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Only close to a fifth of
Indian men prefer tailoring.

Shantiswarup Panda
Chief Marketing Officer | Raymond
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What’s the most interesting thing you’ve done outside of work in
the last 12 months?
I have started running to keep myself fit. I also took a road trip to
experience the serene beauty of Norway.
Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable.
There are many, but if asked to name one I’ll name Mr Ratan Tata
for his intellect, vision, humility and compassion. This combination is becoming rare among the new breed of leaders we have
today.
If your brand were an animal, what would it be - and why?
Lion – majestic, charismatic, dignified... someone who knows
where to go and how to get there.
What was the biggest challenge you and your team faced in the
last 6-12 months - and what did you learn from it?
The biggest challenge is to work on a market development model to
popularise tailoring as a preferred format for ‘wardrobe refresh’ for
men in affluent and elite segments. Only close to a fifth of Indian
men prefer tailoring, while the majority has moved to readymade
garments.
While Raymond has a play in both formats, it is interesting to
work on a market development model for tailoring to invite new
consumers into the process of customisation and personalisation.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
Mega trends that impact consumer behaviour in the fashion category include travel, content/entertainment, digitisation, social media,
e-commerce, the urge to ‘experience’ rather than ‘own’, pride in
Indian roots, and socially conscious consumption.
Marketers across segments have fetishised the millennial. But
hand on heart, which demographic will drive growth for your
brand over the next 12 months?
We are very clear that the fashion category can’t be segmented basis
age. It has to be segmented basis consumers’ propensity to spend
and their fashion sensibilities. So, for us, more than from an age
bracket, growth will come from affluent and elite consumers who
are conscious about turning out right for every occasion.
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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 brings speed, frequency, scale, and a route for twoway communication with consumers, but if not managed carefully,
brands and businesses become soft targets for trolls. Over the years,
the audience in general has become hypersensitive. And since the
rate at which content is refreshed online is so high today, brands
tend to cross the thin line sometimes, and, as a result, get trolled.
The best way to handle trolls is to accept a mistake (if there was
one) and move on. As long as the marketing team and the agency
are clear about the brand personality, tonality, and the social and
cultural context, social media can be managed well.
If you could advertise on only one medium for the next 6
months, what would that be - and why?
If forced to choose one medium, I would go for digital, for its ability
to sharply target the right audience with relevant messages, and
build a conversation. The combination of search, social and performance-based marketing is helping us funnel leads and invite new
consumers.
What do agency partners grumble about most, today?
I think the biggest pain point for agency partners is poor quality
briefs. Half the work on any campaign is done if there is very sharp
brief based on a consumer insight. n

