
CMO
S P E C I A L

presents

THE

powered by
Section sponsored by

Category Head | Godrej Consumer Products
SOMASRee BOSe AWASTHi

Consumers are more willing to 
experiment, upgrade to newer 
formats, and also pay a premium.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I have always had a passion for music. However, with work and fam-
ily responsibilities, I somehow lost touch over the years. So some-
time back, my husband and I started taking guitar lessons. Now, it 
has become a ritual to have a weekend jam session with family, with 
the guitar or on our karaoke system. You may find some of my per-
formances on my social media handles and YouTube channel!

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Among international personalities, I admire Jack Ma for his tenac-
ity, his resilience, for the way he could rise up after multiple failures 
and stick to his belief, and finally, for his ability to make it big with 
a multinational technology conglomerate. Closer to home, I admire 
Mr Adi Godrej for the values, respect and trust that he stands for, 
and on which his entire empire Godrej Industries is based.

If your brand were an animal, what would it be - and why?
A leopard, for its speed and agility, since that’s the need of the hour 
in an evolving world. Unless one learns fast and adapts faster, one 
can become irrelevant in this “jungle”.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
I handle the personal wash portfolio at Godrej Consumer Products, 
which includes marquee brands like Cinthol and Godrej No.1. The 
biggest challenge in the soaps category is – because it is a 100 per 
cent penetrated category, growth is based primarily on market share 
gains. What made the problem worse in the last six to 10 months 
is, given the benign commodity price, a lot of smaller soap brands 
made headway using tactical methods like high retailer margins and 
deep consumer offers.

The learning I had was that if a brand has strong equity and 
consumer preference, then no amount of below-the-line tactics by 
competition can affect it. Our soap brands were among the highest 
share gainers last year, despite this adverse scenario, while most 
key players lost share.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Consumers are becoming more aware and health conscious. There’s 
a rise in the popularity of herbal, natural and Ayurveda-based 

products, not just in soaps, but across categories. Consumers are 
more willing to experiment, upgrade to newer formats, and also pay 
a premium for the same. For instance, we’re sensing a rise in the 
body wash category, which is perceived to be more hygienic, better 
for skin, thus worth being more ‘premium’ than soaps.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Millennials are the first global generation of digital natives, the first 
to witness and leverage technology and the internet for shopping. 
Being better connected to information and being the chief wage 
earners in the household, Millennials have significant spending 
power and greater access to products and services. This trend is 
expected to drive the brand for the next 12 months, especially in the 
case of discretionary segments.

Nowadays brands get trolled all too frequently on social media. 
As a marketer, have your views on trolling changed in the last 
couple of years?
Social media has exploded with active users. It’s a platform where 
people express themselves and share opinions. This used to hap-
pen in the past too, but the scale and speed have increased tremen-
dously. Practically any issue can become a movement within a few 
hours! For our digital teams, real-time social listening has become 
important to douse down any fire that might erupt.

Marketers have to be careful about the content they put out there 
for their brands. It has to connect with the brand values. While 
“topicality” is the buzzword, brands must be clear about the ‘go’ and 
‘no-go’ areas. There should be no compromise on creative distinc-
tion and differentiation.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Digital, beyond doubt. Ownership of mobile phones across the 
length and breadth of the country, including rural areas, has sig-
nificantly increased. This allows marketers to reach out to consum-
ers with customised content. Consumer data enables us to sharp-
target, re-target, and close the loop by enabling purchase through 
e-commerce or direct-to-consumer channels.

What do agency partners grumble about most, today?
Our willingness to push the needle to take a larger risk with creative 
thinking on the brand. n 
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