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Mumbal, Nov 2: Pooja Ashar, a 19-year-
old college student in Mum/bi, spends at
least four hours browsing social media
website Facebook and micro blogging
website Twittereveryday Shiitsedlore,
Many ef her eollege fiiends, teo, ape
heeked f te these netwerking sites.

Facebook had said in April 2011 thatof
its800millionactive users 25million were
from India alone and Twitter, which has
106 million users worldwide, said India
ranked second in traffic after the US. And
this is making fast moving comsumer
goods(FMCG)majors, such as Hindustan
Unilever (HUL), Tata Global Beverages
(TGBL) and Procter & Gamble India
(P&G), step up their advertising spend on
the growing seeial netwerking websites
and devise new ways te ‘engage’ young:
stergstueh as Ashar.

“Indian companiies are spending over
%150 crore on social media marketing
campaigns,” said Venke Sharma, presi-
dent of Arc Worldwide, part of advertis-
ing major Leo Burnett India.

For instamce, HUL, after seeing the suc-
cessof its ‘Sunsilk Gamgwoff Girls’ on Face-
book last year, has now taken its flagship
brands such as Axe deodorant, skin care
product Vaseline and detergent Surf Ex-
celtosocial mediasites.

The availability of social networking
sites on mobile handsets has also fuelled
the popularity of this mediwm in the last
ohe year. Rajan Anandan, vice-president
of sales and operations at Google India,
said at an event organised by V€ Circle, a
previderef newsanddataon investments

in India, in New Delhi in March 2011
showed that India had 100 million inter-
net users, of which 40 million access the
internet through their phones. Anandan
added that more tham300 miillionpeople in
India would be hooked on to mobile inter-

! netbythe year 2015,

HUL has recently created a fan club for
its brand called Axe Angels Club’ on Eace-
book topopularise thedeodorant-Theclub
has over 1.8 million fans, said a company
spokesperson, adding, “Over time, we
haveleveraged the Axe Facebook commu-
nity toget us honestfeedbackonais,aviiv-
itiesand also ideas on our marketing mix,
for instance, variant names.” HUL said its
earmpaign for Vaseline, launched in Au-
gusEzonl, has roped in%0,000fans sofar:

Experts say thrust will be now laid on
engagement of potential customers on-
line. “Marketers will begin the transition
from ‘one-time placement and click of
ads’ towards ‘ongoing engagement’ with
theinternetusers and will, therefore, allo-
eateahigherneeregeuf theiradvertis-
ing budget te seeial networking sites,”
sald Neha Gupta, senier researeh analyst
atGartir "Thisisfmainly beeause seeial
Retwarking sites, with the help ef seeial
apadyties fiFms, are able te unlleek the if:
{éﬁ:sﬁh%i%a data struetures of users—
m&awhg lists of frietlts, their comments
4R Messades, photos and all heir seeial
EBANECHONS, EBﬁiﬁE{ information and as-
s¢iated media "

HUL'srivals P&G India and Gillette In-
diaarelookingatdigital and social media
asaway tounderstand today’s consumers
and to connect with them at a more per-

withsuperionproduct propositions,” said
Sharat Verma, marketing manager, P&G
India. P&G Indiaisalso carryingout sam-
pling exercises for its personal care
brands on Facebook.

Meamwihiile, TGBL is beefing up its op-
erationsin this space toconnect with con-
sumers, “The intent of our social media
platforms and campaigns has been to
build a two-way engagement with the
youth,” said Vikram Growver, vice-presi-
dent of marketing at TGBL. “We have
used social media to understand which
causes resonate with the youth and have
proactively sought to get NGOs and vol-

unteering opportumities in those causes
on the portal. We also build awareness
and excitement around causes and activ-
ities espoused by NGOs on jaagore.com.”
At present, jaagore.com has 6,21,000 reg-
istratioms, 21,000 Facebook fans and 2,500
Twitter followers.
“Ourgreatestlearning hasbeen thaton
socialmedia, whatyourusersaresayingis
far more important than what you want to
say to them,” said Grover “Your message
hastofit intowhat they are talking about -
it has to be commumicated in their style
and be relevant to their contexts.” He
added that the interactions are conversa-

tional, sometimes contest-based, whiere
users bring their perspectiives to the foire.

Godrej Consumer Products (GCPL) is
also planning to take all its briands to so-
cial networking sites to facilitate interac-
tion. “After seeing the response to our so-
cial media activities for Hit on Facebook,
we are exploring new opportunities to
take all our brands to these sites,” said
Tarun Arora, executive vicepresidéantt,
GCPL. He, however, did not specify lyow
much demand has grown for Hit throiugh
online promotions. “It’s too early to siee a
jumpinsales,” hesaid.

Dabur India has recently taken its
brands Vatikashampoo, Uveda (agpurveda
skin care ramge) and Gulabari (skin care
product) to social networking sites. “Con-
sumers are increasimgly using social. me-
dia to share their experiences with prod-
ucts and services,” said Sunil Duggal,
CEO of Dabur India. “They become your
brand advocates and having a social me-
diapresence helps brandsbetterreach out
to their consumers and add new ones. So-
cial media helps us create bonds with our
consumers and also get construrtive fleed-
back from our brand advocates.”

According to Duggall, Dabur’s baauty
care portfolio which includes Gulakbari,
Vatika and Uveda is currently growing at
20% annuwlly. “With social media as part
of our marketing mix, we hopeto iimcrease
ourgrowthrateforthese brands,” heisaid.
Hedid notspecify what growth he éxjpects
fiomthese brandsthiough prometiomsen
social raedia sites. "In faet, eur feed
brands Real and Aetive whieh are ahready

FMCG majprssuctiassitiiddstantbihéess TataBichal BeteragesandmidtteriaiCambledirare on the seeial Media sites are aurently
sonallevel. “Thisenablesustoservethem stepping uptirelradientisingspenbartiiogowingsotisi Aebaoviifgigebsiteies

grewingat309,” he added.

Abheek Singhi, partner and director,
Boston Consulting Group, India, citing
the success of HUL's Sunsilk Gang of
Girls, said thethiggestihriverfforssesidlnet-
work marketing in India will be low-cost
smartphones in the nextfew months.

Social media sites are obviously gain-
ing from the increased focus of compa-
nies on promotions. Worldwide, social
media revenues are estimated to reach
$10.3billionine2001 241 4 % increase firom
2010revenues of $7.3 billion, accondiingto
research finm Gartmer. Advertising rev-
enue is, and willl remaim, the largest con-
tributor to overall social media revenue,
Garmter said in a surwey released on Octo-
ber11,2011.“Social mediaadvertisingrev-
enue isforecasttototal $5.5billion in 2011,
and grow to$8.2billion in 2012."

Experts, howewver, say revenue com-
mitments has not been growing in this
sector. “In fact, Indian companies are on-
ly spending 2% of their overall ad spend
on social media activities,” Sharma of
LeoBurmett India said.

“Facebook advertising is moving ffom
a ‘nice to have’ to a ‘must have’ for global
bramdls, which is illustrated by their in-
creasingly competitive marketplace,”
said David Karmstedt, presidentand CEO,
Efficient Fromitier, aleading performance
marketing company managing more
than $1 billion in marketing spend annu-
ally on behallf of advertisers worldwide.
"We believe Facebook eost per elicks
(CPCxs) will eentinue to Fise at a double-
digitpacefer theremuiiRior the year, 6
biands wauld be wise b add seeial media
marketing te their everali digital Matket:
ingspend sesner ratifsr than later’




