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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Over the past 12 months, as a new mom, I have spent my time out-
side of work watching my little one grow. I am enjoying the joys of 
motherhood. It is a refreshing and beautiful experience. In addi-
tion, I also practise yoga, and occasionally try my hand at gardening 
whenever time permits.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/ 
him is admirable.
I have admired Indra Nooyi since my college days. Her thoughts on 
lifelong learning, emotional intelligence, and constant reinvention 
have guided me in my professional journey. She, to me, is a truly 
charismatic leader with an inspirational vision and the ability to 
unleash the power of her people. I relate to her views on the impor-
tance of communication skills in leaders, without which, compe-
tence, courage, confidence, and a moral compass can go waste.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
Consumer habits, behaviours and needs are rapidly evolving in 
today’s connected world. The consumer today demands a faster 
pace of innovation. They want brands that anticipate, not just meet, 
their needs. They are extremely vocal and expressive about their 
likes and dislikes. Content consumption habits are undergoing a 
paradigm shift, demanding a whole new level of creativity. Powerful 
storytelling will be a key differentiator in times to come. Spend-
ing quality time in consumer immersions on a regular basis to stay 
in touch will be more important than ever. I look at this changing 
landscape as an opportunity to connect with consumers better and 
engage in conversations versus a one-way dialogue. It is, indeed, an 
exciting time.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Consumers today are more connected, informed and demanding. 
They are constantly engaging with brands and influencers and are 
consuming content more than ever before. When it comes to per-
sonal health, consumers are becoming more aware and health-con-
scious. This has resulted in greater demand for health and wellness 
products. Consumers are also increasingly choosing brands that are 
a force for good. Therefore, when we launched our #TouchOfCare 
campaign for Vicks, we wanted to connect with consumers at an 

emotional level by redefining care through stories that have chal-
lenged stereotypes.  

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Vicks has a product portfolio that serves consumers across demo-
graphics. Millennials are the largest demographic group of young 
India. They are the chief wage earners in most families. They are 
digitally-savvy and more informed than the earlier generations. 
These consumers are trendsetters and will shape the future of me-
dia consumption. They are, indeed, the future growth engine for the 
economy and for brands.

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?
At Vicks, we believe that if the brand is true to its purpose, it will 
rise above the noise and emerge as a force for good.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Content is being consumed everywhere – across different screens 
of varied sizes. The lines between TV, digital and radio are gradually 
converging. I believe TV will continue to be relevant. It still reaches 
out to the mass audience in the most efficient way. Digital is grow-
ing rapidly with the advent of social media and OTT platforms. More 
than half-a-billion people are online and that is, by no means, a 
small number. Today, there is opportunity to constantly engage with 
the consumers seamlessly across platforms.

What do agency partners grumble about most, today?
Given the pace of change, agility is what is most required today. 
Our consumers are evolving and changing at a faster pace than ever 
before. Agility is a must in today’s world – this is a big change versus 
the past. Agility demands continuous engagement and an ongo-
ing dialogue. We are all collectively learning and evolving in these 
changing times. n 
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