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Even with such deep penetration, we had 
consumers in rural areas who were not 
aware of Fevikwik - or its usages.
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PERSONAL
Who is your biggest professional mentor?
My biggest professional mentors are my customers and 
consumers who have taught me the best lessons in man-
agement and marketing.

If not a brand marketer, what would you be?
I would have been a mining professional as my basic 
qualification is mining engineering. 

Name a brand (other than your own) you admire. Why?
I admire Dove for the message of real beauty for women, 
and the consistency it has maintained in its positioning.

CATEGORY 
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge for our categories is consumer ed-
ucation and growing the market. Even now, only 10 in 100 
houses do water-proofing in the proper fashion, and this 
is despite consumer awareness about the need for water-
proofing. The challenge is to be proactive in introducing 
new adhesives and to keep pace with new substrates and 
changing work habits of contractors and carpenters.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Consumers are using digital mediums to seek informa-
tion, contacts, look for furniture designs/art and craft 
recipes online. This is the result of easier, cheaper digital 
access, convenience, and digital initiatives taken by our 
brands Dr. Fixit, Fevicol and Fevikwik.

Which product segment out there impacts trends in 
your category most? Why? 
Our categories are impacted by bigger trends like eco-
nomic activity, real estate growth, growth in the construc-
tion industry, number of new houses being built, as well 
as by the disposable income in the hands of  consumers 
to do home renovation/repairs.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
The marketing task in Tier II and Tier III markets has a 
lot to do with increasing category awareness and usage, 
since there are a large number of consumers in these 
markets who are non-users or low users of our products. 
The other task in these markets is to increase access to 

our brands through deeper and wider distribution and 
training of our end-users in usage of our products.
 

MARKETING 
What’s the toughest part of being a brand marketer?
To keep pace with changing customer needs and to 
match it with technology trends.

Name the biggest professional hurdle you faced recently?
Even for a brand like Fevikwik with deep penetration, we 
still had consumers in rural areas who were not aware of 
the brand and its usages. We overcame this challenge 
with insightful communication, focused media strategy 
and on-ground activations. 

As a marketer, what is your biggest nightmare?
The fear for a marketer is to lose touch with the new gen-
eration of consumers and their wants, desires and habits. 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We still have the task of growing our categories by increas-
ing awareness and TV remains the most efficient medium. 
We use radio less as our messages are more info-loaded.

Are the best creative minds still in advertising?
With the advent of the digital medium, and fragmenta-
tion, good creative minds are present in other fields like 
films, digital and designing.

In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 
Our relationship with our creative and media partners, 
Ogilvy and Madison remains a relationship of respect, 
openness, risk-sharing, and taking full ownership. One 
must-have quality for an agency is speed of response.

Are you open to paying agencies a pitch fee? Why?
This situation has not arisen for us.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
It is always good for any business to work with the best 
minds in the field, be it creative, media, digital, or design. 
And these best minds could be anywhere — in one  
agency or multiple agencies.
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