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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I overcame my fear of watersports to discover the rich biodiversity 
and beauty of the underwater world through scuba diving. 

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
After Steve Jobs, Elon Musk has emerged as the most inspiring 
global icon in the tech and marketing universe. He stands out for 
his bold vision of the future and simple yet effective use of digital 
media to drive organic word of mouth and engage directly with his 
patrons.

If your brand were an animal, what would it be - and why?
It is critical to build an organisation that learns from failures. The 
phoenix is a good representative for our brand since it is known 
to rise from its ashes. We also learn from our failures and rise up 
stronger, each time.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
A year ago, OnePlus became the bestselling premium smartphone 
brand in India. This milestone made our young team overconfident 
about their abilities. There were suggestions to take a more open 
and aggressive approach going forward, in terms of the product 
mix, channel selection and marketing spends. At times like these 
one should stay focused on long-term customer value and avoid 
short-term growth measures.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Smartphones have emerged as intimate, important and personal 
devices. The category has evolved from price-sensitive to value-
accretive, as it serves both utility as well as lifestyle needs of users 
across income groups. While India continues to be an underpen-
etrated smartphone market, the premium segment is growing very 
fast as users no longer wish to buy the ‘cheapest brand’; they want to 
buy an ‘aspirational brand’. Consumers today look for performance 
over the lifecycle of the product. They want a reliable after-sales 
experience too.
 
Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 

brand over the next 12 months?
We’re a young tech brand. Our core user base of early adopters 
comprises millennials in Tier 1 cities. We expect the same trend to 
continue as our brand awareness increases in smaller cities in the 
future. Personal recommendation plays a key role in the purchase 
of smartphones; we’ve observed deep brand penetration among 
the families and friend circles of our core community, which is 
bringing completely new user groups into the OnePlus family. The 
corporate sector (BFSI, consulting, etc.) and SME business owners 
are also some of our fastest growing segments.

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?
Social media empowers users to voice their opinions. Our goal is to 
educate them about our products and listen to their feedback and 
suggestions. This two-way, active communication and transpar-
ency has built a loyal community of OnePlus users, who have been 
our most vocal supporters as well as critics. This has helped us cut 
through the noise and stay focused on genuine user issues.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Our core marketing strategy comprises community engagement 
through offline activations and user endorsements through digital 
amplification. Social media, especially YouTube, is the most effec-
tive ‘sustenance promotion channel’.

What do agency partners grumble about most, today?
We rarely work with agency partners. Most of our campaigns are 
planned and executed by in-house marketing and design teams. 
Working with external agencies is a slow process with iterative 
creative reviews and a mismatch in expectations, due to conflicting 
objectives. We have also faced challenges in identifying partners 
who can not only conceptualise but also execute integrated hero 
campaigns. n 
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