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ABSTRACT

It was Roald Dahl’s Automatic grammatizator story about a 
machine that could create a whole story on its own if you fed 
in characters and plots, which sparked my childhood 
imagination. Such a simple yet powerful premise that 
sounded so fantastic back in the 80s, is probably passé in 
today’s digital world.

Little did we know back then, that 140 characters or less 
would be cooler than ever, and an emoticon could convey 
our feelings in matter of nanoseconds! Who would have 
thought that a simple act shopping would turn out to be less 
than a contact sport, and ordering a drone sitting in the 
comfort of your home would be as easy as a click of a button.  

4 Ps of marketing just became 5Ps to include 
Personalisation? 

Persona based marketing, UX, Augmented Reality all are 
becoming a complex reality in a world that is going digital. 
So how do we simplify this complex maze? 
 The fundamentals remain unchanged: Almost every 
customer isn’t just buying a product. They are buying an 
experience; which explains why the Apple stores around the 
world sell you an experience you never forget. It’s not that 
they make a unique product but they are selling you an 
experience that makes you a loyalist for life! When I was a 
young kid growing up in Delhi I remember frequenting a 
lending library that was tucked away in the middle of a 
bustling market. It wasn’t unlike any other library way back 
then, but I remember the owner had chairs and corners in his 
little shop that could entice a to child sit away for hours and 
read. The store owner never shooed us for overspending our 
stay and reading time. He was always ready to share his 

The world of marketing has undergone a sea change in the 
last decade. Customers now have a plethora of options in 
front of them before making a purchase decision. Persona 
based marketing, UX, Augmented Reality all are becoming a 
complex reality in a world that is going digital. Selling an 
experience instead of merely selling the product, simplifying 
the ecosystem, staying relevant by constant innovation and 
not losing sight of the customer are few methods of 
providing superior customer experience in a simplified 
manner.

Simplify your ecosystem - Keep the focus on the 
customer: Undeniably we all get a high managing large 
teams,  with layers of SMEs, generalists, data aggregators, 
social media experts and we expect the works.  Do we really 
need to complicate our lives with such structures? I believe 
marketing organizations evolved across two matrices - 
Customer Experience and Predictive Outcomes. The greater 
your ability to predict outcomes from an event or an activity 
the higher chances of that being driven outside the 
organisation. So repeatable, reusable and repurposable 
activities may be easily replicated on a shared service model 
through your core partners. The model that is emerging now 
is driving marketing structures across User Experience 
Management which is nothing but realigning your structures 
to the segment you are selling. Tesco last year announced a 
major reorganization in their marketing structures to keep the 
“retailer as its core”. 

latest books and talk about what he liked in the stories. As a 
child that represented an experience I could never forget. 
Even now forty years later, the smells of the musty books and 
Calvin & Hobbes transports me back to that happy place I 
knew!

Sell the dream not the data: It’s very easy these days to get 
lost in heat maps, SEO optimization, automation tools, KPIs, 
metrics and everything else in between. Don’t get me wrong, 
it’s not that they aren’t relevant. Of course they are; but do 
you think Walt Disney would have dreamt of Disneyworld if 
someone told him Anaheim was the wrong choice for his first 
Disney theme park because statistics revealed no one would 
visit a theme park for children so far out in California way 
back then.

A few years ago Elon Musk announced a hyperloop rail 
project that would connect SFO and LA through means of a 
giant pod. So is he or SpaceX sifting through reams of data 
and deciding what should be the shape of the pod or the giant 
tube? Absolutely not. He is simply selling the dream and 
getting the experts to come up with a solution that could 
potentially connect the cities in a matter of minutes and 
potentially make air travel redundant. Only time will tell if this 
dream succeeds but then you don’t know till you attempt it; 
isn’t it? 
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Where’s your next big idea coming from?  To stay relevant 
one has to constantly innovate. Now you may employ 
experts, or the coolest technology to stay ahead. In 2013, 
Coca-Cola set out to become the world’s most socially 
responsive and engaged marketing organization by 
launching a network of more than 20 consumer interaction 
centres around the world linked to an Atlanta-based hub. The 
hub network analyses social conversations and empowers its
global marketers to deliver a better, faster and more efficient 
response to real-time social media opportunities and 
emerging risks. With analysts and strategists, the hub looks 
to integrate local and global phenomenon to help Coke  

marketers around the world build on trends and insights to 
drive a much better customer experience
 
We will never go out of fashion: No matter where the world 
moves digitally, human beings will remain human. Joy, 
elation, happiness pretty much mean the same things around 
the world. No matter what automation, tools and processes 
and technologies we work with, marketers will always be 
doing what they know best. Touching people’s lives. 

That will ensure dreaming never goes out of fashion. Let’s 
sell the dream.


