
Everyone wants news on the move. 
News consumption via smartphones has 
increased dramatically and through 
traditional media it has declined.
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PERSONAL
Who is your biggest professional mentor? 
I have been blessed with multiple mentors – some taught 
me to believe, some taught me to be assertive, and some 
taught me people management.

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

Name a brand (other than your own) you admire. And 
tell us why. 
I have always liked “Johnnie Walker” for its communication 
and Nike for its market approach. Both always manage to 
delight.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge for media houses is to stay relevant. 
Media houses should combine all their strengths (media 
platforms) and start offering solutions in a combined way. 
This will be the way forward for advertisers as well.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
In the digital era everyone wants ‘handy’ news, while on 
the move. Brand image plays a vital role in maintain-
ing reader stickiness. The rise of OTT platforms and the 
growth of social media as news platforms have been the 
biggest change. News consumption via smartphones has 
increased dramatically. News consumption through tradi-
tional media has declined.

Which product segment out there impacts trends in 
your category most? Why?
Automobile, e-commerce and real estate. These seg-
ments impact trends. Consumer behaviour can be tracked 
through these segments.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Being hyperlocal has always been our strategy. We put a 
touch of local flavour in all our marketing and branding 
as the mindset, thought process, pattern of news consump-
tion, etc. changes across tier I, II and III markets.

MARKETING
What’s the toughest part of a being a brand marketer?
The toughest part is – minute understanding of my target 
audience. Marketing is not about selling or convincing. It 
is about creating effective communication which creates a 
value chain for your products.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it?

The biggest challenge is keeping up with latest marketing 
trends.

As a marketer in the digital age, what is your biggest 
nightmare?
Digital is a vast medium. Though you can schedule or plan 
your digital strategy, it’s impossible to keep track of it com-
pletely. You can only take chances and play with it.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
We use print, TV, digital and BTL. We decide on the lead 
medium basis the campaign and use the other mediums 
for extended reach.

Are the best creative minds still in advertising?
Yes, of course! I see lot of good work across media plat-
forms.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late?
Actually, there hasn’t been much change over the years as 
agencies are quick to respond to emerging changes.

What’s the one must-have quality for an agency today?
Learn, adapt, re-learn.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
One should work with multiple agencies – you get different 
flavours, different mindsets. Working with one agency, after 
a point, becomes monotonous.
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