
Demonetization and the road ahead 



BEYOND THE SHADOW OF  THE BIG  

PATIENTLY PARALYZED  

Demonetization came as a bolt from the blue. Theoretically it should have 

paralyzed the nation & raised the angry head of anarchy. In reality it paralyzed 

the economy but energized the people. The unbelievable difficulty  of everyday 

life, the achingly long queues for a few  hundred rupees, the impossibility  of 

knowing how to manage, the chaos of uncertainty should have ensured a 

tumble to the bottom  of GZlehpÄl hierarchy but instead seems to have 

inspired a rise to greater heights. 

Demonetization has become the lode star of an ŸZgmb \hkknimbhgÄ 

yearning and Indians have rallied behind it. The practical promise of a 

better  nation is the trade off  against the źm^fihkZkr inconvenience". 

We hear of the unexpected generosities between  strangers, the 

surprising tolerance of a butter  fingered execution - and yet people  

seem willing  to challenge  their  Ÿ\hf_hkm shg^Ä in the hope of 

neutralizing the relentless corruption. Old school values like honesty, 

authenticity  & trust  are back  in the limelight .  

As people  are subjected to multiple  stresses 

Â demonetization,the  lingering threat of  

recession, protectionism  rearing its head on 

an international  level, increasing national pride 

Â just  how far & in what ways these changes 

will  manifest in the consumer avatar  is 

anyone's guess but as marketers we must 

anticipate.   
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HOW WILL CHANGE MANIFEST IN THE 

WAY CONSUMERS 
-See things  

-Shape expectations  

-Perceive brands  

-Transform the way we are buy  



In an increasingly uncertain and suspicious 

  world, trust will be the beacon of hope   

 This was a unique opportunity for brands to  

distance themselves from the cynicism  

of post-truth and align themselves with meaningful   

values that encourage trust.  

Demonetization has witnessed agility in some brands who actively 

demonstrated the spirit of caring and came forward to help people. 

There are brands which always 

encouraged us toòwalk an extra mileó 

and there are brands which have 

òwalked the extra mileó  



-Patanjali stores, Mother Diary and Big Bazaar  

accepted the old 500 and 1000 Rupee notes  

-Within an hour of the announcement Big Bazaar  

announced it would keep specific stores open untill 11.30  

p.m. allowing people to stock up  

-Big Bazaar and INOX have made arrangements to allow  

people to draw money on their premises  

-Employees of Canara Bank, SBI and PNB É 

uncompromisingly working overtime  

-SBI* =ZgZkZ <Zgd* JH< É;NGM Zk^ ghm shut 

 [Surprisingly most of the ATMS of private banks were.]  

-Cashnocash.com helped locate nearby ATMs with cash Â the real hero  

-Local  kirana stores and vegetable sellers -  volunteer credit with warm understanding   

-Several restaurants Â pZbm^kl lfbebg`er m^ee rhn ghm mh phkkr Z[hnm mbil ÉÄ rhn pbee 

oblbm nl Z`ZbgÄ bl ma^ short comfort line and long remembered  

-Paytm -  promptly started a campaign to educate & enlist  small retailers & 

consumers. Yes it was business but the promptness was admirable.   

These brands have established a long 
 lasting impression of 

trust and reliability 
They demonstrated both agility and concern beyond just commercial 

purpose and transaction thus gaining  the much sought after emotional  

loyalty from the consumers  

 THE  AGILE & CARING BRANDS ðTHE NEW FRIENDS   



MISSED OPPORTUNITIES FOR 

For big brands this was a unique chance 

to bring to life their consumer empathy.  

Brand claims of cultural resonance, 

a deep empathy with Indian consumers,  

an understanding of aspirations could &should 

be demonstrated in a time of crisis.  

The need was simple - to acknowledge and 

salute the spirit of the people. 



THE MOST TO GAIN WERE F&B COMPANIES AND SERVICE PROVIDERS.  

TELECOM/ DIGITAL SERVICES Â With  the capability and data to reach 

hnm*Cg]bZÄl leading telecom operators stayed mysteriously  silent.  

 

 OF WHAT GOOD ARE FRIENDS IF THEY DONõT REACH OUT IN TIMES OF NEED ?!  

An Unknown app like cashnocash leveraged this opportunity   of 

giving details to the consumers regarding the location of ATMs 

with  cash, which Google and Facebook could have delivered 

through its maps and check-in and tagging services.  

  

THE GREATEST OPPORTUNITIES WERE FOR SERVICE BRANDS & F&B 

A lost opportunity  for the beverage and snack  giants. For brands like 

Coke, Pepsi , Nestle & even the QSRs - this was a chance to get 

brownie points and show solidarity for the people standing in long 

queues by offering free drinks/snacks for the ATM queues in the 

first  few  days. Word of mouth  alone would  have spread like wild  

fire. 

If none of that was possible, just placing branded chairs and 

umbrellas would have made it memorable.   



THE MOST TO GAIN WERE F&B COMPANIES AND SERVICE PROVIDERS.  

The situation was far worse in rural India. 

Brands that showed empathy here would 

have reaped a long dividend.  

The rural India relationship economy, relied on just that. Potatoes 

were bartered for rice and milk for vegetables. Missing in action 

were the brands.  



WHAT THE CONSUMERS SAID  

ó ź<kZg]l ]b] ghmabg`Éhger ma^ hgebg^ hg^l C \Zg mabgd h_- Uber, Ola, 

Paytm, <nm ma^r ]b]gÄm ]h Zgrmabg` ^qmkZhk]bgZkr* maZmÄl paZm ma^bk \hk^ 

is,Å 

źC `hm a^ei _khf fr ]kr\e^Zg^k Zg] iZkehnk, Qbmabg 0 ]Zrl ma^r `hm 

ma^ \Zk] fZ\abg^ Zg] lmZkm^] Z\\^imbg` fhg^r makhn`a \Zk]lÅ 

  
źC \ZgÄm mabgd h_ Zgr [kZg] pab\a \hfikhfbl^], ?o^g ma^ hgebg^ [kZg]l 

]b]gÄm ZkkZg`^ _hk Z \Zk] fZ\abg^ _hk ]^ebo^kb^l pbma =I>* dghpbg` maZm 

p^ phgÄm [^ Z[e^ mh iZr ma^ ]^ebo^kr `nr pbma \ZlaÅ 

źGr ng[kZg]^] ]^iZkmf^gmZe Zg] `kh\^kr lmhk^ let me take 

`hh]l hg n]aZZk* bm aZl fZ]^ f^ mknlm ma^f Z ehm ghpÅ 

źNa^ hger ^__hkm Zg] _e^qb[bebmr pZl lahpg [r ma^ [Zgdl, Hh lahi bg ma^ 

fZee hk hma^kpbl^Å 

ó 



LEARNINGS 
FOR BRANDS 

1. People want brands to go beyond just commerce  - 

express the human side of the brand, i.e. build an 

emotional bridge.  

 

2. You cannot counter  cynicism /ennui with similar 

sounding product claims . But you can differentiate 

brands  through action. 

 

3. Marketers need to rethink about cutting ad spends.        

B RANDS 
NEED TO LEARN THE VALUE OF   

AGILITY. MARKETS ARE CHANGING, 

PEOPLE ARE  

TRANSFORMING, 

THE ENVIRONMENT  IS 

CHANGING 

This is the time to get noticed and remembered Â

with less clutter to fight for share of mind. This is  

the time to strengthen your emotional ties with  

consumers. 


