide essential 
services in rural communities across 
the country, including counselling 
for vulnerable women and children 
affected by domestic abuse.

• Swayam will provide 400 women 
survivors of violence and their 
children (with whom Swayam works) 
with support services, including 
emergency rations, immediate medical 
aid, skill training and educational 
support for their children, based on 
their individual needs.

• Shakti Shalini will set up the ‘response 
mechanisms’ programme, which 
will provide support in the form of 
crisis intervention, counselling, legal 
aid, mental and physical healthcare, 
shelter, skills development, artistic 
opportunities, educational and 
economic opportunities, housing aid, 
rehabilitation or reintegration, and 
follow-up.

#IsolatedNotAlone is a 360-degree 
campaign through which Avon claims it 
will undertake several initiatives on its 
digital platforms and partner with non-
profi t organisations that work towards 
the rescue, protection and rehabilitation 
of domestic-violence victims. The 
campaign focuses on raising awareness 
on the issue, signposting where to go 
for help, how to identify and support 
those at risk, and calling on governments 
to support the provision of life-saving 
services.

In addition to the grant and in 
partnership with sister brands Aesop, 
The Body Shop and Natura, Avon is 

calling on governments around the 
world to address the issue of domestic 
violence and expand funding and 
resources to cope with the increasing 
violence. The companies are leveraging 
their combined global audience to reach 
200 million consumers in 110 countries 
and ask people to support the campaign.

In a press release shared with CB, Swati 
Jain, Marketing Director of Avon, said, 
‘With the #IsolatedNotAlone campaign, 
we fi rmly stand with women who are 
facing domestic violence during the 
lockdown and are making sure that we 
take the necessary measures to create 
awareness and support victims. We look 
forward to this collaboration with Avon 
Foundation for Women and our NGO 
partners and hope that, with their reach 
and our expertise, we can contribute to 
reducing cases of domestic violence in 
India.’

Responding to CB’s question on how the 
three NGOs were selected, the offi cial 
spokesperson of the company said that 
in the fi rst stage they identifi ed NGOs 
that actively worked against all forms of 
gender-based violence, fi nally zeroing in 
on organisations that would be ‘able to 
help us support the victims of domestic 
violence in the most effective manner 
possible’. While the grant to the three 
NGOs has been given for a period of one 
year, the engagement on the concerned 
activities will continue for a longer period. 

On impact assessment, while the 
company says it will closely monitor the 
work being done by the NGOs, it is not 
clear what parameters and hypotheses, 
if any, will be applicable and whether a 
third party will be involved.  
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Updates 

American telecommunications conglomerate Comcast 
has announced a multiyear plan to allocate $100 million 

to fi ght injustice and inequality. In a press release shared by 
Brian L Roberts, chairman and CEO, Comcast Corporation, 
the company said that this plan is a response to structural 
racism and the many issues affl icting the Black community in 
the United States. The initiative hopes to advance social justice 
and equality and fi ght ‘injustice and inequality against any 
race, ethnicity, gender identity, sexual orientation or ability.’ 
It includes a $75 million cash commitment and $25 million in 
media that will be invested over the next three years.

It was also announced that Craig Robinson, EVP and Chief 
Diversity Offi cer for NBC Universal, will be leading these 
efforts along with Roberts and will coordinate with business 
leaders across the various Group companies such as NBC 
Universal and Sky to build programmes, allocate resources, 
and partner with organisations. This new initiative is in addition 
to existing commitments supporting underrepresented 
communities through the Comcast NBC Universal Foundation 
and social impact programmes. 

The key focus areas will be:

• Social justice: Partner with organisations working to 
eradicate injustice and inequity, such as the National 
Urban League, the Equal Justice Initiative, and the National 
Association for the Advancement of Colored People

• Employees: Accelerate efforts in all areas of diversity & 
inclusion, including advancement, hiring and training, through 
Town Halls, speaker series, and mandatory anti-racism and 
anti-bias training 

Comcast: Million-dollar plan to combat racial injustice

• Awareness and education: Using the company’s 
media resources behind highlighting Black voices and 
Black stories and educating viewers on diverse and 
inclusive cultures, perspectives and experiences. NBC 
News will host a series of Town Halls and platforms 
like X1, Flex, Peacock and Sky platforms will be used to 
promote and amplify multicultural content  

• Digital equity: Addressing digital inequities by providing 
digital skills training to young people and to upskilling, 
supporting organisations such as Black Girls Code and 
BUILD

• Small business opportunity: Funding small businesses 
that have been affected by extended closures due to 
Covid-19, and allocating a substantial portion of those 
funds to businesses owned by people of color. Comcast 
Business and Effectv will support businesses impacted 
by the pandemic and provide airtime and commercial 
production when they are ready to open. Additionally, 
Comcast Corp will create new LIFT Labs programmes 
for Black founders, invest in diverse entrepreneurs 
through Comcast Ventures and accelerators, and expand 
the Catalyst programme which focuses on investing in 
Black, Latinx and female entrepreneurs

Sky has committed £10.0 million ($12.7 million) per year 
for three years across its markets to ‘help tackle racial 
injustice’. Its three focus areas will be: improving ‘black 
and minority ethnic representation at all levels’, making a 
difference in communities impacted by racism, and using 
‘the power of Sky’s voice and platform to highlight racial 
injustice’.  
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Updates 

An EU Green Deal for a 
post-COVID world

The EU has announced that its coronavirus recovery 
package for the bloc will be geared towards green 

transformations. The seven-year €1 trillion budget proposal 
and a €750 billion recovery plan will focus on both green and 
digital initiatives. As confi rmed by the European Commission 
President Ursula von der Leyen, who made the announcement 
on 27 May in a speech before the European Parliament, 25 
per cent of the budget will be set aside for climate action. 
The stimulus and recovery package, offi cially titled Next 
Generation EU, hopes to ‘build back better’ and contribute to 
a greener, more sustainable and resilient society.

The amount will be earmarked for climate-friendly 
expenditure and is applicable throughout the EU’s recovery 
programme with regard to the Covid-19 crisis. At the heart 
of this proposal is the EU Taxonomy which is a tool to ‘help 
investors, companies, issuers and project promoters navigate 
the transition to a low-carbon, resilient and resource-effi cient 
economy.’ The taxonomy sets performance standards for 
economic activities which substantially contribute to one of 
six environmental objectives, do no signifi cant harm (DNSH) 
to the other fi ve, and meet minimum safeguards. The DNSH 
test mostly excludes technologies like nuclear power, which 
are seen as exacerbating environmental issues such as 
pollution prevention and control. The DNSH principle will be 
applied to this recovery instrument, as per a senior EU offi cial.

Green factors will be part of the criteria of the loans and 
grants distributed to EU member-states under this recovery 
fund. The green strings attached will also apply to the solvency 
instrument aimed at helping companies in need of liquidity. 
The underlying idea is for the EU economy to recover in 
a direction that is green and digital. Such conditions will 
also help in restoring a level-playing fi eld between rich and 
poor EU member-states. During the pandemic, EU national 
governments have spent nearly €2 trillion in state aid for ailing 
companies and small businesses, none of which had any green 
condition. This fund will follow the Commission’s Green Deal, 
which was announced in December 2019. The Green Deal was 
proposed as a framework of legislation which could help the 
27-member bloc achieve its goal of net-zero greenhouse gas 
emissions by 2050.  

On 5 June, World Environment Day was celebrated 
with the theme as ‘biodiversity’ and the slogan ‘Time 

for Nature’ by HCL Foundation, the CSR arm of HCL 
Technologies. As part of this, it organised a series of virtual 
workshops and sessions through which environmentalists 
and conservationists shared their learnings through various 
sustainable activities, with the objective of encouraging 
individuals to live in harmony with nature.

According to the foundation, the 2020 theme highlights the 
role of nature in providing the essential infrastructure and 
services that support life on Earth and human development. 
The e-workshops were conducted under ‘Harit – the 
Green Spaces Initiative’. 

Overall there were three workshops and one discussion 
session. The fi rst workshop was on story writing through 
comics to engage participants in environment-focused 
stories. The second workshop was on upcycling which taught 
participants how to make bin liners with old newspapers 
and replace the usage of plastic bags in dustbins, helping 
change their approach towards waste. This was followed by 
a third workshop which demonstrated how to build a bird 
nest from readily available resources at home. In the evening, 
there was a discussion session with Dr Rajendra Singh, the 
Waterman of India, which gave the audience insights into his 
work on environment and water conservation.

The WED events were publicised through social media 
platforms like Facebook, Twitter and Instagram. As per 
the foundation’s spokesperson, the events had organic 
participation by about 6,709 people through its offi cial Zoom 
and Facebook accounts. The foundation also reached out to 
HCL volunteers and sent emailers to NGO networks.

CauseBecause was further informed by the HCL 
Foundation spokesperson that for all projects that are part 
of Harit – The Green Spaces Initiative, there is a weekly 
monitoring system wherein each partner sends a weekly 
report on their work progress with pictorial evidence, 
which is assessed against their quarterly targets. The 
foundation also conducts on-site monitoring of the project 
activities. Apart from that, every partner submits quarterly 
progress reports at the end of every quarter.  

HCL Foundation: Celebrating the 
environment through stories 
and examples
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Being Sustainable 

Forevermark: Diamonds are forever 
and should be confl ict-free

On International Environment Day, a commitment to 
protect wildlife and keep responsible sourcing at the 

centre of its business was announced by Forevermark, the 
diamond brand from the De Beers Group. The company 
reiterated that not only are its diamonds confl ict-free and 
responsibly sourced, but throughout the journey specifi c care 
is also taken to ensure responsible business practices.

Forevermark stated that it is committed to the preservation 
and protection of habitats and their species, as well as the 
protection of the environment with numerous initiatives: 

• For every hectare of land affected by the Group’s mining 
activity, 6 hectares are set aside for conservation, equating 
to approximately 200,000 hectares, 2.5 times the area of 
New York City.

• De Beers Group has been active in rhino conservation for 
many years, including conservation, breeding and relocation 
programmes. Its joint venture with the Government of 
Botswana support a signifi cant proportion of Botswana’s 
white rhino population through initiatives that conserve and 
grow the population before releasing individual rhinos back 
into the wild.

• The elephant conservation programme at the Venetia 
Limpopo Nature Reserve in South Africa has been 
successful in that the number of elephants now exceeds the 
park’s carrying capacity.

• De Beers Group is running a multimillion-dollar research 
programme focused on using kimberlite rock to capture 
carbon dioxide from the atmosphere and establish a 
carbon-neutral mine.

• 83 per cent of the water used for diamond mining by De 
Beers Group and other natural diamond companies is 
recycled.

In a press release shared with CB, Sachin Jain, president, 
Forevermark India, said, ‘A Forevermark diamond is a lifelong 
refl ection of the beauty, perfection and infi nite variety of nature. 
Both diamonds and wildlife share the concept of forever, and 
this concept depends on what we do today to make sure we 
have a future, which is indeed forever. Our business is based on 
recovering nature and treasuring these successes.’ 

CB’s questions on how 
the company ensures the 
diamonds are conflict-free 
and its mining doesn’t 
harm local communities 
and environment as well 
as the current status of 
the  research programme 
focused on using kimberlite 
rock did not receive any 
response.  

adidas: Shoes that are fi t for 
the planet and you

On June 29, a sustainability fi lm to fi ght plastic 
pollution was launched by adidas, the global 

sportswear giant, to celebrate its fi ve-year successful 
partnership with Parley. Through this fi lm, adidas aims to 
raise awareness about fi ghting marine plastic pollution 
and replacing all plastics and polyester in its products with 
recycled materials by 2024.

The goal of the sustainability fi lm is to inspire positive 
action to tackle marine pollution so that future 
generations can reap the benefi ts. In 2015, adidas 
announced a partnership with Parley for the Oceans, an 
organisation that raises awareness about the oceans. 

According to the company, sustainability is a key pillar 
of focus at adidas and is embedded into the planning 
and architecture of products and stories that the brand 
launches.

To tackle the problem, adidas has put in place a three-loop 
strategy:
1. Collaborating with Parley, collecting plastic waste, 

and converting it into high performance apparel and 
footwear

2. Making a circular loop wherein the recycled materials 
can be used over and over again

3. Regenerative loop, engineering organic materials from 
nature to make yarn and leather that can replace 
recycled plastic in the future

Partnering with Parley on a shared mission to use 100 
percent recycled polyester in its products by 2024, the 
brand launched ULTRABOOST DNA PARLEY. These 
running shoes have a seamless knit upper that’s made with 
yarn spun from plastic reclaimed from beaches and coastal 
communities. It features Parley Ocean Plastic – upcycled 
plastic waste intercepted on remote islands, beaches, 
coastal communities, and shorelines, thus preventing it 
from polluting the oceans.

The company is yet to respond to our questions on how 
the impact of the sustainability fi lm will be measured, how 
many of the Parley shoes will be manufactured, if it intends 
to start further such lines of products, and promoting 
these shoes among consumers considering the price.  
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Delta Air Lines: Flying towards a sustainable future?

Delta Air Lines has announced a $1 billion commitment 
over 10 years to mitigate all emissions from its global 

business. This means that Delta intends to become the 
fi rst carbon-neutral airline globally. The airline stated that 
it will invest in driving innovation, advancing clean air travel 
technologies, accelerating the reduction of carbon emissions 
and waste, and establishing new projects to mitigate the 
balance of emissions.

Delta’s carbon footprint is its largest environmental impact, 
with 98 per cent of emissions coming from its aircraft. The 
company has outlined the following steps in its efforts to 
become carbon-neutral:

• Carbon reduction: Reduce Delta’s carbon footprint 
through enterprise-wide efforts to decrease the use of 
jet fuel and increase effi ciency. Areas of focus include an 
ambitious fl eet-renewal program, improved fl ight operations, 
weight reduction, and increased development and use of 
sustainable aviation fuels.

• Carbon removal: Invest in innovative projects and 
technology to remove carbon emissions from the 
atmosphere, and investigate carbon removal opportunities 
through forestry, wetland restoration, grassland 
conservation, marine and soil capture, and other negative 
emissions technologies.

• Stakeholder engagement: Build coalitions with 
employees, suppliers, global partners, customers, industry 
colleagues, investors and other stakeholders to advance 
carbon reduction and removal goals.

Delta’s carbon strategy will account for emissions across its 
business – both in the air and on the ground. The company 
says that it will create new projects and methods to reduce 
its carbon footprint, benefi t global communities, and make it 

easier for other organisations to explore similar options to 
address their own carbon footprints, although it is not clear 
how it plans to achieve these goals. It will allocate some of 
its fi nancial commitment into investment vehicles, including 
a dedicated fund focused on achieving its carbon-neutral 
ambition.

The Delta Environmental Sustainability Principles will guide 
the airline’s efforts:

Action – Make progress continually by leveraging the tools 
of today even as it works to drive progress on a global scale. 
Embed environmental impact as a consideration in every 
business decision.

Innovation – Investigate, enable and advance new projects, 
innovative technologies, and operational effi ciencies to 
substantially reduce and mitigate emissions and overall 
environmental footprint.

Collaboration – Engage with employees, suppliers, global 
partners, customers, investors and other stakeholders with 
the understanding that environmental protection must be a 
shared goal.

Evolution – Be nimble in evolving and adjusting in response to 
the latest scientifi c fi ndings and technological developments.

Transparency – Continue to publicly report on goals and 
progress, aligned with leading disclosure frameworks and 
standards, and track efforts and achievements through robust 
governance structure.

Delta was the fi rst and only US airline to voluntarily cap 
greenhouse gas emissions at 2012 levels. It added more 
than 80 new aircraft in 2019 in an effort to renew its fl eet 
with aircraft that are 25 per cent more fuel-effi cient than 
the aircraft they are replacing. As part of its commitment, 
Delta has partnered with industry innovators to advance the 
development and production of sustainable aviation fuels, 
including its recent partnership and offtake agreements with 
Northwest Advanced Bio-Fuels and Gevo. The airline has also 
partnered with the international advocacy organization Global 
Citizen on Global Goal Live: The Possible Dream event.

In a press release shared with CB, Ed Bastian, Delta’s CEO, 
said, ‘There is no substitute for the power that travel has to 
connect people, which our world needs today more than 
ever before. As we connect customers around the globe, it is 
our responsibility to deliver on our promise to bring people 
together and ensure the utmost care for our environment. 
The time is now to accelerate our investments and establish 
an ambitious commitment that the entire Delta team will 
deliver.’  
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Diageo, makers of Johnnie Walker, Smirnoff and Guinness, 
claims that the bottle is made entirely from sustainably 

sourced wood. It is expected to debut with Johnnie Walker in 
early 2021.

The announcement comes on the heels of Diageo’s new 
partnership with Pilot Lite, a venture management company, 
to launch Pulpex Limited, a sustainable packaging technology 
company. To ensure that the technology can be used in ‘every 
area of life’, Pulpex Limited has established a partner 
consortium of leading FMCG companies in non-
competing categories, including Unilever and PepsiCo, 
with further partners expected to be announced 
later in the year. The consortium partners are each 
expecting to launch their own branded paper 
bottles, based on Pulpex Limited’s design and 
technology, in 2021.

Pulpex Limited has developed what it claims is 
a ‘fi rst of its kind’ scalable paper-based bottle 
designed and developed to be 100% plastic-free 
and expected to be fully recyclable. The bottle 
is made from sustainably sourced pulp to meet 
food-safe standards and will be fully recyclable in 
standard waste streams. 

As per the offi cial press release shared with 
CauseBecause, the technology will allow brands to 
rethink their packaging designs, or move existing 
designs into paper, whilst not compromising on the 
existing quality of the product.

Ewan Andrew, chief sustainability offi cer, Diageo PLC, said: 
‘We’re proud to have created this world-fi rst. We are 
constantly striving to push the boundaries within sustainable 
packaging and this bottle has the potential to be truly ground-
breaking. It feels fi tting that we should launch it with Johnnie 
Walker, a brand that has often led the way in innovation 
throughout its 200 years’ existence.’

Pulpex Limited’s technology allows it to produce a variety of 
plastic-free, single mould bottles that can be used across 
a range of consumer goods. The packaging has been 
designed to contain a variety of liquid products and will 
form part of Diageo’s commitment towards Goal 12 
of the United Nations Sustainable Development Goals: 

Responsible Consumption and Production.

Richard Slater, chief R&D offi cer, Unilever, said: ‘We 
believe in tackling plastic waste through innovation 
and collaboration. We are going to halve our use of 
virgin plastic at Unilever, reducing our use of plastic 
packaging by more than 100,000 tonnes in the next 
fi ve years. Joining forces to develop and test paper 
bottles is an incredibly exciting step forward, and 
we’re delighted to be working together to tackle 
one of the biggest environmental challenges of our 
time.’

Sandy Westwater, director, Pilot Lite said, ‘By 
working together, we can use the collective power 
of the brands to help minimise the environmental 
footprint of packaging by changing manufacturing 
and consumer behaviours.’  

Diageo announces creation of world’s fi rst 100% plastic-free, 
paper-based spirits bottle
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These cotton buds/swabs launched 
by personal hygiene-care brand 

Tulips are made from certifi ed paper 
and purest-grade cotton fi bre, as per the 
company’s offi cial press release shared 
with CauseBecause.

Rahul Jain, partner at Tulips, says, ‘We 
plan to promote these cotton buds 
widely and will make sure to reach 
every part of the country. Being the 
industry leader, we will be taking various 
initiatives to create a shift in the mind 
of the Indian consumer to encourage 

them to adopt paper stick-based cotton 
buds instead of plastic ones. We target 
to completely stop 
or minimise the 
production of plastic-
stick cotton swabs by 
end of 2023.’

The paper sticks in 
these cotton buds 
do not splinter 
during usage. Other 
available alternatives 
like wood or bamboo 

tend to make the swab very hard and 
can also splinter easily. Tulips claims to 

be the fi rst Indian company to 
introduce biodegradable cotton 
buds on a national scale and 
‘make a serious initiative towards 
sustainable personal hygiene 
products’. The stems are made 
using FSC-certifi ed paper. FSC 
(Forest Stewardship Council) 
certifi cation means that this is a 
sustainable product and not made 
by depleting the natural forest 
cover.  

Biodegradable cotton ear buds from Tulips
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How The Live Love How The Live Love 
Laugh Foundation is Laugh Foundation is 
living up to its nameliving up to its name

The three verbs in the name of this 
organisation founded by Indian fi lm 

actor Deepika Padukone appear to 
have been chosen with thought, care 
and deliberation, to send out a message 
to all concerned that any conversation 
around mental health is pointless 
without these (live-love-laugh) as the 
goals. To be sure, that’s easier said than 
done but then, nobody expected it to 
be anything but an uphill task – that is, 
getting a tight-lipped society to accord 
mental health even a sideways nod.

At the same time, there is no denying 
that the conversation around mental 
health has had a defi nitive shift in the 
last few years, thanks in a considerable 
measure to the openness with 
which celebrities/infl uencers/public 
personalities/role models around 

the world have talked about it, 
acknowledged it, and owned it – and 
how mainstream media covered it as 
a consequence. In India, if there is one 
individual who can be said to have 
played a pioneer’s and a catalyst’s role 
in bringing about this paradigm/societal 
shift, it has to be Deepika herself. She 
has become the poster child for this 
very crucial movement, and this has 
happened not a moment sooner.

What these famous people have done 
is to, fi rstly, make mental health a 
relatable subject, an everyday subject 
if you may—in the sense that it can 
happen with anybody; and secondly, 
that it is an illness like any other, 
something that Deepika has been 
reiterating endlessly and, as we can see, 
to good effect.

The point that it can happen with 
anybody has done the most to assure 
us that, yes, it can happen with any of us. 
That these and these are the symptoms 
– and sometimes there may be none 
actually. Either way, there is a need to 
recognise it. 

That it’s an illness like any other also 
means that there is a treatment and 
professional guidance involved. What it is
not is a fl eeting moment or a collection 
of fl eeting moments; nor is it a random 
phase; and certainly it’s not a luxury of 
the rich and/or the famous.

Mental health troubles, whether in the 
form of depression or detachment 
or disassociation or disinterest, 
don’t happen as per socio-economic 
categories. They can come down on 
anyone in any age group or gender, 
though there may be studies pointing 
to certain sections of people as more 
vulnerable.

‘Mental illness is perhaps the most 
urgent issue of our times’ 
– Anisha Padukone, CEO,  
The Live Love Laugh Foundation (TLLLF)

This statement is not just for effect. 
Though the effect is good too, if it can 
shake us out of our stupor, considering 
that mental health is very much a grey 
area still, the conversations and sharing 
of stories notwithstanding. The numbers 
of those who are affl icted with mental 
health issues are more than one may 

By Padma Pegu
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care to guess – refer to any number of 
studies by various credible organisations, 
and you will come across some grim 
statistics. What makes it a complex issue 
are the various levels of understanding 
and not-understanding prevalent across 
cultures and countries. So, when we talk 
about bringing about interventions that 
will address the issue effectively, we are 
talking about specifi c, customised and 
contextualised interventions.

Something that TLLLF’s CEO Anisha 
Padukone underlines in her exclusive 
interaction with CauseBecause. 
Rationalising why we are looking at a 
long journey ahead in the context of 
mainstreaming mental health in our 
collective consciousness, she says: 
‘Mental health is a large area that will 
require sustained efforts and signifi cant 
interventions to make an impact. Stigma 
and lack of awareness are prevalent 
across the board and something that we 
will need to address. While mental illness 
and its prevalence does not discriminate 
and can affect any individual, I believe 
that the interventions and solutions need 
to be culturally and contextually tailored 
based on the setting.’

At the same time, we are so far 
behind in the ‘fi ght’ against the 
issues surrounding the subject that 
interventions on several fronts need to 
be put into action simultaneously. It can 
be fairly reasonably expected that when 
the stigma and the ignorance become 
less, the focus can be more and more 
on dealing with the condition per se and 
assisting patients (and caretakers) with 
the healing process.

Experiencing a mental health problem 
is hard enough and poses its own 
challenges, without having to deal with 
the stigma, judgement and isolation 
that often come with it. These factors 
can have a negative effect on various 
aspects of an affl icted person’s life, be 
it relationships, work, or inclusion in 
society. People with mental illness have 
oftentimes been thought to be unstable 
and sometimes even capable of causing 
harm, to themselves or others. Such 
rejection and the resultant isolation can 
end up trapping patients in a cycle of 

illness. The stigma and discrimination 
prevent people from seeking help, 
thereby delaying treatment and 
recovery. That explains why so much 
of the current effort and advocacy 
around addressing mental health-
related issues is focused on peeling off 
these superfi cial layers. Fact is that with 
proper treatment, people suffering from 
mental disorders can live productive 
lives and be a vital part of their 
communities – and this fact should be 
underlined in the clearest way.

Covering the fi rst mile: Stigma, 
indifference, lack of awareness
The stigma that hangs over mental 
illness is so strongly rooted that until a 
few years ago it may have seemed like 
an insurmountable problem. Like it or 
not, the unwritten codes by which the 
attitudes of society manifest themselves 
are the hardest to deal with, because 
they work in ways that are beyond grasp, 
time, and maybe even reasoning. And 
when a shroud of secrecy comes into 
the picture, it becomes all the more 
challenging.

Generating and boosting awareness and 
‘destigmatization’ are in fact the key 
areas of focus for TLLLF, says Anisha. By 
doing that, TLLLF is aiming to address 
a signifi cant gap in India’s mental health 
environment.

It’s only by throwing open the subject 
to conversation that real understanding 
will dawn, and TLLLF has ran some 
high-profi le and high-impact campaigns 
to achieve just that. Among these are 

DobaraPoocho, India’s fi rst nationwide 
public awareness campaign on mental 
health, and #NotAshamed, an anti-
stigma campaign championing stories of 
survivors of mental illness.

Apart from these campaigns, TLLLF has:
– commissioned a survey report on 

public perception of mental health in 
India; 

– published a directory of resources for 
those who need help;

– conducted a nationwide adolescent 
mental health programme;

– funded treatment for patients in rural 
communities;

– launched a course on Common 
Mental Disorders for primary care 
physicians; and 

– curated an annual lecture series that 
had the world’s leading thinkers and 
achievers contributing insights that 
could infl uence the narrative on 
mental health.

Outreach and impact
TLLLF runs core programmes in three 
areas: 1) adolescent mental health in 
schools; 2) rural mental health; and 3) 
augmenting capacity with training for 
primary-care physicians.

The impact of these on the ground has 
to be seen beyond the numbers, though 
numbers are important too. When it 
comes to a subject like mental health, 
it goes without saying that dispelling 
the misconceptions attached to it and 
persuading those affl icted as well as their 
families to seek treatment are even more 
crucial – the numbers will follow in due 
course of time.
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Let’s take a look at TLLLF’s report card 
so far: 
You Are Not Alone, the Foundation’s 
fl agship health awareness programme 
for school students and teachers, has 
covered approximately 197,019 students 
and 20,100 teachers in 900+ schools 
across 10 Indian states and 12 cities.

The rural mental health programme has 
been funding the treatment of more than 
2,000 patients annually in the states of 
Karnataka and Odisha.

With regard to augmenting capacity, 
TLLLF recently launched a Certifi cate 
Course in Common Mental Disorders 
(CCCMD) in collaboration with 
Public Health Foundation of India 
(PHFI) and Association of Healthcare 
Providers (India) (AHPI). The course 
aims at enhancing knowledge, skills and 
competencies of primary-care physicians 
to enable them to identify and manage 
common mental disorders. In its fi rst 
cycle, 143 primary-care physicians from 
17 states have registered for the fi ve 
modules of the online course. The course 
is being conducted from four centres: 
Delhi, Mumbai, Bengaluru and Kolkata. 
PHFI is the implementing partner; TLLLF 
is the knowledge and grant partner; and 
AHPI is the strategic partner.

The award-winning Dobara Poocho 
(Ask Again) campaign undertaken by the 
Foundation in 2016 received over 560 
million total impressions across TV, print 
and digital mediums. 

Their #NotAshamed campaign in 2018 
featured original narratives encouraging  
other survivors to share their story with 
the world and garnered more than 100 
million impressions across platforms.

In September 2019, TLLLF launched an 
annual series called Live, Love, Laugh –a 
lecture series with Deepika Padukone. 
The aim of the annual lecture series is 
to invite the world’s foremost thinkers 
and achievers to present their ideas 
that can help shape the global mental 
health narrative. The maiden lecture 
was delivered by Pulitzer Prize-winning 
author and Padma Shri awardee Dr 
Siddhartha Mukherjee.

Then, as is well known, Deepika has exten-
sively leveraged her infl uence as a global icon 
(as exemplifi ed by her inclusion in Time 
Magazine’s List of Top 100 Infl uencers 
in 2019) to drive the mental health agenda 
at platforms as diverse as the WEF and via 
her own social media platforms, which have 
a following of more than 100 million. 

How have you been during the 
pandemic?
In a sense, the Covid-19 outbreak can 
be said to have brought the subject of 
mental health out in the open. The scale 
of the pandemic and its fallout in terms 
of the prolonged lockdown, isolation, 
social distancing, anxiety about the 
future, and a host of attendant issues has 
left all of us feeling vulnerable. 

As Anisha explains, ‘Crises and traumatic 
events such as the pandemic often give 
rise to or aggravate mental illness. The 
unprecedented Covid-19 pandemic has 
created several disruptions in people’s 
lives — from their work schedules going 
haywire to having to redefi ne spaces 
within the house, dealing with uncertainty 
about the future, fi nances and their health, 
and so on. Most people are feeling a great 
sense of stress or anxiety. The pandemic-
induced lockdown was a scenario that 
none of us were prepared for.’

In different degrees, more of us now 
have a sense of what it feels like to be 
in the corner. And maybe that has made 
us more accepting of the reality that is 
mental health.

Pulitzer Prize winner Dr Siddhartha 
Mukherjee at the fi rst edition of Live Love 
Laugh – a lecture series with Deepika 
Padukone

TLLLF team members Brian Carvalho, 
Anisha Padukone, Deepika Padukone 
and Anna Chandy

Laurels along the way
In October 2019, TLLLF was named 
the 2019 recipient of the prestigious 
Dr Guislain ‘Breaking the Chains 
of Stigma’ Award. The global award, 
which is an initiative of the Dr Guislain 
Museum in Ghent, Belgium, and 
Janssen Research and Development, 
LLC, honoured TLLLF’s efforts to 
change the dialogue around mental 
illness in India. 

Earlier this year, Deepika received 
the 26th Annual Crystal Award at the 
World Economic Forum 2020 Annual 
Meeting in Davos for her leadership 
in raising mental health awareness.

‘Extraordinary times often require 
unusual responses,’ Anisha refl ects, and 
because this unprecedented situation 
is expected to compound an already 
troubling scenario, she assures us that ‘at 
TLLLF we are accounting for this reality 
and have adapted accordingly.’

Using technology, digital media and 
other media, the organisation has 
actively raised awareness through 
this period about stress, anxiety and 
depression, in line with their overall 
mission, and encouraged people to 
reach out/offer support to those around 
them. TLLLF’s in-house subject-matter 
experts Dr Shyam Bhat and Anna 
Chandy have shared their insights on 
the organisation’s digital channels and in 
other media during this time. 

Deepika Padukone had recently engaged 
in an in-depth conversation on suicide 
and why people do what they do, 
with TLLLF trustee Dr Shyam Bhat 
and Dr Soumitra Pathare, consultant 
psychiatrist and director at Centre for 
Mental Health Law and Policy, ILS.



17

Cover Story 

Informing that a curated list of helplines 
is listed on the TLLLF website, Anisha 
emphasises that ‘if one is feeling anxious 
or overwhelmed, we should not hesitate 
to seek help from a qualifi ed mental 
health professional.’ 

As part of their attempt to adapt to 
the current environment, TLLLF is 
exploring means of virtual (online) 
delivery for their school programme 
while trying to maintain the quality of 
on-ground delivery. Direct benefi ciaries 
continue to be supported via TLLLF’s 
rural programme, with their psychiatric 
treatment being overseen via 
telemedicine and telepsychiatry. 

The big picture over the long haul 
On the challenges that will likely come 
up with regard to investments in the 
domain and how best to tackle these, 
Anisha says: ’This is the time to remind 
ourselves that investments in mental 
health have a direct impact on the 
progress of humanity. Under-investment 
and diffused focus on mental health has 
a way of being exposed especially in 

times of crises. If we are to focus on the 
way forward, now is not the time for 
the world to step off the accelerator 
on mental health. In fact, it is time to 
exponentially increase our investments 
and energies to help countries, 
communities and individuals cope with 
the toll that the crisis has had, and will 
continue to have, on our mental health.’ 

‘From a corporate organisation’s 
standpoint,’ she continues, ‘investments 
in employees’ mental health bear a 
direct result to productivity and the 
bottom line/profi ts of a company. 
Morale, attitude and staff wellbeing 
will determine how well a company 
does. But it’s going to take strong 
commitment and leadership from the 
top; the leadership has to be empathetic 
and make investments in mental health.’ 

As a matter of fact, as CauseBecause 
had underlined in a 2019 piece, 
corporates can easily step in and 
make mental health awareness a focal 
part of their CSR, not just in terms of 
funding but also implementation. After 
all, there are plenty of causes, including 
healthcare, for which they routinely run 
awareness programmes. Starting with 
the low-hanging fruits that are their own 
employees and the communities around 
their operational areas, they can partner 
with several organisations working in 
this domain to educate people on this 
extremely critical health issue.

There is no saying how long the current 
crisis will last, how it will pan out, what 
lasting changes it will leave on various 
areas of our lives, and how those 
changes will affect the dynamics of social 
interactions—basically how we live and 
cohabit, whether with other creatures 

including human beings, as well as with 
Earth’s biodiversity. In an ideal world, the 
social distancing will also engender social 
empathy. The hope is that in all of this 
churn, mental health will be all the better 
for the spotlight that has fallen on it – 
and the way that has shaped the public 
discourse around it.

‘We must try to accept and adapt to 
the situation as best as we can, while 
also realising that these are diffi cult 
times for everyone. The world over 
there’s been a renewed focus on mental 
health. In India, people are now more 
open about talking about the effects 
of what is happening, about mental 
health issues, the stress that people are 
facing, etc. It is important for all of us to 
educate ourselves and be sensitive to 
the needs of those with mental illness. 
Society must realise mental illness is 
the most urgent issue of our times; and 
that depression and suicide will be the 
single largest cause of comorbidity and 
mortality in the next ten years. Everyone 
in society has to collectively engage 
– policymakers, non-governmental 
organisations, corporates, and the 
general public at large,’ says Anisha. 

She should know, being at the forefront 
of a movement that is ever so gently 
guiding those who are coming out of the 
shadows.  

Anisha and Deepika Padukone with TLLLF trustees Dr Murali Dorwaiswamy, Anna Chandy, 
Kiran Mazumdar Shaw and Dr Shyam Bhat

As per National Mental Health 
Survey of India 2015–2016:

Every sixth Indian needs mental 
health help.

1 in 20 people in India suffer from 
depression.

Nearly 15% Indian adults need active 
intervention for one or more mental 
health issues.

Children and adolescents are also 
vulnerable to mental disorders. 
Nearly 9.8 million of young Indians 
aged between 13 and 17 years are in 
need of active interventions.

Three out of four persons with a 
severe mental disorder experience 
signifi cant disability in work, social 
and family life.

There is a paucity of mental 
health professionals (psychiatrists, 
psychologists and psychiatric social 
workers) in India. This necessitates 
the engagement of non- specialist 
professionals for mental health care. 

As a charitable trust, TLLLF 
welcomes any kind of support from 
individuals and organisations (both 
for-profi t and not-for-profi t) to 
further the cause of mental health. 
The organisation relies completely 
on donations to fund their activities 
year-on-year.
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CSR post-Covid-19: A fl oor test for India Inc.?
Hear it from top decision makers

With inputs from: 
Aditya Birla Group | Hero MotoCorp | Tata Power | Toyota | Volvo | Mahindra | Standard 
Chartered | Piramal Swasthya

What if the company does 
not make profi ts? Will your 
social interventions be able 
to sustain themselves?

In the last decade, Team 
CB has posed this question 
to almost every corporate 
social responsibility (CSR) 
decision maker. Of course, 
then it sounded like an odd 
probability to corporates that 
seemed to have perfected 
the profi teering model, and 
such queries were best left 
unattended as far as they 
were concerned.

Privy to their operational 
structures and sharp 
(in come cases shrewd) 
intellect, CB was convinced 
that profi ts was not 
what worried them – the 
possibility of profi ts not 
doubling every year did. 
Hence, we desisted from 
underlining their vague 
sustainability and sustenance 
logic, etc. Then came the 
virus and that changed 
things, equations and 
possibilities. The pandemic 
locked us in and pinched a 
lion’s share from India Inc.’s 
CSR kitty. Meanwhile, profi ts 
plummeted manifold.

At CB, we reached out to a 
few large corporations and 
quizzed them about their 
post-Covid-19 strategy. 
Reading and listening to their 
views and analyses, we realise 
that these are early days yet 
for any defi nite conclusion to 
be formed about how CSR 

in India is going to pan out in 
the immediate future.

In the main, there are these 
three essential aspects that 
came up in the course of 
putting together this feature.

Firstly, CSR spending in 
FY 2020 may look okay 
in terms of numbers, with 
just about 20-25 per cent 
year-on-year drop in spends, 
but the majority of it will be 
spent around battling the 
pandemic. As the ministry 
of corporate affairs has 
allowed, rather ‘requested’, 
the top companies to utilise 
their CSR funds of the 
preceding years also towards 
Covid-19, a substantial part 
of the money that was 
supposedly meant for regular 
or new CSR programmes 
has practically been already 
spent (on meals, ration 
kits, masks, sanitisers, PPE 

kits, ventilators) or awaits 
allocation while resting in 
PM-CARES Fund.

Secondly, companies, at least 
the ones that CB interacted 
with, are quite sure about 
sustaining their ongoing 
projects, especially the ones 
whose direct benefi ciaries 
are vulnerable communities 
who are bearing the extreme 
brunt of the lockdown.

Thirdly, and unfortunately, 
the companies that gave the 
loudest talks on businesses-
do-good-when-they-do-
good and we-do-CSR-not-
because-it-is-mandatory, 
etc., remained surprisingly 
silent on our straightforward 
queries. Likewise, the 
companies who relentlessly 
push their PR machinery to 
get their we-donated-masks-
and-meals stories published 
excused themselves from 

answering the queries that, 
ironically enough, meant to 
provide some sort of clarity 
and guidance to the CSR 
domain as a whole.

The ones who spoke

‘Mystifi cation is simple; clarity is 
the hardest thing of all.’

– Julian Barnes, Flaubert’s 
Parrot

‘We will continue to focus 
on communities who are in 
the vicinity of our areas of 
operations. All our companies 
have been working on 
multiple social interventions 
focused on livelihoods of 
rural women and other rural 
development initiatives. This 
work will continue to happen. 
At this point, however, the 
battle against the pandemic 
is important. Helping those 
who are most vulnerable 
and keeping them safe is our 
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efforts. In her words, ‘…the 
priority is to provide ration 
and meals to marginalised 
communities, with focus on 
migrant labourers and visually 
impaired girls and their 
families, as well as to make 
available protective gears for 
our doctors and frontline 
health workers. Going forward, 
we are looking at restoring 
livelihood opportunities and 
enabling linkages to market 
and fi nancial institutions for 
women micro entrepreneurs 
and farmers.

‘In the long run, we are 
looking to support research 
in fi nding low-cost solutions 
for our healthcare system. 
We are already supporting 
research and development of 
an indigenised and affordable 
invasive ventilator prototype 
by IIT-Kanpur, which is 
currently under testing.’

While the aforementioned 
statements underline the 
uncertainties that the social 
sector is faced with presently, 
Vikram Gulati, country 
head and senior vice-
president, external affairs, 
public relations, CSR and 
corporate governance, 
Toyota Kirloskar Motor, 

insists that with rationalisation 
there need not be any 
signifi cant change in planned 
projects and spends. This 
is what he has to say: 
‘Despite our continued 
commitments and CSR 

and time investment through 
volunteering by citizens and 
employees make a sustained 
difference and that is the 
norm followed at Tata Power.’

Sudeep Narayan, 
director, corporate 
communications, Volvo 
Car India, strikes a hopeful 

note: ‘…be it human resource, 
marketing or philanthropy 
spending, corporations may 
have to take a call in re-
assessing every cost/budget 
at this point. However, while 
these budgets may be stalled, 
I am confi dent the economy 
will bounce back soon after 
the lockdown ends and it 
will be business as normal. 
In a nutshell, the execution 
of social activities will be 
postponed by a quarter 
perhaps.’

In a brief exchange, Sheetal 
Mehta, senior vice 
president, CSR, Mahindra 
Group, and executive 
director, KC Mahindra 
Education Trust, avoids 
commenting on the future 
investment scenario, on the 
grounds that it will be unfair 
to their existing partners at 
the moment.

Karuna Bhatia, head of 
sustainability, India & 
South Asia, Standard 
Chartered Bank, also avoids 
commenting on any possible 
impact on their CSR funds, but 
does update on their social 
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priority,’ says Dr Pragnya 
Ram, group executive 
president, corporate 
communications and 
CSR, Aditya Birla Group.

Vijay Sethi, CIO, CHRO 
and head – CSR at Hero 
MotoCorp, echoes the 
same thought: ‘It is too 
early to comment on CSR 
investments in the post-
Covid-19 scenario as most 
of our efforts at the moment 
are focused on providing aid 
to vulnerable and suffering 
communities as well as 
supporting governments and 
agencies in battling the virus.

‘However, we will revisit our 
CSR investment plans soon 
and review the focus areas. 
The projects focused on the 
most vulnerable communities, 
especially children and 
women, will be our priority. 
Over the years, our 
endeavour has been to set 
up projects that can sustain 
themselves in the medium to 
long term, with communities 
taking ownership of the same. 
It is extremely encouraging 
for us that our efforts to help 

communities in tandem with 
the goals of the government’s 
initiatives have borne fruitful 
results at the grassroots, and 
we will continue to focus 
on this aspect of CSR in the 
coming years. Going ahead, 
we will explore collaboration 
opportunities with panchayati 
raj institutions and district 
authorities, and also with 
development-focused local 
organisations for all-round 
development of communities.’

Shalini Singh, 
head of corporate 
communication and 
CSR at Tata Power, 

stresses upon the point 
that the company plans a 
sustained phasing out from 
community-focused projects 
by making communities the 
owners of the same. On our 
query regarding planned 
monetary investments in 
a post-Covid-19 scenario, 
Singh says, ‘…in CSR, money 
muscle is not the key to 
delivering quality initiatives. 
Investing in social enterprise 
development, technology, 
building community’s 
capacity and tapping into 
government’s schemes 
and linkages with fi nancial 
institutions for investment 
helps to realise the true 
value of CSR initiatives. 
Hence, it is high time we 
demystify the aspect that 
CSR initiatives are fund-
dependent. Even non-fi nancial 
resources like knowledge 

Dr Pragnya Ram

Vijay Sethi

Shalini Singh

Sudeep Narayan

Vikram Gulati
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spends on pandemic-related 
activities, we are confi dent 
that we will be able to contain 
any curtailment of our 
main ongoing programmes. 
We will be implementing 
all our planned activities 
with some rationalisation 
– rationalisation of the 
number of benefi ciaries or 
geographies, etc., thereby not 
signifi cantly impacting the 
planned activities for the year.

‘Going further, we are also 
confi dent that there will 
be no signifi cant impact on 
the outcomes of our CSR 
activities because at TKM we 
have adopted a well-defi ned 
system which minimises any 
adverse impact of unforeseen 
events and exigencies on 
planned activities. We defi ne 
the outcomes and processes 
of the project with stipulated 
timelines along with a clear exit 
strategy and a sustenance plan.’

There is no denying that the 
pace of change and little and big 
progress made – represented 
by the growing tribe of self-
assured women in rural 
places, more girls attending 
schools, English-speaking kids 
in government schools in 
slums, hopeful young people 
at skill-development centres, 
enthusiastic socialpreneurs 
– will slow down for now. 
Socio-economic development 
will take a backseat for 
now. Non-profi ts that were 
dependent on for-profi ts are 
already distressed, relieving 
letters and forced resignations 
are being handed out in more 
numbers than we know, and 
force majeure is being invoked 
without a second thought.

Yet, history tells us that the 
social sector is one of the 
most resilient communities, 
with mastery in operating on 
shoestring budgets, and there 

is no reason to believe that all 
the gains made until now are 
lost. Some recently published 
pieces by familiar social-
sector faces also assure us 
that this is a temporary phase 
and that with stabilising of the 
economy in a few months, the 
sectoral funding will become 
normal. At this point, though, 
it’s a matter of wait-and-
watch-with-hope.

In the last fi ve years or so, Team 
CB has had the opportunity to 
closely observe and assess if 
CSR programmes backed by 
enormous fi nancial impetus 
were bringing about any real 
change – in other words, 
had the much-talked-about 
and social sector-endorsed 
‘theory of change’ started to 
materialise at the hinterland? 
Well, the answer is yes, more 
or less. Many of us have been 
eyewitnesses to stories of 
change and lives transformed, 
which is always an ongoing 
process but that it is happening 
at all is the good thing and that 
must not be undone.

Going forward with lessons 
learnt
‘Troubles teaches teachable 
lessons.’

– Lailah Gifty Akita

Paresh S Parasnis, CEO, 
Piramal Foundation, shares 
some key elements that he be-
lieves are the most signifi cant 
things that his organisation 
has learnt from their experi-
ence while responding to the 

Covid-19 crisis: ‘Firstly, there 
is a dire need to strengthen 
the healthcare ecosystem. It 
needs systematic investments, 
human resource, material and 
infrastructure. Secondly, we 
need collaborations focused 
on building a resilient ecosys-
tem, followed by special focus 
on technological innovations 
and a continuous pursuit for 
knowledge sharing amongst 
global communities to fi ght 
and prevent any unprecedent-
ed event.’

Parasnis is of the view that as a 
large part of our population is 
uneducated, addressing large-
scale problems becomes a 
challenge. His solution for that 
is ‘special focus made towards 
education and behavioural 
change amongst masses.’ ‘We 
must look at investment in 
education focusing on quality 
of education with curriculums 
including community living, 
collaboration and responsible 
behaviour,’ he adds.

Shalini Singh of Tata Power 
reiterates the same thought. 
Technology innovation and 
convergence are the keywords 
in her response to ideas that 
are needed to reinvigorate 
the social sector. She cites 
examples of the company’s 
focus on e-learning platforms 
for skill development as well 
as education dissemination for 
schools, alongside inclusion of 
awareness and behavioural 
change components across all 
social programmes for masses 
to understand the prevention 
protocols of Covid-19.

Citing the example of how the 
touch-feel-drive experience 
of buying a car has gone 
online, Sudeep Narayan of 
Volvo endorses going digital 
for interventions focused 
on skilling and education. 
At the same time, he also Paresh S Parasnis

raises a valid question: How 
many in rural India, especially 
school children, have the 
needed smart devices, enough 
understanding of being able 
to assess those devices, and 
educated parents or guardians 
to supplement online learning? 
Are there ways to keep 
children from marginalised 
backgrounds digitally 
abreast with their privileged 
counterparts? We know the 
answers to these questions 
but will have to work hard 
and collectively to change the 
content of these answers.

Questions and thoughts
 i) Under which head would 

the company put the 
funds contributed to-
wards the fi ght against 
Covid-19, had there been 
no mandatory CSR clause 
in the Companies Act?

 ii) There is a larger frame-
work within the Consti-
tution – apart from there 
being a National Disaster 
Management Authori-
ty – which mentions fi -
nancial reserves and the 
sources to accrue funds. 
The same does not have 
anything to do with CSR 
funds of corporates.

 iii) Whether NGOs work-
ing towards battling the 
pandemic crisis get fund-
ing support from PM-
CARES Fund is not yet 
clear. More so, a recent 
RTI query has revealed 
that the Fund is not even 
a public authority.

 iv) Many corporate groups 
have donated to chief 
ministers’ relief funds or 
states’ Covid-19 funds. 
However, the FAQ sec-
tion from corporate af-
fairs ministry states that 
the same cannot qualify 
as CSR, although other 
activities towards bat-
tling the pandemic can.    
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A Hero MotoCorp CSR INITIATIVE

For ideas and partnership proposals, write to wecare@heromotocorp.com

In the last three 
years, no girl student 
dropped out from our 
beneficiary schools in 
three states. Enrolment 
and attendance rates 
increased manifold and 
academic outcomes 
have been noteworthy.

We are thankful to all 
our CSR partners who 
successfully engaged 
in implementation of 
Project Shiksha.Project Shiksha.
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CSR for Covid-19 – some confusions despite FAQs
Over a week before the launch of Prime Minister’s Citizen 

Assistance and Relief in Emergency Situations Fund (PM-
CARES Fund), several corporate groups were mulling over ways 
in which to do their bit towards relief measures for the Covid-19 
pandemic with their corporate social responsibility (CSR) funds. 
Although the same would have qualifi ed as CSR spend under 
Point xii (that covers disaster management and relief) of Schedule 
VII of Companies Act 2013, a few companies sought clarifi cation 
from the Ministry of Corporate Affairs (MCA).

Here’s a chronology of the statements and circulars that 
followed, with a couple of confusions too.

March 23
The Ministry of Corporate Affairs clarifi ed that funds directed 
towards support for Covid-19 activities would qualify as CSR 
spending.

‘Keeping in view the spread of the novel coronavirus 
(Covid-19) in India, its declaration as a pandemic by the 
World Health Organization (WHO), and the decision of the 
Government of India to treat this as a notifi ed disaster, it is 
hereby clarifi ed that spending of CSR funds for Covid-19 is 
eligible CSR activity,’ read the statement from the ministry.

The ministry stated that funds spent on promotion of 
healthcare, including preventive healthcare and sanitation, and 
on disaster management would be within the defi nition of a 
company’s CSR obligations.

The circular also clarifi ed that the broad-based items as per 
Schedule VII of the CSR policy, which deals with the subjects 
that constitute CSR activity, may be interpreted liberally for 
this purpose.

March 25
Team CauseBecause reached out to MCA to fi nd out if there 
was any specifi c area/fund/department to which companies 
might contribute their CSR funds.

The ministry was quick to revert: ‘There is no exclusive 
fund set up for Covid-19 as of now. However, expenditure 
towards fi ghting the same will qualify as CSR expenditure. 
The latest clarifi cation issued by the MCA may be referred to. 
Contributions can also be made to the PM’s National Relief 
Fund specifi cally for this purpose. You can also contribute to 
state disaster management authorities.’

March 26
Several state governments had created a separate fund for 
Covid-19 and were reaching out to companies for donations. 
Letters from chief ministers’ offi ces, state government 
secretaries and other offi cials were sent to CEOs of some 
large corporate groups.

On the face of it, though it seemed to be fi ne to support 
the state government’s funds – the MCA clarifi cation had no 
mention of the same – most corporate leaders seemed unsure 
about this falling within the ambit of government-defi ned CSR. 
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(Nevertheless, some companies reported to have supported 
state governments’ initiatives.)

March 28
The PM-CARES Fund was created. The Prime Minister, who is 
the chairman of the trust that will manage the fund, stated that 
the fund would be used for combating, containment and relief 
efforts against the coronavirus outbreak and similar pandemic-
like situations in the future. Other members of the trust 
include the defence, home and fi nance ministers.

The donations to the fund are exempted from taxes and 
donations to the same qualify as CSR expenditure.

March 30
Seeking more funds for the fi ght against coronavirus pandemic, 
the MCA appealed to top corporates to make contributions 
to the PM-CARES Fund.

Injeti Srinivas, secretary, Ministry of Corporate Affairs, made an 
appeal for contributions to decision-makers at the top 1,000 
companies in terms of market capitalisation.

‘Your contribution to the fund would complement and 
supplement government efforts towards upscaling the 
public healthcare infrastructure in the country to meet this 
unprecedented challenge,’ Srinivas said in a letter.

‘As you are the chief executive of a highly successful company, 
I would like to appeal to your company to contribute 
generously to the PM-CARES Fund, which may also include 
any unspent CSR amount, if applicable,’ the letter, dated March 
30, said.

Even if the prescribed amount of CSR contribution was 
already made, companies were allowed to contribute more 
which would be offset against the CSR obligation arising in 
subsequent years, if desired, the letter clarifi ed.

April 7
The aforementioned statement in the March 30 letter, implying 

that any additional amount over and above the required CSR 
spending would be adjusted against the CSR obligation arising 
in subsequent years, if desired, created a couple of confusions 
(more so because this was towards the end of the fi nancial 
year):

1. The amount reserved for Covid-19 this year can be offset 
from ‘how many’ subsequent years? For example, if a company 
spends X amount, which is beyond its 2% prescribed limit, 
does it have to offset the same in the next FY or can it be 
offset in parts over the next few years? If yes, is there a limit 
to the number of years?

2. Also, as a major part of CSR funds is usually reserved 
for ongoing programmes, is there a set limit on how much 
(percentage) of total CSR fund from subsequent years can/may 
be utilised towards Covid-19?

CauseBecause again reached out to the MCA for clarifi cation 
on the two confusions stated above, along with a few other 
simple queries that were being discussed amongst CSR 
decision makers.

The ministry acknowledged CauseBecause’s request and 
stated that they would be coming out with answers to such 
frequently asked questions (FAQs).

April 10
FAQs were formally issued by the MCA. Here’s the link to 
the same on the ministry’s website: http://www.mca.gov.in/
Ministry/pdf/Notifi cation_10042020.pdf

However, the two key queries related to the spends on the 
subsequent years were not included in the FAQs and thus 
remain unanswered.

Interestingly, an offi cial at the MCA, on condition of anonymity, 
told this writer that whenever in confusion with regard to 
CSR spends, one can always refer to General Circular No. 
21/2014: https://www.mca.gov.in/Ministry/pdf/General_
Circular_21_2014.pdf which states:

The statutory provision and provisions of CSR Rules, 2014, is to 
ensure that while activities undertaken in pursuance of the CSR 
policy must be relatable to Schedule VII of the Companies Act 2013, 
the entries in the said Schedule VII must be interpreted liberally 
so as to capture the essence of the subjects enumerated in the said 
Schedule.

Yes, ‘interpreted liberally’ are the only two words in clear bold 
letters in the circular. The same has been highlighted in the 
explanation to Question 4 in the recent FAQs.

At the end of the day, it is fundamentally on the corporate 
to justify its decisions when it comes to spending just about 
two per cent of their annual profi ts for the welfare and 
development of the country and its people.  



FUEL recently has signed an MOU with Niti Aayog to work for the development of 117 Aspirational districts of India envisioned by
Honorable PM of India. Ketan Deshpande & Santosh Hurailkoppi from FUEL were conferred with ‘Champions of Change’ title.
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How Corporate India is coming together 
against the coronavirus

By now, enough and more has 
been written about the Covid-19 

(or coronavirus) pandemic. The novel 
virus managed to do two novel things: 
simultaneously lock up at least a third 
of the world’s population, including the 
one-fi fth of humanity that resides in 
India, and free up the CSR coffers of 
many of this country’s corporations in 
the fi ght against this pandemic. Since 
the nationwide lockdown that began on 
March 25, a slew of announcements has 
been made by multiple companies who 
want to contribute towards the massive 
and unprecedented efforts to combat 
the worst effects of this disaster-that-
was-in-waiting. 

When crisis comes calling
While one may speculate if this 
generosity is purely due to altruistic and 
humanitarian reasons, it is undeniable 
that with the slow and lacklustre 
response by the central government in 
its handling of the impending crisis, any 

and every contribution – be it by private 
citizens, non-profi ts, or private sector 
– is urgently needed. If the outbreaks 
in hotspots like Wuhan, Italy and New 
York are anything to go by, failure to 
effectively and urgently address this 
pandemic will result in a disaster of 
proportions that few of us can imagine.

The human cost has been enormous and 
tragic, especially when with some planning 
and foresight it could have been avoided. 
The plight of hundreds of thousands of 
migrant labourers, the sudden loss of 
income for millions of its workers (India 
is still a country where the unorganised 
sector employs a majority of its people), 
the supply-chain shocks resulting in a 
rapid depletion of stocks of essential 
goods – these fall-outs were avoidable 
and the responsibility falls squarely on the 
central government’s woeful missteps.

Irrespective of its true motivation, the 
private sector wants to help. This has 

been evident in the fl ood of donations, 
monetary and otherwise, that have been 
announced. While some are rushing 
to aid frontline medical workers or 
are working with NGOs, many have 
chosen to donate to government relief 
funds such as state relief funds and 
the newly minted PM-CARES Fund. 
The latter has been a source of much 
controversy since the PMNRF (Prime 
Minister’s National Relief Fund) already 
has a corpus of Rs 3,800 crore and 
donations for Covid-19 pandemic could 
have been easily redirected towards 
it. Then there’s the fact that there’s 
no transparency with regard to the 
trustees, how will they be chosen, their 
accountability to donors, and the stated 
objectives of the trust. Despite this, 
the new fund has seen an avalanche 
of donations, from corporates and 
individuals alike. According to an analysis 
by IndiaSpend, at least Rs 9,677.9 crore 
($1.27 billion) had been collected as of 
20 May 2020.

Feature Point 
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How Corporate India is fi ghting 
the corona
Not surprisingly, donations to PM-
CARES Fund qualify as CSR expenditure 
under the Companies Act, 2013, and 
many companies are choosing this 
route as an easy/obvious way to ‘do’ 
something and ‘be seen as doing’ 
something. Here we take a look at how 
some leading companies are responding 
in the fi ght against the Covid-19 crisis.

• Donations to government relief 
funds 
The Hero Group has pledged Rs 100 
crore as aid for Covid-19 relief efforts. 
Half of this will be directed to the PM-
CARES Fund and the remaining Rs 50 
crore will be spent on other relief efforts.

TVS Motor Company and Piramal 
Group have each pledged a donation 
of Rs 25 crore to the same fund. 
All Honda group companies in India, 
through the Honda India Foundation, 
have committed to donate an amount 
of Rs 11 crore to central and state 
governments for relief and prevention 
efforts in the country.

Bharti Enterprises will donate over Rs 
100 crore towards the crisis, with a 
majority of this money being directed 
towards the PM-CARES Fund. Infosys 
Foundation, the CSR arm of Infosys, 
said it would donate Rs 100 crore to 
the same fund. Paytm has pledged Rs 66 
million, while Flipkart’s digital payments 
subsidiary PhonePe has pledged to 
donate up to Rs 100 crore to the fund, 
over and above the donations made 
through its platform. The company will 
contribute Rs 10 for every donation 
made, which can be as low as Re 1. 

NJ Bhilwara Group Company, a multi-
product and services conglomerate 
in areas such as textiles, graphite 
electrodes and power, will donate Rs 
5.51 crore in Covid-19 relief funds: Rs 
2 crore to the PM-CARES fund, Rs 1.5 
crore to the Madhya Pradesh CM Relief 
fund, Rs 1.01 crore to the Rajasthan CM 
Relief fund, Rs 50 lakh to the Himachal 
Pradesh CM Relief fund, and Rs 30 and 
20 lakh to the Bhilwara and Ajmer Local 
DM Relief Fund respectively. 

• Donations to hospitals and 
medical institutions
Infosys Foundation has announced its 
support to set up an exclusive hospital 
in Bengaluru for Covid-19 patients. MG 
Motor India has donated Rs 2 crore 
to government hospitals and health 
institutions providing medical assistance 
in Gurugram and Halol (Vadodara), 
where the carmaker’s facilities are 
located. Half of this amount is slated 
to come from its employees, who have 
pledged to donate Rs 1 crore. 

Icertis, a company providing enterprise 
contract management in the cloud, 
in partnership with Pune Municipal 
Corporation (PMC) will contribute 
Rs 25 lakh to Naidu Hospital in Pune. 
The company stated that doctors, 
nurses and staff at the hospital would 
receive personal protective equipment 
(PPE), including N95 masks, gowns and 
gloves, hand-sanitiser dispensers, and 
viral transport media (VTM) kits, which 
protect test samples in transit to 
the lab.

• Donating and/or funding medical 
supplies
Tata Trusts’ pledge of committing Rs 
500 crore probably garnered the highest 
publicity in mainstream and social media. 
The Trust will plough in this amount 
towards providing PPE for medical 
personnel on the frontlines, respiratory 
systems, testing kits to increase per-
capita testing, setting up modular 

treatment facilities for infected patients, 
and training of health workers and the 
public.

ITC’s hygiene and health brand 
Savlon has partnered with the state 
government of Kerala on its mass hand-
washing campaign ‘Break the Chain’, to 
contain the spread of Covid-19. Savlon 
distributed Savlon handwashes free of 
charge to ensure ready availability at all 
the booths set up by the government.

RB, another leading FMCG company, 
launched the RB Fight for Access Fund 
as part of its contribution to fi ght 
the pandemic. As part of this fund, 
an additional $32 million has been 
mobilised which, among other things, 
will be deployed to distribute 10 million 
units of Dettol Soap to vulnerable 
communities, 1 million litres of its 
disinfectant products including Lizol 
disinfectant liquid and Harpic toilet 
cleaners to public health institutions 
and frontline health and sanitation 
workers, and 3.5 million N95 masks to 
pharmacists and healthcare workers. 

Diageo India, the beverage alcohol 
company, will manufacture 300,000 
litres of hand sanitisers from its 15 
manufacturing units and donate 150,000 
free masks to public health departments. 
In addition, Diageo will donate 500,000 
litres of extra neutral alcohol (ENA) to 
the sanitiser industry to make (2 million 
units of 250 ml each) hand sanitisers.

Feature Point 
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Hero Group is offering the 2,000-bed 
hostel at its BML Munjal University for 
use to the local health department. 
Hero MotoCorp has distributed masks, 
sanitisers, gloves and over a hundred 
ventilators to hospitals and health 
departments. 

In a similar vein, the Piramal School of 
Leadership at Jhunjhunu, Rajasthan, has 
offered its 40,000 sq. feet training facility, 
along with other Piramal-aided schools, 
to the district authorities for use as 
isolation centres.

Srinivasan Services Trust (SST), the 
social arm of TVS Motor Company, is 
implementing various measures such as 
manufacturing and supplying supportive 
equipments like masks, and providing 
cooked meals to frontline healthcare 
workers and police offi cers.  Some 
of the key initiatives include: making 
and supplying 1 million protective 
face masks, deploying vehicles and 
disinfectants to municipalities and 
helping produce medical equipment, 
and supplying dry rations to daily-wage 
workers in Baddi, Himachal Pradesh.

ICICI Lombard General Insurance 
has partnered with Apollo Health 
& Lifestyle Ltd., subsidiary of Apollo 
Hospitals Enterprise Ltd. and Metropolis 
Healthcare Ltd, to fund the entire 
screening procedure for underprivileged 
patients. To achieve this, it has 
committed a sum of Rs 5 crore. The 
initiative is expected to benefi t over 
11,000 citizens. 

Kaka-Ba hospital, the CSR wing of Cadila 
Pharmaceuticals, in association with 

Gujarat Police distributed masks and 
sanitiser bottles to the police team in 
Dholka, Ahmedabad.

Indian warehousing player Welspun 
One Logistics Parks (WOLP) has 
launched a humanitarian initiative 
called #SupplyChainofGratitude, urging 
logistics companies across the globe 
to bridge the demand-supply gap of 
PPE and other safety essentials among 
frontline logistics workers. WOLP 
has donated over 100,000 disposable 
single-use masks to support over 25,000 
workers in Bhiwandi (Maharashtra) and 
Bengaluru (Karnataka). 

• Supporting NGOs/workers
Wipro Group and Azim Premji 
Foundation have committed Rs 1,125 
crore towards the pandemic response 
efforts. The Foundation will contribute 
Rs 1,000 crore to the fund, with Wipro 
putting in Rs 100 crore and Wipro 
Enterprises Rs 25 crore. The fund will go 
to the medical and service fraternity. The 
Foundation will also use the funds to 
coordinate its on-the-ground response, 
through its 1,600-person team and 350 
civil society partners.

Hero MotoCorp is working with 
Akshaya Patra in Jaipur and Wishes 
and Blessing in Delhi to provide food 
packets at shelter homes. Infosys 
Foundation is also supporting NGOs 
that provide food and hygiene kits to 
vulnerable sections.

Sony Pictures Networks India has 
contributed to the Swades Covid 
Fund set up by Swades Foundation. 
Founded by Zarina and Ronnie 
Screwvala, the foundation is providing 
medical equipment and consumables 
to authorities of Mumbai, Raigad and 
Nashik districts in Maharashtra.

• Donating food and other supplies 
to vulnerable groups 
Hero MotoCorp is distributing more 
than 10,000 meals to daily wage 
workers, stranded labourers and 
homeless families in several areas 
of Delhi-NCR, Rajasthan, Haryana, 
Uttarakhand, Andhra Pradesh and 
Gujarat, and 2,500 ration kits for families 
in Delhi, Maharashtra and Kerala. Hero 
Future Energies has distributed food 
items and hygiene kits to people spread 
across 150 villages around its project 
sites.

• Awareness campaigns 
ITC’s Savlon has set up a panel headed by 
a leading medical practitioner to answer 
questions on the subject on social media, 
terming it ‘Ask the Expert’ campaign. 
The brand has also initiated a nationwide 
awareness programme on hand-hygiene 
best practices through mass-media 
partnerships (online and offl ine). 

Dettol (a product of RB), in partnership 
with Bikers for Good, launched 

Feature Point 
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#HandWashCorona, a public health 
initiative. Under this campaign, 
volunteers rode within the streets 
of Delhi-NCR and distributed 9 lakh 
Dettol soaps to underprivileged 
communities (one hopes the volunteers 
were given adequate protection).

Piramal Group’s Piramal Swasthya has 
set up health helplines in 7 states in 
partnership with public health workers 
to provide health advisory and relief 
measures to underserved communities. 
These helplines receive approximately 
50,000 calls daily, 20 per cent of which 
are related to Covid-19.

Tata Motors has put up banners 
and other information material to 
spread awareness about good health 
practices in slums and amongst 
low-income groups. The company is 
also supporting self-help groups in 
manufacturing homemade certifi ed 
masks and sanitisers to be distributed 
to hospitals, vendors, health workers, 
police stations and army personnel, and 
among communities around their plants. 
Until the last update, the company has 
enabled the manufacturing of 17,000 
homemade certifi ed masks.

STL, a global data networks innovator, 
launched Project Savdhaan to help 
spread awareness through an online 
workshop and on-ground sessions in 
certain locations. As part of this project, 
the company’s academy, STL Academy, 
conducted a Covid-19 online awareness 
drive in association with Telecom 
Sector Skill Council, Infrastructure 
Equipment Skill Council, and Telangana 
Academy for Skill and Knowledge where 
medical experts covered topics such as 

preventions and risk, social distancing, 
and community-based measures to 
mitigate the spread of Covid-19. The 
workshop was broadcasted on March 
27 from Hyderabad and later hosted on 
www.stluniversity.com. 

Biscuits and masks for humanity 
A few relief-related initiatives escape 
straightforward categorisations. For 
instance, Parle Biscuits said that they 
would donate one crore Parle G packet 
every week during the lockdown, 
through state depots. DBS Foundation 
(of DBS Bank) has stated that its 2020 
DBS Foundation Social Enterprise 
Grant is part of its efforts to ‘support 
individuals, businesses and communities 
impacted by the Covid-19 situation.’ 

The Marico Innovation Foundation, 
on the other hand, has launched the 
#Innovate2BeatCOVID challenge that 
offers a total grant value of Rs 2.5 crore, 
in collaboration with A.T.E Chandra 
Foundation and Harsh Mariwala in 
his personal capacity. The programme 
calls for MedTech entrepreneurs, 
corporates and innovators to come up 
with solutions that can be modifi ed and 
scaled immediately towards aiding the 
medical fraternity and mitigating the 
risks of the outbreak. 

The country’s largest bank, State Bank 
of India, has announced that it will 
commit 0.25 per cent of its annual profi t 
in FY 2019–20 to fi ght the Covid-19 
outbreak. However, this amount will be 
sourced from its CSR funds, so it is a 
part of the company’s mandatory 2 per 
cent CSR spend. The company hasn’t 
offered information on how this money 
will be spent. Standard Chartered says 
it will commit $1 billion of fi nancing 
for companies that provide goods and 
services to help fi ght the pandemic, and 
those planning the switch into making 
such products, in the form of loans, 
import/export fi nance, or working 
capital facilities that they use for day-to-
day business operations.

Karleo, a brand of ready-to-wear and 
couture garments, has launched a 
project called ‘Masks for Humanity’ 
wherein they have tied up with 
Brihanmumbai Municipal Corporation 
(BMC) to manufacture and distribute 
5,000 non-surgical masks for BMC 
sweepers and garbage pickers in 
Mumbai. Honda is supplying 2,000 
units of Honda engine-powered high 
pressure backpack sprayers to various 
government agencies. These lightweight 
powerful sprayers will be used for 
disinfectant fumigation at hospitals, 

Feature Point 
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Mpower – The Centre, Mpower – The 
Foundation, and Mpower – The Cell, to 
provide mental healthcare counsel and 
support, in Marathi, Hindi and English.

Another helpline meant to address 
mental-health issues is 1800-121-0980, 
launched by Poddar Foundation in 
association with Rotary Club.

Feature Point 

While the measures announced by corporations big and small are encouraging, 
questions of adequate paid sick leave, insurance coverage, and safety precautions 
for workers are yet to be clarifi ed by most organisations. A few like MG Motor 
have stated that they are working with their dealers to ensure enhanced 
insurance cover for their employees and also plans to set up a 100-member 
hostel for its female associates near its manufacturing facility in Halol. Diageo 
announced that it would provide health insurance cover to on-trade partners. 
It has also pledged to support trade with a Rs 30 million health insurance cover 
for bartenders associated with the Diageo World Class programme in India and 
will provide continued learning and skill building for the bartenders through 
complimentary access to virtual training and online learning through the Diageo 
Bar Academy Training Course.

But many companies still need to recognise that apart from contributing money 
and supplies to the response against the pandemic, they are also responsible 
for their low-wage employees, many of whom live from paycheck to paycheck 
in precarious condition and have little or no health insurance. If they are being 
made to work during these dangerous times, they need to be given all possible 
means and supplies to protect themselves as well as guaranteed paid sick leave 
should they fall prey to the virus.

Then there’s the matter of accountability – whether these funds will be spent 
on time, if donations will reach the vulnerable, and if commitments are being 
kept. Auditing and tracking are no one’s responsibility and unless a government 
agency, media, or civil society organisations closely monitor these efforts, it is 
likely that much of these grand gestures will remain just that—gestures. In the 
absence of external monitoring, one hopes that corporations take their social 
responsibilities seriously and sincerely. A pandemic, after all, cares not for human 
divisions and differences. A blow to the poor and needy is a blow to us all.  

CB view

Educational furniture manufacturing 
company Popcorn School Furniture 
undertook a month-long campaign 
focused on the mental wellbeing of 
children. The campaign included virtual 
workshops with children as well as 
parents under the instruction of experts. 
Parents were asked to plan activities for 
their children, such as reading, painting, 
cooking and games, to spend their time 
productively.

public transport, railway stations, public 
canteens, and other common areas.

In a more encouraging step, promoters 
of NJ Bhilwara Group Company (HEG 
Ltd and RSWM Ltd) have decided to 
undertake a 50 per cent cut on their 
basic salaries for the year 2020–21 
and all guesthouse facilities of RSWM 
Ltd around Bhilwara district have been 
offered for quarantine procedures to 
local authorities. SPN will contribute 
a fund of Rs 100 million to support 
daily-wage workers in the media and 
entertainment industry, including camera 
and light personnel and their dependent 
families. The network is reaching out to 
the daily-wage earners identifi ed by their 
respective trade associations with free 
coupons which they can exchange for 
daily necessities like food and essential 
items at select retail stores. SPN is also 
working with its various commissioned 
production houses to disburse a 
month’s salary to each daily-wage earner. 
ZEE Entertainment Enterprises Ltd has 
committed to offer fi nancial relief to 
over 5,000 daily-wage earners working 
directly or indirectly for the company in 
its overall production ecosystem.

Another important initiative is Mpower’s 
partnership with the government of 
Maharashtra and the BMC to launch a 
toll-free helpline number – 1800-120-
820050. Called BMC-Mpower 1on1, 
this will be available to citizens 24x7 
for their mental-health needs. Available 
free of cost for residents across cities 
in Maharashtra, the helpline comprises 
experienced and trained mental-
health counsellors, who are clinical 
psychologists and psychiatrists from 
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What social returns are you 
getting on your CSR investments?

Let us measure them for you.

Team CauseBecause has developed a unique SRoI Framework 
specifi cally for programmes designed as per Schedule VII of 
Section 135 in Companies Act 2013.

Call for demo: info@causebecause.com | 91 11 40532577
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Positive SRoI and heart-warming stories 
amongst other outcomes from Hero’s CSR 

evaluation 2015–19
By Ranjan Rayna

In March, just before the lockdown 
started, I managed a visit to Imphal to 

evaluate if Mary Kom’s boxing academy 
was doing fi ne. I had to meet a few kids 
training under her and maybe predict if 
the academy had the potential to give 
India its next Olympian, if not another 
Mary Kom. Around the same time, my 
colleague was in Uttarakhand, interacting 
with Manisha, a cross-country gold 
medallist (preparing for a national team 
debut), along with a few other champion 
athletes at the Khel Mahakumbh. He 
was trying to assess if there had been 
any change in the sporting culture at the 
grassroots and what opportunities could 
be created for them to climb the ladder.

It’s not that either of us is a sports 
expert; it’s just that thanks to our 

‘common sense’ and social sector 
experience we had been entrusted with 
the aforementioned responsibilities 
by Hero MotoCorp, the company that 
is supporting the training of budding 
boxers at Mary Kom’s academy and of 
more than a hundred sportspersons in 
Uttarakhand as well as Paralympians. All 
of this is happening under the project 
Khelo Hero, the umbrella term for 
the company’s sports-focused CSR 
interventions.

Interestingly, Khelo Hero accounts for 
just about one per cent of the CSR pie 
of the company, which is amongst the 
top 20 CSR spenders in the country. 
The other interventions are focused at 
the environment, road safety, education, 
skills and livelihoods (with special focus 

on women and physically challenged yet 
specially-abled individuals). These are 
being implemented by over 80 partner 
organisations across nine states.

Team CauseBecause had its task cut 
out, and that was to evaluate all the 
programmes and present the company 
with the true outcomes in terms of 
social return on investments (SRoI), 
along with qualitative observations on 
challenges as well as recommendations 
and ideas for making the programmes 
sustainable, scaling them up and working 
towards achieving a better impact.

The brief from the company was clear: 
Remain independent, objective and fair, 
and make an unbiased evaluation for 
us to know if our projects are meeting 
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Transparency quotient

An interesting revelation while 
carrying out the evaluation exercise 
was the humility and openness shown 
by the leadership and their team with 
regard to sharing their experiences.

Team CB will unhesitatingly place 
Hero MotoCorp amongst the most 
transparent companies in the country.

For the exhaustive evaluation 
exercise, we were given direct 
access to all of their 80 partner 
organisations (they were all offi cially 
informed of our appointment as 
evaluators), could visit any of their 
project sites across six states without 
prior intimation, and could ask for 
any document.

Copies of all their CSR-related 
agreements, memorandums of 
understanding (MoUs), the scope-
of-work documents (SoWs) and 
proposals from all partners, along 
with standard operating procedures 
(SOPs), were made available to us. All 
our questionnaires were promptly 
answered. We even had access to the 
funds’ utilisation certifi cates given to 
project partners.

Feature Point 

their hypotheses and meeting their 
core objectives, and what value are they 
adding to society.

In colloquial terms, this sounds cool. 
However, a study like this is not just 
challenging for its size and scale, but 
also a task laden with responsibility, 
as the outcomes of the same will 
directly impact the lives of thousands of 
vulnerable communities, in particular the 
poor and the marginalised populations 
living at the edge of poverty in some of 
the remotest of villages, many of which 
one will be hard-pressed to locate on 
Google Maps.

How Hero fared in the study
My editor allowed me to write this in 
the fi rst person on the condition that 
I would keep the narrative as short as 
possible. Hence, I’ve tried jotting down 

the most interesting outcomes of select 
projects – in other words, it meant 
summarising 200-page studies in a few 
short, crisp and to-the-point sentences.

Education
From developing the necessary 
infrastructure to getting mobile science 
labs going, and from remedial and 
coaching classes to scholarships and 
other aids for needy students, the 
programme has a holistic approach 
towards developing the grassroots 
education system. As for the impact of 
these interventions, here are a few key 
outcomes:

• No girl has dropped out of any of the 
Hero-supported government schools 
in Rewari district, Haryana, in the 
last two years. More so, the overall 
attendance rates of both students 
and teachers have gone up manifold. 
The same was confi rmed by the 
district education authorities.

• One may simply drive into any of 
Hero’s benefi ciary schools in the 
villages in and around Gurugram, 
Dharuhera, Neemrana, Jaipur and 
Haridwar. The outlook of the schools 
in terms of infrastructure and 
facilities will tell you why villagers are 
withdrawing their kids from private 
schools and admitting them into 
government schools.

• Academically, the number of 
distinctions received by students in 
some of the government schools 

has gone up manifold in Jaipur area, 
where these students are being given 
special coaching under the company’s 
Talent Search programme.

Environment
• With the company surpassing the 

two million-plus trees mark (it even 
had its name enter the Asia Book 
of Records for highest community 
participation in planting), the 
evaluation team was all set to carry 
out its own validation exercise. We 
had to verify if the saplings planted 
were alive, and being nurtured and 
cared for. Applying all possible logic 
and means – including a tree count 
– the team concluded that 90% of 
the trees were alive and about 33 
per cent of the same had suffi ciently 
matured to survive on their own. 
Interestingly, many of the planting 
sites are being taken care of by 
community volunteers, who then also 
get access to quintals of free fruits.

• In over a dozen remote villages 
in the interiors of the states of 
Rajasthan, Uttarakhand and Gujarat, 
communities’ stories of how solar 
streetlights transformed their daily 
lives made me acutely aware of the 
privileges that many of us tend to 
take for granted.

For instance, in a few villages around 
Pali, the menace of wild animals, 
known to attack infants and cattle, has 
diminished to a large extent thanks to 
the installation of the streetlights. A few 

A tablets lab at a government school in Rewari, Haryana
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areas in Haryana notorious for high 
statistics of late-night thefts are seeing 
less and less of these crimes. In the 
uphill villages of Uttarakhand, it is now 
possible to manoeuvre around the hilly 
trails after sunset.

Frankly, I had assumed that reading 
under the streetlight was an old, done-
to-death and overhyped tale until I saw 
children doing their homework under 
one during load-shedding, which happens 
often enough in the rural.

Skilling
While supporting the many skill centres 
that are coming up in small-town India 
or paying for skills training for select 
students is sort of a norm now, with 
tie-ups with National Skill Development 
Centres fi nding mention in almost 
all CSR reports, Hero’s Centres of 
Excellence (CoE) caught our attention 
during evaluation.

• Visit any of the newly formed CoEs 
by the company and one sees a 
working model of how even run-
down polytechnics and ITIs can 
be upgraded and transformed into 
a fi rst-rate training institute. The 
recently opened CoE exclusively for 
women two-wheeler technicians, once 
a men’s bastion, sends out an effective 
message around gender parity.

• The team was happy to record the 
personal journeys of many young 
women working as part of the 
housekeeping staff in star hotels 
around Aerocity in Delhi, on the shop 
fl oors of leading retail stores or at 
automobile dealerships… they had 
passed out from various vocational 
centres supported by Hero.

Livelihoods
The tried-and-tested model of self-
help groups worked quite well for the 
company in Halol region in Panchmahal 
district (one of the ‘aspirational 
districts’ of India, identifi ed as such by 
the government of India) of Gujarat. 
Having done the need assessment study 
in the region about three years ago, I 
have been visiting the area every year 
to observe the progress of the SHGs 
formed by the local NGO with support 
from Hero MotoCorp.

To conclude in a line: Two years ago, the 
women (mostly malnourished) from 
four village clusters used to be in veils, 
do household chores, and crib about 
poverty and hopeless men.

• Today, almost every woman in 
the area (many of whom I have 
interacted with during my yearly 
visits) is a part of an SHG. Many 
of them are running their own 
enterprises, making popular Gujarati 
snacks and handicraft items, trading in 
saris, organising meals, etc. They also 
participate in SMCs and panchayat 
meetings. And yes, their veil is all 
gone and the success that they have 

Community members narrating their experiencess with regard to the benefi ts of solar 
streetlights. At Pali, Rajasthan

The enterprising group of SHG members in Halol, Gujarat
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made out of the resources and 
opportunity made available to them 
has earned them the respect they 
deserve from the entire community.

Healthcare
When you have fi ve healthcare vans, one 
eye check-up van, an eye-care centre 
and numerous health camps providing 
free services and medicines to lakhs 
of poor people, especially those who 
were out of the government’s healthcare 
radar, one can very well guess the 
outcome of the same.

• When a doctor at the mobile 
medical unit in Halol, Gujarat, claimed 
that every year they treated at least 
a dozen people with diseases that 
could have become chronic and even 
proven to be fatal, we did not know 
how to add a monetary value to the 
lives saved while measuring SRoI.

• It was a similar experience when we 
had the inputs from ophthalmologists 
managing the eye-care van and the 
eye-care centre. They have been 
working on cases of preventable 
blindness and saved hundreds 
from going blind. Now, how do 
you attribute a fi nancial proxy to 
preventing someone from going 
blind…

Thoughts
It is not that the programmes of Hero 
did not face any challenges or that we 
avoided asking them critical questions 
concerning the long-term sustainability 
of programmes; it’s just that after 
witnessing fi rsthand the many positive 
social outcomes and recording so many 
heart-warming stories (a rarity in the 
country, you will agree), critics like me 
can take the liberty of not stressing 
much upon the improvement areas.

Overall, if at CB we were to rate Hero 
MotoCorp for its transparency in 
information sharing, we would give it 
10 on 10, and for the overall impact 
and outcomes of all projects, it would 
be 9 on 10 based on the simple fact 
that social value gained as return 
on investments – along our critical 
parameters – were beyond expectations, 

and were at par with the outcomes of 
some of the best social programmes 
in the country. Why not grade it 10 on 
10 then? Because as far as the social 
programmes go, outcomes can only get 
better and that 1 point should ideally be 
in reserve for that yet-to-be-achieved 
better outcome.

While the impact and the outcomes 
of all the projects are noteworthy, it 
will only be fair to give it 7 out of 10 
on sustainability. Why? Because while 
assessing this aspect, one is always 
apprehensive if the project will be able 
to sustain if the supporting company 
pulls the plug. In Hero’s case, about 70 
per cent of their projects have already 
been adopted by the village communities 

(viz. SHGs, planting sites, village infra, 
solar streetlights, etc.) as well as by 
government schools’ authorities (most 
education-focused interventions), but 
interventions like skill centres, remedial 
classes, healthcare facilities and sports 
training resources need consistent 
fi nancial impetus and are yet to reach 
a self-sustaining stage. Although the 
long-term sustainability plans that the 
company has chalked out for such 
projects are practically sound, these 
will take a while to fall in place. This is 
the case with almost all CSR-supported 
projects across all corporate houses and 
7 out of 10 is quite a challenging score – 
one which many top corporates will be 
hard-pressed to achieve in the next few 
years.  
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Awaiting their turn to see a doctor at a mobile medical van
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Fossil fuel fuels global warming and how 
they lie about it

In October last year, a damning report on the top 20 
polluting fi rms in the world was released. As per an analysis 

by Richard Heede at the US-based Climate Accountability 
Institute, 20 fossil fuel companies are responsible for more 
than one-third of all greenhouse gas (GHG) emissions. This 
essentially means that despite global pacts like the Paris 
Agreement, efforts by the private sector to reduce their 
carbon emissions, and the numerous, everyday ecofriendly 
acts by individuals, the planet is still doomed thanks to the 
relentless plundering of natural resources by these corporate 
behemoths.

The total emissions from 1965 to 2018 was 1,354 billion 
tonnes of carbon dioxide and energy-related methane 
(GtCO2e), with the top 20 polluters producing carbon fuels 
that emitted 35 per cent of the global total (480 GtCO2e).

Big oil and its big consequences
In order of decreasing billion tonnes of carbon dioxide 
equivalent from 1965 to 2017, the list reads as:
 1. Saudi Aramco 
 2. Chevron
 3. Gazprom 
 4. ExxonMobil
 5. National Iranian Oil Co
 6. BP
 7. Royal Dutch Shell
 8. Coal India
 9. Pemex
 10. Petróleos de Venezuela
 11. PetroChina
 12. Peabody Energy
 13. ConocoPhillips
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 14. Abu Dhabi National Oil Co
 15. Kuwait Petroleum Corp
 16. Iraq National Oil Co
 17. Total SA
 18. Sonatrach
 19. BHP Billiton
 20. Petrobras

India’s presence is confi rmed through Coal India Limited. 
According to Heede, 1965 was chosen as the base year for 
this research as by that time the environmental impact of fossil 
fuels was known within the industry and among US politicians.

Unsurprisingly, all of them are oil and gas giants and are valued 
at several hundreds of billion dollars each. Chevron, Exxon, BP 
and Shell, all investor-owned, have been emitting more than 10 
per cent of the world’s carbon emissions since 1965. State-
owned companies account for 12 of the top 20 companies and 
are together responsible for 20 per cent of total emissions in 
the same period.

The global polluters list used the company reports of annual 
production of oil, natural gas and coal and then calculated 
how much carbon and methane is emitted to the atmosphere 
throughout the supply chain. As much as 90 per cent of these 
emissions was from the use of their products (such as petrol, 
jet fuel, natural gas and thermal coal), with the remaining coming 
from extracting, refi ning and delivering the fi nished fuels.

The objective of the research was to hold these companies 
accountable for carbon emissions, instead of the excessive 
focus on individual responsibility. With the threat of an 
impending, irreversible climate catastrophe looming closer 
every year (many scientists contend that we may already be 
well past that point of no return), it is essential that these 
fossil fuel giants drastically wind down their polluting activities.

At CB, we decided to take a closer look at the green and 
environment-friendly goals and claims of the top 4 companies 

from this list, plus Coal India. This may reveal the kind of 
doublespeak, PR-style statements and hypocrisies that many 
large corporations frequently indulge in to avoid closer 
scrutiny of their actual operations.

Saudi Aramco
Saudi Aramco is a state-owned petroleum and natural gas 
company that is by some accounts the most profi table 
company in the world. It has both the world’s second largest 
proven crude oil reserves and second largest daily oil 
production. Its IPO is likely to hit a valuation of at least $1.5 
trillion (that’s not a typo).

On its website, PR news releases include a JV to ‘increase 
the effi ciency of technology used in upstream, downstream 
and engineering services.’ Aside from that, news updates on 
business sustainability are few and far between, while that for 
climate barely exist. Banal platitudes about ‘reducing impact’ 
and ‘alternative-energy capabilities’ are plastered in the 
environmental performance section. The climate section touts 
a 2017 study wherein Saudi Arabian crude oils were found 
to have the lowest carbon intensity among crude oil grades 
supplied from over 100 oil fi elds in 20 countries.

The company is investing around $600 million a year into 
research and development in projects such as effi cient car 
engines and vehicles equipped with devices for capturing part 
of the carbon emissions produced. Much of its climate efforts 
are around creating technology, such as carbon capture, to 
lower emissions. Data isn’t provided though and so it is not 
possible to assess the actual impact of these projects. 

As part of the Oil & Gas Climate Initiative (OGCI), $1 
billion will be invested in the development of low-emissions 
technologies over the next 10 years. It is unclear how much 
of it will be contributed by Aramco. With no specifi c goals 
and targets, Aramco’s climate change efforts seem be an 
afterthought and given far less priority than its IPO.

Chevron
An American energy corporation, Chevron was ranked 
28th on the Fortune Global list of the top 500 corporations 
worldwide in 2019. It has its footprint across all possible fi elds 
of oil, gas and geothermal energy. According to the company, 
its values are to provide energy responsibly while protecting 
the environment and working to strengthen communities. Its 
four environmental principles are: include the environment 
in decision making, reduce environmental footprint, operate 
responsibly, and steward its sites. 

Last year, the company launched a $100 million Future Energy 
Fund, a venture capital fund that invests in ‘breakthrough 
technologies’ such as an electric-vehicle charging network 
(ChargePoint), battery storage technology (Natron Energy), 
and direct capture of carbon dioxide from the air. It is also 
a member of the OGCI and has committed to contributing 
$100 million to it. Compared to the size of its investments 
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in fossil fuel exploration and production, these numbers are 
extremely small.

In terms of tying monetary benefi ts to climate change efforts, 
this year the company added a new metric to its corporate 
scorecard that links GHG emissions reduction to employee 
bonus compensation. Chevron’s target is to achieve a 20–25 
per cent reduction in methane emissions intensity and a 
25–30 percent reduction in fl aring intensity by 2023. 

While this is certainly better than Aramco (which doesn’t 
have any such provision), the targets seem to be designed 
to show that something is being done and hence elide 
real accountability, rather than implementing substantial 
and transformative efforts which is what the planet needs. 
Details on the compensation numbers are also not given. 
There doesn’t seem to be any signifi cant decrease in GHG 
emissions or energy consumed over the past few years, as per 
the reports provided. There’s also little information on the 
amounts being invested in clean energy. 

Gazprom
As the name suggests, Gazprom (or Public Joint Stock 
Company Gazprom) is in the business of natural gas. It is one 
of the biggest Russian companies and is majority-owned by 
the Government of Russia, via the Federal Agency for State 
Property Management and Rosneftegaz. The company has 
operations in the ecologically fragile Arctic shelf as well.

The company adopted its environmental policy in 1995 to 
become the fi rst Russian oil and gas company to declare its 
voluntary environmental responsibility. However, some of its 
social responsibility PR verges on the absurd – for example, 
on its website, the company proudly proclaims the award 
for the ‘Best Public Non-Financial Report’ in the Oil and Gas 
Company category given by the Russian Ministry of Energy in 
2019. 

The company has set specifi c environmental targets with 
2014 as the baseline. There has been marginal reduction 
in emissions and landfi ll in 2018. Energy consumption had 
increased while investments in environmental protection saw a 
slight decrease. In 2014–18, the Gazprom Group invested RUB 
118.65 billion into environment protection and rational use 
of natural resources, which is approximately $1.9 billion. For 
comparison, the annual revenue for 2018 alone was $39.58 
billion while net profi t was $5.8 billion. Much of the group’s 
environment-related capital investments and expenditures are 
ploughed into water and air treatment and protection. It has 
an adverse environment impact fee structure. 

While the environmental targets don’t seem to be ambitious 
or consonant with global needs, the reports provide a 
fairly detailed look into the company’s environment impact. 
However, actual efforts to drastically reduce its GHG 
emissions or carbon footprint are missing. Statements like 
‘Gazprom supports the use of energy alternatives where 

it is economically and technically feasible, namely in remote 
or off-grid areas’ are designed to put its profi ts over the 
planet. The company likes to tout the fact that it’s better than 
other Russian oil and gas companies but when the benchmark 
is so low, it hardly matters that Gazprom is marginally better 
than the rest.

ExxonMobil
Another American oil and gas giant, ExxonMobil is 
headquartered in Irving, Texas, and is one of the world’s largest 
companies by revenue. As an indication of its size, between 
1996 and 2017, the company was the fi rst to sixth largest 
publicly traded company by market capitalisation. In 2018, the 
company ranked second in the Fortune 500 rankings of the 
largest United States corporations by total revenue.

ExxonMobil has stated its commitment to reducing methane 
emissions from its operations by 15 per cent and fl aring by 
25 per cent by 2020 (the base year is 2016), and reducing 
the GHG intensity at the Canadian oil sands facilities by 
10 per cent by 2023. Since 2000, the company has invested 
more than $9 billion in its facilities and research to develop 
and implement lower-emission energy solutions such as 
cogeneration, algae biofuels, and carbon capture and storage. 
However, considering the time period of almost two decades, 
this amount is minuscule. Recently, ExxonMobil and FuelCell 
Energy signed a new, two-year joint-development agreement, 
worth up to $60 million, on carbonate fuel-cell technology for 
capturing carbon dioxide from industrial facilities.

Its 2018 Outlook for Energy report anticipates that global 
energy needs will rise about 25 per cent by 2040. Its short-
term plan for this includes expanding the supply of cleaner-
burning natural gas, while long term it wants to pursue 
technologies to improve existing operations and develop 
alternative-energy technologies with lower carbon intensity. 
Since 2000, the company’s emission-reduction projects 
have eliminated or captured 400 million tonnes of CO2 
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which, again, seems inconsequential, especially when its 
total emissions or energy use hasn’t witnessed a signifi cant 
reduction over the years. In terms of key environment-
related metrics, there barely seems to be any noticeable 
improvements in reducing emissions or energy use.

Muddying the waters is the fact that ExxonMobil aggressively 
funded climate science deniers for decades even when it knew 
the gravity of this global issue. The company was researching 
the causes and implications of climate change since at least 
the 1970s but did the opposite of what any responsible entity 
would have done. Exxon denies this, of course. It doesn’t 
help that the ExxonMobil Foundation continues to fund 
organisations like the American Council on Science and Health 
(ACSH), a group that includes climate deniers. The company is 
also infamous for its many catastrophic oil spills.

Coal India Limited
The lone Indian corporation in this notorious list, Coal India 
Limited’s (CIL) vision is to ‘emerge as one of the global players 
in the primary energy sector committed to provide energy 
security to the country by attaining environmentally and 
socially sustainable growth..’ 

The company also says that it has ‘put utmost importance to 
protect environment by practicing and following sustainable 
mining practices right from mine planning stage’ but no 
concrete evidence is given to support this claim.

For environment protection and conservation, the company 
says that water-spraying systems, effl uent-treatment facilities, 
domestic-sewage treatment plants, and groundwater 
recharge have been deployed. CIL’s subsidiaries had planted 
around 97.65 million trees till March 2019. The company has  
partnered with International Solar Alliance (ISA), through a 
contribution of $1 million (approximately Rs 6.75 crores), to 
help with technical know-how for renewable-energy projects. 

CIL plans to install 3,000 MW capacity solar power 
plants to become a ‘net zero company’. There are a few 
initiatives taken up for land restoration, air pollution and 
water management but these are limited in scope. Data 
on environment-related metrics and emissions are missing 
except for a few on energy consumption, which hasn’t 
declined signifi cantly. That the company was pulled up by the 
CAG in 2011 for operating 239 mines in 7 coal-producing 
subsidiaries without environmental clearance doesn’t inspire 
much confi dence in its so-called commitment towards 
mitigating global warming. Last year, the Odisha state 
pollution control board issued notices to Coal India mines 
over its many environmental failings.

CB Thoughts
It’s not a surprise that large corporations whose business 
is fossil fuels will attempt to defl ect and deny responsibility 
for their part in fuelling the climate crisis. The interesting 
thing to note is that after decades of lobbying against 
environmental regulations, denying the science, and funding 
reports that contradicted the scientifi c consensus, these 
companies have fi nally realised which way the wind is 
blowing and are now paying lip service to combating global 
warming. 

However, it seems to be a case of much ado about nothing. 
Substantial efforts to reduce emissions and energy use and, 
more importantly, divest away from fossil fuels are missing. 
In this scenario, they continue to wreak much havoc on the 
planet while raking in the massive profi ts. It goes without 
saying that without global, concerted efforts to force them 
to do the right thing for the survival of life on this planet, 
these companies will persist with their business as usual. 
Unfortunately, with capital on their side, people power is the 
only way to counter their systemic hegemony that threatens 
each and every one of us. Any Green New Deal has to grapple 
with the implications of fossil fuel power.  
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Those who are eyeing the spoils of this pandemic
By Padma Pegu

In a Covid-19-hit world, there is a 
whole new parallel socioeconomic 

ecosystem that is emerging, and in a way 
that is turning more than our health 
system on its head. We now have a mask 
for every occasion and dress type, a 
sanitiser to suit every mood, a Facebook 
challenge (covering saris and books 
and fi lm scenes and random workouts) 
for every type of bored mind, a Zoom 
meeting for every situation, a charity for 
every conceivable need, and a joke for 
every twist in the story that is playing 
out in our lives. 

Basically there seems to be a solution 
for every roadblock that has the 
potential to hamper business, and a 

business opportunity in every roadblock. 
So there are solutions, and then there 
are solutions. Not every solution 
purported to be one is a solution 
though. We just have to learn to read in 
between the lines, in this case the press 
releases. 

Not being able to get customers 
to the car showroom? Give them a 
three-dimensional, virtual reality-driven 
experience of the car, and voila, you got 
a sale there. Scared that the funding 
from the corporate’s CSR kitty will 
come to a grinding halt, since how are 
you going to be running your education 
training programme out there in the 
fi eld—at least in the immediate future? 

One way can be to issue a series of 
press releases announcing your ‘remote 
learning’ initiative supporting 10,000 
or more students and more than 
500 teachers, engineered to deliver 
5,000 hours of online learning. How? 
By getting 5o experts to do the job, 
silly. How again? Zoom of course. But 
do those children and teachers have 
smartphones or computers or laptops? 
Oh well.

Here at CauseBecause, in the fi rst few 
weeks of the nationwide lockdown we 
received hundreds of emails announcing 
so-and-so’s massive donation exercise 
(relating to food kits, PPE kits, hygiene 
kits, education kits, the PM-Cares Fund, 
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etc.) and outreach efforts (to spread 
the word on hygiene, precautionary 
measures, and suchlike). We decided that 
whoever had fi rst said anything about 
there being ‘too much of a good thing’, 
did not know any better. 

Yet, despite the very public outpouring 
of love, in cash and kind, the tidal wave 
of poverty, hunger and displacement hit 
many millions, and how. The images of 
the walking people – pictures of extreme 
stoicism, oftentimes not even betraying 
that most basic of sensations, hunger 
– will haunt for a very long time. And 
I believe we should hold on to those 
images, as a reminder of the things that 
need to be corrected before we next 
go out in the world tom-tomming our 
achievements in this fi eld and that, which 
may be true even but let not that put 
a veil on the other truth that is abject 
poverty, widespread illiteracy and a 
grossly unequal social security apparatus.

Talking of education, a global technology 
company announced its intention to 
deliver ‘a combination of educational, 
engaging and fun online and printed 
content which support remote teaching 
and learning.’ (The press release also 
mentioned 2D Augmented Reality 
content.) Sadly, against the backdrop of 
such ambitious (and hopefully well-
intentioned) plans, they still did not have 
answers to our rather straightforward 
queries on how they planned to reach 
children from poor families, since 

currently these children had no means 
to access learning material, and whether 
they would be partnering with schools. 
I suppose the the questions were too 
simple for their liking.

Chocolate brands distributing 
chocolates for free (saying it’s their way 
of showing gratitude to our frontline 
workers) and then expecting media 
mileage from that leaves a bittersweet 
taste in the mouth, doesn’t it? Ditto for 
the footwear brand donating footwear 
to migrants, apparently to ease their 
journey back home. (They all do have 
advertising budgets to take care of 
branding needs). Why is any entity that 
is doing good for the sake of only doing 
good, as they themselves claim, even 
looking for publicity? Some may say such 
acts of charity help to differentiate the 
brand and establish it as a brand with 
a heart, so to speak. After all, brand 
strategists do tell us that millennials in 
particular want to see the caring side to 
the brands they patronise. Yet, making a 
killing with what is really a humanitarian 
tragedy seems to be anything but heart. 
Some may say the reason is to inspire 
others to follow suit. Don’t know. 
Nobody has said that until now. It may 
be that I am naive in thinking along 
these lines. It may be that altruism and 
commercialism cancel each other out.

But why just the corporates with their 
well-oiled PR machinery? Many NGOs 
are making what at times feel like tall 

claims too. After all, not many want to 
be left out of the race to make quick 
programmes, quick benefi ciaries, and 
quick publicity (and therefore quick 
money too?). It’s an opportunity for 
them too, and all’s fair in helping and 
resource pooling, but let’s go easy on 
the media blitzkrieg, shall we? Why is 
there a need to fl aunt one’s feeding of 
the ‘poor millions’? By all means feed 
them, but there is no real need to have 
that channeled to the media through an 
expensive public relations machinery. 
Instead, divert that money to the cause 
you claim to be serving.

For all the good work that is happening 
here and there, let’s be clear that all 
NGOs are not made equal. One gets 
the feeling that the one who shouts the 
most about their so-called good work 
is not necessarily doing that much good 
work – it may be that they have the 
funds, the access, and the means to get 
themselves heard. 

Good work will get noticed. Period. 
Let’s not be quick in self-congratulating 
ourselves – the journey towards 
recovery is yet to begin and should be 
punctuated by insights and foresights. 
For now, let’s remember that the crisis 
is far from being over.

If the pandemic and the lockdown has 
taught us anything, it is the need to slow 
down. We all (should) know by now 
what that means.  
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CSR: Who should write your mandatory report?
By Ranjan Rayna

While the next few months are 
about guessing when will the 

new guidelines making CSR impact 
reports mandatory be passed, one must 
also wonder who will be measuring 
the ‘impact’ in the fi rst place. While I 
write down a few principles that social 
and environmental impact evaluators 
must follow, here’s sharing with you 
an abstract from my old piece on 
‘who’ should be consolidating all that 
information that must go in your CSR 
report in one fi le and will fi nally ‘write’ it.

Before I explain the inverted-commas-
induced stress on ‘who’ and ‘write’, 
let me provide pointers on why write 
a CSR or sustainability report in the 

fi rst place. Broadly, I underline only 
four reasons: a) to track, record and 
present as well as set benchmarks for 
the organisation’s way of doing business 
and its infl uence on society and the 
environment; b) to let stakeholders 
know how the organisation is investing 
towards sustainability and development; 
and c) to abide by Section 135 of the 
Companies Act 2013; and d) and to 
remain in sync with the Sustainable 
Development Goals (SDGs).

Here, I list out a few points that will help 
in identifying the right ‘writer’ within the 
organisation and help you in avoiding the 
mistakes that many Indian companies 
have made in the recent past.

NOT a public relations fi rm
The CSR report does act as a PR tool, 
but it is not that only. The CSR report 
is a medium to show how business 
was conducted in the past and that the 
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company is on a path that promises 
accomplishments. In contrast to a press 
release or other PR communications, 
the report is NOT about boasting about 
past CSR successes merely in words. 
A report that does not underline clear 
goals for the next year is like a boat 
with no compass. Your stakeholders will 
certainly want to know where and how 
your company is headed, and they will 
also want to see your claims backed by 
measurable metrics and numbers. For 
instance: the company harvested xyz 
cusecs of water and targets abc cusecs 
by 2020, and double of that by 2025. 
Your PR fi rm cannot set your goals, 
cannot predict your organisation’s future 
with close accuracy, and may end up 
exaggerating the past numbers – and 
your CSR programme ends up looking 
and sounding like a PR gimmick.

NOT your sales and marketing 
team
How will a typical marketing 
professional develop a report wherein 
he has to admit that the manufacturing 
process of his company leads to 
environmental devastation? The report 
demands a note on efforts (practical 
ways) being made for making your 
processes sustainable as well as eco-
friendly. This note has to be backed with 
half-a-dozen other activities that your 
company does towards environment 
conservation. For all intents and 
purposes, a marketing professional 
with pressures of meeting targets and 
developing the brand and the business 
certainly cannot talk about sustainability.

Moreover, there have been cases 
wherein marketing and sales teams 
wrote reports and camoufl aged facts. 
When these facts were unearthed 
by the stakeholders, the brand was 

severely hurt. Note that if you cannot 
acknowledge the negative impact of 
your business, then you should redefi ne 
the motive for writing a CSR report. In 
fact, in such a case you should not write 
a report in the fi rst place.

NOT your NGO partners
Focus on sustainable and responsible 
business practices does not make you a 
charitable organisation. A report from 
a typical non-government organisation 
may make you sound like one. As far as 
philanthropy reporting is concerned, 
NGOs may go ahead and write every 
‘cause and effect’ relationship they 
understand, but sustainable business 
reporting is not their business.

NOT freelance content writers
Mostly, if not always, content writers are 
a jack-of-all-subjects kind of writers who 
will take years to differentiate between 
profi ts and net profi ts, and will make 
your report either a complete hardcore 
news story or a juicy, fi ction-like 
drama—or even come across as typical 
website content. And if you opt for a 
typical content agency, all that you will 
get is a mix of the top 100 sustainability 
reports of top companies with ‘blank’ 
spaces (with a note asking you to fi ll in 
the spaces with appropriate numbers, 
percentages, fi gures or words).

NOT your HR, accounts, or 
corporate communications 
departments
Each department has an objective that 
is based on the belief that ‘we are the 
ones who keep the company afl oat’. If 
only one department is given a chance 
to write a report wherein content from 

all the departments have to be shared, 
you may be sure to fi nd a few pages 
that are extra bright, overwhelmingly 
appreciating a few initiatives/
achievements of one department, and 
underreporting the same of other 
departments. You can also expect 
missing content and back-and-forth of 
numerous emails, follow-ups and tussles 
on data sharing, information handling 
and the way of reporting. The confl ict-
resolving heads will end up solving cases 
of missing pictures and wrong surnames 
and misinterpreted numbers in the 
company’s CSR report.

Who then?
Well, the next best person after the 
CEO (who apparently does not have the 
time) will be an external resource – an 
individual with responsibility as well as 
authority to be able to share anybody’s 
work station at any time, and is allowed 
access to all the information from across 
departments.

This individual should have the talent 
and ability to sit and dine with the CEO 
to understand his vision, sip tea with 
the drivers and cleaners to get a whiff 
of the employees’ attitudes, connect 
with benefi ciaries (even if they are in the 
slums) of the company’s CSR activity, 
and have a great rapport with the 
company’s communications team.

Of course, s/he should also be a person 
of ideas who can weave statistics into 
human-interest stories as well as justify 
human-interest stories with statistics – 
all to ensure that the report is about a 
business that is sustainable or at least is 
making efforts to be one.  
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Let’s bike it
By Saloni Zutshi

It started with the need to feel 
physically fi t. Being at home for most 

of the time in the past months, there 
have been phases where sleep and 
eating rhythms were thrown off and 
sooner than later I began to feel not so 
healthy in my body. There was also the 
initial phase during the lockdown where 
one was religiously exercising everyday, 
eating right, and in trying to grapple 
with the new situation doing everything 
in a more or less healthy rhythm. Four 
months into the pandemic, a certain 
lethargy began to set into my bones. 
Indoor workouts weren’t killing it for 
me anymore. I knew I wanted to get out. 
And then it came like a lightning bolt! 
What with the clear skies and good-
quality air, there never was going to be 
a better time than now to be cycling my 
way around. 

We live on a very busy main street in 
South Delhi. With no cycling tracks 
in the nearby manicured parks, our 

children living in an independent house 
have had not many chances to bring 
their cycles out for a ride. The heavy air 
and smog for most times of the year 
didn’t help. So it was that many children 
in Delhi were growing up without 
being able to bike with their friends 
in the evening, or make a quick trip to 
their nearest grocery store as we did 
(because we could). That’s a troubling 
reality because children everywhere 
should be able to. Nevertheless, one 
could still embrace the bittersweet 
changes that every few generations 
experienced as we developed and 
modernised as a people. I too found 
myself accepting that our children would 
know a very different world from what 
we had shared with our parents. For 
instance, they didn’t know what it felt 
like to have a khaki-clad postman deliver 
a letter from your loved one that you 
had been waiting to receive. Very soon 
they may not know what a letter box 
even looks like. Every once in a while 

one was jolted by the thought that in 
the name of change and growth and 
development we had regressed rapidly 
and breathlessly, so much so that our 
children already didn’t know what it was 
like to have a blue sky and fresh air to 
breathe without fi ghting for it. And so 
when they gasped for air for most part 
of the year, in comparison it seemed to 
be a very small piece of their childhood 
that we grown-ups have had to take 
away, albeit with a very heavy heart and 
an often-reluctant mind. 

But the clean air in the recent months in 
the course of the nationwide lockdown 
and thereafter cleared to some extent 
my smoggy will and made way for me to 
be hopeful still. 

And so, despite the economic strains 
of the current times, my husband and 
I decided to invest in buying bicycles 
for the both of us. The children’s bikes 
parked in the garage had been waiting 
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In the wake of the pandemic, we were relegated to the confi nes of the four walls 
of our homes. The doors to the world outside were literally locked. What did 
however open in different ways and intensity for all of us were the many tiny 
windows that were tucked tightly away in our deepest corners and put to sleep. 

With this opening, people have begun to pause and refl ect on their ‘selves’ and the 
world, prioritise what is essential to living and what is not, and ruminate about their 
real purpose in life. The hope is that these windows have brought in a breeze of 
change in our thoughts and habits, that these will guide our thoughts in a direction 
that is constructive both in its content and intent, for the individual and others, 
that these will kindle love and empathy in our hearts and keep hatred at bay, and 
that there is now enough of an opening to ignite our will to nurture nature and all 
beings and keep destruction away. The hope is that this opening has also brought 
enough light for us to ‘see’ the same in a continued way in the times to come. 

Can our narratives become more inclusive to bring to the fore real and existential 
issues? We have to stop doing more of the same thing in living our lives; actually 
we need to do things differently more and more. Let the ‘simple’ walk into our 
closet, the kitchen racks, into our relationships with humans and gadgets, into the 
education of our children, into our communication and conversations. Let’s have 
dinner with simple on our plate. Let’s travel simple everyday. 

to see the light of day. We went to Old 
Delhi, to the cycle market that used 
to be when we were young children, 
somehow expecting it to deliver with 
the same trust as decades ago. In 
anticipation of riding back home from 
Daryaganj, in North Delhi, we put on 
our shorts and tees, packed our sippers, 
and were all set. I had fl ung out of 
my mind any care about the fact that 
dressed in shorts, I would fi rst have to 
walk through the stares and glares of 
all sorts of big and small men on the 
narrow, winding streets of the very 
old market. The thought of riding back 
through all of those stares was quite 
freeing already. As we walked around, 
the slowness in an otherwise busy place 
was almost endearing. Ancient arcades 
with carved arches were the entrance to 
these shops. At one such shop, through 
the arcade was seen a man snoozing 
with his back against the pillar at the 
centre of the room, one leg perched 
over the other and arms cushioning 
his head. His assistant was fi xing a tyre 
for a customer outside the shop, and 
a few cycles were parked inside. When 
asked if the one we were looking for 
was available, the man, most annoyed at 
being awoken in broad daylight, informed 
us of the shortage of stock. We thanked 
him and apologised for disturbing his 
nap and moved on to enquire at other 

shops in the area. To our surprise, there 
was not much available and the answer 
was the same — the stock was indeed 
limited. A tad bit hurt at not receiving 
what we had expected from our trusted 
old place, almost like when a child does 
not fi nd at his grandparents’ what he did 
each time he visited them (even when 
he may be visiting after many years), 
while knowing that the change is only 
real and to be expected. 

We decided to move on, determined 
to make our purchase, to a relatively 

newer wholesale market. Here too 
we took a round around the shops, 
doing a recce, understanding that the 
scene had changed completely and 
buying a bicycle was not any longer the 
simple task it used to be. Choice can 
be overwhelming for adults too. By the 
time we understood which bikes would 
best fi t our budget and need, the last 
available piece was sold out. We were 
duly informed of the shortage of stock 
again, this time with a reason too. After 
the lockdown, with most people still 
working from home and staying indoors 
unless it was essential to venture out, 
the traffi c on the road had considerably 
reduced and had led to an increased 
demand for bicycles, so much so that 
manufacturers had not been able keep 
up with the supply. Moreover, there was 
no certainty about when the new stock 
would arrive. We exchanged numbers 
with the shop owner and returned 
home to visibly disappointed children. 
They had been very excited at the 
thought of biking with their parents, 
although the reality of it seemed too 
unreal to them. It was now evident to 
me why it upset them more than it did 
us. A little glimmer of hope had been 
put out. Could they really go out to ride, 
the younger one joked, almost consoling 
himself and his brother to not expect 
the unexpected. I knew then that this 
was not just about our fi tness anymore, 
it was also an investment in hope and 
optimism for our children. Our small 



step towards reclaiming what should 
have been possible for the young anyway. 

The weather had become pleasant, 
cloudy and breezy all at once. It seemed 
like the perfect day to be riding along. I 
decided to go across the river and try 
the market there as a last attempt for 
the day. It felt to me that the time to 
wait had to end and I needed to make 
it happen. At this shop I found many 
professional riders, but what was more 
heart-warming was that there were 
many aspiring ones too. It felt like old 

times. Suddenly, a simple cycle shop 
which had been ignored in the business 
of our fast-paced lives had come alive 
again. This time it happened, and I 
found just the bikes we were looking 
for. Arranged carefully on the car rack, 
helmets in tow, we came back home. 
The children had been informed of our 
successful mission and they were ready 
and waiting with their bikes at the gate 
when we reached. Together we went 
out to ride. It was the very fi rst time for 
the children to be riding on the main 
roads and to be riding at all in a very 
long time. The excitement was palpable 
and the happiness fl owed. In a single fi le, 
one behind the other, we rode, and to 
communicate we even made a code! A 
certain number of bell rings meant we 
were okay; there was another pattern 
for when we needed to turn. On 
stretches where there was not much 
traffi c, I heard  the younger one sing 
along, making water wings as they rode 
through puddles of rainwater, ducking 
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when the branches of trees on the 
roadside were too low, and exhaling with 
exhilaration when the cool breeze blew 
against our sweat-wet bodies. We were 
on our way to our friends’ place and the 
thought that they could simply ride and 
reach there without being driven was 
quite freeing for them, and I might even 
have sensed a feeling of pride there. 

Our friends were equally excited to 
receive us. They welcomed us with 
lemon drinks and were quite eager to 
make us comfortable, more than usual, 

as if we had won a battle of sorts. They 
were inspired too, they said, to bring 
out and fi x their bikes, which had been 
eating dust all this while. When I shared 
how there was no stress of fi nding a 
parking place either, the bike seemed 
like the perfect option to them as well. 

It was a beautiful day, the ride was 
smooth, and cars and truck and bus 
drivers were considerate and kind, much 
to our surprise. Later that evening, 
when the children went to their beds, 
they recounted every little detail of the 
experience along with the new traffi c 
rules they had learnt, and drifted into 
the world of dreams.

As I lay recollecting the day’s events 
myself, what struck me was the ease 
with which we could navigate through 
the traffi c, even with children, which 
was much the opposite of how I had 
imagined it all this while. The fear, I 
realised, was not so real after all. To 

wait for the authorities to make cycle 
tracks (I had signed the petition too) 
or to give up out of fear did not seem 
like the only available options now. 
And I thought to myself, what if instead 
of 4 bikes there were at least 50 on 
that stretch of road. The image of a 
scene like that was very reassuring. 
What if every stretch of road had 
many more bikers instead of the few 
odd ones we spotted once in a while? 
What if apart from riding for sport or 
fi tness, at wee hours of the morning 
and disappearing from the worldview 
through the day, we began to ride, at 
least short distances if not long, for 
everyday errands and visiting friends 
and family nearby? This would render 
us more visible, and also those who 
ride for they have no other choice 
and have mostly been invisible to our 
eyes through the guarded lens of our 
car windscreens or cursed at for their 
audacity to be on the road despite 
their slow pace. Wouldn’t it make 
travel easier and safer for them too 
if they weren’t alone and had more 
of us riding with them, following the 
rules, co-owning the space with other 
commuters? 

While our children do regular 
workouts and could easily ride the 
distance, my husband and I had not 
exercised for a while, but we have been 
riding 10 km for the last three days. 
The point is: if we can, you can too! 
Not only did it make the blood fl ow 
and rejuvenate us, it also tired us just 
enough to get us to sleep on time. We 
got our rhythm back again. Biking is a 
great option for fi tness and health. It is 
also an eco-friendly way to commute 
and reduces the need for cars to a 
great extent. Isn’t it a wonderful gift to 
the childhood of our children? And a 
simple solution to many a problem?  

So, dear friends and co-inhabitants of 
this earth, let’s bike it!  

Saloni is co-founder, Ukti–The Delhi Waldorf 
School, and co-curator, Ukti Winter Fair, 
a platform for–and a celebration of–all 
things organic, natural, eco-friendly, and 
handmade.



The mainstream medium for everything alternative

Launched in 2018–19, One Action 
Alliance (OAA) is a CauseBecause 
initiative to bring together 
conscious citizens, responsible 
corporate groups and non-profi t 
entities to commit to One Action 
whose collective impact can 
bring about a needed, visible, and 
emphatic change. 

Between 2018 and 2019, over 80 
corporate groups and non-profi ts 
became signatories to the Alliance’s 
campaign for discarding single-use 
plastic and have minimised the use 
of the same at their workplaces.

OAA is registered at United Nations Partnerships for SDGs platform as one of the 
organisations driving actions towards achieving the Sustainable Development Goals (SDGs).

For partnership queries, write to info@causebecause.com

HARNESS
the collective strength of workforces 

at corporates and non-profi ts.

ENGAGE
in collective action – just one action 

that their counterparts at other entities 
are also engaging with.

BELIEVE
that you are not alone in it, 

because thousands of conscious 
individuals are there with you.

CHANGE
the status quo.



A Hero MotoCorp CSR INITIATIVE

For ideas and partnership proposals, write to 
wecare@heromotocorp.com

Thanks to solar streetlights, the menace of wild animals, 
known to attack infants and cattle, has diminished in 
villages across Rajasthan and Uttarakhand.

Likewise, a few village clusters in Haryana and Gujarat 
notorious for high statistics of late-night thefts are seeing 
less and less of these crimes.

Under Project Aarush,Project Aarush, about 20,000 solar streetlights have 
been installed in four states in India.


