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PERSONAL
Who is your biggest professional mentor? 
One person who has been a huge inspiration is Shantanu 
Khosla, who was CEO of P&G India for over a decade. 
He’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. He 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?
Stage artiste.
 
Name a brand (other than your own) you admire. Why?
As a marketer and a consumer, I admire IKEA. The brand 
has a clear and consistent identity, which not only makes 
all its advertising un-mistakenly IKEA but also each one 
of their 300+ stores an equally 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 
quality 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. Stakeholders 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. Every consumer has a definition of a ‘perfect prod-
uct’ and is willing to pay a certain price for it. For Whis-
per, we cater to the entire spectrum of needs within the 
category – be it an affordable offering in Whisper Choice 
or a Whisper Ultra Nights, specifically designed for over-
night usage. Once 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?
Unlike a time when TV was the only mainstream medium, 
consumers today have full freedom on what to watch. 
Over 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. For 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 TVF (#SitImproper) and other social media influ-
encers (#WhispersBreakSilence), 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?
One 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 requires mass-reach 
programmes; we want consumers to visualise the supe-
rior benefits of our products versus cloth. TV checks the 
box on both criteria. As digital penetration grows, even in 
rural areas, it becomes an important part of our market-
ing mix. Radio 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. Having 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. Agencies 
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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