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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
That’s a difficult one. Very recently, I drove more than 1,200 km in 
the hills in four days, something I had not done before.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Ruchir Sharma, for his ability to predict economic trends and his 
knowledge of markets.

If your brand were an animal, what would it be - and why?
An eagle – it’s a symbol of power, intuition, action and speed. They 
gracefully exhibit creativity and balance, with a sharp vision.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
The challenge lies in serving what resonates with the target audi-
ence. For example, when we launched our smart ceiling fan ‘Aero-
slim’ this January, the big question was around reaching out to our 
consumers in a way that would make them convert. Everything from 
messaging to formats to mediums was critical. While traditional 
distribution remained our mainstay, we put special emphasis on 
awareness, engagement, product display, training and service. We 
also leveraged online channels, teaser videos, a TVC across mass 
and impact properties, and print ads.

We learnt that Indian consumers are switching from value-led 
purchases to money-for-value purchases and don’t mind spending 
marginally more if the purchase makes their life easier and offers 
pride of possession. 

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example. 
Some of our products like fans and air coolers are seasonal in na-
ture – sales can get impacted by changes in weather trend lines. For 
instance, due to extended winter, demand was sluggish in the fourth 
quarter of last year. However, the heat wave across the country has 
brought demand back on track.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
While millennials will surely be a driving force, aspiration seek-
ing customers have no age bar. Smartphone adoption and growth 
in internet usage in the days ahead will come from the 50-plus age 
group, primarily females. E-commerce is blurring the urban-rural 
divide, and technology will be a big driving force. Home refurbish-
ment cycles are becoming shorter and these upgrades are an oppor-
tunity for us.

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 has become like a norm on the internet. It spares no one, 
not even brands. Fake accounts and bots add to the predicament. 
The way a brand handles a troll determines its social image. Brands 
must have an effective social media monitoring tool in place to keep 
tabs on trolls. While you cannot stop someone from trolling your 
brand, you can always choose how to react. 

Options include – ignore, troll back with grace and humour, or 
gird up your loins for further conversation. If someone trolls you for 
a slipup related to your product/service, then the best thing to do is 
to accept it, apologise and take the necessary action to avoid further 
trolling.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
That depends on the target audience and the task at hand. But given 
the nature of our business, I’d pick point-of-sale engagement and 
visibility.

What do agency partners grumble about most, today?
Business challenges have become more multifaceted and a lot more 
is expected of brands and marketers today. This is where some 
agency partners feel the heat of delivering what has been asked for. 
Problems include non-adoptability of new skill-sets, staffing snags, 
shrinking budgets, concerns about media transparency, data analy-
sis, communication gaps and other process related challenges. n 
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