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

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 successful; it’s called ‘MarTech’.

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.

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.

CATEGORY

ADVERTISING

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 differentiation in the offering. There is a huge untapped market
for the category outside the metros that needs to be addressed at the earliest. One of the most important considerations 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 geographies consume information or content is narrowing gradually. 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?

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 evolving. 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 musthave 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 because 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.

