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Concluding Remarks — Relevance as of 2026
Reading a 2014 Counter-Terrorism Doctrine as a Framework
for Brand, Sales-Force and Public-Policy Strategy Today

Added in 2026 by the author, Major General Sanjay P Vishwasrao, Sena
Medal (twice), to the original 2014 article published in The Infantry
Journal (India).

This article was written in 2014 to solve a narrow, urgent problem: how
the Indian Army could win peace in Kashmir without the psychological
'collateral damage' that undoes a tactical win. Twelve years on, and now
looking at this from outside uniform, the same argument reads less like a
counter-terrorism doctrine and more like a general theory of how any
organisation should measure the true cost of the actions it takes to win.

Relevance for Corporate Marketing

Every marketing campaign has an intended target audience and an
unintended effect on everyone standing next to it — a rival's loyal
customers, a bystander community, a regulator, general public sentiment.
A campaign that wins the sale but provokes a backlash, a boycott, or
regulatory scrutiny is a kinetic win and a strategic loss, in exactly the
sense this article describes: the win is real, but the 'collateral damage' to
brand trust is what actually decides the campaign's long-term value. The
article's operational checklist — by how much, where not to, when not
to, how not to, what if, what after — translates directly into a pre-launch
and post-launch review discipline for any campaign operating in a
crowded, reputationally sensitive market.
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Corporate Parallel — Zero Collateral Damage as a Campaign
Standard
Treating 'zero collateral damage' as a genuine performance
parameter, not an afterthought, is the difference between a
marketing function that is measured only on reach and conversion,
and one that is also measured on the trust it preserves or spends
along the way. Most brand crises trace back to exactly the gap this
article warns against: a team incentivised purely on the kinetic
metric, with no one accountable for the damage the campaign
leaves behind.

Relevance for a Product Sales Force

The article's central reframing — 'boots on ground' becoming 'minds,
hearts and boots on ground,' in that order — is a ready-made mandate for
any sales organisation. A sales force incentivised purely on volume will,
like a unit measured only on neutralisations, generate its own collateral
damage: mis-sold products, damaged customer trust, and channel conflict
that costs more in the long run than the extra sales were worth. The
article's model instead pairs genuine front-line empowerment — its own
version of mission-type orders — with a clearly drilled, non-negotiable
code of conduct, so that speed in the field is never bought at the price of
the customer's trust.

Corporate Parallel — An Ethos-Led, Not Just Quota-Led, Sales
Force
A sales team that has genuinely internalised a customer-first ethos,
and is trusted with real autonomy inside clear guardrails, will
out-perform a team driven by quota alone over any meaningful time
horizon — precisely because it is not quietly spending down the
trust it will need for the next sale, and the one after that.
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Relevance for Government Policy Institutions and Think
Tanks

The article's 'Nexus paradigm,' its reading of Gene Sharp's non-violent
political defiance, and its case study of the joint strategy that followed
the hanging of Afzal Guru in 2013, remain directly useful case material
today: a working framework for minimising the psychological cost of
any coercive state action — a regulatory crackdown, a policing
operation, an enforcement drive — so that short-term compliance does
not produce long-term alienation. The same operational-imperative
checklist this article built for a counter-terrorism theatre applies, largely
unchanged, to the design and rollout of public policy more broadly.

Relevance for Policy Design — Measuring the Cost of
Compliance, Not Just Achieving It
A policy that is enforced but not accepted is exactly this article's
'zero sum game': a win on paper, and a loss in the minds of the
people it was meant to serve. Building 'zero collateral damage' into
policy design and enforcement from the outset — not as an
afterthought once backlash has already set in — is the discipline
this article argues for, and the one most policy rollouts still lack.

I remain available to advise on, and speak to, this same discipline —
measuring and minimising the true cost of winning — applied to brand
strategy, sales-force management, and public-policy design.


