YOU MAKE ‘EM, -
HE'LL SELL 'EM

He's your regular marketing
maverick. The only differ-
ence is that he has markeed
his way through an array of
industrles. While he tasted &
mix of sales and marketing
roles in FMCG by working
for corporations like P&G,
Reckin Benckiser & Dabur,
he leamt the an of immedi-
aie execution during his
stints at Hutchison Essar, in
the telecom space, He also
proved himself in Durables,
handling home appliances
marketing for BPL. Presently
driving Marketing & Con-
sumer Bxperience at Re-
ltance Retail, Peshwa
Acharya shares his adven-
tures and pearis of wisdom
gained from each industry. ..

Working in the FACG sector
teaches one. ..

,.a combination of sales and
marketng funcions, It is a
very structured environment
for leaming the essence of

marketing in its most classi-
cal form, Itis regimented s0
it's like a drill and young
people get 1o learn a lot ance
they work in this mdustry.
Early on, when you vrork in
sales. you learn a Yot about
the complexity of distribu-
tion in a country like India
Also you get o wavelalot -
so0 you Jearn a lot about the
marketing landscape, The
most crucial leammg from
the PMCG sector is that since
there is lirtle or no product
differentiation, the main role
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dustry which needs compe-
tent business professionals
with marketing acumen.

Tlecom works for people...
...whao exce! inimmediate
execution! You get your tar-
iffs agreed intemally at 1030
am in the moraing, by 11
am, you are briefing the
agency for the creative and
by 2 pm, the agency reverts’
to you with opiions that you

pa.k the best and release the

could go for and you have ta |

ing competition employed
emotional appeal by roping
in a popular cricketer in East
India 10 be their brand am-
bassador. I came up witha
simple stratcgy- 1 stuck with
the strang product proposi-
tion that we had a beter
network.

hiher
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grounds for almost every in-

more intensive when

you're marketing durables.

Tleamt a lot of personal
selling at the dealer point
when [ was with BPL. In
terms of brands, from a
marketing point of view,
the consumer benefit in
such a category is
usually derived

from a product
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What is it about these people who get a Kick out of venturing into the unknown
and have the gumption to try out new things? Kunal Guha speaks to two such

intrepid individuals

of marketing is to create
brands and create the per-
ceptusl differentiation. And
the skills acquired by work-
ing in this sector have al-
ways been m demand. HR
managers across industries
have always believed that
professionals from the
FMCG sector have a centzin
amount of rigour and basic
management skills which are
casily transierable across
other indusings. This is the
rcason FMCG companies
have always been poaching

samc instantly, So, it's all
about taking quick action.
When [ joined Hutchison Bs-
sar in 2000, there was a
cornrmon perception that a
cell phone is an expensive
gadget and not meant for
everyone. Also, our competi-
tor at that thme was leadhug
the pack, in terms of sub-
scriber base. So, it wes a big
challenge for me 10 change
conventional perceptions
and re-brand the product of-
fering. It became an even
bigger challenge as the lead-

That seems to have worked
as we became the market
leader with a Jarge margin,
Personally for me, as 1 was
handling a particular region
(as opposed o being the na-
tional marketing head), 1
also Jeamnt tricks of micro-
marketing and Regional
marketing , which were
worth learning, espedally as
aretall marketer

The disribution i less

...and the sales process is

amount of technical knowl-

edge since you need to
know the technical specifi-
cations that each product
may have. Also, overall cat-
egory profitabikty is always
under pressure and it's a
husiness challenge to man-
age profitability. Further
there are products in your
portfolio, whose demeand is
seasonal, like afr condition-
crs and relrigerators and
the marketing team hasto,
ensure de-seasonlising
sales,
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