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What’s the most interesting thing you’ve done outside of work in 
the last 12 months? 
I completed a 21-km-long half marathon last winter. I wanted to do 
this for really long and am glad I finished it within the stipulated 
time. 
 
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 was such a great entrepreneur, marketer and risk-
taker, who always wanted to work with smart people. He is known 
for anticipating the need for smart technology and also for creating 
it. 
 
What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it? 
Challenges are a part of life, but finding good agencies and partners 
that understand the brand’s needs, and work accordingly, is among 
the biggest challenges these days. 

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.  
Technology transformation and consumers’ adaptability towards 
technology are driving most marketers crazy today. Consumers have 
become endorsers and influencers in every category today.
 
Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months? 
Males used to be the prominent TG in most categories, but females 
have been bigger influencers in the buying decision process of late. 
So, ours will not be a male-only or male dominant category  
anymore. 
 
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? 
Initially, celebrities were the ones getting trolled on social me-
dia, but these days a lot of brands that try to think out of the box to 
generate more engagement online also get trolled. That’s the reason 
‘social listening’ is really important today. If you see something that 
goes against the brand’s reputation, you need to act instantly. Noth-
ing should be done at the cost of the reputation of the brand.  

If you could advertise on only one medium for the next 6 
months, what would that be - and why? 
I would choose the digital medium. It helps drive larger conversa-
tions and influence around the brand. The consumer ‘decision 
journey’ is constantly changing and technology is becoming a big 
part of our digital life. 

Consumers are spending more time on digital engagement and 

interaction through mobiles has become an indispensable compan-
ion today.  
 
What do agency partners grumble about most, today? 
Clarity of brief and expectation are the biggest missing links in 
today’s agency ecosystem. Most agencies today try to sell their own 
agendas without realising the brand’s needs. n 
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