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PERSONAL
Who is your biggest professional mentor?
Mr. YK Koo, MD & CEO, HMIL. And Mr. Anand Mahindra 
of Mahindra Group.
 
If not a brand marketer, what would you be?
Architect.

Name a brand (other than your own) you admire.  
And tell us why.
I admire Amazon, because of their continuous  
innovations, disruptive idea initiations and engaging 
marketing plan for a unique customer experience.
  

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
The biggest challenge is to meet and exceed customer 
expectations and aspirations. The year 2018 is special for 
us as it marks the 20th anniversary of the commencement 
of production and sales in the Indian market. We are 
looking at the year with a renewed thrust on achieving 
our eight million sales target. Focus is on retaining our 
‘service-friendly’ positioning. The plan is to gain strong 
market leadership with sustainable growth.
 
What’s the biggest change in the way consumers  
approach your segment today, versus a year back?  
Car purchases have undergone significant change,  
with increase in disposable income and exposure to 
global brands. Customers are looking for value-added  
technology features such as entertainment and  
connectivity even in entry level cars.
 
Which product segment impacts trends in your  
category the most? Why?
India is a diverse market and almost all segments have 
seen significant growth. However, in the recent past, the 
trend is towards SUVs and cars that resemble SUVs.

In what way/s does your marketing strategy change 
from Tier I to Tier II and III markets?
Every market has a different consumption pattern and our 
strategy to reach customers in each of them is  
distinct. While digital is a critical tool for marketing in 
urban cities, we rely on a good mix of ATL, BTL and  
digital marketing for the others. HMIL currently has 493 
dealers and over 1,306 service points across India. We 
believe Tier II and III cities will bring in the next wave of 
growth; we organise regional campaigns here from time 
to time. Our annual ‘Experience Hyundai’ campaign that 
we run across 418 non-metro cities is an effort to connect 
with customers in rural markets. We use a Caravan of 
Hyundai cars in smaller towns and villages to create a 
direct interface with customers. Our teams also visit  
residential colonies, markets, banks, schools, colleges, 

post offices and other commercial complexes to showcase 
our cars.

MARKETING
What’s the toughest part of being a brand marketer?
Marketing is part of a strategic fabric that includes not 
just media and messaging, but also ideas and insight 
management. I see the marketer’s role as one of driving 
innovation that leads to great customer experience at 
every step of their interaction with the brand. This is both 
challenging and rewarding.

As a marketer, what is your biggest nightmare?
With the digital medium getting more and more popular, 
consumers are increasingly participating in shaping the 
brand’s external image. The age of one-way communica-
tion is over. Today’s customer demands dialogue.  
Marketing is more about building relationships and  
connecting to customers at a personal level. The  
dimensions of marketing have changed from the 4Ps to 
the 5Ps – the fifth P stands for Participation of customers. 
The flip side is that digitalisation has put the power to 
make or break any brand in the hands of the customer.
 

ADVERTISING
What is your lead medium of communication today? 
Which medium do you use least?
Both traditional and social media platforms play a  
significant role in communication. We leverage  
360-degree media engagement, including a strong  
digital communication platform.
   
Are the best creative minds still in advertising?
I don’t think it’s just about agencies anymore. I have seen 
some great creativity from content marketing companies 
and production teams. We’re living in a day and age of 
ideas, and today ideas can come from anywhere.
 
In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late? What’s the one must-have quality for 
an agency today?
With ‘reaction time’ getting shorter, we expect the agency 
to be an extension of the Hyundai team and to think on 
their feet all the time. We work as partners with them  
towards a common goal.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
We are moving towards a world of collaboration today. 
There are several creative experts outside of the lead 
agency. Having said that, I still feel brand custodianship 
should sit with the lead agency, that is, the team that has 
all the experience and history of building the brand. The 
lead agency, could, in turn, collaborate with specialist 
agencies to deliver the required results.
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