
YOGESH B. 
DUTTA
Chief Operating Officer | CP Plus

Creativity in advertising has become a 
challenge probably because Bollywood 
has taken away some of the best talent.

CONSUMER DURABLES AND COMPUTERS58



PERSONAL
Who is your biggest professional mentor?
I have always believed in looking around and analysing 
things myself, in being up to date with the latest trends, 
and staying relevant. That passion is what has always 
mentored me to define and achieve my goals.

If not a brand marketer, what would you be? 
I would have been an HR professional managing and 
motivating teams.

Name a brand (other than your own) you admire.  
And tell us why.
Maruti is a brand that has taken the onslaught of MNCs 
from across the value chain and yet excelled with its 
brand promise, reach, assurance and affordability, all 
while staying relevant to its customers.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The challenges are already on the way and are quite 
visible – all media platforms are losing their sheen, thus 
making the advertising job more difficult in terms of  
media planning, cost optimisation, and category focus 
with an optimum return on investment.

What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
When it comes to consumer behaviour in the security  
segment, things have taken a positive leap for sure.  
Security has become an integral part of new construc-
tions, government buildings, the enterprise sector and 
even homes. And the media has played a versatile role  
in making our category relevant across the entire  
value chain.  

Which product segment out there impacts trends in 
your category most? Why?  
Ours is a unique category which compliments various 
other categories while maintaining its own salience.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Essentially, Tier I and Tier II towns are low hanging  
fruit – they’re the most relevant markets for us. However, 
we do get benefits from the rub-off effects of all three 
markets, Tiers I, II and III.

MARKETING 
What’s the toughest part of being a brand marketer?
A brand marketer’s job is one of the toughest and most 
exciting jobs. Challenges include identifying opportuni-
ties from multiple mediums, and defining consistent and 
relevant strategies to ensure brand recall and customer 
engagement.

Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
This is confidential.

As a marketer, what is your biggest nightmare?
Digital marketing is a learning curve for everybody and 
brands are trying to play along in their unique way. In 
fact, everyone is following the digital space in hordes. 
Given the scope, potential, challenges and returns of this 
medium, we are treading cautiously to be as relevant and 
engaging as possible.
 

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
The on-air medium has been our lead medium of  
communication. We use print the least.

Are the best creative minds still in advertising?
Unfortunately, creativity in the advertising world has 
become a significant challenge. That’s probably because 
Bollywood has taken away some of the best talent from 
advertising. Today, creative people are struggling to live 
up to the whims and fancies of the customers. We see 
very few creative and relevant campaigns these days.

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? 
This is confidential.

Are you open to paying agencies a pitch fee?  
Why/why not?
No, because we are living in very competitive times.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
A full-service agency is a good value proposition, but it 
may not deliver the desired quality.
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