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Asian Paint is in a midst of a transformation

1942 2000s 2025
Paints Paint + Service Home Decor



Evolving business dimension

The depth of  our
customer  engagement  
has also  increased

The breadth of our  
products and  services 
offerings  would increase

The length of the  
customer  journey  
would  increase



Strategic levers to achieve our Goal

Better Decisioning

Innovation

Integration

Customer CentricBeing 
a Forerunner of 
Inspiring Décor

& Partnering with  
Consumers in  
Transforming  
Living Spaces

Digital



DIGITAL fulcrum to drive transformation

Digital transformation is about accelerating transformation of business  activities, processes, 
competencies and business models by leveraging the opportunities of digitaltechnologies

Customer
Experiences Products and Services Operations



Digital 360 – “of”, “by” , “for” all functions
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Customer Experiences in times of COVID - Retailers

Digital
360



Customer Experiences in times of COVID - Retailers

Digital
360



Customer Experiences in times of COVID - Contractors

Digital  
360



Customer Experiences in times of COVID - Customers

Digital
360



Experiences in times of COVID - Employees

JARVIS BOT

W

Work From Home

Employee Morale

Digital
360



How is digital going to help you bounce back

Understanding and respond to changes in  consumers 
behaviours
• Data Analytics for better insights
• Launch newer digital offerings or channels (online/ecomm)
• Bring existing digital channels on parity

Newer Go-to-Market models to be explored
• Engaging@Home
• New face of sales force – SFA driven by Mobility

Binding the partner eco-system
• Upskilling and preparing for the future



Final Word

DIGITAL NOW IS NO LONGER GOOD TO HAVE

Its

HYGIENE
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