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today, cars not only help you 
move from one place to another, 
but also talk to you.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Work has been keeping me busy for quite some time now, but re-
cently, all my old batchmates from college planned a get-together – 
the outing really helped me unwind. We went to Himachal Pradesh 
and spent some quality time together. Some of us were meeting 
after a decade and it is really nice to have such warm friends around 
you in life.  

If your brand were an animal, what would it be - and why? 
For nearly 80 years, Brand Jeep has drawn adventure seekers, 
idealists, vagabonds and visionaries to its front door. The brand 
has become synonymous with being able to help you go anywhere 
- spiritually, emotionally or physically. It’s difficult to match these 
attributes to just one animal.

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 is keeping pace with changing market dynam-
ics. The first five months of 2019 were difficult for brands across 
categories. We look forward to the second half of the year, in the 
hope that buying sentiments will pick up. We’re looking forward to a 
good monsoon and a super festival season.

Jeep is an experiential brand. My biggest learning is – keep all 
communication and activities customer-centric and focus on giving 
people extraordinary experiences.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
The automobile category is a high involvement one, with social 
media and online research playing a big role in decision making. 
Technology is becoming a big part of automobiles. Today, cars not 
only help you move from one place to another, but also talk to you 
and understand your behaviour. These new trends do impact con-
sumer behaviour. Time will tell how Indian consumers accept new 
technologies and how these technologies adapt to human demands.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months? 
Jeep is a global premium SUV brand. The brand is desirable and at-
tracts buyers from all walks of life. Millennials are definitely future 
jeepers. Even today, they are big influencers within families and 
among friends. 

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? 
Brands have so much to learn from the past. I guess audiences 
today are well read and educated on various topics. Everyone has a 
different lens to view a piece of communication, and social media 
gives people freedom to instantly express what they feel. In such a 
scenario, brands need to be more responsible and must stay true to 
their core values.

If you could advertise on only one medium for the next 6 
months, what would that be - and why? 
Digital, without any doubt. Digital offers such varied platforms with 
precise targeting to spread the campaign message. This flexibility is 
not possible on any other medium.

What do agency partners grumble about most, today? 
I see a lot of talent when I interact with my agency teams. They 
are passionate about trying out new things and making an impact. 
Timelines and pressure, at times, might be a gripe, but I think that 
has now become part of our daily lives. Agencies work hard and 
party harder. n 
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