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DRIVING ON GOOD SALES:Rupert Stadler-led Audi•s January
sales rose 39% year-on-year on the back of demand for its
A6 and A4 long-wheelbase sedan models in China 

EXECUTIVE DIGEST

TIMES NEWS NETWORK

Mumbai: With a large num-
ber of consumers getting
hooked onto social network-
ing sites, the canvas has sud-
denly become larger and
wider for marketers. Compa-
nies are now not only listen-
ing intently to what ‘tweets’
people are posting, but are
also acting on individual sta-
tus messages, which make ref-
erences to brand perform-
ances, complaints and even
service deliveries.

“The way to build brands
has to evolve because con-
sumer preferences are chang-
ing. Word-of-mouth market-
ing is not a new phenomenon.

Marketers always knew that.
With social networking sites,
mavens have just got a new
voice, which is digital. One is
constantly looking at what
tools can be used to hear the
voice of the consumer,” said
Vineet Taneja, marketing
head, Nokia India, while
speaking on ‘Did you hear
that: word-of-mouth market-
ing as successful communi-
cation tool’, a session at Mind-
share Brand Equity Compass
2010, here on Monday. The
one-day summit sought to ad-
dress critical challenges for
marketers in the new decade.

Elaborating on why the im-
pact of social networking can-
not be ignored, Taneja said

while 81% of consumers com-
plained of too much advertis-
ing on TV, for the web world,
even without credentials, peo-
ple were willing to accept what
is being posted online.

But Gautham Mukkavilli,
president, PepsiCo, India re-

gion, & CEO (foods division),
FritoLay, insisted that 360 de-
gree marketing was not dead.
“It’s just that from 360 degree
marketing, the consumer to-
day is keen on a 3-D experi-
ence,” said Mukkavilli.

“As a marketer one needs
to understand what’s chang-
ing with the consumer. The
stressed consumer is looking
for trusted choices,” he added.

With consumers becoming
smarter, Vinita Bali, MD, Bri-
tannia, questioned as to
whether marketers were us-
ing the right business models
to sell a product. Bali, who was
moderating a discussion on
‘Building consumption: craft-
ing a desire in you’, came down

heavily on celebrity endorse-
ment used as marketing tool,
terming it as ‘lazy marketing’.

“Are we playing a game
which is an indicator of how
lazy we are? We bring in
celebrities to sponsor a prod-
uct. Who are we fooling? Con-
sumers are smart enough,
they can see through it. The
consumer is talking. Are we
listening?,” she asked.

Author Chetan Bhagat
stressed on the need to have
‘awesomeness’ in marketing
to keep it fresh. “When you
look at something awesome,
there has to be a sprinkling
of a little prestige. This will
make the consumer want to
own a brand,” said Bhagat.

Social networking: New voice for marketers
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