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What we choose today is
redundant tomorrow!
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What’s the most interesting thing you have done outside of work
in the last 12 months?
Driving across Germany on the famed Autobahn and visiting automobile museums.
Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable.
Mr Anand Mahindra. He is a communicator par excellence and a
brand onto himself, and I as a brand and marketing professional
feel that I can learn a lot from him.
If your brand were an animal, what would it be - and why?
Cheetah would be our brand personality. They are agile, nimble and
ready to pounce at any opportunity and change directions with the
highest success rate. Their traits mirror the needs of our industry
well; wherein you have to be nimble and aggressive to meet the ever
changing and evolving consumer preferences and macroeconomic
factors that drive business growth.
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 lately for us would be the work we have been
doing for entry into the furniture adhesives category. The team has
been at work extensively to ensure smooth entry and our biggest
learning is the role that such a low profile segment plays in our lives
and in shaping economic growth.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
I would say fashion and lifestyle trends impact our category significantly. Whether it is colours, patterns, textures, designs, applications, we see all these evolving and changing at a furious pace. What
is today’s choice is redundant tomorrow! This becomes even more
complex in the age of social media and influencers where many
subcultures come to life regularly and find a platform of expression.
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 would stick to the millennials as our demographic segment.
Nowadays brands get trolled all too frequently on social media.
As a marketer, have your views on trolling changed in the last
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couple of years?
The brand and consumer engagement has increased manifold as
social media evolves and matures. As a marketer, I feel we have to
take the good with the bad. The responsibility, as marketers, lies on
us to ensure that we are communicating positively and with greater
transparency. We have to become better listeners and understand
that we need to be on our toes at all times. Having said that, we need
to also learn to distinguish between genuine feedback/criticism
from what constitutes mindless trolling. We need to deal with the
former (feedback) swiftly and compassionately so that the platform
stays favourable and positive. The latter defies logic and rationale
(thinking) and sometimes non-engagement is the best course of
action.
If you could advertise on only one medium for the next 6
months, what would that be and why?
In today’s times, looking at just one medium to advertise and engage
would be myopic. Consumers are a heterogeneous entity and there
is no one-size-fits-all.
What do agency partners grumble about most, today?
When you ask for depth versus width. n

