Namak Ho Toh Tata Ka




Background

In a commoditized category where differentiation is minimal,
Tata Salt needed to stand out—not through functional superiority
but through memorability. The answer lay in its most iconic
asset: the jingle “Namak ho Tata ka, Tata Namak.” Revived with a
fresh, energetic twist, the campaign aimed to embed the jingle
in pop culture, ensuring it became a subconscious trigger for
Tata Salt. Instead of competing with other brands, it competed
for mental real estate, standing out amid digital noise and
attention-grabbing content.

Through disruptive placements in unexpected everyday
moments, strategic digital content, and influencer
collaborations, the jingle was transformed into an omnipresent
earworm. The campaign seamlessly blended nostalgia with
modernity, reinforcing Tata Salt’s legacy while making it an
inescapable part of contemporary consumer consciousness.
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Objectives

Tata Salt, with 29.4%06 market share and 61.9%0 annual penetration, is a trusted choice
for nearly 3 out of 5 Indian households, reflecting 40 years of strong brand loyalty.

In a commoditized and low-involvement category like salt, Tata Salt faced pressure
from cheaper rivals. While the brand remains unrivalled in quality compared to local
brands, consumers had begun to feel that all salts are the same and started to flirt
with competitors offering price discounts amidst inflation. This gradually chipped away
Tata Salt’'s market share from 29.2%0 in AMJ 22 to 27.5%0 in AMJ 23. Once iconic for
its “Desh ka Namak” narrative, the brand power score stagnated at 59%o.

Tata Salt aimed to address challenges in a declining salt category and reclaim its
iconic leadership by achieving the following objectives:

1. Arrest the decline in market share and achieve grow volumes, despite a shrinking market.

2. Strengthen salience to make Tata Salt the default choice by increasing the Top-of-Mind
Awareness (TOMA) and Consideration scores

3. Enhance brand power by improving consumer affinity and differentiation.



Challenges

- Reuvitalizing a legacy brand comes with its own set
of challenges, requiring innovation and strategic
precision. One major hurdle was price pressure, as
aggressive competition from discount-driven brands
led to market share erosion. To counter this, the
campaign leaned on Tata Salt’s distinctive brand
assets (DBAs), reinforcing its position as the default
choice beyond just pricing considerations.

- Another challenge was breaking through consumer
apathy in a low-involvement category like salt. The
team tackled this by deploying high-impact media
strategies, securing premium sponsorships, and
integrating Tata Salt seamlessly into everyday
moments, ensuring strong visibility and recall.
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Strategy

The campaign adopted a multi-pronged strategy to expand Tata Salt’s appeal beyond homemakers, targeting
younger consumers with evolving shopping habits. Recognizing the Generation of Distracted Butterflies, it aimed
to make Tata Salt an unavoidable presence in daily life.

Key elements included:

Reviving an Iconic Brand Asset High-Impact Ampilification

The legendary ‘Namak ho Tata ka, Tata Namak’ jingle was refreshed A multi-platform push covered 41-city press releases, influencer
to blend nostalgia with modern appeal, ensuring strong recall campaigns on LinkedIn & Instagram, collaborations with Paps and
across generations. Social Samosa, and interactive digital activations.

Content-Led Integration Star Power for Credibility

11 short films seamlessly embedded the jingle into relatable Indian Bollywood actress Kajol added aspirational value, reaffirming
household moments, reinforcing Tata Salt’s everyday relevance. Tata Salt’s trust and legacy.

By combining nostalgia with contemporary engagement and strategic amplification, the campaign ensured Tata Salt remained the default choice
in consumer consciousness.



Execution

The Tata Salt campaign created A robust press release strategy led to
a buzz across multiple consumer widespread media coverage across
touchpoints, ensuring visibility key markets. A high-impact in-person
through a comprehensive multi- interview on CNBC TV18 Storyboard
platform strategy. further amplified the brand’s message.
Collaborated with LinkedIn Celebrity collaboration with
Influencers, Ankit Uttam Bollywood icon Kajol brought

& Raina De for insightful credibility and engagement, with her
conversations. endorsement generating significant

conversations.

This integrated and immersive approach
cemented Tata Salt’s presence across
traditional and digital landscapes,
reinforcing its leadership position in the
category.

To enhance experiential engagement,

the campaign seeded Tata Salt products

to lifestyle and food influencers across

metro cities, prompting them to share their
experiences and link back to the iconic jingle.

On social media, influencer marketing played a key role, with prominent names like Viral Bhayani, Manav Manglani, and Voompla amplifying
campaign reach. A strategic partnership with Social Samosa ensured curated content across Instagram, LinkedIn, Facebook, and X, alongside

an in-depth editorial feature.




Media Output

The Tata Salt campaign generated significant media A key highlight was the in-person Thought leaders on LinkedIn, such
traction via press release, securing 552 mentions interview with Shibani Gharat on as Ankit Uttam and Raina De,
across print, online, and social media, with a total CNBC TV18 Storyboard, amplifying added to the campaign’s impact
reach of 68.99 million. This included 365 print the campaign’s message to 2.21 by generating over 7,627 views
mentions, 184 online mentions, and 3 social media million subscribers through video via sparking insightful discussions
mentions, ensuring widespread visibility. and article formats. within the industry.

Leveraging celebrity influence, the campaign’s Influencer marketing played a crucial role, with top digital voices like Viral Bhayani,
collaboration with Kajol drove 906,840 impressions Manav Manglani, and Voompla fueling organic conversations.

across print, online, and social platforms, further .

strengthening brand recall.

Additionally, a strategic partnership with Social To reinforce consumer connection, a product experiential initiative engaged
Samosa generated 905,975 impressions across 40+ lifestyle and food influencers across metro cities. Through product seeding
Instagram, LinkedIn, Facebook, and X, enhancing and content integration, these influencers created buzz around the campaign,

engagement within key audience segments. seamlessly linking their narratives to the brand’s iconic jingle.
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India says, 'Namak ho Tata ka, Tata
Namak), brand says it with a
refreshing twist

Conceptualised by Ogilvy, the campaign includes a series of 11 light hearted yet quick-witted
films showcasing the jingle's presence in various moments of a consumer’s daily life,

therefore making it an omnipresent ‘Desh ka Namak' brand.
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Business OQutcomes

Top-of-Mind Awareness (TOMA)
increased by 400 basis points,
making Tata Salt the most
recalled brand in its category.

Consideration scores rose by
300 basis points, strengthening
consumer preference at the
decision-making stage.

Market share grew by 3.4%,
reversing category decline
and reinforcing Tata Salt’s
leadership.

Sales volume surged by
6.6%, achieving record-high
sales for the brand

Brand power increased by
3.8%, solidifying Tata Salt’s
trust and dominance in
Indian households.

Campaign videos amassed
10+ million views, showcasing
strong digital engagement
and storytelling impact.

HOW TATA BECAME

DESH KA NAMAK
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Thank you

Tata Salt
Desh ki Sehat, Desh ka Namak

Every grain of Tata salt ensures purity and the right amount of
iodine for mental development.




