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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Bolivia’s Salar de Uyuni is probably one of the most interesting 
things I have done, not just in the last 12 months, but in my life thus 
far. It’s the largest salt flat on earth and being there feels like being 
on a different planet. For me, it was an unforgettable experience. 
Everything around us was made of salt and the fact that the country 
has kept everything so pure, pristine and beautiful is a revelation. 

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
RB has always stood for purpose-driven initiatives that make a 
difference to people’s lives. Our aim is to create a cleaner world by 
bringing innovative solutions to billions of homes through behav-
ioural change and education. We were the ‘swachhta partners’ at the 
Maha Kumbh 2019. Maintaining hygiene and sanitation on-ground 
was a tremendous challenge. To sensitise and educate Indians about 
toilet hygiene was an even bigger challenge. We used multiple me-
diums to reach out to the people, including traditional methods like 
‘nukkad nataks’, wall paintings with direct messaging and posters 
inside toilets.

The team learnt a lot at various stages of this mammoth task. We 
learnt how to manage millions of people from different countries 
and backgrounds, for example. We also realised that as a brand, it is 
our responsibility to educate as many people as we can about living 
healthier and cleaner lives.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
India is growing at a rapid pace, digitally. Smartphone penetra-
tion is growing much faster in rural India and non-metros. With an 
overall penetration of 40 per cent, social media platforms are one 
of the biggest driving forces that are fuelling this growth. Consumer 
preferences and buying patterns are evolving as per the digital 
communities that they are a part of. With visual content playing a 
dominant role with consumers, user experiences, reviews and rat-
ings have become increasingly significant.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
With a range of brands in our portfolio, like Harpic, Lizol, Vanish, 
Mortein, among others, our consumers are not limited to millen-
nials, but fall across age groups. The key demographic that will 

be driving growth for us comprises individuals who are seeking 
hygiene and home care products that are efficient, effective and 
truly deliver the brand promise. They are consumers who purchase 
products that make them feel home proud and understand that 
cleanliness leads to a healthier lifestyle.

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?
While the social media boom has made communicating with con-
sumers easier and faster in real-time, the challenge of being trolled 
is faced by brands on a daily basis. The situation, if not handled 
sensitively, can lead to disregard for the brand and/or the indi-
vidual. It would be best to respond respectfully and take the con-
versation offline, but there might be times when it would be ideal to 
ignore the trolls if they are overtly disrespectful.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
While every medium is important for us in terms of reaching out to 
our audiences, television continues to be the most effective me-
dium in India to gain maximum outreach. This medium is ideal for 
creating awareness and maintaining brand equilibrium. 

What do agency partners grumble about most, today?
Consumer attention is short lived and that’s our biggest challenge. 
Trends, preferences and loyalties are changing. While this is a chal-
lenge, it also motivates us to deliver better products and solutions. n

11


