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A pitch is an opportunity for agencies to 
learn about new brands and categories. It 
is a productive exercise. 
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PERSONAL
Who is your biggest professional mentor?
All the colleagues I’ve worked with in the last 21 years 
are my mentors. More than people, it is situations and 
challenges that are your biggest mentors. These days, I 
also put myself through the concept of reverse mentoring, 
wherein I take inputs from younger team members. 
 
If not a brand marketer, what would you be? 
I would be a fitness coach. 
 
Name a brand (other than your own) you admire. Why?
General Electric. Change/adaptation is in their DNA. 
They’re able to see the future in tough times. 
 

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
Jaquar Group is expanding in Europe, Africa, Middle East 
and South Asia. Every region is in a different stage of 
evolution, with different customer propositions and prefer-
ences. Adapting to local sensibilities and creating a sin-
gular premium imagery is a challenge... and opportunity.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Consumers today are accessing, processing and consum-
ing information about brands online. 

Which product segment out there impacts trends in 
your category most? Why?
The wellness and showering categories. The bathroom is 
being re-defined as a ‘wellness space’. People are  
spending more time there not just for hygiene-related 
reasons, but also to relax, re-create and get a sense of 
wellbeing. The concept of luxury too has changed; it’s 
now about creating wholesome experiences for oneself 
and spending precious time on oneself.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
We have three brands Artize (luxury segment), Jaquar 
(premium) and Essco (value). Strategies to reach out to 
Tier I , II and III markets will depend on the customers’ 
profile and needs. In metros, we educate customers  
about our products through our app and website. In Tier 
II and III markets it’s a combination of road shows,  
counter-promotions and local trade fairs.

MARKETING 
What’s the toughest part of a being a brand marketer?
Constantly adapting to market needs and keeping tabs 
on ground level information (retail customer interactions).
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Jaquar Group has a bath brand called Artize for the  
luxury segment. This segment is driven by the perception 
that in India luxury comes only through imported,  
designer products. Artize has been able to turn the  
tables, through its designs, quality materials, and  
awards (including Red Dot, Good Design, iF, and Plus X).

As a marketer in the digital age, what is your biggest 
nightmare?
Excessive use of junk messaging may make the digital 
medium repulsive.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We use 360 degree communication. But TV spends top the 
overall ratio. Digital has registered the highest percent-
age growth due to changing communication dynamics.
 
Are the best creative minds still in advertising?
Yes, of course. But all campaigns or promotions are the 
result of team work.
 
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? 
They’re more involved. I see all agencies as an extension 
of the marcom department. Content has to be planned 
and designed basis the medium – for example, retail 
posters or YouTube videos. The must-have quality is stick 
to your main craft - talk to customers in their language.

Are you open to paying agencies a pitch fee? 
No. A pitch is an opportunity for agencies to learn about 
new brands and categories. For agencies, the investment 
in a pitch is a productive exercise. 
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
That’s not possible in today’s scenario.
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