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Associate Director and Head - Marketing | Policybazaar.com
and Paisabazaar.com
We work hard to acquire customers and
there is a cost attached. It should be the
same for agencies.

INDIA'S NUMBER ONE
FINANCIAL DESTINATION
9.2 million app installs* | 3.7 million unique desktop visitors**

*Source: Playstore & Appstore **Source: comScore India, May’18
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PERSONAL
Who is your biggest professional mentor?
Identifying just one individual is a mammoth task and
an unfair one as well. However, a big influence has been
the former Indian cricket captain Rahul Dravid. His
conduct on and off the field has inspired me. I have tried
to emulate his ethics in my own professional life.
If not a brand marketer, what would you be?
I would try to pursue a career as a musician or a
screenplay writer!
Name a brand (other than your own) you admire. Why?
The insurance category fascinates me as a marketer,
mostly because it’s the kind of product no one wants to
buy. Insurance has always been considered a ‘push
product’. I closely track and have come to respect a
US-based auto insurance firm, Geico.

CATEGORY
What are the big challenges you see coming your way
in the next 12 months?
With the advent of new dissemination channels – digital
and mobile, mainly – customer attention span has reduced considerably. Therefore, the immediate challenge
is to sustain the momentum and the connect we have
established with the audience.
What’s the biggest change in the way consumers
approach your segment today, versus a year back?
To what do you attribute this?
Since our inception, we have been able to shift the way
consumers go about choosing (comparing online) and
buying insurance (offline to online). Over a period of
time, through our awareness campaigns, we have helped
change the outlook of people towards insurance.
In what way/s does your marketing strategy change
from tier I to tier II and III markets?
We are largely a mega-city brand, with 65-70 per cent
coming from tier I cities. While we have a robust digital
presence, we aggressively leverage the reach of TV, thus
establishing a pan-India presence.

MARKETING
What’s the toughest part of a being a brand
marketer today?
Think about Cadbury, one of the timeless brands. But did

you know that they had to go through constant change to
be relevant? It’s this ‘reinvention’ that established it as a
market leader over the years. That’s the roller-coaster that
every brand marketer has to endure – and this is also the
fun bit. How do you stay relevant, with the ever-changing
onslaught of consumer expectations, a younger TG,
diverging regional preferences, and abysmal attention
spans? That’s the billion dollar question!
As a marketer in the digital age, what is your biggest
nightmare?
Nightmare is a strong word! Keeping the audience engaged is a challenge. It is also an opportunity. If you are
able to establish a rapport with your audience, which
may be difficult in this era, they stay with you.

ADVERTISING
What is your lead medium of communication today?
Which medium do you use least?
For us, every medium has to pass the test of performance
to fit in our plans. Over time, we have been able to clearly
establish ROI on every dollar spent on TV (the highest
reach medium) and digital (the fastest growing medium),
which constitute 100 per cent of our media spends. For us,
outdoor and print have the weakest corelation to ROI and
therefore do not feature in our plans.
Are the best creative minds still in advertising?
Yes, of course. The work done by Ogilvy, Lowe, JWT and
other leading agencies has stood the test of time and
built several brands in our country.
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?
Most of our marketing work is done in-house, except
media buying and planning. One must-have quality for
agencies is to move beyond softer measurements, like
engagement rate, impressions delivered and GRPs, to
stronger business metrics.
Are you open to paying agencies a pitch fee?
Why/why not?
We work hard to acquire customers, and there is a cost
associated with it – that cannot be passed on to the customers. It should be the same case with agencies that
want to partner with us.

ASIA'S NUMBER ONE
BUSINESS APP
3.8 million monthly app users* | Best mobile app for business,
GSMA Asia Mobile Awards 2017
*Source: Google Analytics, May’18

