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the luggage industry is driven by 
the way the audience travels and 
the kind of bags they carry. 
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Spending time at my village gives me great insights about life be-
yond cities.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
It is difficult to name one but if I had to, then it would be Seth Go-
din. I admire his honesty and authenticity.

If your brand were an animal, what would it be - and why?
Brand VIP has been a faithful companion on the travels that most 
Indians have taken in their lives. For this faithful companionship, I 
think VIP can be best associated with a dog.

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 has been to get the positioning for our brand 
relaunch right. We had to be careful as we wanted to retain our 
existing buyers, but also attract new ones. With this revamp, we 
wanted to change the customer’s perception of VIP, position it as a 
contemporary brand, and make it relevant for a younger cohort with 
a new philosophy ‘Hello Holidays’. The relaunch also included the 
unveiling of a new brand logo and identity, a new consumer propo-
sition and a new collection. 

Apart from VIP bags, we also introduced a new campaign for 
Skybags (‘Always a Star’ with Varun Dhawan), a new spring summer 
collection for Caprese, and some new products for Carlton. Plan-
ning all of this has been challenging and exciting.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
The luggage industry is driven by the way the audience travels and 
the kind of bags they prefer to carry with them. We have identi-
fied that there is a different kind of bag for every individual. Over 
the years, we have identified different kinds of personalities and 
individuals and have created bags for them – Skybags and Caprese 
for youngsters, Carlton for business travellers, VIP bags for families 
and Aristocrat for budget-conscious frequent travellers. Weddings 
and holiday seasons used to be and still remain the major drivers 
for us, due to the increase in demand during those times. 

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Millennials are an important part of our target audience. Specifical-
ly, Skybags and Caprese have a young fan following, so youngsters 
are the right fit for these products. We recently launched a campaign 
for VIP bags targeting young couples and new-age families so there 
is no doubt about how important millennials are to us; they form a 

big part of the demographic we target.

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?
I believe the important part is to keep a positive attitude. There is 
an audience that encourages our initiatives and we appreciate that. 
Trolling has changed too much in the last few years and going for-
ward, we don’t see it reducing. But we have to learn to deal with it.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Television is an important part of our media planning but as our 
TG increases, digital and outdoor also play an important role in our 
marketing mix.

What do agency partners grumble about most, today?
Every agency has its own issues; I don’t think there is just one com-
mon complaint across agencies. n
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