











in the world. Of course, the run
came to a grinding halt as cash-
strapped state governments started
delaying payments from 2011.

GROWING ROOTS
AMONG FARMERS
Bhavarlal Jain says companies are
driven to take on acts of corporate
social responsibility, led by rising
expectations of the world around
them. But it can only be superficial
unless it comes from within. “Many
companies outsource this work to
an NGO. What matters [is]: Are you
moved by what you do?” he asks.
Some entrepreneurs have
mission statements which focus on
maximising shareholder value, says
Jain. They are probably thinking of
themselves, since they are often the
largest shareholders, he quips! The
capitalist model of doing business

often tends to ignore society, says Jain.

Miles away from his office, Harish
Patil is a small farmer who grows
watermelon and cotton in a rocky
field. He uses drip irrigation systems
made by the Jains. But as much as the
systems, he is also in touch with the
company’s ‘associates’ and employees,
who visit at least once or twice a
fortnight. They offer advice on seeds,
saplings, crop spacing, pesticide,
irrigation and even buyback deals for
the fruit. Patil’s early lesson (on water
conservation) from them was, “Don’t
irrigate the soil, irrigate the plant.” He
now manages a good crop with just
three hours of water supply a day.

Over the years, Bhavarlal Jain has
built a team of agronomists, who train
the associates—hired from the region
to keep in touch with the farmers. VB
Patil, manager, agronomy and training,
is one of them. He takes pride in the
fact that he has worked for the state

government, for an MNC chemical
company, for a seed company
before moving to Jain Irrigation.
He heads the team of 100 associates
working in Maharashtra. Similar
teams exist in other states. They
specialise in individual crops, and
are able to hand-hold the farmer
right through, Patil says. He is in
touch with pretty much all the
important agricultural as well as
social events in the farmer’s life.
Very few companies have this kind
of network. “We are around for
weddings as well as funerals in the
family,” he says summing it up.

processing. The most recent example
of this is an onion-seed planting
machine, developed by the company.
A conventional agri-planter, costing
about Rs 50,000, was of little use

in small farms, apart from being
expensive. This machine costs Rs
15,000 and the company has sold it to
people who want to reverse-engineer
it to make it cheaper, he says.

Jain Irrigation’s mission is to ‘leave
the world better than you found it’.
Jain’s decisions as a businessman
are often based on this. “I have a
negative list of businesses,” he says.
“Iwill, for instance, never enter

‘Aparigraha’, the concept of non-
possessiveness inspires much
of Jain’s business and life... 85

percent of his wealth would go to

a trust that works for social good

THE JAIN WAY

‘Aparigraha’, the concept of non-
possessiveness, inspires much of
Jain’s business and life. He has
decided that 85 percent of his wealth
would go to a trust that works for
social good. He admires the work
that the Tata Trusts are doing and

is studying their model to see what
could work best for the Jains.

On a practical level, this principle
is applied in the company almost
daily. Jain Irrigation has labs for
R&D in seeds and tissue culture, and
work on various innovations. Yet, the
company will not file for any patents.

“The idea is for people to use the
innovation and maybe even make
it cheaper or more effective,” says
Sunil Deshpande, senior VP, food

mining, or any business that makes
money from human weaknesses.”
Sticking to this philosophy often
affects the bottom line. Coca-Cola
is a big customer for mango pulp,
used in its fruit drink Maaza. It has
suggested that the Jains extend
their preferred supplier status to
start providing sugar needed for its
beverage business. But Jain has not
allowed this so far. Reason? Growing
a water-guzzling crop like sugarcane
in Maharashtra, where the water
table is so low, is criminal, he says.
“We are here not just for this
quarter or this year,” says Jain,
taking a dig at market analysts. “Our
customer is the primary producer. We
will both be here for the next hundred
years, or five hundred,” he says.
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