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Overview of
THE CONFERENCE
More than 100 participants from all
over the country met at The leela
Ambience Hotel, Gurgaon, on July 18 to
exchange ideas and good practices,
create and strengthen partnerships,
foster learning, and discuss the topic
‘Impact
of
Digital
Media
and
Technology in today's Marketing
Landscape’. The occasion was THE
CMO NETWORK SUMMIT.

The conference was a platform for
exchange, built on the understanding that
lifelong learning is key to building
sustainable goals and results, that the
marketing world is on the front line of
Digitization, and that Digital Media and
Technology are a crucial drivers in the
achievement of an evolved marketing
strategy to enhance businesses.

CEOs, CMOs, Heads of Marketing, Sr
Marketing
Directors,
Marketing
Directors, Sr Vice Presidents of
Marketing,
Vice
Presidents
of
Marketing, and Marketing experts from
the fields of lifelong learning came
together to guide fellow marketers in
implementing lifelong learning to
support the achievement of the
business Goals.

Discussions centered on topics such as
Impact of GD-PR, AI, Automation, Impact
of social media can take towards
implementation,
measurement
and
achievement of Yielding Goals at various
levels of organisations varying in size,
with the various sessions featuring
presentations and case studies from
industry experts as well as leaders.

THE CONFERENCE
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Panel
Discussions
The conference consisted of five panel discussions, with a Q&A
at the end of each panel. The following pages provide an
overview of the outcomes of these sessions summarizing the
learnings from each panel

Panel Discussion 1:
Digital Media and Technology

Panelists
Sameer Seth
Director - Marketing
DOLBY Laboratories

Juhie Gorwara
Head- Group Marketing and Ecommerce
PHILIPS

Sakshi Chadha
Head - Marketing & Communications
PAYBACK INDIA

Moderator
Sarvesh Bagla
CEO
TECHMAGNATE

The first session discussed about existence of
technologies such as AI, Automation, Voice
Searches etc and examined how the esteemed
panelists are using these technologies to meet
their marketing objectives as they share their
experiences.The importance of a quality of
content especially when video content is taking
over and the technology and practices
associated with it became and important topic of
discussion. The Panel Also Discussed about the
role of Voice Searches in the upcoming future in
changing the search marketing landscape.
Importance was given to the threats associated
with these technologies in order to decide if
these are a boon or a bane.
The Objective of of the Panel discussion
therefore revolved around what are the
technologies available in the marketing
landscape today and how levering these
technologies can increase the business in the
near future
Ms Sakshi Chadha started with her experience
in using the upcoming technology as a part of
various campaigns at PAYBACK INDIA.

Being a brand associated with more than 100
million consumers along with Co-Partners and
Partners reaching out to the customer having
access to data such as consumer preferences ,
shopper insights, shopping times , purchase life
cycles etc.
Payback has their own platform where brand and
partners can reach the consumers using various
channels such as Email, SMS, Social Media and
Chat-bots. Out of these the chat-bots have
proved to be a great asset in terms of technology
which enables the consumer to not only
consume information but also interact with it in
the form of preferences, feedback, pin-points etc
ML and AI have also been used in the form of an
Omnichannel platform to generate insights. The
data in warehouses is churned further to
generate more variables and cuts for a brand to
leverage in order to drive retention, usage, and
customer acquisition.
She coined that the technology has played an
important role in enhancing the data quality and
insights and the organisations are investing a
large part in it , but it is in a test and learn phase.
With the addition of technology the process
involved in marketing has become fast and
efficient.
On the topic of importance of video content she
shared her experience about how certain
campaigns run on video platforms brought a very
high organic reach. She mentioned that videos
enable a subtle marketing where instead of
forcing the brand details and facts on the
customer, A video showing the day to day things
happening around are shown where the brand is
mentioned in a subtle and usually clever manner
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While talking about the threats associated with
the technologies she said that its up to us to
decide what we do with our technology. Govts
are waking up to the fact that these technologies
exist and can be used irresponsibly hence rules
are being made . Open communication lines
between the brands and Govts is very important
as it ensures that even if there's a risk involved
with a technology the consumer should be aware
of it so that he or she can make well informed
decisions.
Mr Sameer Seth put forward the idea of using
technology to drive the video based content
marketing giving examples from his experience
bites with well known movies such as "URI" and
"BAHUBALI" where audio and video played a
very important role for the audience to relate with
the content. He related that because if the use of
DOLBY ATMOS tool they were able to create a
sound that is highly immersive and included
spatial audio.
While speaking about the marketing practices he
mentioned that instead of giving the facts to the
audience directly they have created characters
based on different types of sound systems to
promote DOLBY ATMOS. These characters talk
about the usage of the Dolby systems in day to
day life using lay man terms thus putting forward
the pointers to educate the audience.
He Shared that instead of talking about
specifications of a product Dolby markets the
experience involved while using it. But since
Dolby doesn't have its own product , just a
technology, B2B2C campaigns become very
important. He mentioned that the way subtle
marketing has always worked for Dolby helping
to educate the audience .

Ms Juhie Gorwara began with how digital
marketing is making things easy for a sales
person and giving better opportunities to the
customer.
As a brand dealing in consumer electronics ,
PHILIPS retails most of its products on Ecommerce websites , A technology, that has
made it easy for the consumer and sellers to
take care of logistics and deliveries.
She
mentioned
at
although
the
Indian customer still likes the touch and feel of
product along with bargaining before buying it
and
might
prefer
buying
from
the
conventional store, the discounts and ease of
access associated with buying online has been
swaying the consumer base in large quantities
In B2B as well the sales have become very easy
because of the availability of digital technology.
She mentioned that earlier only lead source for
B2B campaigns used to be events but with
digital you can directly reach the customer
mailbox and run a campaign.
while speaking on Chat-bots she shared that
PHILIPS uses them to educate people about
their products along with taking feedback and
servicing.
She also talked about the GD-PR restrictions
and how it seemed that using Digital platforms to
gather data could no longer be used. but
marketers seem to have found workarounds for
that as well causing great benefits for audience
as wella s businesses.
The Consumer now they reach will be the one
who is actually interested in the product which
will mean the lead qualification time will reduce.
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making the process faster while on the customer
side the user doesn't need to be bothered with a
campaign which he is not interested in.
While talking about available technologies she
talked about the available tools which can
provide metrics and insights to define how much
production is required and can even predict the
production rates for future. Giving an example
she quoted how eCommerce sites can give the
data about which month the sales of a particular
product will peak and hence the organisation can
decide how to distribute the the produce among
the re-sellers and eCommerce sellers.
While speaking about Voice searches she said
that although the technology is available the
Indian audience still need to be developed in
order to use it efficiently. Giving an example she
explained how an Indian primary school student
while interacting with Alexa or Google Home
searches about jokes and videos on the internet
while a child of same age abroad is ordering
school supplies over the voice search. She
coined the although voice search will replace the
traditional search marketing, it is still in our near
future and not in present.

The Discussion among the speakers revealed
that the Technology is continuously altering
the marketing industry. Though certain
practices have changed completely, some
practices remain to bring results the
conventional way. The Industry is still
learning how to leverage the technology inorder to drive results while following the
upcoming laws associated with it.

Panel Discussion 2:
Managing Digital Marketing

Panelists
Meenu Bagla
Head - Global Brand and Digital Marketing
TECH MAHINDRA

Dr Sumeet
Marketing Leader, Asia-Pacific
IBM WATSON HEALTH

Chirag Singhal
Head of Digital Marketing
ADITYA BIRLA SUN Life Insurance

Moderator
Runki Goswami
VP-Marketing

The Second session of the day aimed at
discussing the importance of managing the
digital domain of marketing and what may be the
best ways to do it. The Panelists Discussed
about how much importance is given to Digital
Marketing while promotions or brand advocacy.
The they discussed about what may be the best
ways to target the the audience and what metrics
can define success. They also talked about what
parallels can be drawn in terms of B2B and B2C
marketing and what tools and technology can be
used to implement and manage digital practices.

BEATROUTE

The Objective of of the Panel discussion
therefore revolved around the ways and
technologies which can enhance and ease the
management of digital marketing while busting
the myth that digital marketing only involves
social media posts, likes and followers.
Dr Sumeet started with his experience in the
health industry first and a doctor then as a
marketer. He spoke about how his organisation
is heavily investing in Digital Marketing and while
a good importance is given to digital much
importance is given to the conventional practices
as well.

While speaking about the ways to reach right
audience and metrics to define success he
stated that for a niche industry such as
healthcare the organisation targets specific
segments of industry instead of reaching
everyone. Success metrics for these campaigns
are defined by the objectives which can be lead
generation, thought leadership, influencer
marketing etc. Its important to have objectives t
measure success but they should be limited to
not more than three at a time else measurement
may becme difficult and cumbersome.
Ms Meenu Bagla
while talking about the
importance of marketing said the brand
promotions is not digital marketing. She thinks
that maintenance of brand reputation is the real
objective of digital marketing and a lot of
budget,resources and time are devoted by tech
mahindra to ensure the same. she said the
maintaining the reputation is not enough as
cyber security also plays a very important role to
safeguard the conversations , accounts and
assets. She also discussed how block-chain is
being used to ensure the transparency in market
value chain. She mentioned that according to
BCG reports 61% of Non CXOs have 70%
influence of the audiences mind decision. While
talking about metrics she mentioned that when
google, youtube algorithms were simpler the
metrics to measure success were also simple. It
used to be more about the no of conversations
generated. But as the algorithms have evolved
the metrics have changed into how many
conversations generated with the persona
needed to be identified in that geography, in that
domain, in that vertical, in the industry. As a
brand manager along with the head of marketing
she considers the no of PR Crisis averted as a
good metric for success.
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Mr Chirag Singhal while talking about the
importance of marketing shared his pas
experience while working in Flipkart where using
QR codes n Delivery packages drove great
results for the organisation. He thinks that the
traditional marketing is slowly evolving into digital
marketing which is going to be the next step but
importance has to be given to this industry right
now to ensure that organisations are prepared
and well learned when the digital ways become
prevalent. While speaking about the ways to
target the audience he shared his experience
from his current organisation where they sold life
insurance while portraying it as a death
insurance. In his belief the best ways to reach
and influence audience is to use street smart
methods and run campaigns talking about the
use cases of the product or service. While
discussing about the metrics he mentioned that
success metrics for Brand advocacy campaign
and a lead generation campaign will be different.
He said that metrics differ from campaign to
campaign. ROI cannot be the only way to define
success since there are certain impressions that
are necessary to burn in-order to build credibility
and get the attention of the audience.

The Discussion among the speakers
concluded that digital marketing may be the
next step in future but its importance is
visible even today. Reaching the audience
has become easy but at the same time
metrics for success have become more
complicated hence analysis has become very
important. Management of Digital may be
possible wih automation but cannot be left
without the human touch
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Case Study &
Music to Inspire
The conference hosted a Case Study showing how QUORRA
can enhance marketing. A music Session was also hosted to
break the monotony and unwind.

Case Study
Quorra Marketing to drive results

Presented By
Sarvesh Bagla
CEO
TECHMAGNATE

The Case Study talked about a marketing
campaign undertook by Techmagnate for Bajaj
Finance one of the leading NBFC in the
Country. Mr Sarvesh Bagla explained how they
were able to drive results and gather customers
for Bajaj Finance using the Standard Digital
Marketing Practices along with Quorra an online
Q&A platform to drive results. He used a detailed
presentation to describe the insights and metrics
for the campaign.
The Objective thus for the talk was to spread
awareness about how quorra can be used as a
part of an effective digital marketing strategy.
He started by explaining what Bajaj Finance
does and what kind of audience does it cater to.
He mentioned that when techmagnate took over
the project the first focused on the basics such
as SEO and Search Marketing. Since Quorra
was heavily featured in google they were able to
dominate the search market. He talked about
how accounts were made to answer the relevant
queries over the quorra platform while
advertising Bajaj Finance very selectively.

He explained that one of the biggest challenges
was to make sure that the users at Bajaj
Finance see quorra as an influencer marketing
platform and not a link building platform.
Another challenge was to build the trust of the
audience and scale it correctly to drive
measurable business research for the client
while posing the indiviual as a finance expert and
not a representative of the brand. He said that to
build the credibility a suitable amount of time was
set and upvotes were focussed. They also
foussed on answering the question as soon as it
was posted in order to get noticed quickly and
gather upvotes. This helped in growing the
search market domain. Techmagnate also
embedded videos, images and infgraphics to
make the content engaging while doing a silent
branding for Bajaj Finance leading. With the
continuos effort and year long audience building
the client was able to increase their audience by
1250% which was a permanent and sustainable
one.
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KEY TAKEAWAYS
Answering questions only in the area of
expertise attracts more audience
Use of Pictures and Videos presents a
great opportunity to build silent
branding and makes the content
engaging.
Regularity is important while answering
questions.
Its advised not to be overly promoting
when it comes to mentioning the brand
as it may result in blocking and causes
the audience to lose interest

