
A marketer in our industry has to be super 
updated about the dynamics that affect 
the category.
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PERSONAL
If not a brand marketer, what would you be? 
The youth intrigues me and I love interacting with them. 
So, if not a brand marketer I could be a lecturer or into 
sports.

Name a brand (other than your own) you admire. And 
tell us why.
I closely follow and take inspiration from consumer-ori-
ented brands like Amazon, Uber and Tesla.

CATEGORY
What are the big challenges you see coming your way 
in the next 12 months?
India is a hotbed for contemporary, indigenous brands. 
On one hand, that could be taken as a challenge. If 
the market does not grow and evolve, we will stagnate. 
Growth in India is a combination of numerous factors, 
including industry growth. Today, policies like Make in 
India and Digital India have increased competitive di-
versity. Price wars could be misconstrued as a challenge 
again, but India is a market that understands value for 
money. Indians are more aware than several other mar-
kets.  We are using consumer feedback to create localised 
offerings and have invested majorly in market research.

What’s the biggest change in the way consumers ap-
proach your segment today, versus a year back? 
The smartphone category has come a long way, with 
consumers looking for technologically advanced, innova-
tive and power-packed devices. Recent trends include 
demand for sleek design, full screen, fast-charging and 
advanced camera technology.  The increased appetite 
for smarter and advanced phones can be attributed to 
increasing smartphone penetration, low-cost data con-
nectivity, advanced technology and increasing dispos-
able income that encourages consumers to explore the 
premium segment.

In what way/s does your marketing strategy change 
from tier I to tier II and III markets?
The core of our strategy remains the same across tier I, 
tier II and III markets. Only the touch-points used to en-
gage with consumers vary. To reach a larger base, we use 
a 360-degree approach and are present on platforms that 
our target audience is interested in - entertainment and 
cricket. To dig deeper and reach the corners of India, we 
are working on creating an offline experience via offline 

point-of-sales branding and after-sales service centres.

MARKETING 
What’s the toughest part of a being a brand marketer?
As a marketer, especially in this fast-growing industry, 
you need to be super updated about the changing dy-
namics that affect your brand, category and industry. One 
of our biggest challenges is to keep up with technology 
and offer customised offerings.

As a marketer in the digital age, what is your biggest 
nightmare?
It is exciting to work in this digital-first age where we can 
create customised content for our consumers. Hence it is 
not a time for nightmares, but opportunities.

ADVERTISING 
What is your lead medium of communication today? 
Which medium do you use least? 
We have used TV, OOH, digital and print so far. We lev-
erage platforms like Bollywood, cricket and TV. We will 
continue focusing on entertainment and sports platforms.

Are the best creative minds still in advertising?
I strongly believe the creative minds and storytellers 
behind great campaigns are still the same. They help 
brands market and sell their products to the right audi-
ence. These minds are a great inspiration for younger 
talent looking to build a career in advertising.

In what way has your relationship with your agency 
partners - creative and media planning/buying - 
changed of late?  
Our agencies are our partners in the truest sense. We 
expect them to be aligned with our ambitions and strive 
with us to create long-term brand value.

Are you open to paying agencies a pitch fee?
There are different terms of partnership with various 
agencies and we are open to all models based on the 
scale and type of campaigns we are undertaking.

Do you wish you could work with just one full-service 
creative agency instead of multiple creative minds?
We are happy to associate with any number of partners.
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