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After a ‘downtime’, our association with the 
Rising Pune Supergiants for two seasons 
helped us get great reach and impact.
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PERSONAL
Who is your biggest professional mentor?
I don’t think I can answer this question without acknowl-
edging the selfless guidance provided by my wife all 
through my professional life. Besides her, I would ac-
knowledge Prasad Pabrekar (owner, Spykar), without 
whom I would not be what I am.

If not a brand marketer, what would you be?
I can’t imagine myself being anything other than a brand 
marketer.

Name a brand (other than your own) you admire. And 
tell us why.
Old Monk. I just love the way the brand has established 
itself; it has a cult following and consumption of the 
brand cuts across all demographics.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Challenges are: New/international brands and formats 
entering the market, lack of retail space with the right 
rentals, aggressive promotional activities through sales, 
the consumer is always looking for a bargain and is 
ready to wait rather than buy on impulse, and brand loy-
alty is not there anymore.

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 are spoilt for choice, thanks to e-commerce 
portals. They are constantly looking out for bargains and 
offers. They do not want to compromise on the quality of 
the product/service, and are price-sensitive as well.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
We have observed that influencer marketing and ads in 
local newspapers work well in smaller towns. In cities, 
strategically placed outdoor hoardings help build the 
brand image. Social media is gaining traction due to 
increasing internet penetration.

MARKETING
What’s the toughest part of being a brand marketer?
It is essential for us to be in sync with the youth, break 

clutter through engaging brand content, identify the right 
medium to communicate with the target audience, and be 
relevant as a brand.

Name the biggest professional hurdle you faced  
recently. How did you tide over it?
We faced a ‘downtime’ for four to five years, which led to 
low visibility and low brand recall. However, our associa-
tion with the Rising Pune Supergiants IPL team for two 
seasons helped us get great reach and impact.

As a marketer in the digital age, what is your biggest 
nightmare?
The attention span of today’s youth is very short. Creating 
the right content to engage with them is a challenge. It 
has become difficult to understand whether the ads that 
we run are seen by the right target audiences. Measuring 
the impact of our creatives and content is a challenge.

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
We use print, OOH, digital (social media, YouTube and 
SMS), activations (events and sponsorships) and in-store 
radio. TVC is something yet to be explored.

Are the best creative minds still in advertising?
With easy access to information and an attitude to  
explore, we are seeing more creative minds across  
functions.

Are you open to paying agencies a pitch fee? 
The idea of a pitch is to gauge how aligned the agency 
is with the brand’s expectations. To pay them a pitch fee 
would not be right as they are doing this to win the ac-
count. Agencies should try to establish a long term asso-
ciation with the brand.
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