
Amitabh Bachchan, the 
biggest brand name in 
the country and the 

desi icon of statesmanship and 
maturity, opined that it’s com-
petition, and not monopoly or 
regulation, that helps brands 
tackle challenges and decide 
market economics.

“Competition makes brands 
invest in research, continual 
improvement of quality, staff 
productivity and customer sat-
isfaction,” he said, addressing 
the gathering of advertising 
stalwarts, novices and students 

at the inaugural ceremony of 
the advertising convergence in 
Grand Hyatt Bolgatty.

The face and voice of nearly 
24 Indian brands, Bachchan, 
however, said that he was no 
master of the craft of selling and 
branding, but admitted that he 
too believed in dharm. “I do not 
advertise alcohol or tobacco; 
that’s my dharm. Although my 
presence can’t prevent the ex-
istence of such products, those 
brands advertise the ill-effects 
of substance abuse; that, is their 
dharm,” he stressed.

Batting for indigenous brand-
ing and market, in an apparent 
reference to Make in India, the 
Bollywood actor also called 
for cooperation among brands 
moderated by a code of ethics 
that delivers what it promises.

A branding, Bachchan add-
ed, is an investment of self-re-
spect, sustainable development 
and globalization. It represents 
vision, mission, objectivity 
and performance,” he told a 
cheering crowd, who hailed 
his thoughtful gyan on ethical 
branding.
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‘A brand which is subordinated to 
irrational whims and fancies is not 
independent. Brand is an asset, all 

other resources are liabilities’

Customer is the 
king. The sheer 
magnificence of 
an ad makes the 
sentimental 
king buy things 
which he never 
needed.

BIG 
BRAND 
GYAN

3 Days 

20,000+
delegates

40+ speakers

5 Padma awardees

7 Fortune 500  
company heads 

11 tech giants 

10 marketing  
stalwarts

3 Bollywood stars 

1 humanoid robot

The presence of these 
luminaries adds to the 
royal elegance of the 
Queen of Arabian Sea. 
Hosting the 44th edition 
of its World Congress for 
the first time in India, the 
International Advertising 
Association (IAA) focuses 
on Brand Dharma, or as 
Amitabh Bachchan would 
call it, ‘Brand Dharm’!

IAA World 
Congress 

Newsletter

The topic chosen for this year’s Congress is very important. When internet advertising is conquering the whole market, 
technology based on peak data can precisely target consumers and offer them a wonderful experience. Meanwhile, there’s 
this grave issue of privacy protection which needs to be addressed. Along with profit making, our industry must also focus 
on responsibility.
Zhang Guohua, president, China Advertising Association, and vice-president, IAA.
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a superlative 
system
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dharma
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Whenever the question of ethics 
is raised, along pops up the 
intriguing part – privacy of 

data. It was Boston Consulting Group 
(BCG) chairman Hans-Paul Bürkner who 
took up the task to enlighten the crowd 
about the much-asked query ‘Who really 
owns the data?’ at the 44th IAA World 
Congress. 

The privacy vs personalization debate 
witnessed an enthusiastic audience 
listening to the insightful data and facts 
presented by the corporate stalwart 
who runs a 15,000-employee-strong 
firm with over 85 offices around the 
world. Stressing that the key to success 
is to understand consumer acceptability, 
Bürkner told the conclave attendees to 
keep in mind the obvious fact. “That 
privacy and security go hand in hand. 
You need to know whom and how you 
target, what to share and what not to,” 
he said.

Personalisation, in his opinion, 

depends on three factors – control and 
transparency, required relevance and 
improved technology. “As the firms 
proactively increase transparency about 
usage and storage of personal data, 

consumers opt in to share and engage 
more with brands. While conditioning 
customers about personalization, the 
firm should ensure the right mix of 
marketers and data scientists to guide 

their efforts. Above all, technological 
precise should be ensured with accurate 
marketing target to protect personal 
information and reduce customer 
friction,” Bürkner explains.

While stressing that personalization 
really pays off well, he cautions the firms 
to not push too far. Based on authentic 
data, Bürkner takes note of the poor 
examples among tech giants in India 
about private data leak. 

“Every second, somebody’s data is 
endangered. There have been various 
examples of how data privacy issues 
have caused concerns. Therefore, it’s 
very important to prevent it all ending 
up the wrong way. Take it slow, step by 
step, following constant trial-and-error 
method of experiment, to not result in 
brand damaging.”

Signing off in a Peter Parker-style, 
Bürkner said, “Maintain a fine balance 
of privacy and security. Because, with 
great data comes great responsibility.” 

Boston Consulting Group chairman Hans-Paul Bürkner shares insights on data security issues 

Privacy and security go 
hand in hand. You 
need to know
whom and how you 
target, what to 
share and 
what not to.

‘With  
great data  

comes great 
responsibility’



SPIRITUAL 
INSIGHTS ON 
DHARMA

Nothing prepared the 
august gathering at 
IAA World Conference 

for a quick Art of Living ses-
sion. As the Ambassador of 
Peace, Sri Sri Ravi Shankar, in 
his soothing voice, guided the 
audience to meditate for a few 
minutes, they swiftly sat back 
on their chairs, closed their 
eyes and let out a relaxed sigh. 
For a crowd that was waiting 
for a day packed with inform-
ative and educational sessions 
on various aspects of adver-
tising and marketing, this was 
an unexpected but welcome 
break.

The relaxed audience were 
then ready to hear him shed 
light on what he feels about 
Brand Dharm. “Advertisement 
is all about communication 
-- how you communicate and 

what needs to be communicat-
ed.” He then went onto cite an 
example of how, when he visit-
ed his friend’s restaurant, was 
served food made at his home 
instead of what was prepared 
in the restaurant. 

“I insisted that I wanted to 
have the food prepared at the 
restaurant, but he did not wish 
to serve me that. If you do not 
believe in your own product or 
brand, then it is not Dharma,” 
he said.

Ravi Shankar then went 
onto speak about how technol-
ogy today is affecting children. 
“Today, there is too much use 
of social media and this is af-
fecting the very personality of 
youngsters and kids. I think 
that ‘Brand Dharma’ will help 
here in guiding people to lead 
a healthy and happy life.”

Spiritual leader Sri Sri Ravi Shankar’s 
session was a tranquility booster for IAA 
delegates and guests

 If you do not 
believe in your
own product or 
brand, then
it is not Dharma
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One of the most enlightening ses-
sions of Day 1 of IAA was helmed 
by D Shivakumar, Group exec-

utive President, Corporate Strategy 
at Aditya Birla Group. His session on 
‘Brand Trust in Digital World’ shed light 
on the various ways through which con-
sumers and digital media work, espe-
cially when it comes to trusting a brand.

He commenced his session with the 
statement ‘Digital is now mainstream, 
not an add-on.’ “For the first time, half 
the world population is on the internet 
from 2019 onwards. As many as 36 per 
cent of the world population is on social 
media and the internet is now omni-

present across the world,” 
Shivakumar adds.

His session became 
increasingly interesting 
as he presented one of his 
concept ‘D.U.C.A’ which is 
an acronym for Digitally Un-
acceptable Content and 
Attitude and pre-
sented examples 
of internationally 
renowned brands 
that had to face 
backlash on social 
media due to their 
advertisements. 

He then went onto state “Optics 
matter when it comes to social me-
dia sites such as Facebook and In-
stagram.”

Shivakumar also spoke on how 
consumer and brand 

both are an open 
book in the times 
of social media, 
“There are no 
rooms for secret 
in the digital 
world. Brand 
knows more 
about con-
sumers and 

the consumers know about the brand. 
Moreover, in the Digital world, society is 
the stakeholder, not your board or your 
shareholder.”

“The lesson for us is that on the digital 
platform, consumers believe in collec-
tion of experience and that Influencer 
Marketing is about genuine relation-
ship,” he points out. 

Shivakumar made a strong statement 
about how advertisers and marketers 
must start regulating themselves. “If we 
do not regulate ourselves as marketers, 
the government will draw the line. It is 
important for brands to self-regulate.” 
he concludes.

‘NO ROOM FOR SECRETS IN 
DIGITAL WORLD’

Ivide oru chaya (One tea, please). Amused by 
the thick-accented Malayalam words uttered 

by the foreign delegate, both the attendees 
and the staff of the tea stall broke into a grin. 
Offering a glimpse to the quintessential 
Malayali thattukada culture-- the much-
celebrated hub of piping hot morning tea and 
political discussions in Kerala, the tea shop 
stall set at the venue of the IAA World Congress 
woos the attendees. The favourite food spot 
of Malayalis recreated at the Grand Hyatt 
Bolgatty has a curious gathering enjoying the 
local cuisine and beverage varieties like green 
tea, masala tea, coffee and black coffee. Visitors 
are particularly intrigued by the spicy masala 
tea which, due to its unique flavour, is in high 
demand. 

The thattukada 
experience

Says Shivakumar, stressing on the importance of brand trust 

‘Ivide
oru
chaaya’

WALK FOR  
THE LOOM

Big names from the advertising industry walk the ramp sporting handloom attire weaved 
at the flood-hit Chendamangalam village of Kerala.
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When it comes to 
Aadhaar, there’s no 
apt person other 

than Nandan Nilekani, who 
had chaired the Unique Iden-
tification Authority of India 
(UIDAI), to discuss about the 
world’s largest biometric 
system, which has been em-
broiled in back to back legal 
controversies since its forma-
tion in 2016. And when he did 
take the stage, the excitement 
in the crowd was palpable.

The audience keenly lis-
tened as Nilekani spoke in de-
tail about the Aadhaar leap-
frog, recalled the milestones, 
explained the pros and cons 
and graciously answered the 
queries packed in wit and hu-
mour.

Stressing that the Indian 
approach of biometric system 
marks a new paradigm shift 
and stands superlative to the 
US, European and Chinese 
models of data collection, he 
says, “Unlike other parts of the 
world, in India, people become 
data-rich even before they be-

come economically well off. 
Our average digital footprint is 
similar to that of the econom-
ically upper class population 
in the US. The Indian model 
upholds the dignity and iden-
tity of citizens, efficiency of 
government expenditure and 
empowerment of people,” he 
observes.

Shedding more light to 
the intricacies of the legal 
proceedings, he says, “The 
Aadhaar case is the second 
longest case in the history of 
Supreme Court, in terms of 
hearing sessions. However, 
despite that, there’s no doubt 
about its global implications 
and how it has been able to 
simplify the lives of people, so 

strong that 20 countries have 
chipped in to follow a similar 
pattern of storing their citi-
zens’ demographic and biom-
etric information.”

Nilekani defines the Aadhaar 
as a design of convenience, 
with an easier user interface 
and sophisticated system that 
caters to the needs of 1.2 mil-
lion people. He also cautions 
that Aadhaar is not a citizen-
ship ID. “Even if private firms 
acquire your personal data for 
verification, the design of the 
system is such that they won’t 
be able to store the Aadhaar 
numbers, they can store only 
garbled data,” he assures.

Meanwhile, answering to a 
query that made the audience 
split their sides – “Why can’t 
my photo in Aadhaar be rec-
ognized by even my mother”, 
Nilekani laughed. Switching 
to a serious tone, he replied, 
“Ten years back, the photo res-
olution was poor and we had a 
lot of issues, but now, there’s 
facility for people to change 
their photographs.”

Aadhaar,  
a superlative 

system: 
Nilekani

As she stated that India 
is the fastest growing 
market for mobile ap-

plications, the crowd before 
set seemed unperturbed but 
as Penny Baldwin gave the 
figures – 1.2 billion internet 
connections, 92 per cent via 
mobile and an average 8.5 GB 
data consumption per month, 
the dramatic pause was accen-
tuated by a hiss that expressed 
awe at the figures. Penny, sen-
ior vice-president and chief 
marketing officer of tech gi-
ant Qualcomm Incorporated, 
was delivering a profound 
talk on ‘Accelerating mobile 
revolution’ at the IAA World 
Congress.

Detailing the progress in 5G 
breakthrough by Qualcomm, 
she hinted towards the next-
gen of technology – an era of 
innovation – for which foun-
dation has been laid today. “It’s 
the Invention Age. 5G is all set 
to transform digital experi-
ence, industries, employment 
opportunities, creating hubs 
of innovations. We are mov-

ing towards a world where 
everyone and everything will 
be intelligently connected,” 
she explained.

With the advent of 5G, 
browsing will turn 10 times 
faster and data traffic will see a 
cent per cent hike. “More than 
20 network operators and de-
vice manufacturers have an-
nounced rolling out 5G tech-

nology. Soon, it will impact all 
sectors. By 2035, agriculture 
sector will receive real-time in-
telligence for crops – to detect 
pests, weather forecast, etc. By 
bringing virtual to life, 5G will 
turn the ordinary to extraordi-
nary,” Penny hopes.

Era of innovation ahead: 
Penny Baldwin

The Indian model of biometric 
data upholds the dignity and 
identity of citizens

5G will turn the ordinary to extraordinary

Indians are richer 
in terms of data 
than money 

We are moving 
towards a world 
where everyone and 
everything will be 
intelligently 
connected.
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HALL OF 
FRAME
Celebrities, creatives and 

socialites adorned the fun-filled 
and informative day accompanied 

by good food and cultural 
extravaganza against the backdrop 

of Kochi’s stunning backwaters
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It was just six months ago 
that Kerala came face to 
face with one the worst 

calamities in history. But that 
did not stop her from grow-
ing multifold. Just weeks 
after the floods, Kerala was 
quick on her path to recov-
ery and also played host to 
a number of national and 
international events. Now, 
for the first time, the IAA too 
has come to Kochi. Ramesh 
Narayan, Vice President, 
Marketing and Communi-
cations, narrates why Kochi 
was chosen as the venue for 
the global jamboree.

“Kochi was the place that 
actually came into our mind 
after a nationwide hunt for 
a truly international con-

vention centre. We already 
knew from our experience 
of hosting IAA Asia that there 
are three vital ingredients 
that goes into making a good 
event. Number one is loca-
tion. God’s Own Country 
was of course a given. The 

second point is infrastruc-
ture. We learnt that events 
in India have always been 
held in banqueting facilities 
and hotels masquerading as 
convention centre, except 
Vigyan Bhawan. 

So we travelled all over the 
country and finally it was 
Shreyams Kumar who asked 
us to come and check out the 
Grand Hyatt Bolgatty, which 
was under construction in 
Kochi. So we came down 
here and we fell in love with 
this place. 

I still recall how I was 
asked to write my opinion 
about it on a while wall and 
I wrote that this is the only 
truly international conven-
tion centre in India!”

WHY 
KOCHI?

This is the only 
truly international
 convention centre 
in India! 

Don’t miss 
today
Leading disruption to 
drive growth
Speaker: Marc Pritchard
Chief Brand Officer, 
Procter & Gamble
Time: 11.45 am–12.15 pm

A unique Alibaba model 
for brand growth
Speaker: Chris Tung
Chief Marketing Officer, 
Alibaba
Time: 12.15 pm–12.45 pm

Brand communication 
for social change
Speaker: Piyush Pandey
Global Chief Creative 
Officer of Ogilvy & Mather
Time: 5.30 pm–6 pm

“This is a great 
opportunity to learn 
a lot of things. It 
was great to be able 
to listen to all the 
great people from the 
industry. We could 
know what their point 
of view is and how 
technology can be 
used in the marketing 
domain and as a way 
forward. We are looking 
forward to listening to 
all the speakers; we 
were really excited to 
see the list of speakers 
and especially the 
humanoid robot 
Sophia.”
Blesson Thomas | 
Student, Welingkar 
School of Management, 
Mumbai
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