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| Executive Summary [T

Digital Dexterity
State of Online Marketing in India

The contemporary times show no presage of dampening the digital blaze. In fact, digital
continues to disrupt. The ‘perfect storm’ created by the 3Ds - Devices, Digital & Data hasled to
unprecedented empowerment of consumers and unreserved sections of the society. In India, we
had celebrated 2014 as the year when digital became a contemporary ‘mobile first’ reality. Since
then, we have seen a momentous shift towards Internet 3.0 with participation of audience from
tier 2, tier 3 and even smaller villages from India. Apart from being led by artificial intelligence,
Internet 3.0 is forecasted to be driven by local language content, video content and voice search
as well. The future looks exciting!

With the rapid proliferation of digital tools and vehicles and flourishing consumerism, modern day
marketers are blessed with myriad of opportunities. However, with overwhelming number of
choices, it has become strenuous for them to identify the ones which can prodigiously boost the
brand value and upscale their businesses. In the face of such quagmire, it becomes imperative for
marketers to develop skills in navigating this wave better.

‘Digital Dexterity’ is the ability and desire to exploit existing and emerging technologies for better
business outcomes. Not only is this a coveted skill but is the need of the hour to survive in this
environment of mushrooming competitions. The 9th Annual Research Report is aimed to equip
marketers with knowledge and insights on state of digital marketing in India that can catalyse
their marketing growth and performance for next few quarters.

This year's edition contains latest trends and forecast on budget allocation, opportunities,
challenges, strategies and year on year evolution of practices. The study is further enriched with
industry and sector wise analysis based on B2B and B2C as well as expert views of industry
veterans on select topics. Lastly, the report concludes with a few crisp recommendations aimed
to provide a quick counsel for the year 2019. Since almost a decade now, it has been Octane
Research’s endeavour to help you listen to the Voice of India Marketers” and assist you to derive
sizeable benefits.

It's our pleasure to acknowledge DMAasia for their partnership and contribution in this industry
research study, especially Mr. Jitendra Mishra for his support in reaching a high-quality marketing
audience. We extend our gratitude to the 350+ marketing professionals who contributed a fair
share of their experience in this industry outreach.

We would love to hear your thoughts on this report. Please provide your feedback on this survey
link https://www.surveymonkey.com/r/Digi19 or reach us directly at marketing@vfirst.com
Hope this report proves to be a navigation manual of the current digital marketing playfield and
quarry marketers from any quandary.

Sincerely,

o) 4.
K /UZ& S
Rhea Jain

Audience and Relationship Marketing,
ValueFirst Digital Media Pvt. Ltd.
rhea.jain@vfirst.com

Executive Summary



| Top 8 Research Highlights [

1. Digital Marketing Investment:
93% of marketers are planning to increase their Digital Marketing budget in 2019 (Page 16). Wherein,
the primary marketing goal for 62% marketers will be customer acquisition (Page 12).

2. Content Marketing:

Content Marketing dominated as an emerging trend around the globe. In 2018, 34% India marketers
chose to invest the most in Content Marketing out of many other available channels (Page 15). For
the year 2019, Content Marketing is the no.1 investment area for India marketers (Page 17).

3. Local Language:
Importance of "local language content’ is grabbing the attention of India marketers. With a 30%

increase in votes since last year, local language initiatives are in the top 3 areas of investment
(Page 25).

4. Measurement of Success:
India marketers continue to find it difficult to attribute success accurately. The biggest hurdle in
attribution as shared by marketers over the last two years is ‘technology limitations’ (Page 21).

5. Future of Digital Marketing:

Al & Chatbots and Cross Channel Marketing are voted as the top 2 latest technologies that are
changing the marketing scenario and will continue to do so in the future to improve the user
experience as well as marketer’s ease of doing business (Page 25).

6. Crucial Skills of a Digital Marketer:

To be a successful digital marketer, ‘the ability to embrace change’, 'the ability to spot the right
opportunities’ and ‘being passionate, curious and hungry to learn” are the top 3 skills that marketers
consider highly important in the present dynamic and competitive digital marketing scenario

(Page 16).

7. Challenges in 2019:

‘Proving ROl on digital marketing activities’ remains the top challenge for India marketers (Page 24).
“Justifying revenue impact of high social media spends’, ‘Correct click attribution for effective
measurement of digital channels’ emerges among the top 3 challenges for India marketers in 2019.

8. Email Marketing:

Email continues to be an effective channel for driving maximum ROl amongst all digital marketing
channels (Page 14). However, the low engagement rate is a big concern as 55% of businesses have
an average Open Rate less than 10% and 56% of businesses have an average Click Through Rate
less than 5% (Page 33). 56% of marketers are planning to use ‘behavioral targeting’ for their email
campaigns in 2019 (Page 34). Surprisingly, only 35% email marketers are extremely confident
whether they understand the data privacy laws governing email marketing (Page 31).

Top 8 Research Highlights



This report is timed at the cusp of a revolutionary convergence of
digital marketing. With plethora of choices in a marketer’s plate
it becomes increasingly taxing to arrive the best ROl generating
channel and strategy. And most often than not, there is no
standalone channel but a holistic mix tailored to each business
that fetches the returns.

For instance in 2018, India marketers voted Social Media, Website Marketing, Search Marketing,
Email Marketing and Video Marketing as the top 5 online marketing channels, each having it's own
advantage. This clearly shows that an average marketer cannot be restricted to one domain and
needs to converge various aspects of online activities to make the cut.

‘Digital Dexterity 2019" is a go to guide for skilfully navigating the digital space and staying abreast
with what goes on in the contemporary marketer’s mind. This report succinctly depicts what
worked and what didn’t for the marketers in 2018 and what they predict for 2019, so that it can be
a setting ground for strategy and planning in the upcoming year.

Alongside giving new insights on online marketing scenario of last year, this edition shows trend
analysis on how online marketing has evolved since 2011. This is coupled with expert comments
from industry veterans.

The only India centric comprehensive study, this research includes trends, budgets, channels and
technology impacting the digital marketing scenario in India; which can give you an edge on how
to reap the industry benefits by aligning your course of ship for the upcoming quarters.

We at DMAasia are glad to be partners to this research effort by Octane Research for 6
consecutive years and we wish you a prosperous 2019.

G
/"
Vatsal Asher

Founder & CEQ,
DMAasia

o Hae—
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| Research Methodology [

For conducting this research study, we reached out to marketing practitioners and decision
makers across the country via online channels by a diversified questionnaire survey asking them
their primary marketing channels, budget allocations, strategies for improvement, outlook on
new technologies, challenges and opportunities in digital marketing.

We performed thorough analysis of the responses of different business sectors and industries to
bring out the most relevant and insightful data that can prove helpful to businesses in chalking
out their marketing strategies.

The research is an aggregation of about 350+ professional marketers’ responses.

Here's the break-down of how the research was conducted:

o Standardized Online Questionnaire:
A standardized online questionnaire in a survey format was fielded to a verified list of
marketing professionals through various online channels

O Statistical Evaluation:
Survey was closed and statistical evaluation of the collected responses was conducted with
equal weightage to each response, maintaining anonymity

O Analysis of Data:
The data was turned into meaningful information and insights after thorough analysis on
emerging trends from the statistics

© Comprehensive Presentation of Results:
The results drawn from the study are represented in graphical format with sector wise and
industry wise findings as well as year on year trend analysis

Research Methodology



| Research Participants [

The active participation of 350+ industry professionals serving as CEOs, CMOs, CDOs, Founders,
Directors, Marketing Heads, Managers and Digital Strategists from different industries across
India has made this year’s report insightful.

39% of the said professionals identified their organization to sell to other businesses (B2B) while
21% participants said they sell predominantly to customers (B2C) and 39% of the professionals
cater to businesses and consumers both (BOTH B2B/B2C).

63% of the participants have more than 10 years of marketing experience and can be categorized

as top-level management. 33% marketers can be categorized as mid-level and the rest 4% as
junior-level marketing professionals.

The percentage of participating professionals from a plethora of industries:

2% Automobile 15% @ Services & Consultancy
14% Media & Entertainment 15% IT/ITES
BFSI 3% @ Telecommunication

4% @ Real Estate 2% Manufacturing

6% Retail & Distribution 5% Travel, Tourism & Hospitality
4% Healthcare & Pharmaceutical 3% @ E-Commerce
6% Marketing & Advertising 10% @ Others

1%

Region
Wise

Management

39% Customer
Level

Focus Participation

@ Largely to Businesses (B2B) @ Top Level @ North
® Predominantly to ® Mid Level ® South
Consumers (B2C) )
Junior Level East
Both B2B and B2C
@ West

@ Others

Research Participants



| Guiding Keys | RN

The representation of the study has been tailored such as to provide the reader an enhanced
comprehension of analyses. Use of graphical representation based on industry and sector wise
analysis along with the guiding keys that highlight relevant findings, tips and trends is done

to provide better understanding.

Sector Wise Analysis:

The insights become more relevant when the target audience of the market is kept in mind.
Hence, the responses of marketers who cater largely to businesses have been captured under
‘B2B’. Those who look predominantly at consumers have been represented as ‘B2C’. Marketers
catering to both businesses and consumers have been classified as ‘Both’.

*The percentages captured under different sectors are calculated out of responses from
marketers serving particularly that sector.

Over the Years:

What has been trending through the years is represented through year on year trends. We have
been conducting studies since almost a decade, and this gives a well-rounded idea of how the
online marketing landscape is evolving.

Trending Data B - .

@®2012 @ 2013 2014 @ 2015 @ 2016 @ 2017 2018 @ 2019

Information, insights and advice: Look out for these keys

@ | This carries insights and findings based on industry, sectors and turnover wise trends.
@ | These boxes convey additional information and explain any industry jargon.

| This briefly compares year on year trends.

The study has been seasoned with the expert view of industry leaders on various topics to add to the
dimension of the findings.

Industry Expert
Designation

Guiding Keys
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| Voice of India Marketers [T

1. Primary Marketing Goal in 2019

With overall 62% votes, Acquiring New Customers emerges as the primary marketing goal for
marketers across all sectors. Brand Awareness is next with 16% marketers’ vote followed by
Customer Retention with 15% votes. Sector wise analysis is represented as follows.

What is your primary marketing goal for 20197

@ Customer Acquisition @ Customer Retention Brand Awareness @ Other

Graph 1

B Overtheyears |

Through the years, the focus of brands remains on customer acquisition.

Customer Acquisition 51% 56% 58% 63% 70% 62%

Customer Retention _ 28% 29% 22% 30% 17% 14% 15%
Brand Awareness _ 17% 15% 20% 8% 18% 13% 16%

Other . 3% 5% 8% 3% 2% 3% 7%

® 2013 2014 @ 2015 @ 2016 @ 2017 @ 2018 @ 2019

Graph 1.1

Voice of India Marketers



2. Top 5 Primary Marketing Channels in 2018

The top 5 primary marketing channels in 2018 voted by marketers were Social Media Marketing,
Website Marketing, Search Marketing, Email Marketing and Video Marketing, out of which Social
Media Marketing had the highest votes.

@ | 78% of the marketers from the IT/ITES industry voted Email Marketing as their primary
marketing channel.

Which of the following were your primary online marketing channels in 20187

83% g9,

75% 76%
9 72%
62% 579

0,
57% 43% 57%

0,
0% 59, 39% 45%
38%
16%
8% 40, 10%

Website Email Search Social Media Mobile/SMS Videos Bots

Marketing Marketing Marketing  Marketing Marketing
® B2B @ B2C Both
Graph 2

B Overtheyears [ B

Use of Videos for marketing gained more traction in 2018 as there was a 46% increase in votes
from last year.

Social Media Marketing 26% | 25% I 54% 66% 71% 77%
Website Marketing 20%) 29% {EEA  54% 49% 62% 66%
Search Marketing 19%/24% HIFA  52% 54% 48% 61%

31%
R 3% 2% 1% 27% 20% 28% 41%
I 2% 8% 4% 45% 26% 28% 35%

8% 8%

Email Marketing AR 26% 53% 56% 54% 60%

Videos
Mobile/SMS Marketing
Bots

@ 2012 @ 2013 2014 @2015 @ 2016 @ 2017 @@ 2018

Graph 2.1

Voice of India Marketers



3. Best ROI Generating Digital Marketing Channel

Digital Marketing can guarantee an accurate measurement of ROl by mapping variables that
influences the buyer’s journey. Even though Email Marketing has seen a marginal decrease in
popularity in the last couple of years, it still has been voted as the highest ROl generating digital
marketing channel, with 28% votes by marketers in 2018.

For each 1 rupee of marketing investment, which digital channel offers the highest measurable

revenue impact for your business?

2 27%
21%
13%

Email Paid Facebook LinkedIn
Marketing Search

Graph 3

B Overtheyears [ B

.

YouTube

Instagram Twitter

Paid Search (27%) and Facebook Marketing (21%) witnessed a rise in popularity among India

marketers in 2018.

Email Marketing Lb%

Paid Search
Facebook 36% 14%
LinkedIn 1% 16% 13%
YouTube __ 5% 6% 5%
Instagram _- 2% 3% 3%

Twitter _- 2% 3% 3%

® 2016 @ 2017 © 2018
Graph 3.1

14

33%

21%

28%

Voice of India Marketers



4. Budget Dedicated to Online Marketing

In 2018, overall 36% India marketers allocated 11-30% and 21% marketers allocated 31-50% of
their marketing budget to online marketing activites.

Interestingly, there is a jump of 25% more marketers year on year who have invested
more than 50% of their total marketing spend on online marketing.

For this financial year, approximately what percentage of your marketing budget was allocated to
Online Marketing activities?

37% 36% 350,

25%
20% 18% 19%
15%

% 13% 139% .
R 1% am 1% Sl

AOAJ 50/0

.1%

Less than 10% 11% to 30% 31% to 50% 51% to 75% Above 75% Don’t know

® B2B ® B2C Both
Graph 4

5. Activities which Gained Priority in 2018

The maximum increase in budgets in 2018 was seen in Content Marketing as shared by 34% of
India marketers, followed by Social Media Marketing voted by 27% marketers.

@ ‘ 64% marketers from the Healthcare industry increased most of their budget for Social
Media Marketing.

Which Online Marketing activities saw the maximum increase in your budget in 20187

27%
@ Social Media Marketing @ Email & SMS Marketing Content Marketing
@ Search Marketing @ Other
Graph b

Voice of India Marketers



6. Online Budget Increase in 2019

93% businesses, irrespective of their revenue are planning to increase their online budget in the
year 2019.

@ ‘ 79% businesses which have turnover of Rs. 500-1000 crores are planning to increase
their online marketing budget by at least 11%.

What is your likely increase in the online marketing budget for 2019?

33% 390, 33% 470
28% M 28%

17%
15%
13% 10% 13% 12%
6% & 7%
4% 30/, 4%

Less than 5% 6% to 10% 11% to 20% 21% to 50% Over 51% Don’t know
® B2 @ B2C Both
Graph 6

7. Crucial Skills to be an Effective Marketer

To be a successful digital marketer, ‘the ability to embrace change’, ‘the ability to spot opportunities
and adapt strategies quickly’ and ‘being passionate, curious and hungry to learn’ are the top 3 skills
that marketers consider highly important in the present dynamic and competitive digital

marketing scenario.

Which of the following softer skills or behaviours do you think are important for being an effective
marketer in the modern digital world?

81%
73%
66%
54% 54% 53%
38%

The ability Ability to spot Being Being Lateral Ability to Being
to embrace opportunities passionate, open and thinking, & deal with comfortable
change and adapt hungryto  collaborative the ability to uncertainty taking
strategies learn, make risks
quickly curious connections
between
disparate

ideas or concepts
Graph 7
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8. Top 3 Digital Marketing Activities Likely to Increase in 2019

Businesses of all sizes are increasing digital marketing investment year on year to improve
quality as well as frequency of engagements with their consumers. Majority of the total marketing
professionals who participated in the study plan to invest in quality content in 2019. The other
activities that will see big investments in 2019 are Website Development and Social Media
Marketing.

@ 73% of Retail Industry marketers are planning to increase their investment in Website
Development. 85% of Real Estate marketers are planning the same for Social Media.

Which of the following Online Marketing activities will see an increase of your marketing
investment in 20197

76% 76%

64% 61%

52%
499, 51%
40% 549, 43% 43%
32%
II 5% 39
— | ;

Website Email & SMS Search  Social Media Content Al & Bots Other
Development Marketing Marketing ~ Marketing Marketing

® 828 © B2C Both

(13 Expert View b 44

Branding is about the sentiment you create around your product or service. Marketing
has long been based on the principals of brand building, until recently when digital
gave us a shortcut to everything and before we realized it, digital marketing became the
buzzword that everyone kept swooning over. Someone out there kept promoting more
the footprint, more the conversions” and so we kept running after quantity over quality.

In a race for reach, most brands are missing the opportunity of creating meaningful and
possibly long-term relationships with the right customers, because everyone is targeting
a large number of people over a good conversation. To create a compelling difference,
brands must tap into the emotions of the consumer and do it with honesty. It doesn’t
have to be an exorbitant tale - just a simple thought or story is enough. Use technology
to your advantage and try to make it interactive, immersive experience that connects
them with the history, purpose, and vision of a brand. Make consumers eager to

become a part of your success story.

Prateek Chatterjee

}’ SVP, Corporate Communication & Marketing, NIIT Limited

Voice of India Marketers 17



9. Maximizing Customer Engagement

According to 36% marketers, Social Media is the best medium to drive engagement with
customers. Emails with 27% votes and Videos with 21% votes are the other top channels for
driving customer engagement.

@ According to a research by Ascend2, Social Media and Website are the most effective
platforms for engagement. However, they are also the most difficult to execute. [1]

Which Digital Channel gives you maximum customer engagement?

40%
0,
Al 37%
32%
24%
23% 21% o
17% 18%
» » 99 10%
° 6% 0 4% 6%
) 0% .0% )
Email SMS Social Media Blogs Videos Other
Campaigns Campaigns
® 828 ® B2C Both
Graph 9

B Overtheyears |

Even though Email marketing has dropped down considerably compared to last year, it has held
the second position among other channels consistently for customer engagement since 2013.

Social Media

28% 35% 33% 30% 32% 31% 36%

E-mail Campaigns
(promotions, updates, etc.)

37% 35%

34% 46% 40% 50% 27%

Videos

Blogs

B 3o 5o 8% 11% 10% 9% 8%
Bl 0% 5% 0% 8% 14% 15% 4%

B o 0% 4% 7% 4% 5% 4%

SMS Campaigns
(promotions, updates, etc.)

Other

@ 2012 @ 2013 2014 @ 2015 @ 2016 @ 2017 @ 2018
Graph 9.1
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10. Perks of Social Media

Social Media plays a great supporting role in improving the overall impact of marketing efforts.
The prominent benefits it has brought to businesses are: ‘Driving Engagement with Customers’
followed by ‘Increasing Website Traffic’ and ‘Generating Leads’.

@ | 77% Real Estate marketers find Social Media beneficial for generating leads.

@

How has Social Media Marketing benefitted your marketing efforts?

An average Indian spends 3 hours every day on the internet, out of which 80 minutes are
spent on Social Media. [2]

73%
65% 64%
59%
49%
44%
34%
25% 23% 17% 20%10%
16%
6% I
Increased  Increased Developed Engage Generated Improved Reduced Grown
sales online traffic fan following with leads search  marketing business
customers results  expenses partnerships/
® 828 @ B2XC Both alliance

66 FExpertView 99

The value of Social Media doesn't necessarily lie in what we say, but in what we hear!
Every post, update, share, and comment offers valuable insight into your target group’s
life, choices, preferences and behavior. 2018 has been another great year for social
networks and | predict these four trends to overtake the development in the coming year.
#1- Video Content will increase, especially Live Streaming: Live videos gained great
popularity on YouTube, Facebook, and Instagram and will see further growth in 2019.
Online videos will make up more than 80% of all consumer internet traffic by 2020.

#2- CEOs will be on Social: It's crucial for CEOs and other executives to be present on
social media to avoid fake news and propaganda. This will not only boost the company’s
reputation, but also increases trust with (potential) employees, partners, and clients.

#3- Higher Investment in Social Listening Tools: For 2019, I'd advise you to invest your
time and money in social media listening before you talk. This will help you to find the
channels that work best for you and where your target audience listens.

#4- LinkedIn will continue to fetch traffic on Websites: More than 50% of all social
traffic to B2B sites comes from LinkedIn. Especially if you are a rather unknown player
in the market, most prospects will find you via social first. Your company’s, as well as
your employees’ social profile, will decide the first impression of your company.

Franziska Schaadt
Social Selling Coach & Speaker, FRANSCHA

Voice of India Marketers 19
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11. Determining ROI through Attribution

The Last Click (27%) and the First Click (18%) are the most widely used attribution models by India
marketers. However, appropriate attribution models are too difficult to agree upon because no
attribution can be a standalone truth of the source. Strained by this thought, a huge number of
marketers (18%) are not using any attribution models to track buyers’ online journey.

@ | 67% marketers in E-Commerce industry use the ‘last click attribution’.

For calculating ROI, which attribution model do you use?

@ First Click ® Last Click Linear or Even Model @ Position based attribution

@ Time decay attribution @ Algorithmic attribution @ None @® Other
Graph 11

B Overtheyears | B

Linear Model gives equal credit to each touchpoint in the buyer’s journey. Popularity of this model
has almost doubled since last year.

Last Click

None

First Click

Linear or Even Model
Algorithmic attribution

Position based attribution

Other

Time decay attribution

@® 2017 © 2018
Graph 11.1
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12. Challenges in Attribution

Attribution is important, irrespective of industry and a buyer’s cycle. It is difficult to pick the right
attribution model and implement it to paint the whole picture effectively. Majority of marketers
vote technology limitations as the biggest challenge while performing attribution.

What are your biggest hurdles when attempting marketing attribution?

7%
54%
34% ;-
31%
15% 31% 28%
21% 7%
13% 10% 12%
In mll
Lack of Technology Lack of time Internal Not convinced We won't use
knowledge limitations politics about business the insights
case
® 828 @ B2C Both
Graph 12
B Overtheyears [ B

There is an increase in knowledge about attribution among marketers in comparison to the last
year but marketers still need to pace up more time and investment to effectively measure the
impact of their efforts. It is super critical to effectively calculate the ROI of digital channels to
succeed in digital marketing.

Technology limitations YA 55%

Lack of knowledge 35% 29%

Lack of time 25% 29%

Not convinced about 23% 22%
business case

Internal politics 12% F0%

We won't use the insights 1% %

@® 2017 © 2018
Graph 12.1

Voice of India Marketers
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13. Content is King

Digital marketing is purely content driven. Hence to stand out, creating high quality and valuable
content is essential for targeting audience, based on their interests and to expand the customer
base. According to India marketers, Content is key for ‘engaging newer audience’ followed by

‘increasing brand awareness’.

®

Content Marketing helps you in?

engage newer audience.

75% 75%

53%

65%
54%

92% Marketers from Real Estate industry find Content Marketing as the best way to

54%

46%
43%

Increase in Attract and
Brand Awareness retain existing
customers
® B2B ® B2C Both
Graph 13

B Overtheyears [ B

Innovation
through Thought
Leadership

Engage Newer  Lead Generation

Audiences

Content is becoming the fundamental for brand marketing. Due to the improvised and quality
content creation, a huge jump in votes is noticed towards ‘engaging newer audiences’ which has

increased by 14% this year.

Engage Newer Audiences 56% 62%

Increase in Brand

Awareness 72% 69%

Innovation through . . .

Thought Leadership 28% 44% 54%

Attract and retain existing

customers 55% 53%

Lead Generation 33% 46% 43%
® 2015 @ 2016 @ 2017
Graph 13.1
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65% 76%

70% 71%
57%
58%

49%

48%

@ 2018
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14. Best Content Marketing Tools

Mediating eye catching content through the right platforms can do wonders for a business in the
long run. Most of the marketers believe Social Media and Blogs & Newsletters are the best
platforms for deploying content.

@ | 80% businesses which have turnover over Rs. 5000 crores prefer Videos & Webinars' to
deploy content.

| In comparison to previous years, Content Marketing through Videos/Webinars gained
popularity in 2018 with 25% more marketers this year preferring to deploy content on
this platform.

How do you deploy content marketing for your business?

® ®

75% | 62% | 64% 1 51% | 69% | 41% |
Blogs & Newsletters Videos & Webinars Testimonials and Case Studies
(e)
9 o
48% | 62% | 40% | 15% | 69% 1 66% |
Images and Infographics Research report & White paper Social Media
® 828 @ B2C Both

(13 Expert View b4 4

In this Post-Truth digital era marked by an explosion of alternative facts, brands must
invest in True Content Power built upon the pillars of Contentworthiness.
Contentworthiness is a philosophy I've coined that goes beyond amplifying a website's
rankings or the maximum number of shares of a Content Asset. It is the Science of a
valuation that determines the possibility a brand may default on their truth-telling
obligations. My 3A Content Model of Authenticity, Accuracy and Agility builds a platform
for data-inspired creativity to blossom. This is when the Art of a Science makes the
Science of an Art possible, as it were! It builds the foundation for a differentiated brand
narrative.

Vishwas Anand
Head of Content and Thought Leadership, Aspire Systems

23
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15. Upcoming Challenges in Online Marketing

Measuring impact of marketing practices will be the biggest challenge that marketers forecast to
face in 2019, as the most voted options were ‘Proving ROl on digital marketing activities’,
"Justifying Revenue Impact on Social spends’ and using ‘Correct click attribution models’.

@ | Applying correct attribution model is going to be the biggest challenge according to
majority of BFSI marketers.
Handling audience through multiple channels will be one of the most challenging tasks
according to majority of E-commerce marketers.

What are the online marketing challenges that you foresee in 2019?

59%
57% 52%
51% 52% 50% 041% 53%
45% 4% 42% 4% "
28% .
26%  24% 277
21%
9%
6% 4%
Correct click Justifying Hiring Role of ITin  Proving ROI Rising Others

attribution revenue  experienced deciding ondigital  fragmentation

model for  impact of high  digital marketing ~ marketing - handling more

effective social media  marketing technology channels,
measurement of spends talent decisions in audiences and
digital channels my company geographies
® 828 @ B2C Both

Graph 15
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Using ‘Correct click attribution model for effective measurement of digital channels is seen as a
rising challenge (with 23% year on year increase) among India marketers.

Proving ROI (return on investment) on 50% 52%

digital marketing
Justifying revenue impact of high social - 0

media spends 43% 50%

Correct click attrlb.uFlon model for effective 40% 49%
measurement of digital channels

Rising fragmentation - handling more 399, 46%

channels, more audiences, more geographies

Hiring experienced digital marketing talent 34% 33%

Role of IT in deciding marketing
technology decisions in my company L5 Z5t

Other M 2 7%

© 2018 @ 2019
Graph 15.1
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16. Upscaling Marketing through Latest Technologies

Cross Channel Marketing Automation and Al & Chatbots are the top 2 most promising
technologies that India marketers plan to invest in 2019. These technologies can ease the
marketing efforts for businesses and enhance the customer experience as well.

@

Cross Channel Marketing platforms aid marketers to engage and connect with
customers across all available channels uniformly rather than isolated by individual
channels.

What new tech areas/marketing projects do you plan to invest in 2019?

]

44% 1 51% 1 55% 36% | 42% | 48% 61% 1 58% 1 49%
Al & Bots Local language content Cross Channel Marketing
Automation
m (0]
& (81
37% | 43% 1 41% 40% | 43% 1 36% 1% 112% 1 7%
Big data tools & analysis Single unified customer view Wearables

across systems and channels

NS

® B2C
16% | 12% | 23% 22% 1 22% 1 19%

Both
loT marketing AR & VR
Graph 16

B Overtheyears [ B

A jump of 30% is noticed over last year as more marketers plan to invest in ‘local language content’
in 2019. This is largely attributed to the fact that the internet demography in India is expanding fast
with a lot of new audience who prefer consuming local language content.

Cross Channel Marketing
Automation

Al & Bots

Local language content

Big data tools & analysis
Single unified customer view

AR & VR

loT marketing 15%

Wearables 5% 6%

@ 2018 @ 2019
Graph 16.1
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17. Futurecasting with Al

Al powered chatbots are gaining high popularity in businesses around the globe. They can
understand complex requests, personalize responses and improve interactions over time.

Majority of India marketers trust Al to increase brand engagement through personalized customer
experience.

@ | Majority of marketers in healthcare industry believe that Al & Chatbots helps advanced
consumer research and understanding of audiences.

@ According to a global consumer survey by Facebook 1Q, 67% participants said they would
prefer Chabot to get in touch with sellers and service providers. [3]

How are Al & Chatbots most likely to help online marketers in India?

1% 69%
59%

49%

42% 43% 45% 40%

39%

40Y%
37% 38% '34% 350,37% 35%

28% Bl 25%

Increase brand  Increase sales Generate Better Better Better product
engagement conversion on qualified customer consumer search &
through e-commerce leads service research and configuration
personalized sites like payment  understanding
experience collection of audiences
@®B2B @ B2C Both
Graph 17

B Overtheyears [

According to our last year’s research, majority of marketers believed that Chatbots were most
helpful in increasing sales conversions on e-commerce sites. The marketers are now betting on
Al & Chatbots for ‘increasing brand engagement through personalized experience’.

Increase brand engagement through
personalized experience

Increase sales conversion on e-commerce sites

Generate qualified leads

Better customer service like payment
collection

Better consumer research and understanding of
audiences

Better product search & configuration 33%

® 2017 © 2018
Graph 17.1
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B Industry Wise Investment Plan in Al/Chatbots in 2019 N

The increasing want for instant gratification and decreasing attention spans make it imperative
for organizations to stay on their feet. Conversational Ul can alone engage a sizeable chunk of
customers, enabling a business to provide self serving capability. To find out which industries are
now cashing in this opportunity, we dug deeper into responses from (Graph No. 16).

BFSI 82%

Telecommunication 71%

Healthcare & Pharmaceutical 64%
IT/ITES 61%
Manufacturing 60%
Travel, Tourism & Hospitality 60%
Services & Consulting 56%

DEEEEO®

i

Retail & Distribution 55%

© R 5

Graph 18

(1 Expert View b4 4

Advancements in artificial intelligence when combined with proliferation of various
messaging apps, is fueling the development of Chatbots which can carry out various
kinds of tasks such as scheduling a meeting, reporting temperature, assisting users
buy a new gadget, etc. This has led businesses to invest heavily in the chat economy.
The bot revolution is still in early phase, but the enthusiasm is clearly growing rapidly
among customers and businesses. They allow you to do many more things that mobile
apps already do, and are more convenient because you don’t need to download a
different app each time and you use them through a chat interface.

A lot of developers believe that it will be a lot easier to get users to just chat with the
Chatbots than to download an app, login, learn to use, and then try to remember what
it was that they wanted to do in the first place.

Technology analysts have forecasted that bot stores will be the biggest incoming after
the Facebook Messenger and the biggest thing since the rise of app stores and we
couldn’t agree more. In fact, it's actually going to get much bigger than that. Bots will
be the future of the way we communicate, shop, travel, book things, and use other
services. We may even go to the extent of saying that, in the future, we may forget the
traditional websites we use as bots will be the new websites.

Ashish Kumar
Venture Coach, Blackstone Launchpad
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| Email Marketing T

1. Frequency of Communication is the Key

Email being a personal channel, is counted as the best and the most powerful tool with higher
engagement of people and turning them into a potential consumer. 35% India marketers send
email once a week to their customers. 43% Marketers have increased the frequency of their email
in the past year and total 44% are planning to increase it in the year 2019.

@ | 67% marketers in E-commerce industry send emails to their subscribers everyday.
However, frequency of email communication differs depending on industry and
demographic.

What is the frequency of your Email communication?

35%
0,
20% 22%
-
Daily Thrice a week Once a week Twice a month Once a month

Graph 19

2. Budget for Email Marketing

Email Marketing continues to occupy a fair share of India marketer’s budget as it has consistently
proven to be highly profitable business development medium year after year.

| Email marketing being amongst the top primary activities has seen an increment in the
budgets too. With almost 10% year on year increase, 84% marketers are planning to
allocate up to 30% of their marketing budget to email marketing.

What percentage of your digital marketing budget in 2019 will be earmarked for email marketing?

52%
32%
5%
9% 1% 1% -_‘
Less than 10% 11% to 30% 31% to 50% 51% to 75% Over 75% Don't know
Graph 20

Email Marketing



3. Special Programs for New Engagements

Email continues to be one of the top channels for engagement and conversion online. This allows
brands to attract prospects with assorted email programs in automated personalized campaigns.
Following this ideology, majority of India marketers deploy ‘Welcome Email Program’ to increase

engagement with users.

@ | BFSI: 56% marketers prefer to send a defined 60-day program to their new Email signups.

What special program do you have for new signups/registrations?

A

~

49% 1 67% 1 62%

Welcome Email

<

18% | 18% | 22%

Discount Coupon

&

19% 1 10% 1 15%

Standard system
generated results

Graph 21

B Overtheyears

=Y

15% | 15% 1 27%

Progressive Profiling via
Preference Centre Emails

— G

21% | 26% | 27%

A defined 60 day program

00
23% 1 16% | 20% 12% 1 18% | 18%
None Cart Abandonment Programs

A @® B2B

1% | 0% | 3% ® B2C
Other Both

While ‘Welcome Email’ continues to be the most preferred structured email program, we report a
drastic reduction in discount coupons over the last two years by India marketers.

Welcome Email

A defined 60 day program

None

Discount Coupon

Progressive Profiling via
Preference Centre Emails

Cart Abandonment
Programs

Standard system generated
results

Other

Email Marketing

12%|  21% 25%

25% 19%

14%

13% S9%

9% 12% S16%

12%| 16% B19%

2% 4% 2%

® 2016 @ 2017 © 2018

Graph 21.1
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4. Challenges in Email Marketing

Majority of India marketers find it difficult to prove ROI on their Email Marketing activities.

@ | Increased Click Through & Conversion Rate and acquiring new email addresses for
business are the other prominent challenges faced by more than 40% marketers.

What do you as an Email Marketer find difficult?

46%
Proving Rol on your Maintaining low Creating content for
Email marketing activites unsubscribe rate Email newsletters
® B2B ® B2C Both
Graph 22

5. Responsive Email

The same email renders differently across different devices. An improperly rendered email can
hamper a brand’s reputation. We found that only 34% marketers are extremely confident that
their email renders correctly across all devices. Responsive design of all email communication is
key to improving email campaign performance.

@ Poor formatting is the number one complaint about mobile email. If an email displays
poorly, no matter how good the content is, it’s likely to be deleted in under three
seconds (in >70% of cases). 15% of users will even unsubscribe, instead of delete. [4]
The advice is “not to guess but test your Email campaigns”.

How confident are you that your Email communication renders correctly across all device?

@ Extremely confident @ Somewhat confident Not at all confident
Graph 23
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6. Handling the Email Campaigns

55% businesses in India do everything related to their email campaigns internally.
45% businesses rely on external sources for getting better results as data driven marketing is
getting increasingly complex.
@ In Europe, 70% businesses manage everything related to email marketing internally.
This tells us that India has a larger scope of business for email service providers in
comparison to European nations. [5]

How do you currently handle Email Marketing campaigns?

42%

@ Inhouse @ Externally Combination of both
Graph 24
7. Data Privacy

Based on our study we are surprised to find out that only 35% India marketers are completely
confident that they understand the data and privacy laws and are working within its constraints.

@ | 53% marketers in IT industry are confident about data privacy laws.

@ The GDPR protects people’s fundamental rights of personal data protection. It is backed
by fines of up to 4% of a companys annual global revenue. [¢]

How confident are you that you completely understand the data privacy legislation governing
Email Marketing?

@ Extremely confident @® Somewhat confident Not at all confident
Graph 25
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8. Reducing Spam

There are many reasons like use of deceptive subject lines, not having an unsubscribe link etc.
that can mark your email as a spam which is a matter of concern. To reduce the spam complaints,
majority of India marketers are focusing more on ‘Increasing Personalization & Targeting'.

@ | Spamming costs businesses a whopping $20.5 Billion every year!7]

What Email activities are you implementing to reduce the effects of spam complaints and inbox

clutter?
0)
o Vi

80% | 74% | 68% 45% | 50% | £9% 36% 1 53% | 47%
Increase Personalization Rephrasing message Identify the best time to
& Targeting titles & subject lines send emails
e it -
29% | 38% | 37% 15% 1 29% | 25% 9% 1 10% 1 12%
Use split testing to Increase customer loyalty None
send best content with special offers, gifts, etc.
® B2B ® B2C Both
Graph 26

B Overtheyears [ B

Using Split testing of emails is gaining popularity to improve the email campaign’s efficiency. For
today’s digital marketer, A/B testing is mandatory for all email campaigns.

Increase Personalization

& Targeting 51% 72% 67% 63% 75% T4% T4%

Rephrasing message
titles and subject lines 5% 43% BRAEIN  47% 54% 50% [48%

Identify the best time
to send emails

U lit testing t
o bt ot B B o 20 8% 22% 32% 31% 34%

Increase customer

loyalty with special - _ 9% 30% 31% 29% 30% 21% 22%

offers, gifts, etc.

0% 39% RV 43%  44% | 41% | 4h%

None W oo o0 9% 10% 6% 8% 10%

@ 2012 @ 2013 2014 @ 2015 @ 2016 @ 2017 @ 2018
Graph 26.1
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9. Email Performance

According to India marketers, 55% businesses have an average Open Rate less than 10% and 56%
businesses have an average Click Through Rate less than 5% which is a big concern for email
marketers in India.

@ A very good Open Rate indicates that the subject line strikes relevance with the
customer’s need and the Click Through Rate measures the reliability of content in the
Email. (8]

For your Email Marketing campaigns in 2018, what is the average Open Rate and average

Click Through Rate?
2%

<1%

2% to 5%

6% to 10%

Click
Through ® 11%to15%
Rate ©® 16%to 20%
G @® 21%to30%
© >30%

Graph 27

B Overtheyears |

Average Click Through Rate of India marketers seems to have improved compared to the last
year, while average Open Rate is still a matter of concern.

1% 8%
0,
< 1% 19% 18%

2% to 5 22% 25%
o 1097 45% 38%

2% 22%
22% 23%

6% to 10%

11% to 15% 21% 17%
4% 11%
7% 17%
0, 0,
16% to 20% 4% 2%
21% to 30% 8% &%
3% 6%
> 30% 7% 5%
3% 2%
@ Open Rate 2017 Open Rate 2018
P p
@ Click Through Rate 2017 @ Click Through Rate 2018

Graph 27.1
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10. Email Marketing Essentials

55% marketers are currently using ‘lead nurturing programs’ to improve relationship with their
prospects. A good 56% marketers are planning to use ‘behavioral targeting’ for their email

campaigns in 2019. Since campaigns are designed keeping in mind the behavior of the consumer,

it is obvious that this method adds even more relevance to the conversations.

What are your current and future plans for Email marketing?

Lead Nurturing programs 55% 33% 12%
Customization of Emails YA 38%
Email Marketing service providers 47% 25% 28%
Personalized welcome flows 48% 40% 12%
Data Centralisation 39% 50% 1%
Marketing Automation providers 40% 41% 19%
Behavioral targeting 33% 56% 1%
Lead Scoring RIS 46% 20%
Double Opt-in 27% 38% 35%
@ Currently Using @ Plan to use No plan to use
Graph 28

(19 Expert View b A4

In current scheme of things, email marketers are competing not only on commercials
and services but also on customer experience. Hyper personalization via Al/machine
learning is the way ahead and will become an important element for brands. Email will
continue to be critical in customer experience as in most cases it initiates the brand’s
association for customers.

One of email’s most important characteristics is that it has the power to communicate
at a personalized level. In email marketing, the issues people had in past are still
persistent today. It's because email marketers care too much about what they want,
not what their audience needs. Marketers should take cues from the behavioral
insights and build upon content and frequency to strike a chord with their audience.
Also always perform the A/B split testing of your email campaigns before reaching out
to your prospects with good subject lines; reason being, the experimentation exposes
you to factors that work at various stages of your customer life cycle. Email remains a
robust marketing channel that marketers shouldn’t lose sight of.

Abhishek Bhandari
AVP - Product Management, ValueFirst Digital
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11. Defining an Active Subscriber

Every industry has different criteria for categorizing their ‘active’ subscribers.
We found that 48% marketers identify an active subscriber as a user who opened an email in the
past 60 days.

@ | According of majority of marketers in E-commerce industry, an ‘active’ subscriber is one
who clicked the link in the email in the last 60 days.

@ Email routing engines like Gmail are updating their algorithms towards a more stringent
view of what ‘active’ is. According to us, marketers should move towards categorizing an
active subscriber as only those who have clicked on a link in your email in the last 60 days.

Which of your Email subscribers do you call as ‘Active’ Subscribers?

@ Opened our Email in the last 60 days @ Clicked a link in our Email in the last 60 days

Transacted through Email in the last 60 days @ Any activity on Email in the last 180 days
Graph 29

12. Inactive Subscriber Base

61% of the participating marketers indicate more than 20% of their subscribers are inactive.

@ A recommitment email should be sent to inactive subscribers offering Opt-in or Opt-out
form, and if they Opt-in, then how frequently they want to receive an email.

What percentage of your Email subscriber database is inactive (no response in the last 6 months)
to your Email campaigns?

260/0 250/0

18%
13%

6%
.

9%

Lessthan 5% 6% t020% 21%to40%  41% to 60% 61%to80% Over 80% Don't know
Graph 30
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13. Impact of Social Media on Email Campaigns

People spend most of their time on Social Media out of the total time spent on the internet, where
they follow/subscribe the products as per their interest. Most of the marketers say, Social

Media plays an important role to increase brand reputation and awareness which in turn can
improve engagement on email campaigns.

How do you think Social Media influences Email Marketing?

63%
43%
32% )
S 29%
L J

Increases brand  Extends the reach Generate more Increases ROI Accelerates the
reputation and of email content qualified leads of email growth of
awareness to new markets programs subscribers
Graph 31

B Overtheyears [ B

Social Media efforts continue to increase brand reputation and awareness for most businesses
(63%]), which certainly improves the response on their email campaigns.

Increases brand reputation SSTREETE /sy JNED 62% 60% 63%
and awareness

Extends the reach of Email
content to new markets 55% 49% 53% 53% 46% 4L46% 43%

Generat lified
oo rereautied S N 5% 7% % 30% 33% 32% 32%

| ROl of Email
p':.f);e;s”e]z orEmal 24% | 35% BRI 34% 24% 33% Dol

Accelerates the growth B ¢ 0% 6% 31% 30% 29% 29%
of subscribers

@ 2012 ® 2013 2014 @ 2015 @ 2016 @ 2017 @ 2018
Graph 31.1
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14. Performance Marketing Metrics

Cost per Lead and Cost per Click continues to be the most popular performance marketing
metrics for India marketers.

@ In our observation, India marketers should leverage the power and reach of email
networks like they do for social media campaigns. Too much of focus on CPL metrics
on affiliate campaigns leads to spam and other practices, which is impacting brand
engagement and brand reputation. Brands should audit and double check affiliate
marketing of their opt-in databases.

What are the performance marketing metrics do you deploy for your affiliate Email marketing
campaigns?

0,

60%
56% mmo’%  57%

45%
42%
28%
22%
169 18%  20% 179,
16% 15% 16% . -
(o)
1% Ig%
CPL CPC CPR CPO CPM CPD
(Cost per (Cost per (Cost per (Cost per (Cost per (Cost per
Lead) Click) Registration) Open) Million Download)
Impressions)
@525 @B Both P

Graph 32

B Overtheyears [

Out of the host of metrics used for analysing an Email Marketing Campaign’s performance,
Cost Per Lead and Cost Per Click are the most deployed metrics since last 3 years. Cost Per Open
has now become less popular performance marketing metric.

CPL (Cost per Lead)
CPC (Cost per Click]

CPR (Cost per Registration) : 27% 23% 23%

CPM (Cost per Million B

Impressions) 37% 22% _BEEE

CPO (Cost per Open) = 35% 19% B16%

CPD (Cost per Download) 17% 10% 11%

©® 2016 @ 2017 @ 2018

Email Marketing
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15. Email Domain Subscribers

With Gmail now nearing 1 billion active users around the world, the largest number of
subscribers base (69%) comes from Gmail.

@ | B2B sectors receive 75% of emails from corporate Email IDs.

From which of the following domains do you receive the highest percentage of subscribers?

69%
48%
) 5% 4%
- 8% I I
Gmail Corporate Others Yahoo Hotmail
Email IDs
Graph 33

B Overtheyears | B

Corporate emails have seen the highest increase in percentage of subscribers. We see a 20%
increase of corporate email ID usage in 2018.

Gmail 78% 77% 69%
Corporate Email IDs 32% 40% 48%
Others Ml o 3% sv

Yahoo B e 7% 5%
Hotmail - 8% 7% 4%

® 2016 @ 2017 @ 2018
Graph 33.1
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| Recommendations [T

ROI ROI ROI:

India marketers are under invested in terms

of time and tools to effectively measure
success of their marketing efforts, with 18%
marketers not performing any attribution and
49% marketers indicating attribution as a
major challenge for 2019. Social Media spends
are increasing but their contribution to revenue
ROl remains a big issue. It is crucial to create

a customized model which aligns with a
customer’s journey holding all the touch

points that has led to revenue conversion
allowing for a more intelligent analysis

of efforts and budget across Deploy Smart Systems:

channels.
Customers are online 24x7 and

demanding higher performance from

brands. It is in this context that the rise

of artificial intelligence and natural

language processing has made a perfect

environment for chatbots to flourish.

There is no better time to start the use of
"~ such Al platforms for businesses. It is
incalculably efficient and effective to
carry on simultaneous customer service
conversations with a machine than with a
giant human call center. These self-
learning machines are getting smarter
with time and eventually are becoming
the first point of contact between
customers, providing instant assistance,
buying advice and resolving common
issues.

Automate your Marketing ‘Last Mile':

Fragmented consumer attention across increasing
number of digital channels is proving to be a double
challenge for marketers. Automation is making
marketers’ life a lot easier as it streamlines, automates,
and measures marketing tasks and workflows allowing
marketers to be more efficient in contributing towards
increased revenue with modest budgets. With online
marketing getting more complex YoY, the marketers
who are already using automation tend to outperform
the marketers who don’t as per recent research studies.

Recommendations
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Understand Email Psychology:

Email continues to be the highest revenue
ROl channel for India businesses. According
to our research in this area, businesses are
under invested in automating email workflows,
list management and improving content. Most
marketers are struggling to keep up with the
changing algorithms of email engines which
punish non profiled, unsegmented ‘batch and
blast” email campaigns. Personalization
aligned with consumer buying journey has
been rated as one of the most promising
practices for a relevant and hence a higher
revenue.

Sharpen the Content Focus:

Behind every great brand is a wealth of
valuable and relevant content that truly
connects with the audience. Good news
is that most India online marketers are
investing more in content management
programs. Presenting an engaging and
educating content to your audiences
helps to develop a favorable opinion about
your brand. Great content, especially the
dynamic, well thought out ‘stories’, can
create contextual conversations with the
customers and convert better on the
consumer buying journey. We believe
three trends that deserve a special focus
in this area are:

A) Consumption of local language content
is growing way faster than English content.
B) Video content is top of the charts and
brands need to leverage this content
format.

C) Google India forecasts more than 50%
search queries to be voice driven by 2020.
Enabling Voice Search for content
discovery is another area which

deserves special focus.

Recommendations
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Digital is a vast topic, where disruption is a critical element of the consistent evolution
of technology. In India, internet disruption is primarily being driven by consumers and
though we have a lot of data/resources available on consumer behavior online, what
we often desire is understanding of what's working and what’s effective. For the last
8 years, Octane Research’s annual has proven to be a ready reckoner for digital
marketers especially in ecommerce. | appreciate their efforts on the project done

Sunil Kumar
GM - eCommerce & Innovations, India, Jet Airways Ltd.

Octane’s annual research is one of the very few reports in the India that help in
getting a 360-degree view on how digital marketing is evolving with every passing
year. | had been a part of their research team myself in 2014-2015 and know how
exhaustively the research is carried out. It strives to bring forth valuable insights
and plethora of opportunities that a digital marketer should be looking at. I'm glad
to share that | refer these reports to see how businesses are yielding from digital
standpoint.

Sahiba Sachdev

Senior Manager, Essence (a GroupM company)
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