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We will close a significant decade and enter the next in a few days. The last decade has seen significant 
changes in India and collectively we might not see the full import of whats happened in the last decade. 
This decade has seen India blossoming as an economy, as a consumer market, as a marketing 
fraternity. 
 
The India economy is services led and it was so even at the start of this decade.. In 2000, Agriculture 
contributed to 26 % of the GDP, manufacturing to 24 % and services contributed 50 %. As we enter the 
next decade, agricultrure is now at 20 %, manufacturing is at 26 % and services at 54 %. In the next 
decade the economy has two challenges, the first is the people who work in agriculture. Nearly 66 % of 
India’s worforce is involved in agriculture. We need to reskill this community in the next decade so that 
we can absorb a lot of them into other sectors. The second challenge is to maintain a strong combination 
of manufacturing and services ratio. Being competitive in manufacturing is critical else, we will not create 
significant number of jobs and value for the country. 
 
We also saw new sectors like Telecom, Insurance, Retail, Airlines etc blossoming. These new sectors 
have created value and are expected to create more value in the next decade. This has led to a 
significant bank of knowledge in creating service brands as opposed to product brands of the 1980 s or 
basically the concept of brands vs commodities in the 1970s.. 
 
 
The economy in 1999 was penetration focused as many categories had  huge headroom for growth. This 
led to a pricing situation as we tried to make most categories affordable. Today, we see high penetration 
in most categories. So penetration is not the issue, the issue today is to get consumers to consumer 
more of a category, or the challenge is one of consumption. Consumption throws up the challenge of 
moving from basic needs to wants and desires. It also throws up the challenge of retail experience, 
throws up opportunities in the area of service. A few beauty brands like lakme and kaya have seen the 
potential. In the next decade I predict that brands will start as service brands and then become product 
brands, very much akin to what happenes in designer brands in hair care and skin care like Vidal 
Sassoon, Toni and Guy. 
 
In the last decade the Indian marketing fraternity has come of age. I would give a lot of the credit to the 
advertising community which threw out the traditional western rule book and invented a fresh setr of 
rules for India to work with. Piyush pandey, Balki, Prasoon Joshi, Priti Nair, Agnelo Dias have all 
contributed to this significant shift, and in the bargain have built new brands and categories. 
 
As I look at the decade ahead, I see businesses needing to address the following: 
 

1. The value in every industry has depleted significantly with price wars. Every industry has played 
for scale and brands have let their profit focus slip in driving for scale. Firm’s are realizing that 
scale doesn’t co relate to profit and neither does it give them significant bargaining power. So, 
every business and marketing team have to think of ways to add value to their brand so that they 
can restore some pricing premium. This will mean cost base management as well as Innovation 
and idea management to grow brand value. Brands that cannot create value will fade out this 
decade. There will be an opportunity in developing niche segments and  firms like Paras and 
Marico have shown that already with Krack and other products. etc.. 

2. Businesses will need to think of an ecosystem approach to growth and profitability and not just 
their own firm’s goals. This will mean collaboration, this will mean influence and will mean 
working for a broader good than a narrow wrong. Working in an ecosystem way will ensure that 
the consumer value is maximized in different ways. 

3. Media and media consumption will get redefined in the next decade.Word of Mouth will be the 
biggest driver of advertising a brand. would see Digital marketing coming of age this decade. The 
spends on digital will be in the top three spends for any brand. Social networking and mobile 
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phones will play a more important role and the role of television will lose dominance in a media 
plan. I think we will see a lot more happening between brands and consumers via the mobile 
phone.  

4. Advertising and communication will become more global at the top end and will become more 
local at the mid and low end. I see local relevamce will be the killer differentiator in advertising. 

5. The role of trade will move up significantly in top end offerings as we will see more large format 
retailers in the next decade. This will mean a new way of working for sales teams and marketing 
teams. Sales will need to think of category management as a discipline and marketing folks will 
need to think of co operative customer marketing initiatives. 

 
Overall, I think we have progressed significantkly in the last decade and we will see a phase of 
consiolidation and better , collaborative consumer management in the next decade. 


