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PERSONAL
Who is your biggest professional mentor?
My skill set today is a consolidation of my learnings from 
my bosses across the companies I have worked for. 

If not a brand marketer, what would you be? 
I am a sports enthusiast and love automobiles and motor-
sports. So I would have either been a sports management 
consultant, managing sports personalities/clubs, or an 
automobile racer... it really gets the adrenaline going!

Name a brand (other than your own) you admire. Why?
I am a big Apple fan. They have always been ahead 
of the times in terms of technology, product design and 
product innovation. They have the most loyal customers. 
I appreciate the way they build buzz around their new 
products. They’ve built a perception that lets them com-
mand a good premium, on price.

CATEGORY 
What are the big challenges you see coming your way?
Post demonetisation, marketing budgets have been 
tight. There are huge pressures on revenues. This is 
likely to continue for a bit. For the intellectual properties 
and events that we have curated over the last two years, 
sponsorships have been a challenge. We have not been 
able to scale these on-ground events in a manner that we 
would have liked to. Additionally, we are expanding and 
launching more stations pan-India but so are our com-
petitors. We anticipate more aggressive competition. 
 
What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Consumers have a lot more avenues for entertainment 
and are spoilt for choice. Consequently, consumer loyalty 
towards brands is low. Today, one needs to have a very 
sharp, focused offering to keep them entertained and 
engaged. Media brands need to extend their offerings 
across different mediums to remain relevant. Digital has 
become the dominant medium. Radio has had to evolve 
to avoid becoming redundant.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We are a ‘Nat-local’ brand - a national brand served 
locally. For radio, a hyperlocal medium, one marketing 
strategy cannot work across cities. We customise our 
marketing plans basis the media consumption patterns 
of different cities. For instance, BTL initiatives have far 
higher engagement in tier II and III towns, as compared 
to tier I cities.

MARKETING 
What’s the toughest part of being a brand marketer?
Being innovative and breaking clutter, campaign af-

ter campaign. Also, across industries, there have been 
budget constraints due to the economic slowdown. It is 
becoming tough for marketers to meet their objectives 
with limited spends. 

As a marketer in the digital age, what is your biggest 
nightmare?
Digital – whether it’s Twitter, Snapchat, Facebook or 
Instagram – is evolving faster than marketers would like. 
Marketers need to be up to date. By the time one learns a 
platform, there is a new one... and audiences shift to them 
very fast.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least? 
We use a lot of OOH as it works well for radio. Over the 
last couple of years, we have also used a fair amount of 
digital. 
 
Are the best creative minds still in advertising?
Yes, in abundance. 

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? 
We expect our agencies to be in tune with what is rel-
evant, to give creative solutions fast, and offer commu-
nication that’s effective across mediums. The must-have 
quality for agencies is to constantly evolve with the TG’s 
trends, tastes and preferences.
 
Are you open to paying agencies a pitch fee? Why/why 
not?
While marketers do at times indulge in the malpractice of 
using pitches to get ideas, I think paying agencies a pitch 
fee is detrimental in the long run. If brands pay a pitch 
fee, then they will keep a limit on the number of partici-
pating agencies – and will consequently have a limited 
pool to choose from.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
One full-service creative agency surely makes a market-
er’s life easy, but working with multiple agencies comes 
with the advantage of getting varied creative minds to 
work on a brief. Many times, the digital agency may come 
up with an idea that’s better than the mainline creative 
agency’s idea. 
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