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Traditional banks now have to 
compete with the user experience 
of the gAFA brands.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I’ve been lucky to have met some truly spirited women who have 
been beneficiaries of Axis Bank’s microfinance initiatives. These 
women come from really poor households and we help support 
their businesses. One story from those travels will stay with me 
forever. 

When I asked them about the one big change that came with 
becoming financially independent, a shy woman, whose face I could 
barely see due to her ghungat, raised her hand. “If you had met me 
five years ago, I didn’t have the confidence to utter a word. My life 
didn’t matter. What I felt didn’t matter. Today, I run my own busi-
ness and I never imagined that one day I would have my own money 
in my own bank account. And when I walk into the bank, the man-
ager greets me courteously and updates my passbook,” she said. 

A lot of us in cities barely even think about our mundane bank 
account. This story struck me because it shows us what a humble 
bank account with one’s own money in it can mean to a simple vil-
lager living in Neemkheda, on the outskirts of Madhya Pradesh.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Satya Nadella – for his stunning turnaround of Microsoft, by clock-
ing revenue upwards of $100 billion last year. With his focus on 
young talent, artificial intelligence and cloud computing tools, 
Nadella has done more than return the company to relevance. At a 
personal level, I admire him for wearing his heart on his sleeve and 
for sharing his vulnerability with respect to his children; I feel his 
life experiences have had a profound impact on the way he leads and 
relates to people.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
While digital banking has become the default for more than 70 per 
cent of our transactions, there are still many customers who value 
the personal touch. The biggest challenge for banks lies in develop-
ing an approach that intentionally weaves together human and digi-
tal touchpoints. To trust a financial institution with deeply personal 
activities such as saving for retirement or managing credit and 
mortgages, customers need to feel the bank has their best interests 
at heart. 

Digital alone isn’t the answer to the trust challenge. The critical 
thing for brands to understand is that even in the age of robotics, 
artificial intelligence, process automation, liquid workforce and 
lean operations, people will remain at the heart of their success. 

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Consumer behaviour has changed after the advent of GAFA (Google, 
Amazon, Facebook and Apple) in our lives. Traditional banks now 

have to compete with the user experience of these brands. Customer 
experience will now involve self-service, ensuring a total change in 
the way they engage with the brand.

Another example is game changing technology, like the use of AI 
in the KYC authentication process. AI can read scanned, uploaded 
documents and can detect minute inaccuracies that may escape the 
human eye. If there are none, then an account can be opened in five 
to 10 minutes, instead of three to four working days. 

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
One of the most special aspects of the banking category is that it 
connects with very diverse customer groups across the country. We 
want to be a bank that remains focused on both retail and wholesale 
customer segments. We will continue to cater to all segments.

Nowadays brands get trolled all too frequently on social media. 
As a marketer, have your views on trolling changed in the last 
couple of years?
World population is 7.3 billion. The internet has 3.17 billion users. 
With numbers like these, all brands will, undoubtedly, be subjected 
to some form of social media trolling. To my mind, internet trolls 
are more than likely not your major audience. Trolls commonly 
post distasteful, offensive statements in comment sections with the 
solitary purpose of provoking someone into an argument. They may 
be engaging with your brand online, but this engagement does very 
little for your bottom line. 

However, potential customers are observing your behaviour on 
social media, even if they choose not to engage. A strategic, well-
thought out approach to negative social media activity is far more 
likely to impress observers than an impromptu, caustic reaction.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
TV. The medium reaches over 800 million individuals in India – the 
highest compared to any other medium, today. n 
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