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What’s the most interesting thing you’ve done outside of work in 
the last 12 months? 
I travelled to Europe, Switzerland and Spain with my family. When 
we were in Switzerland, for the first time, we did a road trip to the St 
Bernard Museum which is dedicated entirely to their national dog. 
Considering that we are an animal-loving family, it was quite the 
experience for us!

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
That’s a challenging question...

If your brand were an animal, what would it be - and why?
If my brand were an animal, it would be a horse. They are incredible 
creatures – powerful and intuitive.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
The last five years have been dynamic for us and our pace of growth 
has been incredible. However, this growth comes with its own set of 
challenges. You need to work harder and faster in order to keep up 
with and maintain that pace. You can’t sit back just because you’ve 
achieved a certain level of growth; you need to do what has to be 
done in order to maintain that pace.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example. 
Purchases in our category are mainly impulse-driven. Top of mind 
brand recall, visibility and distribution are some of the external 
factors that determine consumer behaviour in our category.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
That depends on the portfolio. Our portfolio has a wide target audi-
ence and the youth is definitely a key brand growth driver in our 
segment.

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?
As a brand, we have not personally experienced trolling. Social 
media has become a place for people to express their views freely. 

A few years ago, if someone expressed feedback about our brand, 
there would be nobody around to listen to it. Now, it has become a 
place of conversation between the brand and consumer. If we had to 
use social media to talk to our customers, we would do it to address 
them on a personal level.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
If we could advertise on only one medium, it would be television, 
without a doubt. Ours is a mass brand so television offers visibility 
and huge levels of penetration in a way that is cost effective.

What do agency partners grumble about most, today?
Our agency partners don’t grumble at all! n
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