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PERSONAL
Who is your biggest professional mentor?
Honestly, I can’t think of a specific individual. I’d say my 
most influential mentor has been my work experience.
 
If not a brand marketer, what would you be? 
A musician cum chef cum travel journalist… rolled into 
one. Becoming a stage actor was one of my closet desires.
 
Name a brand (other than your own) you admire. Why?
Among Indian brands, I admire Thums Up for the loyalty 
it commands, purely on the back of its product quality. Of 
course, its brilliant branding has made it formidable. I also 
admire Royal Enfield for what it stands for. Internationally, 
I count Apple as an admirable brand, given how it resur-
rected itself and brought joy to several million lives. I also 
admire Mercedes Benz and Volvo.
 

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months ?
Being ahead of fin-tech brands and building a strong con-
nect with Indian millennials is one key challenge. The sec-
ond challenge is enhancing efficiencies in digital market-
ing in the context of data privacy and frauds. Thirdly, it will 
be interesting to see how brands will be managed given 
the increasing clout that consumers wield on social media.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
To what do you attribute this?
Consumers are engaging with brands much before we 
know or expect them to. This shapes perceptions and opin-
ions. The pre-purchase decision is influenced by social 
media and clearly, the consumer is in the driver’s seat.
 
Which product segment out there impacts trends in 
your category most? Why?  
Travel, entertainment and lifestyle segments - because 
people are realising that it is important to enjoy what life 
has to offer rather than just save for the future. What  
money can buy has a direct correlation to one’s attitude 
and behaviour with money, hence banking.   

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
While Tier I and Tier II may not see much difference, the 
big difference between Tier I and Tier IV is in the way influ-

ence is cast on prospects and the way business is sourced. 
Also, in the digital penetration and internet bandwidth.
 

MARKETING 
What’s the toughest part of a being a brand marketer?
Managing several stakeholders. Given domain specialisa-
tions, a marketer has to manage multiple agency partners 
and stitch it all together seamlessly. Mastering digital is a 
tough task as everyone is trying to board a train running at 
250 kmph.
 
Name the biggest professional hurdle you faced  
recently. How did you tide over it? 
Every job has its challenges; the degree varies depending 
on the organisational culture. 
 
As a marketer in the digital age, what is your biggest 
nightmare?
Not being able to identify and control the frauds that digi-
tal comes with is a nightmare that I don’t want to have.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
Every year, our share of digital is increasing. TV and print 
continue to be significant, given their reach and impact.
 
Are the best creative minds still in advertising?
You will find equally good, if not better, minds in the start-
up ecosystem - and these are really young minds.
 
In what way has your relationship with your agency 
partners changed of late? What’s the one must-have 
quality for an agency today? 
Agency partners are realising that 30-second TVCs or half 
page ads are no longer mainstay. Smarter agencies’ ap-
proach is now to find holistic consumer engagement solu-
tions to address the marketing objectives of brands. Adapt-
ability and agility are essential qualities for an agency 
today, not to forget thinking ‘digital first’.
 
Are you open to paying agencies a pitch fee? 
No. I would rather root for marketers paying their agencies 
reasonably because good talent deserves to be rewarded.
 
Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
Yes. This is the trend in developed markets.
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