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Great advertising partners understand 
brands better than the brand teams 
themselves. It is the first quality I look for.
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PERSONAL
Who is your biggest professional mentor?
The consumer. Every opportunity that I get to interact  
with consumers provides experiential learning... be it  
the caring homemaker, the multi-tasking millennial  
youth, a teenager, or the new influencer – the kid at  
home. Their buying behaviour and purchasing patterns 
intrigue me.

Name a brand (other than your own) you admire.  
And tell us why.
Brooke Bond Red Label. It provides richness in  
advertising and offers an unconventional brew of  
modernity and tradition. Some of my best grounding  
and learning in marketing happened over the work  
we did crafting the brand strategy on this portfolio.  
What can be better than bringing people together over  
a cup of chai?  

CATEGORY 
What are the big challenges you see coming your  
way in the next 12 months?
To put it in military parlance, we live in a volatile,  
uncertain, complex and ambiguous (VUCA) environment. 
We must adapt to and accept challenges, enhance  
resilience and thrive in a consumer-driven market.  
Consumer preferences often change faster than the  
season; it is the testing bed for us as marketers to  
expect the unexpected and be prepared to keep pace 
with this dynamic environment and short attention  
spans.  

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Today, the breakfast market is influenced by a mix of 
nutrition and convenience. Consumers are becoming 
more health conscious and want convenient food as they 
are always on-the-go. Having said that, in terms of taste 
they still want what they have grown up eating; therefore, 
traditional food made convenient is on the rise. 

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
More than market tiers, adapting to regional culinary nu-
ances is critical when it comes to category development 
in food. Our primary task is to do category development 
in the breakfast business. 

MARKETING 
What’s the toughest part of being a brand marketer?
Staying relevant to rapidly changing consumer choices. 
Today, a plethora of options is quickly available, accentu-
ated by narrowing generation gaps and changing mind-
sets. With the increasing use of smartphones and apps, 
marketers have to develop digital skills to communicate 
effectively with customers. The real-time conversations 
brands have with people, as they interact with websites 
and mobile apps, have changed the nature of marketing.  

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
TV still remains the primary medium of efficiently reach-
ing consumers in India. The role of digital is growing, 
given the rise of smartphones and cheaper 4G connec-
tions. Digital platforms have become new-age platforms 
for marketers. Video is clearly the fastest growing me-
dium for us.

Are the best creative minds still in advertising?
Advertising in India has grown leaps and bounds in 
terms of both creativity and effectiveness. From purpose-
led work on traditional media, to performance marketing 
on e-commerce, the contribution of advertising is clearly 
visible.
 
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? 
Great advertising partners understand the brand bet-
ter than the brand teams do themselves. This is the first 
quality I look for in a creative partner. I also look for the 
ability to think idea-first. An integrated approach across 
traditional and new-age media is critical too.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Depending on the category, context and brand life-stage, 
one may choose to work with multiple boutique agencies 
or opt for an integrated approach.
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