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What’s the most interesting thing you’ve done outside of work in 
the last 12 months?
Jumped off a plane (sky-dived) and a cliff (bungee jumped) to expe-
rience what flying high really means! Undoubtedly, the best adrena-
line rush I have had.  

Name a brand marketing executive or corporate personality - 
Indian or international - you admire. And tell us what about her/
him is admirable.
Jeff Bezos; I admire his obsession with delivering customer delight 
and the way he has built all his businesses around that one core 
thought. I also admire Anand Mahindra and Azim Premji for their 
humility despite their stature in the industry.

If your brand were an animal, what would it be - and why?
Certainly an elephant... a dancing one.

Which outside forces or trends impact consumer behaviour in 
your category most? Give an example.
Since one’s financial needs are based on what one earns, one’s job 
and professional growth are direct forces. Both these are, in turn, 
impacted by macro and microeconomic factors. 

That apart, the explosion caused by digital technologies has 
put the consumer in the driver’s seat. Consumers are now forcing 
brands to focus like never before on customer experience. Brands 
that continue to deliver superior CX stand to gain on brand prefer-
ence and affinity. In the case of SBI, that’s how our platform YONO 
(You Only Need One) was born. Most digital native brands across 
categories are a manifestation of this thinking.

Marketers across segments have fetishised the millennial. But 
hand on heart, which demographic will drive growth for your 
brand over the next 12 months?
While millennials will continue to remain a very important seg-
ment for a lot of brands, in a country like India, money is with the 
salaried/self-employed segment in the age bracket of 30 to 50 years. 
Growth over the next 12 months will, indeed, come from this  
segment.

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?
Trolling is inherent to the social media ecosystem. Brands have to 
accept this reality and manage their reputations accordingly. We 
all know that trolls are insipid and shallow. Since people generally 
tend to complain more than compliment, trolls appear to be blown 
out of proportion. 

That said, brands should continue to learn from constructive 
trolls – it’s a boon in disguise as it allows brands to take corrective 
action almost instantaneously, and thereby gain positive brand con-
versations. Compare this to the old days, when a brand had no clue 

as to what was happening out there. The only source for marketers 
was some focus group, which didn’t always reflect the sentiment of 
the larger populace.

If you could advertise on only one medium for the next 6 
months, what would that be - and why? 
Digital. Reasons - sharp targeting, personalisation, ability to test 
different creatives and make changes almost instantaneously. Most 
importantly, for its strong ability to lead prospects to the desired 
CTA (call to action) and to get them to experience the brand. The 
beauty of digital is a marketer’s ability to measure each step of the 
entire journey and improvise it.

What do agency partners grumble about most, today?
Remuneration by clients, that is, the effort to income ratio and lack 
of adequate lead time for jobs. n 

133


