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The concept of wellness has been around for a long time 
in the Indian subconsciousness  (think Ayurveda, yoga, 
and more), but it has become increasingly important 
in recent years. If FICCI’s latest estimates are to go 
by, the health and wellness industry is valued at a 
whopping K490 BILLION, and expected to 
exhibit a CAGR of 5.45% during 2022-2027. Even 
at a governmental level, the institution of the 
Ministry of AYUSH (Ayurveda, Yoga, Unani, 
Siddha, and Homoeopathy) is indicative of this 
move towards boosting the health and wellness 
market in India.

Perhaps the most important driver for this shift is the 
perceptible change in people’s attitudes towards health in 
the wake of a global pandemic. Consumers are beginning to 
understand the benefits of preventive healthcare and overall well-being, 
and viewing health and wellness through a much broader and more sophisticated lens, 
encompassing not just fitness and nutrition, but also overall physical and mental health 

and appearance. This is also reflected in the choices now available in the 
broader marketplace.

The shifting sands of consumer preference and 
socio-economic trends has made the health and 

wellness industry sit up and take notice, leading to the 
creation of products and services that encapsulate 

the true meaning of wellness — self-care for the 
mind, body, and soul. The Most Preferred 
Health & Wellness Brands shines a 
spotlight on the brands at the vanguard of this 
change, and salutes their achievements in an 
exclusive felicitation ceremony that brings 
together doyens of the industry.

THE MODERN-DAY
BRANDiNG IMPERATiVE



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

ADVOCACY

BRAND APPEAL

CONSUMER DEMAND
- ONLINE AND OFFLINE 

CONSUMER PERCEPTION
AND EXPERIENCE

INNOVATION

RELIABILITY QUOTIENT

A RESEARCH-BASED
INiTiATiVE



AGENDA

TIME SESSION

14:45pm Registrations

15:05pm Welcome Address

15:10pm Opening Remarks

15:15pm NAVIGATING THROUGH ADVERTISING AND MARKETING 
CHALLENGES ASSOCIATED WITH THE HEALTH AND WELLNESS 
SECTOR IN INDIA

 Marketing and advertising with regards to the health and wellness 
sector are extremely complex. Due to the stringent norms and 
regulations, marketers may not be able to apply traditional marketing 
and advertising techniques to promote their brand. We bring together 
marketing leaders from health and wellness sector to discuss the 
various challenges faced by them and how they overcome these 
bottlenecks

15:30pm SHAPING PATIENT EXPERIENCE TO MAKING YOUR BRAND STAND 
OUT  

 The Indian health and wellness sector witnesses a fierce competition 
with the emergence of new players. Patients have become ever more 
empowered making health and wellness branding ever more 
important. In this session, we bring together leaders to discuss how 
organisations can create effective brand strategies to enhance 
patient experience? How branding builds loyalty at every stage of the 
patient journey? How can marketers create a differentiation and 
make the brand stand out?

16:00pm Recognition of Most Preferred Health and Wellness Brands 2022

16:45pm Networking and High Tea
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What are brands?
Strictly speaking, most would think of  a collec-

tion of  logos, colour schemes, and taglines when 
it comes to describing a brand. But brands are so 
much more than this. They are an important part 
of  our lives, which, knowingly or unknowingly, 
we surround ourselves with on a daily basis. And 
slowly, some of  them end up becoming our de facto 
choice of  brand. 

In truth, brands are like people, and just like we 

choose the friends that stay by our side because we 
identify closely with them, we also choose brands 
that we identify with and see a little of  ourselves 
in.

How else can there be any reasoning for picking 
brand A over brand B when both of  them have the 
same value proposition, 
and are very difficult to 
pick from? Clearly, there 
is something deeper at 
play that sees us prefer 

one brand over another. It is this unspoken, often 
unbreakable bond that leads to a brand becoming 
one of  our Most Preferred Brands. 

The cadre of  standout brands that constitute 
this year’s line-up of  Most Preferred Brands have 
created and sustained emotional connections be-

tween themselves 
and consumers. 
Through a research-
driven process, we 
have arrived at a 

shortlist of  brands that have cemented their 
unique position as changemakers through their 
actions and purpose, leading to them being recog-
nised for their achievements in a gala ceremony. 

The event also bore witness to the launch of  
in Focus, a print magazine focused on delivering 
insights for today's innovative business builders. 
With thoughtful takes on all things business, lead-
ership, and lifestyle, in Focus is a must-read for 
senior decision makers and industry onlookers 
alike.

Encompassing the exemplary to the exceptional: meet the Most Preferred Brands 2022
New Growth Paradigms for a New World Order

Myriad brands were 
recognised, including 

 Allcargo Logistics
 Annapurna Finance
 Arihant Superstructures Ltd.
 Bajaj Allianz General   

 Insurance 
 Bharat Petroleum   

 Corporation Ltd.
 Cholamandalam MS General  

 Insurance Co. Ltd. 
 Doctor Towels
 Enrich
 Everest Spices
 Fenesta
 Godrej Interio
 HDFC Life
 Indian Cables & Electricals
 Kotak Mahindra Bank
 LUX Cozi
 Mahindra and Mahindra   

   MIVI
 PharmEasy
 PIBM
 Puravankara Ltd.
 Reynolds
 Safexpress
 ŠKODA AUTO India
 Softovac
 Spotify
 Stovekraft
 TATA CAPITAL
 TATA CLiQ
 Vashi Integrated Solutions
 Victoria's Secret
 Vista Print
 Wiz Freight
 ZEE5 Global

Consumers today ask a lot of  
their brands, drilling down 
to the why of  it all, and often 

oscillating towards brands that res-
onate with them more greatly than 
competing brands. This makes find-
ing and living a brand purpose of  
utmost importance.

As Alok Lall elucidated, doing 
this alone is not enough for brands 
to prosper. Brand leaders must re-
alise how important it is to keep a 
promise at all touchpoints. Break 
the promise, and you break the 
brand. Brand strategy based on 
purpose is too big an opportunity 
to pass up, and too comprehensive 
a challenge for any one function to 
tackle by itself.

Offering a divergent and frank 
perspective of  purpose-driven 
transformation, Alok Lall said, 
“Most marketers think that cus-
tomers prioritise purpose, and 
that they will buy the brand for a 
higher price and more often from 
a purposeful company. But purpose 
comes at a cost, even if  it might 
actually deliver more profit. Yes, 
if  done right, it can pay off; research 
shows that customers are 4x likelier to 
buy from trustworthy and champion 
brands that exhibited an authentic 
brand purpose, and 65% of  customers 
would prefer to make their purchases 
from companies with a purpose other 

than just profit, and are prepared to 
pay more for such products.

Purpose can be a legitimate, effec-
tive positioning strategy, but it has 
been overplayed by many marketers 
looking to ride the purpose wagon. 
Purpose needs to be done right, be-
cause if  not executed properly, it can 

also backfire. It’s very simple; brands 
should understand that the purpose 
of  purpose, is purpose. These are big 
words, it’s not just something that 
you do, you need to live it. If  market-
ers are still fixated on the notion that 
purpose drives growth, they must 
also know that it requires sacrifice.

Simply put, purpose marketing 
is about being on the right side of  
the conversation, category, socio-
economic climate, and the consumer. 
Even when there’s no one watching, 

or fashionable to do so. And to be at its 
most effect, purpose needs to be per-
vasive. The easiest way to do so is to 
create a meaningful role for the brand 
in the consumer's life. If  you can do 
that, that is the start of  purpose mar-
keting.”

Alok Lall, Executive Director and National Head of Advertising, McCann World Group, 
agrees with this phrase as written in Mark Ritson’s article in Marketing Week, and helps 
us understand how brands can succeed in executing a purpose-driven transformation

The purpose of purpose, is purpose 

Decoding the Future of Branding
Legendary brand-builder David Aaker, Vice Chairman, Prophet, speaks of how 
brands can pivot and prepare for a dynamic future by pursuing purpose

As an icon from the advertis-
ing and branding universe, 
David Aaker’s star remains 

undiminished many years after he 
first emerged into the collective 
consciousness of  marketing ma-
vens everywhere. Widely considered 
the father of  modern branding, his 
pioneering work focused on defining 
brand equity at a time when there 
was no accepted definition, and de-
tailed ways to build and manage 
brands and portfolios. 

His brand identity model, The 
Aaker Model, is still used by hun-
dreds of  firms to build and strate-
gically manage brands. And while 
his ideas are timeless, having been 
inducted into the American Market-
ing Association Hall of  Fame for his 
lifetime achievements in marketing, 
he continues to ponder the future of  
branding as a tireless thinker.

Expounding on the need for 
brands to operate at a higher pur-
pose, he said, “There’s a great mo-
mentum for having a social purpose 
and social programs. The question 
is how to do that effectively, and 

branding has some answers. In fact, 
branding is too often not utilised to 
its fullest extent. One of  the things 
brands can do is to put their brand 
on top of  a signature social pro-
gram. Too often these programs are 
in the form of  grants, or volunteers, 

or goals that are not easily brand-
ed, not easily communicated, and 
don’t have a lot of  impact. So the 
need is to have signature branded 
programs that do have impact, and 
inspire. It’s very important to have 
a branded program, which can be 
internal or external.”

“These signature programs need 
to advance the business brand, giv-
ing it more energy, an image lift, 
and another way to connect with 
its stakeholders, especially their 
employees and customers. The re-
sult is kind of  a flywheel effect; the 
program helps the business, the 
business helps the program, and so 
it advances like that. But the key is 
branding. And branding too often is 
missing.”

Profit with purpose is an axiom 
we hear increasingly these days, 
and David Aaker’s sage advice of  

creating a symbiotic relationship 
between business and initiatives 
focused on the greater good is one 
brand builders would do well to keep 
in mind as they seek to impact hu-
mankind and create a better planet.

As the world around us 
evolves, it is critical that we 
reshape our understanding 

of  it if  we are to adapt and succeed 
in a new world order.

With a view to better understand-
ing the world of  work, Team Marks-
men has expanded the ambit of  the 
hugely successful Most Preferred 
Workplaces 22-23, now turning their 
lens to BFSI, Health-
care, Manufacturing, 
and IT doyens creat-
ing work experiences 
that are more mean-
ingful, collaborative, 
and, inspiring. The 
brands embodying 
this wave of  change 
will be celebrated at 
a gala function in De-
cember for setting a benchmark for 
all to aspire to.

Team Marksmen’s work stems 
from a holistic understanding of  
every client’s personalized context, 
unique requirements, sector dy-

namics, and macroeconomic envi-
ronment. This allows them to create 
brand solutions that resonate with 
audiences, and thereby help ad-
vance the practice of  management. 
By combining deep subject-matter 
expertise with proprietary solu-
tions, they deliver long-term value 
and equip clients to grow and lead.

Keeping this in mind, the team 
has launched an ex-
clusive business & life-
style print magazine, 
in Focus, focused on 
delivering insights for 
forward thinking busi-
ness builders. Every 
copy of  in Focus aims 
to be thought-provoking 
and eye-catching, and 
packed with the latest 

insights from across India, indus-
tries, and the world, all in one place, 
making it a must-read.

Rajesh 
Khubchandani, 
Co-Founder and 
CEO, Team 
Marksmen 
Network

Brands need to 
take a more nu-
anced approach 
to understanding 

the changed beliefs and habits of their target 
consumer bases. Without this knowledge, they can-
not fully adjust their brand offerings, customer experi-
ences, and messaging. And getting this right, in addi-
tion to getting their purpose on point, is critical to be 
poised for success in the next normal. Most Preferred 
Brands 2022 encapsulates brands at the vanguard of 
this change, and we hope that others of their ilk follow 
their example.”

Akash Tiwari, 
Co-Founder & 
CMO, Team 
Marksmen 
Network

Getting the entire or-
ganisation to buy into 
the idea of transform-
ative growth is not 

easy, and for good reason. This requires every function 
to function in perfect harmony, right from marketing and 
sales operating in tandem to deliver superlative customer 
experiences, to ensuring every touchpoint is flawless, and 
customer service ensures utmost satisfaction and loyalty. 
There’s so much more that goes into the making of this, and 
it all needs perseverance and speed of execution. Only then 
can a brand ascend to the title of Most Preferred Brands 
2022, as the standout brands recognised this year have 
shown.”

Sharad Gupta, Co-Founder & COO, Team Marksmen Network
Without a doubt, we find ourselves in the middle of one of the biggest dis-
ruptions of human history, with change swirling all around us. But every 
cloud also has a silver lining, and this could be a moment of immense 
potential to chart the course of growth for the next decade and beyond. 

We’ve seen so many eminent brands emerge in the midst of a challenging eco-
nomic climate and downturn. Brands must respond purposefully and skillfully to 
the multiple challenges we see today across industries, and the Most Preferred 
Brands 2022 best embody this wave of change.”

The Building Blocks of 
Customer Experience (CX)

CX is a differentiator, it brings out-
standing value to the end consumer. 
There are so many options available 

to consumers today, they can use the 
internet to compare buying options, 
features, and prices. So the 2 most 
important things for organisations to 
create a differentiator are personalised 
services, and creating a connection 
with consumers.” 

Meghna Peer, Chief Marketing Officer - 
India & South Asia, Newell Brands

Most focus on the what and 
the how, but we should also 
look at the why, because that 

drives customer centricity across 
functions. Long-term, you have to look 
at how to build a culture that nurtures 
this, and that takes effort. You have 
to demonstrate your commitment to 
customers through your actions, and 
only then over time will it become part 
of the organisational landscape.” � 
 K.V. Dipu, Senior President - Operations 
and CX, Bajaj Allianz General Insurance

According to industry ex-
perts, over 70% of organisa-
tions today realise that CX is 
a bigger differentiator than 

price and product combined. 
Essentially, a customer is look-
ing for a hassle-free, seamless 
experience at the end of the day. 
And any brand that offers this 
frictionless experience will win 

the race.”
Ashish Himthani, Head Customer 

Experience & Quality, Tata CLiQ

The consumer today is a 
global consumer, which is 
to say they are exposed 
to global services, is well 

travelled, and is aware of similar 
services provided. Hence, the 
expectation from brands is that 
they have to have a global experi-
ence. If you map the consumer 

journey, the three key touchpoints 
we focus on are the quality of the 

viewing experience, seamless pay-
ment experiences, and quick resolutions 

to complaints.”  
Krunal Desai, Director Marketing, ZEE5 Global

Data along with consumer insights can 
empower organisations to understand 
customer behavior and their needs 
better. It lets you go deeper, and create 

greater personalisation in their experi-
ence. Banks as an institution are very 
product-centric in nature, but you need to 
know, what to serve a customer from the 
platter of products you have. That’s where 
consumer insights can overall drive better 
CX.”

Subhra Bardhan, VP & Head - Consumer 
Insights & User Research, Kotak Mahindra Bank

CX can be many things, but 
let me say what CX is not; it is not 
a premiumisation strategy. What 
it is, is a holistic aspect, it is the 

ability to create a competitive advan-
tage. E-commerce has been a great leveler, 
enabling even a 10 cr.company  to create 
a similar experience as a 1000 cr. com-
pany. This has disrupted all industries and 
categories.” 
Supratik Sengupta, Head Marketing - 
Consumer Healthcare, Lupin

In this world, where the rele-
vance of your businesses, brands, 
products, and people are becom-
ing a bit redundant, brands need to 

understand two important things; people, 
and finding something that is meaningful. 
That is where brands come in. If you don’t 
build a brand, you become a product, or 
a commodity. And then, how do you com-
mand a premium for a product produced 
in a factory? That’s the biggest challenge. 
More than ever, it is our job today to un-
derstand businesses and people, or risk 
becoming redundant.”

A trusted growth 
partner
Through thought-provoking knowledge platforms 
and print magazines, Team Marksmen aims to 
empower senior decision-makers from across 
industries

KV Sridhar, Global Chief Creative 
Officer, Nihilient Limited

Purpose can be a le-
gitimate, effective po-
sitioning strategy, but 

it has been overplayed 
by many marketers look-
ing to ride the purpose 
wagon. Purpose needs to 
be done right, because if 
not executed properly, it 
can also backfire."

Note: Present research has been exclusively and independently conducted by Team Marksmen Network Pvt Ltd and their research partner using their own methodology for arriving at the given research/ content . The research methodology can be 
accessed at https://www.teammarksmen.com/recognitions/most-preferred-brands-2022/.

 The publication house and its affiliates/employees/authorized representatives/group companies are not responsible/ liable for the said research. Readers are advised to take an informed decision before acting upon this research/ content

Industry Perspectives

CMYK

Allcargo Logistics enables resilient 
logistics solutions with real-time vis-
ibility and control across global and 

domestic supply chains, with its worldwide 
network, comprehensive suite of  services 
and digital capabilities. 

We have a 3C (Customer, Capabilities, 
Creation of  Value) approach – understand 
what is important for our Customers and 
think ahead of  the curve, build Capabilities 
in terms of  physical and digital infrastruc-
ture, focused investments and partnerships, 
and Create Value with an asset-light, digital-
first approach that prioritizes catering to re-
quirements of  multiple stakeholders. 

Growth is in our DNA, and we have 
grown faster than the industry and most of  
our peers consistently, through well-timed 

organic and inorganic 
expansion, and rapid 
adoption and scaling up 
of  digital capabilities. 
By focusing on core businesses where we 
already enjoy deep trust of  our customers, 
we continue to grow and gain market share. 

With operations in 180 countries, door-to-
door deliveries in over 60 markets, and an 
extensive pan-India presence, we are consol-
idating strengths with group-wide transfor-
mation projects that comprise sales accel-
eration to sharpen go-to-market approach, 
finance transformation to synchronise best 
practices globally, and targeted IT invest-
ments to create a robust and more secure 
environment that serves as the bedrock for 
digital transformation. For instance, our 

Centre of  Excellence in data science and 
analytics helps mine valuable insights from 
vast amounts of  information that logistics 
transactions generate, and offer end-to-end 
solutions, designed for the future. Such 
transformative moves are building an in-
stitution geared for driving growth, while 
staying strong in the face of  adversities and 
uncertainties. 

Our Founder and Chairman Mr. Shashi 
Kiran Shetty’s global vision and perspec-
tive, seasoned, experienced professionals 
in the board and leadership, people-centric 
policies and accent on gender diversity and 
young talent, helps create a conducive cul-
ture for sustainable growth.   

As a value-driven corporate citizen we be-
lieve in the larger cause of  development of  
communities and societies that we are part 
of. Our commitment to world-class Environ-
mental, Social, and Governance standards 
along with multiple inclusive initiatives to 
assist the underprivileged and protect the 
environment, hold us in good stead for the 
future. 

We look ahead to creating logistics magic 
and establishing market leadership by far, 
in all the businesses and geographies where 
we operate.

An Apparel Group India spokesperson elaborates on the mantras of 
iconic brands such as Victoria’s Secret

Delivering growth through diversity

A brand’s mantra is used 
to cultivate their mes-
sage to define a brand 

within and outside the organi-
sation. It is a strong foundation 
of  the brand and it is what the 
company takes pride in. Vic-
toria’s Secret functions with a 
mantra too that is inculcated 
in the core of  the company, 
which believes in women em-
powerment. It is focused on 
representing, uplifting and 
supporting women as well as 
their journeys, all while adapt-
ing to new trends and changing 

their approach without being 
rigid on any particular aspect. 

Their executive team is 
steadfastly devoted to diversi-
ty. The sizing that they provide 
comes first in this. They are 
also leveraging store items to 
convey that size inclusivity, so 
they have included new manne-
quins that are diverse and used 
models of  a variety of  sizes in 
the images. Victoria’s Secret 
team truly wants to compre-
hend the consumer and know 
what they want. Leading the di-
versity story, the brand offers 

a special line of  nursing bras 
with gilded clasps and lace ac-
cents to make sure women feel 
gorgeous at every stage of  life 
in an effort to encourage day-
to-day comfort for women of  all 
sizes and types.

The brand goal is to be the 
leading voice for women, so 
they think it is crucial to col-
laborate with individuals they 
may not have in the past and 
to truly highlight a variety of  
perspectives, thus making sure 
that everyone feels seen, val-
ued, and loved via their efforts.

Customer centricity, the key
V. Suryanarayanan, Managing Director, Cholamandalam MS General Insurance 
Co. Ltd. underlines the 3 things brands must get right to be top-of-mind for 
consumers today

Po s t - p a n d e m i c , 
many customer-
centric brands 

have started focusing on 
"Phygital" experiences by 
making use of  technol-
ogy. The core value prop-
osition seems to have 
changed with regards 
their offerings and expe-
rience towards delivery.

Chola Ms followed the 
same mantra and ramped 
up digital and tech solu-
tions to bridge the gap 
in value seekers looking 
for insurance at a multi-
platform with an omni-

channel approach. With a 
brand promise of  #pledge-
2protect, we also focused on 
growth via customer cen-
tricity, which has given us 
an edge. We are constantly 
improving our digital offer-
ings both towards partners 
and customers, keeping 
in mind the ease of  do-
ing business. A few major 
changes in the past couple 
of  years would include 
website revamp, launch of  
customer bot, WhatsApp 
services, AI based claims 
assessment, launch of  re-
vamped customer app, vid-

eo based claims assessment, etc. 
One of  the best ways to improve 

brand recall is by handling customers 
with empathy, especially at the time 
of  claims settlement.  When we help a 
person in distress, they remember us 
forever. Word of  mouth from existing 
customers who have experienced our 
service helps us. Lastly, being part of  
100+ years old Murugappa group helps 
in better brand recall and connect for 
customers and over all enjoy the trust 
of  them all. 

Relentlessly innovative
Annie Vanjinath & Vanjinath G., Co-founders, Doctor Towels, elucidate how the 
brand identifies and addresses customer needs

Since its inception, what sets Doctor 
Towels apart from the rest is our 
passion for relentlessly creating 

innovative yet premium products to give 
our consumers what they truly deserve. 
The World’s First Banana & Cotton 
Towel launched by Doctor Towels is a 
classic example of  just that. When an 
internal study revealed how bath towels 
can be a breeding place for bacteria, 
our team of  divergent leaders and 
imaginative thinkers combined fabrics, 
methods & raw material in a non-
conventional format to deliver what the 
rest of  the world enjoys today as towels 
in Banana, Bamboo and Aloe Vera 
combined with traditional fibers. The 
body and face side of  towels addresses 

a prominent negligence we all do in the 
usage of  towels in our day-to-day life.

Today's consumer knows the differ-
ence between a run-of-the-mill product 
and a curated experience that has its 
main focus on delivering satisfaction. 
Being a trend setter in this field comes 
with its own set of  challenges, as com-
petitors play catch up & imitate every 
product, colour or design, to even the 
photography styles that the team comes 
up with. But our vibrant team takes it 
in its stride, as imitation is the truest 
form of  flattery. With the launch of  
Aloe Vera Towels and many more lined 
up to enthrall the customers, it truly is 
the beginning of  the journey for Doctor 
Towels. 

Housing Market set for an upward trajectory
A Puravankara spokesperson looks to the future and decodes what lies in store 
for the industry

The pandemic has been a catalyst 
for changing customer behaviour 
and preferences. The work-from-

home scenario triggered the need to cre-
ate a niche space allowing for an office 
set-up at home and adoption of  remote 
working technology to a greater extent. 
The demand for more spacious homes 
arose, with expectations of  living in 
serene, peaceful and non-urban settings 
giving an impetus to a new class of  real 
estate comprising plotted developments 
like bungalows, villas, etc. Hence, this 
accentuated the need for larger qual-
ity living spaces. Overall, 2021 saw a 
significant shift in customer buying 
patterns and homeowner aspirations.   

As many employees return to office 
in 2022, the housing market will witness 
an upward trend in the next few years 
despite rising interest rates and increas-
ing property prices. The hybrid work 
mode led to a skilled workforce migra-
tion to satellite cities, which has further 
fuelled demand in these cities. Afforda-
bility with good connectivity and access 
to lifestyle amenities remained consid-
erations in the consumer purchasing 
decision. The need among homebuyers 
to upgrade to larger living spaces and 
opt for convenience-led amenities that 

elevate their lifestyle continues to be a 
trend, especially among the age group 
of  35-45 years.

  The outlook for 2022 and 2023 ap-
pears promising. The Indian economy 
is showing stability and resilience. The 
government’s focus on infrastructure 
projects such as airports, roads and 
train networks will help the growth 
further and create employment. It will 
result in further demand for homes in 
the country. The real estate sector is 
well-poised to ride this positive momen-
tum, backed by a portfolio of  quality 
projects, sound economic fundamentals 
and strategic plans of  developers driv-
en by competent teams.

Industry ecosystems: A growth driver

Ecosystems have proven to be a 
powerful force in disrupting estab-
lished categories. And healthcare 

ecosystems have tremendous potential 
to offer improved health outcomes by 
delivering personalized and integrated 
experiences to patients. The next wave 
in healthcare innovation could very well 
emerge from these evolving ecosystems 
with a significant focus on intelligence, 
infrastructure and engagement compo-
nents.

Future healthcare ecosystems will 
be defined by understanding the needs 

of  patients and analysing 
their associated effective care 
journeys. From (i) connecting 
consumers with traditional 
systems of  care (like phar-
macy, hospital, and diagnostic 
centers) (ii) leveraging sup-
port services (logistics and 

warehousing), (iii) integrating 
home and virtual care services 
to (iv) supporting payment 
and financing (digital and au-
tomatic payments, insurance 
coverage), these ecosystems will include 
every touchpoint of  a patient’s health-
care journey. Each of  these services and 
capabilities will eventually contribute to 
an exhaustive patient journey with end-

to-end support from health-
care providers.

I believe the constantly 
evolving healthcare ecosys-
tem will also be path-break-
ing for patients in seamless-
ly managing their chronic 
conditions with the right 
Patient Support Programs. 
Appropriate patient sup-
port can help them through 
the onboarding and initial 
treatment period, improve 

long-term adherence to medication, and 
ultimately deliver a better health out-
come.

It will be interesting to see how these 
ecosystems pave the way for healthcare 
providers like us to bring together inte-
grated care experiences across the entire 
spectrum, revolving around patients’ ho-
listic needs.

A differentiated model of success
Madan Dodeja, CEO, Vashi Integrated Solutions expounds on the key brand 
differentiators

Vashi Integrated Solutions is In-
dia’s largest multi brand pan-
India industrial B2B supplier. 

Our ability to directly connect with 
the installers and end users of  our 
products and services sets us apart in 
the distribution industry. I believe we 
must be the only industrial B2B sup-
plier in India to have served 20,000+ 
customers in 5,000+ pin codes across 
the country in the last year. 

We consider our 1000+ team mem-
bers as a part of  our family, and 
constantly provide them with oppor-
tunities to exponentially grow their 
career with us. We aspire to be a plat-
form that assists the best minds in 

the industry to come together to 
dramatically improve the offer-
ing in every customer segment 
we exist. 

Our focus on constantly up-
grading our digital technology 
platform to raise the quality of  
service to our internal and ex-
ternal customers is something 
unique in our industry. We in-
vest approximately 10% of  our 
annual profits in technology to 
improve our service capability. 

Moving towards a better future
Suman Mishra, CEO, Mahindra Electric- last Mile Mobility, reveals some of the 
aspects that give the brand an edge over peers

We are the pioneers of  electric 
vehicle technology in India, 
with an established track re-

cord of  launching successful products 
that transformed the last mile indus-
try. This understanding of  the market 
and consumer coupled with vehicle 
level data gives us a competitive ad-
vantage. We are committed towards 
continuous improvement and innova-
tion through use of  advanced technol-
ogy at a vehicle and business model 
level. Our rigorous focus on valida-
tion of  our vehicles in real world con-
ditions combined with the brand trust 
of  Mahindra differentiates us from 
competition.  

Another key distinguishing ele-
ment is our widespread channel. With 
more than 800 service and 270+ sale 
touchpoints, our vehicles can be eas-
ily serviced anywhere in India. We 
ensure that we continuously listen 
to customer feedback through these 
touchpoints and translate them into 
product specifications and features. 
All of  this translates to the best in seg-
ment total cost of  ownership for our 
customers – thereby enabling a tran-
scendental shift in their economic sta-
tus. We continue our endeavors into 
new technology areas and product 
development to continue remaining 
ahead of  the curve.

Decoding consumer mindsets
Subodh Mehta, Senior VP, Sales & Marketing, Godrej Interio B2C business, 
ponders key consumer trends, and how the brand addresses them

The biggest trend in consumer 
behaviour that we are seeing is 
linked to digital adoption. Accord-

ing to most consumer surveys, over 25% 
of  consumers are buying online for the 
first time across multiple categories of  
goods and services. With 75% of  our 
customers doing research online before 
visiting physical store, we have initiated 
virtual and hybrid selling. About 90% 
of  our customers use various digital 
tools like contactless payments, virtual 
walkthroughs, Room Planner & Product 
Configurators to cater to this newfound 
trend. 

We have blended the digital and retail 
stores to deliver a truly omnichannel 

experience to customers. Currently, we 
have 450 exclusive showrooms and 520 
dealer outlets across India. We have es-
tablished a very comprehensive supply 
chain network due to our offline busi-
ness, and that is the biggest advantage 

we have in comparison to other players 
who are going from online to offline. 

With design thinking being the root 
of  every innovation, Godrej Interio is of-
fering the essential range of  affordable 
products that come with good quality, 
functionality, design, and sustainability 
at an affordable price with assured war-
ranty to the customers. The idea is to of-
fer a wide range of  well-designed, func-
tional home furnishing products that are 
affordable keeping in mind customer’s 
wallet and needs. We are also looking to 
consolidate and scale our interior ser-
vices footprint across the country offer-
ing end-to-end home interiors design and 
execution.

Putting priorities into practice
Susmita Nag, Marketing Head - Fenesta, Fenesta Building Systems, sheds light on 
the brand’s success formula in today's challenging milieu

Customer centricity is one 
of  the major driving forces 
behind all success stories 

across brands and industry. At 
Fenesta, customer centricity is 
one of  the core values and all 
our activities are driven with 
the sole purpose of  providing 
the best experience to each and 
every customer. In a rapidly 
changing landscape of  the fenes-
tration industry where product 
differentiation is merging, cus-
tomer service is the only edge 
that can drive preference and 
trust. Fenesta, the iconic window 
brand which has been transform-
ing homes for the past 20 years, 

has its backend totally integrated 
with the latest infrastructure and 
processes coupled with the values 
of  agility and customer centricity 
to improve the lives and homes of  
the customers.

 Another crucial element of  the 
success in today's time is sustain-
able practices and solution. Cus-
tomers see brands with a lot of  
optimism and expect them to do 
something meaningful for a clean-
er and greener environment. At 
Fenesta, sustainability in every 
aspect from product development 
to overall operations, has ensured 
that Fenesta is the most preferred 
brand in the industry.
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Gaurav Verma, Chief 
Marketing Officer, API 
Holdings Ltd., highlights 
the next wave of healthcare 
innovation

The unveiling of the premium Business & Lifestyle magazine, in Focus

Supratik Sengupta, Head Marketing - Consumer Healthcare, Lupin; Meghna Peer, Chief Marketing Officer India & South Asia, 
Newell Brands; Ashish Himthani, Head Customer Experience & Quality, Tata CLiQ; Moderator: Amiya Swarup, Partner, EY; 
Krunal Desai, Director Marketing, ZEE5 Global; KV Dipu, Senior President Operations and CX, Bajaj Allianz General Insurance; 
Subodh Mehta, Senior Vice President, Godrej Interio; Subhra Bardhan, VP & Head - Consumer Insights & User Research, 
Kotak Mahindra Bank

Suresh Kumar Ramiah, CEO, Allcargo 
Logistics, highlights how the company is 
positioning itself for sustainable, long-
term growth

Driving the future
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