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Abstract
Buzz marketing is the practice of gathering volunteers to try products, then sending 
them out into the world to talk up their experiences with the people they meet in their 
daily lives. The idea is that the more people see a product being used in public, or 
the more they hear about it from people they know and trust, the more likely they 
will be to buy it for themselves. Of course, word-of-mouth has long been the way 
that many people find their favorite products, or learn about a new favorite movie, 
book or restaurant. “For years, people recognized the power of word-of-mouth in 
convincing, influencing, affecting consumer behavior,” says marketing professor 
Jerry Wind. “It has more credibility than traditional advertising.” But it’s a fairly 
recent development for companies to try to create a structure around the practice, to 
harness and direct the way that word-of-mouth spreads — and to attempt to measure 
its effect on sales once the ‘campaign’ is complete. “Buzzing isn’t new. The hype 
about these different kinds of buzz agents is what’s new,” says Kahn. This paper 
is an attempt to understand the concept of buzz marketing campaign that attempts 
to replicate natural word of mouth by making the customer feel enthusiastic and 
stumble on a quality product and to focus on the recent and best buzz marketing 
campaigns through social media and face book in India.
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Buzz Marketing – Introduction
	 Buzz	Marketing	means	few	firms	like	to	create	excitement	about	
their	products	through	buzzing.	Buzz	marketing	is	viral	advertising	
where	 carefully	 selected	 consumers	 are	 encouraged	 to	 talk	 about	
the	product	to	friends	and	family	in	the	hope	that	the	‘chatter’	will	
create	a	buzz	about	their	product.	Firms	will	 target	people	that	are	
known	as	“trend	setters,”	i.e.,	people	who	are	usually	aware	of	the	
next	big	thing.	Buzz	marketing	is	a	viral	marketing	technique	that	is	
focused	on	maximizing	the	word-of-mouth	potential	of	a	particular	
campaign	or	product,	whether	that	is	through	conversations	among	
consumers’	family	and	friends	or	larger	scale	discussions	on	social	
media	platforms.	By	getting	consumers	talking	about	their	products	
and	services,	companies	that	employ	buzz	marketing	hope	to	grow	
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their	awareness	through	the	growth	of	online	traffic	and	increase	sales	and	profits.	A	buzz	marketin	
g	example	would	be	if	a	company	decides	to	promote	a	product	through	some	type	of	event	centered	
around	a	show	or	stunt	of	some	kind	where	consumers	can	try	the	product	and	are	encouraged	to	
share	their	experiences	through	everyday	conversation	or	online.	Another	term	for	buzz	marketing	
is	Astroturfing.
	 Online	 buzz	marketing	 is	 typically	 driven	 by	 “influencers,”	 or	 early	 adopters	 of	 a	 product,	
that	are	eager	to	share	their	thoughts	on	the	product	and	proactively	start	conversations	about	it.	
These	people	 typically	have	established	online	presences	 and	 large	 followings	on	 social	media	
platforms	 such	 as	 Face	 book	 and	Twitter	 and	 possess	 power	 and	 influence	 over	 their	 follower	
base.	Influencers’	opinions	get	noticed	more	readily	and	can	have	a	positive	effect	on	the	sales	and	
awareness	of	the	product.	Marketers	aim	to	rally	these	influencers	to	build	buzz	for	their	products.	
Some	marketers	 target	people	known	as	“connectors,”	or	big-name	personalities	and	celebrities	
who	can	lend	instant	credibility	and	exposure	to	a	product.	Marketers	looking	for	a	large	jump	in	
awareness	for	a	product	will	seek	out	connectors,	aiming	for	an	instant	jolt	of	societal	relevance.
	 Social	media	marketing	is	a	main	component	of	buzz	marketing.	Face	book	and	Twitter	are	two	
of	the	main	social	media	platforms	that	companies	try	to	maintain	a	presence	on.	Using	these	and	
other,	smaller	social	media	sites,	companies	can	interact	with	customers,	receive	feedback,	address	
issues	or	 concerns	 and	promote	 their	 products	 and	 services.	Cultivating	 a	 rich	 set	 of	 shareable	
content	and	amassing	a	strong	following	on	these	sites	enable	consumers	to	obtain	needed	materials	
straight	 from	the	company	and	also,	more	 importantly,	allows	 the	company	 to	have	a	real-time	
dialogue	with	their	constituents	to	foster	an	atmosphere	where	customers	feel	valued	and	informed.
	 Other	online	buzz	marketing	strategies	include	enlisting	the	help	of	influential	bloggers	to	create	
a	stir.	Companies	oftentimes	let	bloggers	or	media	outlets	try	a	product	in	advance	of	its	release	
in	exchange	for	a	published	mention	of	the	product.	Using	website	forums	to	drum	up	buzz	and	
creating	customer	communities	that	connect	fan	clubs,	message	boards	and	other	groups	are	also	
examples	of	how	companies	create	online	buzz	marketing.

Objectives
	 To	understand	the	concept	of	buzz	marketing	campaign	that	attempts	to	replicate	natural	word	
of	mouth	by	making	the	customer	feel	enthusiastic	and	stumble	on	a	quality	product.	
	 To	focus	on	the	recent	and	best	buzz	marketing	campaigns	through	social	media	and	face	book	
in	India.

Review of Literature
	 Chung;	Moldovan,	Goldenberg	and	Chattopadhyay	(2011)1	focuses	on	implicitly	or	explicitly	
equate	the	buzz	with	word-of-mouth	it	is	possible	nevertheless	tolearly	distinguish	between	the	two	
concepts.	(Cheema	and	Kaikati	2010;	Lee		et	al.	2012;	Traylor	and	Mathias	1983;	Woodside	and	
Delozier	1976)	observes	word-of-mouth	is	simply	a	phenomenon	of	interpersonal	communication	
taking	place	within	a	social	system.	(Taufique	and	Shahriar	2011).	The	buzz	includes	not	only	that	
last	part	but	also	all	marketing	actions	leading	to	it	Presence	of	word-of-mouth	in	a	given	market	
allows	marketers	to	know	what	actions	to	take	to	manage	the	buzz	(Lee	et	al.	2012).	Some	authors	
also	equate	buzz	marketing	with	viral	marketing	(Huang	et	al.	2011).	However,	viral	marketing	
refers	only	to	the	second	part	of	buzz,	namely	marketing	campaigns.	But	the	difference	between	
the	two	concepts	is	much	broader	to	the	extent	that	viral	marketing	is	mainly	based	on	the	virus(es)	
launched	by	the	company	to	create	the	event.	
	 It	also	includes	continuous	work	afterward.	The	original	virus	is	far	from	being	the	central	element	
of	the	campaign.		The	buzz	integrates	consumers	in	its	tracks,	ensures	continuous	monitoring	and	
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prevents	the	company	from	being	overtaken	by	events	(Ferguson		2008;		 	 	Strutton,	Taylor	and	
Thompson	2011).	

Process of Buzz Marketing 
The	Buzz	Marketing	process	is	illustrated	diagram	below

  
Approaches to Buss Marketing
	 Buzz	marketing	is	a	different	approach	to	marketing	than	the	traditional	outbound	marketing	
techniques	or	“mass	marketing”	tactics	of	TV,	radio	and	print	advertising.	In	outbound	marketing,	
companies	aim	to	proliferate	their	messages	to	as	many	people	as	possible	with	the	hope	that	a	few	
will	become	interested.	Buzz	marketing	depends	on	the	power	of	one-on-one	personal	messages	
more	than	broadcast	messaging	and	assumes	that	word-of-mouth	holds	more	weight	with	consumers	
since	it	is	perceived	as	unbiased,	coming	from	people	they	trust	and	not	simply	directly	from	the	
company.
	 As	consumers	get	better	at	identifying	buzz	marketing	when	it	is	taking	place,	marketers	have	to	
use	these	tactics	wisely	and	sparingly	to	be	effective.	Early	incarnations	of	online	buzz	marketing,	
such	as	pop-up	ads,	banner	ads	and	email	marketing,	were	new	at	the	time	but	consumers	have	since	
treated	these	 techniques	as	annoyances	and	the	marketers’	message	goes	unnoticed.	Companies	
also	 run	 the	 risk	of	not	being	able	 to	connect	 their	campaigns	with	 the	brand	or	product	 itself;	
merely	creating	a	piece	of	content	that	gets	people	talking	means	nothing	if	people	can’t	identify	it	
with	the	company	that	created	it.
	 Buzz	marketing	examples	include	companies	creating	online	videos,	usually	centered	around	
something	 humorous,	 controversial,	 unusual	 or	 outrageous,	 that	 hope	 to	 cause	 a	 sensation	 and	
get	 people	 talking	 about	 it,	 sharing	 it	 via	 social	media	 and	driving	 up	 views	on	websites	 such	
as	YouTube.	Companies	will	then	try	to	capitalize	on	the	content’s	popularity	by	promoting	the	
product	on	social	media,	either	by	creating	a	hash	tag	in	the	hopes	of	becoming	a	“trending	topic,”	or	
encouraging	consumers	to	download	other	pieces	of	content	to	further	foster	customer	engagement.

Best Marketing Campaigns of India (2017 – 2018)
	 In	 2017,	 based	 on	 the	 discussions	 made,	 it	 was	 found	 that	 many	 new	 trends	 emerged	 in	
marketing	in	India.	The	debates	conducted	insisted	on	the	need	of	brands	posting	regularly	on	Face	
book	and	also	questioned	if	Indian	internet	businesses	need	celebrity	brand	ambassadors	in	their	
communication	strategy	to	acquire	new	users.	It	could	find	a	lot	of	brands	jumping	on	the	IPL	10	
brand	wagon	and	how	“Selfie”	was	the	dominant	theme	for	Smartphone	marketers	in	2017.	Like	
every	year,	2017	saw	a	lot	of	interesting	marketing	campaigns.	Similar	to	the	previous	years	ten	
best	marketing	campaigns,	again	came	up	with	some	of	the	best	work	in	marketing	that	stood	out,	
without	saying,	that	the	shortlisted	campaigns	are	not	a	function	of	views	or	media	weights	behind	
them.	The	criteria	remain	the	same	as	follows,
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1.	 Does	it	establish	a	positioning	for	the	brand?
2.	 Does	it	integrate	the	product/service	USP	seamlessly	with	the	brand	message?
3.	 Does	it	establish	a	strong	functional/emotional	benefit	for	the	end	consumer?
4.	 Does	it	stand	on	a	strong	consumer	insight?
5.	 Does	it	induce	change	in	buying	pattern	or	consumer	behavior?
6.	 Does	the	creative	do	justice	to	the	overall	idea?

Top Marketing Campaigns in 2017 - 2018
Mutual Funds Sahi Hai - “Mutual funds are subject to market risk. Please read the offer 
documents carefully before investing”
	 The	above	phrase	still	 remains	 the	bitter	 truth	about	mutual	funds;	 it	was	 important	 to	break	
the	shackles	of	 this	apprehension	and	see	mutual	funds	as	a	potential	 investment	option	for	 the	
population	with	some	disposable	income.	The	evident	objective	of	this	campaign	was	to	play	up	
the	simplicity	and	benefits	of	investing	in	mutual	funds	without	getting	into	too	many	details.	The	
campaign	shows	people	from	all	income	classes	engage	in	a	short	conversation	and	a	catchy	yet	apt	
line	“mutual funds Sahi hai.”	According	to	Association	of	Mutual	Funds	in	India,	fund	houses	
added	an	average	of	8.8 lakhs accounts every month with an average size of Rs. 3300	per	SIP	
account.	The	objective	of	this	campaign	is	not	just	 to	acquire	or	educate	but	also	to	change	the	
perception.	It	successfully	manages	to	convey	people	to	start	small	but	regularly	thus	increasing	
the	ROI	for	the	campaign	as	the	LTV	of	every	account	acquired	has	the	potential	of	years.	This	
ensures	that	risk	is	minimized	and	mutual	funds	as	a	whole	delivers,	for	more	investors	to	welcome	
the	same.
Zomato, Hotstar, Google Maps –  “Super Creative OOH campaigns.”
	 Cracking	an	interesting,	eye-catching,	attention	grabbing	creative	for	out-of-home	media	is	not	
an	easy	prospect.	Despite	there	being	multiple	examples	from	the	west,	we	don’t	often	come	to	see	
any	majorly	innovative	work	on	the	billboard	front	happening	in	India.	Billboards	are	not	the	go-
to	medium	for	big	brands.	It	is	purely	dominated	by	local	players	and	retail	outlets.	It’s	primarily	
because	of	this	reason	that	campaigns	by	Zomato,	Hotstar	and	Google	deserve	mention	for	trying	
something	out	of	the	box	and	being	successful	at	it.	Research	says	that	you	have	exactly	6	seconds	
of	a	consumer’s	time	for	an	outdoor	advertisement.	To	communicate	online	food	delivery	or	even	
benefit	of	Google	Maps	 in	a	creative	way	 is	a	challenge	 in	 itself.	Not	 to	mention	 the	basics	of	
talking	to	the	right	audience	at	the	right	location	in	the	right	local	context.
Zomato – “We’ve got it all, Order Food Online.”
	 A	 lot	 of	 people	 were	 miffed	 with	 this,	 terming	 it	 as	 misogynist	 and	 regressive.	 The	 other	
creatives	 from	 the	 campaign	were	 catchy	enough	 for	 it	 to	go	viral.	Campaigns	 like	 these	open	
and	set	newer	benchmarks	when	it	comes	to	OOH	on	how	a	completely	offline,	push	media	can	
create	conversations	and	buzz	online.	Bolly	wood	and	food	mixed	with	a	local	context	is	a	win-
win	combination	which	is	why	the	campaign	clicks	among	its	target	audience.	It	does	so	without	
sacrificing	on	successfully	portraying	the	functional	benefits.
Hotstar – “Torrents Must Die”
	 Hot	stars	Game	of	Thrones	campaign	was	right	on	point.	While	a	show	like	G.O.T	does	not	
need	any	sort	of	promotion	but	the	indirect	competition	that	Hotstar	was	facing	from	torrents	was	
contributing	too	much	to	their	losses.	This	could	have	been	a	run	of	the	mill	billboard	campaign	like	
a	lot	of	other	shows	announced,	but	Hotstar	stepped	up	and	came	up	with	a	witty	and	contextual	
copy	which	struck	a	chord.
	 One	thing	to	notice	in	both	campaigns	from	Hotstar	and	Zomato	is	that	it	made	content	the	hero	
and	truly	the	king	instead	of	obsessing	over	logos	and	throwing	the	brand	on	audience’s	faces.	The	
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learning	is	that	your	brand	will	get	noticed	if	the	content	is	on	point	and	no	matter	how	big	your	
logo	is	on	the	ad	it	will	still	be	a	blind	spot	if	the	creative	does	not	communicate	to	your	target	
audience.
Google Maps – “Look Before You Leave”
	 A	lot	of	times	on	this	blog	we	have	stressed	the	importance	of	extending	your	campaign	beyond	
one	medium	to	resonate	with	target	audience	across.	This	also	holds	because	the	creative	format	
that	works	on	digital	to	TV	to	radio	to	OOH	is	completely	different	but	the	campaign	thought	needs	
to	remain	the	same.	Making	sure,	with	the	difference	in	creative	formats,	the	audience	is	able	to	
have	the	same	takeaway	is	a	task	in	itself.	The	good	part	about	these	campaigns	is	that	they	do	not	
apply	a	one	size	fits	all	approach.	An	easier	approach	could	also	have	been	just	simply	translating	
the	same	copy	and	creative	for	the	local	language.	However,	these	campaigns	go	a	step	ahead	and	
hyper-local	in	the	approach	to	truly	speak	to	the	audience	for	that	6-second	attention	span.
CEAT Tyres – “It Helps”
	 Honestly,	they	could	have	done	with	a	better	line	but	the	campaign	scores	full	marks	on	a	lot	
of	other	things.	It	captures	the	true	observation	and	minute	nuances	of	the	daily	traffic	struggles	
of	an	average	commuter	and	talks	to	the	good	Samaritan,	the	one	who	uses	CEAT.	The	narrative	
is	extremely	simple	and	takes	a	border	line	sarcastic	tone	which	connects.	It	also	breaks	the	age-
old	shackles	of	stressing	about	safety	or	shouting	about	complicated	technology	that	has	gone	in	
making	the	tyres.	It	understands	the	emotion	called	“Indian	roads”	and	presents	a	solution	in	itself	
which	 is	convincing	enough.	As	Santosh	Desai	correctly	and	accurately	captures	 in	 this	article,	
Indian	traffic	is	not	a	mere	occurrence	but	a	test	of	some	cosmic	kind	designed	by	powers	higher	
than	us.	Several	parallel	universes	descend	on	a	narrow	strip	of	road	and	conspire	somehow	not	to	
collide,	at	least	most	of	the	time.	For	the	one	thing,	Indian	traffic	is	guaranteed	not	to	do	is	make	us	
take	anything	for	granted.
Coca-Cola – “Lift The Feeling” “Taste the feeling.”
	 Just	when	people	had	warmed	up	to	a	unique	and	desirable	positioning	of	happiness	of	Coke,	
it	 decided	 to	 go	 with	 a	 “One	 Brand”	 global	 strategy	 and	 change	 it’s	 positioning	 from	 “Open	
Happiness”	to	a	more	functional	“Taste	the	feeling.”	The	product	plays	the	role	of	an	ice-breaker	
between	a	diehard	fan	and	a	celebrity	in	an	awkward	situation	lightening	up	the	entire	environment.	
The	Indian	film	is	a	localized	version	of	Coke’s	international	ad	featuring	David	Guetta	and	to	be	
honest	it’s	a	bit	more	warm	and	fun	than	it’s	international	counterpart.	
	 The	film	is	fun,	goofy	and	strikes	the	right	chord	with	Deepika	Padukone	being	an	ideal	casting	
for	the	film.	In	general,	I	am	a	strong	believer	of	using	celebrities	in	ads	to	play	themselves	instead	
of	 a	 character.	 Celebrity	 association	with	 the	 brand	 is	 heightened	when	 they	 play	 themselves,	
making	it	easier	to	influence	consumers.	The	ad	gets	everything	right	in	terms	of	music	and	product	
placement.	 The	 film	 was	 further	 hyperlocalized	 featuring	 North	 superstar	 Diljit	 Dosanjh.	 The	
strategy	made	sense	considering	that	~30%	of	Cola	consumption	in	India	happens	in	North	India,	
almost	as	much	as	South.	
Bajaj Platina Comfortec / Jhatka Mana Hai – “ 20%  Less Jurks –Now say bye-bye to back 
pain.”
	 Platina	 is	an	old	brand	 in	Bajaj	Auto’s	motorcycle	portfolio	overshadowed	by	 its	other	hero	
brands	like	Pulsar	and	CT100.	For	long,	 like	a	 lot	of	other	brands	in	the	100cc	segment,	 it	had	
positioned	 itself	 as	 the	 best-in-class	mileage	 bike.	However,	 the	 brand	 realized	 that	 it	was	 not	
getting	differentiated	in	a	market	that	associates	all	100cc — 125cc	bikes	as	mileage	bikes.	Sumeet	
Narang,	Bajaj	Auto’s,	VP,	Marketing	lays	out	the	strategy	clear	in	his	own	words	in	this	article.	
According	to	him,	consumer	insights	revealed	that	Bajaj	Platina	was	also	known	for	its	comfort	
owing	to	long	seat	and	light	handling.	Based	on	the	same,	it	was	decided	to	change	the	core	brand	
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benefit	of	Platina	from	reliability/mileage	to	comfort.	While	sharp	communication	was	the	need	
of	the	hour	to	establish	a	connect	with	the	sea	of	100cc	commuters,	they	ensured	that	the	product	
delivers	by	objectifying	the	solution	with	a	promise	of	20%	fewer	jerks.	The	comfort	space	was	an	
interesting	opportunity	to	occupy	given	majority	of	the	demand	for	100cc	bikes	is	fueled	by	small	
towns	and	rural	markets	where	the	roads	can	get	a	bit	uncomfortable.

The Top 5  Digital Marketing Campaigns from India
 Digital	marketing	are	an	essential	part	of	a	digital	marketing	strategy	which	is	used	by	almost	
every	agency	out	there.	They	showcase	their	digital	campaign	ideas,	product,	and	services	with	the	
help	of	the	creative	marketing	campaigns.	Whether	it’s	a	small	or	big	company,	every	marketing	
company	 is	 using	 social	 media	 channels	 like	 YouTube,	 Facebook,	 Instagram,	 and	 Twitter	 in	
creative	ways	to	market	their	products.	Here	are	the	top	5	list	of	best	digital	marketing	campaigns	
from	India	to	get	inspired	from.																
1. Social Media Marketing Campaign: How KFC India Boosted its Social Media Presence 
–”Radio KFC RJ Hunt.”
	 KFC	is	among	the	famous	global	restaurant	chain	brands.	It’s	the	number	one	restaurant	brand	
on	social	media	in	India.	KFC	is	increasing	their	online	presence	on	social	media	platforms	for	
their	 brand	 awareness.	 The	 primary	 objective	 of	 this	 social	media	marketing	 campaign	was	 to	
increase	the	sale	of	their	product	in	India	and	to	appeal	and	to	target	young	audience	by	involving	
apps	like	Radio	KFC	RK	Hunt,	Designing	their	bucket	campaign,	Currycature,	and	Wow	Menu	
option.	They	wanted	to	develop	their	brand	engagement.	3000	people	around	30	Indian	cities	have	
participated	in	this	competition.	“Radio	KFC	RJ	Hunt”	was	a	social	media	campaign	to	promote	
KFC	brand’s	 in-house	radio	channel.	For	 the	execution,	 the	fans	recorded	 their	voices	over	 the	
internet	with	the	Facebook	app	and	were	provided	with	the	analog	radio	experience.
	 As	per	the	results	of	the	social	media	campaign,	KFC	was	featured	by	Social	Baker	as	among	
the	top	5	socially	devoted	brands.	The	overall	positive	sentiment	of	their	Face	book	page	grew	from	
6.2%	to	93.8%.	Their	engagement	rate	increased	the	sector	average	thrice.	KFC	was	placed	among	
the	five	fastest	growing	social	media	brands	in	India.
2. British Airways: “Fuelled by Love Campaign”
	 Indians	 are	 full	 of	 emotions.	 The	 airline	 brand,	 British	 Airways	 has	 released	 a	 new	 digital	
marketing	campaign	 titled	as	 “Fuelled	by	Love.”	The	campaign	 showcased	a	 real-life	 example	
of	 a	British	Airways	 cabin	 crew	who	 have	 experienced	 once	 in	 a	 lifetime	 experience	 in	 India	
during	her	first	flight	 to	India.	The	main	subject	of	 the	campaign	and	the	story	was	 that	“while	
the	service	is	driven	by	purpose	and	efficiency,	but	 the	true	care	is	only	fuelled	by	love.”	With	
this	digital	marketing	campaign,	the	airline	company	announced	a	special	three-day	offer	for	its	
customers	from	India	to	London	with	exclusive	fares	starting	from	INR	53,542	and	INR	1,45,517	
in	economy	class	and	business	class	respectively.	The	offer	was	valid	for	a	specific	time-period	
between	February	2	to	4,	and	for	outbound	travel	period	till	30th	June.
	 This	 campaign	 was	 among	 the	 best	 digital	 marketing	 campaigns	 that	 have	 shown	 the	 two	
cultures	coming	together	brilliantly.	The	video	went	live	on	the	official	website	of	British	Airways	
on	February	2,	2016,	and	was	promoted	to	the	social	media	channels	including	Face	book,	Twitter,	
Google	Plus,	and	YouTube.	The	campaign	won	an	award	in	the	US	and	had	gone	viral	and	touched	
many	lives.	
3. Dabur’s Digital Transformation For the Modern Indian Women
	 Indians	are	very	traditional	people	still.	Even	the	youth	wants	traditional	in	a	very	fashionable	
manner.	 For	 30-40	 years,	 Dabur	 was	 using	 the	 traditional	 media	 and	 way	 of	 marketing	 since	
30-40	years.	But	 they	realized	 that	digital	would	be	great	for	 the	 transformation	of	 the	Modern	
Indian	Women.	There	are	more	than	80	million	women	on	the	internet.	Dabur	can	speak	to	all	of	
them,	So	it’s	a	perfect	fit	for	digital	media	to	grow	the	brand	faster.	Digital	media	is	a	two-way	
communication	and	a	space	for	storytelling.	This	brings	the	idea	of	being	Brave	And	Beautiful.	
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Brave	 and	Beautiful	 started	first	 as	 a	 social	 idea	where	 they	 connected	with	 the	 users	 through	
compelling	storytelling.	They	wanted	to	salute	the	women	who	fought	cancer	bravely	and	have	
survived	beautifully.	The	campaign	is	among	the	top	successful	digital	marketing	campaigns	and	
is	more	than	an	advertisement	and	takes	customer	engagement	to	a	different	level	altogether.
4. KKR: “ Twenty20 cricket tournament.”
	 Kolkata	 Knight	 Riders	 (KKR)	 is	 the	 franchise	 representing	 Kolkata	 in	 the	 Indian	 Premier	
League,	a	Twenty20	cricket	tournament	whose	co-owner	is	Shahrukh	Khan.	Sourav	Ganguly	was	
the	team’s	Icon	Player	for	the	first	three	seasons.	Face	book	page	of	KKR	has	15	M	likes,	the	highest	
of	all	the	other	IPL	teams.	In	Twitter,	KKR	is	the	most	engaging	IPL	team.	KKR	became	the	most	
followed	IPL	team	on	Instagram	with	more	than	466K	followers.	It	has	also	gained	traffic	to	its	
Pinterest	page	and	Google	Plus	profile.	KKR	fans	were	given	a	chance	to	receive	a	customized,	
personalized	and	acknowledgment	video	in	return	which	has	turned	to	10	million	cricket	followers	
which	impacted	on	and	off	to	the	KKR	team.
5. Bajaj Avenger: “ Ride Your Independence” 
	 Bajaj	Avengers	released	their	title	of	communication	on	the	day	of	independence,	“Ride	your	
Independence,”	 which	 delivers	 the	 freedom	 of	 our	 country	 with	 women	 liberation.	 The	 1.44	
minutes	video	has	a	great	 impact	with	a	powerful	message	ending	from	Mahatma	Gandhi,	“the	
day	women	can	walk	 freely	on	 the	 roads	 at	 night,	 the	day	we	 can	 say	 that	 India	has	 achieved	
independence.”The	social	media	campaign	has	already	clicked	by	more	than	11	million	views	on	
the	YouTube	channel,	more	than	5.7	million	views	on	Face	book,	and	a	great	impact	on	all	social	
media	platforms.

Conclusion
 Never	 underestimate	 the	 power	 of	 simple,	 clear	 and	 crisp	 communication.	 At	 times	 good	
communication	gets	rejected	at	drawing	board	because	it	is	not	“creative”	enough	or	too	direct.	A	
non-traditional	idea	can	give	life	to	a	seemingly	boring	traditional	medium.	Today,	the	reach	of	an	
idea	or	creative	is	not	limited	to	a	particular	medium.	It	is	the	age	of	engage	offline,	converse	online.	
A	differentiated	communication	can	stem	by	looking	inward	and	understanding	what	consumers	
see	as	a	benefit	through	social	media	channels	like	YouTube,	Facebook,	Instagram,	and	Twitter	in	
creative	ways	to	market	their	products.	Astroturfing	or	Buzz	marketing	allows	the	company	to	have	
a	real-time	dialogue	with	their	constituents	to	foster	an	atmosphere	where	customers	feel	valued	
and	informed	in	this	digi	world.
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