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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Being a firm believer in India’s rich heritage, I decided to take to 
natural solutions for stress management last year. I have started 
practising naturopathy, meditation, yoga and pranayama reli-
giously to de-stress, detoxify and bring positive changes in my life. 
These have not only improved my health, but have also affected my 
thought process, value system and work efficiency. 

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
I admire Mr Rajiv Bajaj immensely. I love attending his sessions 
and watching his videos. He is an extremely frank, honest and vivid 
orator. His concepts about business and marketing are clear and 
he articulates his thought process extremely well. He has success-
fully implemented various insights of management gurus in actual 
practice. Today, under his dynamic leadership, Bajaj Industries is 
one of the fastest growing auto companies and has made its mark at 
the global level too.

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, or other marketers, are facing is devel-
oping brand recall in a cluttered media environment. Media con-
sumption habits of consumers are changing very fast. Earlier, TV 
was the single most dominant source of entertainment. But now, 
consumers’ time is fragmented between TV, digital and mobile. At 
the same time, TV is becoming heavily cluttered with the advent of 
new advertisers and the increasing spends of existing clients. 

Every consumer is exposed to hundreds of ads on a daily basis. 
Consequently, it is becoming difficult to build brand recall amid so 
many ads. Even if consumers notice the ad, it is not easy to create a 
connect with them. To bring the brand into their consideration set, 
you must have a differentiating proposition.

The learning we draw from this is that it is difficult to build 
a brand by relying only on TV media. One needs other means of 
brand building activities to support communication on TV. An 
integrated communication mix (including BTL, digital and mobile) 
is important. 

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
We have observed a preference towards Indian and natural prod-

ucts. This love for ‘Indian-ness’ has impacted our brands favour-
ably. We’ve all grown up with certain tastes, and when we find the 
same tastes in a branded, hygienic form with value additions, it gets 
immediate acceptance.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Different brands have different growth segments. We can see an 
increasing acceptance for our brands in lower socio-economic 
groups. This is due to the increasing penetration of media in the 
interiors, rising aspiration levels and increasing income levels in 
lower NCCS segments. 

The share of NCCS A, B and C has increased from approximately 
59 per cent as per IRS 2017 to 62 per cent as per IRS 2019. The share 
of NCCS D and E has decreased from 41 per cent as per IRS 2017 to 
38 per cent as per IRS 2019. This means more people have moved 
into the upper NCCS segments. While our brands are doing good in 
NCCS A and C segments, a lot of potential for growth exists in lower 
NCCS segments too.

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?
Trolling definitely impacts brands, mostly momentarily. But some-
times, it may have a more long term impact. Good brands have both 
positive and negative advocates. Sometimes negative trolling fuels 
positive advocacy too. Thankfully, consumers are mature and evolved 
these days, so most of the time, trolling is not taken too seriously.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
For our established brands, it would be digital. We are extremely 
bullish on influencer activity as it is credible and can generate im-
mediate sales. It worked for our Pulse candy brand. However, to 
generate positive advocacy, the product has to be great. Consumers 
nowadays check other consumers’ opinions on products and ser-
vices before purchasing. The feedback of micro-influencers may be 
more relevant and credible than claims made by celebrities in ads.

What do agency partners grumble about most, today?
In advertising agencies, the acquisition and retention of quality 
talent across all functions (creative, strategy and client servicing) is 
one of the biggest challenges. n

15


