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Gaming is impacting trends in our 
category. Factors like VR, AR and MR 
have pushed the boundaries even more.“

“Chief Marketing Officer and  
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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