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PERSONAL
Who is your biggest professional mentor?
Anil Kapoor (chairman emeritus, FCB Ulka), for standing 
up for his convictions against the toughest odds.

If not a brand marketer, what would you be?
A poet, a curator of ideas. 

Name a brand (other than your own) you admire. Why?
Indigo Airlines. For the courage to stand for a sharply 
defined promise, living up to it and developing a brand 
personality while ensuring consistency and uniformity in 
execution. 
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
Ensuring that consumers continue to regard The Times 
Of India as the most comprehensive curator of validated 
news in the face of other news sources falling over each 
other in a hurry to break news first and perhaps falling 
prey to invalidated information from time to time. 

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? To 
what do you attribute this?
Previously, newspapers were relied upon to merely in-
form. Today the need for perspective is growing. 

Which product segment out there impacts trends in 
your category most? Why?  
Social media is abuzz with incomplete information, big-
oted opinions, falsehoods and rumours. The business of 
real news is being impacted by this phenomenon. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
As the largest English newspaper in the world and the 
only national English daily, we cater to the upper crust of 
the Indian consumer. Their levels of awareness, need for 
information and perspectives are similar. Of course local 
news is relevant, and that varies from city to city. 
 

MARKETING 
What’s the toughest part of a being a brand marketer 
today?
The task of influencing the Indian teenager. With the 
world within keyboard reach, she is omniscient and unim-
pressionable. Getting her to listen, absorb and assimilate 
the brands’ point of view is the toughest challenge.

Name the biggest professional hurdle you faced recent-
ly. How did you tide over it? 
Being a national newspaper, how do you become more 
relevant locally, at the city level? By demonstrating our 
deep connect with local cultures, sensitivities, priorities 

and, of course, people. We have done this by making 
the content in our paper superior, as seen from the local 
prism, and through some insightful marketing.

As a marketer in the digital age, what is your biggest 
nightmare?
The internet is designed to react to a consumer’s brows-
ing and searching pattern. Consumers are therefore 
encountering what they want to see. This leads to harden-
ing of opinions on increasingly narrow spectrums, which, 
I suspect, is the reason for the rise of dogma in our world.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Print is the best medium for a quick build up of reach 
and impact. TV is still the biggest reach builder. Digital 
is amazing at creating brand immersion and experience 
through interactivity. Radio and outdoor continue to play 
the role of ‘reminder media’ very effectively. I choose me-
dia depending on what I really need from my campaign. 

Are the best creative minds still in advertising?
Advertising is a passion business. While the industry 
is being wrung dry on the remuneration front, enough 
passionate generals and foot soldiers continue to keep 
the flag flying high. Take for instance our presence at 
Cannes this year and the fact that the Pandey brothers 
were gloriously feted by the international community. 

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’ve been an adman all my life and formally entered mar-
keting only recently. I have immense respect for advertis-
ing professionals who demonstrate passion, conviction 
and perseverance, without which great ideas cannot be 
nurtured. 

Are you open to paying agencies a pitch fee?
I think pitching itself is a wrong practice. Agency selec-
tion should be on the basis of their credentials. I say this 
because hardly any pitch creative ever sees the light of 
day. So what was being assessed? It is a colossal waste 
of time, energy and money both of the agency and the 
marketer. 

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It depends entirely on the portfolio that I handle. Cam-
paigns across the portfolio can be concurrent, sometimes 
competing, or even conflicting with each other. In that 
case, different agencies handling separate portfolios may 
be advisable.
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