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PERSONAL
Who is your biggest professional mentor?
The people that I work with teach me a lot. There is  
nothing better than on-the-job training. I believe in  
practical learning, compared to theoretical learning.

If not a brand marketer, what would you be?
I spent the first eight years of my career in sales, so if not 
brand marketer I guess it would be sales and distribution 
for me. Or, I’d be in the creative space somewhere, maybe 
in film making or direction.

Name a brand (other than your own) you admire.  
And tell us why.
Apple is one of the brands I admire. It’s a perfect mix of su-
perior product and impact marketing. While the product of-
fers the best quality and experience, the communication is 
precise, not in-your-face, and keeps the brand aspirational.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The economy has gone through many changes. From de-
monetisation to GST, and now fuel prices. I think it’s time 
for things to settle down. It’s time for an upward trend. 
One of the biggest challenges all marketers face is the 
ever-changing market dynamics.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
In the automobile segment the major shift is towards tech-
nology and features. Today customers look for a complete 
package in a car — safety, comfort, convenience and a bit 
of swag value as well — at an affordable price. This can 
be attributed to the number of choices today available in a 
set price bracket. For example, in the price bracket of `5-10 
lakh, a buyer has more than 52 option to choose from.

Which product segment out there impacts trends in 
your category most? Why?
Currently, the Jeep Compass fits into the `15-20 lakh 
bracket and has almost 84 per cent of that segment. So 
honestly, as of now, Jeep Compass sets the trends. Com-
petition is gearing up in this segment and it will be inter-
esting to see how things change in 2019.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
The gap between Tier 1 and II is diminishing. For a pre-
mium brand like Jeep the audience profile, and conse-
quently our strategy, does not change drastically. Our 
customers are well-educated, well-traveled and under-
stand premium brands. Right from fit and finish, they 
understand everything. Tier III markets as of now are very 
low contributors but we talk to these audiences through 
experiential events and direct contact programmes.

MARKETING
What’s the toughest part of being a brand marketer?
Keeping pace with the constantly changing media land-
scape and monitoring ROI. Keeping the brand relevant 
while staying true to its core values is tough in a highly 
competitive space.
 
As a marketer, what is your biggest nightmare?
Digital has simplified marketing to a great extent. The 
depth of analytics and ROI is encouraging. The night-
mare could be – social sentiments going wrong. While it’s 
a great tool that reaches millions, people need to filter 
information and verify facts before sharing anything.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Every medium has a role to play and usage depends on 
the type of communication and objectives. As of now print 
and TV are the lead mediums, followed by OOH and  
digital. Radio is part of our regional campaigns.
 
Are the best creative minds still in advertising?
Honesty, no. I feel somewhere business targets, profit-
ability and cost-cutting are affecting the creative output. 
Young creative minds need a free hand and a bit more 
authority to do great stuff. 
 
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? 
I don’t share a client-agency type relationship with my 
agencies; it’s more like team work and partnership. We 
jointly decide on the strategy. The one must-have quality 
for an agency today is – they must understand the ground 
realities. Agencies must act like business partners and 
must contribute to business development.

Are you open to paying agencies a pitch fee? 
There is a lot of effort agencies put into a pitch process. I 
am okay to pay a pitch fee, which can we mutually agree 
on. However, I have sat through pitch presentations where 
the agencies have not done any ground work, not under-
stood the task, nor have got their best people involved in 
the pitch. In those cases, I will hesitate to pay any kind of 
fee for their participation.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
One full-service creative agency is always preferred. The 
brand remains protected, communication is consistent and 
there is more accountability. Agencies must ensure the best 
creative people work with them and stay tuned for a long 
time. Frequent changes in leadership may not go down 
well with brands looking for consistency.
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