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Demonetization and the road .



BEYOND THE SHADOW OF THE BIG | ~
PATIENTLY PARALYZED .

Demonetization came as a bolt from the blue. Theoretically it should have
paralyzedthe 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 GZ | e h pieddrchy but instead seems to have
Inspired arise to greater heights.

Demonetization has become the lode star of an Y Z g\inhbk k ni r
yearning and Indians have rallied behind it. The practical promise of a
better nation is the trade off againstthe z m” f i hidcahkenience".
We hear of the unexpected generosities between strangers, the
surprising tolerance of a butter fingered execution - and yet people
seem willing to challenge their Y\ hf shkgrh Ahe 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
Ademonetization,the lingering threat of
recession, protectionism rearing its head on
an international level, increasing national pride
Ajust how far & in what ways these changes
¢ will manifest in the consumer avatar is
anyone's guess but as marketers we must

¥ anticipate.

‘ 8§ HOW WILL CHANGE MANIFEST IN THE
gdans WAY CONSUMERS

23 -See things

-Shape expectations

-Perceive brands

= -Transform the way we are buy




In an increasingly uncertain and suspiciou:
world, trust will be the beacon of hope
This was a unique opportunity for brands t

distance themselves from the cynicism
of posttruth and align themselves with meaninc
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

N\

encouraged us toov

ard there are brands which have
owal ked t he



THRGILE & CARAKOFHE NEW FRIENDS

-Patanjalistores, 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 PNBE
uncompromisingly working overtime

SBF =ZgZkZ <Zgd* JHRut E; NGM Zk” ghm
[Surprisingly most of the ATMS of private banks were.]

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

-Local kirana stores and vegetable sellers- volunteer credit with warm understanding
Severalrestaurants Ap Zbm”~ k|l | fbebg er m~ee rhn gh
obl bm nl ghorZcbngoht linke &nd lore femembered

-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
lasting Impressioof S
trustand reliability

They demonstrated both agility and concern beyond just commercial
purpose and transaction thus gaining the much sought after emotional
loyalty from the consumers



For big brands this was a unique ch
to bring to life their consumer empa

Brand claims of culturasonance,
a deep empathy with Indian consu
an understanding abkpirations could &sho

be demonstrated in a time of crisis.
The need was simpteo acknowledge a

salute the spirit of the people.




TELECOM/ DIGITAL SERVICESA With the capability and data to reach
h n m* ClgddihgZzeletom operators stayed mysteriously silent.

OMVHAOGARERIENBBHEY O RBEACTHINTIMEINEED

An Unknown app like cashnocash leveraged this opportunity of
giving detalls 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 WEREHXBR SER

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
gueues 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.

E



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.
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. People want brands to go beyond just commerce -
express the human side of the brand, i.e. build an

U Eerej)fional bridge.

HAW@FNI@t counter cynicism /ennui with similar
sounding product claims . But you can differentiate

bR Erough action.
3. Marketers need to rethink about cutting ad spends.
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NEED TO LEARN THE
AGILITY. MARKETS A

PEOPL

TRANSFOR
THE ENVIRON

CHANG

s is the time to get noticed and remembered A
|&ss clutter to fight for share of mind. This is
e to strengthen your emotional ties with
corlsgners



