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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 secidtural 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, @ectations, 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 uswatributes 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. Hypothesis2: 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 maalimon
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 hypotheségks to check.
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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
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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.

Malayali Married
23 |Punjabi-Sikh |Single
25 |Baniya-Jain [Married
21 [Marwari Single
23 |Bengali Single

The figure to the left shows the members of the focus
group. From a 1 houdiscussion 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
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2. We conducted a Primary Survey in the online format. We used the Lipsin scale of
Strongly Agree to Strongly Disagree to capture the rankings of the attributes for

1 Ranking oneself

1 Ranking spotes

1 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 usdbleFaa this purpose,
gualitative 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 theiectations about the future.
2. Reliability Testing
1 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.
1 Crmbach 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



1 Then, the data was checked for Normal Distribution. For this, 1 Sampléet was done
which showed significance more than 99%.
4, Testing Hypothesis 1 and Hypothesis 2
1 To check the various hypothesis, T test was carried out betweempéinemeters:
o0 How you rate yourself on the parameters v/s what you expect your spiouise like.
0 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:
1 Males expect their spouse to be fairer, slimmenettier, but less ambitious than self.
1 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.
1 Females almost for certain exgtetaller spouses than themselves. They however expect
themselves to be fairer than their spouses.
1 Quite a few females also expect spouses to be slimmer and somewhat handsome than
themselves.
1 They would expect their spouses to be of same education leffeleace and ambition as
themselves.
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6. Hypothesis 2 Analysis



1 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 gcnall

1 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 themselvesnglinor fairer than
they actually are.

1 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 aachbition.

Male
Paid Website Diff Coun{ 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 . "
Negative | Neutral | Positive Average
Count
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 f to be f

ould you prefer your spouse to be from 3.056 3.056 3.056
[Same Hometown]
Would f to be f

ou yoq pre er your spouse to be from 3.626 3.577 3.792
[Same Religion]
Would you pref(?r your spouse to be from 3.159 3.127 3.922
[Same Community]
Would f to be from-

ould you prefer yourspouse to be from 3.019 3.000 3.056
[Same Caste]




Would you prefer your spouse to be from
[Similar Family Background (Income ar 3.579 3.493 3.750
Social Status))]

Would you prefer your spouse to be from

3.813 3.577 4.278
[At Same or Higher Education Level]

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,
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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 1While ranking attributes, people tend to prefer spouses with higher ratings on
same parameters than their owrRejected
1. Results are varied among men and women in different parameters.
2. For exampleMales 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. Hijnzation level is a
very important factor for Women, when looking for a partner.

Hypothesis 4The propensity to disclose truthful information is lesser in paid matrimonial
websites where maore active seekers are present and thus need for inipmneissanore.)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 somewhdti@r¢han 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.

Hypothess 3 (Y aiSIFR 2F K2fRAy3 2y G2 (GKS NBIA2YI
compatibility in economic / social statyRejected
1. Now, the majority from the considered sample is neutral on their spouse being from same
hometown, caste and also theommunity. 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 yoattolging 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, iterestingly 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 yeucgption of self.

In hope of finding a better partner on paid websites, individuals exaggerate their profiles slightly on
these sites, to appear more desirable.
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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 tggetate or worse, faff about a
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well prepared to substantiate everything that you have written with atleast 2 examples

COMPANIES & PROFILES:

Keepa 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:

/I 2YLI yeQa LINRPRdAzOG LR NI T2t A2

/I 2YLI yeQad NBIOK YR ySiG 62NIK AY LYRAF FYyR 22NIF
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.

SELECON 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 fgou.

Pl QUESTIONS:

t NBLINB | fAad 2F 0O2YY2y |jdsSadAz2ya Fa{SR FyR &2
Fy AYOGSNBASG 0SOFdzaS Al 62y Qiad t NBLI NFGA2Yy KSf LB
Most interviews would be HR type focussing majorly on your CV, interests, learriihgdep

enthusiasm and attitude.
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force fit any theory into yourm@swers 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 questiondyifttbay are

RELEVANT to you. Restrict your questions to the type of profiles, projects or general info about the
O2YLI y& FyR 5hbQ¢ Fal GKSY lo2dzi GKS tFLGdSad RSIH

Last but not the least, Summers is not about craclingpmpany in first 5 hours. Be patient and
R2y Qi f245 &2dNJ ySNBSa 2NJ O2yFARSYOS dzyRSNJ Fye ¢

Namita Jain



Proctor & Gamble: Channel Management
ABOUT P&G
Founded by William Proctor and James Gamble who met because they mastexs, 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 includingand management and the soap opera.
The company is divided into four separate business units with various brands under a single business
unit umbrellag

Beauty and Fem Care

Family Health

Household

Gillette
The combined global revenue for P&G as of 2008 was recorded at US$ 68 bhillion. 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 globalB&G has a whopping 300 brands globaliywhich 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
Companieghat 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 & Shouldensrld's largest selling antdandruff
shampoo; Pantene- world's No. 1 beauty shampoo; and RejoieeAsia's M. 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, vallded products to meet the

needs of consumerdhe total revenue for the Indn 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
organiation 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 thanadibled 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 folemivthe same distribution structure as the market

f SFRSNER i GKS GAYSEI AodSo GKS Ww{d201AadQ Y2RSt o
and did everything that their competition did. However, this did not work for them as they were

playing tothe 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 tlheas no standardisation resulting in

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

The Golden Eye ModelAn Overview



A decision was taken to design a bastclass and most cost effective sales and distribution model
fory RA® tsD AYy LYRAIF F2fft26SR | RAFFSNByild aD2
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retail for their products. The key measures for its effectiveness wBigerionn-Store
PresenceandBusiness GrowthThe strategies adopted by the company to implement this model
were g

Create Global Standard Distributors

Create CBD (Customer Business Development) Organization Capability

Creat 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 ceffective 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 Developmer€BD)

CBD is a multifunctional strategy with a view to deliver volume and profits to the compar
LI NIYSNAYy3a gAGK GKS W/ dzadi2YSNBRQ GKS 02YLJ
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 m
customer relationships is the fundamental work.

Through the CBD (Customer Business Development Structure), P&G took care of the bus
their customers(distributors) completely thus ensuring maximum efficiency. Since the numb
distributors was dramatically reduced, the business provided by P&G to each distributor g
tremendously. This gives the company a huge amount of control over the busbietise
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. THe2 YLJI y&e Qa RAAGNROdziA2y @Al YR
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.

(e

The complete impact of the Goldé&eye Model is given as follows

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 overHah 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 setup, it is easier for the company to contraperations. Through its 25 distributors, the
company reached a huge number of retailers spread across the country.

A picture is worth a thousand words....

Figure2: Pre Golden Eye Figurel: Post Golden Eye

The Channel

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



Company
¥

Distributor

Wholesaler Retailer

Modern High Next

Retailer* . : .
Retail Frequency Generation

Emerging

1 1 1 J

Customer

*The Retailers not covered by thiéstributor sales force.

P&G classifies the retail stores under various heads.

Next Generatiofis basically the rural market that the company is catering to.

Emerging channelsclude the following storeg
0 Beauty store: Any storehich 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.
0 Babycg Any store which has at least 90% of its business from Pampers/Whisper and wakich h
Johnson Baby Products for surrogate
o PETS Any photo, electric, toys or stationery store where the company currently sells Duracell
0 Cooperative Store; Any institutional/govt. run store

Drug/Pharmacyncludes any retail chemist stor€hemist chains under modern retail format
also included.
Provision/Conveniendecludes all general nechemist retail stores.

A COMPARISON WITH HUL CHANNEL

Following the P&G Golden Eye Model, HUL is also trying to reduce the numthstribiutors 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 brouglitown 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.



25 2400 *400 Mega Distributors
6.2 Lakh stores 12 Lakh 12 Lakh
Distributor 4 different sectorized Geographical distributors  wit

distributors, for Detergents
(Main Line), Personal Ca
(PP), Beverages, and Lakm
Ponds

sectorized sellers for each of the
lines and 4 separate channel$)
Dets & Soaps .2) Personal Prody
3) Foods 4) Lakme Dove Axe

3200

9000

9500

Captain)

Distributor (Visibility]

Outsourced

Outsourced

Focus on unpaiq Buys shelf space on month| Buys shelf space on monthly

shelf space througl / quarterly basis guarterly basis

VC selling othe

benefits

Distributor Distributor Plan to outsource to Mabhindr
Logistics in 42 towns > 8 La
population by December 2009, ar
have the rest through distributors

HHC Manual HHC

3 Days 12-15 days 0-1 days

*Projections on the basis of the consolidatias 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
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Vinayak Malik 09p059
MDI Gurgaon

In a study it has beefound 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 bombardmiemiessages 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 termgedall 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, origectitat the people who come in

O2y Gl Ot 6AGK AdG OFyQdéG &ad2L) GFrt1Ay3 Fo2dzi AGO
environment to convey an unexpected, intelligent message that resonates more profoundly than



traditional media impressions. The ultate 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 advertisexgrsrealized 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
YINJ] SGAWRD YSKS RNAY (1 KE OF YLIATY gk a LISNKIFLA GKS
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 witi®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 sgpad. 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

' YSNAOIFI® LY mMopyc>X GKS 3INRdAzZLI 5a/ OFYS 2dzigeg AGK |
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 playedvagahis The smaller

the business, the closer they are to the customers and the more agile theytafeA & K2 g S@SNI K|
prevented the big businesses from trying out their hand at such promotions. However, the jury is still

out trying to decide whether lgibucks 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 #se 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 launchv igsméng

console in 2005 (which was promptly jammed by irate residents and in turn used to convey witty
messages ridiculing the attempt).

hy GKS 20KSNJ KIyYRI -duldiy@é doa Bamotikgyit® pridteRsSin Matay@ia or O dzii
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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 plagarticular. 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 succesof 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 sudoass$) 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 uncamtional to achieve all this creativity of medium and the message is
essential. Without creativity the campaign is just conventional or even worse boring.

Chance encountergConventional media with conventional messages are always expected. They are
so canmon 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 messagdseceonveyed 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 otteeahethods 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 occurrenceEveryay 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 exaliid@ iwhich
transformed a bus stop into an interactive furniture display location.

How it works

l'a YSY(iA2ySR 0STF2NBx GKS OFYLIAIYyQa dzE GAYFGS | A
spreads the word leading to both more publicity andnen 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 camiga and the buzz is createdhis, in effect grabs the

attention of a whole lot of people, which makes for a very successful media campaign. An excellent
SEFYLX S (2 1jd2iS KSNB ¢g2df R 685 (KS Y20AS WeKS | f
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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 tels 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.
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In October of 199
three student filmmakers disappeared
in the woods near Burkittsville, Maryland,
while shooting a documentary...

A year later their footage was found.
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However there may be a backlash as indignation may quickly turn ngeraf the people involved
think the line has been crossed. A lot of people believe that this guerrilla method of viral marketing
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Implementation
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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 actuahss growing on vans delivering fruit smoothies. People will
remember and sales will skyrocket.

Presence marketingbe everywhere. Though deceptively simple in articulation the most difficult in

AYLE SYSyGlrdAz2yd Whdzi 27F aA 3h wisibBitgzias 8@ He carafyliR Q Y I &
constructed to remain in the background because the moment it becomes jarring the conventional

tag is attached and the blind spot returns

Grassroots marketingThe personal approach. Rather than broadcasting the medsape 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 satirauitt 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 theyrsapublicity is bad publicity.

Buzz markeihg: Go undercover. If the person targeted does not know the hidden agenda of the
LISNE2Y YIF{1Ay3d GKS &alrftsSa LAGK AG A& Y2NB tA{Ste
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ONRdzAKG ol ayQi o0& OKIyOSo

Conclusion

5S4LIAGS oAfftAzya 2F R2ftfI NA aLISyd 2y NB&SIFNOK S
experimental approach is even more risky in spite of all textbook ideas the succkbs Wwdsed

more on a very precise blend of timing, method, message, and a healthy dose of luck rather than any
LINSOAAS O2yRAGAZ2yad ! fa2 o0& RSTFAYAGAZ2Y TdzSNNRAT f |
the idea; after that the effectiveness deases multfold, 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 morg emestealthy

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
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Viral Marketing
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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

2y ® LG R2SaieeplicaesSiSdl. Andwithvile dight kind of environment, it can grow
SELRySyildAlftes a Oly 0SS asSSy o0& (KS mQa lo020So
Viral Marketing, naturally, is something that draws upon these fundamental characteristics of a

vius SELR Y SY Al f INRGGK 6AGK YAYAYdzy dzaS 2F 2y SQa
SyO02dzNy 3Sa AYRAGARdzZ £ & (2 LI whain gy pass it@nvi étiet 3SQ
people, and so on and so forth, thereby allowing for an exponential growth in the popularity and
SELR&dINBE 2F G(GKS YSaal3iaSeo ¢KS wySaal3asSQ vyire o6S |
may also simply be somethingery funny or interesting. The bottom line is that people share the

message with as many people as they banause they want to.

2 KAETS YIFEINJSGSNAR (2RIe Yzadte aLNBFIR (GKS YSaal 38
Twitter, FaceBook, YouTub#lash games etc., viral marketing is not solely intefbased. For

instance, part of the plot B Idiotsg I & G KI i WYwlyOK2Q KIFIR RA&al LIISF NBF
was. Aamir, therefore, traveled across the country in disguise, in an effort to promofti#rtherhis

news spread like wildfire in the media and wesfimouth publicity ensured that the film received a

bumper opening!

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

Dark Knigh© & NSn@dingBuccess 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 segipdated

GAUK F2dzNJ FI1S ad2NASa FNRY D20KFY [/ A0& SOSNERIF
AY | I NBSe 5Syié 6S0arisS s+a OIyRIFEEtAT SR 6KAOK @
was supposedly the work of the Joker, the chwdfain 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.
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Seeding

2 KAETS GadAOlAySaased 2F (GKS YSaal 3S thai makes kBa A Y LJ2 N
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
LIKSY2YSy2y > &2 ( Klsh effarts froR 2h8 drigitalisountd dndizfroMdSorganically,

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

sources:

Digg/Reditt/StumbleUpon/Deliciouy ¢ K
2T (KS ¢So0x a2 GKSNBQa
seen by thousands of followers.

Twitter: If a celebrity or public figure endorses your campaign through even a single tweet, the
campaig A f f IS OASHSR oBKAKS OBt BHANAI2DENES SBWI ¢ 6
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 isleal 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 wedispu
£ 8RNI Ay 38GGAY3I FyYR RA&ZGNROGdzZiAYy3a O2yiSyie 9E!
tFyRIFéES Ga{GFNJ 2FNE YARéEX AG5NFYFGAO D2LIKSNEZ a4/
garnered over a million views each!

8§48 ySis2N] & | NB disdNEL & Y
I KA3IK LINBOolOoAfAGE (K



Other techniges 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 ugbe 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, Hineqgsnail 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 yéte tmessage 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 rahid/fanwere

at the top of Harry Potter websites like MuggleNet was haalbcted by the executives from
Warner Bros., with inputs from J.K. Rowling. These seven fans were invited tesectep Webcast,

G2 0SS KSftR RANBOGfe TNRYVSEKS 1a$ B DB aRBIzY  fili SRA 15 C
given details of how designers are bringing about the Wéiwarding World of Harry Pottetheme

park.

Soon after the Webcast, the team of seven sent eaanaouncement to their ifhouse, optin 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 siteravent live to
provide a place for bloggers and the media to link to for information on the theark. Visitors to

the site learned that the park will feature immersive rides and interactive attractions, as well as
SELINASYGALE aK2Lld FyR NBadldNIyda GKFG Attt Syl
bestknown establishments.

Becausehe 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 wordof-mouth or wordof-mouse or wordof-blog publicity. Een 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 arebaguging.

[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
GxAUNIYIFdzNI SGFEé¢ FEtrak AFYSo Ly (1KSYNFHI YR S KE KN
King Vikram, who is carrying the ghost Betal on his shoulders has to keep shooting gum pellets into
.SGFrtQa Y2dzik (2 1SSLI KAY FTNRBY lFailAay3a lyeé Y2NB
decided the success of the extremely addictigame. Thus, even in the face of increased
3t 20 tATFGAR2YS a2YSGKAy3a at20Fté OFy LAOlSR dzLJ
which will stick with people. The result was that there was an exponential increase in the traffic to
the Centre Freslvebsite 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 missionto kidnap Sita, encounters an exciting offer from MakeMyTrip.com. Unable to resist, he
rushes off to claim the offer, instead of completing his guest.
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
W/ KARA@LI ! RA D byOvaReMyTrpBom). BHe Baimpaign 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/makemy-trip-viralby-webchutneyreally-cute/

The clip reinforces the idea that flying, which was earlier considered a privilege reservedrahby
addzLJSNJ NAOKX gl a y2¢ 6AGKAY SOSNEB2ySQa NBIFOK 06SOl
MakeMyTrip.com

Viral Marketing Gone Wrong
A viral marketing campaign is one that requires sustained and continuous involvement from
inception toexecutionto the posS ES Odzi A2y &l 3Sd t S2LX S &K2dzZ R y2
GRSOSAXGFOSOPAGQa OANIrftxz &2dz Oy 06S lFoazfdaiSte ad
product users recommend a product to three people on an averag2.6 SGSNE A F GKS LINJ
good, then the same user will tell eleven people not to buy.
So while viral marketing is typically le@st, the point where it differs from other marketing
techniques is thait offers you less control, since yoyc®@ G O2y i NRf SOSNBGIKAY 3 (K
an online forumThis can lead to the entire campaign backfiring sevet@ineral Motorslearnt this
the hard way. As part of its viral marketing campaign for the Taltwe 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-gazzlingnonster 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/830110921 764824044.htm|
¢KS NBadzZ G 2F Fff dGKAa yS3IAFIGAGBS Lzt AOAGE gt a |
KFR G2 &a0NHA3tS OSNE KIFEINR F2NJ Iy AYIF3IS wyl1823S8N
And in a viral marketing campaigrgmpetitors can cashni on the crash on very
ruthlessly Starbuckssent 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 apdople 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 dmngn damage to their image.
But that was not the end of it.
Caribou Coffee, theitlosest competitor, quickly announced that they would happily honor the now
G2AR {01 NpdzO1a O2dzLll2ya o6& 2TKSNAFHRIKABERZ2ZEPSKRIK

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

threatening for a brand, as has been gauged from the examples above. Also, the product/offering
hastobegood2 NJ Al 62y Qi ad2NBWAGS |yR OlFly Slhaiafte SyR dz
in the case of the Chevy Tahoe. Viral marketig ltelp you get that first sale, but subsequent sales

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

bad service will end up creating a space for the product category (not your predunt)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 MarketingA 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 actosipg as a regular person with the intention of having
that message passed along to many other people.

Roachbait marketing involves people (sometimes paid) who engage consumers in a conversation
about a particular brand in locales about town. Some liquuat eigarette companies, constrained by
strict marketing rules, have adopted this alternative approach. At hip n@@lit dz6 a = &t S| y S NE
to lean into people at the crowded bar and ask them to order a drink for them. Oftentimes, the
unsuspecting patros, 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 leanand 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 Ventadwertisement in the leading Indian newspap#re Times of India. This is also
claimed to be the first talking newspaper in the worilthis ad was much like the audio greeting
cards, which you open an audio message starts playialixsswagen, no stranger tanconventional
advertising, said the aim was to do something innovative to help raise awareness of the brand and
RNAGS GNIFFAO (2 aK2gNR2YaAd LYy b2OSYOSNI fLad &S
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 hasalready received
4000 orders for Vento in just three weeks of the
launch.
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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 designd
assemble a virtual car from scratch.
To develop the car, which is a figgage 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, geax and tyre),
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 colothier

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 dadhertiser. However, the

development of the site is credited to MumbBaased digital agency, Experience Comme#fcelose

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

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



