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These are unpredictable times that we live in; we seem to have made huge
advancements in technology and lifestyle but we have diminished in security and
safety. Today, despite interconnectedness like never before, we live in fear of war
and violence. We may have cars and airplanes that get us to choicest of locations
within hours and minutes but we live with scarcity of attention and time. We have
prolonged our life span but we have jeopardised the earth we live in. We have
answers and algorithms to everything at our fingertips but we have lost the art of
survival. So, what did we really gain? What is this cycle of evolution in human
life really telling us?

When you reflect on the state of the world with an open, honest mind, you know
you did not do enough. With the climate and ecological emergency deepening, and
natural disasters at our door steps, it is important that every human reflects and
looks at how they are using their time and within it, their resources.

Change is the only constant. This is a truth that is both terrifying and freeing.
Human life has only a finite amount of time and what we do with it is very
important. You only understand that it is running out when you are older.

What are we striving for? What are the goals we have set out to achieve? What are
the measures of success we have set up? Is it a bigger home, a larger bank balance,
another car, another holiday, more clothes? What is the impact of our decisions on
the environment? The speed and scale of our actions is what will directly impact
the earth and life chances of the future generations, as well as that of every other
creature on this planet.

As countries we now speak of environment performance index, we talk about
carbon emission ratings, water quality index, global climate risk index and so
forth, we bargain over fuel and water and food and forests. But we do not talk
about intention. We do not talk about trust. We do not talk about doing the right
thing not just for ourselves but for others. We do not talk about leaving the world
better than we found it. On the barometer of leadership, we talk about focus,
resilience, grit and power but we rarely speak about compassion, kindness,
forethought, patience and generosity.

Maybe, just as renowned author Yuval Noah Harari has pointed out, we are
chasing powers that we do not know how to handle. The next time you look at
your smartphone, look hard. Next time, you buy something, think if you really
need it. Next time, someone tells you what success looks like, look again. Next
time you cast your vote, do it with real intention; the future depends on it.

A
P

Charu Chadha
editor




BIZ INDICATORS

FOREX MARKET 7-Oct-24 6-Sep-24

134.35
GBP 176.11
Chinese Renminbi (Yuan) 19.15
Indian Rupee (INR 100) 160.00
Euro 147.46
Australian Dollar -
GOVERNMENT SECURITIES Lowest
Discount rate of T-bill (Subject to latest
issuance )
Treasury bills (28 days) 2.64
Treasury bills (91 days) 2.88
Treasury bills (182 days) 2.98
Treasury bills (364 days) 2.99
PRICE INDICES 15-Aug-24
National Consumer Price Index 103.23

(base year 2014/15 = 100)

Source: Refinitiv Eikon, Nrb

P = Provisional, R = Revised
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IF I DON'T ADAPT,
I WILL FALL
BEHIND IN THE
RACE, WHILE MY
COMPETITORS

MOVE FORWARD.
NEW CHALLENGES
KEEP ARISING

AND WE ARE
EMBRACING THEM.
WE CONTINUE

TO EVOLVE,
CHANGING
OURSELVES TO
MEET THE NEEDS
OF NEPAL AND
THE NATIONAL
MARKET.
WHATEVER COMES
OUR WAY, WE WILL
KEEP MOVING
FORWARD.

AKASH GOLCHHA
DIRECTOR, GOLCHHA
ORGANISATION
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ARE BAD CLIMATE POLICIES CAUSING MY LEADERSHIP STYLE IS ONE OF
TRENDS, HURDLES & GROWTH MORE DEATHS THAN CLIMATE CHANGE? PERSEVERANCE AND SELF-RELIANCE. | HAVE
MOVING AHEAD, Al ADVANCEMENTS, FOSSIL FUEL USE, AND INDEED VIRTUALLY LEARNED TO MAKE DECISIONS ON MY OWN
SOCIAL COMMERGE, ADVANCED DATA ALL ECONOMICALLY VALUABLE MATERIAL WHEN THERE IS NO ONE ELSE TO BACK ME
ANALYTICS, FLEXIBLE PAYMENT OPTIONS, TRANSFORMATIONS OF THE ENVIRONMENT, AND | REMAIN COMMITTED TO MY PLANS, EVEN
EVOLVING FINTECH AND GREATER FOCUS ON ARE A TRADEOFF BETWEEN HUMAN WHEN OTHERS TRY TO UNDERMINE THEM. IT
SUSTAINABILITY WILL SHAPE THE FUTURE OF INGENUITY MAKING THE WORLD MORE IS ABOUT STAYING STRONG, BEING ADAPTABLE
E-COMMERCE IN THE COUNTRY AS IT DOES HOSPITABLE AND ENVIRONMENTAL CHANGES AND CONTINUOUSLY PUSHING FORWARD
THE REST OF THE WORLD. YIELDING UNINTENDED AND SOMETIMES DESPITE THE OBSTACLES. FOR WOMEN LEADERS,
DANGEROUS CONSEQUENCES.

STANDING UP FOR OURSELVES AND OUR VISION
REQUIRES NOT ONLY SKILL BUT RESILIENCE,
DETERMINATION AND THE COURAGE TO BREAK

THROUGH THE BARRIERS THAT STILL EXIST”

SHOVA GYAWALI

PRESIDENT, FEDERATION OF WOMAN
ENTREPRENEURS ASSOCIATIONS OF NEPAL
[_OPINION [_ECONOMICS

LEADERSHIP

WRITE TO US AT

LIKE US ON ON THE COVER

ADITYA DUGAR

editorial. b360@mediad.com.np Business360nepal PHOTOGRAPHER
SANJAY & RIPESH MAHARJAN

@ n COVER DESIGN

BIKRAM CHANDRA MAJUMDAR
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| WOULD LIKE TO

BE REMEMBERED

AS A SCHOLAR OF
INTERNATIONAL RELATIONS
FROM NEPAL. IN OUR
COUNTRY, THERE ARE VERY
FEW EXPERTS IN THIS FIELD,
AND INTERNATIONALLY,
NEPAL DOESN'T RECEIVE
MUCH ATTENTION OR
IMPORTANCE IN GLOBAL
POLITICS. MY HOPE IS TO BE
REMEMBERED AS SOMEONE
WHO CHANGED THAT
NARRATIVE, AS SOMEONE
WHO BROUGHT NEPAL ONTO
THE GLOBAL STAGE AND GAVE
ITAVOICE IN INTERNATIONAL
RELATIONS”

PRAMOD
JAISWAL

RESEARCH DIRECTOR,
NEPAL INSTITUTE

FOR INTERNATIONAL
COOPERATION AND
ENGAGEMENT
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IN THE
LEAD

ADITYA DUGAR

Director, Century Group of Companies

Aditya Dugar, Director, Century Group of Companies, is the third
generation of his family to lead the business. As an only son, it

was inevitable that he would follow in his father’s footsteps. After
completing his Bachelor’s degree in Accounting, Finance and
Commerce in Australia, Dugar returned to Nepal and interned for
a short stint at Sunrise Bank. He then pursued a Master’s degree at
Brunel University in London but the pandemic forced him to return
home early and complete the course online. The challenges posed
by Covid 19 were manifold when Dugar joined the family business;
a period that tested most businesses. He has since spent nearly five
years managing its operations.

Aditya acknowledges both the privileges and challenges of
inheriting a well-established business. While he appreciates the
foundation his father, Moti Lal Dugar, laid, he also recognises the
pressure to live up to his legacy.

To navigate the complexities of the business, Dugar made a
conscious decision to shadow his father for the initial years. This
allowed him to gain valuable insights into the industry and learn
from his father’s experience. Aditya’s education abroad provided him
with a broad perspective but he found that applying his theoretical
knowledge to the practical realities of the family business required a
different approach.

In a conversation with , Dugar talks about his
experiences and his future goals for the company.






My father
has achieved

so much, he
has built a
conglomerate
worth Rs 500-
600 crores, held
influential roles
in politics, and
IS very active in
philanthropy,
charity and
social services.
There is always
the question of
whether | can
live up to that
legacy.

How did you get into the family
business?

Being the only son, it was
always clear that [ would have
to step into the family business.
There wasn’t really another
option, especially since my two
elder sisters are married and
living in India. After studying
in Australia, where I completed
my Bachelor’s in Accounting,
Finance, and Commerce,

[ returned to Nepal and
interned at Sunrise Bank in the
Corporate Banking Department
for four months. I was involved
in the sanctioning and

approval of loans, particularly
large ones over 50 crores,
where [ had to prepare credit
approval packages and attend
consortium meetings.

After this internship, I
pursued my Master’s at Brunel
University in London. It was

a one-year programme, but
six months in, Covid 19 hit,
and I had to return to Nepal,
finishing the remaining classes
online. Despite the pandemic,
we had to keep our food-
related business running. So,
after completing my studies, I
joined the family business full-
time, and it’s now been almost
five years that I have been
managing the operations.

What are the pros and cons of
carrying forward a business legacy?
There are certainly pros

and cons. From an outsider
perspective, it may seem like
there are only advantages,

and no negatives. One major
benefit is that I have inherited

a well-established business. It’s
often said that being born with
a silver spoon is a privilege, and
I do feel fortunate. However, it

is important to understand that
I did not choose to be born into
this situation. It is something
that was given to me. Unlike
my father, who had to build
everything from scratch,
whether it was Century Masala,
hotels, or other ventures like
packaging, bikes, trading and
hospitality, I walked into a
ready-made business. This,

in itself, presents a challenge.
My father built everything

step by step, whereas [ had to
start at the top, which can be
overwhelming because of the
complexity of the business
model and operations. It is a lot
to take in all at once. So, I made
a conscious decision to shadow
my father for the first two to
three years, observing how he
works without interfering in the
day-to-day operations. I wanted
to learn as much as I could

www.b360nepal.com



because managing a family
business is very different from
what you learn in university. No
formal education truly prepares
you for it.

For instance, if you study
to be a CA, doctor, or lawyer,
the path is clear and written
out. But family businesses
are unique, and each one
requires a different approach
depending on the sector. While
my education abroad gave me
a broad perspective, applying
that knowledge to our business
was tricky.

Another challenge is
societal pressure. My father has
achieved so much, he has built
a conglomerate worth Rs 500-
600 crores, held influential roles
in politics, and is very active in
philanthropy, charity and social
services. There is always the
question of whether I can live

www.b360nepal.com

up to that legacy. People ask,
directly or indirectly, whether

I can fill his shoes. It is not

easy but I have full faith in my
capabilities and the value I can
add to the company. I know my
strengths and weaknesses, and I
am confident that I can make a
meaningful contribution.

Are there any changes that you have
initiated after joining the business?
We have made significant
advancements in the company
recently, particularly in the
area of technology. In fact, we
have seen a threefold growth
in this domain. To give you a
clear example, one of the key
innovations we have introduced
is Sales Force Automation
(SFA). Let me explain it
simply: previously, when our
salespeople went to the market,
they had to manually record

everything in their diaries —
orders, payments, stock levels,
everything. Now, they no longer
need to rely on diaries. We have
installed an app that allows
them to take orders, collect
payments, generate bills and
even take stock photos — all
from their phones.

If they notice a new
competitor in the market,
they can instantly upload
relevant data. This system
has streamlined everything,
making it easier for them and
for us. With just one click, I
can generate a market visit
report and track exactly where
a salesperson is on the map,
down to the minute details of
how much time they spend
with a client, which products
are being sold, and where we
need to focus our efforts. We
can even analyse sales data
region-wise.

Currently, we have
implemented this system in
the Bagmati region but within
the next six months, we plan
to expand it across Nepal. This
will simplify operations even
further. Now, salespeople can
manage everything on their
phones; no more carrying
around diaries, worrying about
rain, or dealing with extreme
heat. Everything is done
digitally, from their phones.

What are the values that you adhere
to when doing business?

My guiding principles,
values, morals and ethics
all come from my father. He
always tells me that we are
privileged — we can afford our
basic needs, we have a house
to live in, and that itself is a
significant privilege. What
I want to convey is that no
matter how much you earn, no
matter what social status or
power you gain, it is crucial to
stay grounded. You must always
remain humble, no matter
your success. It is essential to
understand the value of money
and know what you are earning
S0 you can wisely manage your
spending.

For instance, when I was in
Australia, I worked as a waiter
in an Indian restaurant. I served
food, washed dishes and even
cleaned toilets. I did all of it.

At the time, people would ask

me why [ took on those jobs,
given that I came from a good
background and could afford
more. But that experience was
life-changing. I worked there
for two years, and it taught me
the value of money. It showed
me how important it is to
understand how hard money is
earned and how to treat both
money and your employees
with respect.

In addition to that, I worked
as an umpire for a cricket
organisation. Every Sunday;, I
hosted three matches as the
umpire. I had to carry the
kit, set up the field, oversee
the games, and then pack
everything up afterward. I
remember earning $50 per
match, making $150 a day.
Those small earnings helped
me cover my weekly expenses
and [ am proud of that because
I could support myself.

That experience was a
major achievement for me.

As [ have mentioned, staying
grounded and humble is so
important. You should never
let arrogance or ego infiltrate
your work ethic because it will
hinder your success. I have
seen many business owners,
including some of my friends
and competitors, change with
time and money. But the lesson
my father instilled in me is
this: never let money, power or
social influence change who
you are.

Could you provide an overview of
Century Masala’s journey? Where
did the company originate and
what are some of its significant
milestones?

This is now a third-
generation family business or
rather, a second-generation
business in its third decade.
We have been operating
for nearly 30 years. It all
began with homemade spice
manufacturing. If you visit
Bhaktapur, you will see houses
where spices are still ground
by hand. That is how we
started too, around 25-27 years
ago, as a spice manufacturer.
At that time, the concept of
ready-made masalas did not
exist. No one was familiar
with the idea. Everyone
relied on homemade masalas
stored in plastic containers.

OCTOSBER 2024 | BUSINESS 360° 15



Today, whether
you compare us
with Unilever
P&G, Kellogg's
or Nestle, our
Processes

are just as
rigorous. This
high standard
IS our guiding
force and we are
committed to
maintaining it.
No one, whether
it be staff or
management,
can compromise

these standards,

even if they
wanted to.

Century revolutionised the
masala industry in Nepal by
introducing people to ready-
made masalas. And from

there, our business grew. I

still remember our first-year
turnover was Rs one crore.
That milestone showed us

the potential in the masala
market and we realised there
was a lot of scope for growth.
So, in addition to masalas, we
began expanding into other
products. In the early 2000s,
we introduced snacks followed
by pickles, breakfast cereals,
namkeen, tea and more. Today,
we offer a total of 750 products
across 12 categories; more than
any other FMCG company in
Nepal.

In addition to traditional
products, we have embraced
modern trends with items
like spring water, chia seeds,
flax seeds and pumpkin
seeds, catering to the growing
health-conscious market.
About 12 years ago, we made
our first export to Australia.
Now, we export to more than
25 countries. Century has
earned a strong reputation
for quality and our extensive
range of products is unmatched
by others in the market. For
instance, we now export to the
USA, Canada, Australia, the
entire Middle East (including
UAE, Kuwait, Oman, Bahrain),
Malaysia, Japan, Korea and
even Europe covering countries
like Belgium, Denmark, Italy
and Portugal.

Initially, Century was
mostly known to Nepalis, but
over time, our target audience
has expanded. Today, our
products are consumed not just
by Nepalis but also by Indians,
Bangladeshis, Pakistanis
and Sri Lankans. That is a
testament to how popular the
brand has become. And we
are still growing. Currently,
we are targeting the African
market, which presents a
huge opportunity, especially
with its demand for affordable
products and its sizeable
Nepali community. Africa has
the potential to be another
successful venture for us.
Altogether, we now
offer products across
12 categories.

How does Century balance
innovation with preserving
traditional flavours in its products?

That’s a very tricky
question because it is not
possible to connect every
product with tradition. For
instance, if we talk about
breakfast cereal, it is a Western
product, and we can't exactly
infuse it with a local taste.
However, we can innovate
and evolve something new
from it. For example, when
a competitor launches a
new product, it gives us an
opportunity to learn and
develop in a similar direction.
Our R&D team is highly
capable and often creates
something original on their
own.

When it comes to tradition
and Nepali culture, that is more
relevant to products like snacks
which are also often impulsive
purchases. You don’t go to the
store planning to buy them but
if something catches your eye,
you will pick it up. That is the
nature of impulsive buying and
we have done a lot of R&D in
that area.

Take, for instance, our
product Tropicana. We
introduced a Timur flavour,
which is deeply rooted in Nepali
taste. It is very distinctively
Nepali. Then there is Kurmure
where we introduced an Akbare
flavour, also known as Dalle
flavour, which is again very
traditional and Nepali. We
are continuously innovating,
introducing new products
like those with momo flavour,
sekuwa flavour and sukuti
flavour. Anything traditionally
Nepali that you can imagine,
we have integrated into our
products. This is our way of
promoting Nepali cuisine and
culture through food.

What quality control measures do
you implement to ensure safety and
hygiene in your products?

In this case, we required
additional certifications, such
as the Nepal Standard (NS),
ISO Quality Austria, India’s
Halal certification, and the FDA
certification for the USA, which
is particularly challenging to
obtain. Sometimes, their team
visits for quality inspections
to review our manufacturing

processes, hygiene standards
and operational parameters.
Everything is thoroughly
checked. As a result, our
work culture and operational
standards now align with
international levels.

Today, whether you
compare us with Unilever,
P&G, Kellogg’s or Nestle, our
processes are just as rigorous.
This high standard is our
guiding force and we are
committed to maintaining it.
No one, whether it be staff or
management, can compromise
these standards, even if they
wanted to. Our entire process
is extremely hygienic requiring
full gloves, masks, hair caps,
aprons and rigorous cleanliness
protocols. We use food-
grade chemicals for cleaning
and food-grade containers
for storage. Everything is
structured to meet international
benchmarks, ensuring we
adhere to the highest global
standards.

What sets Century Masala apart
from other local and international
competitors in terms of quality and
sourcing?

When it comes to local
brands, they often lack
consistency. Today they might
be around but tomorrow they
could disappear. Let me give
you a small example, CG
had also launched masalas
and mind you they are a
multinational conglomerate,
but it did not succeed. What
does that tell us? It is not
easy to survive in the masala
industry. No matter the quality
of your raw materials or how
established your brand is, if the
consumer does not like your
product, you won't last. Brands
like CG, Current, and Kwality
have all faced this challenge
and ultimately, they couldn’t
make it. However, Century
has earned the trust of Nepali
youth, Nepali citizens, and
even in the export market.
That is something we refuse to
compromise on.

Quality is non-negotiable
for us. For instance, a year ago,
our cumin, which comes from
India because Nepal does not
grow it well, saw a significant
price hike due to a poor harvest.
The typical price of cumin

www.b360nepal.com
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My vision Is
twofold: first, to
launch products
that are relevant,
up-to-date, and
trending. Second,
we are currently
exporting to 25
countries, and my
target for the next

five years is to
reach 50. We have
already begun the
groundwork to
achieve this.

was Rs 200-250 per kg, but it
skyrocketed to Rs 800 per kg

for authentic cumin. Despite

the availability of cheaper
alternatives, we chose to procure
the Rs 800 cumin because we do
not compromise on quality.

Many ask why some
other brands sell their
products for less. The answer
is simple — they use lower-
quality ingredients, like the
Rs 200 cumin. You can see
the difference by just looking
at the colour. Companies
often use artificial colouring
in turmeric or mix coriander
into cumin to cut costs. To
address this, we are launching a
customer awareness campaign
next month. It is crucial that
consumers understand not to
sacrifice their health for a lower
price, as it could have serious
consequences.

Our awareness campaign
includes simple at-home tests
to check masala quality. For
example, if you place red chili
in a glass of water, it should
sink if it is of good quality. If
it floats, the product is inferior.
You can do similar tests with
coriander, cumin and turmeric
at home.

You have likely heard of
MDH and Everest, both global
players in the masala industry.
However, their products contain
ethylene oxide and aflatoxin,
which are carcinogenic. As
a result, countries like the
USA, Hong Kong, Vietnam
and Singapore have banned
them. Although Nepal initially
banned them, they were later
reintroduced. We have never
engaged in such practices.

When we export to the
USA, the United States Food
and Drug Administration tests
our products for ethylene oxide
and aflatoxin. Our products
passed these tests and were
approved for sale, which is a
significant achievement for
us. We are competing with
multinational companies and
while their products failed,
ours passed. This makes us
extremely proud, as we have
never compromised on quality.

How have customer tastes and
preferences for spices and snacks
changed over time?

That’s a great question. For
example, 15-20 years ago in
Kathmandu, things like papad
and jaljeera weren't part of our
diet. We didn’t consume them.
People mostly stuck to the
traditional dishes. But now, with
globalisation and increased
migration, things have changed.
People are eager to try new
things. This is a positive shift
because it shows that people’s
tastes are evolving and they
are open to experimenting
with new flavours. This makes
our job easier as it gives us
the opportunity to be more
creative. We can experiment
with new products, be
innovative in our research
and development process and
try out different flavours and
tastes.

This newfound openness
gives more freedom to our food
tech team to push boundaries
and create new products.

Right now, our focus is on
ensuring that we bring a variety
of innovative and exciting
products into people’s kitchens.

What is your personal outlook
for Century in the next five to ten
years?

The concept of spring
water is my idea. I recognised
the high demand for spring
water outside of Nepal and
recognised the potential profit
we could make. We tested
the spring water in the Nepali
market, and it performed very
well. As a result, we are now
evolving the entire packaging.
We are working on introducing
it in glass bottles, and no other
company in Nepal has this kind
of packaging. The bottle will be
designed to a Western standard
so much so that if someone
sees it, they won’t even
recognise it as a Nepali product.
That is how good it will be.

Looking to the future,
we have to continue on this
path bringing products to the
market that are truly innovative,
unexpected, and necessary
products that people wouldn’t
imagine a Nepali company
could produce. For example, [
mentioned healthy products.
One thing I really want to

launch is healthy protein bars
which have strong demand as
well as protein powder and
other health-related products.
My vision is twofold:
first, to launch products that
are relevant, up-to-date, and
trending. Second, we are
currently exporting to 25
countries, and my target for
the next five years is to reach
50. We have already begun the
groundwork to achieve this.
Globally, Dubai’s Gulfood is the
biggest food exhibition and we
were the first private Nepali
company to exhibit there. We
also participate in Anuga in
Germany, SIAL in France, and
Thaifex in Thailand. My aim
is to participate in as many
food exhibitions as possible to
increase brand awareness and
expand our reach. Branding
is key. Without effective
branding, you cannot expand
your market, so it’s something
that must be a strong focus for
business growth.

Besides Century...

We have Hotel Harrison,
a four-star boutique hotel,
already established in
Biratnagar. Our new project is
coming up which is a mix-
use property, meaning it will
combine various facilities in
one location. In this hotel,
you will find a casino, banquet
halls, a shopping arcade, and
multi-purpose spaces. This
is a new concept for Nepal.
The mall has already opened,
and Radisson is nearly at the
civil structural completion
phase. In about a year and
a half, it will be operational.
Additionally, the banquet hall
we are building will be the
largest in Nepal, spanning over
10,000 square feet, and the
casino will occupy two floors.
It’s a unique project for Nepal.
Thanks to our experience with
Hotel Harrison and the crowd
it attracts, we have a strong
understanding of the type of
rooms guests prefer, their price
expectations, and their dining
preferences. We will use this
experience to enhance the
offerings in our new hotel. B
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ASHIT MAHATO
Chief Executive Officer
Dealayo

E-commerce in Nepal
is witnessing a remarkable
transformation. Wider access
and adoption of the internet,
accessibility and affordability

of smartphones, rising
disposable income, technological
innovations, and the adoption

of digital payment systems have
played a pivotal role in how
consumers shop.

Moving ahead, Al
advancements, social commerce,
advanced data analytics, flexible
payment options, evolving
fintech and greater focus on
sustainability will shape the
future of e-commerce in the
country as it does the rest of the
world.

To understand how the
e-commerce sector is evolving in
the country and what lies ahead,
in this edition of Business
360, we spoke to some leading
e-commerce executives.

SITARAM RIMAL
Founder & Managing Director
MeroShopping.com

OCTOSBER 2024 | BUSINESS 360° 21




22 BUSINESS 360°

OPINION.

| see the current phase as still the beginning
stage for the e-commerce industry in Nepal,
indicating significant growth potential

for the future. Quick commerce, where
deliveries are made instantly, will become
more common, and platforms will evolve
into comprehensive ecosystems offering
multiple services beyond just shopping. To
stay ahead, we are investing in technology,
raising market awareness, adding new
services, and focusing on enhancing our

service efficiency.

MANOHAR
ADHIKARI

How has technology
transformed the
e-commerce
landscape in Nepal?
What are some
emerging trends you
anticipate in the near

future?

Manohar Adhikari:
Technology is revolutionising
e-commerce in Nepal, primarily
through the growing use of
smartphones, improved internet
accessibility, and the adoption
of digital payment systems.
Looking ahead, I anticipate
growth in quick commerce,
more personalised shopping
experiences, and a greater
focus on sustainability within
e-commerce platforms.

Ashit Mahato: When we
launched Dealayo, we were
one of the few e-commerce
platforms in Nepal. Back then,
the concept of buying online
was still very new to most
people. Technology has truly
been the driving force behind
how far e-commerce has come,
especially in the last few years.

One pivotal moment was
the Covid 19 lockdown. The
lockdown period accelerated
digital adoption like nothing
we could have imagined. With
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physical stores closed, people
who had never shopped online
before were suddenly forced to
turn to platforms like ours for
their essential goods. It was a
tough time for everyone, but
from a technology perspective,
it pushed both businesses and
consumers to adapt quickly. We
saw an increase in demand and
had to upgrade our systems and
logistics almost overnight.
Mobile internet penetration
has also been key. With
more affordable data plans
and smartphones becoming
accessible to a broader
audience, people across the
country, from Kathmandu to
rural areas, are now able to
shop online. Today, the majority
of our users access Dealayo
through their mobile devices.

Al and Personalisation:

We have started using Al to
offer customers personalised
shopping experiences —
recommending products
based on their past behaviour.
In the future, Al will play an
even bigger role in helping us
understand what customers
want, even before they know it
themselves.

Sustainability: Consumers,
especially younger ones, are
becoming more eco-conscious.
We’re looking at more

sustainable packaging solutions
and delivery methods to meet
these expectations.

Rural E-commerce Growth:
As internet access continues
to improve in rural areas,
we expect to see a surge in
e-commerce demand outside
the major cities. That’s an
exciting frontier for us.

Subin Man Pradhan:
The rapid advancement
of technology has brought
significant changes to the
e-commerce landscape in
Nepal, leading to increased
accessibility, convenience
and overall efficiency. The
widespread adoption of
mobile-first platforms has
enabled people to shop anytime
and anywhere. Additionally,
the growing acceptance of
digital payments is gradually
reducing reliance on cash
transactions. The evolution
of the e-commerce landscape
in Nepal can be attributed to
several key factors. Firstly,
increased internet accessibility
has expanded infrastructure
and mobile connectivity,
allowing a broader audience in
both urban and rural areas to
engage with online shopping
platforms. Additionally, the
prevalence of smartphones
has fuelled mobile commerce,
prompting businesses to

optimise their platforms for
mobile use.

The rise of digital payment
systems, such as e-wallets
Fonepay, and mobile banking,
has further facilitated easier and
more secure transactions, with
services like eSewa and Khalti
becoming increasingly popular
for online purchases. Social
media platforms, particularly
Facebook and Instagram, play
a significant role in marketing
and sales, enabling businesses
to reach customers through
targeted ads and influencer
partnerships. SmartDoko has
emerged catering to specific
local needs and preferences
while supporting both
business-to-business (B2B)
and business-to-consumer
(B2C) transactions. Together,
these factors are reshaping
the e-commerce environment
in Nepal, making it more
accessible and dynamic.

At SmartDoko, we have
focused on improving our
logistics and integrating a
recommendation engine that
personalises the shopping
experience by suggesting
relevant products based on
user behaviour. Looking
ahead, I anticipate further
developments in Al-driven
shopping experiences and
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PIONEERING HOSPITALITY
IN NEPAL SINCE 1966

The Soaltee Hotels and Resorts is Nepal's first 5-star chain of hotels, known for providing luxurious
experiences. With six hotels currently and a commitment to excellence, we are expanding our footprint
Offering exceptional service, top-notch dining, MICE facilities, and a focus on sustainability, Soaltee is
redefining luxury in Nepal's hospitality industry. Our commitment to culture and tradition enriches the
guest experience, making Soaltee a top choice for travelers seeking opulence in the heart of Nepal.

T
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Soaltee Westend Itahari

www.sodltee.com

For Reservation: Q 977 4273999, 4270909 ® reservation@soaltee.com
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Scan the QR code and join to enjoy exclusive benefits
with Soaltee Heritage Club



























































































































































































