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Dear Marketing Maven, 
 
I can’t change the direction of the wind, but I can adjust my sails to always 
reach my destination. - Jimmy Dean

Ahoy! To enable the businesses of tomorrow, the DMA embarked on a 
mission to decipher the favourable tailwinds for marketers and marketing in 
partnership with Times Internet. 

A comprehensive primary study with over 100+ leading CMO’s & CDO’s across 
diverse industries collates, analyses and interprets the directions of winds for 
marketers and what course industry captains are charting. 

We remain thankful to the leaders who spared time for participating and 
specifically to the leaders who gave in significant time over a follow up 
telephonic round of conversation.

Digital continues to grow exponentially with fragmented new mediums and 
tools and marketers have doubled their outlay for considerations beyond 
acquisition. Marketing continues to be disrupted with innovations and rapid 
shifting of consumer’s media consumption habits.

I sincerely hope that these rich insights in the ensuing pages of what will work 
in FY2017-18 will serve as the compass to your marketing sojourns in the new 
financial year. Bon Voyage !

Warm Regards,

Vatsal Asher 

Founder & CEO
DMAasia

1. Welcome Note



5

The Year 2016 has seen a major shift in the way India views brands and the way 
brands woo Indians. 
 
Before we started on the journey of understanding the marketer, in November 
2016, Times Internet undertook another survey to understand Indian Smartphone 
user behaviour. The survey yielded some very interesting insights, the highlight of 
which was the key finding that Pre-Paid Smartphone users spent a whooping 72% 
of their time using the phone online. 
 
Not only has the number of smartphone users increased with the introduction of 
3G and 4G services, there has been a significant jump in the number of Indians 
online, across Tier I, II and III cities as well as some parts of rural India. This, 
coupled with the Government’s ‘Make In India’ and ‘Digital India’ initiatives, the way 
brands market their products online has undergone a remarkable change. 
 
A research done by IAMAI-IMRB that was released earlier this year told us that 
nearly 60% of urban India is online! The number of internet users in the country is 
set to reach 450-465 million users by the time we hit June 2017. 
 
What differs starkly is the pattern of usage between rural and urban populations. 
What is interesting is that it is entertainment in the form of video and audio 
content driving Internet consumption in the rural counterpart of the country. Rural 
India is claimed to have leapfrogged to mobile technology with lower penetration 
of computers, as a medium to access Internet.
 
To understand what is it that marketers look for, we undertook this study 
handpicking the top 115  CMOs in the country, delving deep into what worked for 
them, what did not and what they feel is the future of digital marketing in India. 
 
We chose DMAi as our partner for this research because of the strong and 
strategic relationship they hold with the larger marketing community in India. 
I have been a member of their board for over 3 years and have personally 
observed their longstanding relationships with marketers in the country. They 
have become a trusted partner and we plan to carry this relationship to the next 
level and continue collaborating with them on such reports in the future. 
 
One of the key takeaways from the conversation with each of these 115 CMO’s, 
was that the fundamentals of marketing haven’t changed! 
 
Central to any campaign remain three pillars - Customer engagement, being a 
thought leader and the Return on Investment (ROI). Even though the tools have 
evolved, but it is important to ensure that the correct strategy is implemented to 
reach the customer via various mediums, else even the best of campaigns and 
products stand defeated. 

There was a time when advertising was all about what went into print and on bill 
boards, additions may have included radio and television. 

Cut to 2016 and everyone is talking about Digital Disruption. The personalization 
that the digital medium offers today, has changed the way brands 
talk to their customers.

2. Foreword
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When advertising space on the internet started to sell, it was all about display 
ads. The first decade saw search engines and we all know how Google won this 
race!

But today, it is changing all over again and a marketer has multiple choices – 
display, native, video, social media targeting etc. There is an increased pressure 
on the Digital Marketing teams, and the CMO’s are constantly thinking of new 
methods, both strategically and tactically. 
 
As per a recent study by IMRB, India currently spends 12% on digital marketing. 
However, the CMO’s we spoke to, told us otherwise! Some brands and industries 
are spending up to nearly 50-55% of their marketing budgets on digital. They also 
predict that the numbers are set to rise to 75% over the next two years. 

The CMOs we spoke to told us about all the things that worked for them, with 
Social Media Marketing leading the way. Reaching to their customers through 
these channels helped them gain traction, resulting in higher ROI’s, and building a 
recall in the consumer’s mind. 
 
Whoever we spoke to, emphasized on how each marketing rupee must be back 
calculated to derive top funnel, middle funnel and bottom funnel objectives, 
factoring drop outs at each stage. Leading brands are refocussing on digital 
assets as the atomic unit of marketing - Digital Asset Management. 2017 will see 
heavier focus on content marketing in the digital marketing budget, definitely 
higher than what 2016 saw. While the past year saw rise in share of investment 
in video content bolstered by surge in mobile video content consumption with the 
launch of 4G services and Ad-blocking, 2017 will see them push content through 
native advertising and video to reach out to consumers. 
 
Another major change we saw was how the relationship between the agency and 
the brand has undergone a major change. Over 40% of the CMO’s we spoke to 
told us how they felt that the agency output is unsatisfactory and over the next 
few years we will witness a larger number of brands moving to create in house 
assets to run these aspects of marketing that till now have been entirely an 
agency-led domain. 
 
Video virality was another spoken about attribute of 2016. While Video Ads did 
very well for marketers ‘Video virality’ did not meet the expected metrics of 
success. Most CMOs attributed this to limited investment in content distribution.
 
A key highlight was that the CMO’s are very sure about their priorities for 2017 
– 18. While ROI and measurability will remain at the core of every initiative in the 
Digital space, the customer, his experience, and his engagement with a brand, will 
be central to all that they do.
 
These are just some of the key findings in the report. I do hope this intensive 
exercise will help Indian marketers understand what the future holds and what 
they need to do to stay ahead of the curve. 

Regards,

Gulshan Verma,

Chief Revenue Officer,
Times Internet Limited 
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Through the years what has remained consistent has been the marketer’s 
concern. With the evolution of technology and the tools and the increasing 
clutter, Prioritisation and choosing the correct strategy is of paramount 
importance.   

When we undertook, this survey our goal was to understand what were the 
Digital priorities of those who make brands – the Marketing Officers. We spoke 
to 115 Marketers, only to realise that for each of them the only priority was 
building their Brand and Product Portfolio.

3. Executive Summary

“All is connected ... no one thing can change by itself.”
— Paul Hawken

Our Survey Results
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Today, Digital plays a critical role in every aspect of marketing - whether 
it is about awareness, customer engagement, acquisition, and product 
development.

As the mobile screen became the first screen of India in 2016, it is rapidly 
changing the way we consume media, interact with others (including brands) 
and how we live our lives today. 

Companies today, work hard to create brand awareness and an experience, 
seamlessly in the offline as well as the online world. Thus, the Marketers’ today 
have 2 critical roles to play:

1. Strategic Role – Impacting the consumers in the digital medium by creating 
the same brand association and customer engagement in the offline and 
online world. Facilitating a consumer’s journey through the life-cycle of 
discovery to consumption and most importantly recommendation.

2. Execution role – Supporting marketing initiatives done by the Brand 
Managers using traditional marketing and supporting business goals of 
generating leads/ sales. 

The strategic as well as execution-ary level roles that CMOs play today, put 
them under a lot of pressure. Many marketers have started allocating a large 
share of their budgets to spends on Digital. This is primarily due to a better 
measurability and the “higher Return on Investment” (ROI) vis-à-vis traditional 
media options. This is a double-edged sword as this is skewing spends 
towards performance marketing, directly compromising on brand awareness 
and top of the funnel initiatives. 

As per a recent IMRB International study, the share of Digital in the total 
marketing spend is at 12% in India. However, our discussions with the 115 top 
marketers in the country suggests a much higher Digital share, averaging 50 – 
55% of the entire marketing budget. We also found that for some of the new 
age online retail firms, Digital Marketing spends were as high as 75-80%.

The share of digital marketing will keep increasing as there would be 
a greater need for marketing ROI through targeted segmentation 

focused engagement.

-Gaurav Rajput, CMO, IDFC Bank 

“ “
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It is critical for marketers to set their 
marketing and media buying goals in line with 
their business objectives. Each marketing 
dollar must be back-calculated to derive 
top, middle and bottom funnel objectives, 
factoring drop-outs at every stage. This 
is the first step towards measuring ROI. 
Focusing on wrong measures can often 
be a challenge as marketing objectives are 
constantly revised alongside the business 
objectives.

Leading brands are refocussing on digital 
assets as the atomic unit of marketing. 

Digital Asset Management - Digital Assets, 
that are traditionally under the IT budget, 
today account for 30-40% of the Digital 
Marketing budget. As Digital continues 
to transform, it is forcing marketers to 
re-think their omnichannel approaches, 
personalization led by analytics or disruption 
like chatbots and virtual reality – a key 
priority for marketers in 2017. 

Building on digital assets is the content that 
engages with the customer. 

Content Marketing & Distribution is the 
centrepiece of the Digital Marketing strategy, 
with the budgets on content marketing & 
distribution estimated to double in the next 
two years. The Marketing mavericks we spoke 
to believe that content distribution will be 
50% of the content marketing budget.  

Social Media Marketing along with Search 
Engine Optimization (SEO) and Search 
Engine Marketing (SEM) accounted for a lion’s 
share of the CMOs “Always on Budget”

What was interesting to note was that 
Influencer Marketing and Video Virality did 
not live up to the expected hype in 2016. This 
was predominantly due to limited execution. 
What we overwhelmingly heard was that Influencer Marketing was hijacked by Social media, while they 
attributed the failure of video virality to limited investment in distribution.

“Because the purpose of business is to create a customer, the 
business enterprise has two-and only two-basic functions: 

marketing and innovation.”
- Peter Drucker
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4. Digital Marketing Learnings from 2016

4.1.   Aspects of Digital
          Marketing that worked well

Digital Assets, as marketers believe, are 
simply the primary building blocks of the 
marketing strategy. 

As per a study by Google, the page 
bounce rate increases exponentially 
when the page load time is higher. 
In 2016, Marketers refocused on 
developing digital assets to meet the 
changing expectations of the online 
consumers. 

Social Media and SEO were 
the major components of 
the “always on” budgets of 
the marketer. While Social 
Media was perceived as 
an important platform for 
customer engagement driven 
by its measurability, Marketers 
created distinct SEO strategies 
for desktop and mobile. 

The share of Content Marketing 
increased in the Digital 
Marketing budget of 2016 with 
a significant rise in the share 
of investment in video content. 
This was primarily due to the 
surge in mobile video content 
consumption with the launch of 
4G services and Ad-blocking. 

For 31% of the respondents we spoke to Mobile Marketing worked well in 2016. It would be 
imperative to note that the marketers who experienced success with Mobile Marketing 
focused on ‘Top of the funnel’ marketing. Experiential Events worked as an important 
medium to engage with niche customers such as HNIs and for B2B activations. Email 
Marketing worked well for brands and sectors that were investing in both awareness and 
performance marketing.

Changing role of Chief Marketing Officer to a Chief Marketing 
Technologist.

-Dr Karthik Anantharama,  CMO, BPL Medical Technologies

“ “
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It’s no surprise that Social Media Marketing enjoys a lion’s share in the CMOs “Always on 
Budget”. In 2016 CMOs increased their allocation of budgets to Social Media Marketing. 

Budgets allocated to Social media from the digital wallet averaged 35%, including the cost 
of content creation. 

The survey showed that the primary drivers to high budget allocated was mainly due to:  
a)  rise in number of social network users 
b)  perceived medium to amplify content organically 
c)  measurable metrics e.g. “Likes”, “Shares” etc. driving engagement parameters 
d)  customer service & feedback 
e)  market research – understanding user trends. 

Most marketers agreed that Social Media was not a medium to drive traffic to website.

It is important to note that even though most marketers continue to invest in Social Media to 
create brand awareness and customer engagement, only few saw a direct impact on rise in 
sales or website traffic. 

Our survey shows that Social Media worked well for 66% of the survey respondents in 2016.  

4.1.1. Social Media had the lion’s share in    
            CMO’s marketing budget  
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4.1.2. Content creation trends 

Content is the centrepiece of every 
digital marketing strategy. Content 
Marketing influences all digital marketing 
initiatives from Digital Asset Creation 
to Social Media Marketing, Influencer 
Marketing, and SEO plans. However, it 
will require patience before one can 
start seeing tangible results.  

Most companies start out with a focus 
on content creation, hosting it primarily 
on its own digital assets such as the 
website, social media pages, blogs 
& communities. The dependence on 
organic content reach using SEO has 
not shown satisfactory results and 
sustained customer engagement for 
CMOs. 

As a brand the challenge is to explain and convince young, 
affluent Indians to start investing in Mutual Funds. So, various 
forms of content with the right kind of creatives help us reach 

out to them through various platforms. So, I would say “Content 
is King and Creative is Queen” for us.

-Kaushik Chakraborty – SVP & Head - Online Sales, 
UTI Mutual Funds 

If 2016 was about the rise of online video, 2017 will see the 
explosion of video content on tiny mobile screens. More than 
50% of mobile data is already dominated by videos and this 

trend will see sharp rise next year. With eye balls migrating to 
tiny mobile screens and time spent on social rising by the year. 

Video will be a phenomenal growth channel for 2017.

   -Aashish Chopra,Head – Content Marketing, ixigo

Content production and marketing trends, you can see continuing into 2017

“

“
“ “
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Favorite Formats: 
Short, snackable and mobile friendly content.
Listicles, Infographics, and Videos. Infographic is the most commonly used format. Video, an 
expensive format, was the most popular format for customer engagement. In 2017 we will 
see video taking more prominence in the content investment kitty.

Video Content:
Volume Versus Value
A healthy portfolio would consist of around 40-50 videos per-annum
Most videos produced in India are below an INR 1 lakh budget, and about 15% would be in the 
INR 1 – 5 lakh categories.  

In-house vs Outsourcing: 
As the investment in content increases, companies are creating more in-house content 
production capacity (infrastructure and human resources). Outsourcing of content 
production will get focused on high quality & long term content deals.

Contextual content on social media: 
While Branding continues to be the primary use of Social Media Marketing, marketers have 
started using contextual content used for customer engagement. In a very recent example 
of the “Oscar Goof-up”, Bajaj Allianz created a special post on Social Media to engage with 
customers.

Decoupling content from brand:
Most marketers agreed, that the real test of the quality of content is the level of sustained 
interaction generated with the audience even without a strong publishing or a product brand 
association. Brands will increasingly invest in independent content platforms for education 
and engagement with clients with a view to engage the audience (to achieve virality) and 
keep brand placement minimal.

Investment in content distribution: 
As SEM becomes more competitive and thus expensive, marketers are increasing spends on 
content distribution platforms over Search Engine Marketing. 

The power of user generated content will surpass branded content.

-Vikas Gupta, AVP Marketing, Avantha Ergo Life Insurance Co. Ltd.

4.1.3. SEO evolved to Search “Experience” 
     optimization in 2016

The last year saw marketers adapt to the changes in the Google environment, revamping 
websites and mobile to enhance the user experience. They also created different SEO 
strategies for desktop and mobile. Over 40% of the Fortune 500 websites were not 
optimized at the time Google announced the algorithm updates. 

Since paid key-word marketing became more competitive and costly, 2016 saw marketers 
increase their investment in content distribution platforms to the lower cost per contact. 
While SEO has always been a slow and effort intensive process, SEM has been its more agile 
counterpart. However, SEM saw a rather steady increase in competition and bid prices that 
has, in retrospect, encouraged a lot of CMOs and CDOs to leverage content marketing at a 
fraction of the cost with reasonable ROI.

“

“
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“ Getting offline investors to experience our digital assets is a big challenge.

 -Srinivasan Jain, CMO, SBI Mutual Fund 

“

4.1.4.  Website - the core building block 
The Website and Mobile application are the core to Digital Asset Management today. They 
are the building blocks for any marketing strategy like content, SEO, search etc.  While the 
Website worked well for 37% of the Marketers in 2016, they measured its success by the 
following:

Increase in traffic – traffic for some of the marketers quadrupled in 2016 
Time spent on content consumption 
Lead generations through website/application

4.2. Aspects of Digital Marketing that did not work well

Due to its limited 
execution both 
Influencer Marketing 
and Video Virality 
did not live up to the 
expectations of the 
marketers in 2016. 
In the case of 
Influencer Marketing, 
its predominance 
in the Social Media 
space, can be 
considered the 
reason for its limited 
success in addition 
to the fact that 
Influencer marketing 
is used sporadically, 
primarily during the 
launch phases 
of a brand.  

While Video Ads did very well for marketers, ‘Video Virality’ did not meet the expected 
metrics of success, with most CMOs attributing this to limited investment in content 
distribution. 

An important finding of our survey has been that 41% of the marketers were not satisfied 
with the Agency’s output. especially smaller marketers. Some of the large marketers did in-
house planning. “Primacy on demonstrable ROI will dictate client-agency interactions.”  said 
Rajendran ex-CMO of Acer representing the Information technology sector.

Focusing on wrong measures was a challenge for 38% of the marketers. Alongside the 
constantly evolving business objectives were the Marketing objectives. Marketers allocated 
higher budgets particularly on performance marketing driven by pressure of higher ROI. 
However, compromising budgets on top funnel & engagement impacted the ROI delivery.
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4.2.1.  Cracking the code of Video Virality 

4.2.2. Client-Agency relationship  

The most elementary requirement to make a video viral is to evoke an emotional chord with 
the consumer. Even though decoupling content from brand is widely agreed upon, it is rarely 
followed. On the contrary, as videos gained significance in 2016, inertia led marketers to 
replicate TV ads to create videos.  

Another challenge faced by the Indian Marketer to make viral videos was the lack of 
investment in promoting it. While marketers understand that good content pulls in 
customers, they often fail to invest on content promotions.  By simply posting video on 
Social Media does not make it viral even with the best content produced. CMOs shared that 
without content promotion even high quality content struggled to get noticed in the in the 
crowd. Our analysis of survey results show that while Social Media worked well for 66% of 
the marketers, Video Virality did not work well for 44% of these respondents due to the lack 
of focus on distribution.

Agency Output was a sore point for 41% of the marketers we spoke to. An important point 
to note is that 60% of these respondents were “Small Spenders”. The concerns these 
marketers shared varied from a ‘Lack of Partnering’, ‘A Limited alignment to the client’s 
business objectives’ to ‘the management of legalities around the execution of a campaign’. 

Despite a rise in digital budgets, securing budgets was a challenge as marketers were in 
the investment phase, building digital assets. Higher focus on ROI also made it difficult for 
marketers to secure budgets. 

Managing Digital Assets was a key challenge for Marketers in 2016, mainly due to the 
following: 
a) The high investment required to create and maintain Digital Assets
b) The lack of quality resources to build and maintain tech assets 
c) The lack of skill set for marketing automation and analytics 

Agencies will have a tough time retaining clients with a traditional 
approach Customer journey will play a vital role in allocating 

marketing budgets to the channels.

-Amit Sarda, MD, Soulflower

 46% of the CMOs assessed their trials with ‘Video virality’ 
as a failure in 2016. 

It is important to have the right conversation with your media 
partner. In a world where digital media has efficiently scaled 

how marketers can reach their target audiences with relevant 
content, marketers need a way to measure quality not 

just quantity of leads. One key shift is to measure cost per 
acquisition and not just cost per lead.

- Virginia Sharma, Director, LinkedIn Marketing Solutions

“ “
“ “
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4.2.3.  Influencer Marketing hijacked by 
       Social Media Marketing in 2016

Out of this 41%, some of the larger brands that we spoke to have created their in-house 
strategy and media planning teams and rely on agencies only for execution of the deals. 

Primacy on demonstrable ROI will dictate client-agency interactions.

-Rajendran, Strategy consultant & Mentor (ex CMO, Acer)“

“

As per a study by A. C. Nielson, 84% of the consumers worldwide take actions based on the 
views and recommendations of the people they know above all forms of advertising. 

Across industries, Influencer Marketing has been a critical marketing tool. From brand 
ambassadors to grass-root programs, marketers have used influencers ranging from 
famous personalities to local influencers alike, creating brand awareness, engagement and 
trust while initiating product trials. 

Even though the traditional media marketers have invested in long-term programs around 
local influencers; the investment in the online marketing arena has initially been limited to 
famous social media influencers, used sporadically, usually during the launch phases of a 
brand or a product.

Our survey showed that 41% of CMOs did not see adequate results from Influencer Marketing. 
However, on further probing we understood that there are two main reasons why marketers 
thought that Influencer Marketing did not work well in 2016:

There was a mismatch in the 
Influencer budget allocation 
and sources that influence the 
buyers’ decision. Marketers today 
are approaching the Influencer 
question with a social bias - limiting 
themselves to those who tweet 
more often, to widest number of 
people. Such metric can be easily 
falsified through “fake followers”. 
As per Influencer50 Inc., “social 
influencers” account for less than 30% of the total influencers. 

Influencer Management is becoming more critical as well 
as going digital.

-Pushp Raj Singh, Chief Marketing Officer, JSW

“

“
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Influencer marketing has become equivalent to social media 
influencer marketing. Digital marketers need to invest more 

extensively in local influencers with strong network and work with 
right partner agencies to see effective long term impact.

-Deepali Nair, Chief Marketing and Digital Officer, IIFL

Measurability: 
Most marketer’s focused on “Referral sales’’ as the primary metric during the period 
of the promotional activity. However, globally the companies that have seen positive 
results were the ones who had made a long-term investment in content and influencer 
marketing programs through dedicated platforms, investment in IP creation and sustained 
engagement with influencers.  Some of the best examples in India include, “Be Beautiful” by 
Unilever, “FIT Foodie” by Saffola, “Frontline” by Maruti in association with Indiatimes.

Influencer Marketing should be measured using Brand lift studies 
over a minimum period of 6 months of continuous engagement 

with customers through various touchpoints including social media 
influencer marketing, bloggers, to evaluate change in sustained 

brand recall

-Pratik Mazumdar, Chief Marketing Officer, TIL

4.2.4. Measuring ROI – setting the right expectations 

The question of measuring ROI comes up multiple times. ROI is the marketing $ earned 
per marketing $ invested at different stages of the marketing funnel. For 38% of our 
respondent, measuring ROI posed a challenge. Focusing on wrong measures can often be a 
challenge as marketing objectives are constantly revised alongside the business objectives. 

Top and bottom funnel metrics must not be looked at in isolation. Measures at each stage 
must be defined as bottom’s-up accounting for the drop out at each stage 

Continued focus on unit economics by optimizing the funnel, so that scale creation doesn’t 
lead to negative unit economics. This, however, varies depending upon the business 
objective and the cycle. Reach targets are higher during launch phase

The purchase funnel has been blown to bits. Consumers have moved 
from a linear purchase funnel to moving at their pace, whenever 
& wherever they want to; marketers will need to stop thinking in 

terms of discreet steps at a campaign level & start thinking of every 
interaction over time as the experience.

-Ankit Desai, Head – Media & Digital Marketing, Marico

“ “

“ “
“ “
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Setting the right 
expectations is the first 
step towards measuring 
ROI from media spends. 
By keeping their marketing 
and media buying goals in 
tandem with the business 
targets, marketers are 
sure to succeed. 

As tempting as it may 
seem to measure their 
media plans on ‘Cost of 
Acquisition’ of a customer, 
it cannot be done 
isolation. 
To arrive at a sustainable 
cost per contact, marketers must assess the efficiency & the costs of the marketing and sales 
lead qualification funnels for each channel.

It is a multi-channel world; it is a multi-device world. And most of our 
attribution for almost over a decade has been last click attribution. 

Now what last click attribution does is gives entire importance to last 
channel that user has interacted and negating all other channels 
that user is probably interacting with. The most effective method 

I have come across is position-based attribution and it can be 
customized as per your business requirements 

and needs.

-Ashish Verma, AVP, Swiggy   

“
“
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5. Digital Marketing Priorities for 2017
Customer Engagement and Customer Experience came across as the top priority for 
marketers in this survey.

CMO should invest a certain % of budget into Horizon 3 capacities 
which allows them to be thought leaders, redefine customer 

experience and leverage new edge technology

-Abhishek Rathi, Head Digital Marketing, PNB MetLife

While customer 
engagement and 
experience have 
always been the 
top priority for 
marketers, as digital 
strategies evolved, 
the marketer’s journey 
to engage with 
customers evolved. 
The primary tools that 
marketers aimed to 
deploy for customer 
engagement in 2017 
are - Personalization 
with Analytics to 
enable cross-platform 
attribution and single 
view of customer, 
Disruptive marketing 
initiatives: such as 
Artificial Intelligence 
based Chatbots and Virtual Reality, Social Media assets and relevant content led by video. 
Omnichannel approaches, personalization and analytics will, over time, become the new 
core business.  

Content Marketing has a huge potential to grow as we see a rise in Ad-blocking, increased 
demand for visuals and there by video formats. While video will continue to be the most 
preferred format in 2017, the share of Content Marketing and Content Promotion in the 
Digital Marketing budget is estimated to double in next two years. The share of Content 
Promotion in the total budget is forecasted to rise from the current 20% to 50% in the near 
future. 

Marketers need to overcome the social bias in Influencer Marketing. In 2017 will see 
Influencer Marketing be driven by long term influencer programs involving influencers from 
all walks of life. The year to come will see Marketers experiment with Influencer agencies to 
assist with online influencers – both social and real-world. 

As the mobile screen became the first screen for consumers in 2016, in 2017 we expect to 
see higher investment in mobile assets, mobile screen centric campaign creatives & content.

“ “
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Customer loyalty has changed. Customers are no longer loyal to 
brands. Brands have to be loyal to customers. And they will have to 

be part of the narratives that interest and engage customers.

-Samar Singh Sheikhawat, SVP Marketing,
United Breweries Limited

Personalised marketing with the maze of general content is the way 
forward which would the consumer delighted

-Mahesh Israni , CMO, Parag Milk Foods Ltd

5.1.  Customer Engagement is driven by business  objectives

Customer Engagement is a 
two-way dialogue between 
the brand and the user with 
an objective of hand holding 
the customer through the 
entire buying cycle. 

Customer communications 
changes for each marketer 
depending on the sector 
and individual business 
objectives - Ranging from 
facilitating purchase to 
customer retention & 
recommendation. 

As digital strategies evolve, 
so does the marketer’s 
journey in engaging with his 
customers. The primary 
tools that marketers aim 
to deploy for customer 
engagement in 2017 are:

Digital Assets are the building blocks of customer engagement.  Marketers have revamped 
their websites in 2016. Personalization with Analytics to enable 
cross-platform attribution and single view of customer will be the new core of digital assets 
management for customer engagement. Marketers are already working towards the same. 
SBI Mutual Fund, a leading Fund House in India, launched a personalized website for their 16 
different consumer segments.

“ “
“

“
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Developing a single customer view through careful integration of 
front end customer touch points with loyalty / big data analytics to 
guide improving customer journey thereby ensuring attachment / 

engagement.

-Rajesh Sethuraman , General Manager - Marketing, Vishal 
Megamart Pvt Ltd

Virtual and Augmented reality becoming an important marketing 
tool in helping customers visualise look and feel of their homes and 

furniture & fixtures, at the planning stage.

- Niranjan Tadanki ,SVP, Ozone Group

Marketing has increasingly gone from “one to many” to “one to 
one”. From a consumer standpoint, it is all about how much a brand 
knows me, understands me and delivers me what I need in my life, 
irrespective of its media communication. Hence the importance of 
customer journeys and engagement that are totally personalized 
using enormous amounts of data available online. Success will be 
defined by those that are able to mine the data effectively and 

deliver customized solutions to their consumers, including the use of 
AI techniques that help predict customer behavior and deliver what 

is called solutions.

-Anjali Malhotra Nanda , Chief Customer Marketing & Digital Officer, 
AVIVA INDIA 

Disruptive marketing initiatives: such as A. I. based Chatbots and Virtual Reality will be the 
future growth engine for customer engagement. Rajeev Dash, Head Corporate Marketing 
at Tata Housing, envisages customer engagement via virtual reality wherein the buyers can 
experience the property without being physically present.

Social media assets across web, WAP and App will continue to drive customer engagement 
for marketers. Social Media is an important platform for customer engagement & feedback, 
if coupled with brand’s own website, real world influencer marketing, content distribution tool 
and effective content-led SEO strategy.

Relevant content will be the most important engagement tool for marketers. The time spent 
by audiences in consuming content will enable brands to engage more. 2017 is going to mark a 
turning point in the way audiences interact with and consume video content.

“ “

“ “
“

“
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Content led marketing on social media channels will play a major role 
in engaging the audience. It can be used to anchor any marketing 

plan and can works for all types of brands as it can be customized 
as per the brand’s requirement. The key is to be consistent, 

interesting and should revolve around the brand personality to keep 
your target audience involved and engaged.

-Puneet Varma, Inorbit Malls, AVP Marketing

Content marketing will lead to customer engagement and deliver 
higher ROI.

-George Philip Alex, Chief Marketing Officer, Jaslok Hospital & 
Research Centre

We are turning the dial on digital across all our engagements 
with customers. Digital allows us to reach a large number of 

(potential and existing) customers at low costs, and effectively filter 
customers who have the highest likelihood of purchase. It further 
offers rich analytics – CTR, Open rate, conversion to leads and 

sales opportunities – to design an impactful strategy to segment, 
target and nurture customers. Digital forums/communities are rich 

mechanism to maintain an ongoing relationship with 
customers as well.

-Stuti Shukla, CMO, GE Healthcare

5.2. Insight-led Marketing – Artificial Intelligence 
          will drive the Insights revolution

Analytics powered marketing automation to deliver customised 
experiences to shoppers is likely to become mainstream and drive 

higher engagement & retentions for brands & services.

-Meera Iyer, Head-Marketing, BigBasket
While a leading online travel aggregator - goibibo, offers a personalized experience and pricing 
to its customers, SBI Mutual Funds, a leading fund house, has a personalized website for its 
16 different consumer segments and ABOF, a leading online fashion retailer, has a virtual trial 
room. 

Personalization and marketing automation powered by analytics will, over time, become 
the new core business. It is already a top priority for marketers. There are a lot of diverse 
experiments going on in the industry with marketers putting a certain percentage of budget 
on Horizon 3 initiatives such as new disruptive technologies leveraging Artificial Intelligence 
and Virtual Reality. Personalization is a long journey and many marketers in India are still in the 
early phases of investment. Consolidating and enriching the customer database, is the first 
step towards automation. Simultaneously, several independent AI-focused start-ups have 
come up to help automate manually intensive tasks such as cataloguing in ecommerce, image 
search etc. Globally, marketing analytics share in total marketing budgets are expected to 
double in 3 years.

“ “

“ “

“

“
“ “



23

Moving from experimentation to Implantation for Marketing 
automation, Mobility and Analytics. Also this may see us moving from 

largely online to finally really integrated marketing approach with 
sharper customer personas and analytics.

-Jayraj Jadhav, Head Digital Business & Marketing, Tata AIG 
General Insurance 

It’s going to be Content First marketing strategy and Customer 
Advocacy. Small bytes of videos are going to dominate content.

-Vivek Agrawal, Marketing Head, Giftxoxo.com

Artificial Intelligence and Analytics for decision making on the fly will 
be significant drivers for Competitive Advantage and accelerated 

growth in 2017.

-Anthony Joseph, CEO, Mindsphere Strategy Consulting

5.3. Content Marketing – Budgets will double and   
           distribution share will rise

Content Marketing has a huge potential to grow as we see a rise of Ad-blocking, 
increased demand for visuals and there by video formats. Content Marketing and 
distribution’s share in digital marketing budget averages ~15% but is expected 
to reach the global average estimated at 35% in the next two years. Share 
of content marketing in the digital budget for the Financial sector is already 
approaching 30-35% of the digital marketing spend.

In India marketers are spending ~80% on content creation and 20% on content 
promotion. However, if we were to observe the trends in mature markets, the 
ratios need to be switched with over 50%+ investment in content distribution to 
make content marketing successful. 

“ “
“
“

“
“
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In 2017 the major change will be the fall of content marketing in paid 
digital media. Marketers will learn that content marketing does not 

work like advertising. They will switch back to engaging story telling on 
digital paid media - in the same way as they have done in traditional 

TV and Print advertising.

-Gagan Singla , CMO, Angel Broking  

CMOs shared that even high quality content has struggled to get noticed in the crowd 
without promotion. Paid content distribution via platforms like Colombia, Taboola & 
Outbrain have delivered favorable engagement for clients.

Content Marketing is not a magic wand. It requires investment of time and resources 
and gives returns in medium to long term.

“ “
5.4. Mobile – the new First Screen

Mobile first marketing is likely to become mobile only marketing.

-Sujatha V Kumar , Director Marketing, Coca-Cola
“ “

As mobile continues to grow, it is fundamentally changing the way we consume media, interact 
with others (including brands) and ultimately how we live our lives.

 Change has come quickly. At the start of 2016 It was hard to predict the surge in uptake of 
content consumption on mobile due to the crash in cost of internet access with launch of 4G 
services. Thus, many slower-moving industries have yet to fully exploit its opportunities.

As Content (any form) drives more engagement, marketers will be 
marketing to an individual, not to a “so and so” of an organization. 

Purchase decisions are taken by an individual” based on their 
experiences, instinct and knowledge. Marketers will need to have 
a deep understanding of their customers to find the sweet spot. 

Medium being the catalyst and Mobile first being the strategy

Archana Chopda, GE Healthcare, Advertising and Promotions 
Leader - South Asia

“ “
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As mobile continues to grow, it is fundamentally changing the way we consume media, interact 
with others (including brands) and ultimately how we live our lives.

This change has come quickly. At the start of 2016 it was hard to predict the surge in the 
uptake of content consumption on mobile phones due to the crash in the cost of internet 
access with launch of 4G services. Thus, many slower-moving industries have yet to fully 
exploit this opportunity.

In 2016 we saw many companies move to ‘Mobile-First Marketing’ strategy. 
Our survey results show that Mobile Marketing worked well for 31% of the respondents and 
Mobile First Marketing is a priority for 2017 for 33% of the respondents. 

Marketers who experienced success with Mobile Marketing focused on the ‘Top of the funnel’ 
marketing activities like rich-media display, branded content, and videos.
 
The CMOs we spoke to attributed their success with the Mobile platform to custom design of 
user-flow and creatives for mobile platform for all digital advertising campaigns and content 
marketing initiatives.
 
They also used various chat applications for continuous engagement through content 
amplification. This worked well especially for marketers across the financial sector and other 
advisory services.

For Marketers’, the key challenge in channelizing investment towards Mweb/WAP was
 1) Measurability and Attribution and 2) High cost of leads & conversions

1. Measurability and Attribution
Companies today are using Mobile for first-time client discovery, engagement and facilitating 
research. However, the high value transaction is still skewed towards the wide screens.

While CMOs have moved to position based attribution that is more aligned to the customer 
life-cycle, they are still reporting channel ROI based on last click attribution to senior 
management. This disconnect undervalues the contribution of the mobile platform to the sale 
and conversion cycle. 

In 2017, one will see a wider adoption of multi-touch point (position based) attribution model 
data drive model for budgeting.

We can also expect to see further investment in mobile assets and analytics to create a 
single-view of customer and enable cross-platform attribution across the purchase life-cycle.

2. High Cost of Leads and Conversion 

Creatives contribute to 70% of the success of a brand’s campaign, says a recent study by 
Google. 

Marketers experienced larger dropout in conversion on mobile is due to: 
1) With the lowest average internet speed in the Asia Pacific region, India suffers from Poor 
connectivity.
2) Heavy / large format video ads content showed limited results. While the recommended   
size was under 30 seconds, the average advert ranges from 30 to 120 seconds.   
3) Creatives of desktop centric ad-campaigns and lead-forms customized for mobile did  
not deliver.  Mobile First innovations like “Click to Call”, “Book an Appointment”, or Single     
data point capture forms (contained within single screen) gave 3X results. 

In 2017 as Marketers prioritize mobile platforms, we will see a focused investment in mobile 
screen centric campaign creatives & content design.
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6. Respondents Profile & Research Methodology

Times Internet in association 
with DMAasia undertook 
this survey over a span 
of 60 days through. The 
findings presented in this 
report have been arrived 
at through Primary and 
Secondary Research.  

Primary Research:
A Web based survey of 100 
Marketers across 18 sectors 
and with varied Marketing 
budgets
15 qualitative telephonic 
& face to face interviews 
by DMAasia and Times 
Internet.

Respondent Profiles:
C-suite executives
CMO’s & CDO’s 
Marketing Heads
Directors

Secondary Research: Secondary research was done to identify the market structure and dynamics 
of the Digital Ad market in India. The information collected from various external and internal sources 
has been analysed thoroughly to validate the primary data. 

Please note all quotes attributed to participating individuals in this survey have been collected by 
DMAasia, and are being published here with their consent.
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7. About Times Internet

8. About DMAasia

Times Internet, India’s leading digital products company and the digital venture of Times of India, India’s 
largest media and entertainment group. Reaching over 200m visitors each month, with businesses 
across content, entertainment, classifieds and transactions. Times Internet Limited websites are 
among the fastest growing Web / Mobile based networks worldwide. A powerful portfolio of world 
class product brands that are market leaders in the country which reaches, engages and ultimately 
transacts with customers in their preferred medium.  TIL is playing a key role in accelerating India’s digital 
transformation with their brands and platforms across news, entertainment and necessities across 
languages across age groups. TIL creates a meaningful connect with the consumer across urban and 
rural India based on his passions and insights and provides unique insights into their online behaviour and 
helps create exclusive experiences.

Today, Times Internet holds a unique place in the Indian Digital Landscape. Armed with over 60 digital 
products across 11 languages, over 200 million visitors and an ever growing publisher network through 
Colombia, it helps marketers reach out and understand their consumers through campaigns and 
qualitative surveys.
 
To know more about what Times Internet can do for you, please visit marketing.timesinternet.in

DMAasia (www.Dma.asia ) is a transforming platform where marketing minds draw closer, harnessing 
the power of collaboration and creativity. Inspiring unprecedented ideas for the world. DMA Asia is 
committed to creating a more relevant, sustainable and ethical environment for the marketing fraternity. 
With a broader geographical focus and wider business network, DMA Asia will transform members 
into change leaders with evolved business strategies and relationships that support personal and 
professional growth objectives in data driven marketing. 

About DMAi ( www.gmaw.org ) 
As an apex, not for profit DMAi, since 1992, brings about collective action for advancing & protecting 
responsible Data Driven Marketing and Advertising. As the key to making marketing relevant and provide 
sustained customer engagement DMAi advocates for creating industry standards for ethical conduct 
and effective self-regulation of the Data driven, Marketing & Advertising community. DMAi is also co-
founder of the International Federation of DMA’s, global alliance of DMA & DMAasia. 

The DMAi, in recent times, has successfully conducted five annual global conventions drawing 
participation from over 125 corporations from India & afar. As a platform for motivation, the DMAi has 
established a credible Awards & Recognition program with industry participation. The DMAi Awards 
instituted in alliance with the DMA International ECHO Awards aim at providing global recognition for 
response driven and result oriented marketing. The Hall of Fame awards felicitates individuals with 
lifetime awards for their noteworthy contribution. The other DMAi programs in its third year are the 
DMAi Knights and the Marketer of the Year. DMAi has added two new programs The CMO Choice 
Awards and the Marketing Innovation Awards in 2015. On the anvil is an all new program around internal 
communication excellence. 

DMAi also sets stage for learning opportunities & intra vertical networking forums like-Day Learning 
Events called Masterclasses, peer to peer networking forums like the UNWIND, the CxO Roundtable.

http://marketing.timesinternet.in/
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9. Appendix

Source: TIL - DMAasia CMO Survey
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Source: TIL - DMAasia CMO Survey
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Source: TIL - DMAasia CMO Survey
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Source: TIL - DMAasia CMO Survey
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Source: TIL - DMAasia CMO Survey
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Source: TIL - DMAasia CMO Survey
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