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FOOTFALLS  
(in crore)

SALES TURNOVER  
(in `crore)

2008–09 1.7
2009–10 1.62
2010–11 1.96
2011–12 2.47
2012–13 5.49
2013–14 5.98
2014–15  5.91

2008–09 363
2009–10  344
2010–11 470
2011–12 522
2012–13 815
2013–14 1,359
2014–15 1,486

Act 4 
Going beyond the cinema business

In Ajay Bijli’s own words: 

If you were to ask Howard Schultz what else he wants to do, he 
would say ‘I want to open more Starbucks’ and the same is the 
case with McDonald’s. So while everybody wants me to vertically 
integrate, I ask why I should only be making cinemas. Like an 
entrepreneur tries various business models, pre-acquisition we too 
tried our hands at a few ventures. But post acquisition I have 
realized that I want to work only in cinema space, as this our 
core strength. India right now is very under-screened, and I want 
to expand everywhere I can. However pre-acquisition, we have 
invested in a few ventures from restaurants to bowling centres.

Scene 1: PVR and its subsidiaries: Bowling and more

The idea behind setting up bluO was to provide a one-stop entertainment 
destination to all and to promote bowling in India. Bowling is promoted 
as an indoor sport and as leisure and entertainment for patrons at PVR 
bluO. PVR bluO was the retail-entertainment arm of the PVR Group 
and was a 51:49 joint venture between PVR and Major Cineplex Group 
of Thailand, a leading film exhibition and retail entertainment company 
that operates 480 bowling centres in Thailand.

PVR bluO is a one-of-its-kind entertainment concept in India. Simply 
speaking, what T-20 has done for cricket in India, bluO has done for 
bowling. In other words, bluO is a mix of fun and bowling—world cuisine, 
music, sport—coming together. It has been able to redefine bowling as a 
popular lifestyle and entertainment sport in the country. 
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environment, with higher receptivity to brand messaging as compared to 
any other medium.

Cinema offers an unrivalled advertising impact with low ad avoidance, 
helping form a deep connect between the advertising brand and audiences. 
Today, cinema advertising in India is largely known for the innovative 
methods that PVR has pioneered in the country. PVR’s dominance in 
the cinema-advertising domain is so profound that its total advertising 
sales equal the combined sales of all competing players. 

From `75 crore last year, cinema advertising has jumped to a whopping 
figure of `141 crore this year and is expected to touch `169 crore by the 
end of 2015. Rising at a 35–40 per cent year-on-year, cinema advertising 
is growing faster than online, radio or overall advertising, where annual 
growth is about 11 per cent.

FY 2011–12 FY 2012–13 FY 2013–14 FY 2014–15 

Turnover `62 crore `75 crore `142.5 crore `168.74

Screens 166 216 421 464

Cinemas 38 46 97 104

And...cut!!! Final word

PVR is listed as India’s most trusted and attractive brand by The Brand 
Trust Report 2015 in the category entertainment and cinema display. The 
company commands a phenomenal 70 per cent of advertising revenue 
in the cinema space, and delivers 360-degree exposure and innovative 
opportunities to brands—both on-screen and off-screen.

Ajay Bijli said:

Right from the beginning, if PVR Priya (the first screen opened) 
had not been a success, I would have been disappointed. Success 
in any initiative gives you the boost to go further, and do even 
better. I recently read a quote by Nelson Mandela which really 
touched me: ‘Do not judge me by my successes. Judge me by 
how many times I fell down and got back up again.’ I believe 
in this and that’s what defines success for me.
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2004
Business Leadership Award by Franchise India.
Newsmaker of the Year Award for 2003 (part of FICCI Frames).
Teacher’s Achievement Award.

2003
Theatre World Newsmaker of the Year Award at FICCI Frames.

2003–2004
Retailer of the Year: Entertainment by Images Retail.

2002 and 2005
Finalist at Ernst & Young Entrepreneur of the Year.

1997
2002

2003
2006

2007
2008

2012
2014

2015

Established 
India’s first 
multiplex in 
collaboration 
with Village 
Roadshow

Village 
Roadshow 
exits

ICICI 
Ventures 
makes 
investment 
in PVR

Listed on 
BSE/NSE

Forayed 
into Film 
produc-
tion with 
Taare 
Zameen 
Par

•  Established 
PVR blu-O, 
a JV with 
Thailand-
based 
Major 
Cineplex 
Group

•  Raised PE 
financing 
in PVR 
Pictures to 
fund film 
production 
foray

•  Reached 
milestone 
of 200 
screens

•  L capital 
makes 
strategic 
investment 
in PVR & 
PVR leisure

•  Acquired 
Cinemax 
to become 
India’s 
largest 
multiplex 
operator

•  Multiples 
& L capital 
invest 
in PVR 
to fund 
Cinemax 
acquisition

•  Reached 
the 
milestone 
of 100 
cinemas

•  Brought 
alternate 
content in 
India with 
PVR Live

•  Acquired 
DT 
cinemas to 
reach the 
milestone 
of above 
500 
screens

•  Currently 
operates 
474 
screens 
across 106 
properties 
and 43 
cities 
of the 
country

•  Operates 
6 bowling 
centres 
with 135 
lanes 
across 5 
cities

PVR Journey so far.… PVR

Began with a single theatre, evolved to an integrated entertainment company and is now 
INDIA’s LARGEST MULTIPLEX OPERATOR
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Sprite’s journey

Period Insight Role of Brand Milestone 
1998 An inherent desire to 

be their true selves, 
trust their own 
instincts and make 
their own choices

Merely be a mirror 
to who the youth 
really were

Launch of Sprite

1998–
2001

Expose the tall 
claims, false 
pretences and 
hyperbole in the 
category that teens 
inherently knew were 
fake

Encouraged teens 
stand against ‘phony’ 
societal norms—
‘Sprite bujhaye only 
pyaas, baaki all 
bakwaas’

By 2002, Sprite’s growth 
rates were two and a half 
times that of the category, 
reaching a market share 
of 4 per cent—overtaking 
its rival sparkling-beverage 
brand in the process

2004 Teens inundated with 
information overload 
and confused with 
the plethora of 
choices and diverse 
opinions

Liberated the youth 
to cut through the 
maze and have a 
clear perspective—
‘Clear hai!’

By 2005, Sprite, growing 
at 11 per cent while the 
category declined by 16 
per cent, was the second 
largest brand in the Coca 
Cola India portfolio.

2008–13 An undercurrent of 
annoyance among 
teens if they were 
projected as phony 
or fake

Appealing to 
straight- talking no-
nonsense youth—
‘Seedhi baat, no 
bakwaas’

By 2008, Sprite beat 
its major competitor in 
volumes, emerging as the 
No. 2 drink in the sparkling-
beverages market in India
By the end of 2013, Sprite 
finally became India’s 
numero uno sparking-
beverages brand in market 
share, preference, brand 
love, consumer intent and 
weekly consumption—
an unprecedented 
achievement.
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Spontaneous awareness: Now the most spontaneously  
recalled private sector bank 

65

85 84 84
74

69

June 2012
June 2015

Axis Bank ICICI HDFC

Source: AC Nielsen Brand Track.

Brand consideration: Now the second most considered 
amongst private sector banks

16

23

14

28

32

19 June 2015
June 2012

Axis Bank ICICI HDFC

Source: AC Nielsen Brand Track.

Improving imagery perceptions over the years

Source: AC Neilsen Brand Track.
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Consistently attracting a younger audience set

Savings A/C 
acquisition

Mar. 
2012 
(%)

Mar.
2013 
(%)

Aug. 
2014 
(%)

Credit card 
acquisition

Mar. 
2012 
(%)

Mar. 
2013 
(%)

Aug.
2014 
(%)

below 18 3 4↑ 4↑ below 18 – – –

18-35 63 65↑ 66↑ 18-35 5 8↑ 9↑

36-55 28 25↓ 24↓ 36-55 78 74↓ 73↓

55+ 6 6 6 55+ 17 13↓ 13

Source: Internal data.

Axis Bank’s success can be attributed to many factors, but none as significant 
as its steady focus on customer-centricity and innovation.

Within a span of just four years, Axis Bank has moved up from being 
the third most trusted private sector bank, to the most trusted. It has been 
voted the Most Trusted Private Sector Bank Brand in the country, two 
times in a row, in Brand Equity’s Most Trusted Brand Surveys (December 
2013 and October 2014).

Brand Equity Most Trusted Brands

Rank amongst private sector banks

2011 2012 2013 2014

Axis Bank 3 2 1 1

ICICI Bank 1 1 2 2

HDFC Bank 2 3 3 3

Source: Brand Equity, The Economic Times, 28 September 2011, 7 November 2012, 18 
December 2013, 22 October 2014.

The brand’s journey has just started and there are many milestones to 
come. And just like its journey so far, the many initiatives under way at 
Axis are a work in progress.
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Taken volume away from premium sedans

Premium Sedans Units Sold per month

  Before XUV500 launch  After XUV500 launch
  (Oct. 2010–Sept. 2011)  (Oct. 2011–Sept. 2012)

Figure 1

*HSUV industry share: Before and after launch
  
  Apr.–Aug. F12  Sept.–Mar. F12
  Market Size=12.949  Market Size=33.848
  XUV500 Share=0%  XUV500 Share=41%

Figure 2

*HSUV: High–end sports utility vehicle

Recognitions

 » The XUV500 received tremendous response from customers and 
reviewers alike and was the most awarded car in its year of launch 
in 2011–12. It received over twenty-five awards from auto experts 
and numerous other recognitions. 

 » It was also rated the most reputed auto brand in the Reputation 
Benchmark Study conducted by Bluebytes with a 74 per cent lead 
over the second most reputed car brand. 

 » True success is determined by how customers react to or rate the 
product. The XUV500 topped in customer satisfaction in the SUV 
segment, in the TNS Automotive India study 2012.
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Proofing the go-to-market strategy in a comprehensive test market 
environment 

Sensodyne’s journey in India began with a test market in the south. 
Sensodyne chose south India owing to several factors that gave it an edge 
over other markets—media isolation, high literacy rate combined with it 
being a high-revenue-generation market for GSK.

The brand adopted a unique four-way matrix for the test marketing 
initiative with different operating levels in each of the markets, keeping 
in mind consumer preferences. The four-way matrix was based on metrics 
such as media share of voice, expert marketing, visibility and activation. 
The right mix of all these elements was necessary for the launch. This 
strategy allowed the brand to be nimble, proactive and responsive, and  
ensure course corrections based on real time consumer and market 
feedback.

Media
SOV

Retail 
visibility

Intensity of 
dentist reach

Consumer 
Activation

To illustrate, in a market like Tamil Nadu, the brand focused on high 
media share of voice (SOV), high expert marketing and low activation, 
whereas in Andhra Pradesh, it focused on high media SOV, low expert 
marketing but high activation. This was backed by rigorous research for 
almost a year. The test market gave numerous insights into consumers’ 
psychographics. It revealed that consumers were seeking specialist products 
but would prefer listening to an ‘expert’ on their problems, however, they 
were hesitant in reaching out to them for help. Many such learnings, heavy 
investments in clinical research powered by a simple scientific visualization 
of the solution, have been instrumental in making the brand what it is 
today. This test marketing helped the brand draw up a winning strategy, 
paving the way for its launch across the country. 
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The brand’s growth rate dropped by 78 per cent over the four-year 
period from 1996 to 2000 and sales flattened between 2000 and 2004.

15% CDM Sales Volume–CAGR

14%

3%

10%

5%

0%
1996-2000 2000-2004

Dropping sales volumes

Clearly, the brand was running out of fuel. New triggers to fuel growth 
had to be found. However, given CDM’s importance to the company’s 
bottomline, this had to be managed without compromising profits. 

Since the market share of all Cadbury brands put together was 
already 65 per cent, playing a market share game would inevitably entail 
cannibalizing one’s own brands. On the other side, the brand’s competition 
came from value-for-money offerings1 (chocolate-coated wafer biscuits 
which had lower chocolate content or used chocolate substitute, which 
allowed them to offer more for less). These were discernibly bigger bars 
than what CDM offered at the same price. Clashing with them for share 
was bound to prove unprofitable.

The rising trend of commodity prices (cocoa) was only adding to the 
pressure on sales volumes and testing the brand’s price elasticity. While 
prices had fluctuated, they had nearly doubled in four years.2

Possibility of share gain through promotions was bound to be expensive 
and unlikely to sustain long-term growth. Moreover, the inevitable 
competition response, compounded by price pressures, would further erode 
profitability. All these factors appeared to suggest that raising market share 
may not be the most profitable growth avenue for CDM.

1Nestle Munch, Nestle Kitkat, along with Cadbury Perk, accounted for 30 per cent 
of the chocolate category. These were all chocolate-coated wafer biscuits.
2World Bank statistics.
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A new growth path: 2005 and beyond

Consumption among teens and adults was still very low when compared 
to global benchmarks. Understanding why was the key to growth.

As the world is now discovering, India is not one country but two 
countries in one. 

Modernists, who are Indian in appearance but western in thought and 
lifestyle, dominated affluent India. Greater exposure to western (English) 
media and rising disposable income had meant that they were more open 
to experimentation and indulgence. Most of Cadbury’s growth had come 
from this market. 

However, it was in the other India that untapped potential resided.
Traditionalists, conservative in mindset and in lifestyle, constituted this 

other India—the largest chunk of the population. In comparison with 
the modernists they were tradition-bound and resistant to change. Their 
incomes too rose at a slow pace. Money was not exactly plentiful, so 
indulgence was limited. Though most of them were familiar with chocolate 
and had eaten it at least once, chocolate had little relevance in their lives 
and was seen at best as an occasional indulgence for kids. While they 
had made tea, potato and of course cricket their own, chocolate had got 
a cold shoulder from them.

But it was not as though they lacked a sweet tooth. The size of the 
traditional meetha (sweets) market was more than nineteen times that of chocolate, 
valued at approximately US$4.2 billion, while chocolate was a merely US$215 
million market.3

3Cadbury estimates, 2004.

0 500 1000 1500 2000 2500 3000 3500 4000 4500

4200

215Chocolate

Traditional Indian 
Sweets
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Summing up the strategic communication shifts that reinvented CDM

•	From	 ‘for	 kids’	 to	 ‘the	 kid	 in	 all	of	us’
•	From	modernists	 to	 traditionalists
•	From	chocolate	 to	meetha
•	From	 ‘individual’	 to	 ‘collective’	moments	of	happiness
•	From	 ‘occasional	 treat’	 to	 ‘casual’	 consumption	 to	 ‘ritualistic	 meetha’	
moment

Brand learnings: 

Look	beyond	 the	existing	category	users	 to	grow	both	width	and	depth	
of	 consumption.

•	Width:	Price	point	 and	distribution
•	Depth:	Target	both	habitual	and	impulse	consumers	from	five	to	sixty	
years	

Do	not	re-engineer	the	product	for	the	local	palate.	Position	the	product	
in	 a	 locally	 relevant	 way	 that	 reinvents	 the	 very	 essence	 of	 the	 product	
and	anchor	 it	 in	existing	 sweet	 consumption	occasions.

•	Consumers	 were	 subliminally	 given	 the	 message	 that	 it’s	 best	 to	
substitute	an	 Indian	sweet	with	a	Cadbury	chocolate	at	an	auspicious	
consumption	moment

•	Gifting	and	stocking	of	chocolate	took	over	traditional	‘sweet’	occasions

Maintain	image	leadership	by	striking	a	deep	emotional	chord	and	smart	
marketing	mix.

2005
Pappu Pass Ho Gaya–I

2005
Pappu Pass Ho Gaya–II

2006
Miss Palampur

2009
PayDay

2005
Pappu Pass Ho Gaya–I

2008
Kenya

2010
Shubh Amrambh

2011
In-home Meetha
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CDM growth4 zoomed

This innovative strategy popularized the brand as meetha and chocolate 
started being considered on occasions when indigenous meetha was the 
traditional choice.

And the impact showed up in the tracking studies too. By 2011, 
penetration of chocolate increased by over 50 percentage points for both 
the teens and adult segments.5

CDM became the biggest brand to capitalize on this explosive growth 
in the chocolate category.

Moreover, despite being the biggest brand in the category (and 
therefore having a larger base compared to others), CDM managed to 
grow faster than every competitor brand.6

Clearly, the shift in strategy and the Kuch meetha ho jaaye campaign 
had not only reversed the flattening growth rate, but also super-charged 
CDM growth! 

400

300

200

100

2004 2005

Sales Volume Growth

2006 2007

CDM
All Chocolate

2008 2009 2010 2011
0

Note: Figures indexed at 100 for 2004 sales volume figures respectively.

4AC Nielsen sales data.
5Listing studies, 1995, 2002, 2011.
6AC Nielsen sales data.
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A portfolio strategy aligned to geographical preferences

Once there was clarity on the role of the brand in its consumer life, there 
was a need to have a portfolio strategy in place that would guide future 
product launches and innovation. In 2010, armed with a new marketing 
plan, MTR refreshed its proposition and packaging, and created what it 
named the three pillars of its category growth strategy. It was decided to 
focus on three categories: Spices and Masalas, Mixes and a whole new 
category, South Indian Snacks.

Spices & 
Masalas

South Indian 
Snacks

Karnataka 
& APRegional Pan India 

presence

Breakfast 
mix Dessert mix Health drink 

mix

Mixes
RTE (Wait 
& watch 
strategy)

Snack mix
Meal Mix 

(with Rasoi 
magic)

South Indian 
variants 
North

MTR

03_Legacy.indd   233 11/26/2015   10:37:35 AM







Afterword • 281

Movie watching is already experiencing the beginning of the 
next storm—the Internet.

Decoding the method

A key effect of such a transformation is its impact on total surplus, which 
is the sum of consumer surplus and producer surplus.

Consumer surplus is the maximum price the consumer is willing to 
pay over the market price; and producer surplus is the minimum price 
the producer is willing to accept below the market price.

Notice how each brand in this book ended up unlocking new value 
by triggering generation of disproportionately large surplus.

Stale, stagnant markets produce very little surplus. Consumers resent 
price rise. Producers find it difficult to make profits that can be invested 
in innovation that leads to better offerings. It’s a vicious cycle.

A storm turns this into a virtuous cycle.
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An insight that the stormer has, throws up a new value equation that 
points to the possibility of unlocking new surplus.

The insight leads to a breakthrough—and that could be a product, 
process, or a business model, or in some cases even a new ecosystem 
architecture. 

A stale, stagnant market turns vibrant as the new value proposition 
surprises consumers who find the new offering very compelling and are 
willing to pay far more than before.

Producers have money to plough back into business leading to more 
innovation and even more demand. Economies of scale bring supply 
price down further.

This leads to a steep change in demand, more total surplus and more 
innovation—an almost magical upward spiral that causes the storm.

Any function in an organization can initiate a storm-the-norm strategy. 
Here’s an example for you. The global financial meltdown in 2008 had an 
adverse impact on the life insurance sector. The market suddenly shrank 
and then stagnated.

Marketing function at Max Life initiated a mission aimed at a  
market step-change. Here’s the storm-the-norm framework mapped by 
the team:

03_Legacy.indd   282 11/26/2015   10:37:42 AM



Afterword • 283

Stale Norm
2008–10 was a dif�cult period for 
the life insurance industry.
Ownership of  life insurance had 
declined and intention to purchase 
was at a dismal 20 per cent. Lakhs 
of agents had quit; the Life 
Insurance sector stagnated.

Spot the Suboptimal
Max Life spotted the suboptimal—mistrust. 
Relationships in the industry were based on 
mistrust. Purpose, process and product 
transparency could inspire trust.

Conceive and iterate the breakthrough
The company realized that the life 
insurance category needed a fundamental 
transformation. Just making claims of 
honesty and urging the customer to trust 
them would not work.
A mission was kicked off to embed 
‘honesty’ into the DNA of the organization. 
Processes, practices and structures were 
redesigned.  

Pace to Critical Mass
Led by the campaign ‘Aapke Sachche 
Advisor’ (your honest advisor), the whole 
organisation and its partners were 
galvanized in a concerted manner to 
achieve the required momentum. 
The company reoriented its entire 
business strategy towards long-term 
savings and protection, reducing focus 
on short-term gains and re-engineering 
its product portfolio. It urged everyone 
to focus on the most honest and 
fundamental reason for buying life 
cover—to protect their loved ones’ 
�nancial future. This was a bold effort at 
challenging an old industry malaise.

This is how the Max Life team stormed the norm

1

2

3

New Norm
The impact was felt by the industry and Max 
Life’s Loyalty rank went from No. 5 to No.1. 
The penetration shot up from 63 per cent to 
68 per cent and consumers considering LI as a 
safe investment jumped from 46 per cent to 
61 per cent.
The industry is now ready for the next storm 
perhaps led by ecommerce.

5

4

Source of data:  Syndicated Life Usage & Attitude study, Nielsen 2012-15
                       Customer Relationship Assessment Syndicated study, IMRB 2012-15

Now browse through the stories again and see if you, too, see this 
pattern. Or a new one!

Ranjan Malik
Source of data: Syndicated Life Usage & Attitude Study, Nielsen 2012-15; Customer Relationship Assessment 

Syndicated Study, IMRB 2012-15.
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