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The average age of the
luxury car customer is
about 40 years.
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What’s the most interesting thing you’ve done outside of work in
the last 12 months?
My wife and I are huge sports fans and are passionate about India
doing well in all sports, not just cricket. So, last May, we started
‘The Sports Drum’ to raise awareness for sports and promote sportspersons in India. This is just on social media at the moment and is
completely non-commercial.
Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable.
Karan Kumar, chief brand and marketing officer at Fabindia, for
the way he is transforming customer engagement and experience at
Fabindia, based on insights from various sources of data.
If your brand were an animal, what would it be - and why?
The leaping jaguar cat is already our brand logo and the design of
Jaguar cars exemplifies the cat’s qualities in terms of elegance, intuitiveness, dynamism and performance.
What was the biggest challenge you and your team faced in the
last 6-12 months - and what did you learn from it?
The luxury automobile market in India comprises just 40,000 units,
so the universe of people to target via any marketing activity is fairly
small. When it comes to driving customer engagement via content marketing, achieving reach and frequency for such a defined
customer set is quite challenging. Yet, through innovative audience segmenting and remarketing techniques, the team was able to
achieve great results for certain campaigns.
Over the last 18 months, we have been quite active in communicating relevant brand stories via content marketing and have
learnt the importance of keeping the content authentic, unique and
relevant to the defined customer set, and personalising the content.
It’s also important to have flexible plans that can be tweaked dynamically to achieve the desired results.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
One of the strongest forces that impact the luxury automobile
industry is government policy in terms of duties and taxes. While
the market has grown from 18,000 units in 2010 to 40,000 units,
today, this growth could have been much higher, had the luxury auto
industry received the right policy impetus. The growth has been
constrained by high taxes such as GST at 50 per cent for SUVs and
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48 per cent for sedans. This has also not been helpful in realising
the potential of creating jobs in this sector.
Marketers across segments have fetishised the millennial. But
hand on heart, which demographic will drive growth for your
brand over the next 12 months?
The average age of the luxury car customer is about 40 years. So, for
us, both Gen X and Gen Y audiences are important.
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?
Some brands have been trolled for taking up social causes and including them in their campaigns. I believe brands must be purposedriven and values-led; regardless of trolling, brands must continue
to drive relevant social messages. It allows brands to communicate
social benefits, beyond just functional and emotional aspects.
Land Rover, for example, has taken up the cause of raising
awareness about wildlife conservation in India and has been creating digital campaigns around this over the last 15 months.
If you could advertise on only one medium for the next 6
months, what would that be - and why?
Jaguar and Land Rover vehicles are known for their iconic design
and British luxury. Video is, perhaps, the best format to communicate this. As such, any medium that allows usage of video is always
part of our marketing media mix. If I were to select one medium for
the next 6 months, my pick would be television.
What do agency partners grumble about most, today?
One of the biggest challenges faced by agencies in India is the lack
of quality talent, especially in digital and overall strategy and
planning. n

