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PERSONAL
Who is your biggest professional mentor?
Strange as it might sound, the consumer has been, and 
will be, my biggest professional mentor. 

If not a brand marketer, what would you be? 
Maybe a professional dancer or performing artiste!

Name a brand (other than your own) you admire. And 
why.
Disney! I admire Disney’s vision and passion in bringing 
families together through wholesome entertainment, their 
unmatched competence in creating iconic characters that 
cut across generations, and the ability to re-discover this 
core every five to ten years through contemporary, rel-
evant storytelling. What’s even more awesome is that they 
are able to do this for audiences across the world, across 
delivery platforms like movies, theme parks, media net-
works and a merchandise range.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The key challenges include: breaking out of the rut of 
‘sameness’ in content, improving the value mix on Ad-Ex 
revenues, and protecting the ‘share drain’ towards digital 
spends. The FTA segment grew disproportionately last 
year while the advertiser value correction for this distinct 
set of audiences lagged behind. It is important for us to 
better monetise this added value in the FTA segment.
Growing subscriber ARPUs in a country that is not at-
tuned to paying a premium for quality content will contin-
ue to be a challenge. Lastly, driving loyalty for brand Zee.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? 
Entertainment consumption meshing (that is, simultane-
ous consumption/interaction on twin screens - TV and 
mobile) and stacking (that is, catching up on the same 
content sequentially/at different times across these twin 
screens) are becoming second nature to TV audiences. 
Easy availability and accessibility of the data hosepipe 
has escalated this behaviour. It will increase further. 
Viewers now fill idle time or ‘wait time’ with their favourite 
shows and movies on-the-go. They’re actively seeking 
and discovering more about their favourite content on the 
second screen. They’re also very vocal about their opin-
ions on their favourite content online.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
Viewers in larger markets have many options and our 
marketing helps them navigate through the choice di-
lemma. In tier II towns and below, the choices are limited; 
the challenge is triggering a shift away from their current 
viewing habits. 

MARKETING  
What’s the toughest part of a being a brand marketer?
As marketers, we have been talking about engaging, 
rather than interrupting, consumers for a long time. 
Channel fragmentation and increased competition for 
attention has made this more important than ever, par-
ticularly when targeting younger consumers who actively 
block advertising pitches. These audiences are turning 
cynical towards innocuous brand pitches pushed onto 
them under the garb of ‘engaging content’. 
Consumers are no longer impressed with just product 
benefits; they’re gravitating towards brands with a pur-
pose. It has become important to push a new, culturally 
relevant dialogue. 

As a marketer in the digital age, what is your biggest 
nightmare?
The biggest nightmare is the false sense of measurability, 
actionability and control being created by the data hose-
pipe. Marketers are using the multitude of matrices avail-
able as a drunken man uses lamp-posts – for support 
rather than for illumination.    

ADVERTISING  
What is your lead medium of communication today? 
Which medium do you use least? 
Our lead medium of communication continues to be our 
own platform – TV. Digital is a good support medium to 
drive continuous engagement and dialogue with con-
sumers. This focus on TV as the core medium and digi-
tal as the engagement medium has led to a significant 
decrease in the use of some passive and ‘storytelling-
unfriendly’ options like print.

Are you open to paying agencies a pitch fee?
Great quality comes at a price and we have always 
paid for that delivery. By committing to a pitch fee, one is 
forced to make a conscious choice to pick the most worthy 
partner. Paying money for the process is better than the 
usual shallow, beauty parade that happens in the name 
of pitching.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Our relationship with our creative agency is about long-
term brand custodianship, not an opportunistic transac-
tion for that “next big clutter breaker creative”. The size 
of our business makes it impossible for a single agency 
to manage the mandate effectively. This is why we have 
consolidated our relationship with two full-service part-
ners, Lowe Lintas and Publicis.
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