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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
It was a visit to the forests on the border of Rwanda and Uganda in 
Africa. I spent half a day there with a group of gorillas – 20 of them 
with one leader! Gorillas are a bit unpredictable. So, there was some 
danger involved… it was a rare and thrilling experience.
 
Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Jony Ive, the designer at Apple. The admirable thing about him is 
his clear insight about consumer requirements and his boldness in 
betting on these insights even if they are not the prevalent design 
aspects.

If your brand were an animal, what would it be - and why?
Surely, a tiger – dominant, agile, aggressive, thrilling!

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 dealing with the way digital technol-
ogy adoption by consumers is impacting our marketing efforts. The 
Indian consumer is now connected digitally; this is altering the way 
they consume media and perceive different brands and products. 
Keeping pace with this behaviour and its impact on all our market-
ing efforts is a big challenge. The key learning is – marketers must 
keep an eye on changes in consumer behaviour and not assume that 
traditional methods will continue working.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
One force is the abundance of information. Today, almost 75 per 
cent of all new age consumers have already decided which car they 
want to buy, even before visiting a showroom. They have the power 
of information at their fingertips, and this impacts their purchase 
decisions. The opportunity, hence, is to re-examine the consumer 
journey at the beginning of the purchase cycle, that is, when it 
is more ‘digital exploratory’. That will make it easier to align the 
brand’s narrative to the customer’s own lifestyle and affinities.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Having grown up with better education, exposure and affluence, 

millennials break away from traditional attitudes and wield a huge 
influence on high-ticket purchases. Millennials will continue to 
stay an important segment. India is a young country with nearly half 
the population in the age group of 25-35 years. This demography 
will continue to drive volumes and growth for us in the future.  Be-
sides urban areas, growth will also come from rural areas or ‘Great-
er India’. With rising aspirations and affluence, rural consumers are 
mimicking urban consumers in their lifestyles and choices.

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?
Constantly listening to conversations on social and other digital 
platforms is the key to understanding the pulse of your audience. 
We have to be conscious about the messages we put across on social 
mediums, where share-ability is high. If these conversations are 
missed, the chances of getting trolled are very high. 

Knowing what the audience is expecting and talking about helps 
with quick mitigation strategies and crisis response. Among con-
sumers, awareness about brands taking notice of grievances on 
social has increased. This has led to an increase in trolling, as con-
sumers have realised that brands will respond.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
It would be the medium that gives maximum ROI. Digital being 
data-driven helps identify the right target audience, gauge their 
response and optimise one’s marketing efforts. It offers better 
measurability over other mediums. Digital reaches almost all po-
tential car buying audiences and hence acts like a mass medium for 
auto manufacturers. Also, unlike other media, digital isn’t a single 
format medium; we can choose from multiple formats like search, 
video, display, social, etc.

What do agency partners grumble about most, today?
There’s a certain rigour that goes in crafting a sharp, insight-driven 
idea. Often, that gets compromised with the pressure to deliver 
instant solutions. This is a common grudge agencies have. On a 
lighter note, the amount of time spent in meetings outweighs the 
time spent thinking about ideas or on actual execution. n 
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