
• Take a Whole-Person 
View of the Consumer 
Only marketers that understand consumer decisions, r e w a r d loyalty and make 
employee a stakeholder will w in the battle for mindshare of 50 million young Indians 

COPAL V I T T A L 

Last week, 1 met Ruchi, an affl-
uent 24-year-old consumer, a t 
her local mall. She was walk-

ing past a counter selling skincare 
productsand stopped there on imp-
ulse. Thir ty minutes later, she had 
bought a new brand, at a 300% pre-
mium to he r regular brand. What 
happened in this half hour delight-
ed her: an 'expert ' welcomed he r 
and offered he r a personalised skin 
analysis to bet ter unders tand her 
skin. Based on this quick test, she 
was advised on he r diet, her f i tness 
and, finally, recommended a skin-
care product. Ruchi walked away, 
delighted with this personalised 
experience. She would, of course, 
discuss this with many of her fri-
ends, online andoff l ine . 

Ruchi is not unique. She repre-
sents 50 million young Indian cons-
umers who account for over 60% of 
the new consumption in discreti-
onary categories such as durables, 
skincare and apparel. Each of 
them is rapidly adopting new cate-
gories, often driving dramat ic pre-
miumisat ion. These individual 
t ransact ions a d d u p t o a fundamen-
tal shift in marke t s t ructures . 

As consumers drive this dramat ic 
shift, how are play-
ers responding? 
Are they moving 
from the tradition-
al 'brand-led' sell-
ing view to an 'exp-
erience-anchored 
relat ionship ' wor-
ld? Well, some are. 
And the winners 
increasingly do 
three things right. 

First, unders tand 
the consumer as a 'whole' person. 
Tradi t ional tools of category un-
ders tanding and market research 
are no longer sufficient. They rep-
resent the good-old world view: un-
derstand category-specific con-
sumer needs, develop products to 
meet these needs, create aware-
ness and distr ibute these b rands or 
products through retai l channels. 
For consumers like Ruchi, compa-
nies need to s ta r t with understand-
ing her decisions — not jus t needs 
— often across categories, get in-
sights into her shopper behaviour 
and design not jus t the r ight prod-
uct, but also orchestrate the ideal 
experience to engage her. Finally, 
cont inue the dialogue with her, to 
create a word of mouth buzz for the 
b rand . In this world, the product is 
still crit ical but the consumer is 
the rea l hero. And the company 
moves f rom jus t selling to now en-
gaging. influencing and selling. 

Second, measure and reward con-
sumer loyalty. The lifetime value 
of a loyal consumer is anywhere 
between 10 and 30 t imes that of a 
new consumer. But re ta in ing a cus-
tomer is very different f rom acqui-
ring her. In some cases, it is about a 
g ranu la r unders tanding on the i r 
evolving needs. A telecom operator 

T h e good-old 
w o r l d v i e w -
understand 
specific user 
need, develop 
relevant 
product and 
distribute i t -
is no longer 
sufficient 

consumer acquisition. Often, this 
is because of myopia, because in-
vestment on loyalty is more diffi-
cult to measure and, sometimes, it 
is because of the lack of under-
s tanding on how to induce loyalty. 
Today however, technology makes 
measur ing, t rack ing and reward-
ing loyalty easier. But at the hear t 
of it all is still the idea of loyalty 
and retention, and configuring the 
business system to deliver it. 

Finally make each employee a 
custodian of the consumer. Win-
ners know that if 'you take care of 
employees, they take care of cus-
tomers andconsumers ' . Doing th is 
requi res l inking the 'purpose ' of 
the business with the 'lives' of em-
ployees. As work done by Dan Pink 
at MIT suggests, for great talent, 
monetary incentive is only a mat-
ter of hygiene. T his is because they 

meaning to what 
Changing they do and why 
w o r l d vi ew they come to work. 
needs a So, when hotel gr-
mindset shift oup The Ritz-Carl-
b y leaders, ton says, 'We are 
balancing ladies and gentle-
their r ight m e n servingladies 
and left brains and gentlemen', it 
and of their embell ishes the 
companies self-esteem of eve-

ry employee. Each 
employee then serves the guest, all 
of whom are f rom a very different 
social and income class, wi th pride 
and confidence. 

This is, of course, enabled by tai-
lored process across every aspect 
of the hotel's operations: its billing 
systems, its rec ru i tment strategy, 
its t ra in ing r i tuals , the use of tech-
nology to keep track of unique gue-
st preferences regardless of where 

argues that while both hemi-
spheres of the bra in are vital, the 
question is which of the two hemi-
spheres dominates our view of the 
world. The left hemisphere that 
values the capacity for detail, far 
seeing things in a sequential way 
and for being obsessed with mea-
surement all of which drive a si-
loed efficiency. Or the r ight hemi-
sphere that sees the world as 
connected, that allows us to put 
ourselves in another 's place, that 
values pat tern recognit ion and the 
capacity to look at the whole. 

Win n ing w ith t h e ' w hole consu m -
er ' s tar ts with our leaders becom-
ing 'whole persons ' and allowing 
both hemispheres of our bra ins to 
play an equal role. 
(The author is execu tive director 
for home and personal care at 
Hindustan Unilever) 
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