


whenbusinessmeetssocial

Social media is an animal 
probably much misunderstood, 
misused and misappropriated. 

One must look at normal human 
interactions before taking up social 
media campaigns. 

I might have liked about 10 pages 
yesterday. For the life of me, I cannot 
remember more than 2 of the 10 
that I liked. The 2 things I remember 
is because my life depended on 
them: a post for Amar Chitra Katha 
and a post for National Geographic 
Traveller. Therein lies the current 
inaccuracy and the inherent danger of 
the measurability of the Social media 
as a business tool.

This is how I understand it: in 
our everyday human interactions, we 
might come across a person several 
times a day – but unless the other 
person is relevant to us, we will 
probably smile (aka ‘like’) him/her, 
but never know/recall his/her name. 
Our digital managers would tell us 
that since we have a 100,000 likes 
and that is the size of our community. 
Or if we have 50,000 followers 
on Twitter, that is the size of our 
engaged community. The question 
remains that in the age of 1000 
friends on Facebook, how many do 
we actually remember?

Sharing a post is a better sign of 
engagement. And it certainly would 
be. The true community will be of 
people who have shared my posts 
repeatedly. That is a statistic not 

easily available on any platform yet. 
In true loyalty management style, I 
would love to have a community of 
people who have shared my posts 
500 times and call them superstars; 
those who’ve shared my posts 250 
times stars, and so on. 

A few recent incidents are 
rather illustrative of this process of 
community building. On Mother’s 
Day a few weeks ago, our editors 
put up a post that defined Social 
Media. And was a defining post 
from a strategic perspective. More 
than 15% of  our community on 
Facebook liked this post. And 
more than 4% shared it. That is a 
whopper by all direct marketing 
standards. That was a convincing 
vote in favour of moving on from 
conventional platforms to the new 
technologies… and get results 
(incidentally, I would like to believe 
that my sales on Flipkart went 
up several percentage points on 
the days this post was making 
its presence felt!). Conceptually 
similar but different in practice is 
the fact that the Suppandi page on 
Facebook is NOT run by us. It’s run 
by a true fan and has nearly a lac 
likes. Pages on Shambu and several 
other characters are similarly 
published! We have missionaries 
helping us! The fact is that if 
your business offers a product or 
service which is primarily used or 
purchased by individual consumers, 

aim to use social media as a way 
to develop a pool of customers 
who see your brand as a quality 
brand, a trustworthy brand, and a 
brand that’s actively available on 
the e-commerce ecosystem.

Personalised marketing using 
social data-triggered programmatic 
techniques, can be scaled from 
relatively niche audiences to an 
audience numbering in the hundreds 
of thousands. The fact is that with 
65% of the India’s population under 
the age of 25, the mobile and social 
media worlds are merging. These are 
the people who are finally living by 
the must awaited concept of ‘word-
of-Facebook (WoFB) rather than the 
more conventional word-of-mouth 
(WOM)! And with customer buying 
habits analytics, you know what a 
customer liked, bought and wishes 
to buy and the same can be tailored 
to find out what can be shown next 
which increases his probability of 
purchase. Using feedback & surveys 
to add the insight of the customer 
about the brand and delivering to 
him his expectations of service is 
now the new baseline. 

People talk about our brands in 
the hundreds of thousands better still, 
they display the covers of the books 
they’ve bought from us, or screen 
grabs of their tablets displaying their 
downloaded titles (from us!), that is 
the measurement of social media I 
love best! n

Social media aS a 
meaSurable buSineSS Tool

Manas Mohan 
COO Publishing, 
Amar Chitra Katha  
Pvt. Ltd.

CEO,  AmAr ChitrA KAthA Pvt.  Ltd.
Vijay Sampath

the effectiveness of social media marketing really comes from being able to get the brand and the message 
discovered and talked about. it may seem easy to target the audience of one’s choice, but the challenge lies in 
managing the clutter vying for a person’s attention in the social media space, as well as keeping ahead of the 
ever morphing loyalties of younger audiences towards newer media platforms. through social media, we have 
taken storytelling to a new dimension and the shared experiences have led to a large and growing community 
that loves to connect and engage with us online. this community also serves as the core group of customers 
for our various products and also provides valuable insights. 
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According to a recent survey 
conducted by Decipher 
on behalf of the Word of 

Mouth Marketing Association and 
the American Marketing Association, 
70% of the markets anticipate that in  
2014, their companies will increase 
social media spending. 

Social media is no more an option 
today. It solely is a matter of how 
effectively and creatively brands adapt 
this medium. Yes, it is very powerful 
and at the same time, it’s very tricky 
– I say tricky because social media 
marketing is becoming more and 
more complex. Everyone is talking 
social, every online website wants 
“social integration”, the number of 
social platforms is growing, social 
medium is within the reach of every 
smartphone holder, there is tons 
of data and there are hundreds of 
metrics to track.  

Brands have been spending on 
marketing for ages and understand 
the power of ‘being in front of’ the 
target audience and grabbing the 
eye balls. I believe what adds a little 
complexity to social media is the 
fact that there are certain aspects 
like clicks, visits to the websites, 
fans, followers etc., which can be 
very easily quantified and therefore 

there is always a temptation to link 
‘ROI’ with these quantifiable aspects 
and completely miss out on other 
qualitative aspects. 

“What do you want to measure? 
The “social” or the “media” says David 
Alston of Radian. Doesn’t it make 
you think about the true definition of 
ROI when it comes to social media? 
It definitely should - because the 
“media” aspect is quantitative and 
“social” is qualitative.

Let me try and explain what 
I mean by this. Quantitative ROI 
means anything that can be measured 
in numbers – such as number of 
visits to your site, number of leads, 
increase in sales/revenue, number 
of fans, followers, Retweets, shares 
etc. Qualitative ROI is something 
which has very high qualitative 
value associated with it but it is 
hard measure it in number – this 
could include things like interactions, 
feedback, loyalty, trust, passion or 
brand awareness. 

Here are some examples of brands 
deriving qualitative and quantitative 
ROI through social media. 

QUANTITATIVE RoI:
• Southwest Airlines: attributes 

more than $1 million in additional 
ticket sales to their presence on 
Twitter.

QUALITATIVE RoI
• Starbucks: Generated lot of 

new product ideas by asking 
users what they want.

The ideal way to go about social 
media marketing is define goals, 
identify tools and platforms, define 
approach for each platform,  execute. 
Unfortunately, many brands start 
with execution and then go about 
defining what they want as ROI. It 
needs to be linked to business goals 
and objectives. 

To summarize, here are few 
things you can remember about 
social media ROI:
• Quantity is not always the only 

metric – 5 engaged followers 
are better than 500 non-active 
followers. 

• Quality of interactions is crucial 
- 1 Retweet from an influencer 
can have much better impact 
than impressions to 1000 inactive 
accounts.

• Conversation is as important 
as conversion – social media 
offers an opportunity for two-
way communication and brands 
should definitely leverage it for 
building connections with the 
target audience. 

• Negative comments also deliver 
ROI – provided you act on them 
in a right fashion. For example: 
If a brand properly handles 
negative comments from an irate 
customer on social media, other 
connected users automatically 
have a positive impression about 
the brand in their mind. 

• Advertising cannot tell you 
consumer sentiment but social 
media can. Use social media for 
such things and that’s ROI for you!

• As Jay Baer said, social media 
isn’t inexpensive, it’s different 
expensive – you need to know 
this when you calculate the ROI

• Social media cannot be left only 
with your marketing department 
– the culture of social media has to 
be throughout the organization. 

• Social media landscape is changing 
rapidly – remember to tweak 
your ROI definition from time to 
time to get the most from your 
social media efforts

• ROI for B2B companies is 
different from B2C – One 
solution does not fit all. Define 
your own metrics and measure 
the RoI accordingly. n

GeTTinG beyond ‘roi’ To 
meaSure The True benefiTS of 
Social media

Radha GiRi 
Founder & CEO, 
Midas Touch Consultants
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aMbika shaRMa 
Founder & MD, 
Pulp Strategy

For all of marketing’s obsession 
with return on investment, 
social media so far has been 

the elephant in the room with 
ROI metrics remaining surprisingly 
primitive. So much so, that a lot of 
marketers are of the opinion that 
trying to map the ROI of social media 
to the consumer purchase cycle is 
futile.

Likes, Retweets, and true 
engagement?

While most organizations agree 
that channel or media specific 
engagement metrics dominate, for 
example: likes or Retweets, but these 
are rarely the indicators of a brand’s 
health, and even more rarely tied 
to a more tangible metric, like net 
promoter scores or translation into 
sales.  Social marketers have resorted 
to finding an ally in media to increase 
this engagement.  However, with a 
social base acquisition strategy that is 
highly commoditised with a cost per 
page like being paid out for increasing 
threshold numbers, true engagement 
is a notional outcome.  Are there 
exceptions to this rule?

Yes. B2C really is different even 
if the boundaries blur a little.

While a few B2B companies who 
have adopted social media, have 
been able to translate social following 
into social selling successfully, via 
deep integration of conversion 
tracking tools delivering a low cost 
per acquisition on social media. The 
paradigm gets more complicated with 
B2C companies, where marketers 
need to create a brand and support 
campaigns that reach their TG on a 
personal, more emotional level, and 
where customer acquisition doesn’t 
necessarily translate into either 
recurring revenue or long term 
engagement.  

So how does a marketer 
translate conversations into 
conversions?

The first step is to remove social 
media from a silo status and align 
with the business’ overall marketing 
communications strategy as opposed 
to keeping social media in a silo. As the 
concept of shares continues to rise in 
importance (again as an outcome of 
an emotional connect with a certain 
content that translates into sharing), 
inspiring audiences has emerged as a 
critical objective for brands. A two-
way conversation lies at the heart 
of this which brings us to the idea of 
triangulation for higher ROI elevating 
social media from its walled garden 
state to an active component in a 
larger marketing plan.

Social, Experiential and Earned 
media - the new triangulation for 
ROI.

We know that consumers do not 
trust advertising, that word of mouth 
still remains the most important 
brand advocacy phenomenon, that 
humans draw on experiences, and 
that they love sharing what moves 
them. What if a marketing campaign 
could leverage the interplay between 
the real world and the social web? 
If it is true engagement that inspires 

consumers to share a piece of your 
brand that they’ve connected with, 
can a great campaign match the 
behaviours of consumers on and 
offline through a holistic experience 
that amplifies naturally via word of 
mouth and generates media for itself?

Medium of engagement: social 
media, point of experience - retail 
and campuses.

Social media was used as a key 
medium of engagement to drive 
consumers to experience pads at 
high-footfall malls and top campuses, 
nationally. At the experience pads, 
qualified stylists helped youngsters 
create a new look that accentuated 
their personal style, and simplified the 
style proposition with DIY stations 
for both men and women.

Riding on the spirit of love and 
togetherness during the Valentine 
week and the coolest term of the 
year, selfie, the campaign drew from 
focusing on looking your best for 
your partner, creating your very own 
expression of style as a couple with 
#StyleTurf, and posting a couples 
selfie that could take you to stardom 
with a youth channel. With prizes 
every hour and the promise of 
good looks, a tight sales channel 
integration resulted in experiences 
being translated into adoption.

To conclude: It’s time to evolve 
your social media ROI from the 
lone island state to a synchronous 
high efficiency outcome aided by 
triangulation.

As the digital world becomes 
increasingly crowded and social 
engagements work on supporting 
media crutches, brands who are 
cognizant of an integrated approach to 
ROI will understand that meaningful 
offline experiences translate into 
meaningful online connections (and 
vice versa) to realise the true value of 
social media. n

from converSaTionS To 
converSionS: reThinkinG The 
Walled Garden approach To 
Social media roi
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ankita Gaba 
Co-founder,  
SocialSamosa.com Social media marketing is no 

longer THAT marketing 
channel which you ticked off 

just because you were supposed to. 
It is no more the platform where 
you have a token presence because 
your competitor does. From 2008 
(when I kick-started my journey in 
digital media) till as recently as 2012, 
I would come across brands and 
agencies who would use social media 
just because it was needed to be 
done.

However, in the last couple of 
years - 2013 more importantly - I 
have seen a tremendous growth in 
the ways social media is being used 
by brands. In my interactions with 
brand managers across the spectrum, 
they have increased their investments 
manifold and have started making 
innovative use of it; and they have 
cited several pertinent reasons 
behind such a move.

NoThINg gETs YoU 
CLosER To PEoPLE ThAN 
soCIAL MEdIA

Over time, brand custodians have 
begun to realise that broadcasting 
messages is never going to be as 
effective as having conversations with 
people. When you have a platform 
where you can influence people’s 
perception and understanding of your 
brand by having a simple interaction, 
you know you will never go back to 
the same set of working principles.

Due to this simple, yet effective 
nature of social media, I have seen 
brands pump up their investments. 
They want to listen to their 
consumers and talk to them so that 
they can form a strong bond. They 
realise that it is these conversations 
that will turn a simple follower into 
a customer and possibly, a loyalist 
as well.

BUILdINg dIgITAL 
PRoPERTIEs Is ThE WAY 
To go

Sponsoring events and executing 
branded activities is a well established 
process; they might be effective but 
they are expensive too. But thanks 
to the rapid spurt in the growth of 
digital media, brands that are ahead of 
the pack have started building digital 
properties either by themselves or in 
association with partners.

We have the likes of Kingfisher 
Backstage (a YouTube-based music 
show which unearths talented 
independent musicians) and Nano 
Drive with MTV (a social media-
centric road trip) who are keeping 
the social media channels abuzz 
with their interesting activities. 
For brands like Kingfisher and Tata 
Nano, these activities are not as 
expensive sponsoring a TV show 
while at the same time they can now 
reach out to more people in the 
digital sphere.

These properties are a great 
platform to interact with people 
without actually selling. By associating 
yourself with relevant partners/
activities, you also reinforce your 
brand’s core personality in the 
thoughts of your audience.

dATA dRIVEN soLUTIoNs
Recently, I had a conversation 

with the digital head of a TV network 
who was excited about how they are 
tweaking their TV shows based on 
the insights they garnered from their 
social media community.

He mentioned how they are using 
enterprise grade tools so that they 

don’t miss out on any data; and also 
working with smart analysts who can 
convert the numbers into actionable 
insights.

Millions of people are generating 
a tonne of data that can give brands 
insights like no other marketing 
research exercise. The data might 
be fragmented but with the help of 
tools, brands today are making sure 
that they consume all of it. They have 
realised how crucial this data is to 
innovate constantly and stay ahead 
of the pack.

sERVICINg ThE KINg
Brands are being built up and 

torn apart by people on social media 
channels as they now wield the 
power to influence the opinion of 
their peers. We all know this, but 
for some reason, many of us turned 
a blind eye to it for a considerable 
period. They were hesitant to adopt 
a double-edged sword like social 
media.

But I am glad that this perception 
is changing. It is nice to see brands 
investing in building a Social CRM 
channel in order to ensure that 
finding resolutions for their customer 
complaints/queries is easy. Slowly, 
but steadily, they are increasing the 
size of their social media customer 
service team and are working with 
reputed tools.

If you have been tracking the 
social media industry, you will 
realise that investments are not 
going into accumulating fans and 
running contests anymore. The 
brands who know how to milk this 
medium have start putting their 
money where they know they can 
get assured returns.

Their investments are more 
strategic, while previously it was a 
mere tactical approach. The money 
now goes into aspects that might 
be less glitzy, but far more useful. 
The charge is being led by some 
really innovative brands and they are 
inspiring others to follow suit as well 
by setting a really good precedent. n

facTorS drivinG Social 
media inveSTmenTS
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Some questions always peg as 
success parameters for social 
campaigns: Did my campaign 

drive Fans to Footfalls? How many 
leads did social give me? The number 
of views did my social campaign give 
me? Count of new likes and shares did 
I get? Let’s face it, it’s just wrong to 
ask such a question! Marketers need 
to understand that they shouldn’t 
be calculating an immediate return 
and one should focus on measuring 
the overall impact a brand’s social 
presence has on it’s relationship with 
it’s customers.

so WhAT’s ThE ANsWER 
To dId IT WoRK?

We know what our reach is, we 
know our target. DID MY SOCIAL 
CAMPAIGN WORK! Social plays 
a hybrid role today. The number 
of platforms, what it’s used for – 
whether it is a PR platform, a video 
platform, a CRM platform, a content 
chancel, a billboard – makes it all the 

more difficult to establish success 
parameters. On top of all this, 
analytics tools are not designed to 
speak to each other making success 
parameter setting an art!

I’d like to introduce you to three 
metric groupings I believe in. For both 
agencies and marketers. Positional 
metrics, Engagement Metrics and 
Customer Metrics. While the first 
two represent a brand’s point of 
view, the third is from a customer’s 
perspective. Positional metrics  
quantifies your brands position in the 
social network. Your likes, shares, 
comments, mentions, increased fan 
and follower base, all contribute 
to a positional metric and is most 
often paid for. Positional metrics are 
often used as a tool to measure a 
campaign’s success.

Engagement Metrics are all 
about how close your brand is 
to your community – how many 
comments you receive?  What kind of 
comments? How do your customers 
show the love back? Are there words 
of encouragement? Engagement 
metrics will differ by social channels 
since how you engage in each is 
different! These engagement metrics 
are directly derived from the 
objective itself!

Customer Metrics belong 
to a larger ecosystem of success 
parameters. These are very important 
since social success parameters 
should never be very short term. 
Many of you may have heard of 
Net Promoter Scores. They are the 
true measure of any organizations 
measure of customer loyalty. It is 
the outcome of a comprehensive 
program that is interwoven into 
organizational processes and culture. 
Their Social Product SparkScore 
combines the methodology of Net 
Promoter with customer sentiments 
from the social graph to deliver 
an integrated view of customer 
experience without the noise. 

This metric serves as the ongoing 
measurement for how companies 
are performing with respect to their 
products, services and brands. Today 
it seems a daunting task to imbibe 
social into an organisations culture, 
but that’s the way to go.

Here are 5 success parameters 
for social media you should define 
for your brand whether you are an 
agency or a marketer to put your 
brand on the right path in the long 
run.
#1 How close is your brand to 
your customers? What percentage 
of your fanbase are your customers? 
What percentage of fan base are your 
prospects?
#2 What is your brands engagement 
rate on a weekly basis with the 
content you create on social?
#3 What are the other brands 
your customers engage with and 
what is their positional ranking and 
engagement metric?
#4 What is your brand’s sentiment? 
How neutral is your brand? A high 
neutral sentiment means that you are 
just present in social media and your 
content or campaign is not evoking 
any actionable response from your 
community.
#5 How did you manage to 
maintain an engagement rate with 
customers during offseason to drive 
a higher onseason sale? This success 
parameter could be very relevant 
to seasonal businesses like holiday / 
travel brands

Lastly and most important, it is 
very important to understand which 
platforms are right for a specific goal 
and also how to balance paid media 
aimed at acquisition and owned 
media aimed at engagement and 
virality. Controlled experimentation 
with paid media will help brands 
understand its impact to find the right 
balance. It’s all about feeling the love 
back and let your customers heart 
speak over a long period of time. n

SucceSS parameTerS in Social 
media for aGencieS and 
markeTerS

PRiya 
JayaRaMan 
Co-founder and  
Managing Partner, 
Propaganda India
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Orkut may be dead. Still, 
no one can deny it’s a 
brave new world. Today, 

even the erstwhile recluses and 
weirdos have abandoned their cosy 
woodworks to haunt the interwebs. 
The extensive penetration of smart 
mobile devices has only added fuel to 
this wildfire. Predictably, the brands 
are drooling for a piece of this pie 
too, especially when it’s relatively 
low cost compared to traditional 
media. But, how effective is the social 
media when it comes to influencing 
consumption trends and sales 
volumes? Does it yield well, if at all? 
Or is it more of a nuisance, especially 
the whimsical and much dreaded 
comments section?

While the question is a complex 
one, the answer is fairly simple. It 
depends. If you, in your naïve pre-
internet mindset, believe that simply 
because you now have a Facebook 
profile and a Twitter handle, the 
world owes you; buddy, you are in for 
a nasty surprise. However, if you’ve 
taken the time to understand the 
power lines of this new webocracy, 
you already know it not only works, 
it works wonders.

YoU’RE AMoNg EQUALs 
Social media is the greatest 

equalizer. It has lent consumers the 
same share of voice as a brand. Ergo, 
here the brand-consumer dynamics 
work in a completely different way. 
Push Strategy is passé. The only 
distinguishing factor - how engaging  
one, be it a brand or an ordinary 
individual. The brands have to learn 
to think like peers. No more can they 
hide behind just a logo and a tagline. 
They have to be interesting not just 
once in a while when a new campaign 
breaks, but on a day-to-day, even 
hourly basis. And as any highschool 
going will tell you, it ain’t easy to be 
popular. 

NoT JUsT FACEBooK
You also need to understand that 

social commerce, or s-ecommerce, 
goes way beyond Facebook and 
Twitter. There are other venues 
too, like e-bay and Amazon that 
provide direct peer-to-peer sales 
platforms. There are consumer 
review platforms like Mouthshut, 
Amazon and Yelp, or even individual 
blogs, which help prospects zero-in 
on their purchase decisions. There 
are crowdfunding platforms like 
Kickstarter, where consumers get 
to participate in the production. 
And finally there are platforms 
that emulate a shopping-with-
friends experience by providing 
chat and forum features to discuss 
and exchange ideas regarding 
products. The categories keep on 
proliferating. You can even invent 
new ones. Choose wisely.

NEW WAR, NEW WEAPoNs
e-Gurus are quick to suggest new 

formulas for changing times. Truth is 
that the target is moving too fast for 
any rules to follow. However, one 
must familiarise oneself with the 6 
C’s of Social Commerce. Content, 
if not the only King anymore, is still 

fairly high-ranking. The challenge is 
to make it informative and engaging 
at the same time, while keeping 
it well-indexed, keyword rich and 
google-searchable. Communities, as 
largely homogenous groups of similar 
individuals, are the new target groups. 
While it’s impossible to connect with 
a large number of individuals, it is 
fairly achievable to first populate and 
then connect with communities. A 
viable Commerce extension, i.e. a 
transactional platform is crucial as 
the last step to convert peers and 
followers into consumers. Context 
is crucial, for social media attempts 
to mirror real world events. The 
more you can connect with what’s 
going on at large (Like the twitter 
newsjacking by brands during the 
recent Superbowl power outrage), 
or linking your social presence to 
real world through platforms like 
FourSquare, the more it helps. 
Connections, whether they are on 
LinkedIn or Facebook, are the real 
currency of social commerce that 
brands must learn to capitalise on. 
And finally, Conversation. The first 
marketplaces were not just places of 
commerce but places of conversation 
as well. It seems the world has come 
a full circle, only the marketplaces 
are global in scope and potential. The 
brands have to learn to tap into these 
ongoing conversations. 

Today, we have barely managed 
to skim the tip of this monster 
iceberg called Social Commerce. 
However, I do hope it manages to 
‘poke’ the readers, and give them 
enough meat to chew on. You may 
choose to comment, criticize or 
copy, but for the sake of dearly 
departed Orkut, let’s keep the 
conversation alive. n

minTinG The Social currency:
from Social media To Social 
commerce

Manish bhatt 
Creative Director & 
Managing Partner
August Communications
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dhaval 
RaMtiRthkaR 
Creative Head & 
Strategy, Windchimes 
Communications – 
a Digital Experiential 
Agency

In today’s multi-dimensional world, 
communication doesn’t end at a 
TVC, print advertisement, or an 

outdoor hoarding. It begins there, as 
exposing the viewer to your product 
or service is just the beginning. You 
need to maintain a continuous line of 
contact with them in order to grab 
that top of the mind space amidst the 
ever growing media clutter. Else, the 
chances are that your multi-million 
advertising budget might just go 
down the social drain. Marketers are 
fast discovering the inherent power 
of social media and are latching on 
to it.

The Half Stories phase of Tata 
Capital’s Do Right initiative,  is a 
fine example of adding real value 
to people’s lives via social media. 
Oreo India had launched a unique 
Facebook-led social media campaign 
which made them the fastest growing 
Facebook page in the world in 2013. 
Or the Royale Aspira: Beyond 
Words Twitter contest, launched 
as an extension to the ‘speechless’ 
TVC from Asian Paints. Whereas, 
HCL Technologies came out with a 
global talent hunt for the coolest IT 
professionals through a unique 3-week 
recruitment campaign/contest on 
Twitter (#CoolestInterviewEver). 
Needless to say, all these were met 
with roaring success, and that gives 
us a quick glance into the massive 
potential of social media in a brand’s 
life. One question that comes back 
to haunt marketers is, how do you 
decide what platform is best for your 
brand? Let’s take a look at some of 
the best platforms available and how 
businesses can make the best use of 
them to add value to their brands.

To begin with, there’s Twitter, 
a universal platform that can 
be used by everyone, right from 
individuals to the largest multinational 
corporations. There’s Instagram, a 
platform that has caught the world’s 
fancy. LinkedIn on the other hand 
works towards connecting the 
world’s professionals. Everyone 
knows Facebook, even the MTS 

baby who cuts her own umbilical 
cord does! Google+ is for brands 
that already have their presence on 
major social media networks, B2B 
networks and bloggers. YouTube is 
a great platform to promote original 
content. Pinterest is a great platform 
for travel, DIY, fashion, design, food, 
and home decor. 

A relatively niche platform is 
Foursquare. Not the tobacco brand 
but a geo-networking website based 
on software for mobile devices.

As a marketer, one often feels 
pressured to participate in multiple 
networks in order to increase 
brand’s awareness. The wise thing 
to do is to make a strategic choice as 
to which social media platform your 
brand should join. The key here is to 
efficiently use your time and establish 
realistic expectations, rather than 
jumping onto too many platforms 
and then suffering a high fall. 

To begin with, think about what 
your brand wishes to achieve on social 
media. The next step is to create a 
tangible goal, such as raising brand 
awareness, improving SEO (search 
engine optimisation), increasing sales, 
or improving customer loyalty. Once 
that’s decided, you’ll find that it’s 
much easier to determine the precise 
platforms that will help achieve your 
pre-set goals. 

Once the platform is selected, 
the next key thing to do is determine 
the resources that are available to 
put into your social media campaign. 
Simply setting up an account on a 
social media network is not enough. 
You will have to maintain the 
accounts and stay active in order to 
reach your goals. 

Good copywriting skills make a 
big difference on almost all social 
platforms. However, different skills 
are needed for different social 
networks. 

As you are scouting for the 
required skills, keep in mind that 
it’s important not to focus on the 
largeness of the platform but rather 
focus on the platforms where 

your target audience is present. 
Accordingly, the content should be 
tailor-made to connect best with 
your audience. If images are going 
to be a major part of your campaign, 
then Facebook and Pinterest are a 
must. When posting news articles and 
initiating conversations, Facebook, 
Twitter and Google+ are the best 
places to engage your TG.

The age of your target market 
should also be a key consideration 
while choosing the right social media 
platform. Broadly, users under 18 
are most active on Google+ and 
Pinterest. To find users between 25 
and 34 head to Google+, and those 
between 34 and 44 as well as 55+ 
comprise large groups on LinkedIn. 
Facebook and Twitter on the other 
hand, have everyone visiting right 
from the teens to the grandparents.  

Though social media might seem 
all fun from the outside, it holds 
great potential for marketers and 
their brands to get into the minds 
and under the skin of their target 
audience. Businesses have realized 
the power of social media and have 
accepted that social media marketing 
has to be an active part of their 
marketing and PR mix. It has given 
them the ability to reach out and 
communicate with their target 
audience on a personal level, that 
too, on a daily basis. It harnesses the 
power of socialising, something that 
was never available with traditional 
marketing.

Businesses that utilize social 
media as part of a planned approach 
are more likely to generate revenue 
growth than ad hoc users. Having said 
that, social media is not an end unto 
itself. There is a need to integrate and 
work together with other marketing, 
advertising, and PR initiatives which 
should be continued in order to 
reach the marketing objectives and 
ultimately achieve success.

But always remember, to get 
it right in social marketing, it is 
imperative to get on the right social 
media platform. n

Socially Social – The riGhT 
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markeTerS’ vieWpoinT

aMaRJit batRa 
CEO, OLX.in 

sRidhaR RaJaRaM 
Head Marketing, Louis Philippe 

bedRaJ tRiPathy 
Sr. General Manager, Godrej Interio

How do you think this trending 
wave of Social Media Marketing 
is helping out businesses 
across various domains to gain 
the needful impetus in their 
revenue?

Amarjit Batra: The eventual goal 
of every brand is to reach out to its 
users, and communicate with them. 
Social media is the only medium 
of communication at the moment 
that allows brands to communicate 
directly with the user, giving a 
personal touch to the relationship. 
This direct interaction gives a 
valuable opportunity to the brand 
to demonstrate its values and vision, 
creating a chance to convert a social 
media user into a brand user. Social 
media conversations and interactions 
are also a rich source of business 
insights for brands. 

Sridhar Rajaram: Drawing a 
direct linkage between social media 
marketing and revenue is a million 
dollar question across organisations 
and I dont think anybody knows 
the answer to it. While all brands 
have gotten on to the social media 
marketing bandwagon, business 
leaders are grappling with drawing 
an ROI linkage to revenue and 
rightly so, given the amount of effort 
and monies being spent on these 
platforms. The ones that seem to 
have gotten this right are probably 

the e-commerce companies and 
brands that have managed to build 
robust online revenue platforms 
where they are able to draw a visible 
linkage to revenue from their efforts 
in the social space.

Bedraj Tripathy: Revenue in a peer 
and family connected world today 
is a function of how I am engaged 
by a brand with my social network. 
Secondly, it addresses some implicit 
needs of mine. A brand can clearly 
link revenue to social media if the 
two aspects of my social relevance 
and implicit insights about me are in 
place. Godrej Interio took these two 
set of insights and developed an app 
where you could view our furniture 
products virtually in your own home 
using virtual reality. You can take a 
snap of the product in your room 
and send it out to your peer group 
and get their feedback. We do not 
get phenomenal downloads. From 
December 2013 to date, we have 
around 9000 downloads which have 
contributed to 7900 unique sales  
with a 133% increase in average 
transaction value. This is a digital 
property leading to physical stores, 
promoted only on social media from 
the brand. The users/customers get 
their perspectives, share them on 
social media and drive revenue for 
the brand. I think what works to 
get revenue, is the fact that you are 
addressing a consumer need from the 

buying cycle and setting an objectives 
of revenue.

Do you think having a social 
media presence has become the 
‘need of the hour’ for a brand?

Amarjit Batra: Social media 
is not just the need of the hour 
but it’s the ‘need of the second’. 
There is value in being on social 
media and its strength as a people’s 
platform cannot be ignored. While 
social media might be becoming a 
need for many brands, it requires 
courage to be on social platforms, 
and to constantly engage with the 
users through it. Brands that are 
confident of their proposition, and 
have a vision they want to share are 
able to communicate more easily 
on social media.  

Sridhar Rajaram: Having a social 
media presence ‘was’ the need of the 
hour about a year or two ago. Brands 
that have missed the bus then and are 
getting on to this medium now are 
grappling now with the fast changing 
consumer and technology landscape 
and getting left behind. Forward 
looking brands, having understood 
the social game, have already 
managed to draw their strategies for 
this medium and are now invested 
in creating the right content for this 
medium, which is the next big step in 
the digital landscape. 

Bedraj Tripathy: Yes, it was the 
need of the hour. The point is, 
how long are we brand managers 
going to hold the brand close to our 
hearts? We decide what products we 
develop, who to sell to, what price 
we need to sell at, the experience 
we want to give, and so on and so 
forth. However, when we buy some 
articles, we want our design, our 
place, our product and our price. 
Social media actually allows us to 
move the reigns from the brand 
manager to the consumer. Apart 
from pure branding, this is possibly 
the best engagement platform.

How important is the role 
of social media in a digital 
advertising campaign?

Amarjit Batra: It’s becoming 
increasingly important in the digital 
advertising universe. Social media 
Ads blend in seamlessly with the 
user feed, which is organic content. 
Engagement is a huge part social 
media advertising. You need to feel 
the pulse of the users, and give them 
content that they are looking for, and 
are willing to share. This makes social 
media advertising distinct from other 
digital platforms.

Sridhar Rajaram: Social media 
acts as a key medium for ensuing 
‘reach’ during brand campaigns. 
Beyond that, the medium really 
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adds true value only if the campaign 
content (whether brand generated 
or user generated) is good enough. 
The size of the audience on these 
platforms ensures that one cannot 
ignore the medium when planning 
for a campaign. However, building in 
‘social’ interventions into campaigns 
is key to gaining maximum mileage 
out of social media, but far too often 
brands are willing to just spend on 
the medium without truly exhausting 
the inherent strength of the medium 
which is about driving ‘organic 
virality’.

Bedraj Tripathy: Importance of 
social media in digital advertising 
is high only if our objectives are 
clear on what we want to achieve. 
Unlike traditional digital advertising, 
engagement is the core of social 
media. If the engagement can be 
relevant to the campaign objective, 
then it makes a lot of sense. From 
experience, what we have seen is, 
if a brand can solve an implicit issue 
in the minds of the customer and 
keep them engaged, it works the 
best. For this, one often needs to 
combine advertising/promotions on 
social media with the real world. 

What are the major things that 
one should keep in mind while 
planning a campaign to engage 
with people in the social media 
space?

Amarjit Batra: The most important 
thing to keep in mind when creating 
a social media campaign is whether it 
has the potential to be ‘social’. One 
of the mistakes   people tend to make 
is to presume that every message 
will resonate in the social media 
universe. The other very important 
thing to keep in mind is that only a 
fraction of people create content 
on social media, and engage with it. 
Most people are silent consumers 
of content. The campaign should be 
able to get these silent users to share 
and like the content.  OLX has used 
social media effectively to become a 
part of people’s lives. 

Sridhar Rajaram: Keeping 
campaigns simple and flexible is 
important while planning for social 
media. Building dynamism is key to 
a successful campaign because it 
allows consumers the opportunity 
to keep coming back and engaging 
with the campaign regularly. Most 
importantly identifying the right 
social media platform that interests 
the brand’s target audience is the key 
to a successful campaign. The best 
campaigns are the ones that allow 

audiences to become advocates of 
the campaign by providing enough 
opportunities to ‘share’ their 
experiences. 

Bedraj Tripathy: Any engagement 
should be developed keeping  your  
followers within your social media 
circles. Interestingly, an engagement 
for one may actually pull another 
segment down. One needs to be 
cautious and drive HCD (highest 
common denominator) or just focus 
only on one segment that will drive 
the success of a campaign. The 
successes of the campaign should 
also be measured by the volume of 
social media users who are from 
the targeted audience set who are 
interacting. Secondly, if they are from 
other groups, how successful has the 
campaign been in converting them to 
a more likable group for the brand? A 
combination of these two should be 
the objectives set for the campaign 
and the team should strive towards 
delivering on them.

Besides your brand, are there 
any social media campaigns that 
you thought stood out? And 
why?

Amarjit Batra: What has stood 
out clearly has been the recent 
BJP election campaign. It had 
permeated all social media vehicles 
with a continuous, aggressive, and 
consistent burst of communication. 
This was sustained with content 
creation and fan engagement 
that further led to creation and 
distribution of content, and 
participation in the conversations. 
That Narendra Modi himself was 
the most vocal and active user 
among all contestants, and especially 
as the leader of the party, had a 
reverberating effect among people, 
helping convince many of them 
to vote for BJP. The success of 
BJP can be largely attributed to its 
social media campaign strategy and 
execution.

Sridhar Rajaram: Nothing truly 
comes to mind from the Indian 
landscape. 

Bedraj Tripathy: Kotak’s launch 
of Jifi, the first social banking site 
was an interesting product that was 
promoted through blogger groups 
and a Twitter handle. It was a very 
interesting concept of banking using 
social media (@kotakjifi). I thought 
this was highly relevant for a younger 
set of consumers which will actually 
lead the book values of any bank in 
the next 3-7 years.

How do you use the social media 
platform to enhance your brand 
experience?

Amarjit Batra: Several of our 
users reach out to us through social 
platforms to tell us about their 
experience on OLX, and to share 
their stories. Their appreciation, 
feedback, and queries are critical 
for our growth. A lot of our social 
media content is curated around 
our marketing initiatives to enhance 
the brand experience. In May-July 
2014 OLX did a 10,000 kilometer 
motorcycle ride around India in 
search of the most unique used 
items. This created a huge amount 
of buzz on our social platforms 
with OLX even trending on 
Twitter with #OLXCollectorsRide. 
Stories from around India were 
shared on our social media pages, 
eliciting tremendous response from 
motorcycle lovers who use OLX for 
the used motorcycle category, and 
also from collectors of unique items 
who use our coins and collectibles, 
and handicrafts categories. 

Sridhar Rajaram: Social can play an 
extremely important role in enhancing 
and establishing brand experiences. 
The key to this is to ensure that 
as much of the offline experience 
expectations that consumers have 
from the brand is replicated in their 
online interaction to build continuity. 
Brands need to understand that 
currency for building positive 
experiences in the social space is 
emotions and not incentives, just as 
it is in the off-line space. Brands that 
tend to build larger relationships with 
their consumers in this space by being 
active listeners end up enhancing the 
value of the relationship by providing 
the right experiences online and not 
just incentivising from one campaign 
to another. 

Bedraj Tripathy: Engagement is 
our core objective! Social media is 
about connecting with friends so 
we believe in connecting with our 
fans on a personal level. Content 
is the key; generating content that 
offers valuable information that 
our customers will find interesting 
and usable is what works for them. 
Content to connect can range from 
an expert chat, DIY, home décor 
mood-boards, tips of managing 
homes during rains, or just the 
art of chilling at home. Being in 
a category where consumers need 
a physical touch and feel of the 
products before they purchase, it 
becomes imperative that we get 
them closest to a feel of their homes 

and products or experiences that 
can actually transform their spaces 
leading to transforming their lives.

Do you think that going the 
social route helps the brands to 
reach out to more audience vis-
a-vis other digital platforms like 
mobile etc.?

Amarjit Batra: They both have 
their own reach and require distinct 
strategy. Social media is a very 
personal space. It is a good medium 
to strengthen brand awareness, and 
establish an emotional relationship 
with a user who is probably already 
aware about the brand. Mobile is 
a less personal but a very dynamic 
space. Our entire lives are on our 
mobile phones. Mobile is a good 
medium to reach out to a first 
time user. A huge percentage of 
Facebook users in India access the 
social networking site on mobile, 
and they never log out. 

Sridhar Rajaram: Social and 
mobile are not two competing 
media options for marketers. In fact, 
they are complementing options 
that is challenging marketers to 
move the benchmarks in consumer 
engagement. Mobile enhances the 
social experience that brands can 
provide to consumers. Being ‘on’ 
all the time is a big advantage 
that the mobile platform offers 
brands to experiment with, when 
planning campaigns for their target 
audiences. Apart from the fact 
that mobile allows for extreme 
relevancy of message depending 
on day-part, locations, etc. It also 
allows brands to integrate their 
social campaigns more creatively 
using these very advantages that the 
platform provides. 

Bedraj Tripathy:  This is actually a 
difficult one to answer. Social media 
is big part of one’s life.  It’s a world 
in itself wherein people connect 
with each other. However, I am not 
sure if one can compare social to 
mobile media, as social media is on 
mobile as much as it is through the 
web. Mobiles, tablets, or PCs are 
just the devices to connect to social 
networks. If you are looking at pure-
play mobile advertising versus social 
media, then I think both have their 
own ways of working and both have 
the potential to reach out to large 
number of targeted consumers. The 
advantage of social media is that its 
credibility builds as customers like 
you and me are engaged and speak 
to one another about the campaign 
or the product. n 
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beinG a bloGGer, everyThinG iS 
in black and WhiTe

What do you think is the greatest 
advantage to a brand when it 
gets associated to a star blogger 
like you?
Sherry: The advantage is that we 
already have an existing audience that 
value our opinions. So, when brands 
approach bloggers they always refer 
to us as key influencers and trend 
setters, and that is exactly what our 
subscribers look for when they watch 
us on various social platforms.

How do brands actually plan 
to engage their social media 
audience by leveraging its 
association with trending people 
on web?
Sherry: I feel it is same as brands 
wanting celebrities to endorse their 
products. Most brands would want 
you to post their products and that 
in itself makes a difference as we 
constantly get queries, wherein 
people ask us where we bought stuff 
from or what brand was it. Just the 
fact that a prominent blogger even 
uses the brand not as an association, 
but out of a personal choice, would 
benefit the brand.

What according to you is the 
criteria for brands on basis of 
which they choose the online 
trending personality? Is it the 
quality of the content or the 
large number of followers?
Sherry: I think if the personal style 
matches the brand and the number 
of followers, it always makes a huge 
difference for any brand choosing to 
associate with a blogger. Every brand 
wants to asccociate with a person 
who has a large following.

Do you think the kind of content 
you develop makes a lot of 
difference when a brand is 
looking for a blogger?
Sherry: This is where the individual 
blogger’s style comes into play. Even 
if we do a brand association, we are 
the ones who pick the clothes, looks, 
ideas, and the concept. Creatively, it is 
the bloggers choice. So it is important 

to have the same sensibility as the 
brand, or develop an understanding 
of what would work for both, the 
brand and the blogger. Brands look 
to associate with people who match 
up to their style, ideology, campaign, 
etc.

What actually goes into the 
developing the content for 
various brands so that it conveys 
the right message and targets 
the correct base of audience.
Sherry: When I do brand associations, 
I make sure that I actually use those 
products, as a result I don’t associate 
with brands I don’t use in my everyday 
routine. My associations are genunine 
and it is not just because it is a paid 
association. Even if it is a clothing 
brand, I like to associate with brands 
that I wear regularly and really like. 
This is one thing that goes a long way, 
that people appreciate far more, 
rather than you blindly promoting 
goods. Also the next thing is that 
you need to understand the brand, 
as individuals, we all have different 
facets to our style and personality so 
we might ocassionally have to adapt 
our personal inclinations to do justice 
to the brand. I think it is a mix of how 
we visualise the brand personally and 
what the brand ideology is.

Post content development, what 
kind of strategies do you employ 
in order to garner optimum 
results?
Sherry: It is no different to what 
I do with my regular content. I 
promote all my content on social 
media platforms, and everytime I 
post a video you will see it on 
all my platforms. Since I follow an 
upload schedule (which is a new 
video every Monday and Friday), my 
subscribers come back according 
to that schedule. Owing to this, 
I don’t really need to promote a 
video separately. Brand videos 
are no different for me from my 
regular videos because I only do 
brand associations for brands that I 
personally use.

When a blogger gets associated 
with a brand, he or she 
also bears responsibility of 
the products that are being 
endorsed, so what are your 
parameters for choosing a 
particular brand?
Sherry: I don’t endorse anything 
that I don’t use as a policy, because 
there is a difference between 
being a YouTube-er and being 
a regular celebrity. Everyone 
knows celebrities are paid for that 
association, and they expect you to 
make your own choices. There is no 
pressure on you, as most individuals 
don’t look up to you and say ‘XYZ 
has promoted this and so I should 
buy this’. Whereas as a blogger they 
come to you for genuine advice. 
If a new brand approaches me, I 
tell them that I would like to try 
the products before I can decide 
to associate with them. I don’t 
associate with brands that I believe 
do not work for me.

Although the alliance between 
a brand and a star blogger is 
supposed to be symbiotic. What 
if it turns sour?
Sherry: I have not experienced 
anything of this sort because I am 
very careful with the kind of brand 
associations I do. Even when I 
try products, in most cases I buy 
products myself and try them. I 
don’t think  it’s possible that a 
brand would give me something 
and sell something else. Also, I 
use the products for a couple of 
months before I know if I like it or 
not. Regardless, if such a situation 
were to arise, it would be a bigger 
problem for the brand, rather than 
for me. Being a blogger, everything 
is in black and white, and there is 
no gray space. Everything is out 
there and online, so all my reviews 
are genuine. Even if a situation 
arises where I feel that something is 
inferior, I would definitely speak to 
the brand about it. But I have never 
had such a problem and I don’t 
forsee it happening. n

scheRezade 
shRoff  

Scherezade a.k.a. Sherry 
is the perfect combination 
of beauty and brains. A 
model since the age of 16 
and the face of various 
well-known brands. 
Sherry, single-handedly 
manages her own fashion 
blog called Fashionalized 
and video blogs on her 
channel Scherezade Shroff 
on YouTube.

4 2 afaqs! Reporter, July 16-31, 2 0 1 4

     sp
ec

ia
l 

re
po

rt








