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SUPERBRANDS 2020

Market
Infrastructural development in India is 
experiencing tremendous growth, augmenting and 
multiplying the need for steel. Cement and steel 
consumption are indicators of the country’s 
economic development. Higher their 
consumption, the stronger is the economy.

Today, India is the fourth-largest manufacturer 
of steel in the world turning out more than 80 
million tonnes per annum (MTPA). There are two 
main categories of steel manufacturers that serve 
the approximately 10 million tonnes per annum 
Indian rebar market. The first is the Integrated 
Steel Producer (ISP) which produces finished steel 
from virgin raw materials and comprises some 
25% of the industry. The secondary producer 
comprises manufacturers who source semi-
finished or intermediate steel and complete the 
finishing operation. Secondary producers number 
more than 500 and sell locally under various 
brand names.

TATA Tiscon, the rebar brand from TATA 
Steel is an ISP controlling 15% of the market 
(Source: internal estimates). Its products are 
distributed through an established network of  
46 distributors and more than 7,000 dealers 
across the country.

Achievements
TATA Tiscon has taken the lead in the 
development of the rebar category with the vision 
of transforming an unorganised commodity 
market to an organised and branded one. For 
over a decade, the brand has pioneered several 
solutions in the category – be it in terms of 
product innovation through earthquake-resistant 
or corrosion-resistant products, technological 
advancement through refined product offerings 
like 500 SD and 500 D or micro-alloyed rebars 

Superbrands status in the rebar category in India. 
It is a recognition the brand has received five 
times in a row.

History
The history of TATA Tiscon, in many ways, is  
a story of rising consumer awareness. Home 
builders mostly focused on which brand of 
cement to buy. No manufacturer felt it necessary 
to educate the consumer on the significance of 
steel and the use of rebars in construction. Before 
rebars, structures were supported by immense 
quantities of steel beams. The advent of mild-steel 
plain and round bars in the 1960s changed that 
equation. Concrete buildings could now take the 
same load even when they used less steel. 

TATA Steel brought the role of rebars into 
focus with first time advertising campaigns using 
hoardings and films. A high-strength, cold-twisted, 
deformed (CTD) rebar with a yield strength  
of 415 megapascals (MPa) as against 250 MPa  
for the plain mild-steel rounds was introduced in 
the market. 

By the 1990s, new technologies had been 
developed. TATA Steel once again took the lead 
in the category and introduced high-strength 
thermo-mechanically-treated (TMT) rebars using  
a technology engineered by Tempcore, Belgium. 

With the launch of India’s first national rebar 
brand – Tiscon in December 2000, TATA Steel 
de-commoditised the category in the true spirit  
of a pioneer and opened up a market that has 
spawned a slew of regional brands.

Product 
The irrefutable fact is that the stability of a building 
constructed in one environment is vastly different 
from the stability of the same building in another. 

and holistic service solutions through 
recommended consumer pricing or free home 
delivery or selling by piece.

Amongst the list of industry firsts is product 
embossing to demonstrate the genuineness of the 
brand, selling by standard 12 metre pieces instead 
of the erstwhile weighing method and price 

transparency. The company also offers technical 
guidance to home builders through a team of 
experts.

However, the most significant achievement  
for TATA Tiscon is its pan-India reach which 
covers more than 95% of all districts in India. 
TATA Tiscon is the only brand to earn the 

While it is common belief that cement gives a structure its strength, rebars – the twisted lengths of metal that stick out 
from rising buildings are instrumental in holding a building together. In the near 10 million tonne market, India’s best-known 
rebar brand is TATA Tiscon. The rebar brand from TATA Steel is a prominent integrated steel producer, controlling 
the largest pie of the market and sells through an established network of dealers across India. TATA Tiscon is the only 
Superbrands in its category. 
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providing social security, skill development and 
self-esteem.

In order to reach out to consumers directly, 
TATA Tiscon conducts direct interactions such as 
consumer meets, consumer fairs, expos etc.

With the objective of strengthening the 
relationship with individual home buyers,  
TATA Tiscon has launched Ask 

Expert – a programme that offers 
them professional assistance at an early stage of 
construction. Through Ask Expert camps, experts 
from TATA Steel interact with consumers directly 
and sort their queries in home building. Under 
this initiative, consumers also have the option of 
getting their queries answered through the TATA 
Tiscon website or Facebook page. In the modern 
world, reaching out to people through the new 
media is an inescapable imperative. TATA Tiscon 
was one of the first to respond to this challenge 
and created its online presence with Facebook 
and Twitter. The Facebook page of TATA Tiscon 
has more than 2.75 lakh followers and the 
website www.tatatiscon.co.in has more than 
50,000 visitors every month. CMO Asia 
recognised TATA Tiscon for its overwhelming fan 
following on social media. TATA Tiscon was 
awarded Asia’s Most Promising Brand – 2017; 
Asia’s Most Admired Brand – 2016 and Brand of 
the Year – 2016.

Brand Values
TATA Tiscon operates in a market in which 
people invest their lives earnings. It therefore, 
seems proper that the trust of millions of 
consumers across the country is never 
compromised and their dreams are helped  
to fruition. 

TATA Tiscon aims to make the experience of 
building a house an unforgettable one by 
providing quality products, introducing complete 
transparency and backing it all by consumer-
centric services.

In this quest, the brand is shouldering a dual 
responsibility: to never let its consumer down and 
to make sure that it lives up to the motto of the 
parent company – leadership with trust.

As a leader in this space, TATA Tiscon 
understands this better than anyone else. This is 
also the reason why it offers such a wide range  
of rebars. With unmatched strength and super 
flexibility, TATA Tiscon super ductile (SD) rebars 
add more structural strength and provide much 
better endurance to withstand earthquakes. 
These rebars provide superior strength even as 
they reduce the quantity of steel required. TATA 
Tiscon 500 grade was developed for heavy-duty 
structures. The Fe500 D grade of steel ensures 
minimum sulphur and phosphorous content 
leading to fewer unsafe impurities in the steel. 
Similarly, TATA Tiscon corrosion-
resistant steel (CRS) is 
made utilising a 
unique chemistry, 

which helps resist 
corrosion and is particularly 

useful in coastal areas, in areas where 
groundwater is brackish and also where toxic 

gas emissions seriously impact the environment.
There are several reasons why the brand 

towers over competitors. The rebars are rolled 
from virgin steel and made with raw material 
sourced from mines belonging to TATA Steel. 
The high levels of quality control ensure that 
every rib is equidistant and has the same depth. 
This means that each rebar will bond perfectly 
with concrete and provide greater strength and 
resilience to the structure. 

TATA Tiscon offers value-added products and 
services. One such is Tiscon Superlinks – India’s 
first fully automated readymade stirrups, which 

ensure complete safety. Another one is Tiscon 
Readymade Footing, while Tiscon Readybuild is 
even more advanced, offering a full gamut of 
cut-and-bend rebars that not only save customers’ 
time, but also ensure quality construction at a 
lower cost.

Recent Developments
At TATA Steel, market research and product 
development go hand-in-hand. It is from this 
learning that TATA Tiscon extended its basket of 
products and services and took up the challenge 
of increasing its reach in the market. Today, 
TATA Tiscon dealers cover more than 95% of all 
districts in India – a reach unparalleled by any 
other rebar manufacturer.

TATA Tiscon has extended its Joy of Building 
campaign to enable everyday people who build 
their dream homes to contact TATA Tiscon 
directly instead of relying on contractors, 
architects and designers. Through this campaign 
TATA Tiscon provides easy 
home building solutions, 
aids the buying of rebars 
online, provides readymade 
solutions for homes, 
educates the consumer on 
ready-to-use products such 
as Tiscon Superlinks and 
Tiscon Readymade Footing 
and encourages them to 
seek expert advice on 
home building with 
guidance and tech support 
at every step. 

TATA Tiscon also introduced Radio MITR – a 
free radio station for masons. With just a missed 
call, thousands tune in to their favourite hits for 
free. This service saw unprecedented success and 
was soon introduced across the country in 
multiple languages.

In order to improve the buying experience for 
its consumers, TATA Tiscon launched Experience 
Zones. These offer customers products, certified 
masons and contractors, architectural, 
structural, electrical and 
plumbing 

designs and orientation, 
besides expert consultancy. The 

Experience Zones do not just sell steel products 
for construction, but also aim to raise the quality 
of construction practises in the country.

Promotion
Products that bear the TATA name have a legacy 
of trust. Every product developed carries the full 
weight of the TATA promise. 

Years ago when it was decided to brand the 
rebar, TATA Tiscon came upon its first challenge. 
The rebar was not even considered as important. 
It won this battle by telling its consumers that 
while cement and concrete were great for 
buildings, it was their bond with the rebar that 
kept them standing. 

TATA Tiscon’s advertising strategy is 
encapsulated in the pay-off line – Atoot Jod. It 
won the Gold for the Most Effective 
Communication in the consumer durables 

category at the 
Calcutta Advertising 
Consumer Connect 
Awards 2004-05.  
This was not just an 
award; on the ground, 
the strategy was being 
translated into sales 
and the brand was 
commanding a price 
premium too. The  
Joy of Building 
campaign directly 
addresses the 
pain-points of a home 

builder, providing easy solutions and easy access 
through a helpline number.

TATA Tiscon realised that the key to sustaining 
the market lay with channel partners and won 
their support by using a series of initiatives and 
trade promotions.

In a path-breaking initiative to ensure the 
loyalty of its channel, TATA Tiscon launched  
a dealer loyalty programme – Atoot Rishtey – 
which focused on engendering their long-term 
associations with the brand.

Influencers such as architects and engineers 
responsible for the quality of construction have 
been targeted through RAISE – Responsible 
Architecture and Structural Engineering – an 
influencer engagement programme driving sound 
construction practices in India.

For masons who are major influencers, 
especially in Tier 2 and 3 and below towns,  
TATA Tiscon has launched an engagement and 
loyalty programme. This initiative encompasses 

Things you didn’t know about
TATA TISCON

✲✲ TATA Tiscon was the first steel brand  
in India to set up an organised 
distribution network

✲✲  The Baha’i Temple and the Metro in 
New Delhi, the Bengaluru Airport, the 
Bandra-Worli Sea Link and the Bombay 
Stock Exchange in Mumbai were all built 
using TATA Tiscon rebars

✲✲ TATA Tiscon is made from virgin  
iron ore mined from TATA mines  
and processed in the collieries of  
TATA Steel

✲✲ TATA Tiscon rebars are manufactured 
in the only steel plant in India to be 
awarded the Deming Award – the 
highest certification of quality given in 
the world

✲✲ TATA Tiscon is the only brand to earn 
the Superbrands status in the rebar 
category in India. A recognition received 
five times in a row

tatatiscon.co.in


