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Culture of a country denotes the 
way of living of a country. The 
Indian culture often labeled as an 
amalgamation of several cultures, 
spans across the Indian subconti-
nent and has been influenced by 
a history that is several millennia 
old.

Various studies across the world 
have proved that culture has a 
profound effect in consumer be-
haviour. India has a unique culture 
dominated by sub-cultures like 
caste, religiosity, etc.

The consumption behaviour of an 
Indian consumer is often entwined 
with the dynamic culture prevailing 
in the country. Since a 
long time this has been 
used well in Indian ad-
vertisements.

Advertisements always 
have a role in influencing 
the consumer behaviour. 
They provide needed 
information as well as 
perceive the consumers 
towards the product. They evi-
dently portray the culture of the 
country.

In fact, the ‘Hamara Bajaj’ adver-
tisement of 1980s or the ‘Lalitaji’ of 
Surf or ‘Complan Boy, Complan Girl’ 
of 1990s all portray the culture of 
India to the best of effect. The ad-
vertisement of ‘Luna’ reflected the 
typical middle-class ambition. As 
time passed, the advertisements 
also changed accordingly. 

The new advertisements reflect 
the cultural transformation in 
India. The ‘Whirlpool homemaker’ 
avoided all the stereo types of an 
Indian homemaker and is present-
ed in a fresh approach. The ‘Hero 

Pleasure’ is also to some extent 
new in that series. Similarly, the 
‘Bharat Matrimony’ advertisement 
and the ‘Tanishq’ (second marriage) 
advertisement were attempts to 
show the cultural transforma-
tion. Further examples are the 
McDonald series of advertisements 
portraying Indian culture.

Even though advertisements are 
doing a fair job in reflecting the cul-
ture of India, they sometimes seem 
to dictate culture. Any cultural 
transformation leads to a change in 
consumer behaviour.

Many a time consumer gets scep-
tical about the advertisements as 

they show a different 
cultural representation. 
The latest TVCs of ‘Anouk 
Ethnic Wear (Myntra)’, 
‘Airtel My Boss’ and 
‘P&G’s Touch the Pickle’ 
have triggered contro-
versial discussions as it 
tries to dictate a culture 
which is not prevalent 

in India.
Many marketers and advertisers 

share the view that advertising 
mirrors the values and needs of so-
ciety, and therefore the claims and/
or appeal contained in ads reflect 
the behaviour or aspirations of po-
tential customers. Do they reflect 
the culture or dictate culture?
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Like all economic entities, firms 
have limited resources at their dis-
posal. With social and environmen-
tal responsibilities becoming as 
important to firms as their profits, 
often firms deal with choosing one 
over the other. A popular strategy 
for balancing the three is to serve 
the socially excluded, through the 
market, by eco-innovations.

Serving each sub-segment re-
quires a different strategy. India 
has the largest number of open 
defecators in the world. The 
macroeconomic issues of lack of 
toilets and lack of tap water are 
two structural causes of this prob-
lem. However, a deeper 
exploration shows that 
people defecate in the 
open not only because 
they do not have ac-
cess to toilets but also 
because they do not feel 
that toilets are required.

Banka BioLoo was 
founded in 2012. Since 
then, it had grown from 
being a micro business to 
a small business. Along 
with winning the Sankalp 
2013 Healthcare, 
Water & Sanitation 
Award, Cartier Women’s 
Initiative Awards 2013, 
and Changing Markets 
Award 2013, the work done so far 
reflected Banka BioLoo’s social and 
economic success.

Banka BioLoo offered eco-friend-
ly sanitation solutions with an eco-
innovation called the bio-digester. 
The bio-digester technology de-
veloped by the DRDO was licensed 
to Banka BioLoo in 2012. The firm 
being socially and environmentally 
responsible aimed at maximising 
benefits economically, socially and 
environmentally.

Bio-toilets were first manufac-
tured for the Indian Railways. 
However, after successfully launch-
ing bio-toilets in several segments, 
Banka BioLoo wanted to explore 
the rural household and the urban 
public toilets for women. Banka 
BioLoo had some experience set-
ting up bio-toilets in the rural areas 
but not urban public ones.

DRDO and the Indian Railways 
provided technical support to 
Banka BioLoo. Banka BioLoo 
worked with NGOs and the non-
profit sector to install toilets 
in rural areas. Some mention-
able partnerships were Banka 
BioLoo’s work with GITAM 
University and Engineers without 
Borders (EWB) at Rudraram vil-
lage near Hyderabad. Its other 
partners were Confederation of 
Women Entrepreneur (COWE), 
Federation of Indian Chambers of 
Commerce and Industry (FICCI) 
and Sustainable Sanitation Alliance 
(SuSanA).

Banka BioLoo wanted 
to scale up and in order 
to do so the firm’s man-
agement was exploring 
additional customer seg-
ments to enter. Often in 
such instances, the choice 
is between profits versus 
environment or social 
well-being. However, 
in Banka BioLoo’s case, 
the dilemma was not 
only profit but to meet 
the needs of the section 
that required it the most. 
Banka BioLoo could 
choose to either serve 
the rural market with 
affordable bio-loos for 

households or cater to the under-
served market of public toilets for 
urban women.

However, Banka BioLoo’s vision and 
mission proved its desire to serve 
the marginalised sections of society 
and set up eco-friendly toilet facilities 
where there was none. In this regard, 
Namita Banka, the Founder and CEO, 
Banka BioLoo, and Sanjay Banka, the 
Managing Director, Banka BioLoo, 
were faced with a dilemma i.e., to 
decide whom to serve?
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