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PERSONAL
Who is your biggest professional mentor? 
Satjiv S. Chahil, ex marketing head, HP and Apple. He in-
fluenced the way marketing was shaped in Silicon Valley, 
by connecting technology to entertainment, sports, music 
and fashion.

If not a brand marketer, what would you be? 
A professional golf player, and then a coach. 

Name a brand (other than your own) you admire. And 
tell us why.  
Nike. It’s tremendous the way Nike defines its mission of 
“bringing inspiration and aspiration to every athlete in 
the world”. ‘If you have a body, you are an athlete,’ is the 
annotation. For years, the brand has been telling the sto-
ry of overcoming weakness. The confidence of the brand 
is contagious. ‘Just Do It’ is more than just a slogan.
 

CATEGORY  
What are the big challenges you see coming your way?
Micromax is focusing on diversification across newer seg-
ments like washing machines, air-coolers and more. The 
biggest challenge in the next 12 months is to build our 
presence in these newer segments. Also, to bring Micro-
max back in the top three brands of the country.

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 moving beyond the price versus spec. 
war. Instead, they are focusing on getting an enhanced 
experience. In a year, all smartphone players will be try-
ing to turn phones into a ‘life hack’ for consumers. A large 
chunk of our efforts will be concentrated on coming up 
with products and services which act as a solution to the 
needs of the consumers.

Which product segment out there impacts trends in 
your category most? Why?  
The `5,000 to `15,000 segment is the mover and shaker of 
the smartphone category, as consumers are upgrading to 
affordable smartphones. With increasing 4G penetration, 
affordable devices, aggressive offline expansion by key 
players, and a similar push by online platforms, the ‘af-
fordable smartphone segment’ will be most important.

In what way/s does your marketing strategy change 

from tier I to tier II and III markets?
It is difficult to define tier II, III markets. In a metro city 
like Delhi, we have consumers in Greater Kailash and 
consumers in Khanpur or Badli. So our approach chang-
es within a single city. We focus on TVCs and digital in 
tier 1 markets. Our strategy in tier II, III cities is more 
about handholding consumers to adapt to newer experi-
ences of technology.

MARKETING
What’s the toughest part of a being a brand marketer?
The hardest part is pursuing a deep understanding of 
your target market. I mean developing an understanding 
so deep that you know more about them than they do. 
Also, many times, we marketers impose our own views 
about a product/brand and assume that it might the 
same for the TG as well. Not doing so is a challenge.

As a marketer in the digital age, what is your biggest 
nightmare?
One of the biggest challenges is distracted consumers 
with fast-paced lives and short attention spans. We have 
to humanise brands in their minds.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least?  
Our lead medium of communication is fairly balanced 
between traditional (TV, print and radio) and digital (led 
by mobile marketing) mediums.
 
Are the best creative minds still in advertising? 
With integrated communication being the new way for-
ward, there is an abundance of creativity everywhere. In 
fact, the volume and scale of creative campaigns have 
significantly increased. Ideas can come from anyone.
 
Are you open to paying agencies a pitch fee?
No. India is still not ready for a model like this.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds? 
Multiple creative agencies have worked for us. Communi-
cation has evolved from being linear/one-dimensional to 
being multi-dimensional. Having multiple minds pitch in 
allows us to bring the best expertise from different seg-
ments together, and utilise the perfect mix of outreach 
and tactics.
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