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Festivals and cricket  
tournaments influence  
TV buying patterns.
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Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Lei Jun, the founder and CEO of Xiaomi, is a genuinely inspiring 
individual. His vision-innovation has been the guiding philosophy 
of the brand, and has transformed the lives of hundreds of millions 
of consumers, by offering them innovative technology at truly hon-
est pricing.  

If your brand were an animal, what would it be - and why?
It would be a wolf – we lead a large pack of our Mi Fans and consum-
ers, and believe in their collective success. Additionally, we are fo-
cused on long term success, and are willing to walk long miles for it.  

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
Usually, the period post Diwali turns out to be fairly challenging 
in terms of sales, especially for consumer electronics brands. This 
is because consumers are hesitant to spend again after utilising a 
variety of sales and offers during the festive season.

However, we successfully tackled it with our Black Friday sale in-
itiative for the launch of our Redmi Note 6 Pro, during that period. 
We sold over 600,000 devices – they were sold out within minutes, 
right after all the Diwali sales ended.  

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
External factors that impact decisions include festive seasons and 
occasions like cricket tournaments, which influence TV buying  
patterns. 

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 have over 15 million monthly active users on our Mi commu-
nity, and have a smartphone for every consumer segment out there. 
Therefore, we cater to a diverse set of segments, beyond just the 
millennial audience. Also, Xiaomi is more than a smartphone brand 
today, and is present across diverse categories with offerings like Mi 
Home Security cameras, Mi Air Purifiers, and Mi Bands for fitness 
enthusiasts, among others. 

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?
We do witness a certain share of trolling, which, in my personal 
view, is a form of attention-seeking behaviour. Feeding the trolls 
does not help. It’s best to just focus on one’s own goals as a brand 
and continue delivering what’s most beneficial to one’s consumers.  

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Advertising is about reaching out to our audience and for us that 
means reaching out to our Mi fans. Therefore, we would certainly 
leverage our community and connect with our fans frequently to 
promote our latest products on the platform.

Having said that, we are not a brand that will ever stick to just 
one mode of advertising. It’s necessary to tap into all the effective 
platforms. Television would also be a platform we would pick, given 
the fact that the majority of Indian consumers are still offline-
based. TV offers greater consumer outreach from that  
perspective. n
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