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shifts we have had to make is to match the 
consumer’s move from reading to viewing.
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PERSONAL
Who is your biggest professional mentor?
Our consumers. They have a way of making me push my 
limits and they are always there to tell me when I get it 
wrong!

If not a brand marketer, what would you be?
Astrophysicist. 

Name a brand (other than your own) you admire. And 
tell us why.
Apple. For their consistency in design and the simplicity 
with which they communicate the product benefits.
 

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?
2018 is the first true millennial year for Gillette as our con-
sumers born in 2000 turn 18, the first time most young men 
get a shave! As a men’s grooming brand, we have become 
far more aware of how our younger consumers, especially 
the ones getting their first shaves now, are becoming far 
more involved with the category. They are on a continuous 
pursuit to present their very best selves to the world and 
this is precisely what Gillette as a brand strives to do. So, 
it is an exciting time for the brand as our consumers now 
actively seek out what’s best for them, and are vocal about 
their likes and dislikes.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The main objective is to reach out to all men who shave. 
Our marketing strategy does not change when we go from 
tier I to tier III, but just adapts itself to covey the core of the 
brand to the consumer. At Gillette, we want to deliver the 
best shaving products in the world that offer amazing value 
to our consumers; we just communicate this to them. This 
is at the core of what we do, be it Gillette Guard for tier III, 
which is the highest selling razor in India now, or Fusion 
ProGlide for tier I.

MARKETING
What’s the toughest part of being a brand marketer 
today?
Adapting to our consumers at the speed at which they are 
changing. Consumers, especially the younger ones, are 
continuously changing their habits, what they see, how they 

buy, how they advocate, at a speed that is unprecedented. 
This, in turn, means, as brand marketers, we must have our 
finger on the pulse and be ready to change at the pace set 
by our consumers.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?
One of the big challenges and paradigm shifts we have 
had to make is to match the consumer’s move from reading 
to viewing. The biggest shift in the digital age is the way 
communication has become extremely visual with virtually 
no reading. This has meant for us as marketers, and as a 
brand, changing ourselves to communicate with the con-
sumers, more visually - be it packaging, in-store, instruc-
tions or even print.

As a marketer in the digital age, what is your biggest 
nightmare?
There are none, to be honest. Only dreams! The digital age 
has brought us a beautiful opportunity to reach and have 
one-to-one conversation with our consumers. Brands that 
are more agile and better at having a personal engage-
ment with consumers are the ones that will emerge success-
ful in this age.  
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
TV continues to be our lead medium of communication 
today for Gillette; and it will be for some time to come, with 
sporting events like the IPL still drawing huge audiences. 
Radio would be the one medium we use the least now.

Are the best creative minds still in advertising?
Absolutely! And the best creative minds are still only as 
good as the client and the brief.

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?
Incredible agility and speed to market. As our consumers 
change faster, the world of briefs and long timelines are 
past us. So, our relationship has moved from “campaign 
thinking” to a more real-time continuous engagement.  
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