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' Take aYUhole-Peirson
View of the Consumer

Only marketers that understand consumer decisions, reward loyalty and make
employee a stakenolder willl win the battie for mindshare of 50 million youwng Indians

GOPAL VITTAL

uent 24-year-old consumzr, at

her local malll. She was walk-
ing past a counter sellimg skincare
produetsand stopped thete on imp-
ulse. Thilkty minutes lates, she had
bought a Rew brang, ata 800% pre-
iU 18 her 18y ular bran. What
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Ruchn is not umuq;une She repre-

sents 50 million young Indiam cons-
umers who account for over 60% of
the new consumption in discreti-
gnaiy eategsries sueh as durables,
skincar® and appaiel. Eaeh of
ther 18 rapidiy adepting new eate-
gares, Sfféﬂ drivi ﬁ‘l% ﬁfﬁ?ﬁatﬁ%
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As consumers drive this dramatic
shift, how are play-
ers responding?
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First, understand
the consumer as a ‘whole"” person.
Tradlitional tools of category un-
derstanding and market research
are no longer sufficient. They rep-
resent the good-ald werld view: un:
derstand eatesery-specific 66A:
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Second, measure and reward con-
sumer loyalty. The lifetime value
of a loyal consumer is anywhere
between 10 and 30 times that of a
hew eonsulivE. But retainimg a cus:
tomer is very different from aegui-
Fing her A seme 6ases, itisabout a
granvlar uhderstanding 8n their
evolving Reeds. A telecom Operatsr

consumer acquisitiom. Often, this
is because of myopia, because in-
vestment on loyalty is more diffi-
cult to measure and, sometimess, it
is beeause of the laek of wnder-
standing 6n how to induee loyalty:
Teday hewever techmolody makes
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Finally make each employee a
custodiam of the consumer Win-
ners kmow that if ‘you take care of
employees, they take eare of cus:
tomers aﬁd%mumﬁﬁ% Deing this
requires linking the ! PUERRSR’ of
the business with the ‘lives' of em:
ployees. As wark done By Dan Pialk
at MiT sugoests, for great taleat,
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Changing they do and why
o ol vi ew they come to work.
Aeeds a So, when hotel gr-

mindises shift  oup The Ritz-Carl-

by leaders, ton says, ‘We are
balancing ladies amd gentle-
their right men servingladies

and left braine amd gentlemenm’, it
and eftheir
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gt whem are frem a very ifferent
soekah and income class. with pride
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This is, of course, emabled by tai-
lored process across every aspect
of the hotel's operatiiomns: its billing
gystems;, its reeruitthent strategy.
its traiming ritualls. the use of tech-
nology te keep tiaek of unigue gue-
st preferenees regandiiess of where

argues that while both hemi-
spheres of the braim are vital, the
question is which of the two hemi-
spheres dominates our view of the
world. The left hemisphei® that
valu@g the @é@&@ﬁw for detaill, far
seeing thin@s iR 4 sequential way
and for being gbsessed with mea:
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er" starts with our leaders becom-
ing ‘whole persoms” and allowing
both hemispheres of our brains to
Blay ah equal rele.

The audiy is executive diroctor
TR home and personal; care at
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