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Customers are gradually
shifting from an ownership
to a user-based model.
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What is the most interesting thing you have done outside of work
in the last 12 months?
I’ve always been intrigued to learn to play the piano. It was a childhood dream to perform Beethoven’s ‘Fur Elise’. While I’ve not
perfected the skills yet, I can delightfully play the composition to a
certain extent. Along with this, I enjoy spending quality time with
my son by engaging in interactive games that help build his cognitive abilities.
Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable.
Mr Jeff Bezos, CEO and president of Amazon, is someone I look up
to, personally. He is a visionary in many ways, an innovator. He has
the drive to push the boundaries and achieves the desired outcome
that is beneficial for the larger good. His continuous faith in Amazon, even when it wasn’t the number one e-commerce giant, showcases his commitment and willingness to keep trying harder.
What was the biggest challenge you and your team faced in the
last 6-12 months - and what did you learn from it?
The growing number of influencers across platforms has made it
difficult for brands to find the right ‘mix’. Brands want influencers
who have the desired reach and engagement levels with the right
target audience, who understand the brand ethos and can curate
relevant content for consumption. Due to this, we have started
using performance metric tools that identify the most suitable
influencers for our campaigns. Basis the narrowed list, we do our
personal assessment and initiate a conversation.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
Global trends like the adoption of shared mobility – a sustainable,
accessible and cost-effective option – impact consumer behaviour
in the automotive sector. Fluctuating fuel costs in India, one-time
insurance costs and the NBFC’s liquidity crisis have affected consumer demand over the last eight months across the industry. Customers are gradually shifting from an ownership to a user-based
model, which is further affecting automotive sales in India.
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 have a clearly defined demographic target. Our audience com-
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prises the aspirational middle class along with young achievers who
are educated, well-informed, well-read, well-travelled and well
within the age group of 25-45 years.
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?
Trolls are everywhere. Most of the times they have a negative impact
on the brand but if handled well, it sure can turn into your stride.
It all depends on a brand’s identity, witty marketing efforts, and, if
required, the brand’s response to the troll.
In recent times, competitor brands initiate trolls and while some
manage to successfully keep the conversation going, most have not
been that successful. As marketers, we should be cognizant of the
impact these trolls have on our existing and potential customers.
If you could advertise on only one medium for the next 6
months, what would that be - and why?
Thankfully, the internet is a vast domain and with increasing internet penetration across India, without any hesitation, I can opt for
that medium. There are several communication platforms available
and consumers are constantly logged on to the web or social media.
We marketers are able to advertise our brand and products in multilingual content that reaches a wider customer base without losing
much to the other mediums.
What do agency partners grumble about most, today?
They want more exciting briefs. They’re usually not too enthusiastic about the regular ones. Our agency partners are an extension of
our team. While they have always supported us on our campaigns,
‘deadlines’ is something they gripe about. n

