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Authenticity, Credibility and Expertise

ACE’ing the
Brand Experience



Brands transcend being mere logos or promoters of products and 
services; they have the power to establish profound emotional 
connections with their customers. Going beyond the transactional 
nature of promoting offerings, a strong brand connection is about 
forging emotional bonds that resonate on a deep level with the target 
audience. In the realm of successful branding, it's the ability to evoke 
emotion and establish meaningful connections that sets a brand apart, 
contributing to a customer's enduring affinity.

Trust
A key driver 

of value



In today’s competitive scenario, gaining customer’s complete trust requires 
marketers to consistently work on their brand building efforts. Greater access to 

brands, product options across categories, and a surfeit of information have 
made consumers savvier than ever. As a result, even legacy brands are finding it 
challenging to gain consumer trust in the long run. Brands need to find new and 
creative ways to engage continuously with consumers if they want to cut through 

the noise. Even the slightest hint of complacency can result in a decline in 
consumer trust, with even the most reliable and established brands capable of 

encountering challenges that spring a surprise.



To establish enduring trust, brands must stay attuned to the 
evolving preferences of successive generations of consumers. 
On one side, there exists a segment of customers for whom trust 
remains deeply rooted in a brand's legacy and the experiences 
they have grown accustomed to over time. These consumers, 
often loyal to traditional brands, exhibit a hesitancy to venture 
into uncharted territory. On the other hand, the emergence of 
Generation Z signals a paradigm shift. According to the 
Edelman Trust Barometer 2023, a comprehensive study 
spanning 14 countries, India's Generation Z makes 
purchasing decisions influenced by a brand's 
engagement. This demographic goes beyond 
evaluating a brand solely on its products and 
services; they prioritize brands that not only deliver 
excellent products but also contribute to 
social good. This dichotomy in consumer 
attitudes underscores the evolving 
dynamics within the market, 
challenging brands to navigate the 
delicate balance between legacy and 
innovation to meet the diverse needs of 
their audience.



In light of this, the 
upcoming 4th edition 

of the Most Trusted 
Brands of India is 
poised to bring together 
marketers for in-depth 

discussions on the 
evolving landscape of 

brand trust. The event will 
feature illuminating case 
studies that showcase the 

dedicated efforts each 
brand makes to nurture 
enduring loyalty. This 

gathering will spotlight 
visionary brands that are 
at the forefront of driving 
impactful change within 

the industry.

di�erentiated

Trust

that stand
leaders



This unique initiative has been shaped by insights gleaned from an 
industry-wide consumer study conducted by LeadCap Ventures with 
organisations appraised on the following parameters:

Parameters 

Adaptability 
and resilience

Holistic Customer 
Experience 

Reliability and 
consistency

Sustainability 
Efforts

Social 
Responsibility

Transparency and 
ethicality



Why 
Attend?

• GAIN INSIGHTS FROM LEADERS: Acquire valuable perspectives from 
industry experts.

• NETWORK WITH PEERS AND EXPERTS: Connect with peers and industry 
experts to expand your professional network.

• ENGAGE IN DISCUSSIONS: Participate in dynamic and engaging discussions 
on the latest trends and strategies in brand development.

• LEARN FROM USE CASES: Extract lessons from case studies around the 
creation of exceptional brand experiences.



• Manufacturing

• Real Estate & Building Material & Tiles

• Consumer Goods (FMCG)

• Construction & Infrastructure

• Telecommunication

• Education

• Healthcare

• Garments & Textile

• IT & ITES

• Hospitality

• Business Services

• Automobile & Auto Components

Industries
Covered

• Logistics & Transport

• Mining

• Electronics

• Agriculture & Agro-processing

• Gems & Jewellery

• Civil Aviation

• Food & Beverage

• Retail & E-commerce

• Travel & Tourism

• Banking, Financial Services & 
Insurance (BFSI)

& more…..



Media
Coverage

TELEViSED ON



• AkzoNobel India (Dulux)
• Amulya Mica
• Avery Dennison India
• BIRLA HIL PIPES
• Clear
• CP PLUS
• Dr. Ortho
• 
• East West Pharma
• Enamor
• EQ India
• Fenesta Building Systems
• Fossil
• Gemini oil
• Granules India Limited

• GreatWhite Electricals
• Haier Appliances (India)
• Hettich India Private Limited
• Hitachi Energy
• IIFL Finance
• Indian Bank
• Intervalve Poonawalla
• Kaya Limited
• Kisan
• KONE Elevators India
• Kotak Mahindra Bank
• Listerine
• LUX COZI
• Macmillan Education India
• Motorola

• MSP Steel
• Muthoot FinCorp
• MyTeam 11
• Nature Fresh
• Nayara Energy
• NTT Ltd. India
• Orient Electric
• ORRA Fine Jewellery
• Pankajakasthuri Herbals India (P) Ltd
• Parexel
• Pet saffa
• Reliance Digital
• Reliance MET City
• Rinac India Limited
• Roop Mantra

• Sharekhan Limited
• Shirdi Sai Electricals Ltd.
• Sprite India
• Sri Balaha Chemicals
• Switch Mobility
• Taj Mahal
• Tata Motors
• Tata Shaktee
• TCI Express
• Vijaya Diagnostic Centre

RADICALLY
REIMAGINING 
BRANDING 

With the brand landscape evolving 
dramatically, the Most Trusted Brands of 
India 2023 epitomise a new vanguard of 
brand leadership

In recent years, as consumers looking to adopt brands that resonate with their 
own personal values and sense of purpose, building a differentiated brand has 
taken on greater importance than ever before.

A clutch of eminent brands have realised this shifting of the sands, and reshaped 
their core proposition to build authentic, credible, and trustworthy brands. These 
are the Most Trusted Brands of India 2023, reigning supreme in the hearts and 
minds of consumers and embodying the spirit of brand purpose.

This research-based industry initiative by Team Marksmen celebrated brands 
worthy of this accolade by using multiple parameters, with an exclusive galaxy 
of brands recognised.

BRANDS EMBRACING 

Hindustan Times Media Marketing Initiative  |  Friday, 28 April 2023

CO-FOUNDERS DESK: 
INDUSTRY VIEWPOINT

India’s branding landscape has 
thrown up fascinating perspectives 
on the importance of sustained 
marketing investments, adopting 
technology, pursuing purpose, and so 
much more. Together, these factors 
can be a catalyst for brands to deliver 
business success in 2023, even amid 
global headwinds. The Most Trusted 
Brands of India 2023 represent a 
new wave of change of brands that 
are smartly investing in their future 
while understanding what it takes 
to fortify their position today. Their 
successes speak for themselves, and 
we are delighted to celebrate their 
achievements.

Brands are so much more than a 

They are a critical part of our 
lives and cultural fabric, and as 
the marketplace gets crowded 

custodians have realised that trust 
is a key differentiating factor that 
can build a moat around the brand’s 
bottom line. The brands recognised 
as Most Trusted Brands of India 
2023 understand and epitomise 
this fully. Their ability to deliver 
on promises, create unparalleled 
consumer experiences, and provide 
value to customers consistently has 
seen them earn this one-of-a-kind 
accolade.

The year ahead serves as something 
of an infection point for brands seeks 
to deepen their standing in the Indian 
market. By striking a balance between 
investing in measures that drive 
the more long-term strategic goals 
and embracing more experimental, 
engaging experiences that lay the 
groundwork for that bright future, The 
Most Trusted Brands of India 2023 
have created a blueprint of success 
for others to follow and aspire to. We 
salute their spirit of resilience and 
progressiveness.

A FORMULA FOR 
LEADERSHIP SUCCESS

Yohan Poonawalla, 
Managing Director, 
Poonawalla Group, 
talks about how the 
brand has driven 
growth through diverse 
initiatives, as he looks 
to future horizons

The Poonawalla Engineering 
companies, viz. Intervalve 

Poonawalla and Elomatic, are committed 
to maximising customer satisfaction 
by providing quality products, services, 
delivery and an environment that has an 
impact on our society as well as on the 
business. We continuously strive for the 
growth of our customers, employees, 
and society with passion, perfection, and 
performance.

Our endeavour is to exceed customer 
expectations in terms of solutions to 

Minerals, Metal & Mining, Steel, Power, 
Pharmaceuticals, Paints, Fertilizers, 
Specialty Chemicals, Water treatment 
segment, and other key process 
industries throughout the globe.

We have enhanced our new ranges 

capabilities.

This year 2023-24 shall be an exciting year 
for us as we shall be moving many miles 
further by adding our new manufacturing 
facility. Management and key department 
heads are working together in sync on 
common organisational goals. Our aim 
as a company is to jointly work towards 
our goals. Our team is determined and 
positive which is the most important 
aspect of our achievement.

For The Poonawalla Engineering 
Group, giving back to society is equally 
important, for many years the group 
has supported and provided growth to 
the Leprosy Committee by outsourcing 
the manufacture of some of Intervalve 
Poonawalla’s components creating a skill 
set for the people to uplift their livelihood 
beside other charities such as schools, 
gardens and hospitals.

“We make a Living by what we get, But 
we make a life by what we Give”

We believe in continuous improvements 
so as to match latest market trends and 
be in line with global standards while 

JEAN- 
CHRISTOPHE 
GOUGEON
Director and Chief 
Marketing O�cer
Sharekhan by BNP 
Paribas

when someone buys 
a product, when 
you buy a service, 
or open an account, 
at the minimum 
a brand needs to 
ensure that what 
you deliver is in line 
with what you say. It 
seems to be obvious, 
but nowadays, we 
see many brands 
speaking loud and 
clear, but in fact, 
consumers are often 
disappointed at the 
beginning as their 
expectations are not 
met. This is a very 
important topic to get 
right, even in 2023.

JOSY PAUL
Chairman and 
Chief Creative 
O�cer, BBDO 
India

People are often 
looking for meaning, 
not brands. They 
want authentic 
messages, brands, 
and interactive 
communication that 
allows them to get 
involved. It’s not just 
about Big Data, it’s 
also about emotional 
data. Today, we speak 
a lot about insights, 
But for me the true 
data is the data of the 
soul, that no one is 
telling you, and large 
research companies 
can’t get to.  The truth 
is, when you go to the 
absolute bottom of 
the ocean of human 
emotions, we are all 
the same.

DIGITAL TECH TO 
BOOST THE FUTURE 
OF PAINTS

Rajiv Rajgopal, MD, AkzoNobel 
India, outlines how collaborative 
innovation, disruption and 
digitalization will be the key to success

At AkzoNobel, we supply the sustainable and innovative 
paints and coatings that our customers, communities – and 
the environment – are increasingly relying on. With innovation 
being our DNA since two centuries, our world class portfolio 
of brands, including Dulux in the decorative paints segment, is 
trusted by consumers in more than 150 countries.

While young demographics and rising urbanization are driving 
the growth in India – one of the biggest decorative paints 
markets globally - increasing number of internet users are 
transforming the way brands are delighting their consumers 
with the power of digital tech. At Dulux, we know that a fresh 
coat of paint renews more than just walls. It empowers people 

spaces, but an expression of self-identity and creativity.

Embracing expectations of modern consumers, a digital-

more convenient for our millennial consumers, Dulux Simply 
Refresh (a disruptive range of Do-It-Yourself paint solutions) 

tech is enhancing the experience for our painters and channel 
partners while empowering them with real time tools.

The reality is that whatever industry you are in, the biggest 
change will most likely come from outside. Collaborative 
innovation, disruption and digitalization will be the key to 
success. With India’s startup ecosystem being the third largest 

collaborative innovation challenge with Indian startups by 
AkzoNobel. In partnership with our two winning startups, we 
are already developing solutions to accelerate digital CX  that 
will further boost the magic of Dulux and unearth new value 
for Indian paint consumers. A digital future awaits us. In turn, 
Dulux is ready to paint the future.

RAJESH 
KHUBCHANDANI AKASH TIWARI SHARAD GUPTA

BUILDING 
SOLUTIONS 
FOR A BETTER 
PLANET 

Aditya Khemka, 
MD, CP PLUS, elucidates how the 
brand has devised solutions by 
leveraging progressive technologies and 
breakthrough innovations

THE DEMOCRATISATION OF 
SECURITY AND SURVEILLANCE

Surveillance and effective security 
were once deemed a luxury that only 
the rich and privileged could afford. 
Not even 15 years ago when we 
started out, adding a set of 4-8 CCTV 
Cameras to your property meant 
spending lakhs. Being so expensive, 
they delivered the freedom of security 
only to a handful. 

Recognizing that surveillance and 
effective security were soon to be the 
necessity of the masses, I built CP 
PLUS with the foundation of making 
security more and more accessible. 
Over the years, we have accomplished 
a great deal in developing CCTV 
cameras that have the most advanced 
features and still are cost-effective. 
Adding value for money, we have been 

market with stand-alone cameras that 
have been integrated with multitude of 
advantageous services and functions. 
Our home security product line is 
being designed using the Internet-of-

Things, which has the power to revolutionize the entire industry. 

We are rapidly strengthening the capabilities of our products to deliver much 
more than expected. One camera or just a Video Doorbell can make your 
home smarter now. Reducing false alarms, we are focused on introducing 
technologies that keep you alert only when the need occurs so you can 
enjoy unparalleled security in your home or be in total control of your home 
even when you are away.    

Moreover, empowering Indians everywhere with a sense of security they can 
depend upon, CP PLUS is a pioneer Indian brand, working to provide not just 
physical safety but an enhanced standard of living to the global population. 

Recognizing that people from all walks of life require a security system they 
can rely upon, CP PLUS stands committed to keep on developing better, 
more advanced, and yet more economical solutions to cater to the needs 
of Indians everywhere.

FOCUSED FUTURE GROWTH AREAS

we are not just witnessing growth but rapid infrastructural development. 
The move towards developing sustainable infra and creating smart cities 
is also stimulating the surveillance and security industry. Not just physical 
security, the need for automation is emerging even in the remotest corners 
of the country. 

Understanding that only an Indian brand can truly cater to the varied Indian 
requirements, CP PLUS carries the trust of many national institutes and 
agencies including the Indian Railways, Navy, & Law Enforcement Agencies. 
From providing security at critical locations to enabling the public with 

in the pipeline through which CP PLUS aims to grow hand in hand with the 
community. 

which have the potential to reshape the way we live and do business. These 
emerging technologies have huge potential to enable the middle class to 
enhance their standard of living. And we are focused on penetrating deep 
into the real Bharat to ensure that Indians everywhere have the access to 
technology that can transform their lives. 

Moving in the direction of making India completely Atmanirbhar, we are 
also building alliances with Western chipset makers to produce special 
chipsets for CP PLUS under an ODM relationship with the long-term goal of 
packaging chipsets locally in India only.

Moreover, with our in-house R&D and production under the Make-in-India 
initiative, we aim to generate more and more employment opportunities 
to help India become truly self-reliant. While, at the same time, helping to 
improve the quality of the Indian workforce through conducting regular 
training programs across the country. 

With the spreading awareness about revolutionary solutions such as 

from every walk of life have started to realize that the dependability of an 

of growth for us.

BRAND
EDICTS A TECH-FORWARD TAKE ON 

TRANSFORMATION 
Susmita Nag, Marketing Head, Fenesta sheds light on how the brand has built a 
winning organisation on the strength of digital transformation and enhanced CX

As Fenesta celebrates 20 years of window excellence it is 
heartening to see how the windows & doors landscape has 
changed since its inception. Fenesta is the pioneer in uPVC 
windows and doors in the country and over the years has also 
expanded its product offering in Aluminium windows & Doors 
and Solid Panel Door categories. The brand’s continuous efforts 
and its innovative approach towards customer experience and 
personalisation, has helped shape the industry as it stands 
now.

One of the key areas where Fenesta has excelled is the use 
of digital to improve the consumer experience. Fenesta 
has invested heavily in technology and analytics to better 
understand consumer behaviour and preferences. This has 
enabled Fenesta to offer personalised recommendations to 
prospective customers and to design products that are tailored 
to their needs and geography.

Fenesta’s digital marketing efforts have also been highly 
effective. The company has leveraged various channels 
such as social media, performance marketing, search engine 
optimisation, hyperlocal marketing and email marketing to 
reach out to customers and prospects. Fenesta has also 
created a highly engaging and interactive website on the 
“Mobile First Philosophy” that provides consumers with all the 
information they need to make an informed decision about 
their fenestration requirements. In addition, Fenesta has a 
tailor-made software for the manufacturing and CRM that 
further helps in enhancing the customer experience.

Another area where Fenesta has innovated is in the area 
of personalisation. The company offers a wide range of 
customisation options for its windows and doors, allowing 

the type of glass and hardware. This level of personalisation 
has helped Fenesta to stand out in a primarily unorganized 
market and has been a key driver of its success. Also, Fenesta 
has integrated the WhatsApp for Business with its CRM system 
for making it easy for customers to connect with Fenesta’s 
support team.

Fenesta has also developed an AR enabled mobile app that 
allows consumers to visualise how their windows and doors 
will look in their homes before making a purchase and a 360 
VR walkthrough of signature studio to virtually preview the 
design. This not only helps the consumer to make an informed 
decisions but also makes the buying process more convenient 
for them.

Overall, Fenesta’s 
innovative approach 
towards data, 
customer experience, 
personalisation, and 
digital marketing has 
helped the company 
to stay ahead of the 
curve in a highly 
competitive market. 
As the company 
continues to invest 
in new technologies 
and tools, it is well-
positioned to continue 
its growth and success 
in the years ahead.

COMMITTED TO 
CUSTOMER-
CENTRIC 
INNOVATION

Anika Agarwal, Chief Marketing and 
Customer Experience O�cer, 
Orient Electric, reveals how investing in 
innovation and customer-centricity has 
driven the brand’s growth

With consumer needs and preferences changing fast, it is a brand’s ability to listen to and 
engage with consumers which helps it to become and remain relevant and competitive. 
As a consumer-centric brand, we endeavour not just to adapt but to unravel and surface 
the latent consumer needs and meet them with apt solutions which make life simpler 
and experiences better. Our sustained focus on customer centricity has enabled us to 

among others. A recent testament to our commitment to customer-centric innovation is Cloud 3 cooling fan with Cloudchill 
technology which can bring down air temperature by up to 12 degrees. This one-of-a-kind product has been much appreciated by 
the consumers. All these innovations are an upshot of our sustained investments in R&D and consumer insights.

awareness and the Government’s push for energy conservation. In this regard, we are continuously working towards bringing 

rating for LED bulbs. Similarly in Fans, we carry an extensive range of energy saving BLDC fans which promise up to 50 per cent 

LABELLING IT THE 
RIGHT WAY! THROUGH 
INNOVATION & 
SUSTAINABILITY

Saurabh Agarwal, Vice President & General Manager - 
Label & Packaging Materials, South Asia, Avery Dennison, 
identifies how savvy innovation has catalysed growth

Avery Dennison is a global materials science company 
that has been at the forefront of innovation in its industry 
for many years. During our journey in India, we have been 
creating possibilities in several areas to innovate and 
trigger the next wave of change. A few of them are:

INTELLIGENT LABELS: These labels use radio 

track products through lifecycle. From start to end. This 
technology allows the brands to gain real-time insights 

brand security and customer engagement. These can be 
used in various applications, including food and beverage, 
healthcare, and retail. 

SUSTAINABLE MATERIALS: Our organization has been 
heavily investing in creating more sustainable materials 
to reduce the environmental impact of the industry 
products. We have been focusing on using thinner 
materials without any performance impact overall. We 
are focused towards developing label materials that are 
made of recycled content and other sustainable alternatives. 

in our range of products. 

DIGITAL PRINTING LABEL SOLUTIONS: To cater to new age small batch, niche packaging needs, we 
have crafted an exclusive portfolio for catering to faster turnaround times and brands’ customization 
needs. It also adds to our sustainability goal by using fewer resources than traditional printing methods. 

At our newest manufacturing site in YEIDA, Greater Noida, we have adopted Industry 4.0 automation. This 

Indian market in the best way. 

Additionally, we are also leveraging technology in our employee practices too. For the last two years, we 
have been using a virtual assistant to gather employee sentiments and capturing feedback to further 
improve our employee engagement levels. All these progressive adoptions and many more in the making 
is what creates a stronger foothold for us in the market and enable us to serve our customers better in all 
aspects.

SMART 
SOLUTIONS 
FOR THE 
MODERN ERA 

Amit Gossain, Managing Director, 
KONE Elevators India, pinpoints the 
intelligent and sustainable solutions 
that help provide a better quality of 
urban life

KONE, a leading elevator and escalator 
company in India, has been investing 
heavily in technology centers in 
Chennai and Pune to focus on 
digitalization and IoT. KONE uses IoT 
technology for 24/7 monitoring and 
preventive maintenance to prevent 
system failures and entrapments. 
Our brand also emphasizes energy 

introducing machine room-less and gearless elevators that 
save up to 80% energy consumption. At KONE, we are exploring 
the use of solar energy as an alternative power source for the 
elevators.

KONE India has installed the world’s largest passenger elevator 
at Jio World Convention Centre – an epitome of our technology 
advancements. KONE heavily invests in after-sales service and 
maintenance, training technicians in Chennai, Pune, Gurgaon, 
and in collaboration with Chitkara University. We have formed 
a Technology and Innovation unit, combining Research & 
Development and IT functions and have partnered with IBM 
to use Watson IoT Cloud Platform and organized hackathon 
events to encourage new ideas and solutions.

The GST system is a dynamic law that has constantly evolved 
since its implementation in 2017. It has brought transparency 
to transactions and allowed the government to monitor and 
curb tax evasion at the source.

reconciling GSTR-2B with the books of accounts to lodge 
eligible Input Tax Credit (ITC) claims, and nudging non-

compliant sellers to report invoices in time or not pay GST 
components of invoice unless the seller reported it.

Actions such as these take a huge amount of time and effort 
if done manually or using conventional methods such as 
Excel sheets. With our advanced end-to-end GST and MaxITC 
solution, taxpayers can perform advanced reconciliations 
between GSTR-2A or GSTR-2B, GSTR-3B and books at 3x 
speed. One can sort invoices at the seller level and use in-
built communication tools to nudge 
sellers. Further, we enable auto-
population of Table-4 of GSTR-3B 
based on the reconciliation of GSTR-
2B with books, providing detailed 
calculations and documentation.

Clear solutions have a record of 
saving 24 person-days per GSTIN 
per year. Clear GST solution allows a 
business to save up to 2-7% in taxes 
with smart reconciliation and reports. 
You can claim 100% ITC every time to 
save an average of 4% GST.

SOLUTIONS 
POWERED BY 
TECHNOLOGY 

Archit Gupta, Founder & CEO, 
Clear, highlights how technology 
has catalysed a paradigm shi in 
GST compliance
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SUSTAINABILITY AS 
A DRIVING FORCE

Manashwi Banerjee, Head of Communications, India and 
South Asia, Hitachi Energy, expounds on the strategic nature of 
sustainability, and how it lies at the heart of the brand’s purpose

future for all. As electricity becomes the backbone of the future energy system, our technologies will be 

enabling the eco-system around us to commit to sustainability – we are investing in training our suppliers and co-creating eco-
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BESPOKE 
SOLUTIONS 
FOR BETTER 
OUTCOMES 

Sabarish Mohankumar, Joint 
Managing Director,  East West 
Pharma, delves into how the brand 
has improved access to best-in-class 
medicines for all

Manufacturing and marketing 
pharmaceutical products took on 
a new meaning in recent years, 
bringing with it recognition as well 
as responsibility. East West Pharma, 
due to its advantage of having its 
own plant, could tune in to trends and 
repurpose many drugs to meet the 
demands of a changed healthcare 
scenario.

The therapy group based SBUs 
helped the company to tune the offering to emerging needs 
for each segment. The wide range of SKUs that the company 
brings out for each formulation has also been a differentiating 

interventions. It is the overwhelming support and feedback of 
the medical fraternity that has helped the company chart a high 
growth trajectory.

For us, it has always been a work in progress. A lot needs to 
be done to help people live healthier lives amidst an alarming 
increase in non-communicable diseases. The pharmaceutical 
sector must play a critical role in ensuring that best-in-class 
products are made available to people, at an affordable cost.

A TRANSFORMATIVE 
GROWTH STORY 

Dr. Krishna Prasad Chigurupati, 
Chairman and MD, Granules 
India, speaks of how persistence, 
innovation, and excellence in 
execution laid the groundwork for 
sustained growth

THE BRAND STORY, AND STRATEGIC 
GROWTH LEVERS

Granules is helping solve healthcare 
challenges of humanity. Sector wise, 
healthcare is assumed to be of secular 
growth; however, pricing remains a 
concern. Generic players, like Granules 
India, help solve such affordability issues 
by providing inexpensive medicines. New 
geographies, new products, new solutions 
are the drivers for our growth.

Granules is a leading pharmaceutical 
manufacturing company known for 
quality products and innovation. We 
have a global presence and are a fully 
integrated pharma manufacturer. Our 
success is based on manufacturing 
excellence and cost leadership, built 
around our molecules, and we have a 
solid track record on quality, compliance, 

We are now ready to turn a new leaf in our 
journey and set to transform our business 
and take it to the next level. Our strategy 
going forward focuses on three strategic 
levers.

strengthening the core by 

cost leadership, mitigating supply chain 
risks, growing market share, and moving 
up in the value chain across select 
markets.  

The second strategic lever is innovation 
and R&D across our entire value chain 

formulations, API, and 
going all the way back to chemical 
intermediates by reimagining chemistry 
through innovative technology platforms 
that we are building.

The third part is to create a strategic 
lever through a sustainability play 
through our partnership by Greenko for 
Green Pharmaceutical Products, a one-
of-its-kind initiative. The initiative aims to 

achieve the twin goals of healthy people 
and a healthy planet by using green 
energy, green energy enabled industrial 
feedstocks and creating a circular 
economy around our products.

LEVERAGING TRANSFORMATIVE 
INNOVATIONS

The last two years taught us to work even 
harder towards creating consistent value 
for our stakeholders.

The pandemic-induced disruptions tested 
our mettle and only those organizations 
that have strong fundamentals, resources 
and focused and far-sighted planning 
thrived through the challenge. Technology 
has played one of the most crucial roles 
in the overall advancement of the drug 
manufacturing process.

We are undergoing transformation to 
achieve excellence in science, technology, 
and innovation. Our approach aims 
to develop technological platforms in 
chemistry and biotransformation to boost 
the innovation engine and bring innovative 
offerings for our customers.

We are also leveraging our technology 
alliances to achieve backward integration 
for some of the key raw materials, including 
PAP and DCDA, employing innovative 
routes and process technologies, and 
focusing on manufacturing quality with 
sustainability at the forefront by using 
novel approaches and procedures.

We will be using technology platforms, 
coupled with innovation in reuse and 
recycle of by products, with almost 
no generation of waste, reimagined 
manufacturing platform using minimum 
resources of energy, development of “eco-
green” process development.
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FAST-FORWARD
TO THE FUTURE OF WORK

much more, changes that seemed impossible have become commonplace. A few forward-thinking organisations have 
epitomised this, and are poised to shape new growth narratives. Taking a rigorous research-based approach, the 3rd 
edition of Most Preferred Workplace recognises and celebrates these changemakers.

And many more...

THE GALAXY OF 
ORGANISATIONS THAT 
GRABBED THE SPOTLIGHT 
IN THE PREVIOUS EDITION 
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ENHANCING INDIA’S ENERGY 
SECURITY 

Nayara’s retail design philosophy is what sets the brand apart from its competitors. As a relatively young brand in the 

takes pride in prioritizing clean and hygienic toilets, which has become an essential amenity for customers during 
their highway journeys. Nayara’s philosophy meets international standards, ensuring that customers have a quick and 
convenient fueling experience.

outlets provides customers with top-quality products. 
With over 6,000 retail 
outlets, we are the largest 
network of private fuel 
stations in India, and we 
are set to grow by 50% 
and take our network to 
9000 RO’s by 2030. 

The company’s 
commitment to trust and 
exceptional customer 
service has been the cornerstone of its success. Nayara 
has consistently delivered on this promise through its 
strong network of channel partners. The company’s fully 
automated network ensures that customers receive the 
highest quality and quantity of products every time they 
visit. 

Nayara benchmarks its service standards against 
leading retailers across different industries to provide 
the best possible service to its customers. The ultimate 
goal is for Nayara to become India’s most preferred retail 
network and the most trusted brand, and the company is 
dedicated to achieving this vision.

THE CASE FOR 
AUTHENTIC 
BRANDING 

Mohanraj Jagannivasan, CEO, 
Duroflex, outlines the changing contours 
of the industry and how the brand has 
navigated it

Madhur Taneja, Chief Marketing O�cer, Nayara Energy, underlines the key 
growth levers creating a long-term advantage for the brand

Before we talk about changes 
in consumer behaviour, it is 
important to understand the 
changes in the environment which 
a consumer is. Today, the market is 
more cluttered than ever; There are 
multiple brands for each product, 
there are multiple channels to 
shop from, and there is information 

consumers have started searching 
for authenticity. To them, what a 
brand stands for matters as much 
as how good a product is.

considered as important a decade ago as they are now. And 
because of that, sleep is getting its due importance. The medical 
community, gym trainers, dieticians – everyone we consult for 
better health – is throwing light on the importance of sleep. And 
that’s how it’s catching momentum. 

we are also working towards spreading authentic information 
around sleep. As a sleep expert – it’s our mission to spread 
awareness about sleep with authentic sleep facts and knowledge. 

THE FOUNDATIONS OF A 
BETTER TOMORROW

Shrivallabh Goyal, CEO & Whole Time Director, Reliance MET City, sheds 
insights on the key innovations embraced by the integrated township

Reliance MET City is gold rated by Indian Green Building Council (IGBC) for sustainable urban 
development. Multiple uses of technology are being done as part of its development e.g.; LED lights 
for streets with NB-IoT technology, integrated command & control centre to manage safety and 
surveillance of the city and hosting smart solutions for disaster management, water Treatment with 
UF Based Technology and Smart Metering. MET City is committed to environment and promote 
sustainable development. 27% of our annual energy requirement are met through Solar Power. We are 
also developing Miyawaki forest in the city creating biodiversity and restoring balance in environment 
and encouraging various species of the fauna to thrive within the city.
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DELIVER RIGHT EVERY DAY 
AND IN EVERY CUSTOMER 
INTERACTION 

Jaideep Arora, CEO, Sharekhan, explains what factors have 
consistently built the brand and the business over 2 decades

As a full service stockbroker, Sharekhan offers customers an omnichannel approach, they can leverage 
the experience of our Relationship Managers to invest & trade or do it themselves. So from the get go 
since we built the business we were clear that for the brand to be successful we needed to have 2 pillars 
in place  - having a clear core philosophy and ensuring that this is delivered across all our customer channels every day.

Sharekhan has been built and grown over 23+ years on a simple but important core philosophy of “what’s not good for a 

a customer’s hard-earned money being involved. Delivering this everyday through our full-service broking avenues of Research, 
Relationship Managers, Branches and Trading platforms (Website, App, and Trade Tiger) is what helps us build customer 
satisfaction and thereby their trust in our brand.

MULTI-FACETED 
INNOVATION TO THE FORE 

Sambeet Das, President Sales & Marketing, MSP Steel, elaborates the 
brand innovations that ensure it stays at the cutting edge

Over the last couple of years, MSP has rolled out multiple initiatives in line with its Core value of Innovation 
to aggregate incremental Brand equity.

• The introduction of an aggregate product basket of TMT bars, structural sections, and pipes under one roof enables our channel 
partners to cater to the respective markets through a single window operation

• We have rolled out product innovations in the TMT Bars segment, such as introduction of CRS Bars exclusively for the infra 
project segment and the Power Flex 550D DIAMOND CUT Bars for the premium home builder segments

• Our product innovations in the structurals segment includes new sections in the light, medium, and heavy segments catering to 

• 
engagement and skill development modules

• We have adopted a 360° approach to communications, with award winning campaigns and one of the highest follower bases in 
the digital segment

• 
association among key stakeholders in the sales funnel

Innovation is at the core of all our initiatives, and we aspire to drive a strong sense of customer focus at every strata of our 
organisation.

STEELED TO SUCCEED
Praveen Shrivastava, Chief of Marketing & Sales, Branded 
Products & Retail – FP-Tata Steel Ltd., breaks down the 
brand’s journey

industry. Being an undisputed market leader, Tata Shaktee owes its success to innovative products 
and services, continuous nurturing of the distribution channel, and sharply focused and effective brand 
communication.

Tata Shaktee GC sheets gives more value for money and are the best choice for anyone looking for a product that will perform year 
after year. Additionally, the brand has been revolutionary for introducing trends in the industry like selling per piece, recommended 

Tata Shaktee is trying to maximize its reach and consumer convenience through use of multiple digital platforms. Tata Steel 

marketing is now complementing the ATL marketing strategies for Tata Shaktee.

ENROUTE TO EMPLOYEE 
EXCELLENCE 

Anand Ramakrishnan, Managing Director, EQ India, details the brand’s journey to 
becoming the fintech employer of choice

Over the past few decades, India has built a strong reputation as a global talent hub for IT / ITES and EQ 
India also followed on the same lines. Today, EQ India is an indispensable part of EQ Group providing 

In order to continue this growth, we look at three indicators.

a support center. Further, if we build competencies that are fungible across countries, we can provide 
interesting careers for our teams.

The second KPI is to act on the “Voice” of our Colleagues; our work environment should be a magnet 
to get us to work every day. To this end, we use a platform called Peakon, which captures the voices of 

ensuring our colleagues get the best they want out of EQ India

The third KPI is to deliver on our core values – namely Commercial, Collaborate, Improve, and Trusted. These are simple, yet 
powerful drivers.

In my opinion, we will continue to grow as a talent hub, as long as we do simple things right. And the above KPIs will help us do 
just that.

PURSUING 
A GROWTH 
MINDSET

Manmohan Awasthi, Group President - 
(Finance), Shirdi Sai Electricals Ltd. (SSE), 
highlights what were the opportunities 
used by SSE over the past few years, to 
revisit its business model or o�erings? 

We are a leading player in transformer 
manufacturing and EPC services and 
have been expanding our product 

technologies, such as Amorphous 
Metal Distribution Transformers, Large 

Distribution Systems. We have been 
recognized for our contribution to energy 
conservation, receiving the National 
Energy Conservative Award twice by 
President of India. 

We have pursued inorganic expansion through strategic 

transformers and reactors from GE T&D India Limited and Prolec GE 
International to enhance the product offerings from 66 KV to 400 KV 
thereby strengthening the company’s competitive position. 

for deployment smart meters renewable energy segment and our 
subsidiary, Indosol Solar Pvt. Ltd., has successfully bid for setting 
up a fully integrated 10 GW solar module manufacturing facility as 
part of the Production Linked Incentive scheme.

Our journey from a traditional transformer manufacturer to a major 
player in the energy sector is a testament of our founder MD Mr. 
VisweswaraReddy Narreddy’s vision to become a national player in 
energy sector.
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ABOUT
TEAM MARKSMEN

We are a media organisation based out of Mumbai that empowers industry leaders by 
providing them with insights, ideas, and opportunities that fits their unique industry 
and context. Through content shared via our flagship website, Marksmen Daily, and 
our print magazine ‘in Focus’ focused on business, leadership, and lifestyle, we help 
advance the practice of management.

Team Marksmen has carved a niche by creating unique knowledge communities and 
platforms that inform and shape the actions of decision makers, enabling them to 
create impactful change. We have successfully executed more than 45 events with 
1500+ domestic and international B2B and B2C brands, helping businesses across 
industries create opportunities to engage audiences through on-ground and virtual 
experiences.
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