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Overview

)

Over the last few years, there has been a paradigm shift in the consumer expectations and
brand preferences forcing marketers to rethink their branding strategies. Proliferation of
technology has empowered the consumer even more by giving access to a range of
products and services to choose from. With numerous brands vying for consumer’s
attention, it is imperative that brand custodians take a unique approach to establish
positive brand equity.

In such a highly competitive landscape, what can brands do to ensure that consumers
choose their products or services over the competitors? Best-in-class brands realise that
being able to create strong customer centric brand identity is a key to building brand
preference which has a greater impact on advocacy and loyalty.

Building brand preference doesn’t happen overnight, it requires consistent efforts on the
part of marketers and brand custodians, but if done right can prove to be a huge
competitive differentiator.

Getting this strategy on point and continuing to resonate with the demands of a new
breed of consumers - where price and quality are still of paramount importance - remains
a daunting challenge. But a few brands have picked up the gauntlet and risen to the
occasion, and in the process ascended to the exclusive pantheon of those counted
amongst the Most Preferred Brands.
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After a resounding success of the inaugural edition of Most Preferred Brands in 2021
which saw brands like Colgate, Nescafe, Big Basket, Center Fresh, SBI General, Maggi,
Bath & Body Works, Sugar Cosmetics, Swiggy & many more, the second edition of the
flagship initiative will honour brands across industries that are loved and revered.
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A Research-Based Initiative

This one-of-a-kind initiative draws insights from a study conducted by our partner, Allegiant
Market Research, with brands appraised on the following parameters

Consumer Demand -
Online and Offline

Consumer Perception
and Experience

Reliability quotient
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Agenda

10:00 | Registrations
10:30 | Welcome Address
10:35 | Opening Remarks

10:40 | Keynote address: Brand Mantras: Breaking through the marketing clutter and making your brand stand

out
- How can brands build a compelling narrative to out manoeuvre competition?
- Imperatives of driving creativity, storytelling, and emotional connections in building a world class
brand
11:00 | Case Study: Building brand preference through consumer insights J

Data and analytics have enabled organizations have greater access to consumer insights, their buying
behaviour, and the way they interact with their brand. Companies that can capitalise on this information |
have a huge competitive advantage as they are able to cater to the needs of the consumer better than /
their competitors. In this session, we discuss: &’ .

- New and evolving technologies that enable gain consumer insights and improve outcomes for
consumers and businesses alike.

- How brands leverage consumer insights to deliver right messaging and increase brand loyalty?

- How to overcome challenges associated with consumer data privacy?

11:20 | Fire-side chat: Influencer Marketing: Here to stay or fade away?

The Indian influencer industry is expected to grow at a CAGR of 25% through 2025, when its worth will be Rs
2,200 crore as per the Influencer Marketing Report. A recent study also revealed that 49% of consumers
depend on influencer recommendations on social media to make their purchase decisions which makes it a ‘
very attractive space for brands. However, determining the ROI of influencer marketing programs remains a
huge challenge for brands. In this session, we bring together brand custodians to discuss:

- The impact of influencer marketing on brand engagement
- The challenges associated with influencer marketing and how brands navigate through these
bottlenecks.
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- Traditional marketing and Influencer marketing: Getting the mix right.
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11:40 | Panel Discussion: Keeping pace with dynamic consumer behaviour through enhanced consumer
experience (CX) strategy
Over the years, there has been a dramatic shift in the consumer behaviour. It not only changed ways in
which consumers shop for products and services but also how they interact with the brands. A recent
study jointly undertaken by KPMG and Equitor indicates that purchase decision for most consumers is
influenced by the experience provided by brands as opposed to its reputation. And today, consumers do
not shy away from paying a premium for superior experience.
With consumers becoming more discerning and savvier it is a top priority for brands to develop customer-
centric approaches and create seamless consumer experience. In this session, we bring together leaders
from across industries to discuss:
- How consumer buying behaviour has evolved?
- What are the factors that influence consumers’ buying decisions?
- How have these changes impact marketing strategies for brands?
- How can brands deliver better CX?
12:20 | Recognition of Most Preferred Brands
13:00 | Lunch and Networking

*This is a draft agenda and is subject to changes
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BLUE DART &SCastrol

PERSONALISING TECHNOLOGY

WhatsApp | Mahindra | _ 3l | TATA MOTORS

Rlse. Conrecting Aspirations

INDIA KHUSH HUA

ASTRAL

BOND/TITE

RINAC INDIA LIMITED

Tech POWERICA C()R KEV E\TER‘-}/

mal1indra Live beautiful SINCE 1925
A PROMISE FOR POWER Ollve Oll

SOVIANY

Tiles | Bathware

G LINENCLUB

PASSIONATE LIKE YOU

C.H. ROBINSON
Y
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DCM SHRIRAM i T BERGNER
Growing with trust asian

Shapoorji Pallonji fc rlune‘ JK LAKSHM]

Real Estate

& RAJ PETRO &7 innoviti
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WOMEN'S WEAR

Ii.\P- £2 INDOSPACE ) BOSCH

aGLP/ZA joint venture Home Appliances
...A SOLUTIONS COMPANY

Brought to you by
JMARKSMEN SN IS ‘ A TEAMMARKSMEN

© Confidential & Proprietary Information

=
Presented by ‘ Telecast Partner ‘ Research Partner .



ﬁ*ﬁ

MOST  ~
PREFERR/E.h
BRANDS 2022 -

)

Glimpses 2021
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CHANDAN MUKHERJI
Director & Sr. VP Strategy

Marketing & Communication

Nestle' India

ANAND PEJAWAR

Executive Director Marketing
SBI Life Insurance Company
Ltd
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ROHIT OHRI

Chairman & CEO
FCB Group India

SANJEEV SRIVASTAVA

Chief Risk Officer
[IFL

Futurescope: Emerging industries and Consumer Trends to
Watch Out for

Brilliantly Bizarre Ideas: How to Catch, Cultivate and
Develop Them

How Brands in India are Reimagining Customer Experience

Deep Impact: Creating Business Value through Customer
Centricity and Digitl Agility
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Post Event Coverage - Press Release

Business Standard

Delivering on brand promise Delivering on brand promise

FORTUNE

Celivering en brand promise

Delivering on brand promise Delivering on brand promise
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Post Event Coverage -Telecast
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Post Event Coverage -Social Media

Another Milestone
Achieved!
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@ @Teamarksmen @ @MarksmenDaily / /
@Team.Marksmen @MarksmenDaily ’/

@ @Teammarksmen @ @Marksmen Daily

Contact us

Visit us at: Write to us at:
www.teammarksmen.com contact@teammarksmen.com
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