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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I love music! Last year, I was fortunate to be part of a musical based 
on Freddie Mercury’s work. I had to audition to be part of the cho-
rus, and had a blast singing all the classics. We even managed to pull 
off the difficult Bohemian Rhapsody! Of course, I had to look the 
part as well – I was styled to look like David Bowie, which my team 
found hilarious.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
I find Byron Sharp’s work incredibly powerful. His empirical, data-
backed approach to marketing has challenged many conventional 
beliefs. I admire the rigour and objectivity his scientific approach 
brings in, without curtailing the art and creativity in marketing.

If your brand were an animal, what would it be - and why?
Interestingly, not so long ago, we asked a few consumers the same 
question. Most of them said KFC could be a horse – not a chicken! 
For its strength, agility, grace, loyalty and lineage.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
The big shift towards digital as a medium and the strengthening of 
food aggregators have been two rapid changes. Thankfully, we’ve 
already been evolving from a purely brick-and-mortar, TV-led 
appraoch to an omnichannel, multimedia approach. Being agile in 
response to change, at an organisation level, has been our biggest 
learning.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Macro-level forces like the economy and consumer sentiment affect 
most categories, including ours. These factors are, mostly, not con-
trollable. Aspects like seasonality and cultural events, like festivals 
and cinema, also have a direct effect on our business. We plan our 
calendar and campaigns accordingly. Lately, digital technology is 
impacting most industries.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Our consumers are largely millennials who love to experiment with 
food and are always on the look-out for value and variety in their 
eating-out experiences. We cater to all demographics but our focus 
will remain on millennials.

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?
Consumers today use trolling not so much to condescend a brand or 

person, but to make their opinion heard. They are very vocal about 
their likes and dislikes, and, perhaps, are getting creative in their 
manner of expression. Thankfully, we take our chicken very seri-
ously, but not ourselves. Everything that we put out there has a KFC 
twist to it; be it memes, gifs, sharp and witty posts on trending top-
ics or chicken jokes... we do it all.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Television helps brands reach mass audiences. However, the pat-
tern and means of consuming information have changed. India is 
now the world’s second-largest smartphone market, with half-a-
billion mobile users. Millennials, who are our core TG, have almost 
doubled the amount of time they spend online, as compared to a few 
years back. So, my medium of choice would be the ‘screen’!

What do agency partners grumble about most, today?
Given the fast pace of change, it’s the timelines! n
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