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nearly 2008, Bajaj Finance had a ten-

member t

launch its loan-against-mortgage busi-

ness, However, it was a good sixmonths
before the team disbursed its first loan.
Thereason for the delay was Sanjiv Bajaj,
Managing Director of Bajaj Finserv. He
kept sending the team back to the drawing
board with one brief: find differentiators.
“When you enter a new ‘e, the initial im-
pression you create is very important; we
didn’t want to launch something ordinary
and then improve on it later on,"” Bajaj told
ET Corporate Dossier.

It’sthismanagement mantra - of stand-
ingapart—that 45-year old younger son of
Rahul Bajaj has used in the last seven years
todrive growthat Bajaj Finserv. While more

The BaJaj Factor

THE INITIAL IMPRESSION WHEN ENTERING A NEW
MARKET IS IMPORTANT

i W FOCUS ON LONG TERM SUSTAINABLE GROWTH
e ’ OVER SHORT TERM GAINS

5 IT IS OKAY TO TAKE A HIT IN THE SHORT TERM IF IT'S IN LINE
[ WITH THE LONG TERM BUSINESS GOALS

- i

Ry

OFFER A PRODUCT THAT CANNOT BE COPIED BY
COMPETITION IN SIX MONTHS

DIVERSIFY AND SPREAD YOUR RISK - JUST BECAUSE NO
ONE ELSE HAS DONE IT DOESN'T MEAN IT CAN'T BE DONE

IN A ME-TOO MARKET, THE CUSTOMER WILL GIVE YOU A
CHANCE ONLY IF YOU OFFER HIM SOMETHING UNIQUE

mprimed upandready to -

brother Rajiv has =
Bajaj Auto in a new direction, Sanjiv has

l;»s!eri quietly working to make his own com-

pany astar initsfield. Theresults are there
foralltosee. Bajaj Finserv,
which is the holding firm for

CONSENSUS BASED

A strategy QUESt to Stand Apart

How Sanjiv Bajaj uses differentiation to grow Bajaj Finserv in a crowded
market 5 Priyanka Sangani

At Bajaj Finance, thelending arm which
finances i

enable its representatives to process loans
fordurables in three minutes,
and for existing customers, injust

Bajaj Finance, Bajaj Allianz three seconds. Rajeev Jain, CEO,
453 s DECISION MAKING {hsorv savs. “Wi
Life Insurance and Bajaj DOESN'T WORK Bajaj Finserv says, “Weareina

Allianz General Insurance,
posteda profitofz1.541crin

BUTITDOESN'T

highly commoditised business
andsoSanjiv's questionto the

MEAN YOU

201314 asharp turnaround HAVE TO BE management has been ocused on
from the AUTOCRATIC..YOU  onearea arewebringinglomar-
¥32crorelossitincurred in CONSULT WITH ket a differentiated proposition
thefinancial meltdown PEOPLE THEN thathelps customers identify with
yearof 2007-08. TAKEOWNERSHIP  usverydifferentiy?”

v does v FOR THE DECISION aniiv Bajai’s erow: o

8o, how does Bajaj Finserv VOU MAKE Sanjiv Bajaj's growth story

goabout itsmission ofdiffer-
entiating itselfina crowded
financialservices market, fullof ‘me-too’
players? T'akethe insurance business, for
instance. Unlikemosl home insurance prod-
ucts thatonly cover the costof construction,
thecompany came up with a product that
covers you for theactual value of your house
& CEO. Bajaj Allianz General Insurance.
Typically, the general insurance business is
restricted tothelarger towns and cities be-
cause the costof setting up distribution in the
hinterland isprohibitive. Fivemonths ago,
thecompany launched, what it calls, virtual
offices. "We have doneaway with cash collec-
tion and operate using cards, effectively tak-
ing the distribution office to the customers’

S s has changed how products are

townsand Singhel has an ambitious larget of
extending s

personal and professional -has

been influenced by two events
which happened in 2007-08: the Bajaj Group
demerger and the recession that followed.
When Chairman Rahul Bajaj carved out
Bajaj Aulo Finance [rom Bajaj Aulo in2007
tobeheaded by son Sanjiv, the extent of the
financial meltdown that wasjustaround
thecorner wasn't yet clear. One year into
being anon-banking financial corporation
(NBFC). Bajaj inance saw losses go from
2% to 5%, withits key business, two-wheeler
financing takingabighit. Italsohithome
the perils of beinga lender focused on asin-
glevertical. “We decided to follow a diversi-
fied lending model soas tocreateasirong
foundation for the business going forward.
Tfmost banks do that, why can’t we?” asks
B: tting in his Pune office -another
contrariandecision, to not run a financial
servicesbusiness out of Mumbai.
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