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EDITORIAL

Team afaqs!Reporter

Volume 7 I Issue 3

We’re proud to bring you the 2nd edition of our special issue on brand marketers or ‘the clients’, in agency 
tongue. This time we’re calling it The CMO Special, because ‘CMO’, in its simplest form an acronym for chief 
marketing officer, has emerged as corporate shorthand for ‘the one who controls the marketing function 
for a brand’. So we’re putting marketing directors, marketing heads, mar-com execs and brand chiefs in the 
same boat. What one calls the person in-charge of breathing life into a product to make it a brand and then 
going to market with it, is but a matter of semantics.

Here’s how we went about this project: We asked over 50 CMOs across nine product groups (FMCG, BFSI, 
fashion/apparel, e-commerce, automobiles, consumer durables, handsets, QSR/retail and media) to answer a 
common set of 10-15 questions that cover different aspects of their world ‒ What is the hardest part of their 
job in the digital era? What challenges plague their respective categories? How does the consumer mindset 
change across geographies? How do they slice the media pie as it stands today? Do they wish they didn’t 
have to deal with dozens of creative custodians? Personally, my favourite question is around the subject of 
a pitch fee… it led to some of the coolest, at times explosive, answers.

This time, we added a personal touch to things and asked them three questions that have little to do with 
their work per se. We asked them to name their mentors, the brands they admire (Apple was a hot favourite, 
as was Amazon!), and what they’d be if not marketers. (You have no idea how many closet artistes, dancers, 
actors, sportspersons, musicians and novelists presently populate corporate corridors, masquerading as 
CMOs!)

One thing baffles me, though: The coveted consumer is made out to be this ever-evolving, digi-savvy, 
tech-comfy, thumb-wielding, app-swiping, attention-deficit, crazed, confident youngster, being hunted by 
a swarm of sweating marketers. Is the Millennial colossally misunderstood, after all?

That’s a debate for another issue, of course. For now, enjoy this one.

Ashwini Gangal
ashwini.gangal@afaqs.com
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Consumers, today, operate out of the  
‘fear of missing out’ (FOMO). They seek  
a value synchronisation.

SONALI  
DHAWAN
Marketing Director & Fabric Category Leader,  
India Sub-Continent | Procter & Gamble
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PERSONAL
Who is your biggest professional mentor?

ne person who has played coach, guide and confidante 
for me is Shantanu Khosla. He was managing director at 

G India when I first got a chance to interact with him. 
His clarity of thought, strategic thinking and single-minded 
focus on the business at hand have been my guiding light, 
professionally and personally. I imbibed the ‘People First’ 
motto from him.       

If not a brand marketer, what would you be?
I would probably be a teacher. I would have loved engag-
ing with young minds, helping shape them, and learning 
from their unrestricted, pure flow of thought. 

Name a brand (other than your own) you admire. Why?
Amazon. What they have been able to achieve in a short 
span of time is remarkable. With a clear value system that 
focuses on superior customer experience, Amazon has 
been able to carve a niche for itself and gain the consum-
ers’ trust. It is looked upon as an Indian brand now.

CATEGORY
What are the big challenges you see coming your way?
The macro environment around us has become dynamic, 
and hence it has become essential to be agile and flexible. 
We have seen changes like GST and demonetisation, but 
we have also been able to take it in our stride. The external 
environment will continue to pose challenges.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers across cities are more aware, more informed. 
They want to make the best choices for their family, even if 
that means paying a little extra, because they realise the 
benefits they are deriving from a prestige brand. They do 
not want to compromise. They want to be up-to-date with 
the latest trends. They operate out of the ‘Fear Of Missing 
Out’ (FOMO). Consumers, today, they seek a value syn-
chronisation; it’s also about what the brand stands for. This 
is true not just for high-involvement categories, but also for 
everyday products like detergents.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Across tiers, consumers’ needs, aspirations and what they 
seek from their purchase are very different. We design our 

products and communication to cater to these differenti-
ated needs. For example, in our Fabric Care portfolio,  
we have a diverse range, right from single-use sachets to 
the big six-kilo packs. We have a mix of Indian innova-
tions, like Tide Naturals, and products from our global 
bouquet, like the completely new liquid detergent form of 
Ariel Matic.

MARKETING
Name the biggest professional hurdle you faced recently. 
How did you tide over it?
A challenge that has become a constant in today’s times 
is staying relevant. We constantly organise sessions with 
thought leaders from other corporates or agencies, our 
counterparts from other businesses and markets, and en-
sure that our people get to be part of external forums. 

As a marketer, what is your biggest nightmare?
My biggest nightmare is not capitalising on an opportunity 
enough and then seeing someone else do it better. Playing 
catch-up is outdated; we need to stay ahead of the curve 
and pre-empt trends. Technology is a leveller; if I don’t use 
it well, someone else will.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
It all comes down to one question – who do we want to talk 
to? Whisper, with adolescent girls as the target, will plan 
their mix very differently, versus a category like fabric care, 
which is one of the most penetrated FMCG categories in 
the country. Nothing still competes with TV in mass reach. 
Mobile consumption of content is the new centre of gravity 
while designing content, because three inches is all you 
get there. It’s essential to have a healthy marketing mix. 
We leverage varied mediums, depending on the message 
and objective  print, , digital, influencers, and word 
of mouth.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Our agencies are more like partners who live and breathe 
our brands just like we do. It is equally important for them 
to know and understand the consumer and their needs. We 
brainstorm a lot and have differences of opinion, but that’s 
what makes for a great campaign ultimately.
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PUNEET  
DAS

The interplay between the loose tea  
segment and the packaged tea segment 
impacts the category.

Tea Marketing Head  | India (Tata Global Beverages)
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PERSONAL
Who is your biggest professional mentor?
Shubhajit Sen (currently country head of LIXIL,  
ex-marketing head of GSK Consumer).

If not a brand marketer, what would you be?
I would have probably been a ‘Life Coach’.

Name a brand (other than your own) you admire. Why?
I admire Horlicks as it has stayed relevant across the 
years with Indian mothers. I also admire brands like Nike 
whose marketing is no longer about selling shoes appar-
el but about a lifestyle choice or a shared philosophy. 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
In ‘habit categories’ like tea, the challenge remains to 
increase the ‘share of throat’ by delivering better value in 
terms of innovation, quality, price points and formats.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Regular tea has been about refreshment, relaxation and 
rejuvenation, with taste playing an important role. The 
consumer approach has largely remained unchanged. 
But they  are increasingly trying out variants based on  
ingredients that they have been traditionally using in 
their tea for enhancing the taste experience (such as car-
damom and ‘masala’) which is driving growth for these 
variants. 

An increasing focus on health and wellness is driving 
growth in the green tea category and in ‘value added tea’ 
(our newly launched Chakra Gold Activ+ which amla 
and kokum based). There is also a change in the way 
consumers shop for this category, evident in the growth of 
modern trade and e-commerce channels. 

Which product segment out there impacts trends in 
your category most? Why? 
Tea is a highly penetrated category (over 95 per cent), but 
branded tea accounts for only about half of the overall 
tea category in terms of volume. The interplay between 
the loose tea segment and the packaged tea segment im-
pacts the category. Premiumisation in the form of health 
and wellness indulgence remains a mega-trend.

In what way/s does your marketing strategy change 

from Tier I to Tier II and III markets?
In Tier II or III markets, it is about offering consumers 
products that are customised to their (local) taste prefer-
ences and offering multiple price points that are in sync 
with spending habits. Our marketing mix is customised to 
the local medium used. In UP, we used a mobile-led radio 
campaign for non-smartphone feature phone users.

MARKETING
What’s the toughest part of a being a brand marketer?
Today’s consumer is subjected to sensory-overload of dig-
ital noise via email, text messages, blog posts or videos. 
The challenge lies in breaking through this noise while 
driving memorable  personalised consumer engagement.

As a marketer in the digital age, what is your biggest 
nightmare?
The biggest nightmare is handling a social media crisis 
or investing in a technology only to discover that it is go-
ing out of the consumers’ preference, or is shutting shop.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
TV is the lead, but it is losing its effectiveness as digital 
is becoming the lead medium of engagement. The least 
used medium is outdoor (excluding dealer boards).

Are the best creative minds still in advertising?
No longer, as they are increasingly into content creation 
or new-age (technology) mediums.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today?
The relationship is evolving into using them as far more 
active and strategic partners in managing the category
brand agenda. One must-have quality for agencies today 
is the ability to ‘drive disruption’ for the brand. 

Are you open to paying agencies a pitch fee? Why?
I’m not in favour of paying pitching fees. Agencies need 
to view it as cost of investment.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Working with multiple creative minds ensures that multi-
ple disciplines are addressed effectively.
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Sensodyne is now accessible to a  
consumer for as little as `25; these packs 
are driving growth for us.

ANURITA 
CHOPRA
Area Marketing Lead, Oral Care | GSK Consumer Healthcare India
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PERSONAL
Who is your biggest professional mentor?
I’ve had different mentors at different times who have 
shaped me, given me tough and strong experiences, 
made me laugh when I needed to, but kept me learning 
throughout. Some of them are D Shivakumar, Viral Oza, 
Devinder Kishore and Navneet Saluja.

If not a brand marketer, what would you be? 
I would be a full-time traveller. 

Name a brand (other than your own) you admire. Why?
Apple – for the sheer love of design and pathbreaking 
technology that people can’t even imagine. Disney,  
simply for its purity and consistency. And Taj, for the pride 
of being an Indian.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
People are using ‘specialist toothpastes’ that address spe-
cific needs, like tooth sensitivity. In this category, modern 
retail formats outperform traditional channels. One in 
every three people suffers from tooth sensitivity. Of the for-
mer, only one in three takes action. Our job is to educate 
as many people to start living a sensitivity-free life. 

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
While people are going for dental checkups more  
frequently, we are still far from consumers brushing  
twice a day and using dental floss mouthwash regularly. 
Consumer ignorance and apathy towards oral health 
conditions is the biggest challenge in this category. 

Which product segment out there impacts trends in 
your category most? Why?
More consumers are selecting the right toothpaste for 
their needs, adopting softer brushes which erode less of 
the enamel, and visiting dentists more frequently.  
 
In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
The category is benefiting from increased consumption 
in rural areas. Growth in this segment is led by low unit 
packs, especially in places where price is a barrier. Sen-
sodyne is now accessible to a consumer for as little as 
`25; these packs are driving growth for us.

MARKETING 
What’s the toughest part of a being a brand marketer?
Driving excellence in execution while leading and de-
veloping teams. Keeping a pulse on changing consumer 
preferences and showing agility with the right product 
and format, at the right time. 
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
The ‘speed to market’, with the right product and execu-
tion, is important. If you don’t, then someone else will.  

As a marketer in the digital age, what is your biggest 
nightmare?
The ever-evolving digital ecosystem has given us a  
plethora of tools which enable us to receive feedback 
from consumers on-the-go. Social listening helps us 
tailor-make our products.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
TV continues to be the lead. However, more and more 
people are spending time online and on their phones. 
The variety of digital platforms, social and otherwise, 
are increasingly helping us reach consumers where they 
spend most of their time.

Are the best creative minds still in advertising?
Creativity is not just about creating ads. We’re all makers; 
we make dreams come true with solutions we create.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
Our partners must be able to highlight changes in trends 
and competitive activity, be agile in planning and deliver-
ing our communication. They need to be more connected 
to our business results and category trends. 

Are you open to paying agencies a pitch fee?  
No pitch fee. May the best man (or woman!) win.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Working with different minds fosters different streams of 
thought.
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Competition can emerge quickly from 
anywhere. Who could have imagined the 
collapse of Nokia or Blackberry?
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PERSONAL  
Who is your biggest professional mentor?  
I’ve looked up to Al Ries (author). His ideologies and 
innovative marketing approach have revolutionised the 
way brands communicate with consumers. It would be 
awesome if I get to spend a day or even an hour with him. 
 
If not a brand marketer, what would you be?  
A movie actor. I am a big fan of Paresh Rawal. Both mar-
keters and actors have to constantly evolve and adapt to 
new situations. Creative thinking is at the core of both.

Name a brand (other than your own) you admire. Why?  
IPL. The Indian Premier League is a platform for many 
brands, including Parle. As a marketer, I believe in invest-
ing in the IPL. I’ve learnt the importance of being focused 
and consistent from the IPL.
 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?  
A big challenge is quickly adapting to new-age digital 
targeting.  
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?  
A growing number of young Indians are in the 24-38 
years age group and have higher disposable incomes 
than their older counterparts. They also have a lower  
propensity to save and are less afraid to display what 
they eat and drink to maintain a healthy lifestyle. This 
drives sales in the premium and value-added products 
categories. When it comes to FMCG products, consumers 
are spoilt for choice today.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?  
TV, print, radio, cinema and new-age digital mediums 
help us reach consumers in Tier I and II markets, but Tier 
III markets require focused below-the-line activities. For 
Tier III markets we have LUP or low unit price packs, that 
generate trials and increase the frequency of consump-
tion. We also use Doordarshan to reach out to rural India. 
     

MARKETING  
What’s the toughest part of a being a brand marketer?  
Being dynamic, yet staying focused.  

 
Name the biggest professional hurdle you faced  
recently. How did you tide over it?  
Demonetisation and GST roll-outs resulted in slowdown. 
Our consistent focus on legwork to increase direct distri-
bution helped us return to double digit growth. 
   
As a marketer in the digital age, what is your biggest 
nightmare?  
Competition can emerge from nowhere and in no time. 
That makes us highly vulnerable. How imaginable was 
the collapse of Nokia and Blackberry with the entry of 
iPhone?  
 

ADVERTISING  
What is your lead medium of communication today? 
Which medium do you use least?  
TV. We rely the least on mediums like radio and print.  
   
Are the best creative minds still in advertising?  
Yes, there’s extraordinary talent in advertising. The need 
of the hour is creative thinking for the digital medium.    
   
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?  
The relationship has evolved. We believe in result-orien-
tation. It’s not just about awards; it’s important to meet 
business objectives as well. We want all our agencies to 
have an ‘open-mind approach’.  
     
Are you open to paying agencies a pitch fee?  
Why/why not?  
A pitch fee makes an agency complacent. We want  
agencies to bring out their best, win the business, and 
partner us towards success.  
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?  
I would always want to explore multiple creative minds. It 
brings in new perspective to the business.
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very consumer has a definition of a 
perfect product  and is willing to pay a 
certain price for it.

CHETNA  
SONI
Category Leader ‒ Feminine Care, India Sub-Continent |  
Procter & Gamble

CMO | Lenovo India
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PERSONAL
Who is your biggest professional mentor? 

ne person who has been a huge inspiration is hantanu 
hosla, who was  of G India for over a decade. 
e s an extraordinary business leader with the ability to 

simplify the most complicated business problems, focus 
on the most critical issues, and go after them with all his 
might. e encouraged young employees to voice their 
opinion, which is a great lesson in humility that I try to 
emulate when I interact with my people.   
 
If not a brand marketer, what would you be?

tage artiste.
 
Name a brand (other than your own) you admire. Why?

s a marketer and a consumer, I admire I . The brand 
has a clear and consistent identity, which not only makes 
all its advertising un-mistakenly I  but also each one 
of their 00  stores an e ually familiar place to walk into. 
That s the kind of brand experience I want to create

CATEGORY
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
More women have started understanding how a good 

uality sanitary napkin is not just a way for them to man-
age their periods without staining, but also an enabler for 
them to move forward towards their dreams. Through our 
campaigns, we ve brought the menstruation conversion to 
the front and centre and also brought the sanitary napkin 
pack out of the black bag. takeholders and celebrities 
have joined the cause, creating a movement.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Irrespective of the tier, consumers want brands that per-
form. very consumer has a definition of a perfect prod-
uct  and is willing to pay a certain price for it. or Whis-
per, we cater to the entire spectrum of needs within the 
category  be it an affordable offering in Whisper hoice 
or a Whisper ltra Nights, specifically designed for over-
night usage. nce you have the right proposition, com-
municating it at the right touchpoints is critical. We cus-
tomise that based on relatability, reach and receptivity.

MARKETING
Name the biggest professional hurdle you faced recent-

ly. How did you tide over it?
nlike a time when T  was the only mainstream medium, 

consumers today have full freedom on what to watch. 
ver the years, we ve seen our consumers, especially the 

younger audience, gravitate more towards content that 
is engaging and shareable. They like to get information 
about the brands products they consume but in a more 
fun, memorable manner. or Whisper, the younger con-
sumers are our core target segment and we have to be 
present where they are spending their time. We took this 
challenge and created branded content, by partnering 
with T  itImproper  and other social media influ-
encers Whispers reak ilence , inspired by our brand 
campaign ideas. The key is to focus on the larger purpose 
of empowering women, in a story-telling format.  

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?

ne of the biggest focus areas for us is to drive adoption 
of sanitary napkins among non-users, as category pene-
tration continues to be very low. This re uires mass-reach 
programmes  we want consumers to visualise the supe-
rior benefits of our products versus cloth. T  checks the 
box on both criteria. s digital penetration grows, even in 
rural areas, it becomes an important part of our market-
ing mix. adio is our least-used medium.
 
Are the best creative minds still in advertising?
I don t subscribe to the belief that creativity is the pre-
rogative of advertising alone. This is true now more than 
ever as consumers have become demanding and have so 
many options to choose from. aving said that, I continue 
to be inspired by the creativity of thought and execution 
that our agency partners consistently bring.
 
How has your relationship with your agency partners - 
creative and media planning/buying - changed of late? 
What’s the one must-have quality for an agency today?
We ve recently started engaging with our agency partners 
more at a business problem  level versus at a marketing 
project  level. This means, we bring them on board early 

in the process of dissecting and solving business issues. 
This gives them a chance to contribute to the brand as a 
whole, including product propositions at times. gencies 
must be adaptable and should re-invent their capabilities 
to serve the needs of a hyper-connected audience with a 
limited attention span. 
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PERSONAL
Who is your biggest professional mentor?
My biggest mentor is not one person, it s a group. It is 
branded as . It refers to the adbury Market-
ing community that was created in the period between 
000 and 010. I belonged to this community  we learnt 

from each other and mentored each other towards  
marketing excellence. The key to the community was its 
leader anjay urohit now in amara apital .

If not a brand marketer, what would you be?
 chef.

Name a brand (other than your own) you admire. Why?
pple. Nike. I m a fanboy of these two brands. I admire 

their products and what they stand for.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?

eeping Gen- The entennials interested in our category 
and our brands is our biggest challenge. If we get them 
right, all other cohorts will fall in line automatically.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? To 
what do you attribute this?
They are far more open to experimentation, and are try-
ing out many new and different snacks. This is because 
the barriers to reach them have dropped dramatically. 

Which product segment impacts your category the most? 
remium-end and new innovations. Today s consumer is 

seeking new experiences and is willing to pay for it.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
undamentals do not change. onsumers across markets 

consume snacks for similar reasons, and are well aware 
of the brands and choices available in large cities  
thanks to media exposure. The only important task for us 
is to enable availability  mental availability through ad-
vertising and brand presence where they live and shop , 
physical  availability through distribution and uality  
and drop si e availability through price pack innovation .

MARKETING 
What’s the toughest part of being a brand marketer?

bility to mount large scale activations while being agile. 
In other words, to be cutting-edge while delivering I.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 

alancing global scale while delivering local insight  I 
faced this challenge as I was launching  tar across 
multiple markets. In some cases, we met with success im-
mediately example, ra il  and in some cases, it s still a 
work in progress. The only way to tide over this challenge 
is to build a ne Team  approach and get your hands 
dirty with the local marketing teams. 

As a marketer, what is your biggest nightmare?
alling prey to trolls and the whole thing snowballing into 

a media disaster.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?  
We focus on storytelling across mediums. We chase where 
the consumer cohort is. Television remains the largest 
scale medium for our consumers, and now s he is spend-
ing more time on digital. Thus, these two have become our 
lead mediums. We use all other media selectively depend-
ing on the brand task and the consumer target.

Are the best creative minds still in advertising?
You are talking to one  Jokes apart, advertising  
continues to be a training ground for creative minds  
interested in storytelling. etaining talent has become  
a big challenge as ontent reation  as an industry has 
exploded with the advent of digital and TT. 

How has your relationship with your agency partners - 
creative and media planning/buying - changed of late? 
What’s the one must-have quality for an agency today? 
It has not changed. If at all, has become stronger. ne 
must-have uality is agility, of all kinds  change, results, 
people and strategic. nother must-have uality is col-
laboration  the ability to work with myriad partners while 
playing the role of rand vangelists .

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
The wish is to work with the best creative minds in the in-
dustry. We believe our agencies have these creative minds. 

o all is well.
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PERSONAL
Who is your biggest professional mentor?
My biggest professional mentors are my customers and 
consumers who have taught me the best lessons in man-
agement and marketing.

If not a brand marketer, what would you be?
I would have been a mining professional as my basic 

ualification is mining engineering. 

Name a brand (other than your own) you admire. Why?
I admire ove for the message of real beauty for women, 
and the consistency it has maintained in its positioning.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge for our categories is consumer ed-
ucation and growing the market. ven now, only 10 in 100 
houses do water-proofing in the proper fashion, and this 
is despite consumer awareness about the need for water-
proofing. The challenge is to be proactive in introducing 
new adhesives and to keep pace with new substrates and 
changing work habits of contractors and carpenters.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  

onsumers are using digital mediums to seek informa-
tion, contacts, look for furniture designs art and craft 
recipes online. This is the result of easier, cheaper digital 
access, convenience, and digital initiatives taken by our 
brands r. ixit, evicol and evikwik.

Which product segment out there impacts trends in 
your category most? Why? 

ur categories are impacted by bigger trends like eco-
nomic activity, real estate growth, growth in the construc-
tion industry, number of new houses being built, as well 
as by the disposable income in the hands of  consumers 
to do home renovation repairs.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
The marketing task in Tier II and Tier III markets has a 
lot to do with increasing category awareness and usage, 
since there are a large number of consumers in these 
markets who are non-users or low users of our products. 
The other task in these markets is to increase access to 

our brands through deeper and wider distribution and 
training of our end-users in usage of our products.
 

MARKETING 
What’s the toughest part of being a brand marketer?
To keep pace with changing customer needs and to 
match it with technology trends.

Name the biggest professional hurdle you faced recently?
ven for a brand like evikwik with deep penetration, we 

still had consumers in rural areas who were not aware of 
the brand and its usages. We overcame this challenge 
with insightful communication, focused media strategy 
and on-ground activations. 

As a marketer, what is your biggest nightmare?
The fear for a marketer is to lose touch with the new gen-
eration of consumers and their wants, desires and habits. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We still have the task of growing our categories by increas-
ing awareness and T  remains the most efficient medium. 
We use radio less as our messages are more info-loaded.

Are the best creative minds still in advertising?
With the advent of the digital medium, and fragmenta-
tion, good creative minds are present in other fields like 
films, digital and designing.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 

ur relationship with our creative and media partners, 
gilvy and Madison remains a relationship of respect, 

openness, risk-sharing, and taking full ownership. ne 
must-have uality for an agency is speed of response.

Are you open to paying agencies a pitch fee? Why?
This situation has not arisen for us.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It is always good for any business to work with the best 
minds in the field, be it creative, media, digital, or design. 

nd these best minds could be anywhere  in one  
agency or multiple agencies.
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PERSONAL
Who is your biggest professional mentor? 
Undoubtedly Dr. Verghese Kurien, the milk man of India. 
I learnt about strategy and attention to detail in my two 
decades of interaction with him. RS Sodhi, our managing 
director and Kishore Jhala, COO, have been inspiring too.

If not a brand marketer, what would you be?
A full-time techie, and part-time chef and painter.

Name a brand (other than your own) you admire. Why?
Google, for using technology the way it does and for its 
power to influence the world. Tata, for being a name  
synonymous with trust and social responsibility.

CATEGORY
What are the big challenges you see coming your  
way in the next 12 months?
India will open up to more digital engagements with 
brands - from online purchase, to online payment gate-
ways, and hyperlocal shopping experiences. Two years 
back we started Amul Online service in Ahmedabad and 
Gandhinagar for e-comm-based home delivery. We are 
expanding our distribution and online tracking of stocks.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Indians are travelling more, experimenting with different 
tastes, and demanding new experiences with their food.

Which product segment out there impacts trends in your 
category most? Why?
World dairy commodity prices are at a five-year low and 
that has affected the Indian market. We have managed a 
20 per cent CAGR over seven years despite the odds. 

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Tier II and III markets are large belts where loose milk , 
often adulterated by local milkmen, is sold. We want to 
increase our production facilities to these markets and 
provide them with pasteurised pouch milk .
 

MARKETING
What’s the toughest part of being a brand marketer?
Amul interacts with 36 lakh farmers, 10 lakh trade partners 
and crores of consumers, across 0 countries. The toughest 
part is being able to talk to each stakeholder in a manner 

that they understand. Farmers use mobile apps to track 
earnings; our trade partners are connected via apps to 
place orders and resolve grievances.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
Revamping our chocolates portfolio was a good  
experience. Amul entered the chocolate category in the 
19 0s. We identified the need to move from sugary sweet  
chocolates to more intense dark and premium chocolates 
and re-designed our portfolio accordingly.

As a marketer in the digital age, what is your biggest 
nightmare?
Waking up to a customer whose grievance is not resolved.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
While T  allows us to enter households, print gives an 
opportunity to add local flavour. mul s topical hoardings 
have been there for over five decades  the campaign is 
now extended to over 35 newspapers with a combined cir-
culation of four crore copies. Amul Milk is distributed daily 
to over five crore households. We use this medium to cross-
promote our other products.

Are the best creative minds still in advertising?
The best creative minds are waiting to be identified in 
every generation. Amul’s topicals started in 1966 as a 
billboard campaign with one topical a month, then to one 
a week in the 90s  for print and T , and today, three-four 
every week on social media.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Amul’s agencies – daCunha Communications and FCB 
Ulka - have been on board for 50+ and 30+ years respec-
tively. Sylvester daCunha, Rahul daCunha (daCunha 

ommunications , hashi inha and Nitin arkare  
lka  have worked on our account from their first day at 

their agencies. You must trust your agencies.

Are you open to paying agencies a pitch fee? Why?
Thanks to our lasting relationship with our agencies, we 
have not been placed in that situation.
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shifts we have had to make is to match the 
consumer’s move from reading to viewing.
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PERSONAL
Who is your biggest professional mentor?
Our consumers. They have a way of making me push my 
limits and they are always there to tell me when I get it 
wrong!

If not a brand marketer, what would you be?
Astrophysicist. 

Name a brand (other than your own) you admire. And 
tell us why.
Apple. For their consistency in design and the simplicity 
with which they communicate the product benefits.
 

CATEGORY 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
01  is the first true millennial year for Gillette as our con-

sumers born in 000 turn 1 , the first time most young men 
get a shave! As a men’s grooming brand, we have become 
far more aware of how our younger consumers, especially 
the ones getting their first shaves now, are becoming far 
more involved with the category. They are on a continuous 
pursuit to present their very best selves to the world and 
this is precisely what Gillette as a brand strives to do. So, 
it is an exciting time for the brand as our consumers now 
actively seek out what’s best for them, and are vocal about 
their likes and dislikes.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The main objective is to reach out to all men who shave. 
Our marketing strategy does not change when we go from 
tier I to tier III, but just adapts itself to covey the core of the 
brand to the consumer. At Gillette, we want to deliver the 
best shaving products in the world that offer amazing value 
to our consumers; we just communicate this to them. This 
is at the core of what we do, be it Gillette Guard for tier III, 
which is the highest selling razor in India now, or Fusion 
ProGlide for tier I.

MARKETING
What’s the toughest part of being a brand marketer 
today?
Adapting to our consumers at the speed at which they are 
changing. Consumers, especially the younger ones, are 
continuously changing their habits, what they see, how they 

buy, how they advocate, at a speed that is unprecedented. 
This, in turn, means, as brand marketers, we must have our 
finger on the pulse and be ready to change at the pace set 
by our consumers.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?
One of the big challenges and paradigm shifts we have 
had to make is to match the consumer’s move from reading 
to viewing. The biggest shift in the digital age is the way 
communication has become extremely visual with virtually 
no reading. This has meant for us as marketers, and as a 
brand, changing ourselves to communicate with the con-
sumers, more visually - be it packaging, in-store, instruc-
tions or even print.

As a marketer in the digital age, what is your biggest 
nightmare?
There are none, to be honest. Only dreams! The digital age 
has brought us a beautiful opportunity to reach and have 
one-to-one conversation with our consumers. Brands that 
are more agile and better at having a personal engage-
ment with consumers are the ones that will emerge success-
ful in this age.  
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
TV continues to be our lead medium of communication 
today for Gillette; and it will be for some time to come, with 
sporting events like the IPL still drawing huge audiences. 
Radio would be the one medium we use the least now.

Are the best creative minds still in advertising?
Absolutely! And the best creative minds are still only as 
good as the client and the brief.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Incredible agility and speed to market. As our consumers 
change faster, the world of briefs and long timelines are 
past us. So, our relationship has moved from “campaign 
thinking” to a more real-time continuous engagement.  
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PERSONAL
Who is your biggest professional mentor? 
Sanjiv Goenka (RPSG; learnt business acumen, ambi-
tion and speed of decision making , Nitin aranjape 
(Unilever; learnt humility and role of business in creating 
large social impact , anjiv akkar nilever  learnt team 
building and go-to-market strategy , hiv hivakumar
(Aditya Birla Group, ex-Unilever; learnt strategy and 
communication , Yuri Jain ex- nilever  learnt how your 
own purpose can drive social impact to scale , Tarun uri 
Nike, ex- nilever  learnt trust and delegation  and Nikhil 
en nibic, ex- ritannia  learnt values and passion .

If not a brand marketer, what would you be?
Possibly a sportsperson or a coach.

Name a brand (other than your own) you admire. Why?
Apple, for its disruptive innovations, business models, 
simplicity of use despite being high-tech.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Maintain the level of dynamism, disruption and pace.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are more aware and conscious of what they 
eat. This is influencing their choices. 

Which product segment out there impacts trends in 
your category most? Why?
Eating well, feeling good, and looking good is gaining 
importance across age groups and SECs.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
We use T , digital and in-store communication. ut there 
is a stronger push for digital in metros, and a stronger 
push for distribution in lass  outlets in Tier II and III, 
along with indirect distribution at lower price points.  
Even the hardware used for in-store visibility varies.

MARKETING
What’s the toughest part of being a brand marketer?
To continuously learn, experiment, and re-evaluate  
choices to stay relevant and engaged.  

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
The build-up of Too Yumm  was very slow a few months 
into its launch. It was an FMCG start-up with low  
awareness and credibility  it was difficult to get even a 
toehold in the market. If we continued in an organic way, 
we would be nowhere close to expectations. Then, we 
made a high-investment decision to get Virat Kohli as 
brand ambassador. There was only one problem  we 
were not resourced for this  ut we got permission from 
Mr. Sanjiv Goenka. What followed was an intense collab-
oration with agency partners and a big campaign. It de-
livered the impact that changed the course of the brand.   
 
As a marketer in the digital age, what is your biggest 
nightmare?
Delivering on the brand matrices that matter.  

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Snacking is a large category worth over `22,000 crore 
and is deeply penetrated with over 7.7 million outlets.  

ence, T  remains the most efficient lead medium for us. 
We use a lot of digital too, primarily in metros and Class I 
towns. Our investment in print and OOH is the least.
 
Are the best creative minds still in advertising?
The best creative minds need to be in advertising and 
thankfully they are.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
The one must-have uality of an agency is the ability to 
collaborate with different external experts, and not be 
constrained by what they can do by themselves internally.

Are you open to paying agencies a pitch fee?  
There should be a pitch fee. It sends a message that the 
stakes are high and demands seriousness from agencies.  

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It will be limiting to work with just one full-service creative 
agency. 
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PERSONAL
Who is your biggest professional mentor?
One of my biggest mentors has been CK Ranganathan, 
founder of CavinKare. I had the privilege of working  
at CavinKare for 11 years; during the last three years  
of this stint, I worked with CK Ranganathan. He has  
been my inspiration. It’s amazing how he set up a  
great professional organisation and successfully took  
on the might of global giants like Hindustan Unilever  
and P&G.

If not a brand marketer, what would you be? 
A marketing professor.

Name a brand (other than your own) you admire.  
And tell us why.

ne brand I ve always admired is Nike. It s an example  
of a brand with very strong character, expressed  
through its slogan “Just Do It”. While the brand is about 
sportswear, the Nike trademark can drive many other 
categories. That s the power of the brand.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The stationery category, which has remained stagnant 
for many years, has witnessed the entry of several new 
competitors. We expect to see many global players enter-
ing the category.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Brand loyalty is reducing with new players offering  
new concepts, and with technology impacting the  
consumption of these products. The importance of art is 
increasing; this is a good thing for Camlin, a pioneer of 
art products in India.

Which product segment out there impacts trends in 
your category most? Why?  
Writing and writing instruments have been transformed 
by the digital surge. Now, there are pens with a stylus.

In what ways does your marketing strategy change 
from Tier I to Tier II and III markets?
All marketers are giving more importance to small towns, 
in terms of both marketing and distribution. Over the 

years, development has taken place at the bottom of the 
pyramid and there is a big market there. Today, in  
marketing briefs, small towns form an important element.
 

MARKETING 
What’s the toughest part of being a brand marketer?
Today companies expect returns on investment to happen 
at a faster pace. Whenever margins are under pressure, 
the marketing budgets are the first to be reduced. The 
other challenge is that marketers have to constantly work 
on new product concepts.

As a marketer in the digital age, what is your biggest 
nightmare?
What if everyone switches to digital for communication?

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Digital is becoming a very important medium for  
communication, something we never expected.  

Are the best creative minds still in advertising?
dvertising will definitely attract creativity and this  

industry will always have the most creative people.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 
A good agency will always value the relationship with the 
marketer, both in good and bad times.

Are you open to paying agencies a pitch fee?  
Paying an agency for a pitch will be like paying a job 
applicant for an interview. Agencies do invest time and 
money for a pitch but that is a choice they need to make. 
The client also invests time for the evaluation. ecently  
a big marketer announced the idea of charging agencies 
to make a pitch. I would not be surprised if agencies still 
go for it.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
I strongly feel the need for consistency in the brand  
strategy, and hence the need for one creative agency as  
a strategic partner. But due to constant evolution of  
different media verticals, we need a different agency for 
each  one for T , one for social media, one for outdoor.
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PERSONAL
Who is your biggest professional mentor?
The consumer. Every opportunity that I get to interact  
with consumers provides experiential learning... be it  
the caring homemaker, the multi-tasking millennial  
youth, a teenager, or the new influencer  the kid at  
home. Their buying behaviour and purchasing patterns 
intrigue me.

Name a brand (other than your own) you admire.  
And tell us why.
Brooke Bond Red Label. It provides richness in  
advertising and offers an unconventional brew of  
modernity and tradition. Some of my best grounding  
and learning in marketing happened over the work  
we did crafting the brand strategy on this portfolio.  
What can be better than bringing people together over  
a cup of chai?  

CATEGORY 
What are the big challenges you see coming your  
way in the next 12 months?
To put it in military parlance, we live in a volatile,  
uncertain, complex and ambiguous (VUCA) environment. 
We must adapt to and accept challenges, enhance  
resilience and thrive in a consumer-driven market.  
Consumer preferences often change faster than the  
season; it is the testing bed for us as marketers to  
expect the unexpected and be prepared to keep pace 
with this dynamic environment and short attention  
spans.  

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Today, the breakfast market is influenced by a mix of 
nutrition and convenience. Consumers are becoming 
more health conscious and want convenient food as they 
are always on-the-go. Having said that, in terms of taste 
they still want what they have grown up eating; therefore, 
traditional food made convenient is on the rise. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
More than market tiers, adapting to regional culinary nu-
ances is critical when it comes to category development 
in food. Our primary task is to do category development 
in the breakfast business. 

MARKETING 
What’s the toughest part of being a brand marketer?
Staying relevant to rapidly changing consumer choices. 
Today, a plethora of options is quickly available, accentu-
ated by narrowing generation gaps and changing mind-
sets. With the increasing use of smartphones and apps, 
marketers have to develop digital skills to communicate 
effectively with customers. The real-time conversations 
brands have with people, as they interact with websites 
and mobile apps, have changed the nature of marketing.  

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
T  still remains the primary medium of efficiently reach-
ing consumers in India. The role of digital is growing, 
given the rise of smartphones and cheaper 4G connec-
tions. Digital platforms have become new-age platforms 
for marketers. Video is clearly the fastest growing me-
dium for us.

Are the best creative minds still in advertising?
Advertising in India has grown leaps and bounds in 
terms of both creativity and effectiveness. From purpose-
led work on traditional media, to performance marketing 
on e-commerce, the contribution of advertising is clearly 
visible.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
Great advertising partners understand the brand bet-
ter than the brand teams do themselves. This is the first 
quality I look for in a creative partner. I also look for the 
ability to think idea-first. n integrated approach across 
traditional and new-age media is critical too.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Depending on the category, context and brand life-stage, 
one may choose to work with multiple boutique agencies 
or opt for an integrated approach.
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In an environment where competitors are 
vying for consumer attention, the margin 
for error is very small.“

“Marketing Director | Dell

RITU  
GUPTA
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PERSONAL
Who is your biggest professional mentor?
It would be unfair to attribute my growth to one mentor. 
 
If not a brand marketer, what would you be? 
I would have explored the possibilities of being a  
consultant or a research academician in consumer  
psychology and retail consumer behaviour.
    
Name a brand (other than your own) you admire. Why?
Nike and Future Brands. Both appeal emotionally and 
connect with consumers at the grassroot level. They un-
derstand their customers and strive to cultivate strong re-
lationships that set a foundation for future brand growth. 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
The challenge is in consolidating our portfolios and 
promoting growth for these different categories. Also, it is 
important to keep step with a team that is driven.
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? 
Today, our consumers expect us to be more than just a 
tool for technology; they involve us as an active partner in 
everything they do. They seek technology to deliver expe-
riences that matter to them.

Which product segment out there impacts trends in 
your category most? Why?
Our consumers seek an enhanced viewing experience 
that is akin to the cinematic experience (we launched  
a technology called ‘Dell Cinema’). Gaming - once  
considered a pastime - is now perceived as serious work 
and passion (for this, we’ve got Alienware and Inspiron).

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Urban and Tier I markets are already exposed to the use 
of technology. Tier II, semi-urban and rural areas need 
more focus on educating children, students and teachers 
around the utility of PCs. Our marketing initiatives (Dell 
Aarambh and DigiMoms workshops) are aimed at creat-
ing awareness around the use of a PC in one’s daily life.

MARKETING
What’s the toughest part of being a brand marketer?

With extensive use of gadgets, information overload and 
reduced attention spans of people, marketers have very 
little space to get their message across. Brands need to 
think smarter, work harder and be different.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
In an environment, where competitors are vying for con-
sumers’ attention, the margin for error is very little. Being 
persistent in one’s communication and patient while wait-
ing for the results need most attention.
 
As a marketer, what is your biggest nightmare?
In the digital era, customers are active on various online 
platforms, on which we facilitate deep conversations with 
them. So, the accuracy of data is extremely important. 
Our conversations pave the way for insights on consumer 
behaviour which in turn, drive marketing output.
  

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Our audience is spread out in terms of demographics and 
the media they consume, so there is no single definitive 
medium that we can adopt to connect with them. The  
use of online and digital media is on the rise given its 
transparent, unbiased nature of engagement.
   
Are the best creative minds still in advertising?
The nature of work has evolved from being mundane  
and repetitive to creative and expressive. Creativity is  
not restricted to any particular field, though we still  
agree that it was initially in the advertising domain that 
the conventional ‘creative’ roles existed.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
Our agencies are not an external wing, but an extended 
arm of our marketing team. We look at ourselves as  
facilitators who bring together our agency partners right 
from planning and ideation to execution.
 
Are you open to paying agencies a pitch fee?  
Since creative thinking is not limited to a particular com-
pany/individual, we are open to the idea of collaborating 
with agencies to drive the best results.
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Managing conflicts is intrinsic to a senior 
management role and finding a win-win 
solution is the best answer.

CONSUMER DURABLES AND COMPUTERS44



PERSONAL
Who is your biggest professional mentor?
I try to learn from everyone I work with – my seniors, my 
team and my peers. 

If not a brand marketer, what would you be?
A lyricist/a social volunteer.

Name a brand (other than your own) you admire.  
And tell us why.
Amazon – for the way it has disrupted retail, its strong 
customer focus and not the least for helping so many peo-
ple read more books! Amul and Titan – for their hold over 
India over the decades and not the least for the Amul girl 
and the Titan jingle! Tanishq – for what it is trying to do 
in the age-old Indian jewellery sector. Starbucks – for the 
consistent way it stands for customer experience. And if I 
am permitted, Mr. Amitabh Bachchan for the way he has 
become a brand in his own space!

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
Getting tangible returns for every marketing investment, 
including digital in a largely offline business model.  
Extracting more from people and ensuring alignment at 
the grassroot level as manpower scales up manifold. 

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  

ver the years, aesthetics has definitely taken the front 
seat across appliances. Further, growing environment 
consciousness, global warming and resultant tempera-
ture rises, and energy regulations are influencing appli-
ances, particularly in the cooling categories like ACs, in a 
big way. Other factors that play a part include: consumers 
getting increasingly demanding, changing lifestyles and 
the ease of using social media to talk about a brand. 

Which product segment out there impacts trends in 
your category most? Why? 
Customer experiences with mobile phones and automo-
biles impact the expectation in appliance interfaces. The 
developments in IOT (internet of things) are making their 
way into appliances as well. Increasing consumption of 
frozen foods has a bearing on refrigerators. New seg-
ments like air purifiers, fryers, induction cooktops, modu-
lar kitchens influence consumer expectations.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets? 
The lines are blurring. With affluence and media includ-
ing digital penetration) getting more widespread, market-
ing strategies are also rapidly evolving to address this. 

MARKETING 
What’s the toughest part of a being a brand marketer?
Staying abreast of tech changes and the implications. 

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
Managing people and conflicts remains intrinsic to any 
senior management role and an honest attempt to find a 
win-win solution is the best answer. 

As a marketer in the digital age, what is your biggest 
nightmare?
Any unwarranted negative word of mouth going viral! 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?
Digital media is almost a constant now – going beyond 
just campaigns. Radio usage is relatively lower.

Are the best creative minds still in advertising?
Creativity can be found everywhere! No single domain 
like advertising can stake claim to creativity.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today?
Agencies must be able to think beyond their domain and 
apply themselves across verticals. An idea has to work 
much harder today, across multiple platforms. The other 
must-have quality remains unchanged – a good agency 
must have a thorough understanding of the client’s  
business and the ground level challenges. 

Are you open to paying agencies a pitch fee?
It depends on things like the scale of the pitch, the  
business scope ahead...

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
A fresh set of eyes and minds sometimes proves useful! 
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We have always paid a pitch fee for 
traditional media. We may extend it to 
digital agency pitches.“

“Head - Marketing | VIP Industries
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PERSONAL
Who is your biggest professional mentor?
There are three: Sudip Ghose, CEO of VIP Industries – he 
guided me when I first ventured into luggage and helped 
me understand the tricks of the trade. He comes up with 
out-of-the-box solutions instantly. VS Sitaram (Kannan) 
– our then COO at Dabur grilled into us the importance 
of strategic thinking backed by strong analysis and data 
interpretation. KK Chutani – he is CEO of International 
Business at Dabur. I learnt various aspects of marketing 
and how to tie them all together. He has this uncanny 
knack of matching the creative and analytical approach.

If not a brand marketer, what would you be?
I would have been a Badminton player.

Name a brand (other than your own) you admire. Why?
Red Bull for their approach to consumer engagement, 
which I feel is highly experiential.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Getting new users into branded luggage and handbags.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Consumers used to look at luggage from a pure function-
ality aspect. Today, there is significant shift in mindset 
and looking at luggage as ‘travel gear’ and ‘travel wear’.

Which product segment impacts your category the most? 
Luggage is a ‘derived demand’ based on factors like 
growth in travel, holiday season and marriages. Any im-
pact on these segments affects the business directly.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Luggage seekers in Tier II and Tier III still have a very 
pragmatic and functional approach to purchase. Our 
marketing strategies are aligned to this.

MARKETING
What’s the toughest part of being a brand marketer?
The consumer faces information and advertisement  
‘overload’. The biggest challenge is to stay relevant and 
occupy a space in the consumer’s mind in this  
chaotic world.

Name the biggest professional hurdle you faced recently?
GST implementation was a tough challenge. We were 
initially in the highest tax slab and later, upon review, the 
GST on luggage was, fortunately, lowered. But we went 
through the process twice over because of this change.

As a marketer in the digital age, what is your biggest 
nightmare?
There are two big concerns: First, lack of transparency – 
unlike in the case of OOH, print and TV ads, one is not 
exposed to digital ads directly. With no third party moni-
toring body, there is no proof that the ad actually ran! 
Then there is the issue of bots; how many of the views 
were actually humans clicking as opposed to bot traffic  
The measurement of one’s achievements in a transparent 
manner is a big challenge. For market share and house-
hold penetration numbers, we have independent third 
parties to help. But most of the data available on digital 
platforms is generated by the digital platform providers 
themselves. The second concern is brand safety – my 
brand’s digital ads popping up at the wrong places, 
harms my brand’s equity.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Our lead medium is still TV, though our investment on 
digital has also increased significantly. adio is one of 
the least used mediums since consumer affinity is expect-
edly low; luggage is more of ‘look and feel’ product.

Are you open to paying agencies a pitch fee? 
For creative mandates on traditional media, we have 
always paid all the pitching agencies a pitch fee. We are 
also looking at extending the same for pitches for digital 
mandates too.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today?
When I started my career, the client-agency relationship 
was very transactional in nature. Today, agencies have 
started to garner expertise in allied fields like analytics, 
activation, experiential marketing and digital marketing. 
The relationship has evolved and agencies are looked 
upon as extended business arms/partners. Agencies have 
begun to adapt to the concept of ROI and its measure-
ment metrics.
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We need to reduce the work we do - do 
fewer things but ones that have impact. 
That is a challenge.

AMIT  
DOSHI
Chief Marketing Officer | Lenovo India

CONSUMER DURABLES AND COMPUTERS50



PERSONAL
Who is your biggest professional mentor?
There isn t just one  a few have had a deep influence on 
my growth and journey. But I’d love to mention my father 
here — I believe I get my work ethic from him.

If not a brand marketer, what would you be? 
An internet entrepreneur possibly, or a cricket analyst or 
even better... both!

Name a brand (other than your own) you admire. Why?
Muji, the minimalist Japanese retailer with a wide range of 
generic products. Quite paradoxically, ‘Muji’ in  
Japanese, translates to ‘no-brand quality goods’. I admire 
the fact that they live up to the meaning of their name  
and the way in which they have created one of the most 
distinctive experiences in the lifestyle business. They  
have a unique design sensibility that truly cuts across eve-
rything — products, stores, service.

CATEGORY 
What are the big challenges you see coming your way  
in the next 12 months?
It’s not a new challenge, but an enduring one of balancing 
short-term growth versus long-term brand building. I also 
see the need to reduce the work we do - do fewer things 
but take on the ones that have impact. The other one is the 
debate around customer data and privacy — I don’t see it 
as a challenge but an opportunity for industry stakehold-
ers to discuss and crystallise a point of view that is right by 
both, customers and brands.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
We are seeing outstanding growth in the premium laptop 
category (over `50,000). The industry is seeing interesting 
segments and niches developing, for example, gaming. 
Lenovo has already grown its ‘gaming laptops’ into a $1 
billion business globally, last year.

Over the last year, customers have become very comfort-
able buying laptops online. A quality, entry level laptop 
starts at `22,000-23,000, and customers today are open 
to making higher value transactions. It started with mid-
range smartphones (around `10,000) and that experience, 
I believe, is encouraging consumers to move up.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?

In Tier I markets, our focus is on growing both, premium 
laptops and emerging-form factors such as ultra-portable 
laptops and gaming laptops. In Tier II/III markets, access 
is important and we are on a journey to expand distribu-
tion. Having said this, the gap between the top towns and 
middle India is reducing very fast due to mobile internet 
and growth in e-commerce.

MARKETING 
What’s the toughest part of being a brand marketer?
To uncover or invent truly meaningful customer insights, es-
pecially in the personal technology category where unique 
opportunities can easily get drowned in new launches and 
hardware benchmarks!

Name the biggest professional hurdle you faced recently.  
It s not recent but moving from M G to technology five 
years back was a bigger change than I’d imagined. What 
helped me was to first truly accept the difference and then 
adapt.

As a marketer, what is your biggest nightmare?
Fragmentation in thinking and planning, that comes along 
with growth in the digital ecosystem and myriad options. 
Marketing teams run a risk of becoming too tactical.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Digital is our lead medium. Over the years, usage of print 
has significantly come down for us.

Are the best creative minds still in advertising?
reative minds cannot be tagged to one field or one  

industry. That has always been the case and creative path-
breakers can be found not only in advertising but in arts, 
music, cinema, science and even in sports and  
entrepreneurship. Creativity is a quest and a mindset.

Are you open to paying agencies a pitch fee? 
This cannot be a binary question. It totally depends on the 
context and the brief.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
I used to, but not anymore. On Lenovo in India, for  
example, diversity of agency cultures has actually made 
work more enriching and joyful.
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TV watchers have a new ritual: Checking 
their phones until the show resumes. For 
advertisers, this is frustrating.
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PERSONAL
Who is your biggest professional mentor?
I’ve been lucky to have an array of mentors who have 
helped sharpen my career in the last 15 years.

If not a brand marketer, what would you be?
A radio jockey. As a hobby, I enjoyed eight amazing years 
with an FM station in Mumbai.

Name a brand (other than your own) you admire. Why?
Airbnb. It has strategically challenged the status quo by 
creating a new business model in the category.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
LED products are becoming more affordable. The  
challenges are: ensuring higher volumes and overall  
revenue growth in a `14,277 crore category that’s growing 
at a CAGR of 35 per cent (as per ELCOMA) and creating 
demand from customers who are lured by unorganised 
local substitutes. In personal care appliances, miniaturisa-
tion will pose a technological challenge for players.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Evolved consumers have now graduated from the core 
benefit of power-saving through  lights to better aes-
thetics and multi-functionality. Examples include LED 
products with cameras, sensor-based controls, speakers, 
dimmable light options, etc.

Which product segment out there impacts trends in  
your category most? And why?  
Smart lights will impact the LED category - for instance, 
wi-fi bulbs which can be controlled by apps and bulbs 
compatible with voice assistants. The smart LED segment 
will touch `4,000 crore by 2022. Trimmers are going to add 
equity beyond 45-50 per cent to the personal care category, 
by giving the dual benefit of shaving and trimming in a 
single appliance. Millennials are opting for wireless head-
phones and earphones in the mobile accessories category.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Urban consumers look for aesthetics and power-saving 
benefits, so high-end products are marketed to them. 
Semi-urban and rural consumers, for whom power is still a 

scarce resource, need to be convinced about power-saving 
through the use of LED, which comes at 15-20 per cent  
premium compared to traditional CFLs. In personal care, 
millennials migrating from rural to urban and semi-urban 
areas can be targetted through digital marketing and 
brand presence on leading marketplace platforms.

MARKETING 
What’s the toughest part of being a brand marketer?
The art of storytelling is getting challenged by the emer-
gence of multiple platforms across traditional and new-
age media. Digital/social media and the marketplace and 
aggregator space is going through the same dissolution.
 
Name the biggest professional hurdle you faced recently.  
TV watchers have a new ritual: Checking their phones until 
the show resumes. For advertisers paying huge monies for 
TV ads, this kind of fragmented attention is frustrating.

As a marketer, what is your biggest nightmare?
While big data lets companies create personalised  
experiences for consumers, we must be mindful of privacy 
issues. Finding the right balance between what a company 
knows about your personal preferences and what you want 
them to know is important.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?
T  is the lead. nd unless there is any specific value 
proposition for a particular geography, we refrain from  
using OOH. It cannot set up a dialogue for the brand.

Are the best creative minds still in advertising?
Clients are opening up opportunities to talent beyond the 
conventional advertising setup. They could be individuals 
or small ‘think tanks’.

Are you open to paying agencies a pitch fee? 
There is no clear mandate from the governing associations 
or regulatory bodies regarding this. Also, will the imple-
mentation of a pitch fee guarantee better ideas? Clients 
have been conditioned not to pay for pitches, and there are 
enough agencies out there that would still pitch without a 
fee. While clients in developed countries believe in paying 
10-15 per cent of the estimated pitch fee, disputes about 
who owns the intellectual property (IP) of any pitch – the 
agency or the client – continue.
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Gaming is impacting trends in our 
category. Factors like VR, AR and MR 
have pushed the boundaries even more.“
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Consumer Business Head | Acer India
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PERSONAL
Who is your biggest professional mentor?
I have learned a great deal from all my mentors and I am 
lucky to have worked with industry stalwarts who helped 
shape my career.

If not a brand marketer, what would you be? 
An entrepreneur.

Name a brand (other than your own) you admire. Why?
Google, because they have fostered innovation in many 
ways to transform the world.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
Customers’ expectations of a PC are changing. It is no 
more a ‘productivity machine’, but has become a ‘lifestyle 
companion’, which demands style, power, user experi-
ence and differentiation. Gaming, content creation and 
entertainment are huge areas.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Customers are now looking for differentiation and ‘life-
style quotient’ when they buy a laptop. They are investing 
more in accessories and PC monitors as they appreciate 
the benefits they add to the overall experience.

Which product segment out there impacts trends in 
your category most? Why?
Gaming is the segment that is impacting trends in our 
category. It is growing to become a compelling brand of 
entertainment and, for some, a profession. Factors like 
Virtual Reality (VR), Augmented Reality (AR) and Mixed 
Reality (MR) have pushed the boundaries even more.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Consumers in Tier II and III markets have become more 
aware, due to factors like TV, penetration of smart phones 
and the internet. We are tapping into these factors to 
communicate the right message in these markets. Acer 
has over 2,000 partner stores catering to urban and rural 
towns; we see increasing acceptance of e-comm trans-
actions. Our strategy is based on the understanding 
and analysis that rural towns have similar aspiration as 
urban towns.

MARKETING
What’s the toughest part of being a brand marketer 
today?
Acer as a brand is focused on B2C and B2B. We have a 
vast network of partners who sell our products. Add to this 
an extensive range of products catering to sub-segments 
in the consumer and commercial markets. It is important 
for a brand marketer handling such complicated markets 
to pick and choose the right mediums to get the message 
across most effectively while delivering ROI, which in 
turn impacts the brand and business. It is a fine line but I 
enjoy the challenge.

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Building the PC gaming segment almost from scratch and 
now becoming the top PC gaming brand in India was a 
hurdle and now a great satisfaction of achievement.

As a marketer in the digital age, what is your biggest 
nightmare?
Filtering through myriad marketing vehicles and choos-
ing the right one for the audience is important and can be 
a nightmare if you do not know what you are getting into.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Social media and mobile marketing have become even 
more important due to the penetration of and the amount 
of time spent on these platforms. Mass media like TV 
and print are used more during specific seasons and not 
every month. Providing brand experience at the last mile 
is also very important. 

Are the best creative minds still in advertising?
The younger generation is booming with ideas - some of 
which were never thought of by us, during our time. Tradi-
tional advertising is giving way to new-age methods and 
that requires adaptation by agencies and brands.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
It is important for agencies to adapt and bring in ideas 
that suit the new mediums of advertising. This applies to 
both creative as well as media planning and buying.
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PERSONAL
Who is your biggest professional mentor?
To be honest, the experiences and opportunities that 
came my way are my biggest professional mentors. 
 
If not a brand marketer, what would you be? 
I d certainly be in some creative field where I can use  
my imagination and innovate, in the field of writing,  
storytelling, music or ideation.
 
Name a brand (other than your own) you admire.  
And tell us why.
I admire all the work done by marketers to distinctively 
tell their brand/product story to audiences. We’re  
bombarded with such content today. Emotional,  
sarcastic and comedy content is most appreciated.
 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
For marketers, challenges are constantly there. Markets 
and consumers are ever-evolving and I need to be on my 
toes to reach out to them with product offerings and  
communication of the kind they want. Another challenge 
for me as a marketer is maintaining an emotional  
connect with my consumers. 
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Today, the home appliances and home entertainment 
categories are no longer seen as ‘luxury’ but ‘lifestyle’  
essentials. Also, today consumer want products to  
provide value that touches their hearts; they want things 
‘experientially’. We let our customers use our products for 
seven days before making the actual purchase. 

Which product segment out there impacts trends in 
your category most? Why?  
We ve identified our consumers  need for environment-
friendly and energy-conservative products.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
In this era, we cannot differentiate basis Tier I, II or III 
markets. We have a customer for our entry level product in 
Dehradun, and also have a world class signature OLED 
for a customer in Bangalore or Mumbai. Also, with digital 
media, anyone and everyone who has a smartphone in 

his/her hand is my potential target consumer. However, on 
traditional media, like, TV and radio, we do select genres 
and channels basis their affinity to different audiences. 
 

MARKETING
What’s the toughest part of being a brand marketer?
The content is the most important and toughest part. If we 
are not able to tell our story in a meaningful and engaging 
way, then no matter how good we are with our products, we 
will not be able to find a place in the hearts of our audience.
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Being a marketer itself is an everyday challenge.  
Marketing as a role is seen as a ‘spending’ function. The 
challenge is to reflect those spends into revenue earnings 
via sales. The I of your marketing spend should reflect 
in the brand image, consumer connect, brand preference, 
sales, etc. So there is lot at stake when you run any cam-
paign. Before conceiving any thought, our ‘output image’ 
must be ready.
 
As a marketer in the digital age, what is your biggest 
nightmare?
In the digital age, we are actually very vulnerable. While 
digital helps us interact with our audience in real time, it’s 
also like an open field with no shield. We have to be extra 
careful and sensitive about what’s being exchanged with 
our audience on digital/social platforms, keeping the sen-
sibilities of different people in mind.
 

ADVERTISING 
Are the best creative minds still in advertising?
Yes and no. Yes because advertising is one of the fore-
most arts of story-telling and if the story is not creative, 
audiences won’t be attracted. No because creativity is 
needed in R&D too, without which innovation will cease.
 
Are you open to paying agencies a pitch fee? 
Pitch fee as remuneration, in my opinion, doesn’t stand. 
Agency partners and brands should align as one team 
with a common goal.
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Creativity in advertising has become a 
challenge probably because Bollywood 
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PERSONAL
Who is your biggest professional mentor?
I have always believed in looking around and analysing 
things myself, in being up to date with the latest trends, 
and staying relevant. That passion is what has always 
mentored me to define and achieve my goals.

If not a brand marketer, what would you be? 
I would have been an HR professional managing and 
motivating teams.

Name a brand (other than your own) you admire.  
And tell us why.
Maruti is a brand that has taken the onslaught of MNCs 
from across the value chain and yet excelled with its 
brand promise, reach, assurance and affordability, all 
while staying relevant to its customers.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The challenges are already on the way and are quite 
visible – all media platforms are losing their sheen, thus 
making the advertising job more difficult in terms of  
media planning, cost optimisation, and category focus 
with an optimum return on investment.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
When it comes to consumer behaviour in the security  
segment, things have taken a positive leap for sure.  
Security has become an integral part of new construc-
tions, government buildings, the enterprise sector and 
even homes. And the media has played a versatile role  
in making our category relevant across the entire  
value chain.  

Which product segment out there impacts trends in 
your category most? Why?  
Ours is a unique category which compliments various 
other categories while maintaining its own salience.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Essentially, Tier I and Tier II towns are low hanging  
fruit – they’re the most relevant markets for us. However, 
we do get benefits from the rub-off effects of all three 
markets, Tiers I, II and III.

MARKETING 
What’s the toughest part of being a brand marketer?
A brand marketer’s job is one of the toughest and most 
exciting jobs. Challenges include identifying opportuni-
ties from multiple mediums, and defining consistent and 
relevant strategies to ensure brand recall and customer 
engagement.

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
This is confidential.

As a marketer, what is your biggest nightmare?
Digital marketing is a learning curve for everybody and 
brands are trying to play along in their unique way. In 
fact, everyone is following the digital space in hordes. 
Given the scope, potential, challenges and returns of this 
medium, we are treading cautiously to be as relevant and 
engaging as possible.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
The on-air medium has been our lead medium of  
communication. We use print the least.

Are the best creative minds still in advertising?
Unfortunately, creativity in the advertising world has 
become a significant challenge. That s probably because 
Bollywood has taken away some of the best talent from 
advertising. Today, creative people are struggling to live 
up to the whims and fancies of the customers. We see 
very few creative and relevant campaigns these days.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
This is confidential.

Are you open to paying agencies a pitch fee?  
Why/why not?
No, because we are living in very competitive times.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
A full-service agency is a good value proposition, but it 
may not deliver the desired quality.
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PERSONAL
Who is your biggest professional mentor?
All the colleagues I’ve worked with in the last 21 years 
are my mentors. More than people, it is situations and 
challenges that are your biggest mentors. These days, I 
also put myself through the concept of reverse mentoring, 
wherein I take inputs from younger team members. 
 
If not a brand marketer, what would you be? 
I would be a fitness coach. 
 
Name a brand (other than your own) you admire. Why?
General Electric. Change/adaptation is in their DNA. 
They’re able to see the future in tough times. 
 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
Jaquar Group is expanding in Europe, Africa, Middle East 
and South Asia. Every region is in a different stage of 
evolution, with different customer propositions and prefer-
ences. Adapting to local sensibilities and creating a sin-
gular premium imagery is a challenge... and opportunity.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Consumers today are accessing, processing and consum-
ing information about brands online. 

Which product segment out there impacts trends in 
your category most? Why?
The wellness and showering categories. The bathroom is 
being re-defined as a wellness space . eople are  
spending more time there not just for hygiene-related 
reasons, but also to relax, re-create and get a sense of 
wellbeing. The concept of luxury too has changed; it’s 
now about creating wholesome experiences for oneself 
and spending precious time on oneself.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
We have three brands Artize (luxury segment), Jaquar 
(premium) and Essco (value). Strategies to reach out to 
Tier I , II and III markets will depend on the customers’ 
profile and needs. In metros, we educate customers  
about our products through our app and website. In Tier 
II and III markets it’s a combination of road shows,  
counter-promotions and local trade fairs.

MARKETING 
What’s the toughest part of a being a brand marketer?
Constantly adapting to market needs and keeping tabs 
on ground level information (retail customer interactions).
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Jaquar Group has a bath brand called Artize for the  
luxury segment. This segment is driven by the perception 
that in India luxury comes only through imported,  
designer products. Artize has been able to turn the  
tables, through its designs, quality materials, and  
awards including ed ot, Good esign, i , and lus .

As a marketer in the digital age, what is your biggest 
nightmare?
Excessive use of junk messaging may make the digital 
medium repulsive.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We use 360 degree communication. But TV spends top the 
overall ratio. Digital has registered the highest percent-
age growth due to changing communication dynamics.
 
Are the best creative minds still in advertising?
Yes, of course. But all campaigns or promotions are the 
result of team work.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
They’re more involved. I see all agencies as an extension 
of the marcom department. Content has to be planned 
and designed basis the medium – for example, retail 
posters or YouTube videos. The must-have quality is stick 
to your main craft - talk to customers in their language.

Are you open to paying agencies a pitch fee? 
No. A pitch is an opportunity for agencies to learn about 
new brands and categories. For agencies, the investment 
in a pitch is a productive exercise. 
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
That’s not possible in today’s scenario.
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PERSONAL
If not a brand marketer, what would you be? 
I would either be a rofessional Trainer or a  
Management Consultant.
 
Name a brand (other than your own) you admire.  
And tell us why. 
I admire Apple, for their innovation-driven products.
 

CATEGORY 
What are the big challenges you see coming your  
way in the next 12 months? 
Well, I see replacement of old lock installations, lack  
of awareness about security technologies, and  
volatility in the dollar exchange rates and commodity 
prices, as the big challenges coming in the next  
12 months.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are approaching the locks category  
more and more for its aesthetic appeal as opposed  
to only functional superiority. This is because  
people are paying more attention to better looking  
interiors.

Which product segment out there impacts trends in 
your category most? Why?  
Mortise Door Handle Locks and Mortise Door Rim  
Locks have a major impact on trends in our category 
because of their aesthesis and functionality. Home  
décor plays an important role in the buying decision  
of evolved customers.
 
In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
In Tier III and IV markets the focus is on the right  
product and price, while in Tier I and II markets  
the focus is on range availability, product aesthetics  
and presentation.
 

MARKETING 
What’s the toughest part of being a brand marketer 
today? 
Winning customer loyalty is the toughest part of a being  
a brand marketer today.
 

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
To my mind, the biggest professional hurdle I faced 
recently was the implementation of Goods and Service 
Tax (GST). I succeeded by positively responding to  
dropping the end consumer prices in line with the  
drop in tax rates.
 
As a marketer in the digital age, what is your biggest 
nightmare/challenge?
As a marketer in the digital age, the biggest chal-
lenge is to attract eyeballs, engage viewer attention  
and drive positive outcomes and behaviour.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
The digital platform is our lead medium of communica-
tion today. We use traditional mediums such as TV and 
print the least in our communication. 

Are the best creative minds still in advertising? 
Yes, they are in advertising.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality  
for an agency today? 
Our focus is on integrated marketing communication. 
Today, with our partners, we have a 360 degree  
integrated marketing communication approach. That  
is a must have  uality for an agency today.

Are you open to paying agencies a pitch fee?  
Why/why not?
No. Because agency pitches are supposed to be an  
investment of time and money for both, and for a  
win-win partnership.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Yes.
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Mainstream advertising lacks stories 
that stir the soul. ‘The client’ is equally 
responsible for this.
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PERSONAL
Who is your biggest professional mentor?
The consumer. She has taught me everything I know 
about marketing. Understanding her, understanding what 
she says and leaves unsaid, understanding what she 
buys and why she does so – that is what has taught me. 
Of course, there have been peers and team members who 
have taught me a great deal but at the core of all their 
teaching is – hold the consumer as your mentor.

If not a brand marketer, what would you be? 
A psychoanalyst. I like reading people - their behaviour 
and what motivates it. 

Name a brand (other than your own) you admire. And 
tell us why.
I admire Coca-Cola and the way they appropriated a 
mythical character like Santa Claus. They made the 
brand come alive, and through Santa they found a 
physical manifestation of everything the brand stood for. 
Spreading happiness all over the world with children and 
families could be quite an onerous proposition to commu-
nicate, especially to large audiences. But they created a 
‘live and active’ representation of each of those values.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
To be ‘always on’ as a brand, across all media ecosys-
tems and to be part of the on-going narrative. The days of 
broadcast marketing are coming to a close. Engagement 
through brand immersion is the key to succeeding in the 
current context and for that a brand needs to be ‘always 
participating’ and plugged-in.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
They approach it basis the story our products stand for 
versus how they are priced. In an environment of plentiful 
options, brand choice is being dictated by the values the 
brand stands for. ‘Value for money’ is getting re-lensed as 
a consumption driver. This is happening because prod-
ucts are increasingly being consumed not out of need, but 
because of the desire they stir amongst consumers.

Which product segment out there impacts trends in 
your category most? Why?  

Segments that indulge consumer self-esteem. People are 
consuming what aids their self-image and its projection.

MARKETING 
What’s the toughest part of being a brand marketer?
To constantly learn to stay ahead of the curve - of technol-
ogy, media ecosystems and the art of storytelling.

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Connecting multiple data sources and consumer research 
to create connected insights. We cracked it by creating 
my own unique model which was critically appreciated at 
the M  sia- acific conference.

As a marketer in the digital age, what is your biggest 
nightmare?
To be ‘not’ always-on. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Print leads. Social has started coming very close to print 
now in terms of relevant reach and impressions. TV is a 
medium we use the least currently.

Are the best creative minds still in advertising?
Yes they are but brand custodians who challenge those 
minds have gone missing. Mainstream advertising is 
increasingly lacking stories that stir your soul. And ‘the 
client’ is equally responsible for not pushing for this.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
They are ‘partners’ more than ever before. I see a sincere 
effort being made by them.

Are you open to paying agencies a pitch fee?
Yes. It shows seriousness of intent and purpose and ac-
cords a certain value to the time and effort that is going 
to be needed for good pitches to happen. However, I must 
also ask whether the losing agency would be okay with 
leaving behind their idea to be explored by another one. 
They have now been paid for it and therefore that idea 
theoretically belongs to the client. That is an answer I 
would love to have.
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Hollywood and Bollywood impact our 
collections, through the way actors style 
themselves on- and off-screen.
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PERSONAL
Who is your biggest professional mentor?
Piyush Pandey and Bhaskar Bhat (Titan) have greatly in-
fluenced my approach to work and life. They have taught 
me the value of relationships and team work, and have 
been instrumental in moulding my art of storytelling.

If not a brand marketer, what would you be? 
In all probability either an author or storyteller. Every-
thing in life is a story that needs to be told and told well. 

Name a brand (other than your own) you admire. Why? 
Dove. A brand proposition of one-fourth nourishing cream 
has stayed relevant for over 70 years. The brand’s posi-
tioning of ‘real beauty’ has shown trends ahead of time. 
The brand has integrated itself into the lives of its custom-
ers and has created a strong near-cult following.

CATEGORY  
What are the big challenges you see coming your way 
in the next 12 months?
I foresee three challenges for the jewellery category: 

irst, fluctuation of gold prices, which is transforming the 
consumption of jewellery, away from investment-driven 
purchases to adornment. Second, government policies 
and regulatory changes in the gold, gems and jewellery 
industries. Third, it will be a challenge for the category to 
retain its place in consumers’ minds in terms of alterna-
tives and options in the non-mandatory sphere.

Which product segment out there impacts trends in 
your category most? Why? 
Adverse movements in the stock market usually drive 
more investment in the category. The closest category to 
jewellery would be apparel and fashion, so trends that 
emerge on runways across the world and apparel style/
motifs worn at fashion weeks tend to have an effect on 
ornaments. Hollywood and Bollywood impact our collec-
tions, not just through movies but also through the way 
actors style themselves off-screen.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Our mainline marketing strategy is consistent across ge-
ographies. We do robust segmentation to understand our 
consumers. For tier II and III markets, we focus on region-
ally relevant merchandise. We choose our media vehicles 
according to local tastes and nuances, and ensure partic-

ipation in all region-relevant festivals around which gold 
or jewellery is usually bought.

MARKETING  
What’s the toughest part of being a brand marketer?
The most challenging part is being able to cut through 
the volumes of input fighting for the consumer s attention, 
and to communicate effectively. All this causes informa-
tion overload and fatigue. The consumer then shuts out 
large swathes of communication. Getting their attention 
in a fragmented media landscape is the toughest ask.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
The growing advent of the digital consumer brings with 
it the need to stay connected and relevant on the digital 
medium all the time. We have taken this challenge head-
on and actively engage with customers online, across 
multiple channels. We have had to change some of our 
content and channel strategies for this. 

As a marketer in the digital age, what is your biggest 
nightmare?
Today, consumers are promiscuous and impatient; they 
flirt with brands and categories. Measurement of digital 
advertising is also a challenge.

ADVERTISING:  
What is your lead medium of communication today? 
Which medium do you use least? 
Traditional mediums remain our lead mediums. However, 
digital has been growing aggressively as a portion of our 
total communication reach each year.

Are the best creative minds still in advertising?
In today’s start-up scenario, pivoting a business requires 
a lot of creativity. Having said that, design and marketing 
are two streams where creativity is required most.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
We treat our agency partners more like an in-house arm 
and involve them in the business strategy, creative, and 
media planning/buying. This has been the way we have 
worked so far and this will not change.
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PERSONAL
Who is your biggest professional mentor?
It would be Badri Narayanan (Global VP for Customer 

evelopment, nilever  who was my last boss at .

If not a brand marketer, what would you be?
A techie (being an engineer and having worked with a 
technology company). 

Name a brand (other than your own) you admire. Why?
Apple, because it has created magic beyond logic. Con-
sumers are ready to pay a premium despite it being an 
irrational decision and despite the fact that the product is 
not the most cutting-edge, technologically. 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
The challenge is being part of the consideration set of 
shoppers across multiple occasions of use or slices of 
their lives. Brands have to build an immersive experience 
across the various touch-points.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
While brand loyalty is low in the menswear category, the 
number of brands in the consideration set of shoppers 
is also lower than ever before. This is possibly due to 
reduced attention span of consumers as well as blurred 
differentiation among brands in this category.  

Which product segment out there impacts trends in 
your category most? Why?  
Entertainment and tourism are two industries which 
impact exposure to fashion and drive demand. Within 
menswear, the second layer over ‘the shirt’, be it jackets 
or bandhgalas or bandis, drives trends.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
India is not a homogeneous market and has huge psy-
chological, social, cultural and environmental differences 
which define and drive fashion. While the proposition 
remains the same, the product (assortment in terms of 
blends, collections, range), price bands, place (channel – 
exclusive, franchisee, multi-brand, wholesale) and pro-
motion mix changes across different markets.

MARKETING 
What’s the toughest part of being a brand marketer?

educed attention span of consumers, fragmented media 
and concerns of privacy are making things tougher for 
marketers today. Marketers have to invent smarter ways 
to reach out to consumers in a non-intrusive way and tell 
their story without hard-selling.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 

ategory or market development tasks are always diffi-
cult and need the right model, immense patience, and the 
ability to fail fast, learn and stay invested in the idea for 
long. I have seen this across categories, from hair care, 
premium personal care, oral care, household care and 
now tailoring. Bringing about change in consumer behav-
iour is always difficult and takes time.

As a marketer in the digital age, what is your biggest 
nightmare?
One disgruntled consumer can bring a brand down. So, 
brands have to be authentic and transparent.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
TV and digital are lead mediums for us today. Cinema is 
the least used medium and possibly under-leveraged.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
More and more agencies now own the brand as much as 
the marketing team does. One important quality for an 
agency is the ability to question and challenge the client 
on the brand and business, like an equal partner.

Are you open to paying agencies a pitch fee? 
No. Nobody gets paid to prepare and attend a job inter-
view, why should they?

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Yes, but that would be wishful thinking. The diverse ca-
pabilities needed today require domain experts, which 
means multiple minds.
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PERSONAL
Who is your biggest professional mentor?
Nuria Gonzalez, my best friend and ex-colleague at 

evi s. We started together in 19 . he is a talented and 
recognised professional at evi s, where she has worked 
all of her professional life. Her fresh mind and distance 
from my reality always provides me with new angles to 
my strategies.

If not a brand marketer, what would you be? 
I wanted to study journalism to become a travel reporter. 
My parents were not happy and convinced me to study 
law to become a notary. During my studies at the univer-
sity, I started working at evi s and my entire life changed 
when I discovered what marketing was.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
While the demand from metros and large cities continues 
to be strong, tier II and III cities are also demanding the 
latest in apparel. With significant changes in consumer 
topography, people from small towns are looking at a 
wider range of products that are not easily stocked by the 
local shops. s a brand, this is a gap that we want to fill.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Indians are becoming increasingly health and fitness 
conscious. They seek the right fitness clothing and foot-
wear. ccording to the eebok it India urvey, conduct-
ed across eight Indian cities last year, running is becom-
ing the most popular fitness form, followed by yoga, 
CrossFit and mixed martial arts. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We’re looking at a stronger foothold across India. We 
want to extend the experience of fitness across tier II and 
III cities. In the last few years, we have been building our 

eebok it ub stores across ucknow, handigarh and 
recently in angalore, with the aim of taking fitness into 
the retail space. Store launches, and in-store activations 
form our core of expanding across tier II and III cities. 

MARKETING 
What’s the toughest part of being a brand marketer?

Today, consumers not only discuss and publicise brand 
content, they also create it. To manage the content cre-
ated, and align brand tactics with the short and long-term 
goals of the company, is the toughest part for a marketer.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 
It was not in India. It was at my former company. I joined 
when the currency was at its highest level. But soon after, 
the volatility of international markets caused a lot of in-
stability in currency exchange. This pushed us to rethink 
all our strategies. We adapted our prices on a weekly 
or monthly basis, redesigned the supply chain and rea-
ligned all product assortment and marketing strategy. 
This became the new normal and helped us stay on track 
with our yearly targets. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
In this age, where consumers engage directly with brands 
on social media, the most important medium of communi-
cation is digital. We use television the least. 

Are the best creative minds still in advertising?
Advertising today doesn’t operate as a standalone disci-
pline, but is integrated with sales promotion, public rela-
tions, direct marketing and social media, ensuring an 
omni-channel distribution of talent and resources. It is a 
mix of creative minds that combines different elements to 
provide consistency and maximum communication im-
pact for any campaign.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?  
Visual content is how brands express their identities and 
communicate with viewers. Given the increasing need to 
produce more content, as brands we have been quick to 
turn to our agency partners for an effective output.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds? 
Specialisation provides the best results. Creative agen-
cies should focus on excelling in their area of expertise. 
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PERSONAL
Who is your biggest professional mentor?
I don’t think I can answer this question without acknowl-
edging the selfless guidance provided by my wife all 
through my professional life. Besides her, I would ac-
knowledge Prasad Pabrekar (owner, Spykar), without 
whom I would not be what I am.

If not a brand marketer, what would you be?
I can’t imagine myself being anything other than a brand 
marketer.

Name a brand (other than your own) you admire. And 
tell us why.

ld Monk. I just love the way the brand has established 
itself; it has a cult following and consumption of the 
brand cuts across all demographics.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Challenges are: New/international brands and formats 
entering the market, lack of retail space with the right 
rentals, aggressive promotional activities through sales, 
the consumer is always looking for a bargain and is 
ready to wait rather than buy on impulse, and brand loy-
alty is not there anymore.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Consumers are spoilt for choice, thanks to e-commerce 
portals. They are constantly looking out for bargains and 
offers. They do not want to compromise on the quality of 
the product/service, and are price-sensitive as well.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We have observed that influencer marketing and ads in 
local newspapers work well in smaller towns. In cities, 
strategically placed outdoor hoardings help build the 
brand image. Social media is gaining traction due to 
increasing internet penetration.

MARKETING
What’s the toughest part of being a brand marketer?
It is essential for us to be in sync with the youth, break 

clutter through engaging brand content, identify the right 
medium to communicate with the target audience, and be 
relevant as a brand.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
We faced a downtime  for four to five years, which led to 
low visibility and low brand recall. However, our associa-
tion with the ising une upergiants I  team for two 
seasons helped us get great reach and impact.

As a marketer in the digital age, what is your biggest 
nightmare?
The attention span of today’s youth is very short. Creating 
the right content to engage with them is a challenge. It 
has become difficult to understand whether the ads that 
we run are seen by the right target audiences. Measuring 
the impact of our creatives and content is a challenge.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
We use print, OOH, digital (social media, YouTube and 

M , activations events and sponsorships  and in-store 
radio. TVC is something yet to be explored.

Are the best creative minds still in advertising?
With easy access to information and an attitude to  
explore, we are seeing more creative minds across  
functions.

Are you open to paying agencies a pitch fee? 
The idea of a pitch is to gauge how aligned the agency 
is with the brand’s expectations. To pay them a pitch fee 
would not be right as they are doing this to win the ac-
count. Agencies should try to establish a long term asso-
ciation with the brand.
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JASKARAN  
SINGH KAPANY
 Vice President - Marketing | Paytm

In the mobile commerce space, the speed 
to market is extreme. And sometimes the 
pace can be demanding.
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THERE IS MORE THAN ONE REASON 
WE ARE INDIA’S NUMBER ONE 

FINANCIAL DESTINATION.

Here are some:
Sharp Analysis  I  Real Time Coverage  I  Expert Opinion  

In-Depth Research  I  Trusted Business News

With 9.2 million app installs* and 3.7 million unique desktop visitors**,
this is an audience you can’t miss out on.
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PERSONAL
Who is your biggest professional mentor? 
I don’t have one. But I have been able to learn a lot by 
working with and observing leaders across organisations.

If not a brand marketer, what would you be? 
A pilot, like my father - he was in the Indian Air Force.

Name a brand (other than your own) you admire. And 
tell us why. 
Apple. For its relentless product excellence, forward-think-
ing designs and the ability to market them.  

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months? 
We are looking to double-down on our payments and 
financial services. Within financial services, we will look 
to launch many new products like mutual funds and other 
wealth management offerings, all of which need a different 
approach and will take time to build.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this? 
With a plethora of digital products to choose from, the  
average consumer has become more discerning and  
unwilling to tolerate an average product or customer  
service experience. This is a test for technology companies 
to offer a trustworthy experience so that the customer is 
willing to stay longer, be patient and try a wider range of 
services. 

Which product segment out there impacts trends in 
your category most? Why?
Data costs have come down to almost a tenth of what they 
were two years back. This has impacted players in the mo-
bile internet ecosystem positively.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets? 
The deeper into the tiers you go, the more the ‘vernacu-
larisation  and simplification of the messaging. roposi-
tions here are simple and communication is more ‘educa-
tion’ oriented.  An optimal mix of local print, radio and 
outdoor is employed along with ground activations. In the 
top 15-20 cities, the skew may be more in favour of social/
digital combined with some print. 

MARKETING
What’s the toughest part of a being a marketer today? 

onsumers are more media-savvy. Millennials find it 
easier to avoid brand messages, have shorter attention 
spans, consume content faster, and demand more. Age-old 
models of advertising and messaging have been replaced 
by personalised user engagements or experiences. Broad-
based canvassing is giving way to targeted communica-
tion aligned with a user’s buying habits. A marketer has to 
be on top of all this and also show measurable impact.

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
In the mobile commerce space, the speed to market is 
extreme. And sometimes the pace can be a bit demanding. 
You have to relentlessly deliver high quality work, across 
numerous categories, and get it right the first time

As a marketer in the digital age, what is your biggest 
nightmare? 
Nightmare 1  roduct not remaining relevant to customers. 
Nightmare 2: Too much data mining leading to data safe 
(average) marketing output.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
In general, TV works well; it is highest on reach, cost ef-
ficiency, credibility and long-term brand building. rint is 
used for category building and education. Digital contin-
ues to gain importance over time, but comes with its own 
set of challenges. 

Are the best creative minds still in advertising? 
Undisputedly so. But I am not sure for how long. I see a lot 
of bright young minds (and some, old) wanting to set up 
creative hot-shops with an ‘anti-agency’ mindset. 

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 
Agencies need to evolve and become multi-domain ex-
perts. They should partner marketers across the board. 

Are you open to paying agencies a pitch fee?  
If there were an advertising market ‘standard rate’ set,  
basis some robust qualifying parameters, one would be 
open to it.
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TO BECOME ASIA’S 
NUMBER ONE BUSINESS APP,
WE JUST DID THIS ONE THING.

We built an app that has become the most popular, trusted source for 
financial news and analysis. No wonder GSMA Asia Mobile Awards 2017 

declared us the best mobile app for business.

Don’t miss out on an audience of 3.8 million monthly app users*.

*Source: Google Analytics, May’18
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Fake news is worrying - it has an 
extraordinary ability to travel quickly and 
damage the brand irrevocably.

CHANDRAMOHAN 
MEHRA
Chief Marketing Officer | Bajaj Allianz Life Insurance 
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BEING THE BEST, 
WE HAVE AN EYE FOR THE BEST.

The moneycontrol Wealth Creator Awards is where we 
celebrate and felicitate individuals and organisations that

have influenced wealth creation across the nation.

Witness a gathering of the industry’s finest wealth
creators, influential decision makers and opinion leaders

on 7th September, in Mumbai.
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PERSONAL 
If not a brand marketer, what would you be? 
Marketing professor.

Name a brand (other than your own) you admire.  
And Why?
Amazon. I admire it for its organisational capabilities, its 
ambition and agility of execution. 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
I see multiple opportunities towards experimenting with 
new technology tools, sustaining brand relevance in the 
context of changing consumer preferences, fuelling  
relevant conversations and enabling deeper connect. 

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Today there exists a higher level of category awareness, 
increased goal-based planning and informed decision-
making. All life insurance players and regulators have 
done a commendable job of building a higher level of 
transparency and customer-friendliness in their products 
and sales processes. 

Which product segment out there impacts trends in 
your category most? Why?

I  nit inked Insurance lans  continues to have 
high product share and customer affinity because of its 
flexibility, market-linked returns, lower charges, life cover 
and tax benefits.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The choice of consumer segment determines the  
strategy. Based on our recent brand re-orientation  
efforts, mass affluent consumers and ife Maximisers  
(i.e. younger audiences) are our focus. Our brand es-
sence of being an ‘enabler of life goals’ remains intact 
regardless of the market. However, the choice of  
medium and message varies based on the product.

MARKETING 
What’s the toughest part of a being a brand marketer?
Now is one of the best times to be a brand marketer, 

given the favourable macro-economic environment and 
availability of diverse resources that allow you to rap-
idly deploy, test, measure and refine your strategy. The 
tough part remains connecting meaningful dots from the 
enormity of data, agility of execution and integrating the 
desired brand experience across multiple touch-points. 

As a marketer in the digital age, what is your biggest 
nightmare?
Fake news – It has an extraordinary ability to travel faster 
and damage the brand irrevocably. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?
Selection of medium depends on the marketing  
objective. In general, we adopt an integrated  
marketing approach. TV is a key medium for its  
cost-effective, cost-per-thousand reach and ability to 
strike an emotional connect. TV is supplemented by  
print, outdoor and radio. Digital is becoming central  
to our communication efforts; we have been creating  
digital-exclusive content in the recent past.

Are the best creative minds still in advertising?
Certainly, there are creative minds in advertising.  
But reliance on creative minds in advertising alone  
cannot take brands far. Creative minds rooted in  
consumer insights, marketing and business deliver  
sustainable brands. 

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
At every stage of the planning and implementation pro-
cess, both partners are involved early on, to ensure an 
integrated approach. We expect both to have a clear view 
on the metrics of effectiveness, and rigorously monitor, 
refine and deliver on these metrics. Their solutions should 
be embedded in business realities, be backed by data, 
cut across mediums, have acceptance among internal/
external stakeholders, and be relevant across distribution 
formats.
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18 YEARS OF INNOVATION 
& SUCCESS, AS ONE 

After 18 years of achieving big milestones and constantly 
innovating products, moneycontrol is now India’s number one 

financial and business media platform.

We owe this feat to every one of our partners, employees and 
customers who showed unwavering faith in us. And thus, we 

thank everyone. Because for us, EveryONE Counts.



A positive change has been the depth  
of understanding of insurance that  
consumers have today.“

“UPENDRA 
NAMBURI
Chief Innovation & Marketing Officer | Bharti AXA 
General Insurance
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PERSONAL
Who is your biggest professional mentor?

 leader from whom I ve learnt the most is one of my first 
managers and friends, Bala Deshpande.

If not a brand marketer, what would you be?
Writing has been a passion for several years. I’ve pub-
lished three books (‘31’, ‘60 minutes’ and ‘8 hours’). The 
most recent, ‘8 hours’, won four Abbys at Goafest 2018.

Name a brand (other than your own) you admire. Why?
Tata. Their values and integrity have been immaculate. It 
takes courage to build a brand and to remain true to its 
core. This is one brand which has shown that it’s possible.

CATEGORY
What are the big challenges you see coming your way?
Hyper-competition - general insurance is a hyper-com-
petitive category, with more players entering every year. 

ricing and profitability are going to be under increasing 
pressure. implification  customers want greater simplic-
ity to understand, purchase and consume brands in this 
segment. Experience – customers don’t compare within 
the category; their experience benchmarks span e-com-
merce, telecom and other categories.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
There has been a surge in consumers researching and 
purchasing online. A positive change has been the depth 
of understanding that consumers have today and their 
appreciation of the types and nature of insurance cover 
available.

Which product segment impacts trends in your category?
The motor vehicle insurance category has the dominant 
share in general insurance. Health, travel and lifestyle 
are witnessing significant innovation. With increasing 
focus of consumers, corporates and the government on 
healthcare, several models are taking shape with a great-
er skew towards wellness and intelligent, data-led care.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
With the access to data and devices, the divide is dimin-
ishing rapidly. We need to focus on languages beyond 
English, on distribution and accessibility (creating distri-
bution models and partnerships that allow customers to 

access products easily across banks, NBFCs and other 
retail formats), and on product design.

MARKETING
What’s the toughest part of being a brand marketer?
Not being overwhelmed by the technology and the jar-
gon, and remaining focussed on the customer. Constantly 
simplifying every aspect of the customer journey and 
remaining true to your brand values; it’s a tightrope walk.

Name the biggest professional hurdle you faced recently. 
True satisfaction lies in solving customer needs. With 
increasing media costs, the challenge is creating a brand 
in a cost-effective, impactful manner. We’ve been working 
on enhancing the quality of experience at every touch-
point and leveraging content/digital-led experiences.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Our focus has been on enriching all customer touch-
points, be it on the website, physical outlets, partner 
interactions with customers and collateral. Each touch-
point has a purpose and all work in unison to create the 
customer experience.

Are the best creative minds still in advertising?
One is as good as one’s next piece of work, which could 
be a book, a play or a campaign. Creativity cannot reside 
within one category of professionals.

In what way has your relationship with your agency 
partners changed of late? 
The days of siloed conversations with agencies are num-
bered. The need for ‘real collaboration’ between creative, 
planning and execution needs to be much sharper. There 
is also an increasing need for marketing technologists.

Are you open to paying agencies a pitch fee? 
Yes. There is considerable effort and research which goes 
into preparing a high-quality pitch. We should respect 
their time. 
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DINESH 
MENON

Consumers are engaging with brands 
much before we know or expect them to. 
This shapes perceptions and opinions.

Chief Marketing Officer | State Bank of India
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PERSONAL
Who is your biggest professional mentor?

onestly, I can t think of a specific individual. I d say my 
most influential mentor has been my work experience.
 
If not a brand marketer, what would you be? 
A musician cum chef cum travel journalist… rolled into 
one. Becoming a stage actor was one of my closet desires.
 
Name a brand (other than your own) you admire. Why?
Among Indian brands, I admire Thums Up for the loyalty 
it commands, purely on the back of its product quality. Of 
course, its brilliant branding has made it formidable. I also 
admire oyal nfield for what it stands for. Internationally, 
I count Apple as an admirable brand, given how it resur-
rected itself and brought joy to several million lives. I also 
admire Mercedes Benz and Volvo.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months ?

eing ahead of fin-tech brands and building a strong con-
nect with Indian millennials is one key challenge. The sec-
ond challenge is enhancing efficiencies in digital market-
ing in the context of data privacy and frauds. Thirdly, it will 
be interesting to see how brands will be managed given 
the increasing clout that consumers wield on social media.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are engaging with brands much before we 
know or expect them to. This shapes perceptions and opin-
ions. The pre-purchase decision is influenced by social 
media and clearly, the consumer is in the driver’s seat.
 
Which product segment out there impacts trends in 
your category most? Why?  
Travel, entertainment and lifestyle segments - because 
people are realising that it is important to enjoy what life 
has to offer rather than just save for the future. What  
money can buy has a direct correlation to one’s attitude 
and behaviour with money, hence banking.   

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
While Tier I and Tier II may not see much difference, the 
big difference between Tier I and Tier I  is in the way influ-

ence is cast on prospects and the way business is sourced. 
Also, in the digital penetration and internet bandwidth.
 

MARKETING 
What’s the toughest part of a being a brand marketer?
Managing several stakeholders. Given domain specialisa-
tions, a marketer has to manage multiple agency partners 
and stitch it all together seamlessly. Mastering digital is a 
tough task as everyone is trying to board a train running at 
250 kmph.
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Every job has its challenges; the degree varies depending 
on the organisational culture. 
 
As a marketer in the digital age, what is your biggest 
nightmare?
Not being able to identify and control the frauds that digi-
tal comes with is a nightmare that I don’t want to have.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Every year, our share of digital is increasing. TV and print 
continue to be significant, given their reach and impact.
 
Are the best creative minds still in advertising?
You will find e ually good, if not better, minds in the start-
up ecosystem - and these are really young minds.
 
In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 
Agency partners are realising that 30-second TVCs or half 
page ads are no longer mainstay. Smarter agencies’ ap-
proach is now to find holistic consumer engagement solu-
tions to address the marketing objectives of brands. Adapt-
ability and agility are essential qualities for an agency 
today, not to forget thinking digital first .
 
Are you open to paying agencies a pitch fee? 
No. I would rather root for marketers paying their agencies 
reasonably because good talent deserves to be rewarded.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Yes. This is the trend in developed markets.
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SAI  
NARAYAN

We work hard to acquire customers and 
there is a cost attached. It should be the 
same for agencies.“

“Associate Director and Head - Marketing | Policybazaar.com 
and Paisabazaar.com 
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PERSONAL
Who is your biggest professional mentor?
Identifying just one individual is a mammoth task and  
an unfair one as well. owever, a big influence has been 
the former Indian cricket captain Rahul Dravid. His  
conduct on and off the field has inspired me. I have tried 
to emulate his ethics in my own professional life.

If not a brand marketer, what would you be?
I would try to pursue a career as a musician or a  
screenplay writer

Name a brand (other than your own) you admire. Why?
The insurance category fascinates me as a marketer, 
mostly because it’s the kind of product no one wants to 
buy. Insurance has always been considered a ‘push  
product’. I closely track and have come to respect a  

-based auto insurance firm, Geico.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
With the advent of new dissemination channels – digital 
and mobile, mainly – customer attention span has re-
duced considerably. Therefore, the immediate challenge 
is to sustain the momentum and the connect we have 
established with the audience.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Since our inception, we have been able to shift the way 
consumers go about choosing (comparing online) and 
buying insurance offline to online . ver a period of 
time, through our awareness campaigns, we have helped 
change the outlook of people towards insurance.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We are largely a mega-city brand, with 65-70 per cent 
coming from tier I cities. While we have a robust digital 
presence, we aggressively leverage the reach of TV, thus 
establishing a pan-India presence.

MARKETING
What’s the toughest part of a being a brand  
marketer today?
Think about Cadbury, one of the timeless brands. But did 

you know that they had to go through constant change to 
be relevant? It’s this ‘reinvention’ that established it as a 
market leader over the years. That’s the roller-coaster that 
every brand marketer has to endure – and this is also the 
fun bit. How do you stay relevant, with the ever-changing 
onslaught of consumer expectations, a younger TG, 
diverging regional preferences, and abysmal attention 
spans  That s the billion dollar uestion

As a marketer in the digital age, what is your biggest 
nightmare?
Nightmare is a strong word  eeping the audience en-
gaged is a challenge. It is also an opportunity. If you are 
able to establish a rapport with your audience, which 
may be difficult in this era, they stay with you.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
For us, every medium has to pass the test of performance 
to fit in our plans. ver time, we have been able to clearly 
establish ROI on every dollar spent on TV (the highest 
reach medium) and digital (the fastest growing medium), 
which constitute 100 per cent of our media spends. For us, 
outdoor and print have the weakest corelation to ROI and 
therefore do not feature in our plans.

Are the best creative minds still in advertising?
Yes, of course. The work done by Ogilvy, Lowe, JWT and 
other leading agencies has stood the test of time and 
built several brands in our country.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Most of our marketing work is done in-house, except 
media buying and planning. One must-have quality for 
agencies is to move beyond softer measurements, like 
engagement rate, impressions delivered and G s, to 
stronger business metrics.

Are you open to paying agencies a pitch fee?  
Why/why not?
We work hard to acquire customers, and there is a cost 
associated with it – that cannot be passed on to the cus-
tomers. It should be the same case with agencies that 
want to partner with us.
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SANJAY  
GUPTA
Head of Marketing | Uber India and South Asia

Many people are re-thinking buying  
a car and several are giving up on the 
idea of buying a second one. 
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PERSONAL
Who is your biggest professional mentor?
On the personal front, someone who inspires me everyday, 
is my wife, Shradha Sud. She launched her start-up when 
she was eight months pregnant, and after three years, she 
continues to beautifully manage both — personal and 
professional life. 

Two legends I admire are Jeff Bezos, CEO, Amazon,  
and the late Steve Jobs. They’ve shaped my approach to 
business and marketing. What I learnt from Jeff Bezos is 
the importance of being customer-obsessed - a key prin-
ciple that keeps companies relevant, competitive and 
growing; it was one of the reasons I joined Uber. What I 
admired about Steve Jobs  is - simply doing things  
differently and creating a positive impact in the lives of 
one’s end consumers.

If not a brand marketer, what would you be? 
I would choose to be a professional footballer, playing for 
Chelsea. Realistically, I would have been a value investor. 

Name a brand (other than your own) you admire. Why?
We constantly take inspiration from brands like Cadbury, 
Titan and Paper Boat, who have built their campaigns by 
observing the everyday experiences of consumers, under-
standing the challenges, emotions and aspirations. 

CATEGORY 
What are the big challenges you see coming your way?
Marketers must charter unknown territories, evolve, identify 
the toughest problems, find solutions and opportunities, 
while marrying contradictions. As brands expand their 
footprint, they will find it challenging to retain their mojo in 
terms of service, experience and aspirational value.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
More people are embracing technology to address daily 
needs. Our riders aren’t just millennials; they are people 
from different age groups, including senior citizens. For a 
country that considered car ownership a status symbol, it 
is interesting to note that consumers are much more open 
to sharing. Many people are re-thinking buying a car and 
several are giving up on the idea of buying a second one. 

Which product segment out there impacts trends in 
your category most? Why?  
Across categories, we are seeing customers aspiring to 

lead a high uality of life. This has led to a significant 
growth of Uber both across our Rides and Eats businesses.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
That notion of segmentation is losing relevance. What is 
more important is consumer segmentation - a nuanced 
and more advanced approach to serve consumers based 
on their needs. 

MARKETING 
Name the biggest professional hurdle you faced recently? 
At Uber, the task is to drive a fundamental shift - from pri-
vate car ownership to shared commute. Our challenge is to 
improve customer experience as we scale. The team puts 
in a great deal of thought into this, taking inspiration from 
the everyday experiences of Uber riders, to weave local 
elements into our campaigns. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We are a digital-first brand.

Are the best creative minds still in advertising?
Advertising has always managed to successfully do its job 
- help brands market and sell their products to the right au-
dience. But who gets this job done? The creative minds, the 
storytellers. I strongly believe these creative minds have 
always been there and the number is only increasing.   

In what way has your relationship with your agency 
partners changed of late? 
Currently, the model that we are exploring is to have an 
internal creative agency. So far, its worked well for us.
 
Are you open to paying agencies a pitch fee? 
With different partners, there are different terms of partner-
ship and we are completely open to either model.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
I believe that it’s easier to work with one agency.
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Advertising is still a wonderful way to 
build brands and work out a narrative 
that works with consumers.“
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CATEGORY
What are the big challenges you see coming your way 
in the next 12 months? 
In the next 12 months, we not only need to keep up this 
growth momentum, but also understand the triggers for 
category adoption for the next set of users, vis-à-vis the 
early adopters. We also need to devise ways to enable 
adoption amongst the early and late majority at the same 
pace as the early adopters.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Positive recommendations and word of mouth from 
friends and family continue to help us reach users across 
the board, resulting in higher consumer adoption. Of 
course, we’ve invested in building the brand as well with 
our first T  campaign earlier this year, and again with 
our second set of IPL-themed ads. Through digital chan-
nels we’re reaching out to a lot more potential users at a 
much higher scale than earlier. However, the crux of our 
message has remained the same. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets? 
The last few years have witnessed an exponential in-
crease in the penetration of smartphones, as well as 
e-commerce brands in the country. This has helped pave 
the way in tier 1 and II markets as audiences are no 
longer alien to the concept of shopping online. Swiggy is 
currently present in over 13 cities and we’ve seen a strong 
pace of adoption in the newer cities as well, indicating 
strong equity for the brand. That said, triggers for differ-
ent audiences would be different and with food being one 
of the necessities, the level of trust to be built is higher. 

MARKETING
What’s the toughest part of being a brand marketer? 
Striking the right balance between the left-brained and 
right-brained pieces of marketing is an ongoing exercise, 
as is meshing traditional brand fundamentals with new-
age, modern marketing practices, in order to specifically 
target individual users, as opposed to mass communica-
tion. Today there are 100 different channels for brand 
communication as compared to just a few important ones 
earlier. Finally, measurement – this requires understand-
ing what s working, finding the I of various channels 
and then leveraging them to increase the reach of the 
brand. Brands that can do this well will succeed. 

As a marketer, what is your biggest nightmare? 
Accurately measuring the ROI of every single channel. It 
isn’t a nightmare, but a necessity today. It is an amalga-
mation of art and science as opposed to purely being a 
science. Another vital aspect is to understand the needs 
of the consumers and to tailor the messaging to suit their 
individual needs and wants. Lastly, one must be on top of 
all aspects of a business. 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
T  is our lead medium of communication, followed by 
digital. We have recently launched a set of witty and 
relatable T s that have been very well received by the 
audience. Apart from this, outdoor and print are also 
used selectively and tactically.

Are the best creative minds still in advertising? 
Yes, very much so. Advertising continues to be a wonder-
ful way to build brands and businesses, and to work out 
a narrative that suits the brands and hits the right spot 
with the consumers. If the fundamentals are in place, then 
there’s enough creativity to tap into the ad industry.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
Traditional brand fundamentals have not changed —  
understanding the role a brand plays in a consumer’s 
life, the short, mid and long-term trajectory of the brand 
in terms of tonality, personality, core brand idea, and 
consumer insights. Agencies that bring this to the table 
are always welcome. The media industry is evolving, with 
digital increasingly becoming a way of life. Thus, lever-
aging the traditional, offline and new-age channels in 
tandem is the key to standing out.

Are you open to paying agencies a pitch fee?  
aries on a case-by-case basis.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds? 
I believe that having a full-service agency as a brand 
partner is pivotal. However, this also needs to be aug-
mented with multiple creative minds to tap into relevant 
insights and audiences.
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PERSONAL
If not a brand marketer, what would you be?
or most of my childhood, I wanted to be a fighter pilot 

and still think that’s a great career choice. I partly got 
what I wanted as I do fly hours worthy of a commercial 
pilot with my weekly travels! 

Name a brand (other than your own) you admire.
Disney and Apple. Both have built brands on the back of 
a strong product and even stronger customer experience. 
I also admire the fact that both stand for creativity and 
breaking taboos in their own ways.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The fashion category is evolving fast and shoppers are 
spoilt for choice. Less than 50 per cent customers go back 
to the same platform again. There is lack of differentia-
tion in the offering. There is a huge untapped market 
for the category outside the metros that needs to be ad-
dressed at the earliest. One of the most important consid-
erations for us is to bring people from these regions into 
the online fashion fold.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
We are in the habit of changing business and that’s not 
easy. Fashion shopping is not a spec-led purchase; it’s 
done through discovery.

Which product segment out there impacts trends in 
your category most? 
Top international fashion, global sports brands as well 
as Bollywood.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The gap between the way people from different geogra-
phies consume information or content is narrowing grad-
ually. However, we continue to focus on digital mediums 
while targeting consumers from tier I and II cities, and 
use OOH and print in tier III towns. Social media now 
seems to be a common factor across geographies.

MARKETING
What’s the toughest part of being a brand marketer?

In today’s connected environment, old-school rules of 
marketing – akin to broadcasting – have become passé. 
Today, the one who can connect effectively with each 
individual shopper wins the day. Data, analytics and the 
ability to mine them efficiently are key to being success-
ful; it’s called ‘MarTech’.

As a marketer in the digital age, what is your biggest 
nightmare?
The biggest nightmare in today’s tech-led environment 
would be the possibility of losing connectivity with our 
consumers.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Digital and social mediums are undoubtedly the most 
preferred, while print is used sporadically.

Are the best creative minds still in advertising?
Certainly, there are a large number of creative minds out 
there.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
The relationship between brands and agencies is evolv-
ing. The ‘agency’ and ‘client’ are no longer seen as two 
different entities; rather, they are seen as partners. Our 
agencies are now part of our internal discussions on 
brands. We work together as a single team, bouncing 
ideas off them from the very beginning. The one must-
have quality for any agency is, undoubtedly, creativity.

Are you open to paying agencies a pitch fee? 
I don’t think so. Agencies are in business like we are and 
pitches are part of business expansion, which comes with 
a cost, across industries. We too invest heavily in new 
ideas without any guarantee of success.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
I prefer to work with multiple agencies and people be-
cause I believe adding more minds gives us better ideas, 
concepts and answers. It takes up a lot of time, but it is 
time well spent.
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PERSONAL
Who is your biggest professional mentor?
Ambareesh Murty, founder and CEO of Pepperfry. I have 
worked closely with (Ambareesh) Murty for most of the last 
12 years (at Pepperfry and eBay India). I also worked with 
him during the beginning of my career in the mid-to-late 
nineties, at Cadbury India. Murty throws tough challenges 
at you and puts pressure to derive high quality outcomes. 
He does not cut any corners. He’s a creative, abstract and 
lateral thinker and can work out issues intuitively, but is 
also scientific minded and demands strong use of data 
and logic.

If not a brand marketer, what would you be? 
I would be a writer/storyteller or an academic. I’m interest-
ed in understanding people, cultures and communication. 

Name a brand (other than your own) you admire. Why?
I have two favourite brands – Starbucks and Whole Foods 
Market. Both create a world that is unique and special to 
them, offer a consistent user experience across formats/
locations, and are true to their stated purpose. Both brands 
have a strong social-benefit layer to their culture, simple 
yet classy communication, and are masters at building in 
the societal context into their experiences.   

What are the big challenges you see coming your way?
The first part of our journey was to introduce the concept 
of online furniture shopping into India; the early adopters 
and the technology-savvy. The challenge is now to help the 
late majority cross the chasm - to make them change their 
behaviour from offline carpenter custom-made furniture 
to buying online. This requires scale, top of mind brand 
awareness, and an extensive omni-channel footprint.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Previously, rational and utilitarian attributes like value and 
durability were the only criteria, but today design, styles 
and trends are also important. Consumers’ homes are an 
extension of their own personality. 

Which product segment out there impacts trends in 
your category most? Why?  
The first one is the modular furniture segment, especially 
for kitchens, wardrobes and entertainment units. ffluent 
Indian homes are being transformed by modular (custom-
isable) designs. 

In what way/s does your marketing strategy change 
from Tier II and III markets?
While metros and Tier I towns have scaled well for us, 
the next phase of growth will come from tier II and III 
towns. Metros and Tier I towns have a high penetration of 
evolved, online-savvy shoppers, so in these markets our 
marketing/communication strategy is primarily via digital 
media, smartphones, and pull-based channels like search. 
In Tier II and III markets, we often use T  and other offline 
channels (Pepperfry Studios) as lead mediums.

MARKETING
What’s the toughest part of being a brand marketer?
Individuals are exhibiting “long tail” like behaviour when 
it comes to their likes/dislikes and consumption of content 
and media. o it s difficult to get your message across to 
your TG in a cost-effective manner. The ROI in terms of the 
cost of building a brand, and getting business results, is 
the toughest and most stressful part of the business today.

Name the biggest professional hurdle you faced recently?
With GST, we witnessed an increase in prices that coin-
cided with our Diwali campaign. The challenge was get-
ting consumers excited about the category amidst the price 
rise. We decided to deviate from our previous campaign 
‘Kuch badal ke dekho’ to a more value-driven campaign 
with celebrities like Rajkumar Rao and Patralekha.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
Our lead medium of communication is digital, especially 
search, social and display. The medium least used is print.

Are the best creative minds still in advertising?
There is a lot of creative output coming from emerging me-
dia content houses. They are re-inventing traditional norms 
to create superlative video content with strong yet subtle 
brand integrations. In fact, this year you will see a lot of 
Pepperfry branded content videos and AFPs. 

Are you open to paying agencies a pitch fee?  
Why/why not?
I do not use the pitch process to judge ideas, solutions or 
answers. I use them to judge the overall capabilities, ap-
proach and attitude of the people in the agency. Therefore, 
it does not make any sense to pay a pitch fee for this. 
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PERSONAL
Who is your biggest professional mentor?
Elon Musk – he is bold and futuristic in his thinking. When 
it comes to visionaries there might be no one who dreams 
on a bigger scale than him.
 
If not a brand marketer, what would you be? 
A chef.
 
Name a brand (other than your own) you admire. And 
tell us why.
I really admire how Mini has been able to maintain its 
consistency and niche over the last 50 years. Despite the 
premium automobile industry becoming highly competi-
tive, Mini has sustained its unique position. The product 
speaks for itself, and even today most of its new models 
incorporate multiple design elements that speak of the 
car’s earliest iterations. Though it is reinventing its com-
munication, it manages to retain its links to the past. 
 

CATEGORY 
What are the big challenges you see coming your way?
A big opportunity for us is to be able to manage the 
increasing frequency of usage on the platform across 
categories (cars, bikes, mobiles, real estate). Another im-
portant focus area is to keep the platform safe and secure 
for users, and keep them aware of the ways in which they 
can safely transact on the platform. Our recent campaign 
‘OLX WebAware’ is an initiative in this direction.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back?
An interesting shift has been in OLX consumers moving 
from being exclusive buyers and sellers to interchanging 
roles -  buyers becoming sellers and sellers turning buy-
ers. Used goods are no more just about limited means 
but about doing more. Our new communication, and 
tagline ‘OLX Karo, Aagey Badho’, was a step in the right 
direction and resonated instantly with our users. Another 
significant shift has been that our users now engage in 
buying and selling across multiple product categories. 
Earlier automobile and mobile used to be the lead cat-
egories, but now we see an adoption of household goods. 
Over the last 12 months we have witnessed growth in 
categories like fashion and sports accessories, and other 
passion and hobby items.

In what way/s does your marketing strategy change 

from Tier I to tier II and III markets?
There are certain Tier II cities that demonstrate more ac-
ceptance and maturity towards the category than other 
cities of similar size. We use the maturity of consumer 
behaviour towards the platform as a guiding principle for 
our marketing strategy.

MARKETING 
What’s the toughest part of being a brand marketer?
Clutter and lack of differentiation. Even if you manage to 
break the clutter and differentiate yourself, then doing it 
consistently is the biggest challenge for marketers.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
Increasing cross-category engagement on the platform 
was one of the major hurdles for us. To do so, we started 
creating various opportunities for the users to buy and 
sell. Playing on seasonality and topical trends such as 
the wedding season, summer and winter products, and 
festivals such as Diwali, helped us become relevant in the 
lives of our users.

ADVERTISING
What is your lead medium of communication today? 
Digital is the priority medium for us at the moment.
 
Are the best creative minds still in advertising?
Yes, they are, but many are still in mainline T  advertis-
ing. Some are gradually moving to digital advertising, 
which is a great trend for the whole industry. 
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
While the shift to the digital medium has created the 
opportunity to personalise communications with the 
“always-on consumer”, it has also made it harder to be 
different in the clutter.
 
Are you open to paying agencies a pitch fee? 
No, we only invite relevant agencies for any pitch.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
We do not have full-service stack agencies that can take 
either an idea or a strategy across different mediums.
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across newer segments like washing 
machines, air-coolers and more.
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Today, the Indian Express universe is the perfect platform for 

your brand to reach out to India. With 120 million users

and 360 million page-views per month, our multi-category,

multi-language, multi-audience group speaks to a pan-India 

consumer base that just keeps growing. Making it ideal for your 

brand’s ambitious marketing plans.

GOT BIG PLANS FOR 
YOUR BRAND? 
THEN GIVE IT A TRULY 
BIG AUDIENCE.

120 million users

WITH THE INDIAN EXPRESS GROUP.

360 million page views

FOR ADVERTISING, PLEASE CONTACT

*Google analytics, June 2018

MADHU TIWARI (NATIONAL SALES HEAD)
M: +91 9611633224, E: madhu.tiwari@indianexpress.com

NITIN SHARMA (GM SALES - NORTH)
M: +91 9999837776, E: nitin.s@indianexpress.com

HARDIK MEHTA (NATIONAL SALES HEAD - FINANCIALEXPRESS.COM)
M: +91 9821515949, E: hardik.mehta@indianexpress.com

SACHIN DONGRE (REGIONAL HEAD - WEST)
M: +91 9892414314, E: sachin.dongre@indianexpress.com



PERSONAL
Who is your biggest professional mentor? 

atjiv . hahil, ex marketing head,  and pple. e in-
fluenced the way marketing was shaped in ilicon alley, 
by connecting technology to entertainment, sports, music 
and fashion.

If not a brand marketer, what would you be? 
 professional golf player, and then a coach. 

Name a brand (other than your own) you admire. And 
tell us why.  
Nike. It s tremendous the way Nike defines its mission of 
bringing inspiration and aspiration to every athlete in 

the world . If you have a body, you are an athlete,  is the 
annotation. or years, the brand has been telling the sto-
ry of overcoming weakness. The confidence of the brand 
is contagious. Just o It  is more than just a slogan.
 

CATEGORY  
What are the big challenges you see coming your way?
Micromax is focusing on diversification across newer seg-
ments like washing machines, air-coolers and more. The 
biggest challenge in the next 1  months is to build our 
presence in these newer segments. lso, to bring Micro-
max back in the top three brands of the country.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?

onsumers are moving beyond the price versus spec. 
war. Instead, they are focusing on getting an enhanced 
experience. In a year, all smartphone players will be try-
ing to turn phones into a life hack  for consumers.  large 
chunk of our efforts will be concentrated on coming up 
with products and services which act as a solution to the 
needs of the consumers.

Which product segment out there impacts trends in 
your category most? Why?  
The ` ,000 to `1 ,000 segment is the mover and shaker of 
the smartphone category, as consumers are upgrading to 
affordable smartphones. With increasing G penetration, 
affordable devices, aggressive offline expansion by key 
players, and a similar push by online platforms, the af-
fordable smartphone segment  will be most important.

In what way/s does your marketing strategy change 

from tier I to tier II and III markets?
It is difficult to define tier II, III markets. In a metro city 
like elhi, we have consumers in Greater ailash and 
consumers in hanpur or adli. o our approach chang-
es within a single city. We focus on T s and digital in 
tier 1 markets. ur strategy in tier II, III cities is more 
about handholding consumers to adapt to newer experi-
ences of technology.

MARKETING
What’s the toughest part of a being a brand marketer?
The hardest part is pursuing a deep understanding of 
your target market. I mean developing an understanding 
so deep that you know more about them than they do. 

lso, many times, we marketers impose our own views 
about a product brand and assume that it might the 
same for the TG as well. Not doing so is a challenge.

As a marketer in the digital age, what is your biggest 
nightmare?

ne of the biggest challenges is distracted consumers 
with fast-paced lives and short attention spans. We have 
to humanise brands in their minds.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?  

ur lead medium of communication is fairly balanced 
between traditional T , print and radio  and digital led 
by mobile marketing  mediums.
 
Are the best creative minds still in advertising? 
With integrated communication being the new way for-
ward, there is an abundance of creativity everywhere. In 
fact, the volume and scale of creative campaigns have 
significantly increased. Ideas can come from anyone.
 
Are you open to paying agencies a pitch fee?
No. India is still not ready for a model like this.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Multiple creative agencies have worked for us. ommuni-
cation has evolved from being linear one-dimensional to 
being multi-dimensional. aving multiple minds pitch in 
allows us to bring the best expertise from different seg-
ments together, and utilise the perfect mix of outreach 
and tactics.
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OUTSTANDING 
FINANCIAL ANALYSIS 
BRINGS OUTSTANDING 
VISITOR GROWTH. 
SIMPLE.

Month   Unique Visitors

Feb-18 12.1 Million

Mar-18 15.2 Million

Apr-18 17.3 Million

May-18 18.6 Million

With a truly stunning and continuous rise in visitor figures, 

financialexpress.com is just the spurt your brand needs. 

Our finance analysis has seen a 50% rise in unique visitors over 

the past three months only. Making it the right destination for 

your brand to engage with an ever-growing audience.

*comScore - Multiplatform
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 marketer in our industry has to be super 
updated about the dynamics that affect 
the category.

WILL  
YANG
Brand Director | OPPO India
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IN THE AGE OF SHRINKING 
ATTENTION SPANS, OUR 
VISITORS STAY FOR 3 MINUTES, 
03 SECONDS.

ALL THE TIME YOUR BRAND 
NEEDS TO SPEAK TO THEM.

Indian consumers stay longest on 

indianexpress.com than on any other English news website. 

The reason: sharper and more comprehensive news. 

The opportunity for your brand: the most engaged consumer interface in India.

Websites Avg. Visit Duration Pages/Session

3 min 3 Sec

2 min 56 sec

2 min 36 sec

2 min 4 sec

2 min 3 sec

1 min 53 sec

1 min 9 sec

indianexpress.com

news18.com

firstpost.com

ndtv.com

timesofindia.com

hindustantimes.com

indiatoday.in

2.89

2.4

1.93

1.95

2.6

1.8

1.46

INDIANEXPRESS.COM GETS TOP 
ENGAGEMENT FIGURES.

*Similarweb, June 2018
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PERSONAL
If not a brand marketer, what would you be? 
The youth intrigues me and I love interacting with them. 

o, if not a brand marketer I could be a lecturer or into 
sports.

Name a brand (other than your own) you admire. And 
tell us why.
I closely follow and take inspiration from consumer-ori-
ented brands like ma on, ber and Tesla.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
India is a hotbed for contemporary, indigenous brands. 

n one hand, that could be taken as a challenge. If 
the market does not grow and evolve, we will stagnate. 
Growth in India is a combination of numerous factors, 
including industry growth. Today, policies like Make in 
India and igital India have increased competitive di-
versity. rice wars could be misconstrued as a challenge 
again, but India is a market that understands value for 
money. Indians are more aware than several other mar-
kets.  We are using consumer feedback to create localised 
offerings and have invested majorly in market research.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? 
The smartphone category has come a long way, with 
consumers looking for technologically advanced, innova-
tive and power-packed devices. ecent trends include 
demand for sleek design, full screen, fast-charging and 
advanced camera technology.  The increased appetite 
for smarter and advanced phones can be attributed to 
increasing smartphone penetration, low-cost data con-
nectivity, advanced technology and increasing dispos-
able income that encourages consumers to explore the 
premium segment.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The core of our strategy remains the same across tier I, 
tier II and III markets. nly the touch-points used to en-
gage with consumers vary. To reach a larger base, we use 
a 0-degree approach and are present on platforms that 
our target audience is interested in - entertainment and 
cricket. To dig deeper and reach the corners of India, we 
are working on creating an offline experience via offline 

point-of-sales branding and after-sales service centres.

MARKETING 
What’s the toughest part of a being a brand marketer?

s a marketer, especially in this fast-growing industry, 
you need to be super updated about the changing dy-
namics that affect your brand, category and industry. ne 
of our biggest challenges is to keep up with technology 
and offer customised offerings.

As a marketer in the digital age, what is your biggest 
nightmare?
It is exciting to work in this digital-first age where we can 
create customised content for our consumers. ence it is 
not a time for nightmares, but opportunities.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We have used T , , digital and print so far. We lev-
erage platforms like ollywood, cricket and T . We will 
continue focusing on entertainment and sports platforms.

Are the best creative minds still in advertising?
I strongly believe the creative minds and storytellers 
behind great campaigns are still the same. They help 
brands market and sell their products to the right audi-
ence. These minds are a great inspiration for younger 
talent looking to build a career in advertising.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late?  

ur agencies are our partners in the truest sense. We 
expect them to be aligned with our ambitions and strive 
with us to create long-term brand value.

Are you open to paying agencies a pitch fee?
There are different terms of partnership with various 
agencies and we are open to all models based on the 
scale and type of campaigns we are undertaking.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
We are happy to associate with any number of partners.
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lmost all segments have seen significant 
growth. owever, in the recent past, the 
trend is towards s and cars that 
resemble SUVs.

PUNEET 
ANAND
Group Head and Senior General Manager -  
Marketing | Hyundai Motor India 
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PERSONAL
Who is your biggest professional mentor?
Mr. YK Koo, MD & CEO, HMIL. And Mr. Anand Mahindra 
of Mahindra Group.
 
If not a brand marketer, what would you be?

rchitect.

Name a brand (other than your own) you admire.  
And tell us why.
I admire ma on, because of their continuous  
innovations, disruptive idea initiations and engaging 
marketing plan for a uni ue customer experience.
  

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge is to meet and exceed customer 
expectations and aspirations. The year 01  is special for 
us as it marks the 0th anniversary of the commencement 
of production and sales in the Indian market. We are 
looking at the year with a renewed thrust on achieving 
our eight million sales target. ocus is on retaining our 
service-friendly  positioning. The plan is to gain strong 
market leadership with sustainable growth.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  

ar purchases have undergone significant change,  
with increase in disposable income and exposure to 
global brands. ustomers are looking for value-added  
technology features such as entertainment and  
connectivity even in entry level cars.
 
Which product segment impacts trends in your  
category the most? Why?
India is a diverse market and almost all segments have 
seen significant growth. owever, in the recent past, the 
trend is towards s and cars that resemble s.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?

very market has a different consumption pattern and our 
strategy to reach customers in each of them is  
distinct. While digital is a critical tool for marketing in 
urban cities, we rely on a good mix of T , T  and  
digital marketing for the others. MI  currently has 9  
dealers and over 1, 0  service points across India. We 
believe Tier II and III cities will bring in the next wave of 
growth  we organise regional campaigns here from time 
to time. ur annual xperience yundai  campaign that 
we run across 1  non-metro cities is an effort to connect 
with customers in rural markets. We use a aravan of 

yundai cars in smaller towns and villages to create a 
direct interface with customers. ur teams also visit  
residential colonies, markets, banks, schools, colleges, 

post offices and other commercial complexes to showcase 
our cars.

MARKETING
What’s the toughest part of being a brand marketer?
Marketing is part of a strategic fabric that includes not 
just media and messaging, but also ideas and insight 
management. I see the marketer s role as one of driving 
innovation that leads to great customer experience at 
every step of their interaction with the brand. This is both 
challenging and rewarding.

As a marketer, what is your biggest nightmare?
With the digital medium getting more and more popular, 
consumers are increasingly participating in shaping the 
brand s external image. The age of one-way communica-
tion is over. Today s customer demands dialogue.  
Marketing is more about building relationships and  
connecting to customers at a personal level. The  
dimensions of marketing have changed from the s to 
the s  the fifth  stands for articipation of customers. 
The flip side is that digitalisation has put the power to 
make or break any brand in the hands of the customer.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?

oth traditional and social media platforms play a  
significant role in communication. We leverage  

0-degree media engagement, including a strong  
digital communication platform.
   
Are the best creative minds still in advertising?
I don t think it s just about agencies anymore. I have seen 
some great creativity from content marketing companies 
and production teams. We re living in a day and age of 
ideas, and today ideas can come from anywhere.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
With reaction time  getting shorter, we expect the agency 
to be an extension of the yundai team and to think on 
their feet all the time. We work as partners with them  
towards a common goal.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
We are moving towards a world of collaboration today. 
There are several creative experts outside of the lead 
agency. aving said that, I still feel brand custodianship 
should sit with the lead agency, that is, the team that has 
all the experience and history of building the brand. The 
lead agency, could, in turn, collaborate with specialist 
agencies to deliver the re uired results.

131



rowsing has reduced in the automobile 
category. The average number of test 
drives being taken by a customer has 
come down. 

TARUN  
JHA
Head of Marketing and Product | Skoda Auto India
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PERSONAL
Who is your biggest professional mentor?
Rajesh Jejurikar of Mahindra & Mahindra. He is one of 
the sharpest minds in the business and I have learnt  
immensely from him.
 
If not a brand marketer, what would you be? 
I would have been a teacher. f that I m sure.
 
Name a brand (other than your own) you admire.  
And tell us why.

olkswagen. Not many brands can claim to be  
consistently engaging and relevant for more than  
half a century around the world. It takes a hell lot  
of conviction and confidence to do what it has done.
 

CATEGORY 
What are the big challenges you see coming your  
way in the next 12 months?
The two big challenges that we see are  firstly, entering 
crowded segments and trying to stand out and be  
relevant. nd secondly, working on pride of ownership 
that our customers associate with my brand.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Most customers enter our showrooms today with a  
fairly good idea of what they want, as they have done  
a lot of research and have spoken to friends and  
family. rowsing has reduced in the automobile  
category. The average number of test drives being  
taken by a customer has come down. This can be  
attributed to the surfeit of information available all 
around, and is also a sign of a market that is maturing 
extremely uickly. ustomers are very well informed  
and also carry strong opinions.
 
Which product segment out there impacts trends in 
your category most? Why? 
Infotainment systems and connectivity are impacting the 
trends most as they are seeing the most rapid  
advancements. 
 
In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
or our brand, it is not as complicated as it may be for 

some others, owing to our product portfolio as well as 
the profile of our customers. 
 

MARKETING 
What’s the toughest part of being a brand  
marketer today?

istening to the customers and being in a constant 
dialogue with them is the toughest challenge for brand 
marketers today. 

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 

triking a balance between being a uropean brand 
and still being Indian enough, so as to not alienate our 
customers. It takes perseverance and patience to tide 
over these hurdles.
 
As a marketer in the digital age, what is your  
biggest nightmare?
Technology will rob the brand of emotion, warmth and 
the human touch. 
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 

rint and digital followed by television. or us, radio is 
the least used medium.
 
Are the best creative minds still in advertising?
Not really. These days we see some exceptionally  
creative minds in the areas of product design, customer 
experience and applications development.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 

ecently, the agency-client relationship, in our case,  
has changed uite dramatically. ince we have a flat 
and lean structure, our agency partners are team-mates 
with a strong sense of belonging. The one must-have 

uality we look for in our partners is ownership of our 
business problems as their own. This leads to the best 
solutions and good work.
 
Are you open to paying agencies a pitch fee?  
Why/why not? 

annot comment on this topic.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Why  The more creative minds we have access to, the 
better we are placed.
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ustomers today look for a complete 
package at an affordable price - safety, 
comfort, convenience and a bit of swag 
value as well.

RAHUL  
PANSARE
Head of Marketing | Fiat Chrysler Automobiles (FCA)
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PERSONAL
Who is your biggest professional mentor?
The people that I work with teach me a lot. There is  
nothing better than on-the-job training. I believe in  
practical learning, compared to theoretical learning.

If not a brand marketer, what would you be?
I spent the first eight years of my career in sales, so if not 
brand marketer I guess it would be sales and distribution 
for me. r, I d be in the creative space somewhere, maybe 
in film making or direction.

Name a brand (other than your own) you admire.  
And tell us why.

pple is one of the brands I admire. It s a perfect mix of su-
perior product and impact marketing. While the product of-
fers the best uality and experience, the communication is 
precise, not in-your-face, and keeps the brand aspirational.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The economy has gone through many changes. rom de-
monetisation to G T, and now fuel prices. I think it s time 
for things to settle down. It s time for an upward trend. 

ne of the biggest challenges all marketers face is the 
ever-changing market dynamics.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
In the automobile segment the major shift is towards tech-
nology and features. Today customers look for a complete 
package in a car  safety, comfort, convenience and a bit 
of swag value as well  at an affordable price. This can 
be attributed to the number of choices today available in a 
set price bracket. or example, in the price bracket of ` -10 
lakh, a buyer has more than  option to choose from.

Which product segment out there impacts trends in 
your category most? Why?

urrently, the Jeep ompass fits into the `1 - 0 lakh 
bracket and has almost  per cent of that segment. o 
honestly, as of now, Jeep ompass sets the trends. om-
petition is gearing up in this segment and it will be inter-
esting to see how things change in 019.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
The gap between Tier 1 and II is diminishing. or a pre-
mium brand like Jeep the audience profile, and conse-

uently our strategy, does not change drastically. ur 
customers are well-educated, well-traveled and under-
stand premium brands. ight from fit and finish, they 
understand everything. Tier III markets as of now are very 
low contributors but we talk to these audiences through 
experiential events and direct contact programmes.

MARKETING
What’s the toughest part of being a brand marketer?

eeping pace with the constantly changing media land-
scape and monitoring I. eeping the brand relevant 
while staying true to its core values is tough in a highly 
competitive space.
 
As a marketer, what is your biggest nightmare?

igital has simplified marketing to a great extent. The 
depth of analytics and I is encouraging. The night-
mare could be  social sentiments going wrong. While it s 
a great tool that reaches millions, people need to filter 
information and verify facts before sharing anything.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 

very medium has a role to play and usage depends on 
the type of communication and objectives. s of now print 
and T  are the lead mediums, followed by  and  
digital. adio is part of our regional campaigns.
 
Are the best creative minds still in advertising?

onesty, no. I feel somewhere business targets, profit-
ability and cost-cutting are affecting the creative output. 
Young creative minds need a free hand and a bit more 
authority to do great stuff. 
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
I don t share a client-agency type relationship with my 
agencies  it s more like team work and partnership. We 
jointly decide on the strategy. The one must-have uality 
for an agency today is  they must understand the ground 
realities. gencies must act like business partners and 
must contribute to business development.

Are you open to paying agencies a pitch fee? 
There is a lot of effort agencies put into a pitch process. I 
am okay to pay a pitch fee, which can we mutually agree 
on. owever, I have sat through pitch presentations where 
the agencies have not done any ground work, not under-
stood the task, nor have got their best people involved in 
the pitch. In those cases, I will hesitate to pay any kind of 
fee for their participation.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?

ne full-service creative agency is always preferred. The 
brand remains protected, communication is consistent and 
there is more accountability. gencies must ensure the best 
creative people work with them and stay tuned for a long 
time. re uent changes in leadership may not go down 
well with brands looking for consistency.
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The best creative minds are everywhere 
- in advertising, in movies, in music, in 
start-ups

VIVEK  
NAYER
Chief Marketing Officer, Group Corporate  
Brand | Mahindra & Mahindra
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PERSONAL
Who is your biggest professional mentor?
It s difficult to single out one person as you learn from 
and get inspired by so many people at different points in 
time in your career and your life.

If not a brand marketer, what would you be?
robably the reative irector at an ad agency or the 

owner of a high-end restaurant
 
Name a brand (other than your own) you admire.  
And tell us why.
I admire mul because it is an Indian brand that has 
won the trust of millions of customers and stakeholders 
over several decades and continues to build strongly on 
its core proposition. nother brand is Tanish , for similar 
reasons.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
We must keep raising the bar to earn and retain the trust 
and loyalty of our consumers and stakeholders. 
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are better informed and more demanding 
than ever before due to the democratisation of informa-
tion via digital and social media.
 

MARKETING
What’s the toughest part of being a brand marketer 
today?
To stand differentiated from the clutter and to ensure that 
your brand connects with consumers emotionally.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
We are a purpose-driven brand and hence, we wanted 
to communicate to people that we contribute to society 
and the community. Thus, we created a campaign called 

butthisisnotenough that showcased the good work that 
we do in our group in terms of  and sustainability. t 
the same time, we created a platform to encourage and 
enable others to do their bit  ll these initiatives come 
under our ise for Good  umbrella.
 
As a marketer in the digital age, what is your  
biggest nightmare?
There is no nightmare. I think all brands must embrace 
the platforms that their consumers are on  ence, it is 
important today for brands to be on digital and social 
media while being authentic and responsive to their cus-
tomers and fans.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
We use the media which works best for the task at hand. 

owever, over the last five years the contribution of digital 
and social media has gone up.
 
Are the best creative minds still in advertising?
They are everywhere  in advertising, in movies, in music, 
in start-ups
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
The relationship has not changed but we keep looking for 
new and different ways to reach our end goal of connect-
ing well and better with consumers.
 
Are you open to paying agencies a pitch fee?  
Why/why not?
I am open to it. It depends on how much work gets done.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
No, I think it is better to seek out new ideas from wherever 
they come. 
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Our ‘Chai on Delivery’ model constitutes 
almost 20 per cent of our business. 
Interestingly, we do an equal number of 
home and office deliveries.

RAGHAV  
VERMA
Co-founder | Chaayos
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PERSONAL
Who is your biggest professional mentor?
One person who has been a mentor to me and my co-
founder Nitin is Ajay Kaul (ex-CEO, Jubilant Foodworks). 
His deep understanding of the Indian consumer has re-
ally helped us.

If not a brand marketer, what would you be?
As a co-founder, one of the roles I play is that of brand 
custodian. I also wear multiple other hats at Chaayos - 
new product development, technology, HR, new business 
development...

Name a brand (other than your own) you admire. Why?
India has, in recent years, seen many home-grown con-
sumer brands which marry the Indian ethos with modern 
sensibilities. Brands I admire include Chumbak, Nykaa, 
4700 BC, Colonel & Co and Bira. These brands have 
created categories where none existed, and also enjoy a 
fan-base each.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
While we are scaling up fast, a challenge we continu-
ously face is maintaining consistency of our product and 
experience 100 per cent of the time. We do this through 
a mix of training and technology. On the training side, 
every individual at Chaayos is trained for a minimum of 
30 days before they start to prepare orders for customers. 
Team members and managers go through regular certi-
fication programs and online training modules to ensure 
their knowledge is up to date. On the technology front, the 
tech team has developed the first I T-based chai robot 
called Chai Monk, who ensures consistency in every chai 
order, despite the 12,000 permutations possible with our 
chai. Our technology platform ‘Kettle’ helps us serve or-
ders faster, by prioritising items.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back?
Previously, chai was always consumed in homes, but now 
customers are increasingly consuming chai in an out-of-
home setting, and getting chai delivered to their homes 
and offices. ur hai on elivery  model constitutes 
almost 20 per cent of our business. Interestingly, we do an 
e ual number of home and office deliveries.
The demand for freshly made, customised chai when peo-
ple step out – be it in malls, high streets, business parks, 
airports, highways or metro stations – has increased. 
Also, chai is now seen as a cool beverage to hang out 
with, conduct a meeting over or go for a date.

Which product segment out there impacts trends in 
your category most? Why?
Rise of digital payments and 24-hour retail acceptability 

are two trends that have positively impacted Chaayos.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
As of now, Chandigarh is the only non-metro city that 
Chaayos is present in. Though we may adopt different 
communication tools across cafes, our marketing strategy 
doesn’t really change across cities.

MARKETING
What’s the toughest part of a being a brand marketer 
today?
With technology taking on every aspect of our lives, peo-
ple are exposed to too many things on digital media. 
Consumers are bombarded with information and adver-
tisements on every platform they visit. With this kind of 
exposure, it becomes difficult for one brand to stand out.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?
When we started out with our chai deliveries, we out-
sourced the delivery work to third party logistics provid-
ers. ut these firms were unable to do justice to the nu-
ances of delivering a hot beverage. They treated it as if 
it were the same as delivering a restaurant meal or an e-
commerce shopping product. The results were disastrous, 
with a lot of delays in delivery and incomplete orders. 
So we took a call to take control of all the deliveries and 
manage it in-house. We fixed all the issues.

As a marketer in the digital age, what is your biggest 
nightmare?
Every startup talks about ‘customer acquisition cost’. As 
a marketer and co-founder, I say it’s important to realise 
what the real cost of acquiring a new customer is. We 
should always have the right mix of customer acquisition 
cost and profitability channels.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
The modes of communication we have used the most 
are store marketing and digital outreach. We have also 
used radio for a couple of our campaigns in the past. We 
have not used television and print advertising. We have a 
‘customer repeat rate’ of 42 per cent, so we believe in the 
power of customer evangelism.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
The one must-have quality that any agency must possess 
is the ability to be creative without forgetting to concen-
trate on the business impact.
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Big Bazaar has been known for its offer-
based footfalls. We turned that on its 
head and created a compelling ‘everyday 
consistency’ model.

JISHNU  
SEN
Chief Marketing Officer | Big Bazaar
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PERSONAL
Who is your biggest professional mentor?
Too many. I am proud to have interacted with and learnt 
from some great minds.
 
If not a brand marketer, what would you be? 
A chef.
 
Name a brand (other than your own) you admire. And 
tell us why. 
Tanishq, from its very inception, I have admired the clar-
ity of strategy combined with the excellent execution at 
every stage of growth, and as it has grown, the way it has 
launched sub-brands, managed tonalities, etc.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months? 
We are on a significant growth path  it s about sustaining 
the momentum and creating a significant share of our 
own brands.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this? 
A lot more people are visiting organised retail. We have 
seen a significant growth in the number of bills, and a 
closer look at data shows that it’s new people. They now 
look at Big Bazaar and fbb not only as value destinations 
but a value-added one. They buy many more categories 
from our formats than before.
 
Which product segment out there impacts trends in 
your category most? Why? 
We are a true hypermarket, there isn’t any one product 
that affects our category. We’re affected by the overall 
economic and consumption trends, rather than by  
products.
 
In what way/s does your marketing strategy change 
from tier I to tier II and III markets? 
While we are a national brand, we are simultaneously 
mandated to be absolutely local. The assortment of our 
stores changes depending on the city. So whether it’s 
fashion or food, we are sensitive down to a catchment 
and not just a market. nd that reflects in our marketing 
strategy which changes by category, media choices and 
product offers.

MARKETING
What’s the toughest part of being a brand marketer 
today?
The toughest part remains unchanged  finding uni ue, 
compelling and refreshing ways of driving brand equity. 
Only the complexities are different today – touch points, 
noise levels, channels...

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
It was more of a challenge. Big Bazaar has been known 
for its event-based, offer-based and occasion-based 
footfalls. We decided to completely turn that around on 
its head and create a compelling ‘everyday consistency’ 
model. This strategy needed a paradigm shift in thinking 
at an organisational level across all levels and functions. 
We tided over it as a team and rallied around a single 
war cry, “Har Din Lowest Price, Yeh Hum Nahin Sara  
Hindustan Bolega”. The response has been fantastic.
 
As a marketer in the digital age, what is your biggest 
nightmare? 
Being a marketer in the digital age is a dream, never a 
nightmare.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
In rupee terms, we use both TV and print fairly equally 
and fairly extensively. I guess radio would be the least.
 
Are the best creative minds still in advertising? 

reative is a loosely defined word. Is the best art and 
copywriting talent in advertising still? Yes. But are great 
ideas coming from everywhere? Also yes.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
Future Group has really long-standing relationships 
with its agency partners. The must-have quality for any 
agency of ours is to be able to change with the volatility 
of retail and yet think of great ideas that are beyond the 
current transaction.
 
Are you open to paying agencies a pitch fee? Why/why 
not? 
We are open to anything depending on the circumstance. 
There are no absolutes.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds? 
There’s no reason to believe there aren’t multiple creative 
minds in a full-service agency. But diversity of ideas must 
be encouraged.
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Mobile commerce is simply redefining 
the way consumers are transacting with 
us, both at our restaurants and from their 
homes. 

PRASHANT 
GAUR
Chief Brand Officer | Pizza Hut India
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PERSONAL
Who is your biggest professional mentor?
I have been lucky to have worked with some high calibre, 
visionary leaders in the past 15 years. But, surely, one men-
tor who has stayed with me throughout this journey and 
taught me valuable lessons over time is the consumer. 

If not a brand marketer, what would you be?
An amateur singer cum guitarist. 

Name a brand (other than your own) you admire. Why? 
Uber. The ease of access and frictionless experience 
makes it a very cool brand. It’s a pure play technology 
brand but guess what? Anybody can use it, quite literally… 
isn’t that amazing?

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months? 
Technology is creating disruption in the category, not only 
for us but pretty much for everyone. The challenge is to 
quickly embrace this change at an organisation level, both 
horizontally and vertically. The key, however, is to embrace 
this change in a measured, meaningful way and not to get 
overwhelmed by it. Brands should still stick to their core 
and use technology to make it easy for their consumers.
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
There has been a shift, undoubtedly. In the past, consum-
ers had different benchmarks and expectations from dif-
ferent product categories. All that has changed today. Now 
they expect a similar experience, agnostic of the category 
from which they consume a product or a service. And the 
same applies to us as well. For example, in the past, the 
single most important MOT (moment of truth) in our cate-
gory was the act of consumption and hence the core prod-
uct. Today, there are multiple MOTs, all equally important. 
Whether it is pre-purchase, purchase or post-purchase, 
consumers expect a consistent, frictionless experience 
through the entire brand journey. It won’t be an overstate-
ment to say “experience” has become the new product.

Which product segment out there impacts trends in 
your category most? Why?
Mobile commerce is impacting trends in our category 
positively. It is simply redefining the way consumers are 
transacting with us, both at our restaurants and from their 
homes. 
 
In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We continue to leverage mass mediums like TV to build 
brand salience at a pan-India level. Digital sharply cuts 
across key town-class and consumer segments, and forms 

an important part of our marketing strategy. We leverage 
the power of the outdoor medium for smaller towns.

MARKETING 
What’s the toughest part of a being a brand marketer?
The good news for marketers is that brands can sharply 
segment their consumers and target them precisely across 
various channels of communication. The bad news is that 
it is becoming increasingly difficult to engage with them 
in a meaningful way and effectively communicate the core 
message to them. With so much noise and clutter and such 
a high number of touch-points, how do brands grab the at-
tention of consumers? That’s the toughest part. 
 
Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 
I’d call it an inspiring challenge: The task was to totally 
step-change our online experience. We had a vision, a 
detailed plan and a courageous team that executed it. The 
ever-changing digital ecosystem has made tasks like these 
a continuous journey. 
 
As a marketer in the digital age, what is your biggest 
nightmare?
Not staying relevant. 
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Digital and TV are two lead media for us. In a relative con-
text, print would be the least used medium for us.
 
Are the best creative minds still in advertising? 
I feel some of the best creative minds today are part of the 
tech-startup ecosystem.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
The relationship has become stronger and more dynamic 
over time. Earlier, the need for engagement was more on 
a monthly basis, but today, we interact and engage in real 
time. The one must-have quality I look for in an agency is 
agility. You may have a bright idea but the real deal is to 
do it before anyone else does it. Speed is all that matters. 
 
Are you open to paying agencies a pitch fee?
Why not  It clearly reflects the confidence and conviction 
one has.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds? 
Yes and no. Yes because it will be so much easier to work 
that way. No because it will limit the width and depth of 
creativity and expertise.
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Historically, new stores would take about 
0 months to become profitable but now 

we target to do that between 6 and12 
months.

RITESH  
GHOSAL
Chief Marketing Officer | Croma, Infiniti Retail
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PERSONAL
Who is your biggest professional mentor?
In the course of my 23 years of professional life, I have 
worked closely with some iconic leaders in market re-
search, advertising, marketing and business. But my big-
gest mentors are my peers.
 
If not a brand marketer, what would you be?

 professor. My inclination, when I finished my bache-
lor’s degree in Economics, was to pursue a higher de-
gree at Delhi School of Economics and then a career in 
teaching.
 
Name a brand (other than your own) you admire. Why?
McDonald’s. I have come across their outlets in various 
countries and have experienced a very high degree of 
consistency in the service design and delivery. It takes a 
strong brand and strong organisational processes to be 
able to manage this for such a long period of time. 
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
As we enter new catchments and recruit new customers, 
our biggest challenge is to make these stores profitable 
in the shortest possible time. Historically, new stores 
would take up to 0 months to become profitable, but 
now we target between 6 and 12 months.
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back?
What has changed is the time it takes a customer to feel 
the need for change and the emphasis on price as the 
reason to close a purchase. This is due to shorter prod-
uct lifecycles, rapid innovation in consumer applications 
(smartphones especially) and feverish attempts of online 
marketplaces to close a sale without due consideration. 
 
In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Not much. Croma is a catchment business. Whether in 
tier I or II markets, we seek out catchments with an au-
dience that can support a Croma store. So our largest 
effort is on signing up a great location. That serves as an 
advertisement in itself.
 

MARKETING
What’s the toughest part of being a brand marketer?
The marketing profession has been broken into little 
silos – marcom, PR, digital marketing, SEO, SEM, prod-
uct marketing. All these sub-divisions create an identity 
crisis for people like me. People building careers within 
one of these silos will face an existential crisis when the 
silo becomes irrelevant.
 

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
The biggest challenge I have faced has been moving 
from being seen as a specialist in one discipline of mar-
keting – the mining of consumer insights. I overcame it 
by consciously moving roles and organisations.
 
As a marketer in the digital age, what is your biggest 
nightmare?
Digital media has created tools which sometimes even 
the creators do not have full appreciation of. As market-
ers, we are engaging with a set of young rule-breakers 
from outside the marketing ecosystem. While we enjoy 
the upsides, we’re also grappling with the reputation 
risks that come with the territory.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Print has been our lead medium, till last year. This year, 
we are experimenting with TV as the lead medium. Out-
door is a medium we use sparingly, because our stores 
are our best hoardings. We invest in acquiring the best 
locations, so it makes sense to let the store speak for 
itself.
 
Are the best creative minds still in advertising?
The creative minds in advertising are still very much 
there. But if one is referring to the low quality of output, 
then I agree with the observation. However, the problem 
lies elsewhere. I believe the quality of briefs being issued 
to advertising agencies has seriously dropped. The grow-
ing fetish of valuation-driven thinking has brought with 
it mechanical briefs, with objectives like “grow brand 
awareness”. There are organisations that have hired 
CMOs against a job description of “increasing ToMA 
(top of mind awareness) and ITP (intention to purchase)”. 
What do you expect as output then?
 
Are you open to paying agencies a pitch fee? Why/why 
not?
In principle, yes. But agencies need to also accept that 
the output of the pitch then belongs to the client. Frankly, 
I do not think clients or agencies in India have matured 
to a stage where this can work.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Ideally, I would like to work with a single brand custo-
dian who can translate my marketing agenda into a 
coherent communication platform, co-own my marketing 
calendar share, my accountability to the business, and 
bring creative excellence in each medium. 
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Getting the Indian teenager to listen, 
absorb and assimilate the brand’s point 
of view is the toughest challenge that a 
brand marketer faces.

SANJEEV 
BHARGAVA
Director, Brand | Times of India
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PERSONAL
Who is your biggest professional mentor?
Anil Kapoor (chairman emeritus, FCB Ulka), for standing 
up for his convictions against the toughest odds.

If not a brand marketer, what would you be?
A poet, a curator of ideas. 

Name a brand (other than your own) you admire. Why?
Indigo Airlines. For the courage to stand for a sharply 
defined promise, living up to it and developing a brand 
personality while ensuring consistency and uniformity in 
execution. 
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Ensuring that consumers continue to regard The Times 
Of India as the most comprehensive curator of validated 
news in the face of other news sources falling over each 
other in a hurry to break news first and perhaps falling 
prey to invalidated information from time to time. 

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Previously, newspapers were relied upon to merely in-
form. Today the need for perspective is growing. 

Which product segment out there impacts trends in 
your category most? Why?  
Social media is abuzz with incomplete information, big-
oted opinions, falsehoods and rumours. The business of 
real news is being impacted by this phenomenon. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
As the largest English newspaper in the world and the 
only national English daily, we cater to the upper crust of 
the Indian consumer. Their levels of awareness, need for 
information and perspectives are similar. Of course local 
news is relevant, and that varies from city to city. 
 

MARKETING 
What’s the toughest part of a being a brand marketer 
today?
The task of influencing the Indian teenager. With the 
world within keyboard reach, she is omniscient and unim-
pressionable. Getting her to listen, absorb and assimilate 
the brands’ point of view is the toughest challenge.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 
Being a national newspaper, how do you become more 
relevant locally, at the city level? By demonstrating our 
deep connect with local cultures, sensitivities, priorities 

and, of course, people. We have done this by making 
the content in our paper superior, as seen from the local 
prism, and through some insightful marketing.

As a marketer in the digital age, what is your biggest 
nightmare?
The internet is designed to react to a consumer’s brows-
ing and searching pattern. Consumers are therefore 
encountering what they want to see. This leads to harden-
ing of opinions on increasingly narrow spectrums, which, 
I suspect, is the reason for the rise of dogma in our world.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Print is the best medium for a quick build up of reach 
and impact. TV is still the biggest reach builder. Digital 
is amazing at creating brand immersion and experience 
through interactivity. Radio and outdoor continue to play 
the role of ‘reminder media’ very effectively. I choose me-
dia depending on what I really need from my campaign. 

Are the best creative minds still in advertising?
dvertising is a passion business. While the industry 

is being wrung dry on the remuneration front, enough 
passionate generals and foot soldiers continue to keep 
the flag flying high. Take for instance our presence at 
Cannes this year and the fact that the Pandey brothers 
were gloriously feted by the international community. 

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
I’ve been an adman all my life and formally entered mar-
keting only recently. I have immense respect for advertis-
ing professionals who demonstrate passion, conviction 
and perseverance, without which great ideas cannot be 
nurtured. 

Are you open to paying agencies a pitch fee?
I think pitching itself is a wrong practice. Agency selec-
tion should be on the basis of their credentials. I say this 
because hardly any pitch creative ever sees the light of 
day. So what was being assessed? It is a colossal waste 
of time, energy and money both of the agency and the 
marketer. 

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It depends entirely on the portfolio that I handle. Cam-
paigns across the portfolio can be concurrent, sometimes 
competing, or even conflicting with each other. In that 
case, different agencies handling separate portfolios may 
be advisable.
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When I joined the sports broadcast 
business, I had to quickly unlearn 
“product plus consumer behaviour” and 
learn “content plus fan behaviour”.

KEDAR  
TENY
Head, Marketing & On-air Promotion, Sports |  
Sony Pictures Networks India
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PERSONAL
Who is your biggest professional mentor?
I have had a couple of inspiring and energising leaders: 
Joseph George, ex-Group CEO of Mullen Lintas Group 
and Gopal Vittal, currently the MD and CEO of Bharti Air-
tel. Both these gentlemen played a big role in shaping my 
marketing thinking. The one big take-away from my stints 
with them is learning how to keep it simple.

If not a brand marketer, what would you be?
Lead singer of a band.

Name a brand (other than your own) you admire. Why?
Indigo Airlines. It was the last entrant in a volatile and 
competitive category, and yet, in less than a decade it 
became the market leader by keeping things simple in an 
operationally intense business, staying customer-focused, 
delivering innovative solutions despite inadequate air-
port infrastructure, and maintaining a cool tone and voice 
that is delivered consistently across every touch-point. It 
does not have a loyalty programme, no business class, no 
lounge access to its fre uent fliers and did not serve hot 
food for a long time (now they do). It may be a low-cost 
carrier, but it’s certainly not a low-cost experience.

CATEGORY
What are the big challenges you see coming your way?
Think regional-first  the next wave of growth is going to 
come from there. Hyper-fragmentation across categories 
is adding stress on resources  time, money and effort. 
Harnessing big data is another challenge. Though ‘social 
spend’ is emerging as the fastest growing ‘segment’ in me-
dia, its correlation to building market share is to be proven.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back?
Now that millions of smartphone users have access to free 
or near-free data, the ‘content segment’ has found a whole 
new way of reaching its audience directly, giving them the 
advantage of consuming it at a time and place of their 
choice.

Which product segment out there impacts trends in 
your category most? Why?
4G-powered smartphones are blurring the line between 
traditional linear TV and phones that double up as TVs.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We localise our content to appeal to the sensibilities of 
viewers in these markets through local language outreach 
 commentary and advertising  and editorial outreach in 

regional media. or example, for the I  World up, we 
widened the audience base with six language feeds (ex-
ample - Bengal, Kerala, Goa). Similarly, given the popular-
ity of the WW  in tier II and III cities, we now have indi 

feed for it. Smartphone penetration has made it imperative 
to bring in elements of localisation in digital campaigns; 
people share and communicate in their own language.

MARKETING
What’s the toughest part of a being a brand marketer?
Finding the differentiator and staying relevant have be-
come the biggest challenges for a marketer. The time 
taken to ‘go to market’ has undergone a dramatic change. 
The conversation has moved from “perfection” to “fail fast, 
learn and move forward”. Ironically, brand building re-
quires patience.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?
When I joined the sports broadcast business, I had to 
quickly unlearn “product plus consumer behaviour” and 
learn “content plus fan behaviour”.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
The lead format was, and will continue to be, video. TV is 
still the best ‘reach medium’ followed by digital. Print is 
the least used, but continues to be an impact medium   a 
front-page jacket in a leading daily is still impactful.

Are the best creative minds still in advertising?
Very much. The question is - are clients extracting the best 
out of them?

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Ever since agencies split themselves down the spine - crea-
tive and media - and went their separate ways, life at the 
client’s end became slightly tougher. The ‘brand locus’ 
shifted from the agency to the client. The client became 
the brand’s main ‘sutradhar’ or anchor. The one must-have 
quality I look for in an agency is ‘total ownership’ of the 
brand, regardless of the specialisation.

Are you open to paying agencies a pitch fee?
It’s not a simple, binary ‘Yes’ or ‘No’ answer. Having spent 
my formative years in a creative agency, my heart would 
say yes, but when I wear the hat of a marketer, I would 
say no. The answer lies somewhere in-between. When it s 
down to choosing between two or three (not more) agen-
cies, there is scope to give a pitch fee. That will lay a bed-
rock of seriousness and accountability on both sides.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Yes, but only if it is staffed with the right talent... not if it’s a 
full-suite agency which just checks the boxes.
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Incredibly, readers are paying more for 
their newspaper and reading more of 
their newspaper. Circulation, readership 
and subscription rates are rising.

KAACON 
SETHI

IMAGE 
AWAITED

Chief Corporate Marketing Officer | Dainik Bhaskar Group
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PERSONAL
Who is your biggest professional mentor?
There have been several: Ketaki Gupte and Lynn 
D’Souza who taught me the science and art of media 
planning, Kunal Dasgupta, who called me his best ‘goal-
ie’ and taught me the business of TV media; he helped 
me discover my killer instinct. Girish Agarwal, my cur-
rent boss from whom I have learnt to relentlessly ques-
tion every status uo and find answers. ut my No.1 life 
mentor, guide, encourager, shoulder-in-need, strategist, 
supporter, and admirer is my husband Indriyajit ethi.

If not a brand marketer, what would you be? 
I am passionate about travel and simple cooking/cui-
sines. Travel marketer or travel writer and chef seem 
logical choices.

Name a brand (other than your own) you admire.
I admire Amazon for their tremendous innovative spirit. 

part from the fact that it is one of the largest benefi-
ciaries of the e-commerce growth, I like the way it goes 
after a variety of competitors  Netflix s streaming ser-
vice, Google and Apple’s tablet, brick and mortar stores. 
Amazon’s leadership in the e-book market, pioneering 
and dominating a new product category with cho  the 
brand has displayed a remarkable ability to succeed in 
several categories, in contrast to some other greats who 
are good in one area. The recently unveiled Amazon 
Go, a convenience store with a ‘no checkout technology’, 
could potentially revolutionise the retail sector. I read 
somewhere that they are also launching a smartphone!

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The issue of consistent availability of measurement met-
rics plagues the Indian print industry. Newsprint prices 
are going through the roof, hitting bottomlines.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Incredibly, readers are paying more for their newspa-
per and reading more of their newspaper. Circulation, 
readership and subscription rates are rising at a healthy 
rate, year on year. Credibility and trustworthiness scores 
have gone up for print as compared to other mediums. 
With breaking news firmly the domain of Twitter and 
Whats pp, newspapers have invested significantly in 
technology and presentation of news; today, images, 
headlines and sectionals are thought provoking and eye 
catching.
 

MARKETING 
What’s the toughest part of a being a brand marketer?
In my opinion, so many components of marketing are 

new that it is a whole new knowledge ball game. Keep-
ing the ball in play and in control is a tough job.  Mar-
keters today are driving tangible value and shaping 
organisations. In an environment where there are so 
many new toys to play with, I believe greater discipline 
is re uired to judge what will deliver desired results.  

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Print, digital, social and out-of-home.

Are the best creative minds still in advertising? 
Very much. India is witnessing a boom of young talent 
in advertising, film making, ideation and script writing. 
As marketers, we need to seek them out and harness the 
power of new thinking.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
I seek integration with our company’s business goals as 
my top priority.
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I prefer working with multiple agencies.  
It is human to seek uniformity but 
creativity prospers in conflict. It is a 
marketer s job to manage the conflict.

SONIA  
HURIA
Head, Corporate Marketing, Communications and  
Sustainability | Viacom18
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PERSONAL
Who is your biggest professional mentor?

ajesh amat. e has been a big influence on my career 
and the way I’ve shaped up as a professional. He infused 
in me the spirit of never letting a challenge overwhelm 
me. That attitude is my biggest strength.

If not a brand marketer, what would you be?
I d be a historian. I m a firm believer in the adage - the 
knowledge of the past is what determines our future 
course of action. Given the cyclical nature of civilisation, 
history is a fascinating study of humankind.

Name a brand (other than your own) you admire. And 
tell us why.
Airbnb, for the cross-geographical appeal of their cam-
paigns and the way they resonate with the urban youth 
and wanderers. Imagine a brand that has convinced you 
to open up your home to strangers - how powerful and 
reassuring the brand must be!
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge is measuring ROI and measuring 
the effectiveness of marketing initiatives. A brand’s equity 
and public perception need to be evaluated on a scale 
greater than direct impact to P&L. 

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
The M&E (media and entertainment) industry is 
driven by technology and research. We are speaking 
to an audience that is spoilt for choice. Homes are 
becoming multi-screen, with the advent of OTT video 
services and social media players betting big on 
video. Ensuring consumer attention/engagement has 
become a challenge. 

Which product segment out there impacts trends in 
your category most? Why?  
In corporate marketing, the industry becomes the prod-
uct category. Technology impacts data mining and data 
analysis. OTT has disrupted traditional terrestrial distri-
bution; consequently, the very nature of content devel-
opment has changed. Digital measurement can disrupt 
the allied discipline of advertising, on both creative and 
business fronts.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
For a corporate brand, while the marketing mix and to-
nality vary across market segments, the core messaging 
remains the same.  

 MARKETING 
What’s the toughest part of a being a brand marketer 
today?
Improving effectiveness of content marketing, improving 
customer understanding of the brand, launching new 
products in existing markets innovatively, and supporting 
sales efforts effectively. 

Name the biggest professional hurdle you faced recent-
ly... How did you tide over it? 
The challenge was uniting our individual and disparate 
brands such as , MT , Nickelodeon, h1, under 
one umbrella. We base all our network marketing efforts 
on the pen New Worlds  philosophy. 

As a marketer in the digital age, what is your biggest 
nightmare?
Out tryst with fake news that led to a full-blown crisis 
around the movie Padmaavat has made me extremely 
wary of fake news in the digital age. The use of technol-
ogy to fabricate news that tarnishes a brand’s image is 
a menace facing every communications and marketing 
professional today.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Our ATL marketing efforts operate primarily within print 
and digital media, while experiential marketing forms a 
large part of our BTL mix.

Are the best creative minds still in advertising?
I believe they are, especially if you see content marketing as 
an allied discipline. nd there has been an influx of young 
talent that is questioning the traditional status-quo. 

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
Agencies today are more of partners and less of vendors. 
This has improved their engagement and commitment 
levels.

Are you open to paying agencies a pitch fee? Why/why 
not?
I believe such practices are a derivative of market condi-
tions. When its time comes, the pitch fee will be the norm 
rather than the aberration.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
I would prefer working with multiple agencies. It is human 
to seek conformity and uniformity, but creativity prospers 
in conflict. It s a marketer s job to manage the conflict.
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PERSONAL
Who is your biggest professional mentor?
My skill set today is a consolidation of my learnings from 
my bosses across the companies I have worked for. 

If not a brand marketer, what would you be? 
I am a sports enthusiast and love automobiles and motor-
sports. So I would have either been a sports management 
consultant, managing sports personalities/clubs, or an 
automobile racer... it really gets the adrenaline going!

Name a brand (other than your own) you admire. Why?
I am a big Apple fan. They have always been ahead 
of the times in terms of technology, product design and 
product innovation. They have the most loyal customers. 
I appreciate the way they build buzz around their new 
products. They’ve built a perception that lets them com-
mand a good premium, on price.

CATEGORY 
What are the big challenges you see coming your way?
Post demonetisation, marketing budgets have been 
tight. There are huge pressures on revenues. This is 
likely to continue for a bit. For the intellectual properties 
and events that we have curated over the last two years, 
sponsorships have been a challenge. We have not been 
able to scale these on-ground events in a manner that we 
would have liked to. Additionally, we are expanding and 
launching more stations pan-India but so are our com-
petitors. We anticipate more aggressive competition. 
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Consumers have a lot more avenues for entertainment 
and are spoilt for choice. Consequently, consumer loyalty 
towards brands is low. Today, one needs to have a very 
sharp, focused offering to keep them entertained and 
engaged. Media brands need to extend their offerings 
across different mediums to remain relevant. Digital has 
become the dominant medium. Radio has had to evolve 
to avoid becoming redundant.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We are a Nat-local  brand - a national brand served 
locally. For radio, a hyperlocal medium, one marketing 
strategy cannot work across cities. We customise our 
marketing plans basis the media consumption patterns 
of different cities. For instance, BTL initiatives have far 
higher engagement in tier II and III towns, as compared 
to tier I cities.

MARKETING 
What’s the toughest part of being a brand marketer?
Being innovative and breaking clutter, campaign af-

ter campaign. Also, across industries, there have been 
budget constraints due to the economic slowdown. It is 
becoming tough for marketers to meet their objectives 
with limited spends. 

As a marketer in the digital age, what is your biggest 
nightmare?

igital  whether it s Twitter, napchat, acebook or 
Instagram  is evolving faster than marketers would like. 
Marketers need to be up to date. By the time one learns a 
platform, there is a new one... and audiences shift to them 
very fast.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
We use a lot of  as it works well for radio. ver the 
last couple of years, we have also used a fair amount of 
digital. 
 
Are the best creative minds still in advertising?
Yes, in abundance. 

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
We expect our agencies to be in tune with what is rel-
evant, to give creative solutions fast, and offer commu-
nication that’s effective across mediums. The must-have 
quality for agencies is to constantly evolve with the TG’s 
trends, tastes and preferences.
 
Are you open to paying agencies a pitch fee? Why/why 
not?
While marketers do at times indulge in the malpractice of 
using pitches to get ideas, I think paying agencies a pitch 
fee is detrimental in the long run. If brands pay a pitch 
fee, then they will keep a limit on the number of partici-
pating agencies  and will conse uently have a limited 
pool to choose from.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
One full-service creative agency surely makes a market-
er’s life easy, but working with multiple agencies comes 
with the advantage of getting varied creative minds to 
work on a brief. Many times, the digital agency may come 
up with an idea that’s better than the mainline creative 
agency’s idea. 
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Everyone wants news on the move. 
News consumption via smartphones has 
increased dramatically and through 
traditional media it has declined.
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PERSONAL
Who is your biggest professional mentor? 
I have been blessed with multiple mentors  some taught 
me to believe, some taught me to be assertive, and some 
taught me people management.

If not a brand marketer, what would you be? 
Footballer!

Name a brand (other than your own) you admire. And 
tell us why. 
I have always liked Johnnie Walker  for its communication 
and Nike for its market approach. Both always manage to 
delight.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge for media houses is to stay relevant. 
Media houses should combine all their strengths (media 
platforms) and start offering solutions in a combined way. 
This will be the way forward for advertisers as well.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
In the digital era everyone wants ‘handy’ news, while on 
the move. Brand image plays a vital role in maintain-
ing reader stickiness. The rise of OTT platforms and the 
growth of social media as news platforms have been the 
biggest change. News consumption via smartphones has 
increased dramatically. News consumption through tradi-
tional media has declined.

Which product segment out there impacts trends in 
your category most? Why?
Automobile, e-commerce and real estate. These seg-
ments impact trends. Consumer behaviour can be tracked 
through these segments.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?

eing hyperlocal has always been our strategy. We put a 
touch of local flavour in all our marketing and branding 
as the mindset, thought process, pattern of news consump-
tion, etc. changes across tier I, II and III markets.

MARKETING
What’s the toughest part of a being a brand marketer?
The toughest part is  minute understanding of my target 
audience. Marketing is not about selling or convincing. It 
is about creating effective communication which creates a 
value chain for your products.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?

The biggest challenge is keeping up with latest marketing 
trends.

As a marketer in the digital age, what is your biggest 
nightmare?
Digital is a vast medium. Though you can schedule or plan 
your digital strategy, it’s impossible to keep track of it com-
pletely. You can only take chances and play with it.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
We use print, T , digital and T . We decide on the lead 
medium basis the campaign and use the other mediums 
for extended reach.

Are the best creative minds still in advertising?
Yes, of course! I see lot of good work across media plat-
forms.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late?
Actually, there hasn’t been much change over the years as 
agencies are quick to respond to emerging changes.

What’s the one must-have quality for an agency today?
Learn, adapt, re-learn.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?

ne should work with multiple agencies  you get different 
flavours, different mindsets. Working with one agency, after 
a point, becomes monotonous.
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PERSONAL
Who is your biggest professional mentor?
Strange as it might sound, the consumer has been, and 
will be, my biggest professional mentor. 

If not a brand marketer, what would you be? 
Maybe a professional dancer or performing artiste!

Name a brand (other than your own) you admire. And 
why.
Disney! I admire Disney’s vision and passion in bringing 
families together through wholesome entertainment, their 
unmatched competence in creating iconic characters that 
cut across generations, and the ability to re-discover this 
core every five to ten years through contemporary, rel-
evant storytelling. What s even more awesome is that they 
are able to do this for audiences across the world, across 
delivery platforms like movies, theme parks, media net-
works and a merchandise range.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The key challenges include: breaking out of the rut of 
‘sameness’ in content, improving the value mix on Ad-Ex 
revenues, and protecting the ‘share drain’ towards digital 
spends. The FTA segment grew disproportionately last 
year while the advertiser value correction for this distinct 
set of audiences lagged behind. It is important for us to 
better monetise this added value in the FTA segment.
Growing subscriber ARPUs in a country that is not at-
tuned to paying a premium for quality content will contin-
ue to be a challenge. Lastly, driving loyalty for brand Zee.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? 
Entertainment consumption meshing (that is, simultane-
ous consumption/interaction on twin screens - TV and 
mobile) and stacking (that is, catching up on the same 
content sequentially/at different times across these twin 
screens) are becoming second nature to TV audiences. 
Easy availability and accessibility of the data hosepipe 
has escalated this behaviour. It will increase further. 

iewers now fill idle time or wait time  with their favourite 
shows and movies on-the-go. They’re actively seeking 
and discovering more about their favourite content on the 
second screen. They’re also very vocal about their opin-
ions on their favourite content online.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Viewers in larger markets have many options and our 
marketing helps them navigate through the choice di-
lemma. In tier II towns and below, the choices are limited; 
the challenge is triggering a shift away from their current 
viewing habits. 

MARKETING  
What’s the toughest part of a being a brand marketer?
As marketers, we have been talking about engaging, 
rather than interrupting, consumers for a long time. 
Channel fragmentation and increased competition for 
attention has made this more important than ever, par-
ticularly when targeting younger consumers who actively 
block advertising pitches. These audiences are turning 
cynical towards innocuous brand pitches pushed onto 
them under the garb of ‘engaging content’. 

onsumers are no longer impressed with just product 
benefits  they re gravitating towards brands with a pur-
pose. It has become important to push a new, culturally 
relevant dialogue. 

As a marketer in the digital age, what is your biggest 
nightmare?
The biggest nightmare is the false sense of measurability, 
actionability and control being created by the data hose-
pipe. Marketers are using the multitude of matrices avail-
able as a drunken man uses lamp-posts  for support 
rather than for illumination.    

ADVERTISING  
What is your lead medium of communication today? 
Which medium do you use least? 
Our lead medium of communication continues to be our 
own platform  T . igital is a good support medium to 
drive continuous engagement and dialogue with con-
sumers. This focus on TV as the core medium and digi-
tal as the engagement medium has led to a significant 
decrease in the use of some passive and ‘storytelling-
unfriendly’ options like print.

Are you open to paying agencies a pitch fee?
Great quality comes at a price and we have always 
paid for that delivery. By committing to a pitch fee, one is 
forced to make a conscious choice to pick the most worthy 
partner. Paying money for the process is better than the 
usual shallow, beauty parade that happens in the name 
of pitching.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Our relationship with our creative agency is about long-
term brand custodianship, not an opportunistic transac-
tion for that “next big clutter breaker creative”. The size 
of our business makes it impossible for a single agency 
to manage the mandate effectively. This is why we have 
consolidated our relationship with two full-service part-
ners, Lowe Lintas and Publicis.
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PERSONAL
Who is your biggest professional mentor? 
I’ve been blessed to have been guided and mentored by 
various people including my bosses and seniors. They’ve 
all shaped my career and the professional I am today.

If not a brand marketer, what would you be? 
Restaurateur. Actually, I still hope to open my very own 
resto-pub in my second innings! 

Name a brand (other than your own) you admire. And 
tell us why. 
Netflix. Just look at its journey. It started so low-key with 
DVD sales and rentals by mail followed by streaming 
media. Today it is present in 190 countries, creating 
world-class content with budgets that are larger than 
established studios and production houses. Netflix is 
changing the very nature of the entertainment business 
and distribution throughout the world. Its biggest success 
is that the entire brand building exercise, though some-
what conservative, generates tremendous organic reach.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Previously, there were only broadcasters; now, with so 
much choice, you need to work harder to attract the same 
consumer. Today, you have to include digital in your plan. 
However, there’s a big question mark over its measur-
ability. So, designing the right marketing mix could be a 
challenge.
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this? 
Multiple genres of broadcast - news, movies, regional, 
OTT - are vying for the attention of the same consumer. 
Consumer loyalty is changing from ‘platform conformity’ 
to ‘content conformity’. Technology is increasing inter-con-
nectivity. The post millennial generation is born to interac-
tive entertainment; viewing habits are evolving.
 
Which product segment out there impacts trends in 
your category most? Why? 
Multi-platform consumption is the most significant trend 
we are witnessing. Today, content is platform-agnostic. 
The audience shifts seamlessly from device to device, 
while consuming the same content. A brand’s marketing 
strategy too needs to be platform-agnostic and content-
first.  
 
In what way/s does your marketing strategy change 
from tier I to tier II and III markets? 
The way a metro reacts to communication is very different 
from the way a mini-metro would. Similarly, Maharashtra 
would react differently to communication from Gujrat. You 

must keep in mind the sensibilities of consumers across 
each market and design communication accordingly. 
This holds true for tier 1 versus tier II markets as well.
 

MARKETING
What’s the toughest part of a being a brand marketer 
today?
Making your communication stand out and creating com-
munication that breaks through the clutter and engages 
the consumer. This is especially true at a time when there 
is such a battle for mindshare. 

As a marketer in the digital age, what is your biggest 
nightmare? 
Accuracy and measurability of digital is a big concern. As 
a marketer, you want to try the digital medium because of 
the reach it offers, but the effectiveness and authenticity 
of the medium is yet to be ascertained. So the nightmare 
is the toss up between using digital or not in your cam-
paigns. 
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
Television remains our lead medium. The ROI it offers is 
unmatched. Its measurability and efficacy are much bet-
ter than other mediums. We use outdoor the least. 

Are the best creative minds still in advertising?
Not really. There are so many content creators and peo-
ple with ideas; the best communication can come from 
anywhere. That’s why we work with a variety of people for 
our communication needs.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today? 
We look at them as part of the same team. We recently 
changed our media agency and our relationship with 
them is a partnership. Most critical is the understanding 
of the brand objectives. The media agency must also un-
derstand and deliver the best economies for the brand. 

Are you open to paying agencies a pitch fee? Why/why 
not?
There are many situations in which the pitching agency 
needs to make a significant investment, for instance, in 
research. In such situations, we would be willing to con-
sider it. In India, so far, agencies have not been paid for 
pitches, but as the industry modernises, this could soon 
become a reality.
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