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Market Mavens

RAHUL SACHITANAND
MUMBAI

Amarketer who helped revital-
ise the sales of chocolate
brands such as Picnic, Perk
and 5-Star for Cadbury and
launched India’s first end-to-
end portal to buy insurance for
ICICI Lombard, is now busy
changingthe way thecountry’s
largest issuer of credit cards
and autoloans markets itself.

Kartik Jain, 42, executive
vice-president and head mar-
ketingat HDFC Bank, has been
pushing result-oriented local
and digital marketing since he
joined India’s second-largest
private banklast year.

“We want our marketing cam-
paigns to result in at least
thrice the revenue they cost,”
saysJain, an IIT and IIM alum.

He launched some 4,000 cam-
paigns and 400 analytical solu-
tions (a 40% y-o-y increase) in
the past year to bring in more
customers to the bank and ag-
gressively stepped up itsdigital
presence to increase business
from this channel by over 60%.

Jain, a keen trekker who has
run three half marathons (and
wishes he had time for more),
is pushing his colleagues to
shift away from a centralised
marketing function, and think
local by setting up local mar-
ketingteamsto caterto specific
needs of acommunity orlocal-
ity. “I want our marketers to fo-
cus on the catchment areas
around branches and run cam-
paignstosuitresidentsorbusi-
nessesthere,” hesays.

His result-oriented approach
is something his rivals and in-
dustry watchers admire. “He’s
an objective-driven marketer
whohasbeen able to effectively
leverage technology and digi-
tal programmes,” says Sanjay
Jain,chief marketing officer of
Reliance Capital. HDFC’s Jain
stands out for his focus on re-
turn on investment and not
spread across many hard-to-
measure campaigns, he says.

Ajay Kelkar, COO of custom-
er relationship solutions
firm Hansa Cequity, says
Kartik Jain uses technol-
ogy and digital media
more effectively than
most of his peers. “This
gives the bank an oppor-
tunity to get one view of
thecustomerand, inamut-
ed economy, opens up bet-
ter opportunities to cross
sell products,” hesays.

concerned with cost, the
idea of highly visible
above-the-line ad-
vertisingrarely ap-

peals to Jain. “We

haven’t done a
big-ticket cam-

paign in 2-3

years,” he

says. Instead,
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the ads will be targeted, like its
Infineon credit card ads
pegged atbigspenders.

While he wouldn't disclose
his marketing budget, Jain
says HDFC Bank spends less
than one-fifth of it on above-
the-line activities, with the
rest reserved for below-the-
linecampaigns. “Marketingis
about customer engagement
that leads to measurable busi-
nessresults,” hesays.

While it’s a challenge to get
close enough to customers to
garner key insights for new
campaigns, marketerslike Jain
are increasingly under pres-
sure toreduce spends in a slow-
ingeconomy.

Jainisleaningheavily ondigi-
tal campaigns to proselytise
HDFC Bank. Under him, the
bank’s website has become the
most visited private bank web-
site and the most responsive
bank on Facebook,accordingto
a survey by Social Bakers in
May 2012.

“With increasing penetration
of internet and mobile, digital
marketing has become an inex-
orable element of marketing-
...this is especially true in the
case of financial services,
where products and services
cannot be distributed efficient-
ly without the use of technolo-
gy,” Jain says. Parag Rao, who
headsHDFCBank’s creditcard
business, says while Jain’s
overview across the bank’s
businesses has allowed him to
synergise marketing cam-
paigns, his data analytics team
isawelcomebonus.

“Weundertakealotof custom-
eranalyticsacrossour different
businessesandsinceKartik has
an insight across them we have
visibility of their spends and
can target them with specific
products,” Raosays.

With increasing pene-
' tration of Internetand
mobile, digital market-
ing has become an inexorable
element of marketing
KARTIK JAIN
Marketing Head, HDFC Bank
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