
CMO
S P E C I A L

presents

THE

powered by

CMO | Kent rO Systems 
SAnjeeV GAubA

the demographic that drives 
growth for us is married consumers 
between 30 and 35, with a child.

Durables106



CMO
S P E C I A L

presents

THE

powered by

What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I learnt baking. 

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
NR Narayana Murthy. I admire his honesty, dedication, and his love 
for the brand he has created.

If your brand were an animal, what would it be - and why?
Tiger would be most appropriate. We have the agility to move fast, 
we’re farsighted, and can visualise the future.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
Though there is 100 per cent awareness about the RO Water Puri-
fier category, it is still an evolving segment, with only four per cent 
penetration. In a country like India, 70 per cent of all diseases are 
waterborne. There is a belief and myth that boiling is the only way 
to purify water. 

Our endeavour has been to educate the consumer. The challenge 
is to convert non-users and aware non-trialists (ANTs) and get 
them into the category. We also want to motivate current RO users to 
upgrade, as UV Purifiers do not remove all impurities. We have been 
able to do this successfully and expand the category, but the process 
of upgrading users is a very slow one.
 
Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
The demographic that drives growth for us is – married consum-
ers between 30 and 35 years, with at least one child. Once they have 
a child, their entire focus is directed towards the wellbeing of the 
child, and that’s when they realise the need for a good water puri-
fier. 

Another important segment for us includes urbanites who’re 
moving houses or cities – they are keen to change their household 
products and this helps in demand creation.
 
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?
Water purifiers fulfil a critical need. Trolling on social media is gen-
erally for categories and brands that are less respondent. However, 
brands can sometimes get trolled for no reason or for reasons be-
yond anyone’s control. Both corrective steps and honest action help 
in defusing the situation and giving people the right perspective.  
 
If you could advertise on only one medium for the next 6 
months, what would that be - and why?

TV is the most cost effective medium for our category for two rea-
sons – effectiveness and impact of the message. It has maximum 
reach and high OTS. The cost of reach per person is the lowest and 
it cuts across age, gender and class barriers. Since we are trying to 
expand the category and increase penetration, TV is the most ap-
propriate medium for us.

What do agency partners grumble about most, today?
Finding alternative effective solutions at a reasonable cost and 
turnaround time. n 
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