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We have always paid a pitch fee for 
traditional media. We may extend it to 
digital agency pitches.“
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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. Radio 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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