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to heavy fog in Delhi. While waiting for the boarding call, Jagdish Mitra,

the Chief Strategy Officer of Tech Mahindra, glanced through the business
plan of Saral Rozgar. Saral Rozgar was a mobile job marketplace for blue-collared
job seekers which he had developed along with his team. Saral Rozgar was one of
the projects that was close to Mitra’s heart and seemed to have the market poten-
tial for growth. The blue-collared job market in India was untested and there were
very few niche players who offered such a solution, therefore giving Saral Rozgar
an edge.

On 7 January 2015, the evening flight from Mumbai to Delhi was delayed due

Although he was a firm believer in the concept of Saral Rozgar, Mitra was in a quan-
dary while taking the decision to expand its footprints. Tech Mahindra, a technology
company, had no experience in running a direct-to-consumer (D2C) business. Also, a
successful business model to benchmark Saral Rozgar did not exist in the market. He
boarded the flight immersed in these thoughts. Considering that the market oppor-
tunity was big for such a product, Mitra pondered on what should be the mode to
scale up this business while also contemplating about its growth strategy.

BACKGROUND

Mitra’s association with Tech Mahindra was more than two decades old. He was the
founding CEO of CanvasM Technologies, which took shape in 2006 when Motorola
and Tech Mahindra joined hands to test the waters of the dynamic Indian mobile
value-added services (M-VAS) market. In 2010, Tech Mahindra bought out the stake
owned by Motorola and thus, CanvasM became a 100 per cent subsidiary of Tech
Mahindra. Over the years, CanvasM had become a formidable player in the VAS
market with continued growth across the segments of telecom services (Exhibit 1).
Post the merger of Mahindra Satyam and Tech Mahindra in July 2013, the board
decided to merge entities like CanvasM to the parent company, Tech Mahindra.
Jagdish Mitra was asked to head the strategy arm for Tech Mahindra. An additional
responsibility to form the growth factories initiative for incubation and launch of
technological disruptions like Saral Rozgar across other product categories was
added to his portfolio.

VIKALPA ¢ VOLUME 42 e [SSUE 3 o JULY-SEPTEMBER 2017 153


http://crossmark.crossref.org/dialog/?doi=10.1177%2F0256090917719981&domain=pdf&date_stamp=2017-08-15

Exhibit 1: The Top 10 Mobile VAS Players in India
(2011-2012)

FY 11 FY 10
(in US$; (in US$; Growth
Rank Company Mn.) Mn.) (%)
1 OnMobile 115.06 101.95 18
2 Mahindra 67.07 61.08 15
Comviva

3 IMImobile 66.42 34.81 100
4 Spice Digital 47.35 39.97 24
5 Hungama 45.00 37.05 27
6 One97 39.21 26.05 58
7 Canvash 22.50 1797 3

Technologies
8 ValueFirst 21.43 15.72 43
9 Altruist 16.50 1033 67

Technologies
10 ACL Wireless 12.86 15.27 -12

Source: Singh, Singh, and Nagaraj (2011).

Exhibit 2: Indian Mobile VAS Market

Value of MVAS market in US $ Billion
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Source: IAMAI-IMRB Report 2013.
Notes: E = Expected and P = Projected.

The Indian mobile market has expanded rapidly,
thereby creating need for mobile-based utility services
(GSMA, 2015). With this steady growth, the future of
Indian M-VAS market looks promising (Exhibit 2).
In this space, Tech Mahindra offered services in
various segments such as systems integration, appli-
cation hosting, outsourcing services, service delivery
platforms, content aggregation, content hosting and
delivery, and a broad range of M-VAS applications. One
such service was Saral Rozgar, a mobile job exchange
platform created to help the entry level blue-collared
job seekers to connect with the employers by using the
mobile phone and web applications. The service was
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launched in November 2012 and was operational as a
mobile VAS with few circles of telecom operators. Ever
sinceitslaunch, Saral Rozgar was widely acknowledged
across the industry and awarded by various national
and international bodies for the unique positioning.

MOBILE REVOLUTION IN INDIA

India is one of the fastest growing mobile markets
globally. Total mobile subscribers base stood at 1102.9
million as on October 2016 (Exhibit 3). Although the
majority of urban Indians owned a mobile phone, only
1 out of 10 rural Indians owned a mobile handset. The
age group of 25-35 years happened to be the largest
user group (UNICEF & DEF, 2013). According to the
TAMAI-IMRB Report 2013, in June 2013, there were 190
million Internet users in India, of which 91 million were
mobile users. This rose to 302 million Internet users
in December 2014, of which 173 million used mobile
Internet. In December 2015, the total Internet users
stood at 402 million with 306 million mobile Internet
users. It was projected that by June 2016, there would
be 462 million total Internet users with 371 million
mobile Internet users (Exhibit 4).

Telecom operators had invested heavily in improving
the rural connectivity, speed of broadband, and data

Exhibit 3: The Urban-Rural Mobile Base: Telecom
Subscription Data as on 31 October 2016

Total
Wireless +

Particulars Wireless Wireline Wireline
Total Subscribers
(Million) 1078.4 24.5 1102.9
Urban Subscribers
(Million) 621.7 20.6 642.3
Rural Subscribers
(Million) 456.6 39 460.5
Overall Tele-density 84.3 1.9 86.2
Urban Tele-density 155 5.1 160.1
Rural Tele-density 519 0.4 52.3
Share of Urban 57.6% 849% 58.20
Subscribers
Share of Rural 42.3% 15.9% 41.7%
Subscribers
No. of Broadband 200.4 179 2183

Subscribers (Million)

Source: TRAI Report 2017.
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services in urban India. The total number of 3G
subscribers in India was expected to grow from 42
million in 2013 to a whopping 284 million by the end of
2017 (Srivastava, 2015). Traditional mobile services such
as voice calls and SMS was replaced by the data services.
There was a shift of focus in the mobile content towards
email services, chat, social networking, gaming applica-
tions, and news and information. The mobile phone was
perceived as a game changer in the field of communi-
cation, and its impact towards the social and economic
development of the masses was significant. Mobile
phones brought basic amenities to the doorstep of the
common man and helped in addressing issues related
to agriculture, citizenship services, financial solutions,
health care, and the basic level of education.

Exhibit 4: Mobile vs Total Internet Users in India,
2012-2016
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Source: Srivastava (2015).

GENESIS

In 2012, Vivek Chandok, Vice President, M-VAS, New
Products and Portfolio, was in charge of expanding the
consumer-based utility business of the CanvasM unit.
Chandok was a seasoned marketer and had worked in
the telecom and M-VAS industry with leading compa-
nies such as Bharti Airtel, Lucent Technologies, and
Idea Cellular. He had sensed that the Indian M-VAS
market was fast evolving and the changing preferences
of consumers would soon make the landscape compet-
itive. Consumer demand towards more innovative
service offerings was the need of the hour. He planned
to establish a portfolio of utility M-VAS solutions which
could be offered through a distribution channel, which
he named as the D2C channel.

Chandok coined the idea of ‘Saral’ for offering the

wide array of consumer and utility services offerings
for the rural and urban markets in employment, health
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care, education, and mobile commerce. The concept
of Saral Rozgar is depicted in Exhibit 5. During the
product development stage, Anshul Gupta, Head, New
Products, named the product offering as Saral Rozgar,
which meant easy employment or jobs for addressing
the wide need in India. As simple as the name of the
product carried, the platform offered easy to access,
low cost and high impact service offering to the job
seekers and enabled them to reach out to the job market
through the mobile phone.

According to Gupta,

Saral was positioned as a low-cost service with a unique
value proposition. It was easily accessible through voice
(interactive voice response) along with the combination
of web and addressed the needs of all the players in this
ecosystem comprising of the job seekers, employers,
employment contractors and manpower consultants.

Mitra recalled,

When we looked at the product positioning of Saral,
we couldn’t find any such organized portal or database
where a large pool of entry level blue-collared work-
force could be identified. In India, there were many
job portals offering job search services which cater to
the requirements for the graduates and lateral white
collared jobs in but there was no such service available
for the lower segment of job seekers at a wider scale.

Chandok stated,

The blue-collared job seekers had difficulties in regis-
tering or creating their resumes in an online job portal.
Considering Internet connectivity, computer penetra-
tion and electricity availability in smaller cities and
towns, they resort to the traditional sources for getting
jobs either through peer group referencing, paying
to middlemen/contractors, newspaper classifieds or
spending money in travelling in search of jobs to the
larger cities. Our idea of launching Saral Rozgar was to
address this issue and bridge the digital divide through
seamless information availability on the mobile phone.
This will help the job seeker of this category to access
relevant job information directly on his mobile through
SMS or voice calls.

He further added,

Even a person looking for the job in far off cities need not
travel unnecessarily but can opt for the choice of loca-
tions and get relevant job information directly reaching
him on his mobile. Even employers looking for similar
resources could directly reach out to the job seeker.
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Exhibit 5: What is Saral?

Saral

A Suite of Utility Services Accessible Through Multiple Mediums

Access to Voice Device Agnostic

Low Cost Operator Agnostic

E -governance

Employment

/

Social Networking \
Disruptive
t Technologies 4 Counselling
Mobile Payments Simplified

/

Positioning Saral As Citizen Journalism

\

Niche Content Services

Mobility for the Bottom of the Pyramid

Source: Created by the authors.

HOW DOES SARAL ROZGAR OPERATE?

A call centre was set up in Noida located in the National
Capital Region (NCR), which functioned from 9 a.m. to
9 p.m., seven days of the week with a dedicated team
of customer care agents. Keeping in mind the need for
vernacular resources, the call centre was manned with
agents who could speak the major Indian languages
such as Hindi, Bangla, Oriya, Marathi, Telugu, Tamil,
Kannada and Malayalam along with English. The job
seeker could dial in the number: 92-66-91-23-45 and
reach out to the Saral Rozgar call centre. They could opt
for the preferred language option and directly interact
with the agent to create the resume. The agent captured
all the relevant information of the candidate, including
the locational preference for job, skill category, and
salary expectations, and created a resume in less than
four minutes.

Post registration, the candidate received the relevant job
alerts via SMS or automated voice calls on his mobile,
prompting him to apply for various vacancies through
the interactive voice response (IVR). An employer
looking for talent could seamlessly search the Saral
database or post his requirements through his mobile
or through the web portal. The employer could initiate
self-built campaign management tools which triggered
automated SMS and customized voice calls to the candi-
dates directly from the Saral portal. An employer could
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subscribe to the Saral Rozgar portal by selecting the
various subscription packs or contact the sales team
for customized corporate packs. The candidate had the
option to subscribe to the service by procuring the Saral
Rozgar card from the market and availing the service at
less than US$ 1 for 60 days (Exhibit 6).

On April 2013, Saral Rozgar was launched as a VAS
utility service with Tata Teleservices across all the circles
and soon after with Unino in Gujarat, Uttar Pradesh,

Exhibit 6: Price Packs for Job Providers and Job Seekers

Job Providers

Value Packs Validity  Job CV View/ OBD

(USS) (Days) Posting Download SMS (Voice SMS)
15 30 3 100 No No

37 45 05 300 Yes  Yes

75 60 15 600 Yes  Yes

150 90 50 500 Yes  Yes

180 90 75 750 Yes  Yes

For corporate employers, packs range from US$ 745 and other
customized solutions.

packages offered through the Saral

Job Seekers Rozgar Card for < USS$1 for 60 days

Source: Company data, Saral Rozgar.
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and Haryana. In the first quarter of 2013, it went live
with Bharti Airtel across all the circles in India. In
December 2014, the overall registered user base of Saral
Rozgar crossed one million mark and by January 2015,
it touched 2.5 million covering more than 500 locations
across India.

One of the regional sales manager of Saral Rozgar
stated,

The average cost for a job search for a semi-skilled/
unskilled candidate ranges from US$ 4 to US$ 25. This
cost was primarily for the purchase of newspapers,
creation of the resume, payment of registration fees
to the job consultants, cost of communication through
telephone calls and sometimes also paying the agency
charges for job interviews which can be equivalent to
the first month’s salary of the candidate. By registering
with Saral Rozgar, the job seeker can apply for a job out
of more than 100 categories of jobs.

PRODUCT FEATURES OF SARAL

Since the target audience for Saral Rozgar was not very
educated, the product design incorporated voice appli-
cations in order to provide ease and access to the users
(Exhibit 7). Gupta stated, "We designed and developed
several innovative features over the voice so that it
becomes easy for the job seekers to shed off their hesi-
tations and be comfortable talking to the agents in the
call centre.’

Exhibit 7: Product Flow of Saral Rozgar

Job Seekers

Register Through the
Voice/the Web

Receive SMS/OBD
Alerts of Relevant Jobs

DIRECT CONTACT

Voice Resume

The job seeker in the blue-collared workforce segment
did not have easy access to the Internet and hence
were not in a position to create an online resume. Saral
Rozgar developed the feature of ‘voice resume’ which
was a self-introduction by the job seekers over the IVR.
While going through the database of job seekers, the
employers who hired candidates in sales, retail, and
BPO found this tool effective as it helped in under-
standing the communication and presentation skills of
the candidate. Amit Sharma, COO of Bharat BPO which
ran the ‘139’ call centre for the IRCTC and a subscriber
of Saral Rozgar informed, “We recruit voice process
agents for our customer care operations in bulk. The
voice resume feature of Saral Rozgar helps us in elim-
inating candidates at the inception and thereby saving
time and cost of recruitments.”

Outbound Voice Calls (OBD)

This feature helped the job providers to run the voice
call campaign to announce the relevant job openings by
dialling a recorded prompt through the existing plat-
form. An automated OBD could also be made available
to the IVR for a particular state circle or database of
users based on the users preferred choice of language.

SMS Campaign

The client was also able to run customized SMS campaigns
for existing and new user base with customized text

Employers

Registers Through
Voice/the Web

Posts Jobs Through
Voice/the Web

List of Matching
Candidates

Apply for the Job

SR COMMON
DATABASE

Alerts to Select
Candidates

Through Voice/the
Web

Source: Company data, Saral Rozgar.
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Receives Candidate
Contact Details
Through SMS/Email
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SMS up to 140 characters. It was possible to send an
automated voice SMS in vernacular language to the job
seekers through the integration of text to speech (TTS)
software.

Assisted Job Search (Multi-lingual)

Saral Rozgar had a multi-lingual call centre support
which provided handholding support to both the
job seekers and employers. It offered job counselling
services to guide the job seekers to the right kind of
jobs matching their skill sets. In certain situations, the
qualified agents even assisted the job seekers to prepare
them for the interview as a value-added services.

THE BLUE-COLLARED JOB MARKET IN INDIA

The NSSO survey data of 2004-2005 showed that the
working population in India was 459 million of which
only 6 per cent was in the organized sector while approx-
imately 93 per cent was employed in the unorganized
or the informal sector (FICCI, 2012). However, in 2012,
it was reported that 12 million workers comprising of
skilled, semi-skilled, and unskilled workforce joined the
unorganized sector on an annual basis (Dewan, 2012).
Surprisingly, only 2 per cent of the Indian youth and a
mere 7 per cent of the working-age population received
vocational training (Varma, 2013). Therefore, India had
vast challenges of not only producing skilled manpower
but also absorbing new applicants to the job market. The
Indian job search market mainly consisted of organized
staffing firms, labour contractors, and job portals.

Among the organized job portals, Naukri.com was
the market leader followed by Monster, Shine, and
Timesjobs. Info Edge’s Naukri.com had more than 15

Exhibit 8: Leading Job Portals in India

years of existence in the Indian market and was clocking
a sales turnover of US$ 100 million with a net profit of
US$ 20 million in the year 2014. Naukri claimed to have
a base of 39 million uploaded resumes. More than 95
per cent of the database was of white-collared (gradu-
ates and above) job seekers (Exhibit 8).

Chandok said,

The issue of blue collared job search segment remained a
concern as the users were neither readily available on the
internet through personal computers nor had computer
literacy to access information digitally. Hence, choosing
the internet as a medium of communication was the
biggest challenge for blue collar job portals. Moreover,
the unorganized and semi-organized segment of indus-
tries had peculiar consumer behavior where the owner
of the industrial unit was not having any actual measure-
ment of the recruitment cost in his mind. The traditional
ways like newspaper classifieds, employee referrals,
direct walk-ins and dependency on labor contractors
remained the common ways to fulfill the requirements.

According to Gupta,

An industrial unit in India had an annual attrition of
30-40% for blue-collared workforce with an average
hiring cost of US$ 4 to the US$ 10 per resource.
Moreover, it remained a challenge to depute skilled
manpower at the right time which sometimes impacted
the timely order fulfillment.

COMPETITION

There were few large companies working in the
blue-collared job market. Most of them were regional
players or market entrants trying to cater to certain
sectoral demands. One of the early entrants into this

Portal No. of Recruiters Enrolled Daily Jobs Posted The World Alexa Rank Target
Naukri 45,000 1,000 429 Lateral Hiring
Monster India 40,000 1,000 2,309 Lateral Hiring
Indeed India N.A 250 2,147 Sr. Management
Timesjobs 20,000 500 2,329 Entry level-ITES
Shine.com 30,000 1,000 2,480 Lateral Hiring
CareerBuilder N.A 400 10,638 International Hiring

Source: Alexa (2015).
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market was Babajob which was founded by Sean
Blagsvedt (based out of Bangalore) in the year 2007.
Sean had worked with Microsoft for a decade in the
USA and started Babajob to provide better job oppor-
tunities to the informal blue-collared job sector in
India. In six years of operations, Babajob had managed
to create a base of three million registered job seekers
and had predominantly worked with organizations
in Bangalore and few of the southern cities. Recently,
a leading Australian job portal Seek.com made a stra-
tegic investment in Babajob to expand its footprint into
the Indian market (Business Standard, 2015). A company
called NanoJobs operating out of Mumbai was formed
in 2012 catering to the demands of the hospitality, secu-
rity, and household sector. Kaam?24.com, a Delhi-based
start-up venture has started offering blue-collared and
entry-level jobs on phone (Exhibit 9).

Mitra opined,

There are few niche players in the blue collared job
market catering to the industrial demands, however,
there exists a gap in terms of looking at the larger
opportunity in this segment. Not a single company
had an annual turnover of more than US$ 1 Mn. There
seemed to be a bigger opportunity to grab and create a
leadership position for Saral Rozgar.

PRODUCT PORTFOLIO AND PRICING

There were two streams of revenue comprising of
subscription fees being charged from the job seekers
for a limited period of time and subscription packs for
job providers.

Job Seekers

Ajob seeker could subscribe to the Saral Rozgar service
by registering for the service and paying less than US$
1 per day from the prepaid balance in his mobile or can
directly walk into one of the telecom recharge or kirana
(retail) outlets and purchase the Saral Rozgar Card. The
minimum cost for subscribing to Saral Rozgar was less
than US$ 1 for a period of 60 days during which the
person receives relevant job alert on his phone.

Job Providers/Employers

On the employer side, subscriptions for the small value
packs were available over the Saral Rozgar portal. A
person could choose the required service pack online
and pay through debit/credit card, or Internet banking
and access the database of relevant candidates or post
the advertisement in the portal. For larger requirements
from SMEs and corporate customers, the sales team
provided product demos and sold higher subscription
packs. According to one of the sales managers from the
job provider team,

An SME unit spends a minimum of US$ 400 to the US$
3,000 per annum in hiring. This cost mainly comprises
of newspaper classifieds, fees to manpower contrac-
tors and consultancies and overhead expenses of travel
and logistics for a search of candidates. Apart from this
direct cost, the indirect cost of time, productivity and
idle capacity goes unaccounted.

The subscription packs being offered by Saral Rozgar
for the industry ranged from US$ 50 to US$ 2000 for

Exhibit 9: Comparative Analysis with Similar Blue-collared Job Solutions

No. of Jobs
Year of Market No. of Generated
Companies Establishment Technology Business Model Presence Subscribers (Annual)
Saral Rozgar 2012 Mobile voice and web,  Revenue from job PAN India 2.5 million job 1 million jobs
application on android  seekers - Saral cards, seekers
for job providers revenue from job 10,000 job
provider packs: online providers
and SMEs
Babajob 2007 Mobile voice and the Revenue from job South India, 3 million job 1 million jobs
web providers: household  Mumbai, seekers
sector, SMEs Bihar 3000 job
providers
Nanojobs 2011 Mobile voice and the Revenue from job Northern 0.5 million job 0.1 million jobs
web providers: SMEs Capital Region  seekers
Kaam24 2014 Mobile vice and the web  Revenue from job Northern 0.2 million job 0.05 million jobs
providers: SMEs Capital Region  seekers

Source: Compiled from the data collected from different company sources.
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one-time service offer, job posting, database search,
and long duration packs for quarterly, half-yearly, and
annual subscriptions.

According to Chandok, ‘Large corporate companies
like Glaxo SmithKline, Godrej & Boyce, Whirlpool,
Flipkart, SIS Security, Blue Dart and others are already
using this service for catering to their blue collared job
requirements.’

LAUNCH OF THE SARAL ROZGAR CARD

As an extension of the product feature, the Saral Rozgar
Card was introduced in the market in June 2014.
According to Chandok,

In the category of blue collared job seekers, there
exists much of speculation and trust in accepting new
services, hence launching a Saral Rozgar Card added
further tangibility and helped in gaining the trust from
the customers. The brand Mahindra helped in faster
brand recall.

The concept was drawn on similar lines from the
telecom prepaid vouchers which had a top-up value in
it with the validity period. As a service commitment,
a person procuring a job card for less than US$ 1 was
assured to get 60 days of validity with relevant job
alerts being sent to his mobile phone via SMS. These

Exhibit 10: Saral Rozgar Card

Source: Product team, Saral Rozgar.
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alerts were mapped with the job seekers preference for
the job category, preferred work location, and salary
expectations. The Saral Rozgar Cards were available
with more than 30,000 telecom and FMCG retailers
selling recharge services and other utility products
(Exhibit 10).

According to Chandok,

The biggest challenge was to create the awareness
among the industries on the advantages of such a
service. In order to prove the functionality of the
service, the industry need to embrace this concept
and that could only happen once we reach out to the
larger audience through a large scale brand awareness
program.

FUTURE OUTLOOK

The revenue grew from US$ 0.15 million in 2013-2014
to the US$ 1.37 million in 2014-2015. The subscriber
base reached 2.5 million in January 2015 (Exhibit 11).
Since the inception of Saral Rozgar in 2012, the product
has appeared to be successful under the growth facto-
ries initiative of Tech Mahindra. The board was keen
to see the growth of business ventures like Saral which
was aligned with the Mahindra group’s philosophy of
‘RISE’. According to Mitra,

Mahindra

Rise.
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The Indian blue collared job market had tremendous
potential. Saral Rozgar was one such initiative which
strived to create a positive impact to the prevailing
digital divide in this segment. Millions of job seekers
from the lower strata of the economy can get benefitted
out of this initiative.

He further added,

We were the only large IT Company which had taken
the plunge to introduce Direct to Consumer (D2C)

product concepts for the Indian market. It is essential
to evaluate the worth of further investing into a new
business venture like Saral while keeping in mind the
broader strategic vision of the company. Considering
the growth and market acceptability of the product, it
is also critical to scale up faster and look at the bigger
picture. You may continue to operate as a niche player
in the industry or become the harbinger of growth and
set industry standards.

Exhibit 11: Revenue and Subscribers Comparison Year over Year

NO. OF SUBSCRIBERS CUMULATIVE

3
2.54
25
1.9
2 1.7
1.5
1.5 i
I
I
0.5
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Ql Q2 Q3 Q4
M FY 1314 (in Mn) FY 14-15 (in Mn)
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035 034
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Source: Company data, Saral Rozgar.
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Exhibit 12: Proposed Organizational Structure for Saral Rozgar

Head Growth Factories
(D2C) IBG & Board

Vice President— VAS, New
Products and Portfolio (IBU D2C)

Business Head
Saral Rozgar (IBU D2C)

Source: Company data, Saral Rozgar.

The flight was nearing Delhi. Mitra looked outside the
cabin window as he pondered over his dilemma. He
understood that the expansion of Saral Rozgar called for
establishing a large-scale network of distribution. This
would need a dedicated team (Exhibit 12). However,
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