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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Taking a well-deserved holiday with my family and spending quality 
time with my favourite cousins.

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Sir Richard Branson, for multiple reasons, such as his ability to 
think laterally, for creating a culture which encourages every em-
ployee to become an innovative thinker, and strongly believing in 
the power of delegation.

If your brand were an animal, what would it be - and why?
Well, we already have the kangaroo. It’s an integral part of our 
identity. Almost four decades back, the kangaroo and the little joey 
in the pouch were conceived as a symbol of protection as back then, 
we were just a stabiliser company – the core function was protection 
for your appliances. Then, the kangaroo evolved, became more agile 
and contemporary.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
Slowdown in consumption has been one of the biggest challenges. 
This made us think more sharply and smartly about our creative and 
media choices. We experimented with newer mediums like What-
sApp and social. 

For example, after a considerable amount of consumer under-
standing, we had arrived at a new value proposition for our wires. 
But the adverse business environment did not allow us to use mass 
media. The challenge then was creating powerful communication in 
a low involvement category, and disseminating it among our chan-
nel partners, influencers and consumers. A unique creative code 
was cracked using wire art to communicate the long-lasting propo-
sition of V-Guard wires. It came alive in a series of content pieces 
that were spread using only WhatsApp and Facebook.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
V-Guard straddles multiple categories, ranging from household 
electricals like wires and switchgears to home appliances like water 
heaters and fans to kitchen appliances like mixer grinders and gas 
stoves. So, we cater to various consumer segments, from house-
wives to young working couples. 

The Indian consumer of today is well exposed, connected with 
the external world, and is looking for smart, connected products. 
With mounting tariffs, consumers are becoming conscious of en-
ergy consumption in the context of household appliances; there’s a 
growing demand for energy-efficient appliances.

Marketers across segments have fetishised the millennial. But 

hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
With an average, median age of 29 years by 2030 and with over 65 
per cent of the population below 35 years, India is truly a young 
demography – whether we like it or not, it’s something we can’t 
ignore. Our larger consuming base is skewed towards a mature TG 
between 25 and 45 years, and we will continue to stay relevant to 
them with our products and services. But, with our new identity and 
smart product offerings, we will also focus on becoming aspiration-
al for a younger demography – the future evangelists of our brand.

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 live in the digital age where brands are pampered, glorified and 
slaughtered, all at the same time, by different consumer sets. Trolls 
have become part of the subset. And their prominence is growing. It 
is important for marketers to learn from them. A lot of it is created 
in real time, with a generous dose of humour, sarcasm and hatred. 
There are some deep learnings here, both on the content side and 
in the way it is consumed.

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
Keeping in mind our line of business, TV would be the prime choice 
of medium as it will enable reach in a cost-efficient way, across our 
new non-South markets.

What do agency partners grumble about most, today?
The larger debate of “unreasonable deadlines” continues. In an era 
of micro moments, brands are vying to catch the fleeting attention 
of their consumers. With that comes “increased work load” and 
“unreasonable deadlines”. n
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