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PERSONAL
Who is your biggest professional mentor? 
Undoubtedly Dr. Verghese Kurien, the milk man of India. 
I learnt about strategy and attention to detail in my two 
decades of interaction with him. RS Sodhi, our managing 
director and Kishore Jhala, COO, have been inspiring too.

If not a brand marketer, what would you be?
A full-time techie, and part-time chef and painter.

Name a brand (other than your own) you admire. Why?
Google, for using technology the way it does and for its 
power to influence the world. Tata, for being a name  
synonymous with trust and social responsibility.

CATEGORY
What are the big challenges you see coming your  
way in the next 12 months?
India will open up to more digital engagements with 
brands - from online purchase, to online payment gate-
ways, and hyperlocal shopping experiences. Two years 
back we started Amul Online service in Ahmedabad and 
Gandhinagar for e-comm-based home delivery. We are 
expanding our distribution and online tracking of stocks.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Indians are travelling more, experimenting with different 
tastes, and demanding new experiences with their food.

Which product segment out there impacts trends in your 
category most? Why?
World dairy commodity prices are at a five-year low and 
that has affected the Indian market. We have managed a 
20 per cent CAGR over seven years despite the odds. 

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Tier II and III markets are large belts where ‘loose milk’, 
often adulterated by local milkmen, is sold. We want to 
increase our production facilities to these markets and 
provide them with pasteurised ‘pouch milk’.
 

MARKETING
What’s the toughest part of being a brand marketer?
Amul interacts with 36 lakh farmers, 10 lakh trade partners 
and crores of consumers, across 30 countries. The toughest 
part is being able to talk to each stakeholder in a manner 

that they understand. Farmers use mobile apps to track 
earnings; our trade partners are connected via apps to 
place orders and resolve grievances.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
Revamping our chocolates portfolio was a good  
experience. Amul entered the chocolate category in the 
1970s. We identified the need to move from ‘sugary sweet’ 
chocolates to more intense dark and premium chocolates 
and re-designed our portfolio accordingly.

As a marketer in the digital age, what is your biggest 
nightmare?
Waking up to a customer whose grievance is not resolved.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
While TV allows us to enter households, print gives an 
opportunity to add local flavour. Amul’s topical hoardings 
have been there for over five decades; the campaign is 
now extended to over 35 newspapers with a combined cir-
culation of four crore copies. Amul Milk is distributed daily 
to over five crore households. We use this medium to cross-
promote our other products.

Are the best creative minds still in advertising?
The best creative minds are waiting to be identified in 
every generation. Amul’s topicals started in 1966 as a 
billboard campaign with one topical a month, then to one 
a week (in the ‘90s) for print and TV, and today, three-four 
every week on social media.

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?
Amul’s agencies – daCunha Communications and FCB 
Ulka - have been on board for 50+ and 30+ years respec-
tively. Sylvester daCunha, Rahul daCunha (daCunha 
Communications), Shashi Sinha and Nitin Karkare (FCB 
Ulka) have worked on our account from their first day at 
their agencies. You must trust your agencies.

Are you open to paying agencies a pitch fee? Why?
Thanks to our lasting relationship with our agencies, we 
have not been placed in that situation.
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