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especially in rural markets.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I recently went on a family vacation to Thailand and tried scuba div-
ing for the first time. It was a fascinating and thrilling experience.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable. 
I have always admired Mr Kishore Biyani, founder of Future Group, 
one of the biggest Indian conglomerates. He has come a long way, 
from running a simple apparel retail business to founding Panta-
loons to dabbling in film production. What I admire most is that 
Kishoreji has never been afraid of failure. He has always dreamt big, 
has led by example, and broken records every time.

If your brand were an animal, what would it be - and why?
A lion, because we have the lion’s share in the market, and want to 
continue being ‘king of the jungle’.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it? 
The biggest challenge we face is managing the massive opportunity 
and growth that’s coming from the explosive e-commerce channel. 
We need to continuously monitor this channel and customise our 
products accordingly. We are exploring the introduction of ‘exclu-
sive’ offerings for the e-commerce business.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
We have observed the impact of seasons on our business. A good 
monsoon boosts consumption in general, especially in rural mar-
kets. Likewise, various government policies like infrastructure 
development, an increase in farmers’ income, and employment 
generation, lead to huge growth rates for us.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Millennials and housewives have always been our key audience, and 
we believe both these segments will continue to drive growth for us 
in the future as well.

Nowadays brands get trolled all too frequently on social media. 
As a marketer, have your views on trolling changed in the last 

couple of years?
I have witnessed both the positives and negatives of brand trolling. 
Things have become extremely sensitive in the recent past. Social 
media is a scalable platform for consumers to express their views 
on brands. While consumers are well within their rights to criticise 
brands that give false information or make false promises, trolling 
can also negatively impact brands that are trying to convey genuine 
messages.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Even today, television is the largest mass medium, with wider expo-
sure and reach compared to other mediums. Television has per-
vasiveness, impact and targeting abilities, across urban and rural 
markets. n 
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