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CONNECTED WORLD



Marketing today is more dynamic than ever before and has 
long ceased to rely on push-based strategies. Technology 
that drives the connected world today has emerged as the 
single most disrupting factor in the CMO’s world. 
Marketing that is all about communication and 
engagement is now having to delve into new paradigms 
and straddle different technologies to create radical and 
contextual communication strategies. 

Today’s connected world means everything is 
instantaneous – more likely at the speed of thought. And 
that puts a huge onus on the CMO to be able to grapple 
with not just data but to be actually able to establish 
patterns from the data to create meaningful insights that 
can serve as keyholes to emerging trends and 
consumption patterns. The digital phenomenon is 
changing everything. People simultaneously research, 
evaluate, experience, consider, commit, advocate, and – 
importantly – purchase (or not) our products and our 
brands. Thus forcing the marketer, the journeyman, and 
the communications expert to talk to each other and 
strategize the symphony of their messages, the harmony 
of their actions and reactions.

The downside of today’s mobile/social media explosion is 
that technology has reached a tipping point. Enterprises 
and companies that continue to communicate to 
customers and prospects across multiple siloed channels 
will eventually phase out or cease to be relevant. 



Everything in our life is, or soon will be, connected – from 
home to car to office to store. People, now permanently 
within arm’s reach of a screen, may decide to like, post, 
and buy our brands. There are apps that allow you to 
scan codes from anywhere in the world and have products 
shipped to you that very instant. Long after store hours, 
potential consumers who are window shopping can actually 
scan the store code and be able to buy “virtually” all items 
on the shelf of the store. The very premise of the connected 
world is to be able to have access to anything anywhere 
anytime. The mind boggles, doesn’t it?

So how are customers being sold to differently? What 
makes superbrands in this digital age?

There are many answers ranging from cultural shifts to 
technology preferences to consumer choices, but they all 
point to smart contextual marketing: understanding the 
context of the user, and using this context to personalize 
marketing and engage users. In other words, delivering the 
right message to the right person at the right time based on 
what you know about their behavior and preferences. Where 
digital marketers were limited to understanding the “where”, 
“who”, and “when” of their consumers, technological 
advancements have allowed them to discover “what” the 
user’s actions are, and most importantly “why” they have 
taken these actions.

The answers to “what” and “why” are the keys to 
understanding consumer behaviour and for effective 
personalization. So how can we get there? In this connected 
world what are the fundamentals that will need tweaking?



CREATING 
CONTEXTUAL 

USER EXPERIENCES



I recently chanced upon an NYT article that showcased a 
company that specialized in simplifying store purchases 
for women especially since sizes across different brands 
vary and that can mean we pick up wrong sizes or spend 
valuable time trying to figure out what sizes fit. In the form 
of kiosks at select retail outlets, women can opt for a body 
scan that allows the scanner to measure and calibrate the 
various sizes across different brands that are likely to fit 
her. Retailers pay up a fee if their names are on the list of 
brands but cannot pay to get on the list. So what do we 
sense here? An interface that has been created as a result 
of an inherent need and is personalized to ensure each 
customer is delivered a satisfying buying experience. So 
how can organizations understand contexts and modify 
their services appropriately?

The conversations an organization conducts through its 
website need to be integrated with email marketing 
initiatives, online advertising buys, search engine 
optimization capabilities, and offline sales campaigns. In 
addition to managing and publishing relevant content, a 
website should provide the capabilities to expand the 
online presence, attract prospects, and convert browsers 
to buyers.

When a company meets a customer online, through a tech 
support center, email campaign, or social network, it is 
engaging him/her in a conversation. An exchange of 
communication and commitment is taking place. The level 
of commitment exhibited by the customer is the secret 
ingredient of quality. Marketers need to understand what 
drives engagement and produces the desired customer 
actions.



Making the shift to effective cross-channel conversations 
starts with defining and capturing customer intelligence 
across all of these channels, and then creating customer 
interaction scenarios while measuring the quality of 
engagement. The advent of newer communication 
channels like social media along with rise in usage of 
smartphones and devices have heralded new and faster 
ways to communicate, take decisions and move on.  With 
enteprises becoming increasingly digital, we leave digital 
crumbs of information across the devices/mediums we 
communicate on. This trail of information is a goldmine to 
find out more about a customer’s preference, their needs, 
patterns, etc.

This is easier said than done. A large chunk of this data 
lies in isolated islands as the current legacy systems are 
not designed to communicate and analyze the customer 
patterns or transactions. Think about automating the 
process of managing customer interactions. The goal is to 
personalize interactions and have in-context conversations 
with large numbers of the audience, in any channel. What 
enterprises need is actionable intelligence. This actionable 
part comes from Analytics. Analytics data, formerly 
paralyzed by incompatible marketing tools, can now be 
merged and analyzed in new ways to make consistent 
engagement possible. Orchestrating customer 
conversations across channels is now very 
attainable--eliminating one-off engagement and increasing 
the types of interactions that ultimately build business. 



If you are on social media, in the last few weeks you would 
have seen a daily dose of videos where people are 
pouring buckets of water over their heads. You guessed it 
right – it has nothing to do with global warming. Instead its 
being bitten by a viral initiative called the “ice bucket 
challenge”. This challenge is being taken on by growing 
numbers of men, women, and children to help bring 
awareness to amyotrophic lateral sclerosis (ALS). 

Whether you are running a mom-pop shop, designing the 
next world-changing technology, or launching a new 
product line for your existing business, understanding how 
to leverage social media effectively to gain awareness and 
traction for your efforts is crucial.

Good marketers already know this, but even the best have 
a hard time actually getting it right. By incorporating some 
of the lessons we have learned from the ALS Ice Bucket 
Challenge, and setting reasonable expectations for 
success, you can give your next social media marketing 
campaign a better chance to gain traction and provide a 
boost to your growing business. 

This is that magic lever that enables enterprises and 
organizations to move from being proactive to a 
pre-emptive state of operations and also powers the right 
messaging to the right folks. All these initiatives go toward 
strengthening an enterprise’s brand value.

Enhancing your brand's digital quotient



Another interesting trend I observed that all marketers 
need to consider especially when building your brand 
which should lead to revenue generation is that people 
love to buy, but they hate to be sold. Companies currently 
celebrating the most success in social media focus on 
engagement, nurturing relationships, and sharing value 
through their social outreach. Customers and prospects 
will seek out companies offering value, entertainment, 
discounts, help, and engagement.

Today’s connected marketer has a harder job than the 
CMO of the past. Create content worth sharing. 
“Shareability” is now a key ingredient. Simple messages 
and simple questions aren't enough anymore. To achieve 
a deeper connection with your customers, a company 
needs to engage on a deeper and more intelligent level. 
Short videos, infographics, quality imagery, and polls are 
all ways to engage deeper. An example of a huge 
company that's doing this really well right now is Wal-Mart. 
Its content is smart and engaging, and the fan 
engagement is very high by comparison to its competitors. 
Also, companies need to focus on the fans they have and 
not the fans they want. If your message is always trying to 
reach out, you'll bore the fans that have chosen to connect 
with you.

In the end, the best thing to remember is that you are no 
longer just a “company” sending out an advertisement or 
a call for action to a “customer”. Instead it’s about two 
people having a conversation about a need they have and 
about something that they believe in that will fill that need.



Conclusion

The art of contextual marketing lies in separating the 
signals from all the noise, and creating technologies that 
effectively personalize messages to the user’s context 
while building and maintaining user trust. The power of 
contextual marketing to create great user experiences
by providing value through personalization is its 
greatest strength.

The future of analytics and social media will be interesting 
as they will cover every interaction we do and be a part of.  
If integrated well into your marketing strategy, these are 
small components that can drive a huge consistent user 
experience for customers. It depends on how enterprises 
embrace these concepts and use them to power and 
enable superior customer experiences in this connected 
world! Consider yourself challenged!
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