
A positive change has been the depth  
of understanding of insurance that  
consumers have today.“

“UPENDRA 
NAMBURI
Chief Innovation & Marketing Officer | Bharti AXA 
General Insurance
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INDIA'S NUMBER ONE 
FINANCIAL DESTINATION

9.2 million app installs* | 3.7 million unique desktop visitors**

*Source: Playstore & Appstore **Source: comScore India, May’18
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PERSONAL
Who is your biggest professional mentor?
A leader from whom I’ve learnt the most is one of my first 
managers and friends, Bala Deshpande.

If not a brand marketer, what would you be?
Writing has been a passion for several years. I’ve pub-
lished three books (‘31’, ‘60 minutes’ and ‘8 hours’). The 
most recent, ‘8 hours’, won four Abbys at Goafest 2018.

Name a brand (other than your own) you admire. Why?
Tata. Their values and integrity have been immaculate. It 
takes courage to build a brand and to remain true to its 
core. This is one brand which has shown that it’s possible.

CATEGORY
What are the big challenges you see coming your way?
Hyper-competition - general insurance is a hyper-com-
petitive category, with more players entering every year. 
Pricing and profitability are going to be under increasing 
pressure. Simplification – customers want greater simplic-
ity to understand, purchase and consume brands in this 
segment. Experience – customers don’t compare within 
the category; their experience benchmarks span e-com-
merce, telecom and other categories.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
There has been a surge in consumers researching and 
purchasing online. A positive change has been the depth 
of understanding that consumers have today and their 
appreciation of the types and nature of insurance cover 
available.

Which product segment impacts trends in your category?
The motor vehicle insurance category has the dominant 
share in general insurance. Health, travel and lifestyle 
are witnessing significant innovation. With increasing 
focus of consumers, corporates and the government on 
healthcare, several models are taking shape with a great-
er skew towards wellness and intelligent, data-led care.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
With the access to data and devices, the divide is dimin-
ishing rapidly. We need to focus on languages beyond 
English, on distribution and accessibility (creating distri-
bution models and partnerships that allow customers to 

access products easily across banks, NBFCs and other 
retail formats), and on product design.

MARKETING
What’s the toughest part of being a brand marketer?
Not being overwhelmed by the technology and the jar-
gon, and remaining focussed on the customer. Constantly 
simplifying every aspect of the customer journey and 
remaining true to your brand values; it’s a tightrope walk.

Name the biggest professional hurdle you faced recently. 
True satisfaction lies in solving customer needs. With 
increasing media costs, the challenge is creating a brand 
in a cost-effective, impactful manner. We’ve been working 
on enhancing the quality of experience at every touch-
point and leveraging content/digital-led experiences.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Our focus has been on enriching all customer touch-
points, be it on the website, physical outlets, partner 
interactions with customers and collateral. Each touch-
point has a purpose and all work in unison to create the 
customer experience.

Are the best creative minds still in advertising?
One is as good as one’s next piece of work, which could 
be a book, a play or a campaign. Creativity cannot reside 
within one category of professionals.

In what way has your relationship with your agency 
partners changed of late? 
The days of siloed conversations with agencies are num-
bered. The need for ‘real collaboration’ between creative, 
planning and execution needs to be much sharper. There 
is also an increasing need for marketing technologists.

Are you open to paying agencies a pitch fee? 
Yes. There is considerable effort and research which goes 
into preparing a high-quality pitch. We should respect 
their time. 
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ASIA'S NUMBER ONE 
BUSINESS APP

3.8 million monthly app users* | Best mobile app for business, 
GSMA Asia Mobile Awards 2017

*Source: Google Analytics, May’18
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