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By epitomising the gold standard for the industry, Brand of the
Year 2022 has set a lofty benchmark for others to aspire to

vorywhere we ook, the wordd  mirror and you'll Know it to be true; the
around us. has changed. with the  moderr sumer is a canny creatune
manmer in which we approach  that wants it all, all the time, whenever

the everyiay having evolved.

In this changing milkew, the natue
of bramding too has taken on a new life,
Operating in a fragmented marketplace

whehever.

And while all of this might have been
in fhux, the essence of brands remain
timeless, Cast your mind to some of

demands and expectations, strengihe
ening ihe core strength of the brand

will become an cvermoneimportant
sirategic pliar And that marriage of
pairpose with authentieity & a lage
part af the lore of these brands pow-
ering thelr growth through this new

your faveurite brands, and you might
come 1o realise that many of them
stand for valuwes and espou i
that resonate with your
own. And again, just

(wvirtual and physieal) is now common-
place, with consumers greedily devous
ing every morsel that brands have on
offer across channels and formats, often

recognised by Team

quicker than you recognise. Look in the

. e ol avedd weell bt th Bext normal,
:‘;.c?m;rtl:::a ":'::]I"':"l whatever that may resemble. Marksmen at this “Ia
the passage of and sipstabned cnotional function, including
time, 50 toa have connections  betwoen W TEAMMARKSMEN
brands to keep themselves  and  con & Astral Bondtite
step with the sumers, and cementcd

demands of a
new breed of con-
sumers and a new
world order:

It poes without sy
fng that this is a dounting
challenge, but 3 handful of brands have
st enermplified how to do this, and in
thie process asoended 1o the ¢
vk of those counted ameng |

their Unique position as
changemakers  through
their actions and purpose.
The cvent wos marked
by a multitude of dialogues

between  industry  experts and
thought leaders, who deliberated on
the way forward for all. As eompanics
Book b chart a course thirough an cvoly.
ing lansdscape with soaring conssmer

Beardo
Bergmer India

Bosch Home Appliances
C.H. Rehinsaon

Castral India

Colgate

Continental Colfiee
Cowrks India
Creaticity Mall

DCM Shriram

I'Decor

Deoleo India (Figaro)

Erand of the Year 2022 encapsulated ail
that ks great among brands old and new.
These trailblaners have crafted their own
unigee ldentity In a competitive marked space,
leavieng @ Mesting BRpink an the CoNSumses's mad > §re 4 -
beyond what is expected, and we look forward to i i
seeing them scale new beights in the years ta come,
and inspire others to do lilewise.

House of Masaba

HP

IIFL Finanoce

Indian 0l

Indospace Development
Management

Innoviti Payment Solutions
JK Lakshmi Cement

Kay Beauty

Keventers

LEAP India

Linen Club

Lyra

MRF

National Stock Exchange
Nexus Malls

Powerica

Raj Petro - A Brenntag
Compan

Reliance Digital
Reliance Jewels (Reliance Retail)
Rinac India

The simple fact is that
engagement matters.
S0 how do you engage
sdmbone, and then entaife they
stay engaged? Technology
mattees, bt you gukss them
thacugh s . Becaus
stories are conbent, and
lechasiogy is the versche.
Technology has simply changed
the manmer in which you il your
slory, i Is no learger as it used o
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{&:/ Bullding strong brands, creating
( eaenpelling 2nd relevanl missages
and oHers, and awgmeénting
markiting RO! is now mare comples than it
ever was. Bul some brands are embracing this
change better than others, and changing the
rules of the game. Brand of the Year 2022
sabules their never-say-die spirit
- Sharad Gupta
Co-Founder and E00
et Mavksimen Netawork

= Prahlad Kakicar
Founder
Gonesis Film Produs ioes
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i ,_\I 1 feel like creating
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years has been the ang of the

hardest things to do. Just

mmm 1o keep up has
been challenging, and a It o

talkoe in. Sl.rmn redevant s

Industry India

Marketing in loday's dynamic scenao might shnpogqi Pallunji Real Estate

% be challenging, but it can also be incredibly
rewarding. There is mesch complexd
manage and many new significant vectors that have
enserged. Thiaigh i all, the brands eawnled among Brand
of the Year 2022 balai pasitivity with pragmal , This
lamgmark gvent rfognised leaders acrods indu , 3nd
librabes the latest and greslest of brand
omplishments across the spectrum.

1 this brands that have staysd
" m_lmrml " s tors Passenger Vehicles
Tt Salt By Tata C

Products

upGrad

Utkarsh Small Finance Bank
Wiman Hari Pethe Sons
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=Akazh Thecard
Co-Founder and TG
Teivat Muvismen Nefwork

Actor
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Ketan Kulkarni, Chief Commercial Officer,
Blue :lar:i succinetly describes what makes
the brand tick

words that

Reliability. rospansiv
resilience Ui
define our strategy 1o U

fore during pandemic. From
supporting the Government of India's
"Lifeline Udan® initiative, leveraging
the power of technolo
CUSIOMeT eXperi providing L
measures during the pandemic withour
Contact Less Delivery etc., our strategy
of being the Employer of Chobee, Pro.
vider of Chodee & Investment of Cholee
has allowed the business to 3ustain with
engaged & motivated cmployees. and
customer centricity 1nd thereby gener-
ate stakehold:
of a crisks, our
best in us, All th
through the year
ing the pandemic

Neeraj Bahl, MD & CEO, BSH Home Appliances (India & SAARC), outlines the
role a brand plays as a corporate citizen

brands, weare directiy ndirectly infiuencin,
ple - either through our products or through our
When we envision a better society or a better tomorrow, lmualh\
a holistic view from the point of view of the planct as well as
mers. One way in which we can do this is
by b kg s birarsd, when you are tral
Consumer Centric, .., foeused on delivering the best for your consume
i1l ensure best quality of mate usedd in production, high-ond tech:
2 safety. and convenbence of use. Each of these add to the longevity of
products which in turn helps create a sustainable world as preducts can be
used for many ye: stretch, On commundeation front, we as brands,
need 1o be more conscious and selective about the portrayals

The Many Hues of Excellence

Nikita Desai, Vice President - Strategy & Business
Excellence, D'Decor, paints a picture of what lies ahead

E very year is in a way fresh for I'Decor, sinoe the

ness, and

wellbeing and safety of our cons

and the lifestyles we showease through our ad films and other promeotional
material as these may m(lmrll\ influcnee behaviors. Io( v, thie recogni:
tion for Bosch Home uboes i the “Bramd of the Year” (5a westimony of
BUF CORSRMAT Centricit \\h'lt!l is focusod on a better tomormow,

the langus

“We are also quite excited about
the fact that we will be launching a
new bramd e e
ar MDecor's
o Fies g0 beyond
the promise of acsthetic excellence
and seore high on various function-
al parameters Hke stain resistance,
durability, colour [
and edour resistance among others,
This mal lho |"I.bl’|(‘\|.‘:lﬂ3 1-\: clmn

b

ey brings out the
we have worked out
stress tested dur-
and we performed

pmmlls well.
The

ip with the Ministry
n, Government of Tel-
angana, World Economic Forum, Nit
Aavog and Healthnet Global and the op-
portunity to do the first BVLOS trials
was alss only beeause of our reliability
resilience and responsiveness. As we
progress into the future, as the nation's
Trade Facilitator, immersion indigitiza.
tion, amtomation, and future technolo:
gies will be our vision.

Blue Dart’s USP is our quick delivery;
fast turnaround time and assurance
thit GUr ¢ poe's shiprient will be safiely
delivered. When the pandemic hit, we cam-
mitted to deliver the extra 100% required
to  maintain  supply
chain continuity, oper-
ated across the country
& across borders ,nnd
supported our
Iugl\t aknst il

ik

brand introduces new collections

categories like curtains, upholstery. bedding, ru
Binds and wallpapers. These, together with made o ne
e Ser

and new rur ]U)u(. It -.a]m m
them perfect for wse ouldoors or in
adverse or humid climes. I¥Decor
is already successfully delivering
these fabrics overseas and we are
excited 1o bring these feature.
aden products 1o our Indian con-
sumers,” sald Nikita Desal.

‘ices for curtains and I:-llmh our home styling ser-
range of bid and bath preducts
omething e
aunching new ad-
ssadors, Shah-
Khan, so there's a lot that's exciting on
sajd Nikita Desal

the brand front,”

lamnehed our TVE Ad campaign with a mul.
timedia approach across traditional and

-
digital mediums with the goal to highlight
Blue Dart as the preferred logistics brand
for critical ship.

ments, OO
merce & Temper-
ature  Controlled
Lagistics.
Iy We completely

shipment. something as == we committed to deliver

1 riflt, somethin alu- the extra 100% required to
uments, or something as maintain supply chain continuity, op-
testing kit matters erated across the country & across

lenge in mind, when the pandemic
struck the world during the carly
2020'5, we expected a big slump in
sales and lost all the opportunities
o convert customers, This led us
to re-evaluate the business maodel
an omni-channel
thanced digital
In houw-tnl %, this in turn

Sunil Nayak, CEQ, Reliance Jewels (Reliance Retail Limited), puts forth the
manner in which the brand strode into anew era

he Jewellery industry is one of the most

I traditional industries in India. The most im-
pertant eriteria for the buyers is the need to
touch, fieel and we:

the jewellery phece

When th indemic hit 2
en the pandem . ansformation. \'.'e also  added

e services like 1 day dispateh,
felivery and augmented re-
This enabled customers o

- the products, while selecting
=0 that they can actually see

and therefore, it matters 1o port 'y how the jewellery can glorify their look. Which iy -.|1-:|,|:|'|1\ and make & decision

us. T“lan R.-\\ th( phi ?l::‘:’ﬂ;::ll“fe ﬂ';: ?:;‘n::r‘:; im turn is the main reason why the offline sales w0 purchase. We will continue o
“We Move So Your World Can Move' and “If havoc globally. ha s dominated the online channel. This infuse technology in our business
-Ketan Kulkarni, Chief Commercial not only led to the slow growth in the Ecom keeping in mind the idly chang.

Its Important, #BlueDartiT’ " Oiificer, Elue bart space, but has alse resulted in being one of the G ing dynamics of Indian consumer

slow :|d0:|1tr.~' of technology “Keeping this chal- behaviour,” shared Sunil Nayak.

with this, we

In alignment recently




