
KASHYAP 
VADAPALLI

I don’t use the pitch process to judge 
ideas but to assess the capability and 
attitude of people in the agency.
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PERSONAL
Who is your biggest professional mentor?
Ambareesh Murty, founder and CEO of Pepperfry. I have 
worked closely with (Ambareesh) Murty for most of the last 
12 years (at Pepperfry and eBay India). I also worked with 
him during the beginning of my career in the mid-to-late 
nineties, at Cadbury India. Murty throws tough challenges 
at you and puts pressure to derive high quality outcomes. 
He does not cut any corners. He’s a creative, abstract and 
lateral thinker and can work out issues intuitively, but is 
also scientific minded and demands strong use of data 
and logic.

If not a brand marketer, what would you be? 
I would be a writer/storyteller or an academic. I’m interest-
ed in understanding people, cultures and communication. 

Name a brand (other than your own) you admire. Why?
I have two favourite brands – Starbucks and Whole Foods 
Market. Both create a world that is unique and special to 
them, offer a consistent user experience across formats/
locations, and are true to their stated purpose. Both brands 
have a strong social-benefit layer to their culture, simple 
yet classy communication, and are masters at building in 
the societal context into their experiences.   

What are the big challenges you see coming your way?
The first part of our journey was to introduce the concept 
of online furniture shopping into India; the early adopters 
and the technology-savvy. The challenge is now to help the 
late majority cross the chasm - to make them change their 
behaviour from offline/carpenter/custom-made furniture 
to buying online. This requires scale, top of mind brand 
awareness, and an extensive omni-channel footprint.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back? 
Previously, rational and utilitarian attributes like value and 
durability were the only criteria, but today design, styles 
and trends are also important. Consumers’ homes are an 
extension of their own personality. 

Which product segment out there impacts trends in 
your category most? Why?  
The first one is the modular furniture segment, especially 
for kitchens, wardrobes and entertainment units. Affluent 
Indian homes are being transformed by modular (custom-
isable) designs. 

In what way/s does your marketing strategy change 
from Tier II and III markets?
While metros and Tier I towns have scaled well for us, 
the next phase of growth will come from tier II and III 
towns. Metros and Tier I towns have a high penetration of 
evolved, online-savvy shoppers, so in these markets our 
marketing/communication strategy is primarily via digital 
media, smartphones, and pull-based channels like search. 
In Tier II and III markets, we often use TV and other offline 
channels (Pepperfry Studios) as lead mediums.

MARKETING
What’s the toughest part of being a brand marketer?
Individuals are exhibiting “long tail” like behaviour when 
it comes to their likes/dislikes and consumption of content 
and media. So it’s difficult to get your message across to 
your TG in a cost-effective manner. The ROI in terms of the 
cost of building a brand, and getting business results, is 
the toughest and most stressful part of the business today.

Name the biggest professional hurdle you faced recently?
With GST, we witnessed an increase in prices that coin-
cided with our Diwali campaign. The challenge was get-
ting consumers excited about the category amidst the price 
rise. We decided to deviate from our previous campaign 
‘Kuch badal ke dekho’ to a more value-driven campaign 
with celebrities like Rajkumar Rao and Patralekha.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
Our lead medium of communication is digital, especially 
search, social and display. The medium least used is print.

Are the best creative minds still in advertising?
There is a lot of creative output coming from emerging me-
dia content houses. They are re-inventing traditional norms 
to create superlative video content with strong yet subtle 
brand integrations. In fact, this year you will see a lot of 
Pepperfry branded content videos and AFPs. 

Are you open to paying agencies a pitch fee?  
Why/why not?
I do not use the pitch process to judge ideas, solutions or 
answers. I use them to judge the overall capabilities, ap-
proach and attitude of the people in the agency. Therefore, 
it does not make any sense to pay a pitch fee for this. 
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