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From the Head of Specialization

Consumer behavior is not just interesting and enlightening but is also dynamic and
challenging. In a vast and diverse country like India, the behavior of consumers alters
every few kilometers radius distances traveled. It’s interesting to notice how Indian
consumers are evolving. Evolution is a way of life! Marketing is continuously evolving.
We have witnessed marketing 1.0 wherein the focus was on products and their features
and associated benefits. Henry Ford’s quote that “any customer can have a car of his
color as long as it is black” summarized this era. Marketing 2.0 emphasized on staying
connected with customers and differentiating offerings from that of competitors with a
clear focus on sales. Cars from General Motors, Maruthi Suzuki, iodized salt from Captain
Cook and Tata, to shampoos, detergents, and the like were all built around the concept
of branding. We also witnessed the beginning of the consumer internet during this era.
Realization about people and the unstable ecological and financial environment
occurred in Marketing 3.0. The need to network and stay connected and harness value
from it was the need of the hour. Facebook, LinkedIn, and others learned how to harness
value from content. The mandate during this era was to try and offer help to offset the
imbalances around us.
Marketing 4.0 established a connection between offline and online entities. A new
people-structure network ushered in this era to connect people in smaller vertical
networks. Airbnb, Uber, Ola, Snapchat, Watsapp, Instagram, and similar firms gathered
traction.
Marketing 5.0 is all about technology for humanity Marketing 5.0 deals with the concept
of ‘next tech’ with a focus on AI, VR, IoT, etc. While the focus is on growth, ROI, and
accountability, marketers are also concerned about the imbalances that have led to the
polarization of society. Aggressive growth has had a deteriorating effect on the
environment and rising inequality. We have reached a point where one cannot continue
to survive and grow while ignoring consequences. It's time to pause, reflect and
reconsider various marketing efforts towards sustainable living. . Thinking ahead of the
future is the best way to not be a part of the past! ‘Next tech’ helps in identifying
opportunities towards sustainable growth with a holistic approach towards planet
earth!

Dr. Vedha Balaji
HoS - Marketing
School of Business and Management
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Tony Zambito, lead authority in buyer personas said “Instead of using technology to
automate processes, think about using technology to enhance customer
experiences.”
Today in the context of Covid-19 Pandemic, brands have begun to creatively apply
technology to enhance customer experience by providing a greater level of
engagement while operating from a distance. The application of augmented reality
and virtual reality for customer experience is on the rise in many industries. Research
suggests that the market is expected to grow exponentially over the next four years
and is quite evident in fashion retail, food & beverage segments, furniture sectors, and
optic industries to name a few. Brands like Gucci and Tommy Hilfiger are focussing
on contactless shopping using augmented reality to provide an added layer of
interaction for customers to experiment with products. Dior has created a VR
experience that allows customers to navigate around a virtual store and browse their
products. This creative application of VR enables customers to engage in high-street
shopping.
Kotler in his book Marketing 5.0 –Technology for humanity, highlights how Marketing
5.0 is more than just digital. It is a whole bunch of tools that companies can’t ignore. It
starts by mapping the customer journey with technology which in turn adds value to
enhance the performance of the brand. In this new age of digital transformation of
business, it is vital for the marketer to adopt technology-driven marketing to enrich
customer experience. The need of the hour is to embrace the technology and adapt
to the changing paradigm to achieve growth in business thereby fulfilling the
customer requirements with an innovative outlook.

Dr.Barkathunissa
Assistant Professor - Marketing
School of Business and Mnanagement
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Hitesh Advani

Coming to the point of shortlisting, the
following points are considered for
shortlisting a client.
End customers- If they are the Homemakers,
then more chances of product placement.
Buying capacity- Some people go for
repeated purchases; these customers are
benefited by the previous purchases or have
taken any other brand and were dissatisfied
hence looking out for a change.
Segment- The clients who look at the ease of
cooking in the kitchen often look for smaller
appliances that have automated functions,
and such clients look for Digitally operated
appliances
Clients looking at safety in the workplace- A
lot of companies that have started working
post-pandemic now prefer offering Flasks
and Tiffin to individual employees that
restrict the social gathering. This claims a
huge clientele in the IT sector.
Plastic Abuse- The customers who
understand that plastics usage should no
more be entertained and want to switch to
glassware or Opal wares are our key focus.
The glassware industry is more of an
assurance provider for No leaching of
chemicals to the food, thereby gaining the
edge over the Plastic utensils.

Borosil Limited
Sales Manager
Telangana and AP

1. How has the houseware industry
evolved over the years and what were
the recent shifts in the business due to
the pandemic (if any )?
Earlier the household industry products
were focussed majorly on utility items for
luxury. Now people have started using
products for comfort, ease of effort, and
saving time. This has evolved more of a
hassle-free lifestyle. Product features are
considered the most while buying.
For example, now Mixer grinder has been
bifurcated into Blenders, choppers, and
grinders separately.
Due to the pandemic, our business
actually grew up and picked up sales
more. This is because people have found
time for themselves while working from
home. People ordered a lot of baking and
cooking items online to give a try. Once
Microwave was bought, subsequently,
baking dishes were ordered and then
followed by the served wares. Then there
came repeated buying more in the
Appliances segment and various SKUs in
the cooking segment.

3. Could you put some limelight on the
strategies that your company prioritizes
while marketing itself?
Strategies
1) Customer-centric- As a Home utility
products company, my company believes in
Product inventions and customizations,
taking the customer usage point of view
For example, now the Baking dish comes
with a Cool touch handle, that even a firsttime user person does not get hurt while
holding the dish.

2. As you are a houseware product
provider, what are your key components
to shortlist a client?
We have a diversified clientele as we serve
the Indian market through Retail, CSD, Ecommerce, and B2B channel. I take care
of the B2B segment.
3
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2) Eco-friendly- The glassware that we use is
Borosilicate Glass; it is highly thermal
resistant. These are Lead-free.

5. How customer experiences are changing
in today's time due to automation in
Marketing.

Even the lids being used nowadays are
made with Polypropyl and Rice husk. These
are 100% eco-friendly materials.
The Opal ware glasses used to make Tea sets
and Dinner sets are 100% Bine ash-free.
These are called Vegetarian Glasswares.
3) Food Grade Material- Some lids are used
on the bowls are Food grade, which does not
leach any chemical to the content
4) Temperature Resistant- The borosilicate
products are 100% flammable and freezable.
This feature eases the user for not worrying
about the durability of the product
5) After-sales service- Borosil provides door
to door service that eases the end-user to
not travel to any service centre for
rectifications. Our technician visits the end
user's home to get the necessary changes
done.

Customer is getting a better and clear
picture with this automation. The
distributors have access to the moving
stocks from their warehouse and to plan the
next buying process. This helps in the faster
rotation of stocks. Regarding the ChatBot
application, once a user reaches our website,
a virtual guide takes the product tour
according to the requirement. If the user is
looking at connecting with the salesperson
for bulk supply, in 5 minutes, the inquiry
comes to us, and then we can take the
conversation on call.

FACULTY CORNER

4. Automation has gone way beyond limits.
Do you think you can adapt to Next Tech
with changing requirements?
With the fast-moving world, automation is
what we are also looking at to increase sales
in the competitive market. We have started
applying Easy DMS solutions for the
distributors. We have an app where the
Stocks information is available from the SAP
everyday Basis, which comes handily on a
mobile. Besides this, the Laser print
technology has been adapted to do
embossing on the product, which gives a
rich feel. Earlier, this was done manually by
screen printing. A vital implementation here
is the Chatbot added to the company's
website

4

6.What do you think are the newest
technologies that will benefit marketing in
this digital world?
A handy mobile app exclusively for Borosil is
a need of time. Along with this, a Virtual
Demo of 3D products will give a lively feel.

Interviewed by

Shivangi Tomar
2027842
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Prashanth Ranganath
Indegene
Software Engineer Lead

What has changed in the sector
throughout the years, and what were the
recent shifts in the business due to the
pandemic (if any )?

the audience doesn't get affected due to
technical incapability. We are able to adapt
to the next tech, but the process is quite
slow compared to other industries.

Could you put some limelight on the
strategies that your company prioritizes
while marketing itself?

Over the years, the IT industry has
matured from providing cost-effective
back-office support to driving the digital
transformation agenda ahead in global
companies. More than a thousand
multinational firms in the United States,
Europe,
and
other
countries
are
increasingly realizing India's potential and
establishing their own IT or R&D centers
to take advantage of the thriving Indian
software ecosystem.

Strategies such as scale commercial
operations with adaptable omnichannel
content, comprehensive campaign
management, and technology expertise
to create outstanding customer
experiences
Make sure to go to market faster so as to
reduce approval time.
Come up with more content and
campaigns with hyper-efficient
processes.
To see that the company is scalable
across geographies with a centralized
operating model.

As you are an automation
service/product provider, what are your
key components to shortlist a client?
Understanding Our Primary
Customers (one who unlocks the most
value in our business
Understand What the Primary
Customer Values
Revenue

How customer experiences are changing in
today's time due to automation in
Marketing?
Extremely engaged customers are created
by organizations that transform digitally.
And these are the customers.
They are six times more inclined to try a
new product or service from a favorite
brand.
Friends, family, and connections are four
times more likely to have heard about
your brand.
Even if a competitor provides a better
quality or price, they are twice as likely to
buy from their favorite brand.

Automation has gone way beyond limits.
Do you think you can adapt to Next Tech
with changing requirements?
Automation has gone beyond limits, but
our target audiences aren't "Tech-savvy",
we have to limit ourselves from moving
rapidly, and we are bound to make the
changes step by step so that our target
5
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Customers who are highly involved
buy 90 percent more frequently, spend
60% more per purchase, and have a
year's worth of three times that of nonengaged customers (compared to the
average
customer).
Digitally
transformed businesses are 26 percent
more
profitable
than
their
competitors.
The client is the one who is in charge.
And, to provide a better customer
experience,
you
must
first
comprehend who this new digital
client is.

acquisition expenses.
In 2021, chatbots will remain a significant
aspect of digital marketing. This AIpowered
system
uses
real-time
messaging to communicate with our
customers and site visitors at any time of
day or night. Many of our consumers
prefer interacting with chatbots since
they are available 24 hours a day, answer
fast, keep track of all of your purchases,
and never lose patience. These virtual
assistants provide outstanding customer
service by anticipating clients' demands
and
automating
mundane
tasks,
allowing you to concentrate on more
important tasks.

FACULTY CORNER

What do you think are the newest
technologies that will benefit marketing
in this digital world?
Some of the technologies that will
obviously benefit marketing in this
digital world would first be Artificial
Intelligence. Artificial intelligence has
taken over the globe (AI). It is
undoubtedly going to be at the heart
of global business and industry in the
future – and it is already taking over
many
routine
tasks.
Artificial
intelligence will enhance global GDP
by up to 14 percent between now and
2030, according to the report, which
implies that AI latecomers will find
themselves at a major competitive
disadvantage over the next couple of
years.
Programmatic advertising is another
tech that would take advertising to a
pro-level. Programmatic advertising is
basically
the
use
of
artificial
intelligence (AI) to automate ad
buying in order to target more
particular audiences. Most of our
pharma clients benefit from this
automation because it is considerably
more efficient and rapid, resulting in
more conversions and lower customer

Interviewed by

Raja Joshua Raj
2027831

6

Volume 11 | Issue 2

ALUMNI COnnect

FACULTY CORNER

7

Volume 11 | Issue 2

Marketing 5.0: Prevail or Perish?
A clear roadmap dovetailed between
strategic capabilities and organizational
goals and objectives is the crest of the
agenda before leaping. The spray and pray
style of digital advertising has failed or often
proven ineffective in terms of the ROI for
business organizations. The method of
targeted advertising coupled with AI-driven
predictive analysis aids in developing
forecasting models that analyze the target
audience's response to targeted advertising.
The struggle for consumer connectedness is
never-ending, organizations leave no stone
unturned to bring this into reality. The AIaided geo-targeting is a trailblazing sales
strategy where consumers are tracked and
marketed
based
on
the
location
coordinates.

"Fortune favors the bold."- Virgil
The central dogma for any organization
is to create value and efficiency in the
systems
and
processes.
Many
organizations
make
tom-tomming
claims about delivering customer service
and value but in reality, it's a bummer.
The future and fortune lie in the hands
of those organizations which envision
the trends in prior and deliver superior
customer
satisfaction.
Great
organizations are built with their ability
to create synergies between crossfunctional departments. Technology is
that magical potion that aids in
providing much-needed thrust to scale
up and be efficient.
Marketers need to be nimble-footed and
vigilant about sniffing and seizing the
key opportunities and touchpoints which
lead to interaction with the consumer.
The real challenge lies in maneuvering
through the path to purchase. The HUL
legend Mr. Sudhir Sitapati has once said
that Insights are nothing but a
contradiction
that
is
obvious
in
hindsight. Artificial intelligence can
support deriving insight on purchase
patterns, consumer purchase behaviors,
product preferences, etc. The exhaustive
models created with the help of AI & ML
also provide brands a chance to
improvise their brand positioning and
equity
through
more
human-like
interactions. AI plays an important part in
improving
the
advertising
and
marketing techniques to deliver value
enhancement
opportunities.
It
is
important to note that, it will lead to
dismal failure if organizations scurrying
in technology adoption.

GumGum belongs to the league of
companies that use applied computer
vision. GumGum is leaping forward in
ensuring that the client's advertisements
are displayed in safe environments.
GumGum uses NLP (Natural language
processing) Threat system to make sure that
the ads are not displayed on web pages that
are linked to violence, drugs, and other
illegal activities.
Technology is going to make the processes
with less friction but the role of emotional
understanding is still the non-negotiable
aspect for developing any communication
strategy. Not sure whether technology can
imbibe
Wisdom
which
requires
understanding the difference between
contrarian disposition and intellectual/moral
conviction.

Pydisetty Nitin Kumar
Management Trainee
MTR Foods Pvt. Ltd.
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Marketing 5.0: Where does the technology fit in
customer experience
Technological advancements have always influenced marketing. What's different today
is the unparalleled pace of change in both marketing tool development and customer
expectations for better experiences. Newspapers, periodicals, and direct mail became
marketing outlets thanks to the printing press (version 1.0). Real-time communications
on a large scale were made possible by broadcasting radio and television (2.0). The
digital age was ushered in by PCs and the Internet (3.0), which allowed customers to
seek information on their terms. Customer empowerment was significantly advanced by
mobile technology and social media (4.0), which enabled access to valuable information
anytime. Now, Marketing 5.0 is the era of marketing in which marketing cloud
technologies and rich customer data would allow businesses to satisfy the
increasing expectations of customers.
Predictive marketing, contextual marketing, and augmented marketing are at the heart
of Marketing 5.0 that requires technology that enhances marketing but to do this
successfully; companies need to embrace a transformative mindset for a data-driven and
agile approach.

But where does the technology fit in the customer experience? A few of the most
propitious technologies are listed here and how they might help organizations improve
customer experience.
Chatbots
Chatbots are the most recent innovation in the commercial world. These virtual
assistants meet a customer's need for immediate service help from a brand. Consumer
concerns are addressed efficiently, enhancing customer satisfaction and experience with
a firm, thanks to these bots' guarantee of quick response times.
Big data analytics
According to a Salesforce survey, 57% of all consumers are eager to share personal
information with businesses that promise to deliver them personalized offers and
discounts. With a firm's significant customer data inputs from multiple operations, it's
becoming more critical for them to explore this data and use it to deliver a better
customer experience.
9
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Artificial intelligence (AI)
AI has swept the corporate world by storm due to its immense potential benefits for
business expansion. Businesses may boost business process automation and start
having discussions that are relevant to individual clients with the use of artificial
intelligence-powered solutions.
Virtual reality
VR can better engage customers since it is meant to give a whole sensory experience
that engages the attention, imagination, and senses like no other technology available
today. VR enables businesses to engage customers in a more immersive way than
previous technologies, pushing customers to connect with a product/brand positively.
Internet of Things (IoT)
Numerous scientific studies and industry surveys already predict that businesses will be
the greatest beneficiaries and adopters of IoT solutions in modern times. As IoT solutions
help businesses lower operational costs and increase productivity and expansion,
businesses actively adopt such solutions to engage customers with delightful
experiences.
To summarise, technology has the potential to enable businesses to reach greater
heights than ever before. But before jumping right into leveraging the above
technologies, there is a need to gain understanding and expertise in the four specific
areas.
*Technologies for Data Collection and Management to Gain a Better Understanding of
Customers.
*Tracking and adjusting CX actions using analytics and reporting
*Acting on Real-Time Insights with Execution and Optimisation
*Coordinate Cross-Channel Initiatives with Experience Management
Therefore, with careful linkage to understand technological capabilities, form CX
outcome matrix and using the right set of technologies embedded in the business
culture can substantially improve CX and increase customer lifetime value.

Prateek Gupta
Pricing Manager,
Schneider Electric India Pvt. Ltd.
Christ University, MBA-Marketing (2018-20)
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The technology disruptions made us
arrive at Marketing 5.0. Previously
marketers were busy knowing the needs
of customers. Since the arrival of
technology people are forced with
products and services that stand beyond
their imagination. When marketers give
more than wanted who says no!

viewing buying pattern and basic
information
of
the
consumers
recommend products of their brand
through every medium at the tech
devices. Amazon moving one step ahead
with that data. They are planning on a
‘shipping then shopping’ strategy with
the advertising data if the customer
visits a product page at multiple
frequencies, then they ship the particular
product directly to their home. If people
need that they could buy it or return it to
the delivery agent.

MARKET RESEARCH
The major factor is to
find what people really
like. Here the change
is the means through which we get the
insights. The next step of OTT platforms is
to capture a picture of the viewer without
their attention. Through the help of
optimal coding, the OTT platforms will be
able to read the emotions on the faces
and this will guide them on content
creation.

USER EXPERIENCE
Marketers always work on developing
the user experience. And marketing 5.0
gives us the scope for that too by
making use of augmented reality and
phygitalization.
People tend to know what they are
going to experience by virtually viewing
them. Sony used this as a chance to get
insights from the audience. As they have
many portals for augmented reality
gaming and through which the devices
used by the customers are implanted
with the fMRI scanner (the device that is
used to detect the fluctuations that
occur inside the brain). Through this
scanner, Sony is able to design games
and Playstations that excite the users.

DISTRIBUTION
Imagine, if we ran out of a product at the
fridge, a man delivering that product at
the doorstep within hours. Yes, it is
achievable through IoT. If an IoT device is
implanted in the fridge, through its
sensors it detects the freshness and
volume of the product and if it seems
insufficient
or
inedible
then
the
notification is directly sent to the retailer
shops and through a delivery agent, the
product is delivered home.
ADVERTISING
The future is totally based on Contextual
and Audience based advertising. With the
help of Big Data containing the

12
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TRANSMEDIA MARKETING
In today’s corporate world the investments
in social media for a company are inevitable.
If they channelize them right is still a
question. Transmedia marketing allows us
to capitalize on the digital scape. A story is to
be told through which a message has to be
conveyed and the story can’t be the same
for every digital platform. Every digital
platform has a purpose and the marketer’s
knowledge that is pivotal to create a story
and content according to that platform, the
message delivered is the same.

FACULTY CORNER

AGILE MARKETING
This works as the operating system of
marketing. It is a way for marketers to
organize how will they get work done. Today
marketing work with the waterfall method
as the workflows downhill there is less scope
for the customers to give their feedback. In
agile marketing, the emphasis is on the
customers. If we build an ad and make it
public, after some time we get feedback
from the customers about the ad, and with
those results, we summarize our learning
and in turn adjusting our messaging of the
content. At every step of the marketing
process, the consensus of the end-user is
taken to get better results.

The marketers also exclude the things
that annoy the customers. If the
customer is a vegan then they will get
annoyed to see LICIOUS ad so this way
also it can work.
The only thing constant is the change
but the pace at which things are
changing because of technology is
unimaginable. We might have a feeling
‘Then What else it ends here!’ but the
best part of technology is that it
doesn’t find its best.

SEGMENT OF ONE MARKETING
Through this strategy, the marketers can
give their attention to each and every
customer by tracking their preferences and
activity. If they know that the customer is
fond of a single color then the product
suggestions will be on that color. The
customers can get the feeling of
personalized care and opt for the product.

Maadesh
2027930
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Why Be Everywhere Is Bad Marketing Advice?
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We have often read that we should be present everywhere, and I am sure you would also
have heard this sentence at least once. It is said that we should be on FB, Twitter,
Pinterest, and Instagram. Recently it was blabbing and is now on Facebook Live. We
stress attending conferences, making blogs, hosting webinars, etc. We try to find out the
best and unique strategies for our business to grow. Adding more tactics will dilute all
the efforts we put into formulating strategies.

It's the right time to simplify our process to sharpen our focus and choose the most
straighten strategies for our business. So the most crucial question which arises here is
that how to decide which marketing strategy is the perfect and which we should lose our
grip. The following three steps will make our task easier in following steps.
Step 1: Know your strengths:It seems very easy to us, but most of us overlook our strengths because when we get
something easily, we presume that it comes easily to everyone. But the fact is, our
strengths are our competitive advantages. When we focus on our strengths, we get to
know what we can do the best. We can't focus on those strengths when are spreading
our energies in many marketing strategies
So now the next issue arises is that how to identify the clear picture of our strength? Ask
the client what makes him working with me and what is my biggest asset? This will
support us in finding our natural strength. We can also take a sweet spot quiz of our
clients, asking a question related to us. This will reduce the biases and will be more
accurate.
We have to ask ourselves specific questions to define ourselves correctly, and once we
get a clear picture, we can use that as a filter for the marketing strategies.

14
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Step 2: Invest in your strengths:Just knowing our strengths will not work. It becomes important that how we
can develop them and use them utmost for our business. We often heard
people saying; we should focus work on our weaknesses and not focus on our
strengths. But this is contrary of how most of the businessmen in the world
became successful. We must invest in our strengths. Our marketing language
is our creativity. It's all about showcasing our work and creative process. We
must invest our marketing energy into getting on a bigger platform to build
our own through interviews, speaking on stage, and contributing to major
sites. Invest In Your Mentor Strengths. For Mentors, it's all about making
connections and building relationships. Concentrate on high-touch,
community-oriented methods. We will thrive on connecting and collaborating
with like-hearted entrepreneurs. Those relationships will help put us in front of
more of the right people. Our marketing language is all about the right
connection.
Invest In Your Mastermind Strengths. Always be ready to teach. Our colleagues
see us as subject matter experts. They trust us to do all the research and share
small key findings and actionable recommendations.
Step 3: Double down on what is
working and stay consistent:Understanding and focusing on our
skills isn't the only key to long-term
success. It's about doubling down on
what works for us and staying
consistent. We now have a filter once we've identified our Business, Sweet
Spot. We can decide whether or not these new tactics are a good fit for our
core strengths and abilities. If they don't, say no. Most successful businesses
keep their marketing strategic and straightforward because they realize that
doubling down on working and being consistent is the secret of long-term
success. So one should learn how we can leverage our strength. We must be
smart enough to do less with more focus. If we do so, we will be able to yield
the best result for us and also for our business.

Rahul Kumar Dwivedi
2028207
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Consumers Using Augmented Reality Beauty Tech Say
"Bonjour Shoptainment"!
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The beauty industry is being remodeled into the beauty tech industry, with tech
makeovers becoming the norm as brands increasingly begin to look for
innovative and bespoke ways to engage with the tech-savvy consumer.
Swatching has always been a non-negotiable part
of the beauty products buying process. The
opportunity to touch, feel, and apply a formula to
see how it lays on the skin before proceeding to the
checkout counter is one of the area where the
brick-and-mortar model has managed to hold its own
against technological improvements. But, with the
ongoing pandemic, consumers have been
showing concerns about in-store swatching, which
entails applying the makeup brushes or formulae
directly on the skin without knowing who has
used them previously. Therefore, no trying means no
delight and ultimately no sales because consumers
tend to get doubtful and begin to ask questions like,
"Is this the right product for me?"
The situation of the global beauty market looked grim in 2020 as the global
market went down by 8% and the makeup market plunged 20%. It is one of the
consumer categories hit hardest by the pandemic.
So, is this the end of the road for the beauty industry? Certainly not!
Big names in the beauty industry are making headway to integrating technology
into the shopping experience filling the gap created by the pandemic. They are
capitalizing on the latest technological capabilities such as Augmented Reality
(AR) for makeup testing and skin diagnostics.
While some beauty brands are just riding the beauty-tech wave, a few are
helming the ship, such as Shiseido, L'Oréal, and Estee Lauder.
AR Software as a Service (SaaS) is the new trend for beauty brands. For instance,
the French cosmetics giant, L'Oréal acquired ModiFace in 2018, a provider of AI
and AR solutions for beauty brands. The acquisition has come to fruition due to
the pandemic.

16

Volume 11 | Issue 2

According to L'Oréal's Chief Digital Officer,
Lubomira Rochet, the company is preparing
to generate about 50% of its sales online,
be it in three, five, or seven years and what
matters for them is to be ready. ModiFace
offers virtual makeup try-on, virtual hair
color try-on, AR shopping, and in-store AR
mirrors.
Perfect Corp is another such company that offers a suite of AR solutions,
including AR live streaming. The company went a step ahead and
implemented a touchless try-on using voice and gesture recognition. It is not
just functionally attractive but also absolutely delights the consumer at every
interaction. Because AR makes it possible for the consumer to have control
over things beyond what is practical.
Perfect Corp's Makeup AR can instantly do a
virtual makeover of the user's face with
accurate color matching, skin tone analysis,
and detection of lighting conditions to
correct images and videos in real-time
for true-to-life AR makeup and effect trials.
Beauty is expanding beyond just makeup
to find the precise shade of the consumer's skin, allowing them to try perfect
shade, cooler shade, and warmer shade. Using Live 3D Face AR, the consumer
can try on accessories and also test hair color instantly and effortlessly,
something that would not have been possible in practicality. As the overlap
between the beauty and wellness industry becomes greater, the company
brought skincare expertise to the consumer's fingertips by analyzing the
consumer's skin for eight different skin concerns against the standard norms
to determine the health and age of the skin as well as provide product
recommendations for treatment through its Skincare AR diagnostic tool.
Using AR tools, the consumer can try unlimited SKUs virtually without the
hassle of removing and free of safety concerns during these times. So, “try
more” equals to “buy more” giving rise to shoptainment. Shoptainment is the
new age combination of experiential and entertaining shopping experiences
that resonate on and off digital screens. Brands have been able to increase
sales due to a spike in daily virtual try-ons, more time spent instore/website/app, and increased product engagement.
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Driving this trend is galloping demand from beauty shoppers across China,
South Korea, the US, and the UK. The American beauty brand Estee Lauder
was the first company to adopt AR solutions from Perfect Corp. Estee
Lauder saw burgeoning interest for virtual try-ons among beauty shoppers
and as a result of incorporating AR into the beauty shopper’s purchase
journey, the company witnessed a 2.5% higher conversion rate, much
higher basket size, and better overall consumer satisfaction.
Thanks to technology, the global beauty industry is set to exceed 2019 sales
levels in 2021, whereas the fashion industry is not expected to recover until
2022.
AR is set to grow both online and in
physical places, potentially changing the
beauty products shopping experience
forever. Consumers are starting to
embrace this type of purchase journey,
which is beyond merely browsing through a catalog of products and
relying on imagination. The new purchase journey provides a "virtually
tangible, fun and personalized experience” to cater to every consumer's
individual needs resulting in consumers saying, “Bonjour Shoptainment!”

Aishwarya Raj
2027844
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Tracing Netflix from Marketing 1.0 to Marketing 5.0
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The initial basis of marketing 5.0 was
propounded
by
the
pioneer
of
management and marketing science Philip
Kotler in his latest book in April 2021Marketing 5.0: Technology for Humanity. As
we move across to marketing 5.0, let us
look at a company that has excelled in 4.0
and what they can probably do in
marketing 5.0. Only a company that has
exiled and compiled the best techniques in
Marketing 10,2.0,30, and 4.0 can be ready
for data-driven AI marketing.
Netflix needs no introduction. Competent,
innovative, and market leaders can be used
as sparse terms to describe them. Under
the excellent leadership of CEO Reed
Hastings, Netflix has transformed itself from
the DVD era to OTT.

Before analyzing
Netflix, we have to understand the previous
marketing era and how has Netflix excelled
in those eras. The primary reason for taking
Netflix as a case example is that Netflix has
always integrated data-driven decisions
into its strategy. In 2007, when Netflix was
thinking of going beyond DVD distribution,
they developed and used a highly refined
search recommendation engine called
Cinematch. This recommendation engine
was used to predict better which particular
customer would request pattern titles. They
had even conducted a competition
announcing prize money for anyone who
could
improve
the
algorithms
of
Cinematch. Netflix will further have a more
significant advantage in marketing 5.0 as
they have established themselves as the
trendsetter regarding marketing and
promotions.
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Big budgets and extensive advertising
primarily focusing on the product were the
norms of marketing. In the 1st half of the
20th century, Philip Kotler himself pinned
Marketing 1.0. Although then it catered to
companies who produce a relatively small
number of products and is completely
based on products and production. We
can consider this phase for marketing
where ads were allocated big budgets and
focused on products.
While considering Netflix here, we are
looking at their advertisements which are
product-focused and have big budgets.
Netflix had to pay a fine due to their usage
of Tom Cruise’s Vanilla Sky on a
promotional
stunt
without
taking
expression rights. From there, they have
been careful about rights and big-scale
marketing. The best they have imbibed
from Marketing 1.0 is the use of
conventional big-budget ads. The ads also
are product-specific, and the use of
billboards across signifies marketing 1.0.
In marketing 2.0, consumers
became more educated and
informed, and merely
exaggerating products
was lot enough to lure
them in. Consumers could access
information about various products due to
multiple sources, which is what Marketing
2.0 was about. It was data-driven and
optimized by information. Netflix was on
point with their marketing 3.0. They are
pioneers in social media. User-generated
content and developing communities,
Netflix and its collaborators act as
publishers.
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These are some of the strategies that
Netflix successfully leveraged. Netflix’s
social media content and engagement
are inspirational for all brands. To date,
they have not revealed whom their social
media admin is and has interestingly kept
it going till now. For industry 4.0, APIs and
the marketing stack developed by Netflix
were sensational in their performance.
Netflix’s team developed a build-and-buy
strategy for bringing programmatic
advertising in-house. They were able to
tailor workflow and business logic. Netflix
used off-the-shelf technology and then
integrated them into their perfect
marketing stack.
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Netflix despite innovating continuously have
still retained their marketing strategies
which have proven effective. They have
formulated a perfect equation for content
promotion and marketing while considering
all geographical, cultural, and linguistic
differences. Netflix can be taken as a prime
example of data-driven and technological
business. They have innovated through the
years and are
continuously evolving to
enhance customer
experience. Although
Netflix has an advantage
of vast in-house data,
technological and financial
resources, they can be modelled across
businesses. As the new era of Marketing 5.0
advances, Netflix is completely prepared to
lead and innovate.

Netflix has ventured to market 5.0 as well.
Netflix makes a “similarity map” using AI.
AI leverages the show’s metadata, tags,
and summaries to determine and match
titles to other titles. This enables the
marketers to know the shows and movies
to help describe a category. Netflix has a
broad audience in terms of geography. In
order to classify themes according to
cultures, they have developed an AI
model that compares and churns out the
audience sizes who consume similar work
in a new country. Considering an
example, If a thriller is likely to perform
well in India, Netflix can invest more into
the marketing of thrillers in the region
and bring foreign shows with dubs and
subtitles.
The systems can access data that are not
limited to Netflix as they are selfsupervised, thereby solving input data
insufficiency. The AI makes it easier for
Netflix to target market originals,
however, and eliminates some of the
subjectivity and bias that could hurt the
success of some shows.

Apoorva Jain
2027506
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Marketing in the new Era-Reimagining marketing
in the new normal
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"We can't change the past, but we can learn from it, develop from it, and adapt to
it. The new normal could even be a better one, but it will undoubtedly be different."
The human tragedy of COVID-19 has shaken lives around the world and has had a
tremendous impact on consumer behaviour. For enterprises, these changes
require marketers to rethink how they connect with their customers and drive
growth. As the government gradually lifts restrictions imposed to curb the spread
of the virus, we can witness that businesses are resuming to their normal state.
That's unlikely. For months of closure and quarantine, we have actually written a
new future.
We have shown the impact of COVID 19 on consumer purchasing behaviour, but in
all situations, we need to remain interested in changing customer needs in order
to sustain them. This has important implications for marketers looking to build
lasting relationships with their customers. Subdivided monitoring of data and
consumer behavior trends has always been important to planning. Marketers need
to think seriously and in other ways about what consumers in the Next to Normal
era think, feel, and act.
Try your best to make sure your products will be reliable, empathetic and meet the
needs of customers to attract and maintain customers. Marketers must convey a
clear sense of the intent of their products as the brand gets up or an environment
in which the brand finds ways to make a real difference. Brands can do this
through the joint ventures they want to participate in, the partners who want to
work together and the messages they send to customers. The most significant
brands have to promise themselves to be courageous with actions. Certain brands
that are accused of exploiting a cause or scenario have already faced blowback.
ACCELERATING CHANGES IN CUSTOMER BEHAVIOR

The pandemic has brought rapid and lasting changes in customer
behavior. Customers today want to be in control of their experiences
and rely significantly on digital interactions to do so. They want to
explore new avenues for interacting with brands, consuming
content, and transacting anywhere with their finger or voice. (See
Exhibit 1 below).
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Exhibit 1: Emerging Customer Behaviours

Some changes in behavior (such as digital interactions) were already in motion
before the pandemic but have become essential for survival and prosperity in the
post-pandemic era. Marketers who can adapt microscope lenses to their client's
needs, quickly adjust their strategies, and redistribute their investments
accordingly are in a position to realize both immediate and long-term benefits.

Tanishq Surana
2027702
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CONTEMPORARY MARKETING: Nuisance or
New Sense?
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How often do we receive "personalized
emails/notifications" from our favorite ecommerce sites? The answer might be
"too often."

We all remember the first time we saw
these kinds of personalized emails
ranging from 'happy birthday to you' to
'here's a discount coupon just for you in
our inboxes and feeling a little proud
that a multinational company is taking
time to personalize things for us. We
loved how we were being taken care of
and
showered
with
offers.
But
something has changed.

Now that we have Big Data, AI, and
virtually every possible marketing tool to
personalize every communication, the
concept of mass communication has
replaced itself with the new "segment of
one." From marketing, standpoint it's
only necessary to have personalized
communication when the internet is
filled with heaps and heaps of content.
The segment enables the marketer to
cut through this mountain of data and
reach the potential customer. While it
seems logical to use the data gathered
tracking your customer activity and
preferences and generating more
23

meaningful and clever insights,
marketers should ensure that too
much personalization doesn't dull
marketing. When it does, marketing
becomes predictable, and predictable
is boring. For example, the customer
purchases some baby clothes as a
gift. Now the analytics we use gives
us an insight into the customer
interested in baby clothes and sends
two
dozen
emails
about
recommended products and new
offers on these products and
advertises the effects on every
website they visit on the internet,
thanks to google ads. The gathered
data doesn't include the reason for
the purchase, and hence the
repeated advertisements agitate the
customer and lower the brand
impression. Marketers have to know
that the data they gathered is of the
past, and even though we can draw
insights from it, we cannot use it
every time. It is a well-known adage
the 'change is inevitable,' and
customer preferences keep changing
all the time.
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And most of the customers aren't
entirely ready to be predictable, and they
know when marketers are trying to
engage them this way. These are few
quick facts
Nearly 70% of marketers are flunking
to use behavioral data
The targeted ads based on behavioral
information
have
a
600%
improvement through click-through
rate
advertisements
over
advertisements that are not targeted
behaviourally.
Recently Amazon had accepted a
patent for the goods that can be
delivered before they ordered
The most crucial factor that many
marketers have a dilemma in the
technology is that rapid automaton and
artificial intelligence most of the
customers can't be predicted entirely as
they can unexpected jumps that can
happen in the minds of humans and can
create unique ideas that form rational
thinking to react the new information.
The two important sets are technology
and creativity, which are against each
other which can correctly work with
technology that delivers creativity. It is
important
to
make
innovative
campaigns that need to be out of the
box and attract a new audience. So the
marketers need to feel like the audience
for the human touch; they need to think
about related cultural aspects and build
trust.
As patience is a virtue and things can’t
change overnight, it is very significant for
marketers not to fall into the category of
over control the regular things with
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choice of content and campaigns;
they need to come up with a
broadening view of the world that
customers delight with trending
topics and ideas that need to be a
creative and innovative way. Winning
is not necessary immediately, but it
depends on the profits earned with
respect to the audience over time
with the brand they give up. It is
crucial to get information from data
insights and make personalization a
core part and need to maintain the
relationship with innovative ideas to
be precedent for being the least
formulaic. It leads to bringing new
prospects and driving new leads
among all segments.

To break this cycle, marketers need to
create new and exciting ways to
market their products instead of
using the auto-response data sets
they've gathered from tracking their
customers. The foremost thing to
know is that no matter how far along
the technology road we've come, it is
useless if we fail to garner the
attention of our customers. The most
powerful marketing strategies can be
made only when the marketer relates
to his customers and creates ads with
unpredictability,
unexpectedness,
and an element of surprise.

Vamsi Peketi
2027633
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Digital Marketing: The Bridge That Connects
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In a new era where marketers have
been
facing
digital
business
transformation and shifting behavior,
digital marketing and advertisements
allow marketers to integrate the
evolution of technology and business
models with the significant changes in
consumer behavior that have taken
place in the last decade.
Advertising has always been a crucial
factor ever since the concept of
marketing was brought into existence.
One way or the other, we as a society
consisting of human beings are deeply
affected both positively as well as
negatively through advertisements. To
be precise, advertisements have
become a part of our daily lives.

Every producer who wants its products
to be made available to consumers forprofit uses advertising fully to publicize
its products and services. A vital aspect
of our economic and social lives is
advertising.
Through
the
course
of
time,
advertisements
found
their
way
through
various
media,
and
with
the
technological revolution, it has become
an integral part of any kind of business.
Initially, it was through the printed
media, but the growth of technology
paved the way for advertisements into
the digital world. Before the age of the
internet,

Televisions and radios were the major
form of advertisements, but with the
upcoming of internet facilities and
increase in the number of internet
users globally, advertisements made
their shift from televisions to online
platforms. With the upcoming of social
media and websites, it has deep-rooted
its space in the internet platforms in
various forms of advertisements like
banner ads and pop ups.

We are being exposed to ads of
various products or services through
different kinds of mediums like
posters, videos, catalogs, etc. Ads of all
types has always been one of the
major revenue generating sources for
a large amount of media companies
and services like television, magazines,
newspapers, etc.
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The Leichtman Research Group's surveys
in 2018 found that 78% of households still
watch satellite or cable television as
traditional products. Looking at this figure,
you would not assume that TV viewing is
on the wane, but TV ads are spent and
with them. Internet use has increased
since last year to nearly four billion users.
This includes more than half of the world's
population, with China, India, and the
United States ranked in terms of Internet
users ahead of all other countries.TV was
the only type of media you could utilize in
prime hours to reach a big market – but
today, people don't watch it.

renders these generations "inaccessible," in
particular
because
major
streaming
providers such as Netflix cannot advertise
on the site. Furthermore, if these viewers
regularly watch TV, they aren't exclusively
involved in the broadcast – they will likely
pull out their phones or other gadgets at
commercial breaks, for example, and they
might not recall or watch TV publicities
central aspect that needs to be looked into
while considering TV advertising is that
you
can
broadcast
traditional
TV
advertisements to everyone on the
channel. Still, at the same time, it is
necessary to predict what TV programs
could appeal to your ideal demographic to
the precise audience that your product
would attract – any audience-specific
analytics are impossible to

As we see it, this change has several
components. First, research by the
Hearts & Science Agency of Omnicom
Media Group indicated that almost half
of Gen Xers and Millennials no more
watch
traditional
TV
video
programming. Instead, they choose to
view the content on new streaming
services, such as Netflix, Hulu, Amazon
Prime, and YouTube TV, which take
over the viewing area.

apply and collect. With TV advertising, it is
through ratings such as Nielsen or the
Gross Ratings Point, that you may grasp
the TV channel's audience the closest.
These ratings estimate through statistically
significant sampling the percentage of the
desired population on a specific channel.
Digital media approaches can collect
personal data on a more personal basis,
making it possible to make a much more
personalized approach.

On average, streaming services use 30
hours of video content per week. This
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Online platforms, by contrast, have
seen enormous growth. For example,
between 2010 and 2017 YouTube TV
increased its audience by more than
10X. Even social networks such as
Facebook and Twitter produce their
own
video
streaming
versions.
Furthermore, in 2019, TV advertising
and
traditional
advertising
expenditures will be exceeded for the
first time. Digital is also expected to
overtake two-thirds of all media
expenditure by 2023.

As their preferred entertainment
method, users are moving more and
more towards the internet and internet
content. Video advertising online is a
strong challenge to TV since, in the end,
they are known and accepted on the
platform. The viewing has changed
from conventional media to digital, as
noted previously. Finally, advertising
should follow when attention moves. In
2019,
marketers
require
digital
strategies to reach their target
audience, many of which are more
useful than cable services in internet
streaming.
The future can only be predicted or
foreseen to a minimal extent, we never
know what exactly is in store for us.
More innovative and unpredictable
methods of advertising may arise in the
future considering the growth of
technology through the years.

In contrast, TV commercials require
time to determine if they can't quickly
adjust ... or economically. They need
time to adjust. You may make several
copies in different areas of the same air
ad in advance, but over and above,
making alterations and adjustments is
torturous and expensive. TV used to be
the storytelling king — you could have a
scene, a protagonist, a problem, and a
solution over a short period. The
Internet employed effective banner
adverts, but only in the short term,
while
unpleasant.
Finally,
digital
advertisers had something new to
figure out. Slowly, more versatile means
were identified – photographs, pictures
in slide decks, and video.

Karun James Philip
2027915
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Digital Transformation in Marketing
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Today’s world is digitally driven, and so
should
the
companies
transform
themselves in the way they market. Had
we ever thought we would be able to
adopt digitization so well in our day-today operations? Of course not, and
definitely, we did face a few challenges.
Although we have overcome all of them,
we can now say that we are high digital
performers.

Technology plays a major role in
digitization. And marketing specifically
has taken a new shape with the newest
technologies. Technologies such as
Artificial Intelligence, Natural Language
Processing, Sensor Tech, Robotics,
Augmented Reality, Virtual Reality, IoT
and Blockchain are the keys to
marketing success in this digital era.
Customer Experience (CX) is one of the
major priorities that can be enabled
with the help of these technologies.
The marketing industry has the
potential to be transformed by digital
technologies. There are plenty of ways in
which marketing practices can be
transformed and strategized with the
advent of technology. Big data enables
informed decisions for marketers.
Customers tend to leave a tremendous
number of footprints on the internet,
which can be then captured and
analyzed. This gives a precise context to
the
marketers
to
carry
forward
individual marketing based on the trend
of a particular segment. AI-driven
analytics enables marketers to predict
marketing
28

plans and approaches' outcomes.
This mitigates the risk of unsuitable
investments
and
failures.
The
predictive model studies the past
marketing
campaign
and
recommends the future design of a
marketing campaign for a specific
product. The Internet of Things
enables businesses to introduce
contextual touchpoints to the
physical
realm,
supporting
a
seamless Omnichannel experience.
Artificial Intelligence with Natural
Language Processing, Augmented
Reality, and Virtual Reality reduces
human
involvement
in
the
marketing activities and allows the
frontline marketers to deliver a
highly
concentrated
customer
experience. With the help of opensource platforms and co-creation,
marketers can speed up their time
to market. In this way, marketing will
be benefited from technology and
digitization.
Consequently,
marketers need to adopt this new
age advancement and utilize and
optimize their marketing footprints.
Now, the question arises, how to
become
a
digital-ready
organization? This depends on a
variety of elements. One has to come
up with several strategies aligned to
build digital capabilities. The firstever strategy is to build digital
infrastructure and to do this, one
needs to invest in it. Digitization is
not just automation but much more
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than that. It is about restructuring the
entire process to accommodate the
new digital reality. Customer data
infrastructure is an essential aspect
that needs more attention from
marketers. This will enable a real-time
omnichannel
experience
with
predictive and personalized marketing.
Secondly, an organization that aims to
be a digital-ready organization should
prioritize and evolve around Digital
Customer Experience. This means that
marketers need to digitize end-to-end
processes across customer journeys
from marketing to post-sales services
and provide a seamless customer
experience. This will not only engage
customers but also generate revenue
for the organization. It’s all about how
one serves its customer digitally.
Ultimately, the most indispensable
strategy is to become a strong digital
organization. The organization here
refers to the personnel. To turn out to
be a tech-savvy company, it must
transform itself from in and out. The
organization needs to hire digital talent
leaders and be able to influence the
traditionally inclined employees to
inculcate digitization.

Moreover,
marketers
need
to
introduce new CX across customer
journeys. From the initial stage we
have been discussing on and on
about customer experience, but how
do marketers really enable CX? One of
the most significant hurdles to
customer
experience
is
the
interdepartmental silos, which make it
difficult for customers to obtain timely
information and problem solutions.
Marketers need to design a frictionless
customer journey embedded with
digitization that resolves this concern
and provides a well-structured service.
This is not the end, and marketers
need to position themselves as a
digital-first brand. Digital should be
the core surrounded with all other
objectives. The organization's intent
should
be
directed
towards
digitization and should stand out as
the pioneers. All of this will
undoubtedly position the company as
a digital leader.
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Furthermore, being a digital-ready
organization is not enough. One has to
be a digital leader in the true sense. To
accomplish this title, marketers need to
strategize even further and strengthen
their digital leadership. Primarily the
companies must adopt the Next Tech.
Technology has gone beyond limits
and marketers should make sure they
run with the pace and upgrade their
marketing activities.
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In conclusion, digital transformation in
marketing is a pressing priority. And
the businesses must recognize and
instrument this at the earliest.

Bhagyashree Anvekar
2027946
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"Marketing Matters Now More Than Ever"
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"As the main thing in business is to make a client, the
business has two and just two- essential functions:
marketing and innovation. Marketing and Innovation
produce results; the rest is the expenses or costs.
Marketing is the distinguishing, remarkable function of
the business”
~Peter Drucker

THE DECLINE OF
MARKETING
Gartner's CMO Survey
shows that budget for
marketing have leveled
off to anaverage of 11%
of organization income.
Package product’s
organizations including
Unilever and P&G have
downsized their
marketing spending.
Organizations from
media gatherings like
Warner Bros. to
retailers like Walmart
and Starbucks have
been reducing the
number of marketers.

Marketing, in its most complete and notable form, is more
important today than it has ever been. In the current era, the
world is flooded with innovation in every field. Technological
advancements are reducing human efforts and increasing
work efficiency. The concept of smart work is flourishing in all
parts of the world. But innovation alone can’t grab the
attention of the market forces. It has to be combined with
marketing efforts for the organization to establish its foot
firmly in the market.
Pundits (Person who offers to mass media
their opinion) have been proclaiming
"advertising is dead" for almost a decade
however forecasts of marketing’s demise
have expanded with ongoing
advancements including the development
of AI. The development in the number and
market share of Amazon's private name
brands is another advancement that
likewise appears to challenge the
adequacy of other organization’s
marketing.

“Those who worship at the temple of innovation believe that marketing is
the cost you have to pay when your product is inferior.”
Innovation Needs Marketing
In a Harvard Business Review issue, two separate articles clarified the significance of
Marketing in the present innovation-fueled marketplace.
The First article promotes a new sales approach; it eventually put forth the defense for
Marketing. Business school professors Thomas Steenburgh and Michael Ahearne
observed that leaders have extraordinary trust in their capacity to foster innovations
however not in their capacity to market them. The writers clarified that breakthrough
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of new items, in contrast to existing or gradually better
ones require more deep and extensive engagement with
customers. Marketing is about associating the right
clients with the right item. Marketing helps sales groups
and individuals all through the organization to let them
pass on the product’s worth in client-driven ways and
endure through barriers that must be tended through
profound client information and understanding. The
article’s author concluded that new-to-the-world items
require a change in the organization that offers the
innovation as much as the one that purchases it.
Releasing the full force of advertising is basic to
accomplishing that change.
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The second article was written by Professor of IMD also supports the requirement for
inventions in building up and conveying novel contributions. They differentiated the
disappointment of the Sony Reader however tremendously effective Amazon Kindle to
clarify the significance of go-to-market techniques to the accomplishment of product
launches. The new item relied on content however Sony didn't enroll the book
distributing industry as a partner. Sony planned an exquisite device, the writer said, but
Amazon planned a unique solution.
The Marketing capacity can and ought to beat such challenges.
Marketing includes considering and tending to the whole client
experience. It sets the right environment for individuals to
comprehend the advancement and recognize new partners and
channels to engage with important clients at the perfect spot, time,
and way. The two articles clarify marketing's fundamental role in the
innovation cycle.

Marketing is misunderstood

In that case, if marketing is so important to business today, then for what reason is it
disregarded or underestimated by so many?
31

Volume 11 | Issue 2

The manner in which advertising has come to be characterized and executed is to blame.
Marketing has been decreased to client acquisition and retention. Nowadays, what the
vast majority consider marketing is basically promoting. Search, email, content, and other
normal types of promotions are the essential strategies currently for producing or
keeping up with mindfulness or repeat purchases.
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Marketing didn't begin in the "Mad Man" time with imaginative or creative directors
devising appealing jingles and duplicate to actuate sales. It came in the Industrial
Revolution era when makers expected to manufacture items that would speak to clients
and to discover approaches to engage clients with them. The AMA's definition of
marketing reflects the function’s foundational role to business-

“Marketing is the action that set of organizations do for making,
conveying, delivering and trading contributions that have an incentive for
consumers, partners, customers, and society at large.”

Therefore, marketing should be less about what occurs after innovation is prepared to
launch, and more about preparing it to be ready in the first place - by making another
market or growing a current one; creating or seeing how it will find a way into clients'
necessities, needs, qualities and lives; and building a client experience that transforms
the contribution into a total client solution. Furthermore, marketing should be less
characterized by a financial plan and oversaw by a division, and more embraced as a
business discipline all through the association.

"As business keeps on being driven by Innovation, Marketing should be
embraced, developed, and esteemed more than ever."

Piyush Kumar Tulsyan
2028006
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The Significane Of Data Driven Marketing
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Data-driven marketing is the buzzword
today. It is one of the most innovative
and transformational changes in digital
marketing that has occurred. The
increase in quantity and quality of
marketing data is followed by massive
growth in automation and creative
production technologies. The mar-tech
and ad-tech sectors today focus on the
personalization of every aspect of the
marketing
experience.
Data-driven
decision-making is providing answers
to the questions like when, where, who,
and what message. It is proven that the
new sales techniques which consist of
sales processes based on data and the
lead generation that is aligned to the
customer journey have been three
times
more
effective
than
the
traditional
sales
techniques.
The
advancement of technology is helping
marketers to track individual actions
from the initial contact to the final
transaction
in
an
Omni-channel
marketing
environment.
Marketers
today can shape the content to get the
desired business outcomes.

The increase in data is making it
necessary to transform the data
quickly. Companies today are investing
more
inappropriate
data
transformation and analytics tools to
gain a competitive edge. They rely on
statistics
of
their
campaigns,
measuring the effectiveness of every
activity to streamline their messages.
The companies now have abundant
data blended with sophisticated
analytics tools to gain insights that can
help
in
increasing
operational
performance and creates new market
opportunities. The decisions can no
longer have to be made based on the
intestine instinct but can now be taken
based on experiments, shreds of
evidence, and accurate forecasts. There
is no doubt in saying that people have
preferences that guide their behavior.
The companies that cater to these
preferences have a better chance of
converting
prospects
to
loyal
customers.
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The data-driven marketing approach
helps companies to understand the
buying habits of customers. With this
understanding, companies can customize
their sales and marketing strategies to
those specific customers. The purpose of
marketing is to understand customers'
needs and deliver the products or
services at a profit. Likewise, the
marketing campaigns need to have a
specific goal like revenue generation, new
customers acquired, count of units sold,
etc.
The data-driven marketing insights help
companies to establish the goals by
tapping into multiple data sources. For
example, in B2C, the sources can be
psychographics, demographics, customer
effort scores, and big data from social
media. These insights can help in
identifying segments that have similar
preferences, inclinations, or behaviors.

The companies based on this data will be
able to refine their messaging and offers
to fit the segments. Some of the ways in
which the data can be used are; If a
company
is
running
marketing
campaigns through multiple channels,
the data can be used to identify the
performance
of
each
channel,
automobiles today are increasingly
connected to the cloud, and they send
data to auto manufacturers.

By
using
behavioral
prediction
technology, the data from the
automobiles can reveal the personal
experiences of owners, and thus
dealerships mining that data can
provide the customers personalized
and unique experiences and can also
predict
their
buying
decision
accurately. Some companies that are
implementing data-driven marketing
are- Netflix and its competitor
companies like Spotify suggests songs
and
movies
based
on
the
recommendation engines that analyze
past customer preferences. Walmart is
another company that wanted to
understand customer preferences
when they search their website.
Using machine learning and artificial
intelligence company analyzed the
data and was able to present products
that are most likely being sought, and
this has led to an increase in
conversion rate from 10% to 15%. The
convergence of increasing data and
analytics capabilities, state-of-the-art
algorithms, and other trends is fueling
technology advances and business
disruptions.

Karanam Akhil
2028303
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ADVERTISEMENT REVIEW

FACULTY CORNER

ALEXA'S BIG GAME COMMERCIAL: THE ALEXA'S DESIGN

The Alexa!

The Superbowl Commercial review

It’s quite hard to say that everything we
see in movies appears in our real lives
too. To the people who watched this
movie, ‘Her’ in the year 2013 wouldn’t
have thought that the mere future
would experience this kind of virtual
assistant integrated with A.I, Samantha
(name of the virtual assistant A.I), which
has the ability to evolve psychologically
and does work as per the voice
command of the hero Theodore
Twombly in the movie made the
audience to go fascinating while
watching this movie.

Being
one
of
the
disruptive
innovations, Alexa’s commercial is
very creative, and it captivates the
minds of the people who watch it. The
advertisement features Michael B.
Jordan, who is known for playing the
role of Erik Killmonger in the movie
Black Panther.

It was then in the year 2014, Amazon’s
Alexa was launched and was first used in
the Amazon’s Echo smart speakers and
Echo dot. Alexa by Amazon is now a very
desired technology which most people
use around the world. This virtual
assistant AI works in a way that it can
play music, provide information, deliver
news and sports scores, tell you the
weather, control your smart home, and
even allows Prime members to order
products from
Amazon. The Echo
devices with the display can also return
visual information, extending beyond
widgets to news, videos, recipes, or
games.
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This advertisement was telecasted in
the U.S television broadcast of the
Super Bowl
which is the
National
Championship
game of the
National Football League (NFL),
gaining a stature of high-profile
television commercials. The women in
this advertisement dream of how it
would be if Alexa was personified as
Michael B. Jordan and the women
enjoy using Alexa personified as
Jordan.
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The advertisement is filmed to grab the
attention of working women and
homemakers, conveying that Alexa
would make them feel better and easy in
terms of getting works done. In a scene
where the women ask Alexa, personified
as Jordan, to turn on sprinklers in spite of
her husband, who had turned on the
sprinklers already, showing that she is
fascinated to use Alexa again and again,
and it’s hard for her to get things done
without Alexa. This is one such fun and
engaging commercial from Amazon for
Alexa, which has 78,277,323 views till now
on YouTube from the day of its streaming
from February 2nd,2021. Amazon Alexa is
estimated to get sold around 65 million
this year. After this advertisement, it
reached a greater momentum among
the minds of the people.

Thus, this advertisement from Amazon
for Alexa can be added to the list of the
most
creative
and
influential
advertisements of 2021. It is obvious that
many brands are more focused on
delivering
quality
and
sensible
advertisements. So, the objective of
advertisement nowadays is to impact
consumers largely and not focussed only
on casting big starts and spending
money more.
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The influence rate of Super Bowl
commercial is proved to be
getting popular over the years and
companies are ready to invest
more on telecasting their brand's
advertisement which can increase
their brand image as well.

Vishaal Kumaran
2027825

Marketing 5.0 Quiz
1) Marketing 5.0 is an era of _______?
Analog Era
Growth Era
Digital Era
AI Collaboration Era
2) Which marketing is the strategy of using customer information for optimal and
targeted media buying and creative messaging?
Data-driven marketing
Predictive marketing
Augmented marketing
Contextual marketing
3) Human marketing efforts are broken down into _____ broad areas according
to Marketing 5.0.
3
2
5
6
4) Which is not the heart of marketing 5.0?
Augmented marketing
Predictive marketing
Digital marketing
Contextual marketing
5) What is the aim of marketing 5.0?
To create a new customer experience that is frictionless and compelling.
To understand the customer better.
To promote products digitally.
To make the customer defender of the brand.
6) _____ must remain the central focus of Marketing 5.0?
Technology
Humanity
Advertising
Digitalization
7) The role of ______ marketers is still critical in Marketing 5.0
Human
Robots
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8) _______marketing is the use of digital technology to improve the productivity of
customer-facing marketers with human-mimicking technologies.
Augmented marketing
Predictive marketing
Digital marketing
Contextual marketing
9. A marketing technique that links a company and its products and services to a social
cause or issue is?
Relationship Marketing
Scarcity Marketing
Cause Marketing
Undercover Marketing
10. Component of marketing that utilizes the internet and online-based marketing is.
Digital marketing
Content marketing
Social media marketing
Affiliate marketing
11. Which is the best system that a marketer can use to improve marketing
Customer relationship management systems
Man-Machine System
Cooperative systems
Interaction systems
12. The segmentation of markets based on the gender of the customer is a type of Geographic Segmentation
Demographic Segmentation
Psychographic Segmentation
Socio-cultural Segmentation

Answer –
1) AI Collaboration Era
2) Data-driven marketing
3) 5
4) Digital Marketing
5) To create a new customer experience
that is frictionless and compelling
6) Humanity
7) Human
8) Augmented marketing
9) Cause marketing
10) Digital Marketing
11) Customer relationship management
systems
12) Demographic segmentation

Nayan Dwivedi
2027606
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Crossword

Across:
4. A model which aims to discover pattern from
previous marketing endeavor
6. Allows marketers to display advertisements
based on user information
8. An investment strategy's ability to beat the
market
9. Marketing 5.0 deals with _____
10. Feature which makes it different from
competitors
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Down:
1. Marketing which involves digital
technologies to improve the productivity
2. Large Volume of data
3. Index, which is used to measure market
concentration
4. Father of Marketing
5. Set of buyers who have everyday needs/
characteristics to choose a product
6. Online software applications which allow
query solving through text-to-speech
conversation.
7. Collective efforts of marketing teams to
identify high-value projects.
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Answers:

Across:
4. Predictive Model
6. Contextual
Advertising
8. Alpha
9. Technology
10. USP

Down:
1. Augmented Marketing
2. Big Data
3. Herfindahl Index
4. Philip Kotler
5. Target Market
6. Chatbots
7. Agile Marketing

Sama Manasa
2028157

40

Nivedita M
2027538

Volume 11 | Issue 2

CSR Corner
A CSR initiative undertaken by the Management of CHRIST (Deemed to be University),
Parivarthana is a waste management unit set up on the campus that promotes
sustainability by collecting waste generated, processes them, and recycles the waste
papers to produce reusable sheets of paper, which is then transformed into
handmade paper products. These products are then promoted and marketed in a
project undertaken by the students of the college which equips them with ideals and
values for effective contributions to society.

A Marketers Initiative

As a team of 7 Second Year MBA students, we onboarded the project under the
guidance of two faculty professors wherein our responsibility is to work on different
aspects of the project such as innovating the product and testing it in the market
followed by formulating appropriate strategies to increase project awareness within
and outside the college campus to generate higher sales volume. This would also
include working on how the cost of the production can be decreased and thereby
laying down an appropriate pricing strategy in accordance with the market standards.
In order to cater to every aspect of the project, we divided ourselves into three teams
that shall be working in close collaboration to identify, solve and further develop
solutions and testify them in the real market. In order to meet the industry standards,
both the process and the business model need to be optimized in order to generate
higher revenue and profits, all in a sustainable manner meeting the triple bottom line.
Listed hence are the teams:
1. Product innovation team
2. Process improvement team
3. Business development & marketing team

Parivarthana- Making lives better

The project is aimed to be made profitable for the betterment of primarily the ‘Akkas’
who are involved in the production and operation process along with the
development of several villages which have been adopted by the University
Management. Hence, we shall be passionately working towards adding Value
Proposition Design for a Circular Economy to Project Parivarthana for the
development of its stakeholders conclusively.
Being students in their next juncture of specialization, the Parivarthana Project has
given us exposure to experiential learning and more importantly applying concepts
and theories in modern business world problems. The project not only helps us to
nurture and sharpen our business acumen but also to make a difference in the lives of
many people who are directly and indirectly associated with it socially.
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Products of craftsmanship and high quality from
Parivarthana Unit

Abhilasha Bhandari
2028236
42
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FUN ZONE
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Story Board: Remote Learning
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Even with all the technology available in the world, our lives still lack the human
touch since the pandemic made an entrance into our lives. Technology is known to
make life easier and reduce the time spent on a certain job, but what we tend to
forget is that technology is the innovation done by humankind and regardless of
how much evolution there is in the field, the inputs have always been provided by
humankind. It is the same technology that has brought in the concept of work,
study, and run businesses from home.
While this journey and transition have not been easy for any of us, it still allows us
to carry out our day-to-day activities in the comforts of our homes. People assume
that the human touch is lost when we attend monotonous meetings, work on the
tasks assigned to us and sit in front of the system for long hours because there is
no escape from work now. The work-life balance that people strived to achieve
when work was in office, school, or businesses is all lost and people start to become
workaholics sacrificing other parts of their wellbeing, be it your mental, physical or
spiritual health.
During times of social isolation, companies and colleges have made efforts to pave
a path for fun and learning while bridging the gap of the lack of the human touch.
One such activity that has brought together students from across the country to sit
together virtually and come up with their brainchild was the service encounter
cascade through the designing of a storyboard. It involved brainstorming and
running through various scenarios as a team after establishing a timeline and
building a storyboard using our wits and creativity. With the help of technology
none of us had to bring the artist in us out to the public, but were able to make
short videos and presentations depicting the various stages of a service encounter.
It felt like the students were on a live tour and experiencing each scene of the
storyboard although that was far from reality. Moments like these are what bring
out the fun in online learning.

Rukmani Singaram
2027857
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Marketing club activity
activity 1

The speaker talked about
1) A presentation explaining
Sales and Distribution
dynamics and metrices- post
covid era.
2) A practical session
explaining the different
companies sales and
distribution techniques.
3) How covid not only
disrupte the manufacturers
but also the consumers
buying behaviour.
4) 4P,s closest to the
moment of truth
5) Understanding key nielsen
metrices.
6) Beat Mapping
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The speaker started with an example of Henry Ford and how he presented his first car
in 1900. After that different companies dealing in the FMCG sector is displayed. He
moved on to explain how covid not only impacted to manufacturers but the buying
behaviour of consumers as well. Consumers are now more focusing on pantry loading
and buying the essentials from the near by store rather than going to the favorite
market place.Also we got to know how industries witnessed the resurgence of Omni
channel
Speaker demonstrated that why each medium is necessary for the growth of the
company each middle person carries a revenue with them. 4p’s closest to the
moment of truth is found during the covid 19. Product,Place, Price and Promotion all
the P’s needed to be updated . Speaker also told us about the neilsen key matrices to
ensure about the dynamics and matrices .
The retail environment influences the target shoppers,shopping mission,assortment
and layout of the store these things were explained through GTM strategy.

In this slide Beat Mapping from seller and delivery is explained in the Indian FMCG
Market. After taling about the beat mapping we got to know about the Range selling
and benefits that range selling offer for shoppers, retailers, distributors, company. In
the end we discussed about the growth in the rural areas of India and how companies
are approaching them.
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activity 2
1. The importance of resume
building according to the job
profile.
2. The importance of being fully
prepared and confident for the
interview process and creating a
positive impact on the interviewer
in the initial few minutes of the
interview.
3. Cautious selection of GD topics
and preparing well for it. If a
person is not very familiar/
confident to speak on it, it is not
advisable to choose that topic for
GD.
4. Having a clear mindset on the
subject to be chosen as a career
path in terms of sales, retail
management, business analyst,
research, etc., to get maximum job
satisfaction.
5. Sharpen their subject
knowledge and skills by
undertaking courses and training
in their area of interest.
6. The importance of selecting the
job on the description, not the CTC
offered.
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The session started with speakers giving a
brief introduction about themselves. This
session on career choices by our Alumni
speakers was very interactive and was
directed towards making a wise decision
when it comes to placements.
All the speakers pointed out how important
it is to focus on what we love to do. Before
making choices, one must understand what
exactly we would like to do in life. The
curriculum that we have at the University
would definitely be helpful for all the
students at some point in time. All the
speakers were talking about their real-life
experiences. One of them pointed out the
importance of unlearning and learning new
things.
In order to become happy with the decisions
we take, we must take out time for ourselves,
pursue our passions and figure out
opportunities in that. We should always do
what we love to do. If we do what we love,
we do the best out of it and always end up
providing good results.
The session was mainly focusing on
providing insights to students about
resume
writing,
interview
and
GD
preparations etc. A resume should be
altered according to the job profile we
appear. Every time a candidate appears for
an interview process, the resume should
have altered a little bit according to the
company’s job role. Not too much
information is required in a resume.
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Always focus on keywords. It is the
content in the resume that matters
the most. A candidate should focus on
completing
projects,
taking
up
courses as many as he/she can since
all these will contribute to their profile.
An interview should always be in the
form of a conversation. The speakers
even suggested we take a demo
before appearing for an interview. In
the interview, a candidate should not
showcase a new personality. He/ she
should be herself in front of the
panellist.
Above all, all the speakers pointed out
one important point. That is, choosing
the companies wisely. It is better if the
candidate doesn’t sit for all the
companies that come his/her way.
Before applying for a company, advice
from an expert is a must. It can be
professors, colleagues or even friends.
Peer learning and group learning can
create wonders.
Many of them had doubts whether
experience act as a key to placements.
But all of them clearly mentioned that
experience is more of a material and a
good profile is any day better than
experience.
For an MBA student who is looking
forward to a good placement, the
session helped the audience to clear
all their confusions and doubts that
they
had
in
mind
regarding
placements and opened a way to gear
up their preparations for the same.
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activity 3

1) Club activity started sharp at 12.15; all the team representatives were told to join the
meet 10mins earlier so that the rules and regulations can be explained to them before
the start of the quiz.
2) All the teams were told prior to the event to create a WhatsApp grp or conduct a
Gmeet among themselves in order to discuss the answers among them during the
competition.
3) Three rounds were conducted viz. Kahoot quiz, Logical Reasoning and Quants, which
tested the participants General Awareness, logical and analytical skills.
4) Ended the competition with a fun Identify the brands round, where everyone
participated and had a good time.
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Distribution Management System
For a business, it is crucial to understand its primary and secondary sales in the traditional
ways. A company cannot assume its targets are achieved once goods are sold to
distributors or retailers, they need to have data and monitor goods until they reach the
end customer. A DMS system helps to understand the sales process in depth which aids
in demand forecasting and good cash flow for the company.
Extending the platform to external stakeholders:
Distributor journey: From getting stock to tracking inventory till sales to the end
customer.
Business value drivers (DMS):
Key business opportunities, challenges, capabilities, business impacts are the business
value drivers in a distribution management system.
Functional architecture of Trident:
Trident Sales (FOS) - Distributors - Retailers
Everything is connected through SAP, customer data, inventory, cashflow etc.
Understanding digital customers:
Customers are smarter than you, they are spending less time with reps, and expect
expertise from reps in the very little time allotted. Reallocating sales resources and roles
is essential in a fast paced world. New business development reps, product specialists,
account managers, partner managers, customer success managers.
Changing coverage, quota and compensation:
This is a pillar of digital sales transformation based on the revenue coming in.
Automating sales workflows is the current big game changer. How are businesses
looking to get their sales processes automated? What to do with chatbots, enhancing
scripts with chatbots to cater with multiple customers at once are some of the
challenges faced by many organizations.
Creating a data driven sales transformation: Marketing automation, website traffic,
CRM systems, historical data, acquisition management.
How all the above parameters enhance the whole sales process and how technology
forces business and customers to upskill themselves was the core of the entire
discussion.
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activity 4
1. Today, marketing and sales is
directly connected to
technology.
2. Digital marketing is very agile
and it is slowing taking over
the traditional ideas of
marketing
3. Distribution and order
management systems are
crucial for the smooth
functioning of an
organization.
4. Overview of functional
architecture of Trident Group.
5. Analysing solution to P&G
problem of order
management.

Channel Management System
Case study on FabIndia:
FabIndia integrates handicraft
from different regions of the
country in order to provide a
better life for the skilled rural
population who make crafts in
traditional methods. FabIndia
has
grown
multifold
and
improved their product variants
and distribution channels. Now,
they are trying to get orders
through online channels. Order
management through different
channels is the takeaway from
this case.

Case study on P&G:
Despite having a brilliant reputation and fantastic distribution channel, P&G
struggled during the lockdown as distributors didn’t have access to sell their
products. In the rural markets, most of the sales still happen from traditional stores.
The company has loads of inventory and is unable to find ways to sell due to the
pandemic.
Tips for P&G:
Understand the kind of product they want to sell and products which consumers are
likely to buy in such hard times. Pricing in the market place is very competitive,
entering e-commerce is expensive too. So the ideal solution would be to automate
the order management system, centralise the orders from all channels and allot
them to distributors operating in various regions. This way distributors cannot
control price in the marketplace and continue to work from the backend.
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