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Introduction 

Recent trends indicate that now more and more of the educated youth are gaining confidence in 

communication in print / online through matrimonials. The matrimonial advertisements we see in 

the newspapers / online sites reflect a certain socio-cultural norm, the expectations and behaviour 

of the society. The individuals are becoming more and more demanding about their needs. 

In this project we wanted to study this consumer psychology of the people advertising in the 

matrimonials in terms of their profile, expectations, demands and the compromise factor. We also 

studied the validity of profiles created in online matrimonials. We also aimed to study the increasing 

trend among the youth of today to disregard the hitherto important factors like caste, region and 

focus more on social and economic compatibility. 

  

Hypotheses Development 

1.          Hypothesis 1: While ranking attributes, people tend to prefer spouses with higher ratings on 

same parameters than their own. 

While advertising in a matrimonial, the usual attributes that would be highlighted by the advertiser 

have been ranked. Then the same attributes are ranked in case of the spouse. Our hypothesis will 

aim to prove that people tend to choose a better looking, more educated partner. 

2.          Hypothesis 2: The propensity to disclose truthful information is lesser in paid matrimonial 

websites where more active seekers are present and thus need for impression is more. 

People create profiles on social networking websites, professional websites, and matrimonial 

websites. There is a fair amount of mistruth also in these profiles. In some paid websites where 

obviously more interested people would create profiles, someone might be tempted to portray 

himself/herself in a better light. That is what our hypothesis seeks to check. 

3.          Hypothesis 3:  LƴǎǘŜŀŘ ƻŦ ƘƻƭŘƛƴƎ ƻƴ ǘƻ ǘƘŜ ǊŜƎƛƻƴŀƭ Ǌƻƻǘǎ ǘƻŘŀȅΩǎ ȅƻǳǘƘ ƭƻƻƪǎ ƳƻǊŜ ŦƻǊ 

compatibility in economic / social status. 

Our literature review talks about the erstwhile preference for partners from the same community 

and same region. However recently the trend is on the decline and people are open to matches from 

non-ǎƛƳƛƭŀǊ ōŀŎƪƎǊƻǳƴŘǎΦ ¢ƘŜ ǎƻŎƛŀƭ ǎǘŀǘǳǎ όŜŘǳŎŀǘƛƻƴΣ ƛƴŎƻƳŜύ ƘƻǿŜǾŜǊ ƛǎ ǘƘŜ ǇƛǾƻǘ ƻŦ ǘƻŘŀȅΩǎ 

matchmaking. This is what our hypothesis tries to unearth. 

  



 

Methodology of Survey 

1.                   We first conducted a focus group study of 5 people on campus to decide on the 

attributes we would study while doing the primary research. 

 The figure to the left shows the members of the focus 

group. From a 1 hour discussion about attributes they want to know about before deciding on a 

mate, and what can be reasonably communicated via website profile or newspaper advertisement 

we have chosen these 7 parameters- 

  

 

¶ Fairness 

¶ Height 

¶ Slimness 

¶ Handsome/Pretty 

¶ Ambition 

¶ Education Level 

¶ Family Affluence 

 

  

2.                   We conducted a Primary Survey in the online format. We used the Likert 5-point scale of 

Strongly Agree to Strongly Disagree to capture the rankings of the attributes for 

¶ Ranking oneself 

¶ Ranking spouse 

¶ Ranking oneself on a paid website 

We had 107 respondents which were mainly friends and family. We have analyzed the data using 

SPSS. 

  

Data Analysis 

1.                   Spreadsheet to SPSS 

¶ The raw data from the Survey was modified into an SPSS usable data. For this purpose, 

qualitative information was converted into quantitative information. In total, 3 SPSS 

datasets were used for analysis: Overall, Males, and Females. This was done to capture the 

differences in the Behavior of Males and Females and their expectations about the future. 

2.                   Reliability Testing 

¶ The first step in analyzing the data was to check its reliability. For this purpose, the Reliability 

Test was run in SPSS. The Cronbach Alpha from this test came out to be 0.878. 

¶ Cronbach Value of more than 0.7 indicates reliable data. So, the data from the survey was 

reliable and fit for analysis. 

3.                   Normal Distribution Testing 



¶ Then, the data was checked for Normal Distribution. For this, 1 Sample K-S test was done 

which showed significance more than 99%. 

4.                   Testing Hypothesis 1 and Hypothesis 2 

¶ To check the various hypothesis, T test was carried out between the  parameters: 

o   How you rate yourself on the parameters v/s what you expect your spouse to be like. 

o   How you rate yourself in actual v/s how you rate yourself on paid websites. 

  

5.                   Hypothesis 1 Analysis 

The analysis gave some interesting trends and behavioral information: 

¶ Males expect their spouse to be fairer, slimmer, prettier, but less ambitious than self. 

¶ However, height is mostly not a factor, neither is affluent background or education level. 

Males expect their spouses to be of same affluence level and education level, as themselves. 

¶ Females almost for certain expect taller spouses than themselves. They however expect 

themselves to be fairer than their spouses. 

¶ Quite a few females also expect spouses to be slimmer and somewhat handsome than 

themselves. 

¶ They would expect their spouses to be of same education level, affluence and ambition as 

themselves. 

  

 
  

6.                   Hypothesis 2 Analysis 



¶ On paid websites, males will rate themselves as taller and handsomer, than they actually 

are. They will also sometimes rate themselves as more affluent than they actually are. 

¶ However, they will state themselves truly on Fair, Slim, Education and Ambition. This is 

largely due to the sample mostly being PostGrad MBA students, who are actually rated high 

on Education and Ambition. Moreover, males rarely call themselves slimmer or fairer than 

they actually are. 

¶ On paid websites, females rate themselves as slimmer as and somewhat prettier than they 

actually are. But they will rate themselves as from a less affluent background and rate 

themselves truly on height, education and ambition. 

  

Male           

Paid Website Diff Count Negative Neutral Positive   Average 

Fair 4% 92% 4%   0 

Tall 1% 89% 10%   0.084507 

Slim 4% 87% 8%   0.042254 

Handsome/Pretty 1% 92% 7%   0.056338 

Well Educated 3% 93% 4%   0.014085 

Affluent Family 3% 90% 7%   0.056338 

Ambitious 6% 90% 4%   0.028169 

  

Female           

Paid Website Diff 

Count 
Negative Neutral Positive   Average 

Fair 6% 92% 3%   -0.08333 

Tall 6% 89% 6%   0 

Slim 0% 94% 6%   0.083333 

Handsome/Pretty 3% 92% 6%   0.027778 

Well Educated 8% 83% 8%   -0.05556 

Affluent Family 14% 81% 6%   -0.08333 

Ambitious 6% 92% 3%   -0.02778 

  

7.                   Hypothesis 3 Analysis 

For testing the third Hypothesis, averages were analyzed over the following parameters: 

  Overall Male Female 

Would you prefer your spouse to be from - 

[Same Hometown] 
3.056 3.056 3.056 

Would you prefer your spouse to be from - 

[Same Religion] 
3.626 3.577 3.722 

Would you prefer your spouse to be from - 

[Same Community] 
3.159 3.127 3.222 

Would you prefer your spouse to be from - 

[Same Caste] 
3.019 3.000 3.056 



Would you prefer your spouse to be from - 

[Similar Family Background (Income and 

Social Status))] 

3.579 3.493 3.750 

Would you prefer your spouse to be from - 

[At Same or Higher Education Level] 
3.813 3.577 4.278 

  

·         Now, everyone from the considered sample is neutral on their spouse being from same 

hometown, caste and also the community. 

·         However, they would prefer their spouse to be from same or higher education level (very high 

preference in case of girls), similar family background and same religion. 

·         So, although there is not much preference in case of hometown or community or caste, 

ǊŜƭƛƎƛƻƴ ƛǎ ǎǘƛƭƭ ŀ ōƛƎ ƛǎǎǳŜ ŀƴŘ ŀ ǎǘǊƻƴƎ ǇǊŜŦŜǊŜƴŎŜ ƛǎ ƛƴ ƳƛƴŘΩǎ ƻŦ ŜǾŜǊȅƻƴŜ ŦƻǊ ǘƘŜƛǊ ǎpouse being 

from same religion. 

·         Apart from that, similar family background and same/higher education level are also highly 

desired. Females give a 4.3 rating to Same/Higher Education Level whereas Males rate 3.6 on the 

same parameter. 

  

  

 

Conclusions    

  

·         Hypothesis 1 (While ranking attributes, people tend to prefer spouses with higher ratings on 

same parameters than their own.) Rejected 

1.       Results are varied among men and women in different parameters. 

2.       For example, Males expect their spouse to be fairer, slimmer, prettier, but less ambitious than 

self. Females almost for certain expect taller spouses than themselves. Quite a few females also 

expect spouses to be slimmer and somewhat handsome than themselves. Higher Education level is a 

very important factor for Women, when looking for a partner. 

·         Hypothesis 2 (The propensity to disclose truthful information is lesser in paid matrimonial 

websites where more active seekers are present and thus need for impression is more.)  Rejected 

1.       On paid websites, males will rate themselves as taller and handsomer, than they actually are 

and sometimes also more affluent than they actually are. 

2.       Similarly, females rate themselves slimmer than and somewhat prettier than they actually are. 

3.       However, everyone will state themselves truly on Education and Ambition. This is largely due 

to the sample mostly being PostGrad MBA students, who are actually rated high on Education and 

Ambition. 

·         Hypothesis 3 (LƴǎǘŜŀŘ ƻŦ ƘƻƭŘƛƴƎ ƻƴ ǘƻ ǘƘŜ ǊŜƎƛƻƴŀƭ Ǌƻƻǘǎ ǘƻŘŀȅΩǎ ȅƻǳǘƘ ƭƻƻƪǎ ƳƻǊŜ ŦƻǊ 

compatibility in economic / social status.) Rejected 

1.       Now, the majority from the considered sample is neutral on their spouse being from same 

hometown, caste and also the community. However, they would prefer their spouse to be from 

same or higher education level (very high preference in case of girls), similar family background and 

same religion. 

  



From the above analysis, we can say with some certainty that the youth is evolving and when looking 

for a partner, they would look more for compatibility in mindset, which they would expect coming 

from the education level and family background. The traditional expectations of same community 

and caste are now blurred. 

However, interestingly enough, when asked the desired characteristics of their spouses, most 

individuals expect them to be aesthetically appealing. This brought to light very important consumer 

behavioural dimension of higher expectations from the partner than your perception of self. 

In hope of finding a better partner on paid websites, individuals exaggerate their profiles slightly on 

these sites, to appear more desirable. 

  

  



SUMMERizing                                                                
  

Keeping in miƴŘ ȅƻǳǊ ǇŀǳŎƛǘȅ ƻŦ ǘƛƳŜΣ ƘŜǊŜ ŀǊŜ ŀ ŦŜǿ ŘƻΩǎ ŀƴŘ ŘƻƴΩǘǎ ŦƻǊ {ǳƳƳŜǊ tƭŀŎŜƳŜƴǘǎΥ 

  

FORMS: 

Forms are the main Shortlisting criteria of most companies. Be honest with them because almost all 

companies will check consistency during interview. If you plan to exaggerate or worse, faff about a 

ǉǳŀƭƛǘȅ ȅƻǳ ŘƻƴΩǘ ǇƻǎǎŜǎǎ ƻǊ ƛƴŎƛŘŜƴǘ ǘƘŀǘ ƴŜǾŜǊ ƘŀǇǇŜƴŜŘΣ ǘƘŜƴ ōŜ ǊŜŀŘȅ ŦƻǊ ŜȄŎŜǎǎƛǾŜ ƎǊƛƭƭƛƴƎΦ .Ŝ 

well prepared to substantiate everything that you have written with atleast 2 examples 

COMPANIES & PROFILES:             

Keep a note of all the companies that you have applied into or are going to apply and the profile 

they offer. It is advisable to prepare a one page doc containing relevant information about these 

companies. This might include: 

  

/ƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎǘ ǇƻǊǘŦƻƭƛƻ 

/ƻƳǇŀƴȅΩǎ ǊŜŀŎƘ ŀƴŘ ƴŜǘ ǿƻǊǘƘ ƛƴ LƴŘƛŀ ŀƴŘ ²ƻǊƭŘ 

Corporate philosophy (Something that tells you what kind of people are they looking for) 

Their main competitors 

This info should be used to answer questions like Why XYZ company, Why ABC profile etc. 

SELECTION PROCESS: 

Get an idea about the selection process of the companies that you want to get into, atleast top 10 

ones. Have an idea about what kind of people do they look for, what kind of questions are asked in 

interviews etc.  Seniors are always there for you. 

PI QUESTIONS: 

tǊŜǇŀǊŜ ŀ ƭƛǎǘ ƻŦ ŎƻƳƳƻƴ ǉǳŜǎǘƛƻƴǎ ŀǎƪŜŘ ŀƴŘ ȅƻǳǊ ǊŜǇƭƛŜǎΦ 5ƻƴΩǘ ǿŀƛǘ ŦƻǊ ƭƛƎƘǘƴƛƴƎ ǘƻ ǎǘǊƛƪŜ ŘǳǊƛƴƎ 

ŀƴ ƛƴǘŜǊǾƛŜǿ ōŜŎŀǳǎŜ ƛǘ ǿƻƴΩǘΦ tǊŜǇŀǊŀǘƛƻƴ ƘŜƭǇǎΦ  

Most interviews would be HR type focussing majorly on your CV, interests, learning aptitude, 

enthusiasm and attitude. 

IƻǿŜǾŜǊ ƛǘ ƛǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ƪƴƻǿ ȅƻǳǊ ƳŀǊƪŜǘƛƴƎ ŎƻƴŎŜǇǘǎ ǿŜƭƭ ŀƴŘ ƛƴ ŘŜǇǘƘΦ 5ƻƴΩǘ ƘŜǎƛǘŀǘŜ ǘƻ 

ŜȄǇƭŀƛƴ ȅƻǳǊ ŀƴǎǿŜǊ ǳǎƛƴƎ ŀ ǿŜƭƭ ƪƴƻǿƴ ǘƘŜƻǊȅ ƭƛƪŜ tƻǊǘŜǊΩǎ р CƻǊŎŜǎ ƻǊ ./D aŀǘǊƛȄΦ IƻǿŜǾŜǊ ŘƻƴΩǘ 

force fit any theory into your answers just for the sake of showing off. 

General tips 

All companies are looking for people who are ready to learn and are willing to get their hands dirty in 

the field. 

Show interest and enthusiasm for the company. It is a good idea to ask questions but only if they are 

RELEVANT to you. Restrict your questions to the type of profiles, projects or general info about the 

ŎƻƳǇŀƴȅ ŀƴŘ 5hbΩ¢ ŀǎƪ ǘƘŜƳ ŀōƻǳǘ ǘƘŜ ƭŀǘŜǎǘ ŘŜŀƭ ƻǊ ƳŜǊƎŜǊ ǘƘŜȅ ŀǊŜ ǇƭŀƴƴƛƴƎ ǘƻ ŘƻΦ 

  

Last but not the least, Summers is not about cracking a company in first 5 hours. Be patient and 

ŘƻƴΩǘ ƭƻǎŜ ȅƻǳǊ ƴŜǊǾŜǎ ƻǊ ŎƻƴŦƛŘŜƴŎŜ ǳƴŘŜǊ ŀƴȅ ŎƛǊŎǳƳǎǘŀƴŎŜǎΦ !ƭƭ ǘƘŜ .ŜǎǘΗΗΗ 

  

Namita Jain 

  



Proctor & Gamble: Channel Management  
ABOUT P&G 

Founded by William Proctor and James Gamble who met because they married sisters, Proctor and 

Gamble Co. is a Fortune 500 company manufacturing a wide range of consumer goods. Globally, 

P&G is the 8th largest corporation in the world by market capitalization as of 2008. P&G is credited 

with many business innovations including brand management and the soap opera. 

The company is divided into four separate business units with various brands under a single business 

unit umbrella ς 

·         Beauty and Fem Care 

·         Family Health 

·         Household 

·         Gillette 

The combined global revenue for P&G as of 2008 was recorded at US$ 68 billion. It is the No 1 

consumer goods company in the world. With employee strength of over 140,000 in 80 countries, it 

has a strong presence globally. P&G has a whopping 300 brands globally of which 22 brands are 

Billion Dollar brands. Undoubtedly it is one of the fastest growing consumer goods company in the 

world for the last 6 years. 

P&G India 

P&G Home Products Limited is one of India's fastest growing Fast Moving Consumer Goods 

Companies that has in its portfolio P&G's global brands such as Ariel and Tide in the Fabric Care 

segment, and in the Hair Care segment: Head & Shoulders - world's largest selling anti-dandruff 

shampoo; Pantene - world's No. 1 beauty shampoo; and Rejoice - Asia's No. 1 shampoo.  

 

P&G Home Products Limited is a 100% subsidiary of The Procter & Gamble Company, USA, which in 

India, has carved a reputation for delivering superior quality, value-added products to meet the 

needs of consumers. The total revenue for the Indian subsidiary is estimated at approximately Rs. 

2100 crores. P&G sales have roughly tripled on a volume basis in the last 3 yrs and 2.5 times on a 

value basis. 

The company has employee strength of 1200 spread across 31 sites. It is a young and lean 

organization with the average age of top management at 39 years. Moreover 40% of management 

employees are less than 2 years old in the company. The India office was identified as one of the 

best office spaces to work in by The Economic Times. 

P&G has more than doubled its distribution reach over 3 yrs after implementation of the new 

distribution model. They have added 15 million households in one year which comes to an almost 

40% increase. 

  

DISTRIBUTION STRUCTURE 

When P&G first entered India in 1989, they followed the same distribution structure as the market 

ƭŜŀŘŜǊǎ ŀǘ ǘƘŜ ǘƛƳŜΣ ƛΦŜΦ ǘƘŜ Ψ{ǘƻŎƪƛǎǘΩ ƳƻŘŜƭΦ ¢ƘŜȅ ŀǇǇƻƛƴǘŜŘ олллҌ ǎǘƻŎƪƛǎǘǎ ƻǾŜǊ ǘƘŜ ƴŜȄǘ у ȅŜŀǊǎ 

and did everything that their competition did. However, this did not work for them as they were 

playing to the strengths of their competitor. The average size of an HUL stockist was 7 times that of 

P&G stockist. There were also issues in the Seller and Buyer relationship; the selling efforts were not 

up to the standards; all the processes were manual and there was no standardisation resulting in 

lower levels of control and finally the supply chain network was inefficient. 

The Golden Eye Model ς An Overview 



A decision was taken to design a best-in- class and most cost effective sales and distribution model 

for IƴŘƛŀΦ tϧD ƛƴ LƴŘƛŀ ŦƻƭƭƻǿŜŘ ŀ ŘƛŦŦŜǊŜƴǘ άDƻ ǘƻ aŀǊƪŜǘέ ƳƻŘŜƭ ǿƘƛŎƘ ƛǎ ǘƘŜƛǊ άDƻƭŘŜƴ 9ȅŜ 

ŘƛǎǘǊƛōǳǘƻǊ ƳƻŘŜƭέΦ ¢ƘŜ ƻōƧŜŎǘƛǾŜ ƻŦ ǘƘƛǎ ƳƻŘŜƭ ǿŀǎ ǘƻ ŘŜƭƛǾŜǊ ǎǳǎǘŀƛƴŜŘ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ ŀǘ 

retail for their products. The key measures for its effectiveness were Superior In-Store 

Presence and Business Growth. The strategies adopted by the company to implement this model 

were ς 

·         Create Global Standard Distributors 

·         Create CBD (Customer Business Development) Organization Capability 

·         Create P&G Replenishment Capability 

·         Speed to Market 

  

The Golden Eye Model was thus implemented taking into account the strengths and scale of the 

company. The traditional distribution structure was not cost-effective for P&G as it was for other 

companies like HUL which had a much more established and expansive distribution channel. Under 

the model, the distributor network was consolidated to just about 17 distributors (1 per state) from 

over 3000 distributors earlier. 

  

Customer Business Development (CBD) 

CBD is a multifunctional strategy with a view to deliver volume and profits to the company. By 

ǇŀǊǘƴŜǊƛƴƎ ǿƛǘƘ ǘƘŜ Ψ/ǳǎǘƻƳŜǊǎΩ ǘƘŜ ŎƻƳǇŀƴȅ ŜƴǎǳǊŜ ƳŀȄƛƳǳƳ ƛƴǾƻƭǾŜƳŜƴǘΦ /.5 ŀƭǎƻ ŀƛƳǎ ŀǘ 

building the sales, shares and profits of the Customer (distributor) 

For CBD, selling is the core function. Building P&G business with external customers and managing 

customer relationships is the fundamental work. 

Through the CBD (Customer Business Development Structure), P&G took care of the business of 

their customers (distributors) completely thus ensuring maximum efficiency. Since the number of 

distributors was dramatically reduced, the business provided by P&G to each distributor goes up 

tremendously. This gives the company a huge amount of control over the business of the 

distributor.  

  

With the implementation of this Golden Eye Model, P&G has achieved operational efficiency and 

profitability. The business of the distributor has grown from 30 crores to over 300 crores. The quality 

of each call has improved. The ŎƻƳǇŀƴȅΩǎ ŘƛǎǘǊƛōǳǘƛƻƴ Ǿƛŀ ŀƴŘ ǘƻ ǘƘŜ ǿƘƻƭŜǎŀƭŜ ŎƘŀƴƴŜƭ Ƙŀǎ 

improved significantly with about 3 brands in over 20 Lakh stores across the country. The 

information and goods flow channel has also become much more efficient. 

  

The complete impact of the Golden Eye Model is given as follows ς 

  

  Pre Golden Eye Post Golden Eye 

Customers (Distributors) 3000+ 25 

Average Annual Business X 200X 

Average Inventory Days X 0.14X 

No. of Warehouses X 0.06X 

  



The P&G distributor now had a 20:1 scale advantage over an HLL distributor. With the 

implementation of this model, all the distributors of P&G had an ROI>25%. 

P&G realised that it cannot possibly compete with a mass marketer like Levers. With its limited 

distribution set-up, it is easier for the company to control operations. Through its 25 distributors, the 

company reached a huge number of retailers spread across the country. 

  

A picture is worth a thousand words.... 

  

                                                                                             

   

Figure 2: Pre Golden Eye                                                        Figure 1: Post Golden Eye 

  

  

  

  

  

  

The Channel 

  

The basic channel followed by the company is shown in the following figure: 



 
*The Retailers not covered by the distributor sales force. 

  

P&G classifies the retail stores under various heads. 

·         Next Generation is basically the rural market that the company is catering to. 

·         Emerging channels include the following stores ς 

o   Beauty store: Any store which has at least 80% of its business coming from hair care, female care 

and Gillette or any new non chemist store which has been added exclusively to sell Olay. 

o   Baby ς Any store which has at least 90% of its business from Pampers/Whisper and which has 

Johnson Baby Products for surrogate 

o   PETS ς Any photo, electric, toys or stationery store where the company currently sells Duracell 

o   Co-operative Store ς Any institutional/govt. run store 

·         Drug/Pharmacy includes any retail chemist store. Chemist chains under modern retail format 

also included. 

Provision/Convenience includes all general non-chemist retail stores.                

  

A COMPARISON WITH HUL CHANNEL 

  

Following the P&G Golden Eye Model, HUL is also trying to reduce the number of distributors for 

better operational efficiency. The P&G idea was to sort the distributors on a geographical basis 

which makes control by the company much easier. HUL tried to do this for its Mumbai distribution 

where the number of distributors was brought down from about 40 to 4 Mega Distributors. 

Following is a comparison of the distribution structure of P&G and HUL Pre Consolidation and with 

estimate figures for HUL Post Consolidation. 



  

Parameter P&G HUL Pre Consolidation HUL Post Consolidation 

No. of Distributors 25 2400 *400 Mega Distributors 

Coverage 6.2 Lakh stores 12 Lakh 12 Lakh 

HFS Distribution 

Structure 

Distributor 4 different sectorized 

distributors, for Detergents 

(Main Line), Personal Care 

(PP), Beverages, and Lakme / 

Ponds 

Geographical distributors with 

sectorized sellers for each of the 4 

lines and 4 separate channels -1) 

Dets & Soaps .2) Personal Products 

3) Foods 4) Lakme Dove Axe 

Sellers (Urban + 

Rural) 

3200 9000 9500 

Merchandising 

Organization 

Distributor (Visibility 

Captain) 

Outsourced Outsourced 

Merchandising 

Strategy 

Focus on unpaid 

shelf space through 

VC selling other 

benefits 

Buys shelf space on monthly 

/ quarterly basis 

Buys shelf space on monthly / 

quarterly basis 

Delivery 

Organization 

Distributor Distributor Plan to outsource to Mahindra 

Logistics in 42 towns > 8 Lakh 

population by December 2009, and 

have the rest through distributors 

Order Booking 

Mechanism 

HHC Manual HHC 

Inventory 3 Days 12 - 15 days 0-1 days 

*Projections on the basis of the consolidation as done in Mumbai 

  

Written by 

Omkar Parnandiwar 09P097       Riddhi Jain 09P109 

Please Note all data valid up to December 2009 

  



Guerrilla marketing: breaking promotion weariness  

 

  

  

  

  

  

  

Vinayak Malik 09p059 
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In a study it has been found that consumers see at least 1,600 messages a typical day (Nielson).This 

would include the traditional forms of media like billboards, print ads, television commercials, web 

adverts etc. The list is positively unending. Due this constant bombardment of messages and 

information, the average recall of traditional advertising is rapidly diminishing. This effectively 

means that though big bucks are being spent on mass media, which has its effect in terms of 

coverage, there is miserable failure in terms of recall value (that felt like a repeat point). Also, due to 

the exorbitant cost of this media the messages are kept short and direct (read overtly commercial) 

and the communication is largely one way. In such a context there has been a spate of attempts to 

build memorable adverts which would lead to a better recall. One of the many experiments that 

have been taking place is guerrilla marketing.  

  

What is it? 

   

Guerrilla marketing can be said to cover all unconventional marketing campaigns which seek to 

convey their messages usually in a public environment though the means of visual cues with the 

least possible expenditure. Another way to define it is to say that it is a means of creating an 

experience so shocking, funny, unique, outrageous, clever, or creative that the people who come in 

ŎƻƴǘŀŎǘ ǿƛǘƘ ƛǘ ŎŀƴΩǘ ǎǘƻǇ ǘŀƭƪƛƴƎ ŀōƻǳǘ ƛǘΦ DǳŜǊǊƛƭƭŀ ƳŀǊƪŜǘƛƴƎ ƳŀƪŜǎ ǳǎŜ ƻŦ ǘƘŜ ŜǾŜǊȅŘŀȅ 

environment to convey an unexpected, intelligent message that resonates more profoundly than 



traditional media impressions. The ultimate aim is to turn viral and hence ensure maximum spread 

of the message.  

  

How it all began? 

   

Until 1970 advertising was informational rather than entertaining. The adverts simply listed the 

superiority of the products and that was it. The advertisers soon realized that the general audience 

was getting jaded by this constant sales pitch. In 1984, Jay Conrad Levinson published a book which 

espoused little investment for getting big advertising results. This was the beginning of guerrilla 

ƳŀǊƪŜǘƛƴƎΦ ¢ƘŜ άōǳȅ ƳŜ ŀ ŘǊƛƴƪΚέ ŎŀƳǇŀƛƎƴ ǿŀǎ ǇŜǊƘŀǇǎ ǘƘŜ ŦƛǊǎǘ ŎŀƳǇŀƛƎƴ ǘƻ ōŜ ŦƻǊƳŀƭƭȅ ŎǊŜŘƛǘŜŘ 

to this style. It involved a mysterious woman requesting a random person at a bar to buy her a 

particular drink whose characteristics she praised. She then disappears without the target realizing 

it, causing him to think about (and probably discuss) the significance of the chance encounter and 

the drink that was bought. The drink so promoted stayed as a central character in all retellings of the 

story thus ensuring its viral spread. Another more recognized brand to use such tactics was Adidas. 

Bernard Tapie, faced with the sinking brand, decided to give away Adidas shoes to rappers in 

!ƳŜǊƛŎŀΦ Lƴ мфусΣ ǘƘŜ ƎǊƻǳǇ 5a/ ŎŀƳŜ ƻǳǘ ǿƛǘƘ ŀ ǊŀǇ ǎƻƴƎ ΨƳȅ ŀŘƛŘŀǎΩ ǘƘŀǘ ƛƴǎǘŀƴǘƭȅ ƳŀŘŜ ƛǘ ŀ Ǌŀge 

in the inner city neighbourhoods and Adidas became an aspirational product for many almost 

overnight. 

                     

  

The actors  

  

Guerrilla marketing was initially a method for small businesses to compete effectively, in terms of 

advertising, with big businesses whose huge spending on mass media they could never hope to 

match. It espoused the use of local knowledge, time and energy to build the marketing campaign, 

something, it was felt the big business were lacking. The basic fact played upon was this- The smaller 

the business, the closer they are to the customers and the more agile they are .¢Ƙƛǎ ƘƻǿŜǾŜǊ ƘŀǎƴΩǘ 

prevented the big businesses from trying out their hand at such promotions. However, the jury is still 

out trying to decide whether big bucks necessarily 

  



translate into successful campaigns. The implicit danger in this case lies in the fact that if a 

recognized brand is not able to communicate a message clever enough to hold attention, it may lead 

to a pitiful failure. Notable among these include the covering of New York city with butterflies by 

Microsoft (which did not amuse the municipal authorities at all and led to a fine as well as a public 

order to clean up the mess) and the commissioning of street artists by Sony to launch its new gaming 

console in 2005 (which was promptly jammed by irate residents and in turn used to convey witty 

messages ridiculing the attempt).  

hƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ ǎǳŎŎŜǎǎŜǎ ƛƴŎƭǳŘŜ ItΩǎ Ŏǳǘ-out figures for promoting its printers in Malaysia or 

Nissans distributƛƴƎ нлΣллл ǎŜǘǎ ƻŦ άƭƻǎǘέ ƪŜȅǎ ǘƘŀǘ ŎŀƳŜ ǿƛǘƘ ǘƘŜ ƳŜǎǎŀƎŜ ƻŦ ǘƘŜƳ ōŜƛƴƎ ǳǎŜƭŜǎǎ ŀǎ 

Nissan now had push button ignition. The story hence can have a happy ending after all.  

Overall it seems that this tactic cannot be claimed by any one category of player in particular. It is 

likely to be successful if it does not look like an ad at all or is so clever or inventive that the 

consumers are likely to forgive the company for trying to sell them something. 

 
  

  

  

Critical success factors  

  

Ultimately, the success of a campaign depends on a very precise blend of timing, method, message, 

and also a healthy dose of luck, irrespective of what type of company is doing the advertising. 

However there are certain common elements that all guerrilla campaigns (the successful ones) have 

shown.  

Creativity: The core of the campaign is the creativity. it is the means of presenting the idea the way a 

promotion will be done without the explicit desire to be promoted. The campaign has to be out of 

the box, eye catching and unconventional to achieve all this creativity of medium and the message is 

essential. Without creativity the campaign is just conventional or even worse boring.  

Chance encounters: Conventional media with conventional messages are always expected. They are 

so common that consumers have developed blind spots, ignoring them whenever they appear. To be 

effective the mode has to be different. A sewer hole with steam as a way of promoting coffee, hot 



air hand dryers to promote spicy sauce, are examples how messages can be conveyed at unusual 

venues with unusual associations making the communication memorable.  

Meagre resources: The best part about a guerrilla campaign is that it does not require huge 

spending; making do with a single advert at public places is one of the methods it espouses. Use of 

innovation to select venue with care would go a long way in determining the success rather than 

plastering the city with the message. The focus is not on spending it is getting the message across  

Everyday occurrence: Everyday public places like bus stops, the roads, even the washrooms can be 

fertile environments for the campaign to flourish. In fact the more out of the way it is, the better 

every location is, if only an appropriate message can be communicated. One example is IKEA which 

transformed a bus stop into an interactive furniture display location.  

  

  

How it works  

  

!ǎ ƳŜƴǘƛƻƴŜŘ ōŜŦƻǊŜΣ ǘƘŜ ŎŀƳǇŀƛƎƴΩǎ ǳƭǘƛƳŀǘŜ ŀƛƳ ƛǎ ǘƻ Ǝƻ ǾƛǊŀƭΣ ŜƴǎǳǊƛƴƎ ǘƘŀǘ ǘƘŜ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜ 

spreads the word leading to both more publicity and more credibility than could be expected with a 

similar budget. Guerrilla marketing aims to either engage or tick off people 

making them feel foolish. In both cases the word spreads, more research is done, details are 

gathered about the elements of the campaign and the buzz is created. This, in effect grabs the 

attention of a whole lot of people, which makes for a very successful media campaign. An excellent 

ŜȄŀƳǇƭŜ ǘƻ ǉǳƻǘŜ ƘŜǊŜ ǿƻǳƭŘ ōŜ ǘƘŜ ƳƻǾƛŜ Ψ¢ƘŜ .ƭŀƛǊ ǿƛǘŎƘ ǇǊƻƧŜŎǘΩΦ {Ƙƻǘ ƻƴ ŀ ǎƘƻŜǎǘǊƛƴƎ ōǳŘƎŜǘΣ ƛǘǎ 

pǊƻƳƻǘƛƻƴ ǿŀǎΣ ǘƻ ǎŀȅ ǘƘŜ ƭŜŀǎǘΣ ǳƴŎƻƴǾŜƴǘƛƻƴŀƭΦ ¢ƘŜ ōǳȊȊ ǿŀǎ ǎǇǊŜŀŘ ǘƘŀǘ ǘƘŜ ǿƛǘŎƘ ǿŀǎƴΩǘ ŦƛŎǘƛƻƴŀƭ 

and the ensuing viral spread of people trying to find out for themselves whether the existence of the 

character or the events depicted in the movie led to such massive publicity that many refused to 

believe that the movie was fictional at all. Of course the makers laughed all the way to the bank with 

the box office earnings.  



             

However there may be a backlash as indignation may quickly turn into anger if the people involved 

think the line has been crossed. A lot of people believe that this guerrilla method of viral marketing 

ƛǎ ƳŀƪƛƴƎ ǘƘŜ ƛƴǘŜǊƴŜǘ ŀ ƭŜǎǎ ŦǊƛŜƴŘƭȅ ǇƭŀŎŜ ǘƻ ōŜΦ LǘΩǎ ōŜŎƻƳƛƴƎ ƘŀǊŘŜǊ ŀƴŘ ƘŀǊŘŜǊ ǘƻ ŘŜǘŜǊƳƛƴŜ 

ǿƘŀǘΩǎ ǊŜŀƭ ŀƴŘ ǿƘŀǘ ƛǎ ά!ǎǘǊƻǘǳǊŦέΦ  

  

  

  

Implementation 



   

There may be many ways of implementing ideas in real context some are given below:  

Ambient marketing: change the ambience of the point of sale to conform and reinforce the message 

of the product. Examples being actual grass growing on vans delivering fruit smoothies. People will 

remember and sales will skyrocket.  

Presence marketing: be everywhere. Though deceptively simple in articulation the most difficult in 

ƛƳǇƭŜƳŜƴǘŀǘƛƻƴΦ Ψhǳǘ ƻŦ ǎƛƎƘǘ ƻǳǘ ƻŦ ƳƛƴŘΩ Ƴŀȅ ōŜ ǘǊǳŜ ōǳǘ the visibility has to be carefully 

constructed to remain in the background because the moment it becomes jarring the conventional 

tag is attached and the blind spot returns  

Grassroots marketing: The personal approach. Rather than broadcasting the message to the general 

public hoping someone will listen, personalize the message making communications one on one. A 

personal connection will hopefully build a brand evangelist and a viral will follow.  

Wild posting: Go retro or rather have the implicit satire built in. Campaign posters if concentrated 

can convey the idea of a campaign more monstrous than it actually is. It is sometimes the ridiculous 

nature of a campaign that will ensure its going viral. Like they say- no publicity is bad publicity.  

Buzz marketing: Go undercover. If the person targeted does not know the hidden agenda of the 

ǇŜǊǎƻƴ ƳŀƪƛƴƎ ǘƘŜ ǎŀƭŜǎ ǇƛǘƘ ƛǘ ƛǎ ƳƻǊŜ ƭƛƪŜƭȅ ǘƘŀǘ ǘƘŜȅ ǿƛƭƭ ǊŜǎǇƻƴŘ ŦŀǾƻǳǊŀōƭȅΦ Lƴ ǘƘŜ Ψōǳȅ ƳŜ ŀ 

ŘǊƛƴƪΩ ŎŀƳǇŀƛƎƴ ǘƘŜ ƎƛǊƭ ŘƛǎŀǇǇŜŀǊŜŘ ōŜŦƻǊŜ ǘƘŜ ǘŀǊƎŜǘ ǊŜŀƭƛȊŜŘ ƛǘ ǿŀǎ ǘƘŜ brand of the drink to be 

ōǊƻǳƎƘǘ ǿŀǎƴΩǘ ōȅ ŎƘŀƴŎŜΦ  

  

Conclusion  

  

5ŜǎǇƛǘŜ ōƛƭƭƛƻƴǎ ƻŦ ŘƻƭƭŀǊǎ ǎǇŜƴǘ ƻƴ ǊŜǎŜŀǊŎƘ ŜǾŜǊȅ ȅŜŀǊΣ ŀŘǾŜǊǘƛǎƛƴƎ ƛǎƴΩǘ ŀƴ ŜȄŀŎǘ ǎŎƛŜƴŎŜΦ !ƴŘ ŀƴ 

experimental approach is even more risky in spite of all textbook ideas the success will be based 

more on a very precise blend of timing, method, message, and a healthy dose of luck rather than any 

ǇǊŜŎƛǎŜ ŎƻƴŘƛǘƛƻƴǎΦ !ƭǎƻ ōȅ ŘŜŦƛƴƛǘƛƻƴ ƎǳŜǊǊƛƭƭŀ ƳŀǊƪŜǘƛƴƎ ǿƻǊƪǎ ŀǎ ƭƻƴƎ ŀǎ ǘƘŜ ŎƻƴǎǳƳŜǊ ƛǎƴΩǘ ǿƛǎŜ ǘƻ 

the idea; after that the effectiveness decreases multi-fold, so no guerrilla marketing campaign can 

be duplicated.  

All in all, given the recent trend of aggressive undercover marketing coupled with the fact that 

consumers are increasingly hard to reach guerrilla marketing will only grow more covert and stealthy 

as time goes on. The days of outrageous advertising scenes may be nearing their end. 

But you can bet that in the future it will become increasingly difficult to tell what an advertisement is 

and what a simple conversation is.  

  

References   

  

Some of the terms present in this document have been picked from the website Weburbanist.com 

.Other references include the sites of Sparxoo.com, Gmarketing.com, Sitepoint.com and last but not 

the least Wikipedia.com 

  



Viral Marketing  
1 

11 

1111 

11111111 

1111111111111111 

11111111111111111111111111111111 

  

Nothing captures the essence of viral marketing better than the above illustration. This is, basically, 

how a virus grows. It is uncanny in its ability to remain shrouded in secrecy till it wins by sheer 

weight of numbers. It piggybacks on other hosts, and grows by feeding on their resources, not its 

ƻǿƴΦ Lǘ ŘƻŜǎƴΩǘ ƴŜŜŘ ǘƻ ƳŀǘŜ- it replicates itself. And with the right kind of environment, it can grow 

ŜȄǇƻƴŜƴǘƛŀƭƭȅΣ ŀǎ Ŏŀƴ ōŜ ǎŜŜƴ ōȅ ǘƘŜ мΩǎ ŀōƻǾŜΦ 

Viral Marketing, naturally, is something that draws upon these fundamental characteristics of a 

virus- ŜȄǇƻƴŜƴǘƛŀƭ ƎǊƻǿǘƘ ǿƛǘƘ ƳƛƴƛƳǳƳ ǳǎŜ ƻŦ ƻƴŜΩǎ ƻǿƴ ǊŜǎƻǳǊŎŜǎΦLǘ ǊŜŦŜǊǎ ǘƻ ŀƴȅ ǎǘǊŀǘŜƎȅ ǘƘŀǘ 

ŜƴŎƻǳǊŀƎŜǎ ƛƴŘƛǾƛŘǳŀƭǎ ǘƻ Ǉŀǎǎ ƻƴ ŀ ΨƳŜǎǎŀƎŜΩ ǘƻ ƻǘƘŜǊ ƛƴŘƛǾƛŘǳŀƭǎΣ who in turn pass it on to other 

people, and so on and so forth, thereby allowing for an exponential growth in the popularity and 

ŜȄǇƻǎǳǊŜ ƻŦ ǘƘŜ ƳŜǎǎŀƎŜΦ ¢ƘŜ ΨƳŜǎǎŀƎŜΩ Ƴŀȅ ōŜ ŀ ƳŀǊƪŜǘƛƴƎ ƳŜǎǎŀƎŜΤ ƛǘ Ƴŀȅ ōŜ ŀ ǎƻŎƛŀƭ ƳŜǎǎŀƎŜΦ Lǘ 

may also simply be something very funny or interesting. The bottom line is that people share the 

message with as many people as they can because they want to. 

²ƘƛƭŜ ƳŀǊƪŜǘŜǊǎ ǘƻŘŀȅ Ƴƻǎǘƭȅ ǎǇǊŜŀŘ ǘƘŜ ƳŜǎǎŀƎŜ ōȅ άǿƻǊƪƛƴƎ ǘƘŜ ƛƴǘŜǊƴŜǘέΣ ƛΦŜΦ ǘƘǊƻǳƎƘ ōƭƻƎǎΣ 

Twitter, FaceBook, YouTube, flash games etc., viral marketing is not solely internet-based. For 

instance, part of the plot in3 Idiots ǿŀǎ ǘƘŀǘ ΨwŀƴŎƘƻΩ ƘŀŘ ŘƛǎŀǇǇŜŀǊŜŘ ŀƴŘ ƴƻ ƻƴŜ ƪƴŜǿ ǿƘŜǊŜ ƘŜ 

was. Aamir, therefore, traveled across the country in disguise, in an effort to promote the film. This 

news spread like wildfire in the media and word-of-mouth publicity ensured that the film received a 

bumper opening! 

In fact, viral marketing is something that Hollywood consistently relies on, to promote its films. The 

Dark KnightΩǎ ǊŜŎƻǊŘ-smashing success has, in large part, been owed to the brilliant viral campaign it 

started about two years before the release of the movie. An alternate reality game was created; 

websites dedicated to Harvey Dent were created. The website news page was regularly updated 

ǿƛǘƘ ŦƻǳǊ ŦŀƪŜ ǎǘƻǊƛŜǎ ŦǊƻƳ DƻǘƘŀƳ /ƛǘȅ ŜǾŜǊȅŘŀȅΦ ¢ƘŜƴ ǎǳŘŘŜƴƭȅ ŀ ŦŜǿ ƳƻƴǘƘǎ ƭŀǘŜǊΣ ǘƘŜ άL ōŜƭƛŜǾŜ 

ƛƴ IŀǊǾŜȅ 5Ŝƴǘέ ǿŜōǎƛǘŜ ǿŀǎ ǾŀƴŘŀƭƛȊŜŘΣ ǿƘƛŎƘ ǾŜŜǊŜŘ ƻŦŦ ǘƻ ŀƴ άL ōŜƭƛŜǾŜ ƛƴ IŀǊǾŜȅ 5Ŝƴǘ ǘƻƻέΦ ¢Ƙƛǎ 

was supposedly the work of the Joker, the chief villain in the Batman franchise. This created 

unparalleled buzz for the movie. Result:the Dark Knight became one of the highest grossing films of 

all time. 



 
  

Seeding 

²ƘƛƭŜ άǎǘƛŎƪƛƴŜǎǎέ ƻŦ ǘƘŜ ƳŜǎǎŀƎŜ ƛǎ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘΣ ƛǘ ƛǎ ŎƭŜŀǊƭȅ ƴƻǘ ǘƘŜ ƻƴƭȅ ǘƘƛƴƎ that makes for a 

great viral. This is where seeding comes in. Seeding is the activity which refers to making sure that 

the content reaches the right number and the right type of people for it to snowball into a viral 

ǇƘŜƴƻƳŜƴƻƴΣ ǎƻ ǘƘŀǘ ƛǘ ŘƻŜǎƴΩǘ ǊŜǉǳƛǊŜ push efforts from the original source and grows organically, 

through word-of-mouth publicity. Seeding of viral content can be done through the following 

sources: 

·         Digg/Reditt/StumbleUpon/DeliciousΥ ¢ƘŜǎŜ ƴŜǘǿƻǊƪǎ ŀǊŜ ǳǎǳŀƭƭȅ ƳŀŘŜ ǳǇ ƻŦ ǘƘŜ άŎƻƴƴŜŎǘƻǊǎέ 

ƻŦ ǘƘŜ ǿŜōΣ ǎƻ ǘƘŜǊŜΩǎ ŀ ƘƛƎƘ ǇǊƻōŀōƛƭƛǘȅ ǘƘŀǘ ƛŦ ǘƘŜǎŜ ǇŜƻǇƭŜ ǘŀƪŜ ƴƻǘƛŎŜ ƻŦ ǘƘŜ ƳŜǎǎŀƎŜΣ ƛǘ ǿƛƭƭ ōŜ 

seen by thousands of followers. 

·         Twitter: If a celebrity or public figure endorses your campaign through even a single tweet, the 

campaign ǿƛƭƭ ƎŜǘ ǾƛŜǿŜŘ ōȅ ǘƘŜ ŎŜƭŜōǊƛǘȅΩǎ ǎŜǾŜǊŀƭ-ǘƘƻǳǎŀƴŘ ΨŦƻƭƭƻǿŜǊǎΩ ƻƴ ¢ǿƛǘǘŜǊΣ ŀƴŘ ƎŜǘ ǿǊƛǘǘŜƴ 

about in blogs or by bloggers of authority etc. 

·         Social Media sites: People are more likely to trust someone you know than a random 

marketer. FaceBook is ideal in this regard since a product or service recommendation would be 

made by a friend. The potential is immense since FB has over 2.5 billion active users. 

·         YouTube: The website gets over 2 BILLION (not million) views everyday! It is the undisputed 

ƭŜŀŘŜǊ ƛƴ ƎŜǘǘƛƴƎ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƴƎ ŎƻƴǘŜƴǘΦ 9ȄŀƳǇƭŜǎ ƻŦ ¸ƻǳ¢ǳōŜ ŎŜƭŜōǊƛǘƛŜǎ ŀōƻǳƴŘ ƭƛƪŜ ά{ƴŜŜȊƛƴƎ 

tŀƴŘŀέΣ ά{ǘŀǊ ²ŀǊǎ YƛŘέΣ ά5ǊŀƳŀǘƛŎ DƻǇƘŜǊέΣ ά/ƘŀǊƭƛŜ .ƛǘ aȅ CƛƴƎŜǊέ ŜǘŎΦ !ƭƭ ǘƘŜǎŜ ǾƛŘŜƻǎƘŀǾŜ 

garnered over a million views each! 



·         Other techniques to improve the visibility on search enginesare Search Engine Optimization 

(SEO), Search Engine Marketing (SEM) etc. 

Essentially, the digital marketing mix has to be a combination of more than one of the above. How 

many channels are utilized depends upon the time and resources available for such a move. 

  

How 7 = 350,000,000! 

Universal Orlando Resort was going to open a Harry Potter theme park. Now the standard procedure 

for promoting such a decision would be expensive TV ads, huge billboard ads, blimps, direct mail and 

magazine ads. The costs of such a campaign could easily run into the tens of million dollars. 

However, they did exactly the opposite. Instead of literally announcing the opening to the world, just 

SEVEN people were told about it. And yet, the message reached 350,000,000 people across the 

world. How did this happen? 

The company realized that Harry Potter is a worldwide phenomenon like no other. There would 

already be a massive following for the same. So, a group of seven of the most rabid fans, who were 

at the top of Harry Potter websites like MuggleNet was hand-selected by the executives from 

Warner Bros., with inputs from J.K. Rowling. These seven fans were invited to a top-secret Webcast, 

ǘƻ ōŜ ƘŜƭŘ ŘƛǊŜŎǘƭȅ ŦǊƻƳ ǘƘŜ ǎŜǘ ƻŦ ά5ǳƳōƭŜŘƻǊŜΩǎ hŦŦƛŎŜέ ŀǘ [ŜŀǾŜǎŘŜƴ {ǘǳŘƛƻǎΣ ǿƘŜǊŜ ǘƘŜȅ ǿƻǳƭŘ ōŜ 

given details of how designers are bringing about the new Wizarding World of Harry Potter theme 

park. 

Soon after the Webcast, the team of seven sent an e-announcement to their in-house, opt-in email 

list of park guests so they could hear the news directly too. Team members also sent the e-

announcement to friends and family. During the secret Webcast, a Web micro-site went live to 

provide a place for bloggers and the media to link to for information on the theme park. Visitors to 

the site learned that the park will feature immersive rides and interactive attractions, as well as 

ŜȄǇŜǊƛŜƴǘƛŀƭ ǎƘƻǇǎ ŀƴŘ ǊŜǎǘŀǳǊŀƴǘǎ ǘƘŀǘ ǿƛƭƭ ŜƴŀōƭŜ ƎǳŜǎǘǎ ǘƻ ǎŀƳǇƭŜ ŦŀǊŜ ŦǊƻƳ ǘƘŜ ǿƛȊŀǊŘƛƴƎ ǿƻǊƭŘΩǎ 

best-known establishments. 

Because the company went to the fans first, the entire cost of the campaign was just a few thousand 

dollars- to cover the expenses of the Webcast. The rest of the work was done purely by the fans- 

through word-of-mouth or word-of-mouse or word-of-blog publicity. Even though not everyone has 

a brand as strong as Harry Potter on their side, this example is a fine study of the potential of viral 

marketing and how the gains to be had from a successful campaign are mind-boggling. 

[RJ1]  

http://www.mdi-marquity.com/index.php#_msocom_1


 
  

  

The Great Indian Viral Attack 

·         One of the earliest examples of an online viral marketing campaign in India is the Centre Fresh 

ά±ƛƪǊŀƳŀǳǊ.Ŝǘŀƭέ ŦƭŀǎƘ ƎŀƳŜΦ Lƴ ƪŜŜǇƛƴƎ ǿƛǘƘ ǘƘŜ ŎƘŜǿƛƴƎ ƎǳƳΩǎ ǘŀƎƭƛƴŜ ƻŦ ά½ŀōŀŀƴǇŜǊŀƪƘŜƭŀƎŀƳέΣ 

King Vikram, who is carrying the ghost Betal on his shoulders has to keep shooting gum pellets into 

.ŜǘŀƭΩǎ ƳƻǳǘƘ ǘƻ ƪŜŜǇ ƘƛƳ ŦǊƻƳ ŀǎƪƛƴƎ ŀƴȅ ƳƻǊŜ ǉǳŜǎǘƛƻƴǎΦ ²ƘŜǘƘŜǊ ǘƘŜ ǇƭŀȅŜǊ Ƙƛǘǎ ƻǊ ƳƛǎǎŜǎ 

decided the success of the extremely addictive game. Thus, even in the face of increased 

ƎƭƻōŀƭƛȊŀǘƛƻƴΣ ǎƻƳŜǘƘƛƴƎ άƭƻŎŀƭέ Ŏŀƴ ǇƛŎƪŜŘ ǳǇ ŀƴŘ ǘǊŀƴǎŦƻǊƳŜŘ ƛƴǘƻ ŀƴ ŜƴŘŜŀǊƛƴƎ ƳŜǎǎŀƎŜΣ ƻƴŜ 

which will stick with people. The result was that there was an exponential increase in the traffic to 

the Centre Fresh website with over 700,000 views in 2 months! 

·         Another, almost legendary, campaign in the world of Indian viral marketing is the series of 

virals by MakeMyTrip.com, featuring characters from the Ramayana. In the first of these, Ravana, on 

a mission to kidnap Sita, encounters an exciting offer from MakeMyTrip.com. Unable to resist, he 

rushes off to claim the offer, instead of completing his quest. 

Similarly, in the second one, Ram, Lakshman and Hanuman find a way of flying to Sri Lanka through 

the cheap flight tickets offered on the website, instead of undertaking the treacherous journey as 

they did in the original epic. 

  

·         The most endearing, however, of all viral marketing campaigns in the recent past has been the 

Ψ/ƘƛŘƛȅŀ¦ŘƛΩ ŎŀƳǇŀƛƎƴ όŀƎŀin by MakeMyTrip.com). The campaign takes off a game that is played by 

many Indian children. For greater clarification on the rules of the game, please click on the link 

below: 



 

http://allindian.yrals.com/make-my-trip-viral-by-webchutney-really-cute/ 

 

The clip reinforces the idea that flying, which was earlier considered a privilege reserved only for the 

ǎǳǇŜǊ ǊƛŎƘΣ ǿŀǎ ƴƻǿ ǿƛǘƘƛƴ ŜǾŜǊȅƻƴŜΩǎ ǊŜŀŎƘ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ ŎƘŜŀǇ ǘƛŎƪŜǘǎ ǘƘŀǘ ǿŜǊŜ ōŜƛƴƎ ƻŦŦŜǊŜŘ ƻƴ 

MakeMyTrip.com 

  

Viral Marketing Gone Wrong 

A viral marketing campaign is one that requires sustained and continuous involvement from 

inception to execution to the post-ŜȄŜŎǳǘƛƻƴ ǎǘŀƎŜΦ tŜƻǇƭŜ ǎƘƻǳƭŘ ƴƻǘ ŦŜŜƭ ǘƘŜȅΩǾŜ ōŜŜƴ άǘǊƛŎƪŜŘέ ƻǊ 

άŘŜŎŜƛǾŜŘέΦ  {ƛƴŎŜ ƛǘΩǎ ǾƛǊŀƭΣ ȅƻǳ Ŏŀƴ ōŜ ŀōǎƻƭǳǘŜƭȅ ǎǳǊŜ ōŀŘ ǇǳōƭƛŎƛǘȅ ƛǎ ƎƻƛƴƎ ǘƻ ǎǇǊŜŀŘ ǎǳǇŜǊ Ŧŀǎǘ- 

product users recommend a product to three people on an average. IƻǿŜǾŜǊΣ ƛŦ ǘƘŜ ǇǊƻŘǳŎǘ ƛǎƴΩǘ 

good, then the same user will tell eleven people not to buy. 

·         So while viral marketing is typically low-cost, the point where it differs from other marketing 

techniques is that it offers you less control, since you caƴΩǘ ŎƻƴǘǊƻƭ ŜǾŜǊȅǘƘƛƴƎ ǘƘŀǘ ǇŜƻǇƭŜ ǿƛƭƭ Ǉƻǎǘ ƻƴ 

an online forum. This can lead to the entire campaign backfiring severely- General Motors learnt this 

the hard way. As part of its viral marketing campaign for the Tahoe- the latest SUV from the GM 

stable- Chevrolet invited people to create their own commercial using pictures, videos, music and 

their own slogans. A novel idea, indeed. But somewhere along the line the campaign got taken over 

by environmentalist groups who basically ripped into the gas-guzzling monster for adding to the ruin 

of the environment. To gauge the impact of the said advertisements (some of which are really quite 

ingenious), please click on the link below: 

http://reviews.cnet.com/8301-10921_7-6482404-4.html 

¢ƘŜ ǊŜǎǳƭǘ ƻŦ ŀƭƭ ǘƘƛǎ ƴŜƎŀǘƛǾŜ ǇǳōƭƛŎƛǘȅ ǿŀǎ ŀ ŘŜŎǊŜŀǎŜ ƛƴ DaΩǎ ǎŀƭŜǎ ōȅ у҈ ǘƘŀǘ ȅŜŀǊΦ !ƴŘ ǘƘŜȅ ƘŀǾŜ 

ƘŀŘ ǘƻ ǎǘǊǳƎƎƭŜ ǾŜǊȅ ƘŀǊŘ ŦƻǊ ŀƴ ƛƳŀƎŜ ΨƳŀƪŜƻǾŜǊΩΦ 

·         And in a viral marketing campaign, competitors can cash in on the crash on very 

ruthlessly. Starbucks sent out an email to employees in the Atlanta area, featuring a printable 

coupon offering a free Grande drink. The email asked the employees to forward it to their friends 

and families. They did exactly that and people turned out in droves to redeem their free drinks. But 

Starbucks had underestimated the demand and realized that, they would incur a huge loss if they 

honored each of those coupons. So they promptly revoked the offer, declaring all the coupons to be 

void. Naturally, this generated a lot of negative publicity for Starbucks. In hindsight, maybe it would 

have been better if they had honored the coupons, in lieu of the long-term damage to their image. 

But that was not the end of it. 

Caribou Coffee, their closest competitor, quickly announced that they would happily honor the now 

ǾƻƛŘ {ǘŀǊōǳŎƪǎ ŎƻǳǇƻƴǎ ōȅ ƻŦŦŜǊƛƴƎ ǘƘŜƛǊ ƻǿƴ άƎǊŜŀǘ ƴŜǿ ǇǊƻŘǳŎǘ- ǘƘŜ /ƻƭŘ tǊŜǎǎ ƛŎŜŘ ŎƻŦŦŜŜέΦ 

  

The potential of viral marketing may be immense, but if not properly channelized, can be life 

threatening for a brand, as has been gauged from the examples above. Also, the product/offering 

has to be good- ƻǊ ƛǘ ǿƻƴΩǘ ǎǳǊǾƛǾŜ ŀƴŘ Ŏŀƴ Ŝŀǎƛƭȅ ŜƴŘ ǳǇ ōŜƛƴƎ ǘƻǊƴ ǘƻ ǎƘǊŜŘǎΣ ŀǎ ǿŀǎ ŘŜƳƻƴǎǘǊŀǘŜŘ 

in the case of the Chevy Tahoe. Viral marketing can help you get that first sale, but subsequent sales 

will depend only on quality of product and after-sales service. In fact, great advertising coupled with 

bad service will end up creating a space for the product category (not your product)- and your 

competitors will benefit immensely from this. 

  

http://allindian.yrals.com/make-my-trip-viral-by-webchutney-really-cute/
http://reviews.cnet.com/8301-10921_7-6482404-4.html
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Marketing Jargon  
  

Roach Bait Marketing: A marketing message delivered by an actor posing as a regular person with 

the intention of having that message passed along to many other people. 

Download | View 

  

In the link to the page: 

Roach Bait Marketing: 

A marketing message delivered by an actor posing as a regular person with the intention of having 

that message passed along to many other people. 

Roach-bait marketing involves people (sometimes paid) who engage consumers in a conversation 

about a particular brand in locales about town. Some liquor and cigarette companies, constrained by 

strict marketing rules, have adopted this alternative approach. At hip night- ŎƭǳōǎΣ άƭŜŀƴŜǊέ ŀǊŜ ǇŀƛŘ 

to lean into people at the crowded bar and ask them to order a drink for them. Oftentimes, the 

unsuspecting patrons, unfamiliar with the liquor or drink ordered, will strike up a conversation, and 

next thing they know an attractive stranger is telling them all about the joys of Brand X.9 Invasive, 

yes. Offensive? Depends on whom you ask, how attractive the leaner isτand whether you get 

caught! 

For further reading: 

http://www.wordspy.com/words/roachbait.asp 

  



Latest Happenings   
  

Volkswagen Vento advertisement 

Volkswagen (VW) has adopted a totally innovative strategy by introducing an audio with 

its Volkswagen Vento advertisement in the leading Indian newspaper, the Times of India. This is also 

claimed to be the first talking newspaper in the world. This ad was much like the audio greeting 

cards, which you open an audio message starts playing. Volkswagen, no stranger to unconventional 

advertising, said the aim was to do something innovative to help raise awareness of the brand and 

ŘǊƛǾŜ ǘǊŀŦŦƛŎ ǘƻ ǎƘƻǿǊƻƻƳǎΦ Lƴ bƻǾŜƳōŜǊ ƭŀǎǘ ȅŜŀǊΣ ǘƘŜ DŜǊƳŀƴ Ǌŀƴ ƛǘǎ ΨwƻŀŘōƭƻŎƪŜŘΩ ŎŀƳǇŀƛƎƴ ƛƴ 

The Times of India, filling up all advertising 

space in the paper with its own ads and 

blocking out all others. 

Has these innovative campaigns worked for 

Volkswagen? Well the answer is certainly yes as 

they have been able to attract huge number of 

interested customers to the 

showroom. Volkswagen has already received 

4000 orders for Vento in just three weeks of the 

launch. 

  

  

  

  

  

  

Buildadreamcar.com campaign 

A teaser ad campaign to promote Buildadreamcar.com has been live on the internet for the past few 

days. The website enables visitors to design and 

assemble a virtual car from scratch. 

To develop the car, which is a five-stage process, the 

user has to register on the website and clear various 

stages. In the first stage, the user is provided with 

basic car parts (such as engine, gear-box and tyres), 

which need to be fixed accurately in the 

skeleton/chassis in order to move to the next stage. In 

the later stages, the user is asked to bring together 

various interior and exterior parts of the vehicle, 

choose special accessories and select a color for the 

car. 

Once the car building process is complete, the user is asked to write a review of the vehicle. The user 

who earns maximum points will be awarded a free holiday trip. 

Surprisingly, neither the banner ads nor the website reveal the name of the advertiser. However, the 

development of the site is credited to Mumbai-based digital agency, Experience Commerce. A close 

scan of forum discussions across automobile portals such as Team-Bhp.com and Cararzoo.com, 

combined with a search on Google search for the keyword, 'Buildadreamcar' indicates that 


