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Abstract
The Marketing Conclave, themed "Mastering Marketing in a Digital-First World," gathered
industry leaders to discuss evolving strategies in the dynamic marketing landscape. Key
discussions revolved around consumer behaviour, luxury branding, technological
advancements, and supply chain optimisation. Eminent speakers, including Mr. Narendra
Pratap Singh, Mr. Aviral Chopra, and Mr. Manish Mittal, provided insights into leveraging
data analytics, augmented reality, and behavioural psychology to craft effective marketing
campaigns. Additionally, the conclave underscored the necessity of an agile and efficient
supply chain, particularly in unpredictable markets. Emphasising customer retention
strategies and the significance of storytelling in branding, the event provided a roadmap
for marketers to balance human creativity with technological advancements. The
following report synthesises these discussions, offering actionable insights for
businesses aiming to thrive in an increasingly digital world.

Introduction 
In an era where digital transformation is reshaping industries, marketing has emerged as
a critical function that demands innovation, adaptability, and a keen understanding of
consumer behaviour. The recent marketing conclave brought together thought leaders
and industry experts, including Mr. Narendra Pratap Singh, Director Business
Development, Samsonite, Mr. Aviral Chopra, Supply Chain Leader, Eureka Forbes, and
Mr. Manish Mittal, Senior Vice President, Reliance Brands Limited, to discuss strategies
and insights for thriving in a digital-first world. The discussions spanned various facets of
marketing, from consumer behaviour and luxury branding to leveraging augmented reality
and optimising supply chains. This report synthesises the key takeaways, offering a
comprehensive guide for businesses navigating today’s complex marketing landscape. 

Mastering Marketing in a Digital-First World

2

MANAGING CUSTOMER BEHAVIOUR
ACROSS MARKETS

Understanding Consumer Behaviour 
Mr. Narendra Pratap Singh emphasised
that while the target audience remains
consistent in their core needs, regional
and cultural contexts play a significant role
in shaping consumer behaviour. For
instance, the American and Indian
markets are incomparable due to
differences in socio-economic factors,
preferences, and purchasing power. Using
the example of Samsonite, Singh
explained how the brand’s lack of colour
options in luggage led to the introduction
of American Tourister, a more vibrant
alternative tailored to diverse consumer
preferences.

1. The Psychology of Choice 
Consumer decision-making is heavily
influenced by behavioural psychology.
Factors like social proof, scarcity, and the
paradox of choice play crucial roles.
Marketers must navigate these
complexities by offering curated options
that reduce decision fatigue while still
providing a sense of autonomy.
Additionally, Maslow’s hierarchy of needs
provides a framework for understanding
consumer priorities, from basic
physiological requirements to self-
actualisation.

"Marketing is not about selling products; it's about understanding human
desires wrapped in cultural nuances. The same luggage that rolls effortlessly in
New York may need a splash of colour to fly off the shelves in Mumbai"



2. Generational Differences in
Consumption Patterns 
Understanding generational behaviours is
critical in tailoring marketing strategies. For
instance, Gen Z prioritises sustainability and
experiences over ownership, while
Millennials focus on value and convenience.
Crafting campaigns that resonate with these
unique values can significantly enhance
engagement.

Singh noted that operational analytics have
become indispensable, enabling brands to
uncover hidden insights and optimise
strategies. Mittal added that while AR and
VR offer opportunities to create immersive
experiences, such as virtual try-ons,
consumer acceptance remains a barrier.
Effective application of these technologies
requires a balance between innovation and
practical utility. AR and VR are particularly
effective in experiential marketing. For
instance, virtual showrooms allow
consumers to explore products in a lifelike
environment without leaving their homes.
These tools not only enhance engagement
but also build trust by bridging the gap
between online and offline experiences. 

LEVERAGING TECHNOLOGY: AR, VR,
AND DATA SCIENCE 

Augmented Reality and Virtual Reality in
Marketing: Mr. Narendra Pratap Singh and
Mr. Manish Mittal explored the potential of
AR and VR technologies as tools to
enhance customer engagement.

DATA SCIENCE AND PERSONALISATION 

Data science was highlighted as a
cornerstone of modern marketing. Mr.
Aviral Chopra explained how predictive
analytics can help brands anticipate
consumer needs and design supply chains
accordingly. By leveraging data to identify
patterns and preferences, companies can
deliver tailored experiences that resonate
with their audience. Personalisation goes
beyond addressing customers by name; it
involves crafting highly relevant content,
product recommendations, and offers that
align with individual preferences and
behaviours.

3. Strategies for Luxury Customers 
Mr. Manish Mittal highlighted the nuanced
approach required for luxury branding.
Luxury brands operate within a paradox:
targeting an exclusive audience while
striving for broader appeal. 

Precision in digital marketing strategies,
coupled with tools like lookalike audience
modelling and experimentation, is crucial.
Luxury marketing thrives on identifying
niche audiences and crafting bespoke
experiences, ensuring that brands remain
aspirational and relevant. Moreover,
leveraging storytelling to evoke emotional
connections is a powerful tool for luxury
brands, making their products more than
mere commodities.
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"Choice is a paradox—too little, and
the customer feels restricted; too
much, and they feel overwhelmed.
The key lies in curating options that
make decisions feel effortless,"

"The future of marketing isn't about
selling what you have, but making
people desire what they never knew
they needed,"

THE ROLE OF ARTIFICIAL
INTELLIGENCE

Artificial intelligence (AI) is revolutionising
marketing by enabling hyper-
personalisation at scale. AI-powered
chatbots, recommendation engines, and
sentiment analysis tools provide insights
that were previously unattainable. For
example, Netflix’s recommendation
algorithm, which analyses user behaviour to
suggest content, exemplifies the power of
AI in enhancing customer satisfaction.
However, ethical considerations, such as
data privacy and algorithmic bias, must be
addressed to build trust and ensure
fairness.



CHALLENGES IN RETENTION AND
ENGAGEMENT 

Capturing and Retaining Attention
In a fast-paced digital environment,
attention spans are dwindling. Mittal
stressed the need for experimentation
and contextualised marketing. For
example, while luggage promotions may
not resonate during a cricket match, they
could be highly effective at airports.
Matching campaigns to consumer intent
ensures better engagement.

Customisation and Regionalisation
The panel debated the merits of global
versus regional marketing strategies.
While global brands often struggle to
maintain authenticity, regionalisation
allows for greater relevance. Singh
pointed out that durable goods and
FMCG products have distinct
psychological impacts, necessitating
tailored approaches.

The Rise of Omnichannel Marketing
Omnichannel marketing integrates
various touchpoints—online and offline—
to provide a seamless customer
experience. This approach ensures that
consumers can interact with a brand
through their preferred channels,
enhancing satisfaction and loyalty. For
example, click-and-collect services
bridge the gap between e-commerce and
physical retail, offering convenience and
flexibility.

Emotional Branding and Loyalty
Programmes
Building emotional connections with
consumers fosters loyalty. Brands like
Apple and Nike excel at creating
aspirational identities that resonate
deeply with their audiences. Additionally,
loyalty programmes, such as Amazon
Prime, provide tangible benefits that keep
customers engaged and invested.

INDUSTRY ADVICE FOR ASPIRING
MARKETERS

Skills and Mindset
The panellists shared valuable insights
into the qualities that aspiring marketers
must cultivate to excel in the industry.
Mr. Manish Mittal emphasised the
importance of maintaining a learning
mindset. He noted that marketing is a
dynamic field requiring professionals to
stay abreast of trends, tools, and
consumer behaviour. He advised
candidates to focus on their ability to
translate theoretical knowledge into
practical scenarios, demonstrating
adaptability in the face of real-world
challenges.

Mr. Narendra Pratap Singh as he cited
"Technology doesn't replace human
connection—it enhances it. AR and VR
should be bridges to experiences, not
barriers to authenticity" encouraged
candidates to think beyond conventional
roles. He highlighted the value of
innovation and the ability to approach
problems from unique perspectives.
According to him, the willingness to
explore uncharted territories, combined
with a proactive approach to identifying
and solving organisational challenges,
sets exceptional marketers apart. The
capacity to bring value to an organisation
by aligning personal skills with corporate
goals is essential for career growth.

Mr. Aviral Chopra highlighted the role of
energy and curiosity in tackling unknown
problems. He stressed the importance of
approaching challenges with a problem-
solving mindset rooted in first principles.
Candidates who can break down
complex scenarios into manageable
components and design effective
solutions are highly sought after in the
industry. Developing resilience and
maintaining a positive attitude towards
feedback and failure are equally crucial.
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ADAPTING TO THE DIGITAL
LANDSCAPE 

With the proliferation of digital tools and
platforms, aspiring marketers must
embrace technology as an integral aspect
of their skill set. Familiarity with platforms
like Google Ads, Meta (Facebook), and
programmatic advertising is no longer
optional. The panellists emphasised that
candidates should not only learn how to
use these platforms but also understand
the underlying principles that drive their
effectiveness.

Emerging technologies such as artificial
intelligence, machine learning, and
blockchain are reshaping marketing
practices. Professionals equipped with the
knowledge to leverage these technologies
will have a significant competitive edge.
For example, understanding AI-powered
tools for audience segmentation,
sentiment analysis, and content
recommendation can enable marketers to
create hyper-personalised campaigns that
resonate deeply with their audience.

The panellists also highlighted the growing
importance of data analytics. Marketers
who can interpret consumer data to derive
actionable insights are better positioned
to design impactful strategies. This
includes understanding key performance
indicators (KPIs), analysing campaign
performance, and making data-driven
decisions to optimise marketing efforts.

THE IMPORTANCE OF SOFT SKILLS

While technical expertise is essential, soft
skills remain critical for success in
marketing. Communication is at the
forefront, as marketers must convey
complex ideas in a clear and compelling
manner. Storytelling—the ability to craft
narratives that resonate with target
audiences—is a particularly valuable skill in
building emotional connections with
consumers.

Collaboration is another key soft skill.
Marketing is inherently a cross-functional
discipline, requiring professionals to work
closely with teams from sales, product
development, and customer service. The
ability to foster strong working
relationships and navigate diverse
perspectives is indispensable.
Adaptability and resilience were also
highlighted as essential traits. Marketing
professionals often operate in high-
pressure environments where priorities
can shift rapidly. The ability to stay
focused, recalibrate strategies, and
maintain a forward-looking approach is
crucial for navigating such scenarios.

DEVELOPING AN ENTREPRENEURIAL
MINDSET

The panellists encouraged aspiring
marketers to adopt an entrepreneurial
mindset, viewing themselves as
innovators within their organisations. This
involves identifying opportunities for
growth, taking calculated risks, and
learning from failures. By thinking like
entrepreneurs, marketers can contribute
to their organisations’ strategic goals
while enhancing their personal growth
and career trajectories.

BUILDING A PORTFOLIO AND
NETWORK

A well-curated portfolio showcasing
successful campaigns, creative projects,
and analytical skills is invaluable for
aspiring marketers. The panellists
stressed that real-world experience, even
through internships or freelance projects,
significantly enhances employability.
Candidates should also focus on building
a professional network, attending
industry events, and engaging with
thought leaders on platforms like
LinkedIn.
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INSIGHTS ON SUPPLY CHAIN AND
LOGISTICS 

Preparing for Unknown Pin Codes 
Mr. Aviral Chopra discussed the
challenges of supply chain optimisation in
an unpredictable market. Understanding
regional demographics, such as the
prevalence of senior citizens or youth in a
city, is essential for designing efficient
distribution networks. Incremental scaling
and reverse design of supply chains can
mitigate risks and ensure timely delivery. 

Chopra also highlighted the importance
of last-mile delivery, which is often the
most challenging and expensive segment
of the supply chain. Leveraging
technologies like geospatial analytics and
route optimisation software can
significantly enhance efficiency. 

Balancing Operational Priorities 
Panellists emphasised the importance of
prioritisation within supply chains. Chopra
advocated for first-principles thinking,
where trade-offs between volume, time,
and customer requirements are carefully
evaluated. Mittal echoed this sentiment,
underscoring the need for both short-
term agility and long-term strategic
planning. 

Sustainability in Supply Chains 
Sustainability is becoming a critical
consideration in supply chain
management. Brands are increasingly
adopting eco-friendly practices, such as
using biodegradable packaging,
optimising transport routes to reduce
emissions, and partnering with green
logistics providers. Companies like Tesla
have incorporated sustainability into their
supply chain by producing electric
vehicles and investing in renewable
energy. These initiatives not only align
with consumer values but also enhance
brand reputation. 

CHALLENGES IN RETENTION AND
ENGAGEMENT 

Capturing and Retaining Attention 
In a fast-paced digital environment,
attention spans are dwindling. Mittal
stressed the need for experimentation and
contextualised marketing. For example,
while luggage promotions may not
resonate during a cricket match, they
could be highly effective at airports.
Matching campaigns to consumer intent
ensures better engagement. 

Customisation and Regionalisation 
The panel debated the merits of global
versus regional marketing strategies. While
global brands often struggle to maintain
authenticity, regionalisation allows for
greater relevance. Singh pointed out that
durable goods and FMCG products have
distinct psychological impacts,
necessitating tailored approaches. 

The Rise of Omnichannel Marketing 
Omnichannel marketing integrates various
touchpoints—online and offline—to provide
a seamless customer experience. This
approach ensures that consumers can
interact with a brand through their
preferred channels, enhancing satisfaction
and loyalty. For example, click-and-collect
services bridge the gap between e-
commerce and physical retail, offering
convenience and flexibility. 

Emotional Branding and Loyalty
Programmes  
Building emotional connections with
consumers fosters loyalty. Brands like
Apple and Nike excel at creating
aspirational identities that resonate deeply
with their audiences. Additionally, loyalty
programmes, such as Amazon Prime,
provide tangible benefits that keep
customers engaged and invested. 
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INDUSTRY ADVICE FOR ASPIRING
MARKETERS 

Skills and Mindset 
The panellists shared valuable insights into
the qualities that aspiring marketers must
cultivate to excel in the industry. Mr. Manish
Mittal emphasised the importance of
maintaining a learning mindset. He noted
that marketing is a dynamic field requiring
professionals to stay abreast of trends,
tools, and consumer behaviour. He advised
candidates to focus on their ability to
translate theoretical knowledge into
practical scenarios, demonstrating
adaptability in the face of real-world
challenges. 

Mr. Narendra Pratap Singh as he cited

encouraged candidates to think beyond
conventional roles. He highlighted the value
of innovation and the ability to approach
problems from unique perspectives.
According to him, the willingness to explore
uncharted territories, combined with a
proactive approach to identifying and
solving organisational challenges, sets
exceptional marketers apart. The capacity to
bring value to an organisation by aligning
personal skills with corporate goals is
essential for career growth. 

Mr. Aviral Chopra highlighted the role of
energy and curiosity in tackling unknown
problems. He stressed the importance of
approaching challenges with a problem-
solving mindset rooted in first principles.
Candidates who can break down complex
scenarios into manageable components and
design effective solutions are highly sought
after in the industry. Developing resilience
and maintaining a positive attitude towards
feedback and failure are equally crucial.

ADAPTING TO THE DIGITAL LANDSCAPE 
With the proliferation of digital tools and
platforms, aspiring marketers must
embrace technology as an integral aspect
of their skill set. Familiarity with platforms
like Google Ads, Meta (Facebook), and
programmatic advertising is no longer
optional. The panellists emphasised that
candidates should not only learn how to
use these platforms but also understand
the underlying principles that drive their
effectiveness. 

Emerging technologies such as artificial
intelligence, machine learning, and
blockchain are reshaping marketing
practices. Professionals equipped with the
knowledge to leverage these technologies
will have a significant competitive edge. For
example, understanding AI-powered tools
for audience segmentation, sentiment
analysis, and content recommendation can
enable marketers to create hyper-
personalised campaigns that resonate
deeply with their audience. 

The panellists also highlighted the growing
importance of data analytics. Marketers
who can interpret consumer data to derive
actionable insights are better positioned to
design impactful strategies. This includes
understanding key performance indicators
(KPIs), analysing campaign performance,
and making data-driven decisions to
optimise marketing efforts.
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"Technology doesn't replace human
connection—it enhances it. AR and
VR should be bridges to experiences,
not barriers to authenticity"

Mr. Narendra Pratap Singh



Developing an Entrepreneurial
Mindset 
The panellists encouraged aspiring
marketers to adopt an entrepreneurial
mindset, viewing themselves as
innovators within their organisations.
This involves identifying opportunities
for growth, taking calculated risks, and
learning from failures. By thinking like
entrepreneurs, marketers can
contribute to their organisations’
strategic goals while enhancing their
personal growth and career
trajectories. 

Building a Portfolio and Network 
A well-curated portfolio showcasing
successful campaigns, creative
projects, and analytical skills is
invaluable for aspiring marketers. The
panellists stressed that real-world
experience, even through internships
or freelance projects, significantly
enhances employability. Candidates
should also focus on building a
professional network, attending
industry events, and engaging with
thought leaders on platforms like
LinkedIn. 

CASE STUDIES AND SPECIFIC EXAMPLES 

Samsonite’s Evolution 
Samsonite’s journey exemplifies the power of
innovation and adaptability. Established in 1910,
the brand built its reputation on durability and
quality. As market dynamics evolved,
Samsonite embraced new materials, becoming
the first to commercialise polypropylene
luggage. Recognising the growing demand for
diversity and aesthetic appeal, Samsonite
introduced American Tourister, a vibrant and
youthful alternative designed to capture a
broader audience. The company’s ability to
balance innovation with its core values has
solidified its position as a market leader.
Moreover, Samsonite’s commitment to
sustainability through recycled materials in its
products reflects its dedication to aligning with
modern consumer values. 

Reliance Brands’ Approach 
Reliance Brands Limited exemplifies how a
conglomerate can integrate diverse brand
identities while maintaining a cohesive strategy.
With an expansive portfolio of luxury and
premium brands, the company leverages
cross-brand synergies to create unparalleled
customer experiences. Standardising
infrastructure and processes ensures
operational efficiency, while bespoke strategies
for each brand preserve authenticity. For
example, Reliance’s collaboration with global
luxury houses has not only elevated its market
presence but also brought exclusive
experiences to Indian consumers. 

he noted. By investing in digital platforms and
omni-channel retailing, Reliance Brands has
enhanced accessibility and engagement,
ensuring that its offerings remain relevant in a
rapidly changing market.
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"Luxury marketing is a contradiction -
exclusive, yet accessible; aspirational, yet
relatable. The art is in making people
believe they are part of something
special, even when they aren't in the
club,"

The Importance of Soft Skills 
While technical expertise is essential,
soft skills remain critical for success in
marketing. Communication is at the
forefront, as marketers must convey
complex ideas in a clear and
compelling manner. Storytelling—the
ability to craft narratives that resonate
with target audiences—is a particularly
valuable skill in building emotional
connections with consumers. 

Collaboration is another key soft skill.
Marketing is inherently a cross-
functional discipline, requiring
professionals to work closely with
teams from sales, product
development, and customer service.
The ability to foster strong working
relationships and navigate diverse
perspectives is indispensable. 
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Tesla’s Branding and Sustainability 
Tesla has positioned itself as a pioneer in
innovation and sustainability, aligning its
marketing strategy with its mission to
accelerate the transition to renewable
energy. Tesla’s branding focuses on the
future, emphasising cutting-edge
technology and environmental responsibility.
Through minimalistic and sleek design, Tesla
products convey

luxury while maintaining a commitment to
sustainability. The company’s direct-to-
consumer model, combined with
experiential marketing such as test-drive
events and the Tesla showroom experience,
has redefined automotive retail. By
integrating its marketing with its corporate
values, Tesla has cultivated a loyal customer
base that sees the brand as more than a car
manufacturer—but as a movement towards
a sustainable future. 

 

Maneesh Mittal told the audiences. 
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Hamleys and Experiential Retail 
Hamleys, the iconic toy retailer, has
redefined experiential retail by transforming
its stores into interactive wonderlands. With
elaborate displays, live demonstrations, and
play zones, Hamleys immerses customers in
an engaging shopping experience. This
approach not only fosters emotional
connections but also drives higher foot
traffic and in-store purchases. Hamleys’
strategy extends to digital innovation,
integrating augmented reality games and
personalised online shopping experiences to
bridge the gap between physical and digital
retail. By creating memorable experiences
for both children and parents, Hamleys
demonstrates the power of experiential
marketing in building brand loyalty and
driving long-term growth.

"A brand is not a product; it’s a story
people want to be a part of. The
moment you sell without storytelling,
you’ve lost the magic,"

Mr. Maneesh Mittal

Mr. Aviral Chopra



CONCLUDING THOUGHTS 

The marketing conclave underscored the
transformative potential of digital
technologies, data analytics, and
innovative thinking in shaping the future of
marketing. The discussions highlighted
the need for marketers to remain
adaptable, continuously learning, and
attuned to the ever-evolving consumer
landscape. As businesses strive to
engage consumers in a dynamic
environment, the insights shared by
industry leaders offer a comprehensive
roadmap for success.

The importance of prioritising
relevance, embracing experimentation,
and leveraging technology was
consistently emphasised. By
understanding the nuanced
behaviours of diverse consumer
segments and adopting tools like AR,
VR, and AI, marketers can create
campaigns that are not only impactful
but also deeply personalised. "The
best supply chains aren’t built for
today’s demands, but for tomorrow’s
unpredictability,” said Mr Aviral
Chopra. Moreover, sustainability and
ethical practices have emerged as
integral components of modern
marketing strategies, reflecting the
growing consumer demand for brands
that align with their values.

Building strong customer relationships
through emotional branding, loyalty
programmes, and omni-channel
experiences is key to fostering long-term
engagement. Companies like Tesla,  "Data
doesn’t just predict consumer needs—it
anticipates them. The smartest brands
don’t just react to trends; they
orchestrate them," Mr. Chopra asserted.
Success will depend on a marketer’s ability
to not only adapt to new tools but also to
harness their potential to deliver
meaningful value to consumers. The path
to thriving in a digital-first world lies in
staying ahead of trends, fostering cross-
functional collaboration, and maintaining a
clear focus on consumer-centricity. "A
great product with a bad supply chain is
like a brilliant idea with no execution—
ultimately, it’s just a missed opportunity,"
Mr. Chopra cited. 

Ultimately, the conclave reaffirmed that
marketing is both an art and a science. It
requires a blend of creativity, data-driven
decision-making, and a deep understanding of
human behaviour. As the industry evolves,
marketers who are agile, innovative, and
ethically grounded will not only navigate the
challenges of this digital age but also seize the
opportunities to shape its future. Whether
through technologies, sustainable practices, or
personalised experiences, the key to success
lies in continuously evolving to meet the ever-
changing demands of the market. 

12



www.jioinstitute.edu.in
Our Campus

Jio Institute, Sector 4, Ulwe, Navi Mumbai, 
410 206, Maharashtra, India 

exec.ed@jioinstitute.edu.in | 1800-889-1100


