Ref: KLEF/RO/MBA/2024-25 Date: 22-10-2024

Orders of the Hon’ble Vice-Chancellor dt.22-10-2024
CIRCULAR

Sub: Lecture Series of Professor of Practice of KLEF by Mr.
RAJASEKHARCHEEAKURTI, Managing

Director & Chief Operating Officer for PEAC Poland, for MBA Il year students in Strategic

Management — Communication - Reg.
Ref: Letter from Dr.K. Hema Divya, HoD-MBA.

%k k

This is to inform that the Department of MBA, KLEF, Vaddeswaram campus is organizing
Lecture series of Professor of Practice of KLEF by Mr. RAJASEKHAR
CHEEMAKURTI, Managing Director & Chief Operating Officer for PEAC Poland and taking up
case study sessions in Strategic Management for MBA |l year students as per the following

schedule.
About Mr. RAJASEKHAR CHEEMAKURTI

Mr Rajasekhar Cheemakurti is a proud alumni of K L University who acquired his B.Tech
Mechanical Engineering degree from KLEF in 2002. He did MS Finance from [ITM India and MS
Marketing from Poland, PLD from Harvard Business School. Currently he is working as
Managing Director & Chief Operating Officer for PEAC Poland. He served many organizations
in different leadership roles falling under C- Level. He is in advisory role of many prominent
companies. He developed multiple scaling platforms for companies.

Schedule of lecture series

S.No. Date Day Session Coverage
1 23-10-2024 Wednesday Case Study 1
2 25-10-2024 Friday Case Study 2
3 28-10-2024 Monday Case Study 3
4 30-10-2024 Wednesday Case Study 4
5 01-11-2024 Friday Case Study 5
6 04-11-2024 Monday Case Study 6
7 06-11-2024 Wednesday Case Study 7
8 08-11-2024 Friday Case Study 8
9 11-11-2024 Monday Case Study 9
10 13-11-2024 Wednesday Case Study 10

All the above sessions will take place from 10.10 AM to 12 NOON.

Web link to join above sessions

Strategic Management PoP sessions | General | Microsoft Teams



https://teams.microsoft.com/l/team/19%3AoMT7lppUVcI_UkR1ZQJPebnnTBYfi-gajjPeO1gFtdE1%40thread.tacv2/conversations?groupId=be8d9378-04ba-4da7-b16f-209b306907d6&tenantId=808cc83e-a546-47e7-a03f-73a1ebba24f3

For any further details Dr. D. Sundari Dadhabhai, Assoc. Professor, MBA, Mobile No: 90598
49965 can be contacted.

REGISTRAR

Mail & Hard copy to: Hon’ble President, KLEF
Mail to: Hon’ble Vice-Presidents,
KLEF
Mail & Hard copy to: Hon’ble Pro Chancellor
Mail & Hard copy to: Hon’ble Vice-Chancellor
Mail & Hard copy to: Pro Vice-Chancellors
Mail to: Chief Coordinating Officer-Dr.A. Jagadeesh
Mail to: Special Officer -Dr.A. Vani
Mail to: All Advisors / All Deans / All Principals / All Vice-Principals / All Sr.Directors / All
Directors / All Additional Deans /
All Associate Deans / Deputy Deans / PR Head
Mail to: Controller of Examinations-Dr.A.S.C.S.Sastry
Mail to: Joint Registrar / Deputy Registrar / Sr.Manager (Alumni Relations) & AR-Sri
A.Krishna Rao / AR-Dr.MVAL Narasimha Rao
Mail to: Advisor — NAAC & Hyderabad Operations - Prof. K.Koteswara Rao
Mail to: All HoDs / All Dy. HoDs / All Alt. HoDs
Mail to: Dr. K. Hema Divya, HoD-MBA
Mail to: All Il Year MBA Students

Thanks & Regards

gz Dr. K. Subba Rao
N REGISTRAR
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PROFESSOR OF PRACTICE SESSIONS ON STRATEGIC MANAGEMENT BY MR.
RAJASEKHAR CHEEMAKURTI.

L
ISEP!

Date:- 22-10-2024.
Mode of Meeting: - Virtual.
Duration of the meeting: - 2 hrs. (120 minutes.)

Mr. Rajasekhar, appointed as a Professor of Practice started his lecture series on 22nd October
for MBA 2nd year students in Strategic management. Mr. Rajasekhar is a proud alumni of KL
University who has finished his B.Tech in the sector of Mechanical Engineering in the year
2002. It was an honour and privilege provided to the students to understand and interact with
a deligate who is working currently as a Managing director and Chief executive Operating
Officer for PEAC Poland.

The session was commenced by Dr. Sundari Dadhabai Associate Professor at KLBS who

introduced the speaker.

Mr. Rajasekhar welcomed the students and described his professional journey. The session
covered NTFLIX case study, addressing the pattern and identification method dealing how to

work on case studies.
Some of the Key points he explained through case study are

The Netflix Harvard Case Study explores the company's journey from a DVD-by-mail rental

service to a global streaming giant.
It highlights key moments in Netflix's history, including:

Early Success: Netflix disrupted the traditional video rental industry with its innovative

subscription model and focus on customer satisfaction.

Shift to Streaming: The company successfully transitioned to streaming video, leveraging its

large customer base and recommendation algorithm.

Content Expansion: Netflix invested heavily in original content, producing critically

acclaimed shows and movies that attracted new subscribers.

Global Expansion: The company expanded its services to international markets, facing

challenges such as content licensing and localization.

Pricing Strategy: Netflix experimented with different pricing tiers and faced backlash from

customers due to price increases.



Competition: The emergence of competitors like Amazon Prime Video and Disney+

intensified competition in the streaming market.

Overall, the case study showcases Netflix's ability to adapt to changing market dynamics,
innovate, and build a strong brand reputation. It also highlights the challenges faced by the

company in maintaining its leadership position in the streaming industry.

To bring a close boundary to the session Mr. Rajasekhar assisted students with their queries.

Date:- 01-11-2024.
Mode of Meeting: - Virtual.
Duration of the meeting: - 2 hrs. (120 minutes.)

The session was commenced by Dr. Sundar Dadhabai Associate Professor at KLBS introducing
the speaker.

Mr. Rajasekhar welcomed the students. The session covered SHEIN Case Study, During the
session the following were discussed

The Shein Harvard case study delves into the meteoric rise of the Chinese fast-fashion retailer.
It highlights Shein's unique business model, which revolves around:

Ultra-Fast Fashion: Shein's ability to quickly identify and produce trendy clothing at
lightning speed.

Digital-First Approach: The company leverages technology to analyze consumer data,
optimize inventory, and streamline operations.

Social Media Marketing: Shein heavily relies on social media platforms to engage with its
target audience and drive sales.

Aggressive Pricing: The company offers incredibly low prices, making its products accessible
to a wide range of consumers.

While Shein has achieved remarkable success, the case study also discusses the challenges it
faces:

Sustainability Concerns: The company has been criticized for its environmental impact and
labor practices.

Quiality Issues: Some customers have reported concerns about the quality of Shein's products.
Competition: The fast-fashion industry is highly competitive, and Shein needs to constantly
innovate to stay ahead.

The case study invites readers to analyze Shein's business model, assess its long-term
sustainability, and consider the ethical implications of its rapid growth.



Sir has also discussed SHEIN with Zara and an article related to this was presented to
understand the statistics of both companies.

SHEIN Case Study Session Summary

The discussion centers around SHEIN, which has captured market share from established
fashion brands like Zara and H&M, known for being first-movers in developed countries. The
main concept of this case study focuses on how SHEIN has sourced very cheap raw materials
and started its journey with drop shipping, evolving into a world-class company, even
competing with major brands such as Amazon, Zara, and H&M. SHEIN’s primary target
audience is Gen Z, who are highly influenced by and spend significant time on their phones.
Capitalizing on this, SHEIN has leveraged platforms like Instagram, YouTube, TikTok, and
other social media to penetrate the market, promoting its cost-efficiency compared to Zara and
contributing to its rapid growth.

Key Factors in SHEIN’s Rapid Growth:

»  Transitioned to personal branding instead of relying on Amazon as a third-party seller.
. Established its own manufacturing units.

. Used Instagram and other social media platforms for faster growth.

. Mass production of designs and adopted an ultra-fast fashion model.

. Produced low-cost products with versatile designs.
Current Challenges Facing SHEIN:

. Low product quality.

. Environmental impact, including high water usage, as noted by the World Bank.
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then everything that was promoted was instantly rented out. Ihat changed to a ditterent tive
movies each day of the week, and they were all still instantly rented out. We tried to improve
the system to ensure that subscribers weren't referred to movies they had already rented.
Eventually, we realized that the promotional value of writing the editorial blurbs was zero.

fom Protect Tooks

Es)
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the inad of the traditional h system, Netflix engineers developed a
proprietary recommendation system to better balance customer demand. Upon signing into a new
account for the first time, customers took a short survey to identify their favorite movie genres, as I
well as rate-specific movie titles from one to five. Netflix's proprietary algorithm then relied upon

these survey results and the respective ratings of millions of similar customers to recommend films to
its subscribers. The recommendations page not only included a list of titles with a ranking of how
closely they matched the customer’s preferences but also a synopsis of the film, a description of why
the film was being recommended, and a collection of reviews from other subscribers)-As customers 3
rated each movie they saw, Netflix’s software refined its understanding of that custom« 5
and more accurately recommended movies that would appeal to him or her.
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Key to the success of Netflix’s inventory management was a filter placed between
the recommendation system and the results shown to the subscriber, screening for tho
were out of stock. The intent was to avoid frustrating a customer by recommending ¢
not immediately available, but a side benefit was that new releases were rarely on rec
lists, as they were the most likely films to be in short supply. The system increased thi #
Netflix’s library of films by satisfying customers with movies already acquired and in stock, rather
than requiring the purchase of more copies of newer films. Compared to traditional video rental ud
outlets, where new releases would make up over 70% of total rentals, new releases less
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) Furthermore, many people addressed about the | impact caused by the @
{Sonmerts fast-fashion industry—one of the most resource-intensive industries. '” Critics claimed that
SHEIN’s business model drove ption and envi I destruction. The global
e fashion industry generated about 4% to 10% of total greenl gas emissi more than all
international flights and maritime shipping combined. According to the World Bank, the
% fashion industry used 93 billion cubic meters of water every year—an amount that 5 million
Calls people could consume instead.® As SHEIN grew. it would receive additional pressure and
o criticism from its various stakeholders.
prse Like other Chinese brands, such as Huawei and TikTok, SHEIN faced political risks in the
international market. India, for example, had banned the SHEIN app along with a ban
on 59 Chinese mobile apps in June 2020. Though the company managed to relaunch in India
with Amazon as its platform seller. it did not have a separate e-commerce platform as of July
2021." Even without the policies of Donald Trump, geopolitical uncertainties between China
Apps and the US—SHEIN’s main market pected to remain.®
Finally, the exponential growth of SHEIN in 2020 and 2021 could largely be attributed to the
global pandemic, as customers could not shop in physical stores due to lockdown policies.?!
Until the pandemic settled and people began to resume a pre-pandemic lifestyle, with physical
shopping, it was unclear if SHEIN could continue to grow.
<
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found that “competitive pressures have pushed

business model innovation much higher than ex-
pected on CEOs’ priority lists.* However, this level

%
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of interest may not have been too surprising given UL
that the IBM study also found that companies A Asaikeerthana (Unverified) ®
whose operating margins had grown faster than
their competitors’ over the previous five years were AM  ABIR MAJI 3
twice as likely to emphasize business model innova- Mi
tion, as opposed to product or process innovation.* n AE  AKANKSHA ENIMIREDDY R
One CEO explained why his company’s focus on
business model innovation had grown: e N A
In the operations area, much of the il 2
and cost savings that could be achieved have al- n A Anitha(Unverified)
ready been achieved. Our greatest focus is on 2 >

business model innovation, which is where the
greatest benefits lie. It's not enough to make a dif-
ference on-product qualityor delivery readiness
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15/559C India's Alibaba: IndiaMART's Network Effects.

Such understanding enabled it to better plan and utilize its local offices around the country more
effectively to recruit different types of suppliers

As another example, during the early days, when every move would be unconventional, Dinesh
and Brijesh’s proximity to Indian culture led them to build a team of young talent instead of
more experienced employees. “Youngsters™ would more readily embrace new ideas and move
outside of their comfort zones, Experienced Indian workers had preconceived notions and
would very likely argue and debate with the founders on the rationale behind every move they
wanted to make. As time would tell, these troops not only helped establish the business, but
stayed with the company during rough weather. (See “Navigating Rough Weather” section
below.)

Deep understanding of the behavior of Indian citizens, including their price sensitivity and
value-for-money mindset, plus the comprehension of the operational difficulties faced by
Indian SMEs enabled Dinesh and Brijesh to adhere persistently to a “do-it-for-me” approach.
(See “Do-it-for-me” sub-section of “Appeals of “IndiaMART’s Appeal to Network Members”

SJ

below.) This approach gained wide acceptance and had become the de facto industry standard ud
in India. Indeed. IndiaMART had so fully deployed its local ad: that it_had
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Who Owns the Long Term? » PisscTive

Our fastest-growing and
most profitable business
today, international
small packages, took
more than 20 years to
produce consistent
profits.

-= Q Search

tries. At the time we bought the company in
1973, we were the number four advertising
agency in Germany. By 1979, we had lost every
piece of business that Famer had handied.
Why? Those of us in Paris had thought that
being one of Europe’s op creative agencies, a5

of globalization, justintime outsourcing,
rapid technological change, and empowered
consumers You camnot simply create solutions
for your customers week by week. You have to
prepare for what they will need In five or ten
years from now, 100, and that takes research,
effort i

well ight o tell
Famner’s people how 10 manage the details of
their business. Predictably, the Famer people
left and took their clients—who were perfectly
happy with their work—with them.

‘Two ocher pieces of advice. Firs, for service
‘companies to survive over the long term, man-
agers must be willing to tum down business
that they dont understand. Early in my tenure
as CEO, one of my managers asked me to look
over a potentialy lucrative piece of business in
the financial sector: He didn't fully understand
ywhat the chient was wrying torsell. When | had
the client come in to talk to mé about it the
description wasn't reassuring 1 concluded that
we could not accep the business, and the -
ent went elsewhere. Two years later the com-
pany collapsed and the client was in fail—and
the agency that had taken on the account also
fokded.

Second, companies that survive have leaders
who know when 10 step aside. I've been CEO
for about 20 years, and in that time we've
changsd the company completely. Ifs been a
great experience and, | think, a great achieve-
ment. But I'm also aware that being the right
man for the past 20 years doesn't necessarily
make me the right man for the next 20 years—

(" L/ M

You also must have the mettle to stick with
your vision. United Parcel Services expan-
sion beyond North America is a case in point.
In the mid-1970s, we saw the workd was slowly
growing more interconnected and interde-
pendent and conchuded that we had to get a
foothold in the international marketplace. To-
day, our fastestgrowing and most profitable
business is international small packages. But
it took more than 20 years for those intema-
tional operations to produce consistent prof-
its, partly because of our heavy investments
in the expansion during that period. Another
reason, frankly, was the need to experiment
and lean from our mistakes. | know because |
was on the team in 1976 that started our oper-
ation in Germany, which was our first outside
North America. We rushed in with a kickthe-
doorin strategy that depended on a U S-<entric
platform and then leamed the hard way that
we couldn't impose expatriate managers and
U.S. procedures on a foreign operation—that
we needed to adapt our way of doing things
0 the local culture and practices. But we did
leamn. Rather than abandon our vision in the
face of losses, we persisted. We applied those
same lessons when we started expanding
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