
How to connect to audiences in today’s world
SAM BALSARA

CII International Brand Summit, Chennai
September 20-21, 2019



Average attention span for the notoriously ill-focused goldfish is NINE seconds
but according to a new study, people now lose concentration after EIGHT seconds



In these days of high clutter, even being heard is quite a task



But…few have managed to connect well!









How did they do it? Can there be 
a method to the madness?



We studied our own processes and that of other 
leading marketers

Communication planning processes of P&G, Unilever, GSK, Castrol and many other 
marquee marketers
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“What are the strategic 
goals and outcomes we 

are chasing?
Define ABC 

What is the consumer 
Journey?

“What is the vision on 
Media”

“How Media will impact 
consumer Behavior”

“How each element 
feeds each other”

“What are the 
Outcomes KPIs?”

“What are the Best 
Practices?”

“What is the ideal 
budget?”

“What are the 
strategic trade-off?"

“Does the plan 
deliver on set 

objective/ is there 
scope of 

improvement”

Repeated Cycle at Monthly/Campaign level

Reboot Every Year (Annual Plans)

We believe in OUTCOMES PLANNING



Traditional Customer Lifecycle Digital Customer Lifecycle



Media task has to change, From just being “seen” 
to being “engaged, to buy, to experience and to express”



Ingredients for consumer connect

Powerful 
Communication

And Media 
Augmentation

Multimedia 
Execution

“Impact” over 
Presence

Consistency



#1 : Powerful Communication Platform

Increase frequency of consumption
By appropriating Mithai moments

Endear with stories of every home

Making a cooking oil, good for heart

Examples:



http://youtu.be/QiLuY4pFQmA

Video

http://youtu.be/QiLuY4pFQmA
Cadbury Dairy Milk Ongoning Media Campaign 2015.mp4


http://youtu.be/QiLuY4pFQmA

Video

http://youtu.be/QiLuY4pFQmA
CDMSS - The (Sweet) art of (Mishti) war.VOB


How Content Integration connects with Audience
(video)

Asian Paints HGKKH 2015.wmv


(video)

Saffolalife World Heart Day over the Years.mp4


On Global Iodine Day, we made 
the ‘I’ missing across lead news platforms

On Global Iodine Day, we made 
the ‘I’ go missing across news platforms



#2 Multimedia is 2X to 5X more effective

Control Market [TV ONLY] TEST Market [MULTIMEDIA]

5x More Effective

2.5x More Effective

1.7x More Effective

The findings are based on proprietary research conducted for a large FMCG brand

Madison Media had conducted Pre and Post studies across different categories . Control 
market had TV as sole media, while test market had multimedia stimulus
• Multimedia plan is atleast twice as effective as  TV alone plan
• It was observed that ‘lift owing to multi-media plan’ was highest when creative 

execution had high  synergy and was conceived and developed at the same time



TECHNOSTRETCH
ON TELEVISION

TECHNOSTRETCH
ON RADIO

• Radio campaign was implemented to support & amplify the 
participation in Limousine activation.

• 5 Days activity / contest led by Radio Stations social media 
pages (Facebook & Twitter).

• Radio City & Radio One stations in Mumbai & Delhi Market.

IN STORE – MALL ACTIVATION

Raymond Technostretch - One Message across media



Multimedia for small towns

For Goodknight GreenShakti, we partnered with Radio City, on-air and on-ground
to build awareness & consideration for the GK Green Shakti Coil Rs10 pack in Bhojpur, UP.



#3 Impact Works
Audience connection is difficult if only efficiency [CPRP] is the focus



 Delivers on Outcome [Sales / 
Brand Metrics]

Used well, the premium we pay for impact, more 
than pays back

Source: Modelling outputs of media mix models 
developed by Madison Business Analytics 



Launching TVS Jupiter in Big Boss helped connect 
with North Indian Audiences

A task was given to the BIG BOSS show 
inmates named-Zyada Ka Fayda, in which 
the team had to somehow accommodate 
themselves on the TVS Jupiter scooter.

Dealers reported that Walk-Ins improved 
with consumers asking for “Big Boss Wallah
Scooter”



The best tackle is nothing else but a very strong 
bond ….

Fevicol integration in 
Pro Kabbadi League



Cricket wins on Lower Ad Avoidance
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IPL – Cricket – Minute by Minute

• Ad Avoidance on cricket  almost non existent due to 
short breaks

• Better reach amongst engaged Audience

• Cricket though expensive on CPRP basis, wins on 
effectiveness



#4 Consistency - It is a long haul game



4 levers for Consumer Connect

Powerful 
Communication

Platform

Multimedia 
Execution

Impact over 
Presence

Consistency



Connecting with Audience …Difficult
But immensely rewarding


