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Zero spend = the new smart!
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Guest Column

ups and ¥ lal maore
and more ‘small’ entities are poppi
with 'big’ dreams. With everyone u‘r[n‘nt‘j:r'
hand at marketing & advertising in some way,
the scenario in front of today’s consumer is that
of huge clutter & X

To beat this clutter and stand out on their
own, there is a fast emerging group of smart
brands imbibing I fon’ into the DNA of
their marketing efforts, and practising ‘frugal
marketing’. Marketing is no longer about the
sledgehammer approach where higher spends
imply higher impact, rather today’s success sto-
ries are defined by how sharp you are in your
marketing strategy and its execution.

Based on my experience in working for brands
with mammoth marketing budgets like P&G,
Dabur, Reckitt and Reliance Mobile and con-
versely with start-ups with squeezed budgets, |
can share the following ‘tricks of the trade”
® Narrow-cast vour targel audience.
® Own the ecosystem: Build a stronghold on your
ecosystem comprising sales people, industry,
experts, associations, influencers, journalists,
emplovees, analysts, government/regulatory as
well as consumers.

o Create vour own marketing channels and plat-
forms: Focus on or build channels that suit you
best. Alternatively, collaborate with brands for
providing a commeon platform.

* Plan basis insights rather than information: As
insights are dynamic, there needs to be a con-
scious effort to keep generating, curating and
acting on insights.

e Go online and use the latest medium of technol-
<. While today it is primarily digital, mobile
1ol tablet which rule the roost, tomorrow it can
|« ‘lantern’ a new-age free data device that’s

wering a lot of attention globally.
(ore often than not, unconventional plat-
v4 and non-‘mass-media’ marketing ini-
“ .+ will be able to give you that ‘bang for
huck’ Here are marketing campaigns that
undoubtedly qualify as ‘frugal marketing”
wmart use of PR: Eveready, while launching its
-able battery range ‘Evercady Recharge’,
ted actual batteries to media persons for
.= their digital cameras - a major end-use
L these batteries, This helped the brand
w1t « ot of credibility among the media which
1 1o resulted in the brand being written about

As India becomes a global hotspot for start-
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the marketing & CRM team 10 its sales b opera-
tions teams as well. Net effect is that Shopper’s
Stop gets over 70 per cent of its cusrent business
from its First Citizen customers.

tve visual merchandising:
As the CMO for Reliance Digital my chal-

ent, we started a practice of distributing “S
per Guides' inside Reliance Digital stores.
Itiple product categories to help

architects and the interior designer
Hence, while launching their pre
Velvet Touch’ range, IC1 started
aimed at this community and
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