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People are very particular about
their individual choices, as against
ordering one thing for everybody.

Prashant Gaur

Chief Brand and Customer Officer | Pizza Hut
India Subcontinent
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What’s the most interesting thing you’ve done outside of work in
the last 12 months?
I have been playing tennis a lot lately and have grown increasingly
competitive. I participated in some inter-condo competitions, and
that is the most meaningful thing I have done other than work.

dience, across age groups. But we do focus a lot on millennials,
because India is a young country and this segment is growing. Also,
millennials are heavy consumers of pizza, so our growth is coming
largely on the back of this young segment. I’d say 18-35 years is the
sweet spot for our brand.

Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable?
To answer this, I will go back to the early days of my career, which
started with Maruti Suzuki. That was my first job and I had the opportunity to work under the brilliant leadership of Jagdish Khattar,
former managing director of Maruti Suzuki. I admire his leadership
style, vision, and the way he understood the customer… just too
good.

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?
I think it is okay for brands to err as long as the intent behind the
initiative is right. We’re all human. It’s also okay for brands to say
sorry to their fans. Also, trolling doesn’t last long; the cycle doesn’t
go beyond six to eight hours. Sometimes brands go viral for good
reasons, at other times for bad reasons… netizens are mature
enough to spot the difference.

If your brand were an animal, what would it be - and why?
A kangaroo, an animal that doesn’t know how to move backwards; it
only leaps forward. Also, like this animal, our brand has the ability
to evolve, adapt and be agile.

If you could advertise on only one medium for the next 6
months, what would that be - and why?
We would choose digital. We’re a hyperlocal business and for every
store, we have ‘trade areas’ from where we get our business. Digital
helps us target these zones sharply, geofence our communication,
stay relevant for the audience around our retail stores, and do timebound promotions.

What was the biggest challenge you and your team faced in the
last 6-12 months - and what did you learn from it?
QSR is a dynamic and complex category, in which brands must
respond to consumers on a real-time basis. So, we learn something
new pretty much every single day. And there are new challenges that
surface all the time.
Today, consumers are looking for easy, non-home cooked food
options. They want convenience and a better customer experience.
That is one of the challenges we’ve witnessed in the last six to 12
months. We did a lot of things to address this, including investing
heavily in technology. Earlier this year, we launched a real-time
‘rider tracking’ feature that gives consumers the comfort of knowing
exactly where the rider is.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
There is a growing ask for ease. The one common thing across consumer segments is the ‘I want what I want, when I want it’ outlook.
People want personalised, convenient solutions. This is a major
external factor affecting the industry.
While people love to socialise, they’re very particular about their
individual choices, as against ordering one thing for everybody.
This is leading to a surge in demand for single portion sizes. Other
factors that are influencing behaviour include technology, easy access to good quality internet, digital payments, e-commerce, and a
rise in demand for a fusion of Indian and Western cuisines.
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 are a brand with universal appeal and a universal target au-

What do agency partners grumble about most, today?
The agency ecosystem has evolved; they’re a lot more open than they
were a decade back. Today, when we have conversations around doing a campaign which is only online, and not for television, I see a
lot of openness on their part, which is a healthy change. The grumbling is less now. n

