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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Recently, I read the book ‘Ikigai: The Japanese Secret to a Long and 
Happy Life’ by Hector Garcia and Francesc Miralle. It beautifully 
shines the spotlight on something so relevant - nurturing and sus-
taining focus, social ties and a larger sense of purpose in life. It talks 
about how to centre and steady yourself, even while things keep 
changing around you. 

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
I admire my consumers and the young people in my team. Both 
keep me rooted and inspired. When I observe the channels they 
communicate through, the nature of content they are consuming 
and how they are constantly evolving, I learn a lot.

If your brand were an animal, what would it be - and why?
Kellogg’s has gone against the odds and created a niche for itself. It 
is like a Koi Fish. In Asian culture, they are a symbol of strength and 
persistence due to their ability to swim upstream, leap up waterfalls 
and transform into a strong and powerful golden dragon. They rep-
resent the overcoming of obstacles, prosperity, and independence, 
all of which are in line with our brand purpose and is reflective of 
how Kellogg’s has been resilient enough to swim against the stream.

What was the biggest challenge you and your team faced in the 
last 6-12 months - and what did you learn from it?
We live in a VUCA (volatile, uncertain, complex and ambiguous) 
world. Consumer preferences change faster than seasons. The chal-
lenge for marketers is to embrace this, be resilient, and thrive in a 
consumer driven market. To address the short attention spans of 
consumers, we deploy agile marketing, whether it’s in the context of 
the category, consumer dynamics or the external environment.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Today, the breakfast market is influenced by a mix of nutrition and 
convenience; consumers are both health conscious and always on 
the go, but unwilling to compromise on taste! And they have a soft 
corner for the food they have grown up eating, thus giving rise to a 
demand for ‘traditional’ flavours. Examples of our Indianised vari-
ants include thandai badaam, kesar pista badaam and rose badaam 
– all have been frequent accompaniments of milk for years, in ice-

creams, kulfis, and milkshakes.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
The core audience for Kellogg’s cereal is the homemaker; we want to 
make the category relevant to them. Interestingly, the definition of ‘a 
homemaker’ is changing. More and more women are stepping out of 
the house to work, planning their home chores, simultaneously hit-
ting the gym... Unlike earlier, the homemaker gives herself as much 
importance as she gives her family. She has many traits of a millen-
nial. This is an opportunity for us to partner with her; for example, we 
offer a nourishing solution to her time-pressed mornings.

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 great asset, but marketers have to accept the fact 
that it comes with its own set of challenges, trolling being one of 
them. As a diligent brand custodian, one must have a framework 
in place to deal with these challenges. At Kellogg’s, we have a clear 
response mechanism that dictates how we tackle such issues. The 
most important factor is – there will always be a positive and nega-
tive side to things. It’s best to be prepared for both. 

If you could advertise on only one medium for the next 6 
months, what would that be - and why?
While television remains the primary medium, if given the choice 
of only one, it would no doubt be digital platforms which allow a 
brand to engage with different demographics and reach potential 
customers. With smartphones and 4G becoming ubiquitous, the 
role of digital is indispensable in creating brand awareness. Video 
is the most preferred medium today, and digital platforms allow 
optimal use of video.

What do agency partners grumble about most, today? 
The most common grouse agencies have is the lack of a concrete 
brief from their clients. The onus lies on brands to be absolutely 
clear about what they expect from the agency – creative or media 
planning. The clearer you are on the job you want to get done and 
the behavioural change you are trying to get, the better the agency’s 
output will be. Once a clear brief goes out, let the agency take over 
and work its magic. n 
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