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Our customers are mostly  
self-made, ambitious  
professionals and entrepreneurs.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
I have been a panellist at various marketing, advertising and media 
award platforms, an experience I have thoroughly enjoyed. I guess 
these avenues have given me an overall perspective of what is hap-
pening in the country. It has helped me identify the latest trends 
and best practices across many verticals.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
My personal favourite is Siddhartha Lal of Eicher Motors. I admire 
the attention he pays to the products and the surrounding ecosys-
tem. I am sure he has a great team to support him but any team is as 
good or bad as its leader.

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 we face every now and then is equating value 
perception with price, in the eyes of our customers. The learning we 
derive from it is – it pushes us to persistently deliver value with our 
product and services, especially in terms of the overall customer 
experience.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
There are several external forces like infrastructure, connectivity, 
safety, accessibility, and novelty that influence consumer behav-
iour. In fact, novelty is a big force in the automotive sector as a lot of 
growth impetus is driven by new product offerings. This behaviour 
is unique to the auto segment; it is not as pronounced in many other 
industries.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Given the constraints that besiege a typical metro customer, we 
anticipate growth from mini-metros and Tier 2 cities over the next 
12 months. Our customers are by and large self-made, ambitious 
professionals and entrepreneurs, with a sense of maturity acquired 
through experience.

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?
Trolling has been there for quite some time now, and this digital age 
phenomenon will continue to exist in the foreseeable future. Today, 
brands are better equipped to anticipate trolling activities and 
tackle them in a creative and time-bound fashion.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
A tricky one, indeed. If I were to choose one medium over others, 
for the next six months, I would opt for television. This advertising 
platform is instrumental in our geographical expansion.

What do agency partners grumble about most, today?
Our creative partners grumble about not being able to retain talent-
ed individuals and about losing them to multiple avenues that often 
appear more lucrative than agencies. n
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