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MASTERCLASS

A deeply practical and emotionally intelligent guide for founders, creators, and consultants who
want to grow their business with clarity — not chaos.

| Before You Read On...
Here are the 11 real problems we’ll solve together in this masterclass-style guide.
If even one of these sounds like your current reality,

then the next 15 minutes may just become the most important reading you do for
your brand this year.

Not theory.

Not fluff.

But real solutions — grounded in case studies, B-school insights, and deep
marketing psychology. And 18 Years Of My Experience.

The 11 Problems We’ll Solve:
1 “l don’t know what content my business should create.”

You’re posting... but it’s not working. You feel like you’re guessing — not
marketing.

2 “We’re creating content — but no leads are coming.”
Your team is designing, writing, editing... but there’s no pipeline. No ROI.

3 “I’'m a CA, a lawyer, a doctor, a consultant — I’'m doing well, but | still
don’t have a personal brand.”

You’re respected in your field — but outside your network, no one finds you.

4 “We paid for UGC content, but it’s not giving any traction.”

You spent on creators. But the videos feel empty — and your page is still
invisible.



5 “People search our brand on Google... and nothing shows up.”
Your visibility is broken. You’ve built a business — but online, you don’t exist.

6 “Most of our orders are Cash-on-Delivery... and 40% of them either get
rejected or returned.”

You’re burning money on returns — not because of bad product, but because of
broken trust.

7 “l want to build my personal or business brand... but nothing seems to
work.”

You're trying. You’re showing up. But you're shouting into the void — and not
being seen.

8 “We are running ads... but the cost per lead is high, and conversion is
even worse.”

Your ads are live — but the CPL is painful, and the sales aren’t adding up.
9 “People know my product... but they still don’t trust my brand.”

You have attention. But not affection. And you don’t know how to bridge that trust
gap.

@ If even one of these is your current challenge,
this guide is not just a resource —it’s your strategy reset.
Let’s begin.

PROBLEM #1

‘I don’t know what content my business should create.”
You’re not alone.
Every day, someone comes to me and says:

“We're a hospital.”
“We’re a real estate firm.”
“We make rice bags and steel sheets.”



“What do we even post?”
They’re not lazy.
They’re not uncreative.
They’re just stuck in a content mindset that was never built for their business.
They’ve been told:

“Show behind-the-scenes.”
“Do trending reels.”
“Post testimonials.”

They tried.

But it didn’t feel right — because they were copying, not connecting.

“2 MINDSET SHIFT
If you’ve ever thought:

“We are a serious business. Not a content brand.”
This is your turning point.

There is no business on Earth that cannot create meaningful content.

The only real question is: Who is your customer — and what is your role in
their life?

Once you know that, your content will stop feeling like a task.

It will become a form of service.

¥z CASE STUDY
The Hospital That Thought It Had Nothing to Say
A private diabetes clinic once came to us, feeling completely stuck.

“We’re not influencers,” they said.
“We’re not here to dance. What should we post?”

| asked them one question:



“What does your patient truly want?”
They replied:

“Better sugar control. Less medicine. Hope.”
That was the doorway.
We built content around:

e 10 Natural Foods That Lower Blood Sugar — practical & helpful

e Real Stories of Patients Who Reversed Diabetes — emotional & inspiring
e How Stress Impacts Glucose — educational & human

e Myth: Can Bitter Gourd Cure Diabetes? — engaging & thought-provoking

e Doctor Interviews on Lifestyle Change — credible & authoritative

In just 60 days:

v/ Patient walk-ins increased

v/ Referrals grew

v/ Local press started covering their journey — organically
They didn’t become viral.

They became valuable. Visible. Trusted.

@ B-SCHOOL FRAMEWORK

Content That Moves Customers Through the Buyer’s Journey
Taught at: Wharton School, IIM Bangalore

Every customer moves through three invisible stages:

1. Problem-Aware: “Something’s wrong.”

2. Solution-Aware: “What are my options?”



3. Brand-Aware: “Can | trust you to help me?”

Your content must meet them where they are —
Not to sell, but to build belief.
Good content educates.

Great content transforms.

4’ ISHAN GOEL’'S FRAMEWORK
5 Questions That Unlock Content for Any Business

1. Who is your ideal customer?

Not age or city. What do they fear? What do they hope for?
2. What transformation do you offer?

Not “we sell policies,” but “we help families sleep peacefully.”
3. What myths or mistakes exist in your industry?

That’s your authority content.

4. What are the top 10 questions your customer asks before buying?
That’s your content calendar.

5. What must your customer believe before they buy from you?

That’s the heart of your messaging.
If you answer these 5...

You'll never again say: “l don’t know what to post.”




VZ DID YOU KNOW?

The Michelin Star system — the most prestigious restaurant rating in the world —
was started by a tyre company.

Why?

To make people drive more.

They turned helpful content into a global industry.

That’s not content marketing.

That’s vision.

+ PROBLEM #2

“We Are Getting Leads... But They Don’t Convert.”
You've run the ads.

People clicked.

2,000 leads came in.

And still... only 20 became customers.

Your team is calling.

Your CRM is full.

But conversions are low — and no one can tell you why.
So we ask:

“What’s your lead-to-conversion ratio?”
They say: “Low.”

We ask: “Why?”

They say: “We don’t know.”

This is where most marketing dies —
Right here, between the lead and the sale.

Not because you didn’t get enough leads.



But because you didn’t guide them.
And that’s the missing word:

Funnel.

“2 MINDSET SHIFT

Your lead is not a buyer.

They are a stranger who showed interest — that’s all.
And the job of your marketing is not to sell...

It is to build belief.

You don'’t just need leads.

You need a system that slowly moves them closer to trust.
Step by step.

Emotion by emotion.

That's a sales funnel.

¢» CASE STUDY
HubSpot: The SaaS Brand That Mastered Lead-to-Sale Funnels

In 2014, HubSpot — one of the world’s most trusted marketing automation
platforms — was generating thousands of leads every month through ebooks,
blogs, and lead magnets.

But they had a problem.

Only a small percentage of those leads were becoming paying customers.
Instead of blaming sales... they looked at the journey.

They realized:

e Most leads were not sales-ready



e Their follow-ups were too generic

e There was no real funnel — just hope

So they did something simple and brilliant.
They began tagging leads based on:

e What content they downloaded
e How often they visited key pages

e \Where they dropped off

Then they built:

e Email flows based on exact objections
e Personalized videos for different personas

e Trust-building content for price-sensitive leads

If someone downloaded a “Social Media Strategy Template,”
they received educational content — not a sales call.

The result?

v/ 200% increase in conversions

v/ Higher quality sales calls

v/ Lower acquisition costs and stronger trust

HubSpot didn’t sell harder.

They guided smarter.

@ B-SCHOOL FRAMEWORK



Lead Disposition + Buyer Journey Mapping
Taught at: Kellogg School of Management, IIM Calcutta
Every lead moves through three key stages:

1. Awareness — They realize they have a problem
2. Consideration — They explore possible solutions

3. Decision — They evaluate who to trust

In sales terms, these translate to:

e New lead

e Call back later
e Price objection
e Ghosted

e Re-engaged

e Closed

If you send the same message to all six... you lose.
But if your content matches their mindset,

you win without chasing.

This is modern marketing.

Not pressure. Just precision.

4’ ISHAN GOEL’'S FRAMEWORK
How to Build a Funnel Without Fancy Software

You don’t need big tech.
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You need simple systems that think clearly.
Here’s how | design this for my clients:

1. Use a basic CRM (even Google Sheets)

N

. Tag every lead: Follow-up, Objection, Warm, Cold

w

. Create 3—4 nurturing assets (videos, PDFs, WhatsApp reels)

4. Set up simple automations: When lead is tagged — right message is sent

5. Review weekly: Where are leads dropping off? What's missing?

Marketing is not about doing more.
It's about knowing what to do — and when.
Once that’s in place:

e Your team stops chasing
e Your leads stay engaged

e Your conversions start compounding

FINAL INSIGHT
Most brands today are calling blindly.
They don’t know what the lead is thinking.
They don’t know what the lead needs.

They just keep pushing.
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But when your funnel is rooted in empathy + logic,
You don’t need 10,000 leads.
You just need 1,000 understood ones.

Because clarity converts.

V2 BREAKER FACT BEFORE PROBLEM #3
¢ DID YOU KNOW?

Airbnb didn’t take off just because it had listings.

They grew when they created city-specific landing pages —
with local language, host stories, and emotional context.
That one decision doubled their bookings —

because people don’t book what’s available.

They book what feels familiar.

That’s funnel-based trust.

“2 Problem #3:

“'m a CA. I'm a Lawyer. I'm a Doctor. I'm a Consultant. I'm a Professional at the
Top of My Game — But | Still Don’t Have a Personal Brand.”

| don’t need validation.

| have results.

As a CA, I've handled complex portfolios.

As a lawyer, I've won cases that others called impossible.

As a doctor, I've earned the trust of hundreds of patients.
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As a consultant, I've delivered impact that speaks louder than pitch decks.
I’m already known in the circles that matter.

But still — when someone searches my name online...

There’s nothing.

No articles. No interviews. No videos. No story.

My identity is still limited to referrals, WhatsApp forwards, or someone else’s
introduction.

And in today’s world, that’s not enough.
Because | know one simple truth now:

“If people can’t find me, they’ll forget me.”

The Realisation

When Nikhil Kamath started his own podcast after building Zerodha, he didn’t do
it to grow his business.

He did it to grow his distribution.
To build an audience that belongs to him.

To let his voice shape his public identity — instead of waiting for someone else to
write his story.

That's when it became clear:
Even billionaires are investing in personal branding.

Not to become famous — but to become unmissable.
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X The Framework

For professionals who are already successful, but not yet visible, the roadmap is

simple:

e | Articles — so your story exists in public memory
e “, News interviews — so credibility is no longer private
e % Podcasts — to build a long-form emotional connection

e [ Personal social media — only if you want to speak your truth in your
own voice. This isn’t about content.
It's about positioning.
Not because you’re chasing attention —

But because your reputation deserves to outlive the room.

*+ PROBLEM # 4

“We spent 5,000 on UGC videos... and still got no views.”
Everyone told them:
“Get user-generated content. It's authentic. It works.”
So they did.
They hired a few creators.
Shot 2-3 videos with natural lighting, real humans, casual talk.
Posted them on their own brand page.
And waited.
No views.
No comments.
No sales.

They were confused.
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The videos were nice. The creators were enthusiastic.
So why did nothing happen?

Because UGC without an audience...

is like speaking beautifully in an empty room.

You can tick the box.

But nothing changes.

“2 MINDSET SHIFT
Here’s what we explained:

“You're paying ¥5,000-%7,000 per creator...
but that content is being posted on your page, not theirs.”

“And your page doesn’t have a strong audience yet.”

“So who is even seeing this?”
That’s the blind spot most early-stage brands miss.
Instead of spending %7,000 on content that disappears into silence,
you can invest the same amount in a micro-influencer
— someone with 5,000 to 50,000 real, engaged followers —
and have the content posted on their platform.
Same budget.
Real visibility.
v/ Real humans
v/ Real reactions

v/ Real conversations
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That's when UGC becomes more than just a pretty video.

It becomes marketing.

CASE STUDY

Man Matters: The Indian D2C Brand That Scaled UGC Through
Micro-Influencers

When Man Matters launched in India, it offered wellness products for men —
hair, skin, sleep, and hormonal health.

They were creating content.

Reels, testimonials, and product explainers — all posted on their own Instagram
and YouTube.

But their audience was new.

Engagement was low.

And traction wasn’t matching the effort.

Then they made a simple shift.

Instead of only posting UGC on their brand page,

they partnered with micro-influencers in fithess, men’s grooming, and health
niches.

But this time, they asked the influencers to post on their own pages — not just
send the videos.

Each creator:

e Spoke in their own style

e Shared honest experiences

16



e Answered common questions in Q&A-style reels

The results were powerful:

v/ 3-5% engagement compared to brand posts

v/ Organic comments from real men asking real questions
v/ A visible rise in DMs, recall, and trial

v/ Steady growth in community — even before ads scaled up
Man Matters didn’t rely on viral hacks.

They grew by borrowing trust — until they earned their own.

@ B-SCHOOL FRAMEWORK

The Visibility Funnel: Where Your Content Lives Matters
Taught at: Columbia Business School, ESCP Europe

In modern digital marketing, visibility = distribution x relevance.
At early stages, your content should live in 3 kinds of spaces:

1. Their page (for reach)
2. Your page (for brand consistency)

3. Ad engine (for scalable traffic)
If your brand profile doesn’t have traction yet —
posting UGC there is like running a concert without an audience.
Instead, place the content where people already exist —
and let it travel back to you.

This is the foundation of awareness-stage strategy.
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4’ ISHAN GOEL’S FRAMEWORK
How to Choose Between UGC & Micro-Influencers (Under X2L Budget)
Here’s my rulebook:

1. If you don’t have an audience yet — UGC alone is not enough.
Use creators who post from their own handle.
2. Choose creators based on audience trust, not aesthetics.
A regional content creator with 7,000 loyal followers
is worth more than a fashion blogger with 70,000 ghost followers.
3. Ask for rights to reuse the content on your page and ads.
4. Don'’t test more than 5 creators at a time.
Track manually. Scale what performs.
5. Build your own page slowly in parallel.

Let borrowed attention fuel owned growth.

This is how you move from unknown — seen — trusted.

FINAL INSIGHT
UGC isn’t magic.
It's a tool — and tools need the right stage.
You can create the most authentic video in the world...
but if no one sees it, it doesn’t matter.

So don't just create good content.
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Place it where people are already paying attention.

Borrow the stage.
Then earn your own.

¢« DID YOU KNOW?
When Glossier — now one of the world’s top beauty brands — launched,
they didn’t use celebrities.

They sent their first PR kits to normal Instagram users with just 2,000-5,000
followers —

but a deep passion for skincare.
These creators posted real stories.
And their audiences listened.
Glossier built a billion-dollar brand —
not with ads...

but by whispering into the right circles.

* PROBLEM # 5

“We want visibility — but don’t know where to start. Google, Wikipedia, Articles,
PR... it all feels vague.”
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They weren’t chasing virality.
They weren’t even chasing followers.
They just wanted presence.

“When someone Googles us, we should show up.”
“When a distributor checks our name, it should look credible.”
“When we go to investors, they should say, ‘I've heard of you.”

But their reality looked very different:

e Their Instagram had only product photos.
e Their website looked like it hadn’t been touched in years.

e And a Google search returned nothing but a lonely LinkedIn page.

They didn’t need fame.
They needed credibility.
And that's where most early-stage brands struggle.

Because they confuse noise with presence.

> THE REAL PROBLEM
Most founders think PR means:

“Put me in Economic Times.”
“Get me a Wikipedia page.”
“Make me viral.”

But PR isn’t a one-time feature.
It's not a press release.
And it's definitely not a Wikipedia shortcut.

Real authority is built through an ecosystem of visibility — slow, layered, and
strategic.

It includes:
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e Founder presence on Google

e Articles in business media

e News-style interviews

e Brand mentions in industry stories
e Strategic backlinks that boost SEO

e And most of all: Consistency

One article won’t change perception.
But seven articles in three months will.

== CASE STUDY

How boAt Built Credibility Before Building Virality

Before boAt became the cool Gen Z audio brand everyone follows,
it was just another electronics seller.

But the founders knew one thing clearly:

If they wanted to compete with JBL, Sony, and Apple —

they had to look legitimate.

So even in their early stages, they focused on:

v/ Getting featured in startup coverage (YourStory, BusinessWorld)
v/ Founder interviews in Forbes India and Entrepreneur

v/ Participating in industry panels and tech summits

v/ Building media presence long before launching D2C ads

They weren’t doing PR for attention.

They were doing it for authority.

That authority helped them:
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e Get distributors to trust them
e Get VCs to take them seriously

e And eventually, get customers to feel they weren'’t “just another product”

Today, boAt is a household name.

But it was credibility that built the bridge from unknown to unforgettable.

@ B-SCHOOL FRAMEWORK

Digital Trust Building via Reputation Systems

Taught at: Harvard Business School, ISB Hyderabad
In today’s landscape, trust is no longer just personal.
It's digital.

Every brand has a public-facing reputation system —

what appears when someone Googles your name, your founder, or your
company.

If it looks empty, people assume you don'’t exist.

If it looks scattered, people assume you’re disorganized.

If it looks consistent and thoughtful, they feel safe to move forward.
This isn’t branding.

This is psychological safety in the digital world.

4/ ISHAN GOEL’'S FRAMEWORK
The Digital Authority Ladder

Here’s how | structure visibility for founders and brands — one step at a time:
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1. First Layer: Make your founder searchable
o Add image results, LinkedIn, press snippets

2. Second Layer: Publish 2-3 articles on startup or business sites
o YourStory, BusinessUpturn, Hindustan Times Web

3. Third Layer: Record a video interview
o Even 15 mins answering FAQs about your brand

4. Fourth Layer: Get quoted or mentioned in relevant news stories
o Through curated PR opportunities

5. Fifth Layer: Create a Wikipedia page (only once organic media exists)

You climb this ladder quietly.
Strategically.
Intentionally.

Every step is a digital deposit in your brand’s trust bank.

FINAL INSIGHT
People don’t trust what you post on your Instagram.
They trust what Google says about you — when you’re not in the room.
Visibility isn’t about looking big.
It's about showing up consistently in places that matter.
In a world full of noise, scams, and one-hit pages...
you don’t need more design.
You need presence.

Real. Searchable. Unshakable.

23



« DID YOU KNOW?
The legendary “Got Milk?” campaign almost got cancelled.
Why?
Because milk brands believed, “People already know milk is healthy.”
But the agency flipped the brief.
They asked:
“What happens when you don’t have milk?”
The result?
A nationwide campaign that didn’t sell benefits.
It sold the panic of absence.
Sometimes, your product’s value is not in what it offers —

but in what your customer would feel if it disappeared.

That’s true visibility.

v Problem # 6

“Most of our orders are Cash-on-Delivery... and 40% of them either get rejected
or returned. We're bleeding money.”

Welcome to one of the most expensive mistakes in D2C.

The ad campaigns work. Orders roll in. But then comes the real leak —
Cash-on-Delivery (COD).

What follows?

e The customer forgets
e They’re not emotionally invested

e They never intended to receive
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e They cancel when the courier calls — and you can’t even ask why

You lose money.
You lose stock.

And most of all — you lose hope.

“\_ CASE STUDY:

A Skincare D2C Brand Facing 42% COD Rejections
The founders were celebrating 1,000+ orders a month.
But beneath the excitement was a silent wound:

e 90% of orders were COD

42% of those were getting returned

Stock wasn'’t rotating

Cashflow was stuck

And worst of all — no real customer feedback

“We’re growing in vanity... but dying in reality.”
That’s what they said in the first call.

We listened.

And then we restructured their strategy — from ads to aftersales.

X OUR STRATEGY

We didn’t patch the leak.
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We fixed the foundation.

Trust + Experience became the new funnel.

Step 1: Rebuilt the Landing Page as a Trust Engine

Embedded Google Reviews right below the “Buy Now” button

Added real customer videos: unboxing, first impressions, usage stories
Highlighted actual names, faces, and delivery timelines

Included a short founder note:

“We're a small business. COD returns break more than boxes — they

break belief. If you’re unsure, please don’t order. But if you trust us, we’ll
never break it.”

Step 2: Shifted from UGC to Micro-Influencer Distribution

Instead of 5K creators posting on the brand page (no reach),
we onboarded 15 micro-influencers with 10K-50K loyal followers
Each shared:

o Their unboxing journey

o Why they prepaid (authentic, not scripted)

o Their own discount codes for tracking

Now, discovery came from trusted voices — not the brand itself.

Step 3: Created Emotional Prepaid Nudges

26



e 350 off + freebie for prepaid orders
e “Faster delivery for prepaid” badge

e \WhatsApp automation with short review videos encouraging prepaid

Step 4: Added Lightweight PR for Social Proof

e One founder article:

“What COD Returns Are Costing Indian D2C Brands — And How We
Solved It

e One brand mention in a wellness blog curated for organic discovery

("4 RESULTS (REALISTIC, NOT HYPED)

e COD return rate dropped from 42% — 17%

Prepaid orders increased by 28%

200+ organic story mentions from customers

Influencer collabs brought 1,000+ new followers

And finally — the founders stopped feeling like they were bleeding quietly

No complex tools.
No huge budgets.

Just clear, honest, trust-building steps

@ B-SCHOOL FRAMEWORK

Behavioral Economics in Payment Choice

Taught at: Stanford GSB, [IM-A, Wharton
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Prepaid vs COD isn'’t just about logistics — it's psychology.
In B2C, low-effort intent = high default rate.

People commit with a click. But unless there’s friction or emotional stake, they
don’t follow through.

COD invites impulse with no cost.
Prepaid nudges invite ownership.
Great brands don'’t just give discounts.

They build belief in what the customer is stepping into.

*, ISHAN GOEL’'S FRAMEWORK

COD — Conversion Funnel
Here’s what we now apply to all brands struggling with COD issues:

1. Content # Promotion. Create trust journeys, not product push
2. Replace passive UGC with micro-influencer rub-off

3. Celebrate delivery. That's your real marketing moment

4. Make offers emotional, not transactional

5. Use PR, reviews, and human founder voice to signal “This brand is real.”

The result?
COD stops being the hole in your business.

It becomes a conversion checkpoint.

FINAL INSIGHT

In the D2C world, the ad gets them to the cart.
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But only trust gets them to tap “Pay Now.’
COD isn’t your real problem.

Cold branding is.

Warm your brand.

And watch your cashflow do the same.

¢ Did You Know?

When The Diary of a CEO podcast launched, it didn’t rely on guests, sets, or ad
spend.

Just one man.

Talking honestly. Into a mic.

Today, it’s a global brand — built on stories, not sales.
That’s the lesson:

You don’t need to shout.

You just need to be heard — truthfully.

* Problem #7:
“I want to build my personal or business brand... but nothing seems to work.”
You post.
You write long captions.
You hire editors, shoot clean videos... maybe even run ads.
But nothing shifts.
There’s no buzz. No credibility.
And then one day, you whisper to yourself:
“Maybe I'm just not interesting enough.”

But here’s the truth:
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It's not your content.
It's the room you’re speaking in.
You’re delivering TED talks in an empty auditorium.

Because attention today is not earned by effort — it’s borrowed through
association.

% CASE STUDY:

How a Podcast Reframed the Nation’s Opinion

In 2025, Vijay Mallya sat down with Raj Shamani.

Not as a fugitive.

Not as a villain.

But as a flawed man — telling his side.

And millions watched.

Not because they loved him...

But because they trusted the platform.

That single episode reshaped public perception — at least for a moment.
And it happened not on TV, not in print — but on a podcast.

Because when you sit across someone the world already trusts...
You borrow their credibility.

That'’s the invisible power of being hosted.

;| DID YOU KNOW?

e India now has over 150 million podcast listeners — making it the third
largest podcast market in the world.
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e Top Indian podcasts get more weekly listeners than primetime news
shows.

e And trust levels?

Studies show that podcast guests are perceived as 3x more authentic
than traditional media interviews.

So while brands are busy chasing reels...

The smart ones are chasing microphones.

2 STRATEGY:

If you’ve ever wanted someone to Google you and say:
“Oh! He was on that show!”

Then your problem isn’t lack of effort —

It's lack of distribution.

That’s why we help clients:

e (et featured on high-credibility Indian business and lifestyle podcasts
e Tell powerful stories — not pitches

e Turn one interview into reels, blog posts, media articles, and Google
results

e And most importantly — build a searchable personal brand

Because you can post 100 times on your Instagram...
Or appear once on the right show —

And earn more trust in 20 minutes than in 6 months of content.

? IG FRAMEWORK: The Podcast Trust Flywheel
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A 3-step brand-building engine using borrowed trust:

1. Know your niche — Are you business, wellness, or creator economy?

2. Pitch your transformation story, not your resume — people don’t share ads,
they share journeys.

3. Maximize every appearance — Convert it into reels, blog posts, SEO, and
Google visibility.

@ One podcast — 3 viral reels — 1 search result — Permanent authority.

Final Insight
In 2025, podcasts have quietly become the new prime-time.
And the biggest personal brands?
They’re not buying attention.
They’re being invited to it.
When that happens, the world doesn’t say:
“Who is this?”
They say:
“If he trusts her... maybe | should too.”
And that'’s the difference between trying to go viral...
And becoming unforgettable.
v Problem # 8

“We’re running ads... but the cost per lead is high, and conversion is even
worse.”

It starts with hope.
You set up the Meta campaign.

Impressions rise.
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Clicks flow.

Leads trickle in.

But then... silence.

They don’t respond.

They don'’t buy.

And every %150 lead feels like a silent rejection.
You look at your dashboard and think,

“Is this even working?”

But here’s the truth most D2C brands ignore:
The problem isn’t your platform.

The problem is your storytelling.

CASE STUDY: How Cadbury Outsold Indian Sweets — Without Selling
Chocolate

In the early 90s, chocolates were for kids.

Adults didn’t connect with them.

Cadbury’s sales had plateaued.

Enter Piyush Pandey — the man who would change Indian advertising forever.
He didn’t add a new feature.

He added a new feeling.

The “dancing girl” ad — where a woman bursts onto a cricket field, dancing with
joy after a win — didn’t talk about the product.

It showed what it felt like to celebrate life with Dairy Milk.
Suddenly, chocolate became emotion.

Cadbury became the sweet of every celebration — birthdays, weddings, Rakhi,
even Diwali.
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In a country obsessed with mithai, Cadbury quietly dethroned laddoos.
Not by pushing offers.

But by pulling hearts.

“2 The Truth About Modern D2C Ads

Today, brands post static graphics with “560% OFF.”

No story.

No empathy.

Just a poster tossed into an algorithm — hoping it will stick.
But ads were never about discounts.

They were mini-films.

They were emotion in motion.

Piyush Pandey said it best:

“Advertising is not an art. It's a way of life. And emotions are the grammar of
it.”

And that grammar is lost today.

@ THE HUMAN-FIRST AD STRATEGY: For Any D2C Brand

If your Cost per Lead (CPL) is high, and people aren’t converting,
you don’t need better targeting.

You need better conversation.

Here’s how to rebuild your funnel — for any D2C brand:

1. Top Funnel:

Show the problem you solve.

It could be a founder speaking straight to camera.
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Or a relatable scenario with a clear emotion.
— “Why this exists.”

— “What it fixes.”

2. Middle Funnel:

Show someone using it.

Not a model.

A real person.

— Before-after moments

— Unboxing joy

— Tiny lifestyle upgrades

3. Bottom Funnel:

Give them trust and urgency.

— Testimonials

— “Why | bought it now”

— Time-limited offer with context
Then layer it with strategy:

e (@ Use negative keywords to block irrelevant traffic (students, bots,
resellers)

e © Apply interest stacking — combine 3—4 insights to reach the right buyer

e % Match each ad to the stage of the buyer journey — not random blasting

And suddenly —
Ads stop feeling like ads.
They feel like moments.

And moments convert.
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? 1G FRAMEWORK: The Story-Driven Funnel
Ask yourself:

1. ? Does my ad solve a problem — or just announce a sale?

N

. @ Is it speaking to one emotion — or just shouting features?

w

. © Am I filtering out junk traffic — or paying for empty clicks?
4. 9, Does the content match what the viewer feels at their stage?

5. © Am | earning attention — or begging for it?

Because...

A graphic is not an ad.
An ad is not a sale.
An ad is a conversation that earns the right to sell.

Final Insight
If your ads aren’t working, stop tweaking pixels.
Start building trust.
Cadbury didn’t become India’s sweet by lowering prices.
It became a memory.
A ritual.
An emotion.
And that’s what your brand needs to become.
Not a discount in a scroll.

But a moment in someone’s day.

¢ Did You Know?
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When Happydent launched in India,

they didn’t say: “Chews well” or “Cleans teeth.”
They showed a palace lit up by drivers’ smiles.
No features.

Just delight.

The result?

A %10 chewing gum ad became the most recalled commercial of the decade.

PROBLEM # 9:

“People Know My Product... But They Still Don’t Trust My Brand.”
They come to the website.

They even click on your ad.

But they don’t buy.

Why?

Because they still don’t trust you.

Let me tell you a story.

One of our clients — a skincare brand — came to us saying:

“Our ingredients are better than Mamaearth, but people still choose them.”
When we audited their funnel, we didn’t find a problem with the ad.
Or the offer.

Or the product.

The real issue was this:
There was no face.

No voice.

No energy.
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No one knew who they were.

And in a world full of scams, dropshippers, and fake gurus — no one buys from
silence.

So here’s what we did:
@ The Fix: A Founder-Led Trust Strategy

1. We shot 4 short videos — one about her story, one about her values, one
about how the product is made, and one about why she started this brand.

2. We added those videos on the website, on Instagram, and even inside
Meta Ads.

3. We asked 5 real customers to send casual video testimonials. No edits. No
filters. Just truth.

4. We created a free skincare group on WhatsApp — where she directly
answered queries twice a week.

And slowly... magic began to happen.
Not because of “funnels.”

But because of human connection.
Their return rate dropped.

Cart abandonment improved.

And the brand started getting DM’s like:

“Loved your story. Bought it because you seemed real.”
“Finally, someone who talks like a person, not a brand.”

“2 Marketing Insight:
This is what the best business schools call “Founder Signal” —
a psychological anchor that tells the brain:

“If this person is willing to show their face and talk to me, they must be real.”
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In today’s world, if you don’t signal trust... people assume the worst.

¢ The Solution We Offered:
We worked on their:

e Founder-led storytelling strategy

e Content shoots + video structuring

e \Website trust sections + video embeds
e User-generated video testimonials

e Micro-community building (WhatsApp/Telegram)

And most importantly,
we positioned the founder as a real, visible, relatable human being.

Because in a world of pixels — real faces win.

V2 Spiritual Close:
“A tree doesn’t shout to prove it’s real. It grows roots.”
Your brand doesn’t need to shout louder.
It needs to feel human.
Real brands don’t beg for trust — they earn it.

One honest word at a time.

PROBLEM #10

“We’re Getting Leads... But They Don’t Convert.”

Your ads are running.
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Leads are coming.

Sales team is busy.

But revenue?

Still unpredictable.

Calls happen.

Chats start.

Forms fill.

And then...

Silence.

Ghosted conversations.

Unanswered follow-ups.

Interested people who disappear like morning fog.
Most businesses think this is a lead quality problem.
It rarely is.

Let me tell you a story.

A D2C wellness brand approached us frustrated.
They were generating 3,000+ leads every month.
The founder said:

“Marketing is working. Sales team is calling. But nothing closes.”
When we audited the system, something shocking appeared.
There was no journey after the lead.

Every person received the same treatment:

Same call.

Same pitch.

Same urgency.
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But customers are not identical.
Some were curious.

Some were comparing options.
Some were scared to spend money.

Some already trusted the brand but needed reassurance.

Yet the business treated all of them as “BUY NOW” customers.

And that is where conversion leaks begin.

@ The Fix: Lead Disposition Funnel

Instead of chasing more leads,
we mapped human intent.
We divided leads into psychological stages:
1. Just Exploring
People learning about the category.
2. Considering Options
Comparing brands silently.
3. Ready but Hesitant
Need proof, safety, reassurance.
4. Hot Buyers

Only waiting for timing or confidence.

Then everything changed.

We built content for each stage:
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 Educational videos for explorers

» Comparison content for researchers

« Testimonials and case studies for hesitant buyers

* Personal calls only for hot prospects

We automated follow-ups through WhatsApp and email:
Not selling.

Guiding.

Answering doubts before they were spoken.

Within weeks:

Cart abandonment reduced.

Sales team workload dropped.

Conversion rate increased without increasing ad spend.
Because leads were no longer pushed.

They were understood.

«2 Marketing Insight

Top B-schools call this Lead Nurturing & Intent Mapping.
But simply put:

People don’t buy when you contact them.

They buy when their internal decision is complete.
Marketing’s job is not generating leads.

It is completing decisions.

If your funnel leaks,

it means emotion is missing between interest and purchase.
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¢ The Solution We Offered

We rebuilt their conversion ecosystem through:
* Lead disposition strategy

» Content mapped to buyer psychology

» Automated nurturing sequences

» WhatsApp storytelling flows

 Sales team scripting aligned with intent

» Conversion-focused landing experience
Because marketing doesn’t end at the click.

That’s where real marketing begins.

V£ Spiritual Close

“A river doesn’t force water forward.

It removes resistance.”

Your business doesn’t need more leads.
It needs fewer doubts.

When clarity flows, conversion follows naturally.

PROBLEM #11

“We Look Like Everyone Else.”
You post regularly.
Your website looks modern.

Your ads are running.



Your competitors are doing the same.

And slowly, something dangerous happens.
Customers stop noticing you.

Not because you are bad.

Because you are forgettable.

Let me share a story.

A real estate brand came to us saying:

“We offer better construction, better location, better pricing... yet buyers compare

us only on discount.”

When we studied their communication, the answer became obvious.

Their brand language was identical to every builder:
Luxury Living.

Premium Lifestyle.

World-Class Amenities.

Modern Living.

Beautiful words.

Zero identity.

They weren’t competing on value.

They were trapped in similarity.

And similarity always leads to price wars.

@ The Fix: Positioning Before Promotion
We stopped marketing immediately.
Instead, we asked three uncomfortable questions:

Who are you truly for?
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What belief do you stand for?

Why should someone emotionally choose you?
After deep workshops, the truth emerged.

Their real strength wasn’t luxury.

It was family security and long-term legacy homes.
So we repositioned everything.

Messaging shifted from:

“Luxury Apartments”

to

“Homes Built for Generations.”

Content changed.

Sales conversations changed.

Visual storytelling changed.

Instead of amenities,

we showed parents imagining their children growing up there.
Instead of features,

we spoke about belonging.

Within months:

Customer conversations changed from price negotiation
to emotional ownership.

Because they were no longer another option.

They became a meaningful choice.

“2 Marketing Insight



This is called Brand Positioning.
The human brain categorizes brands instantly.

If you don’t define your identity,

customers place you in the most dangerous category:

“Same as others.”

And once you enter that box,

the only differentiator left is price.
Positioning is not branding decoration.

It is business survival.

¢ The Solution We Offered
We rebuilt the brand through:
* Deep positioning workshops
* Founder and brand narrative creation
« Category differentiation strategy
» Emotional storytelling frameworks
* Visual identity alignment
 Content themes built around a singular belief
Because strong brands don’t compete louder.

They stand somewhere others cannot stand.

V2 Spiritual Close

“A lamp does not fight darkness.

It simply becomes light.”
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Your brand does not need to shout more.
It needs to become unmistakably itself.
When identity becomes clear,

comparison disappears.

Congratulations

You’ve made it this far, which means

the 11 problems we explored spoke to something real within you.
Maybe your team is creating content... but you still feel invisible.
Maybe you’re running ads... but the leads never convert.

Maybe you’ve done everything right — and still, something feels off.
There’s a gap.

An itch.

A knowing inside you that your brand is capable of more —

if only the right eyes could see it.

If that’s you... then this part is just for you.

.. Good News: You Can Now Book a 1-on-1 Consulting Session With Ishan
Goel

But before we talk about the session, allow us to tell you...

“2 Who Is Ishan Goel?

Ishan Goel has generated over 1,00,000 qualified leads,

driven more than %500 crore in revenue,

and scaled brand visibility through content marketing, digital funnels, and PR for

startups and giants alike.
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He has worked with:

e Top brands like JustDial, UrbanClap, Housing.com
e Political leaders like Rajnath Singh, Piyush Goyal, Nitin Gadkari
e Cultural legends like Sonu Nigam, Kailash Kher, Vivek Oberoi

e |conic creators including Ranveer Allahbadia, Khan Sir, Ojha Sir,
Bhageshwar Dham, and Finance With Sanjay

His team has delivered:

e 5000+ PR articles & TV interviews
e 500+ podcasts with India’s most influential hosts
e 20,000+ micro-influencer campaigns

e Client success across India, Dubai, and Nigeria

Today, Ishan operates as a Fractional CMO for multiple businesses,

guiding teams with deep brand strategy, lead-to-sale execution, and high-visibility
content architecture.

His personal mission?
To ensure that businesses don’t just ‘do marketing’ —
they do it right, with soul, science, and story.

Now That You Know Who Your Coach Is...

Here’'s What You'll Get:
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“2 A 45-Minute Deep-Dive Strategy Session — 3,999 + GST
You'll fill a short pre-call form with your:

e Business type
e Current challenges
e Monthly revenue

e Social media or website links

And our team will analyze everything before the session.

So the 45 minutes are used for real, focused, game-changing solutions.

¢) A Note Before You Book...

This session is not for everyone. And we say that with love.
We don’t want to waste your %5,000.

We want to deliver clarity with integrity.

So...
> Please DON'T Book If:

e You haven’t launched your service/product yet
e You don’t know what exactly you’re selling

e Your monthly marketing budget is below %2 lakh

In that case, we recommend you drop a message or leave a comment.
We’ll create more free content for you — no catch.
You'll still gain from our work.

No pressure.
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(74 Please Book If:

e You’re a growing brand looking to scale with strategy
e You want to build a personal brand alongside your business

e You know marketing is key — but don’t know what to fix, build, or stop

Then this session is made for you.
And we’ll do everything in our power to make sure

it becomes one of the most important decisions in your business journey.

What Happens After You Book?

e This is not a sales call.
It's a roadmap session — tailored to your business.
e You'll receive a custom action plan (not generic advice).

Everything will be mapped out for you — content, funnel, media, and
visibility.

e Post-call, you'll get a summary strategy PDF — so your team knows what

to do next.

No noise. No fluff. No guessing games.
Just truth. And a little soul.
% Book the session.

And let your brand finally be seen — for what it truly is.
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