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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Tried my hand at the Keto diet. And it worked... for a while!

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Steve Jobs. He’s created a brand that transcends categories with ease 
- music, phones, content, broadcast/streaming, chronometers... 
and all at premium positions.

If your brand were an animal, what would it be - and why?
We have a portfolio of brands, so it’s difficult to narrow it down to a 
single animal.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
There have been several challenges faced by the auto sector in the 
year gone by – high fuel prices, higher insurance costs and  
tightening interest rates. These have led to depressed consumer  
sentiments. 

We came out of this by first, making sure our brands remain 
sharply differentiated in terms of features and benefits, and sec-
ond, by communicating in a memorable way. For example, our 
digital campaign - Avenger #noplasticpatriotism, our TVC - Platina 
bomb squad, our corporate campaign - World’s Favorite Indian, 
our activation - Platina Agam Rath @ Kumbh, and our festival print 
campaign. Third, we have leveraged our ecosystem to deliver a 
strong value proposition to our customers via collaborations be-
tween Bajaj Auto Finance and our dealer partners.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Consumer sentiment and confidence impact the motorcycle catego-
ry directly. A motorcycle is a big-ticket purchase for many custom-
ers. They think deeply about costs, both acquisition costs as well 
as future operating expenses. Hence, any uncertainty, or perceived 
risk to future income streams, impacts their purchase behaviour.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Working adult males will continue to drive demand for  
motorcycles. 

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?
Presumably, you are referring to brands getting trolled due to a 
celebrity association... it is an unfortunate fallout of the anonymity 
provided by social media.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
It would be print – yes I’m old fashioned! The newspaper habit is 
sticky, is considered credible and is a relevant one for my TG.

What do agency partners grumble about most, today?
The ‘commoditisation’ of their business model. n
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