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Mumbai,The Gateway to India.



● Humid and muggy weather—An experience that sticks with you, literally!
● Known as “The city that never sleeps”—New York gets that from us. 
● The city comes together to celebrate festivals—unity in diversity. 
● Mumbai is famous for its handmade fabrics, textiles and jewelry.  
● See food, seafood—your taste buds will thank you for taking this trip.

Mumbai: Background



India: Challenges

● Many Indians (103,403,934 to be exact) 
have been to Mumbai at least once in 
their life. Ranks 4th among Indian states 
in domestic tourist arrivals. 

● We need to give them a reason to 
come back. 

● Perceived as overcrowded, polluted 
and dirty (especially the beaches).

● Something fishy about it. 

 

Source: India Tourism Statistics, 2015. MakeMyTrip Survey of 
3000 travelers between Nov. - Dec. 15, 2017. 



India: Opportunities

● Indians are in dire need of a 
vacation. They are the fifth-most 
vacation deprived people in the 
world. 

● Indians are willing to give up 
anything for a holiday. Even 
television, coffee and alcohol for 
an entire week. 

● First five places/activities covered 
in Mumbai. 

Source: MakeMyTrip Survey of 3000 travelers 
between Nov - Dec 15, 2017. 



= Mumbai, India
= Beijing, China

----



Beijing: Challenges                       

● Transport in India can be complex and 
overwhelming. 

● Mumbai is considered the food capital of India. But 
Chinese are not very adventurous when it comes to 
trying new cuisines. 

● Language barrier: 12% of Indians speak English but 
<1% of people from China speak English.

● China is a mosaic of cultures. It is not one market. 
● Vacation time in China is usually family time. 
● India is not one of the Top 10 international travel 

destinations for the Chinese. 



Beijing: Opportunities

● The Chinese like to shop and Mumbai is a 
shopper’s paradise. 

● They appreciate culture and history. Even 
Mumbai’s coffee shops have a story to tell. 

● They want a full experience and are always 
looking for things to do.

● Travel to and within Mumbai is cheaper 
than other big cities in the world. 



Brand Characteristics



Mumbai is the gateway to Indian culture. 

“Aamchi Mumbai” when translated from Marathi means “Our Mumbai.”

There is a sense of belonging, a feeling of home away from home.

Guests are treated like God. 

Mumbaiker is not just an identity, it’s a spirit of togetherness. 

You’ll see skyscrapers and slums in the same skyline. 

Cars and bikes on the same roads. 

Chai for Rupees 5. Tea for Rupees 500. 

                                                    Both ends of the spectrum, and all colors of life.

 



Audiences: India

● Societal changes: Expanding role of women, increased individualism, 

shifting roles within families, and rising national pride.

● Mumbai has a vibrant nightlife, many food festivals and other celebrations.

● They are motivated by social media and influenced by what others are 

posting.

● They are earnest, positive, seek new experiences.

● They seek frequent positive strokes and approval.

● They are digital natives.

Millennial, Urban Middle Class

Source: Founding Fuel, Economic Times

http://www.foundingfuel.com/article/understanding-indias-millennials/
https://economictimes.indiatimes.com/markets/stocks/news/what-the-millennial-indian-wants-not-cars-houses-just-fun-convenience/articleshow/61452052.cms


Travel Analysis: India

Source: MakeMyTrip Survey 
of 3000 travelers between 
Nov - Dec 15, 2017. 



Marketing Strategies: India

Communication Channels

Out-of-Home

Content Buckets

Movie 
Theatre Ads

Mobile/
Social Food

Entertainment

City Life

CulturePrint 



Audiences: Beijing

● 76 percent of China's urban population will be considered 
middle class by 2022.

● Chinese consumption is expected to grow 9 percent a year 
through 2020, according to the Boston Consulting Group.

● Low level of household debt.
● Digital, mobile dominates.

Emerging Middle Class

Source: Business Insider

http://www.businessinsider.com/chinas-middle-class-is-exploding-2016-8


Travel Analysis: Beijing

● They often travel in groups. 

● They have a desire to travel to cultural centers 

and vibrant cities

● The Chinese made 136.8 million trips across 

their borders in 2016 and are spending more on 

travel and tourism than anyone else. 

● Chinese visitors don’t “flop.” They are mainly 

after the goods they can bring home to show 

off to their peers and neighbors. 

● Interested in geography, heritage sites, etc. 

Source: Business Insider

http://www.businessinsider.com/chinas-middle-class-is-exploding-2016-8


Marketing Strategies: Beijing

Communication Channels

Out-of-Home

Content Buckets

Mobile

Social Media Tourist 
Destinations

Entertainment

Shopping



Social Media: Beijing



Insights: Vada Pav for Thought

● Mumbai is a gateway to India’s culture.

● Both audiences are looking for an active vacation destination.

● Each audience wants something to take away from the 
trip—whether tangible or intangible.



“

Mumbai is the gateway to India. It is living, breathing, 
thriving and transforming at every turn. And yet it 

extends a warm familiarity in its chai and vada pav. It 
is equal parts traditional and modern—every sight a 
spectacle and every place a piece of history. The city 

has so much to offer, you’ll never leave empty handed. 
In fact, you’ll be coming back for more because it’s a 

new city every time you visit. 

So which Bombay do you want to see today? 



Big Idea
The city of Mumbai has so much to offer,

you’ll never leave empty handed.



Experiences
Whether it be tangible, a 

memory, or even an activity, 
experiencing Mumbai will 

surely leave an imprint.



Communication Strategy

India Beijing

Re-experiencing 
Mumbai, and 

embodying the 
spirit of a 

Mumbaikar.

Check off main 
attractions, visit 
historical places 
and leave with 

something 
tangible. 



Advertisements
& other forms of creative communications



India



Instagram Ads



Out-of-Home Ads



Out-of-Home Ads



Out-of-Home Ads



Out-of-Home Ads





Print Ads

What you are seeking, 
is seeking you too.

Call dibs on this 
experience.

travelmumbai.com

travelmumbai.com



Movie Theatre Ads

Go and get your

happily ever after.



Movie Theatre Ads

End scene: 
Couple walks 
away and out of 
the frame. Waves 
crashing on the 
beach. Final copy 
transitions onto 
the screen.

Travel Mumbai

You’ll never leave 
empty hearted.



Beijing 



Mobile Ads



Mobile Ads



Mobile Ads



Social Media Ads



Social Media Ads



Social Media Ads



Social Media Ads



Out-of-Home Ads



Out-of-Home Ads



Why This Works

1.

Clear brand 
statement that 
translates well to 
each market. 

2.

Awareness of the 
difference in use of 
communication 
channels. 

3.

Addressing 
well-defined 
audiences.



Any questions?

Thanks!



Sources
India

● http://www.forbesindia.com/article/leaderboard/print-and-tv-still-dominate-advertising-in-india-but-digital-is-fast-catching-up/463

09/1 

● http://www.foundingfuel.com/article/understanding-indias-millennials/

● https://economictimes.indiatimes.com/markets/stocks/news/what-the-millennial-indian-wants-not-cars-houses-just-fun-convenie

nce/articleshow/61452052.cms

● https://www.mumbai.org.uk/culture.html

● https://qz.com/1165481/how-indians-travel-at-home-and-abroad-charted/

● https://qz.com/1162644/indians-need-holidays-so-bad-theyll-give-up-sex-alcohol-or-even-the-internet-says-expedia-survey/

http://www.forbesindia.com/article/leaderboard/print-and-tv-still-dominate-advertising-in-india-but-digital-is-fast-catching-up/46309/1
http://www.forbesindia.com/article/leaderboard/print-and-tv-still-dominate-advertising-in-india-but-digital-is-fast-catching-up/46309/1
http://www.foundingfuel.com/article/understanding-indias-millennials/
https://economictimes.indiatimes.com/markets/stocks/news/what-the-millennial-indian-wants-not-cars-houses-just-fun-convenience/articleshow/61452052.cms
https://economictimes.indiatimes.com/markets/stocks/news/what-the-millennial-indian-wants-not-cars-houses-just-fun-convenience/articleshow/61452052.cms
https://www.mumbai.org.uk/culture.html
https://qz.com/1165481/how-indians-travel-at-home-and-abroad-charted/
https://qz.com/1162644/indians-need-holidays-so-bad-theyll-give-up-sex-alcohol-or-even-the-internet-says-expedia-survey/


Sources
China

● https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/understanding-social-media-in-china

● https://www.emarketer.com/Article/Marketing-China-Understanding-Vitality-of-Ecommerce/1013048

● https://www.usatoday.com/story/travel/destinations/2013/12/29/cultural-studies-pay-in-china/4240917/

● http://www.telegraph.co.uk/travel/destinations/asia/china/how-chinese-tourists-travel-etiquette-and-money/

● http://www.streetdirectory.com/travel_guide/207474/asia_destinations/vacation_time_in_china.html

● http://www.chinadaily.com.cn/business/2016top10/2016-08/11/content_26410430.htm

● http://www.bbc.co.uk/newsbeat/article/41398423/social-media-and-censorship-in-china-how-is-it-different-to-the-west
● http://www.businessinsider.com/chinas-middle-class-is-exploding-2016-8

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/understanding-social-media-in-china
https://www.emarketer.com/Article/Marketing-China-Understanding-Vitality-of-Ecommerce/1013048
https://www.usatoday.com/story/travel/destinations/2013/12/29/cultural-studies-pay-in-china/4240917/
http://www.telegraph.co.uk/travel/destinations/asia/china/how-chinese-tourists-travel-etiquette-and-money/
http://www.streetdirectory.com/travel_guide/207474/asia_destinations/vacation_time_in_china.html
http://www.chinadaily.com.cn/business/2016top10/2016-08/11/content_26410430.htm
http://www.bbc.co.uk/newsbeat/article/41398423/social-media-and-censorship-in-china-how-is-it-different-to-the-west
http://www.businessinsider.com/chinas-middle-class-is-exploding-2016-8

