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Hectic and stressful lifestyles are 
making consumers approach  
bathrooms as ‘wellness’ spaces.
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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Fitness is extremely important to me. The most interesting thing I 
have done that’s not related to work is attaining goals in my fitness 
regimen, like running at a stretch for 10 kilometres at the speed of 
12 kilometres per hour.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
I’ve always looked up to Mr Bill Gates. The sheer brilliance he 
exudes in his work along with his ability to make the best use of 
time is nothing short of incredible. He is also a voracious reader, a 
skill that hugely contributes to his amazing personality. And, he’s a 
philanthropist.

If your brand were an animal, what would it be - and why?
A cat. We’re inquisitive, observant, and keep track of global trends 
and customers’ demands.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
As we take strides in the global market, balancing the brand’s In-
dian values and ethos with global sensibilities becomes our biggest 
challenge in communication. One of our key learnings is – making 
our brand country, origin, race, nationality and gender neutral.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Hectic and stressful lifestyles are making consumers approach 
bathroom spaces as ‘wellness’ spaces. Concepts like whirlpools, 
spas and saunas are gaining momentum. Due to changing living 
styles and global exposure, consumers are looking at bathrooms 
differently; they expect them to not just have functional usage but 
to also fulfil aesthetic needs. Products like Tiara and Tailwater by 
Artize (a luxury brand from Jaquar Group) are examples of designer 
products that are more like artefacts with a functional advantage.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
Today’s home owners are young and the aspiration or need for a new 
space is felt during one’s late twenties as compared to one’s late for-
ties, as was the case previously. Therefore, those in the age bracket 
of 15-25 years are a major influence on decision makers who are in 
the 30-45 years bracket.

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?
Social media is a double-edged sword. It has the advantage of speed 

and reach. If marketers want to ride this wave and gain an advan-
tage, then complaining is not the solution. I am confident that both 
brands and customers will become mature with time in terms of 
messaging, sharing information, giving feedback, etc. Learning 
from good feedback and ignoring unhealthy trolling is my mantra.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Digital and short videos. Cheap and fast data, access to smart-
phones, quick and easy consumption, and most importantly, virality 
of content with genuine creativity, are some of the reasons for my 
preference.

What do agency partners grumble about most, today?
There are two things that make our agency partners grumble: first, 
being asked to share ROI on mass media advertising, and second, 
being asked to cut down the budget. The rise of social media is 
changing the situation on the budget front, at least for now. n 
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