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Top Challenges:
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•
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•

Percentage of marketers

T

his survey, covering 202 professionals from advertising,
and multiple consumer categories, such as FMCG, Telecom,
E-commerce etc. sought to collect their views on a number
of issues they face in their day-to-day work, be it their target
audiences, to their expectations from digital advertising. The survey
maps their choices, expectations and resultant strategies to pitch
to them. The advertising community dominates the respondent
profiles, with a 35% share, and the rest comprising of professionals
from across other categories. An ideal mix, since adverting
professionals remain the flag bearers of the move to digital media
for their clients. As we have respondents across various categories
including advertising, making it a truly representative demographic
for this ever-evolving industry, as well as providing some useful
pointers to the common expectations and perceptions of the
community.

FINDINGS:

The ideal consumer

To start with, the survey
indicates that today’s ideal
consumer is a working
professional (82%) aged between
21-35 years (80%), can be male or
female (61%), though preferably
male (32%), and earns at least
INR 31,000 (28%) or more every
month. Ideally INR 50,000 and
above (47%). College going
adults, despite not earning
much, are favoured by almost
15% of respondents, for their
spending power and willingness
to buy, possibly. The best place

special supplement

Marketers seeking hard
to find answers from
Digital Marketing

to find these consumers appears
to be social media sites, with
Facebook coming across as the
overwhelming preference at 90%.
Twitter and Google Adwords
follow close behind leaving behind
Linkedin and Ad Networks.
When it comes to the right
time and place to reach these
consumers, our respondents don’t
really prefer any specific time
over the other, with early morning
(10am to 11am) narrowly leading
other times of day. Also, 40% of
respondents want to reach their
target audience during working
hours.
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Expectations from
advertising

Unsurprisingly, our respondents
accept lead generation and
awareness building to be among
the most important roles
advertising can perform for them,
with engagement coming a close
third. Generating immediate sales
or even consumer insights follows
at a distance.

The one Main Goal

Asked to name just one main
goal from their advertising
spends, respondents have
placed generating leads, driving
conversions and volume of traffic
as their top three priorities, in that
order. Brand mentions and sales
bring up the rear.

special supplement

Do I understand my
spends?

This is a real challenge, with less
than a quarter of respondents
expressing confidence in meeting
their objectives. Almost 50% in
total are on the wrong side of
the scale, when it comes to being
comfortable, and in control, of
their objectives fulfilment from
digital. Reaching the right TG,
followed by measuring the ROI of
the effort, comes out on top as a
challenge.

Trouble brewing for
e-mailers

48% of our respondents
currently invest under 10% of
their budgets to digital marketing.
To counter this, 17% claim to
allocate more than 25% to digital
marketing now.

Email campaigns could be losing
their effectiveness, with 50% of
respondents experiencing open
rate of under 5%, and the largest
chunk of 44% expecting a CTR rate
of under 1%. The only ray of hope
are the 38% respondents who
claim to be getting mail open rates
between 10-15% on their email
campaigns.

Where in Digital?

The critical facts

Share of Budgets
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make sense of it all.

When it comes to components
of digital marketing like SEO, SEM,
e-mail marketing, display and
social media marketing, almost a
quarter of respondents admit to
not knowing enough. On a positive
note, the same number are either
on top of their requirements, or
are at least clear about these. A
very small number, well under
10%, appear to be struggling to
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When it comes to actual user
engagement, marketers crave
quality user demographics the
most, followed by a high affinity
for number of unique viewers,
and the time they spent on the
message. Unique clicks and
impressions follow, underlining
the increasing preference for
minimal clicks and maximum
results. n
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RESPONDENT PROFILING

BY
INDUSTRY

11%

35%

47%

3%

TELECOM

4%

FMCG

E-COMMERCE

ADVERTISING

OTHERS

Out of the total number of respondents who participated in the survey,
35% were from the advertising fraternity, about 11% from the e-commerce
industry and 47% from industries other than advertising, FMCG, telecom
and e-commerce. Such diversity in the background of the respondents
helped us to analyse the state of digital marketing from perspectives
of marketers belonging to diﬀerent industries.
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PREFERRED DEMOGRAPHICS

BY AGE

Preferred Demographics

18-20
.................

BY INCOME

BY GENDER

3%

8

21-25
.................

26-30
.................

25%

33%

BOTH
.................

........................

13%

INR
21,000 - 30,000

........................

22%

MALE

32%

INR
31,000 - 40,000

........................

12%
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14%

36-40
.................

17%

FEMALE
.................

.................

61%

INR
10,000 - 20,000

31-35
.................

7%

INR
41,000 - 50,000

More than INR

........................

50,000
........................

14%

47%
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BY PROFILE

PREFERRED DEMOGRAPHICS

College
Going Adults
......................

15%

Housewives
.....................

3%

Working
Professionals

.....................

82%

As per the analysis, it was found that 61% of the marketers would like to
target both male and females. 25% of marketers think it would be equally
viable if one is able to target young people in the age group of 21-25 years.
Besides age, respondents also considered other parameters such as
gender, income level and work proﬁle as crucial variables, which can help
in identifying the target audience. 32% of the respondents would like to
target male audience and a mere 7% were in favor of targetting only
females. Also, on the basis of audience proﬁle, college going adults were
the second best choice among the marketers.
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KEY ONLINE PLATFORMS
Online platforms used for executing digital campaigns

37%

53%
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This survey has further strengthened the importance of
social media platforms in the current scenario. Out of the
various available social media platforms, 90% of the
respondents feel that Facebook is the best medium to
reach out to people. With 70% of the total votes, Google
Adwords is considered to be the second best platform
to market the brands followed by Twitter, Ad Networks
and LinkedIn. Hence, it can be concluded that marketers
must give major attention to their social media advertising
strategy in order to engage and connect with the
maximum number of audience.
If working professionals are the target, then is
Facebook the right platform for brand engagements?
July 2014 R afaqs! Reporter i Special Supplement
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THE RIGHT TIME
Best time to send emails?

23%

29%
MORNING

10am - 11am

AFTERNOON
1pm - 2pm

25%

EVENING

6pm - 7pm

23%
NIGHT

10pm - 11pm

Brands want to reach people during working hours?
40%

YES

60%

NO

29% of the respondents feel that 10:00am to 11:00am is the best
time to gain maximum attention of the customers. In the evening,
6:00pm to 7:00pm seemed as the next preferred slot among
the respondents. Hence, it can be inferred that the ﬁrst half of the
day is the best time to reach out to customers. It will be favorable for
the marketers to schedule their campaigns during the early hours of
the day to gain maximum attention. Further, about 40% of the
respondents would like to reach their target audience during
working hours.
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TRENDING OBJECTIVES
Main goals/ objectives for Online Marketing
68%

68%

40%

GENERATE LEADS

38%

ENGAGEMENT

62%

Out of the diﬀerent goals mentioned in the question, generating leads and
increasing awareness were considered to be the main goals of online marketing
mediums. Engagement was considered to be the second most important goal
for online marketing.

Parameters for measuring the marketing goals

When asked about the parameters for
measuring goals of online marketing,
25% of the respondents think that
determining the number of leads is the
best method to measure the goal.
Conversions was voted the second best
and volume of traﬃc as the third best
method with 21% respondents voting
for it.

12

July 2014 R afaqs! Reporter i Special Supplement

MARKETERS SPEAK

State of Digital Marketing in India 2014

BUDGET
Percentage of budget invested in Digital

22%

...................

0-5%

27%

...................

5-10%

18%

...................

10-15%

7%

...................

15-20%

10%

...................

20-25%

17%

...................

> 25%

According to the votes of 27% of our respondents,
marketers invest 5-10% of their marketing budgets in
digital marketing. Overall as per the opinion of our
respondents, the percentage tends to be towards
the lower side.
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RETURN ON INVESTMENT
Clarity on ROI via SEO, SEM, Display, Social Media, e-mail
SEO

UNCLEAR/CLUELESS

SEM

ONLINE
DISPLAY

SOCIAL
MEDIA

EMAIL

5%

6%

4%

6%

7%

32%

28%

24%

25%

21%

36%

40%

45%

41%

47%

27%

26%

27%

28%

25%

NOT SURE

CLEAR

FULL CLARITY

Basis on the clarity of ROI on diﬀerent ways of online marketing,
respondents said that they have full clarity on social media marketing
(28%) followed by SEO & online display (both with 27%), SEM (26%)
and e-mail marketing (25% votes).

14
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RETURN ON INVESTMENT
Challenges faced when using Digital for advertising

GENERATING
LEADS

MEASURING
ROI

REACHING
YOUR
TARGET
AUDIENCE
GENERATE
CONSUMER
INSIGHTS
THROUGH
DETAILED
MONITORING
VERY LIMITED
INTERACTION
DURING
WORKING
HOURS

1

2

15%

15%

8%

20%

8%

3
26%

28%

27%

32%

10%
37%

6%

17%

11%

25%

4

29%

27%

35%

33%

25%

5
16%

13%

10%

15%

12%

When asked to rate various challenges faced by marketers while using a
digital platform on scale a of 1 to 5, reaching out to prospective
customers was rated as the toughest task. Besides the target audience,
marketers also consider generating consumer insights through detailed
monitoring and limited interaction during work hours as major
challenges. Additionally, some of the other diﬃcult tasks in digital
marketing include generating leads, creating compelling content,
robust measurement to determine the reach, and tracking issues.
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RETURN ON INVESTMENT
Open rates of emails ?

0-5%

...................

50%

5-10%

...................

12%

10-15%
...................

38%

Click rates brands are getting
< 1%
44%

...................

2-3%

...................

40%

As per the analysis, the mail open rate varies from a minimum of
0-5% to a maximum of 10-15%. Additionally, on the basis of the
survey, the mail click rates in an email campaign ranges from less
than 1% to 3%. Whereas 16% of our respondents think that often
times the mail click rate is more than 3%.

16
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16%

...................

MARKETERS SPEAK

State of Digital Marketing in India 2014

RETURN ON INVESTMENT
Expected information in the result metrics
IMPRESSIONS

53%

70%

UNIQUE VIEWERS

CLICKS

50%

UNIQUE CLICKS

64%

70%

88%

TIME SPENT BY USER

USER DEMOGRAPHICS - LOCATION, GENDER,
MARITAL STATUS, COMPANY

21%

OTHERS

When asked about the information that one would like to have in the
result metrics, about 87% of the respondents wanted to know about
the user demographics. Closely followed by 69% of the people
looking for information about the number of unique viewers and
the time spent by them. Over 63% of survey participants were
keen retrieving unique click ﬁgures. Impressions (52%) and clicks
(49.5%) were also among the crucial facts, which people were willing
to learn about. About 20% of the respondents thought that other
ﬁelds should also be included in the result metrics.
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CASE STUDY - Vantage Circle

In-depth corporate traveller insights with
1000+ survey entries in just one week
Client - Air France
Objective - Corporate traveller insights required
Steps Suggested - Conduct a survey on Vantage Circle
Planned Time Duration - One month
Challenge - Overall 1000 consumer entries expected, with
speciﬁc number of entries from HCL, Wipro, Infosys,
Capgemini, GE and others

Achievements
> High-consumer engagement
> 1000 survey entries expected over a month were achieved in one week
> Precise targeted consumer results achieved with speciﬁc number of
entries from speciﬁc company
> In-depth consumer insights, reviews received

Vantage Circle is an exclusive online marketing platform
where brands can engage with
corporate employees through various mediums like
exclusive oﬀers, emailer and can run contests, surveys and polls on microsite.
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2000 high-end professionals and each spent
more than 8 minutes engaging with the brand
Client - Titan
Objective- Wanted to engage with Crème de la Crème professionals
from South of India to establish Titan as a high-end brand
Steps Suggested - Conduct a contest on Vantage Circle only for
working professionals from south India. Run a brand Video and a
note about glorious brand history with some questions focused on
high-end features.
Planned Time Duration - One month
Challenge - Maximum 10 minute engagement required to talk
about brand history and other unique luxurious features to a very
speciﬁc target audience.

Achievements
> Each user spent more than 8 minutes engaging with Titan
> Grasped attention of very speciﬁc targeted audience as requested
> 1000 entries expected, 2000 entries achieved in 2 weeks
> Survey results achieved with involvement of 1/3 of our corporate
users based in south India
"We conducted a customer engagement campaign to reach out to
corporate employees in South India and had a good response in
terms of reaching out to customers and were able to get a set of new
customers at the end of the campaign"
- Mr Narayanan Sabharatnam, Regional Sales Manager

For further information contact: Partha 98990 01271, Amit 98992 67342,
Rohit 98183 51300 Or write to us at: partner@vantagecircle.com
Visit us at www.vantagecircle.com

STANDPOINT
Pravin Kulkarni
General Manager, Parle Products

Online medium is the medium of choice for
consumers like youth & housewives. Digital media
is an important medium to create
engagementwith the target audience
for brands. It can also be used to
increase awareness. Websites like
Yahoo and Google which are
something like mass media in the
form of reach can be used to gain
cosumer insights. Company websites
can be used to collect views of visitors by
answering some questions on various brands.

---

Marketer's take
digital scenario and
risk to take a
using a single
achieve campai

---

---

---

Alok Jain
Chief Marketing Oﬃcer, Zomato
A brand should evaluate multiple
digital media to look for the sweet
spotin meeting their marketing
objectives. Finding the right digital
mix is not just a function of the
marketing objective, but is a part of
the business model and directly
aﬀects the consumers you are
targeting.

---

---

---

---

---

MARKET
OBJECTI
------------------------------------MEET
PLATFO
-- -ADVANT
-- - --

Karthi Marshan
Head - Marketing, Kotak Mahindra Group

Digital is not just broadcast, it's interactive in the purest
and ﬁnest sense, allowing nay demanding,
authenticity and openness. But just like we would
never have bet on a single TV program, channel or
a newspaper, it does not make sense to put all
our marketing eggs in one digital basket. Diﬀerent
platforms oﬀer diﬀerent value, diﬀerent
audiences and even diﬀerent forms of engagement.
Some digital platforms now rival TV and trump print
on reach metrics alone, so those would be good to use as
vehicles for rapid awareness. Whereas platforms that provide
nuanced targeting opportunities are appropriate to be used
for lead or sales generation.
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Abraham Alapatt
Chief Innovation Oﬃcer & Head - Marketing &
Service Quality, Thomas Cook India

on the current
would they ever
challange of
platform to
gn objectives.

---

---

---

---

---

At Thomas Cook India, our intent for a typical
marketing campaign revolves around the classical
AIDA model (Awareness, Interest, Desire & Action).
The biggest advantage of digital platform is that it
allows a far greater degree of focused targeting
and transparent measurement. Marketers
should therefore, focus their target customers
with as many ﬁlters as possible to ensure there is
little or no wastage.

---

---

---

---

---

---

Ritu Gupta
Director, Marketing, Consumer & Small
Business, Dell India

---

TING
IVES
----------------------------------TS
ORM
--TAGE
----

---

---

---

---

---

--

At Dell, online initiatives account for a large part
of our marketing budgets and we consistently
lend a digital dimension to all our marketing
campaigns. In fact, one of our campaigns My
Dell Rewards Facebook Rewards program
was driven solely as a digital/ social media
initiative to engage with our customers across geographies.Even if a brand’s entire
target audience could be found in the digital
universe, the variety of mindsets that
constitute users of one platform diﬀer greatly
from that of another. Our endeavor at Dell is to
cater to these diﬀerent audience mindsets in a
versatile manner.

Anshu Bagai
Managing Director, AMC Cookware

As I see it, digital has become an important aspect of
marketing. These days we can't plan a campaign
without including the digital platform vis-a-vis the
tradional platforms like televison, radio and print in the
past. With presence on a digital media, one is able to
contemporise the brand and reach out to younger
audience, who is the consumers of today and tomorrow.
Also, it is an interactive medium and gives marketers a chance
to execute campaigns in multiple ways to break the clutter.
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STANDPOINT
Seeraj Katoch
Chief Operating Oﬃcer
Tangerine Digital Entertainment

Blogs mainly focus on bringing awareness
and educating readers. Once the trust is
established, readers will eventually turn into
prospects. Our platform not only helps
recommend bloggers based on authority,
domain and other parameters, but also
helps track their activity as per the
campaign with robust reporting. Thus, it
saves a lot of traditional marketing costs in
areas such as market research and product
promotion among others.

Boby Paul
Deputy General Manager,
Manorama Online
It is an agreed fact that most of the
internet usage in India happens from
oﬃces and it is the number one media
at work, so with a staggering average
time spent of 6+ minutes per visitor,
brands get a great amount of
engagement time with their consumers. MM
Online is seamlessly oﬀered over web and mobile to
deliver a unique user experience which is powered
using Adobe Experience Manager. It is a dual-tone
market leading language news site available in
Malayalam and English.

Partha Neog
CEO & Co-founder, VantageCircle.com
Brands need to look beyond vanity metrics like
impressions, or email database size, number of likes
on facebook etc. They basically need to focus at the
eﬀective engagement and that too with the right
audience. Overall numbers can be small and niche as
long as the eﬀective engagement is high.

22
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take on the

Matt Sutton
VP Social, Komli Media

d how various

Marketers need to understand that using a social
media platform is one of the easiest means of
engaging with their users and consumers
online. Reaching out to a large segment of
audience has never been easier and cost
eﬀective. Facebook/Twitter are platforms
which allow advertisers to dissect their
audiences and target niche users or reach their
target audience at scale. These platforms also
work on providing technologies and tools to
better optimize and manage your advertising
spends.

marketers in

---

---

---

---

---

---

---

---

---

---

---

---

paign results.

ETING
TIVES
ETS
------------------------------------ORM
--NTAGE
----

---

Valerie Wagoner
Founder and CEO, ZipDial

---

The best practice for marketing
activations and lead generation is ‘To
Know Your Customer’. The mobile is the
only ubiquitous device, and the mobile
number is the only unique consumer ID.
Mobile analytics can tell a brand and media
planner not only what kind of reach a given
media channel has but also who it reaches out to.

---

---

---

---

---

Anil Mathews
Founder and CEO, AdNear
AdNear has the largest pool of location based
audience proﬁles across Asia Paciﬁc (245 Million).
Apart from reach over mobile, we give brands
insights on who their consumers are, when do they
have high engagement levels, what kind of apps they
use and the places they go to.
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About Us
Vantage Circle is an online corporate

to get optimum results. For instance, mail

employees

We

open rates of 30%, click rates of 50%, CTR

bring together brands and corporate

privilege

platform.

on site of 7%, 2000 deep engagements

employees onto a single platform for a

and more make for very good reading for

mutually beneficial relationship. Users

Vantage Circle.

can engage with various brands through
different mediums like exclusive deals,

We provide brands with the unique insights

mailers, contests, surveys, polls etc. on

of the user with a real time dashboard of

the platform. Presently, our user base is

user demographics - Age, City, Gender,

300,000 + employees from some of the

Marital Status, Company, Income level,

top corporates in India like HCL, Infosys,

which can be drilled down to extract

WIPRO, Aricent, GE, Mu Sigma, Capgemini,

valuable information.

Ericsson, Bausch & Lomb, Encore and
many more.

Vantage Circle is going to launch various
new features in the coming months,

Many renowned brands like Air France,

which will make it an even more engaging

Titan, BMW, Tata Motors, Ford, Baja

platform. We will soon be including Mobile

Allianz, Van Heusen, Arrow, Peter England,

Application,

Samsung, etc. are using this platform to

targeting campaigns, virality features and

engage with the high-end verified users

more.

300000 +
corporate
employees
users

From Bluechip
companies like
Infosys
Wipro
HCL
Capgemini
GE
and others

Brands like
SAMSUNG
Apple
Tata Motors
Redbus.in
Cleartrip.com
Tata Sky
Carat Lane

200 +
brands
onboard

Toyota
Croma
Mahindra First Choice
Apollo Pharmacy
and many more..

Re-Targeting,

Individual

Proven

400%
ROI

8% Site click-through rate
30% Mail open rate
50% Mail click rate

