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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 LED 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?
TV is the lead. And 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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