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Today, over three-fourths of the
shoppers start their exploration
for a new gadget online.
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What’s the most interesting thing you’ve done outside of work in
the last 12 months?
There are 2 things I really love – travel and food. I always try to
explore new places, especially ones with an interesting history, and
while there, sample the local cuisine.
Travelling to friends and with friends is something I have done
a fair bit of over the recent past. While life has taken us to different
cities or even countries, we make it a point to catch up at least once
a year to renew our youth.
Croma’s aggressive expansion plans have been an added bonus
as it allows me to travel to cities and towns across India, and also
explore the local cuisine.

ably online or guiding them into our stores is critical for any retailer
to succeed in our category.

Name a brand marketing executive or corporate personality Indian or international - you admire. And tell us what about her/
him is admirable.
Over the last 25 years, I have had the opportunity to work side-byside with many of the best marketing minds of this country and
some of the most inspirational leaders of men. I admire some for
their vision, others for the dogged pursuit of a goal. The one I admire most is Shripad Nadkarni (my boss at Coke India) because he
is the only one with all the above qualities.

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?
The power of digital media lies in the ability to create two-way
conversations with audiences. This is what has driven the growth
of digital media in the last decade. However, malpractices, indiscipline and irresponsibly avaricious behaviour by the digital media
and the associated ecosystem of agencies, publishers, etc., have
created a situation where responsible brands have to think their
every move very carefully and yet still have to resort to fire-fighting
ever so often.
Trolling is a very small part of the problem, I think the entire
arena of social media marketing needs a serious overhaul – unfortunately, nobody seems keen to take on the responsibility.

If your brand were an animal, what would it be - and why?
I would personify Croma as a big, friendly dog because like man’s
best friend, we like Croma to epitomise loyalty for life; unselfish,
unconditional love; and be trustworthy beyond question.
What was the biggest challenge you and your team faced in the
last 6-12 months - and what did you learn from it?
Retail is a catchment business and Croma has been adding stores
in new catchments rapidly in the last few months. The trick to
expansion is turning a profit in the new stores and the trick to that
lies in getting the store “discovered” by the catchment. After years
of focusing on 100-odd catchments, we had to learn a new trick –
driving traffic to new stores, in new catchments, from shoppers
unfamiliar with the brand.
The key lessons learnt included: Different local contexts require
different marketing approaches. Therefore, it’s critical to try many
things, track impact and keep making course corrections. There’s a
need to build a team of marketing mavericks who believe solely in
the power of a good idea rather than seek budgets to bludgeon their
message into customers’ heads.
Which outside forces or trends impact consumer behaviour in
your category most? Give an example.
Digital explosion, I suppose, would be one of the key trends that’s
impacted consumer behaviour within our category. It’s not only
changed what people buy and how often they buy, but it has also
altered how they buy.
Today, over three-fourths of the shoppers start their exploration
for a new gadget online. Being able to complete this journey profit-

Marketers across segments have fetishised the millennial. But
hand on heart, which demographic will drive growth for your
brand over the next 12 months?
I don’t understand these jargons. All the talk of millennials, GenY,
Gen Z, etc... India is a young country, entering the tipping point of
what economists call a “demographic dividend”. Obviously, youth
will drive the growth for the next decade. Learning to engage in a
profitable long-term relationship with the digitally empowered
youth is the only way to build a retail business at scale in India.

If you could advertise on only one medium for the next 6
months, what would that be - and why?
The first and foremost marketing investment for Croma is our
store-front. We pay a significant premium to acquire properties
that can serve as “outsize hoardings” for us. We use various local and
national media to communicate our marketing programs and bring
people to the stores.
Starting last year, we have been moving most of our investments
to TV advertising as the brand has modified its storytelling approach. Digital media plays a strong supporting role.
What do agency partners grumble about most, today?
Croma currently works with a large suite of agency partners across
creative, media and digital duties. The persistent complaint, of
course, is that we don’t spend enough money with any of them. n

