
Hunterz Ignite is the Marketing Club of IBA, is a student oriented club for 

those who share a passion for marketing, for those who are creative and for 

those who dare to be different. Managed by a group of 14 students with men-

tor Prof. Mr. Narendra Babu B.V .  

Hunterz Ignite is a platform that aids the making of Marketing as an inter-

esting subject and brings beyond the horizons of textbooks. With us your 

marketing brains will be exposed to situations aimed at easing your path to 

becoming a great marketer. In short the logo of the club signifies just focus 

and hunt your target.  

About Hunterz Ignite Club 
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Americans Watched Record Number of Online Videos 

Ethical issues- A Minor consideration for shoppers.  

B U L L ' S -

Americans watched 52.4 billion online 

content videos in December, exceeding 

the 50 billion monthly views mark for 

the first time, according to recent Video 

Metrix data from comScore 

In total, 188.2 million Americans—

86.9% of the US Internet audience—

watched online videos during the month. 

Google Sites, driven primarily by video 

viewing on YouTube, ranked as the top 

online video content property in Decem-

ber, with 159.1 million unique US view-

ers. Facebook was second, with 79.1 

million viewers, followed by AOL, with 

76.2 million. 

Google Sites also generated the highest 

number of views, with 13.4 billion, fol-

lowed by Facebook with 3.7 billion, and 

AOL with 1.4 billion. 

Cost and function are more im-

portant to consumers when buying 

products and services. 

Only a small minority of shoppers 

take ethical factors into considera-

tion when making purchases, ac-

cording to research. 

The „Shopper Tribes‟ study by G2 

Field Marketing shows that only 

15 per cent of consumers are in-

fluenced by their ethical values 

when buying products and services.  

The research involved a survey of 

2,000 UK adults about their moti-

vations during the purchasing pro-

cess. 

Using these findings, G2 divides 

consumers according to different 

segments or „tribes‟.  

Some shoppers display a number of 

different motivations and hence 

fall into several categories. 

While the „ethical shoppers‟ group 

is the third smallest tribe tying 

with ‟habitual shoppers‟ (15 per 

cent), and ahead of „social shop-

pers‟ (12 per cent), the largest 

tribe by some distance is „cost-

conscious shoppers‟ at 71 per cent. 

This refers to people who seek out 

the best deals, make use of vouch-

ers and often shop in the sales. 
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Tariq confirmed his appointment as digital marketing director for Apple‟s retail decision 

through a Tweet yesterday evening (4 August). It sees the former Burberry social media 

director reunite with the fashion house‟s previous chief executive Angela Ahrendts, who 

became senior vice president of Apple Retail in May.  

 

Apple has very few social media accounts with the com-

pany discounting the need to engage fans constantly to 

buy its products until recently. Tariq is tasked with re-

solving the limited presence, an area chief executive Tim 

Cook has looked to address through a string of high-

profile hires and acquisitions.  

 

The former Nike marketer is viewed as one of the pioneers in the social media space in 

industry circles for his focus on community management and viral content.  

 

It was this focus on nurturing advocacy online that attracted Nike to Tariq in 2012 and 

he went on to play a key role in shaping some of its most popular campaigns over the 

last two years. He is said to have devised a campaign that saw the sportswear maker 

tease a new trainer through videos describing it without actually revealing what it looked 

like. Nike did not respond to a request on Tariq‟s replacement by the time this article 

was published.  

 

Prior to Nike, he worked on several campaigns for Burberry during its renaissance as a 

luxury brand. His London Fashion Week “Tweetwalk” campaign, which offered online 

fans photos of Burberry‟s Spring/Summer 2012 collection right before the models hit 

the runway, is credited as a key turning point in the company‟s digital strategy  

Apple woos former Nike social media head Musa Tariq  
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Members Speak 

Over the last 20 years, there have 

been advances in marketing media 

outlets and strategies. One of the 

more recent forms is referred to 

as Social Media Marketing. This 

method can be defined in a num-

ber of ways, but one of the best 

descriptions came from a market-

ing professor at The University of 

Cincinnati, Ric Sweeny, “Social 

media marketing is the ability to 

use nontraditional communication 

and connection to build a brand.” 

Social media is one of today‟s big-

gest forms of communication and 

it has not only changed the way 

people interact everyday but also 

the way companies communicate. 

Today's marketers have adapted 

the various forms of social media 

to perform a business purpose. As 

a result the adaptation of social 

media has taken been a focus of 

innovation and ideas for the mar-

keting world. Contemporary forms 

of social media are found in two 

very popular websites, Facebook 

and Twitter. Together, these sites 

are defining the platform for so-

cial media in the digital world, 

and continue to adapt and evolve 

with advances in technology and 

consumer preferences.  

The big debate over social media 

marketing is, can it be relied on as 

the new marketing standard 

compared to traditional market-

ing approaches. Others challenge 

that this outlet is just a comple-

The New Marketing Frontier 
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Fig. Brand Perception 

Ferguson 2 Marketing media styles have 

changed over the years, and this newest 

form did not occur over night; it has 

growing and developing as this media al-

ternative has become increasingly popu-

lar. This paper will review various ap-

proaches to social media marketing, 

some related background, and how the 

process has changed over time. Adapting 

social media as a platform for marketing 

is very different than the more tradi-

tional forms of marketing. As mentioned 

before, the two modern day outlets, Fa-

cebook and Twitter have become brand 

names that at least for now, have be-

come the standard in social networking, 

for personal as well as business contacts. 

What better avenue for business than to 

gauge consumer preferences and follow 

trends that will enhance the appeal of a 

particular product or service. If you con-

sider the definition of marketing from its 

own national organization, the American 

Marketing Association, it is “the activity, 

set of institutions, and processes for cre-

ating, communicating, delivering, and 

exchanging offerings that have value for 

customers, clients, partners, and society 

at large.” Likewise, the engine that pro-

pels marketing efforts is the field known 

as Marketing Research.  

This is defined by the same organization 

as “the function that links the consumer, 

customer, and public to the marketer 

through information used to identify and 

define marketing opportunities and 

problems; generate, refine, and evaluate 

marketing actions; monitor marketing 

performance; and improve understand-

ing of marketing as a process. Marketing 

research specifies the information re-

quired to address these issues, designs 

the method for collecting information, 

manages and implements the data col-

lection process, analyzes the results, and 

communicates the findings and their im-

plications.”  
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Considering these definitions, so-

cial exchanges like Facebook and 

Twitter become the ideal lab 

where consumer opinion, ideas 

and preferences are freely ex-

changed and available to be culti-

vated for business and commerce. 

Ferguson 3 Before we can get into 

social media marketing I would 

like to review some of the history 

of marketing. Throughout time, 

most consumer related products 

has been marketed to some ex-

tent. This process certainly ex-

panded when forms of print me-

dia, like the newspaper, began to 

be available to everyone. In the 

most basic form of marketing this 

included product advertisements. 

With the expansion of spoke me-

dia, such as radio, the use of ad-

vertising greatly expanded. The 

use of marketing techniques and 

refinement of target audiences be-

gan to expand with the television. 

Even with these most common 

forms of influencing consumer at-

titudes and behaviors, business has 

been limited in its ability to gauge 

consumer response other than 

sales activity. With the ability to 

monitor a free flow of opinions 

that could affect the appeal of 

particular goods or services, social 

networking provides a never-

before forum for improving tech-

niques and resources to enhance 

sales and product development.  

Traditional forms of marketing 

such as print ads, radio and TV 

are currently the primary sources 

for marketing efforts simply be-

cause that is where the majority 

of consumers go for information 

and entertainment. Certainly the 

growth of internet usage has 

caused many customers to shift 

that reliance to a more immediate 
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Fig. Brand Perception 

source of targeted information.  

There is little question that marketing 

plays a significant role in internet 

browsing. In addition to the internet, 

many consumers are preferring to seek 

to be entertained by podcasts, recorded 

music and streaming audio and video. 

Despite the significant expansion of “e-

products”, marketing efforts will contin-

ue to depend on the traditional methods, 

especially for certain audiences that may 

not feel comfortable with or have the re-

sources to take advantage of electronic 

alternatives. For example without ques-

tion, the popularity of sporting events 

will continue to fuel the marketing ef-

forts using traditional methods. Just like 

the marketing efforts on television, 

sports-related marketers can target 

products that may appeal to a particular 

population segment. 

Ferguson 4 Even though print, radio, 

and TV marketing campaigns, will at-

tempt to find the engaged consumer, 

only 18% of TV ad campaigns are effec-

tive today, with 90% of people who skip 

the advertisement (Kirby). This means 

that one of the biggest markets in mar-

keting and advertising is often over-

looked. With that in mind, it is not hard 

to see why marketing efforts are eager 

to focus resources on new and more ef-

fective forms of advertising and market-

ing products to consumers. 

This new approach to reaching custom-

ers continues to grow every day, espe-

cially since the use of the computer and 

the internet have become the preferred 

method for people to gain and share in-

formation and ideas. Originally in the 

early days of the home PC, the only 

marketing that was present on the in-

ternet was the “banner ad” and the 

ability to interact with people through 

messages boards and chat rooms. With 

the expansion of internet, people began 

to use the computers for many different 

forms of entertainment. As a result, 

consumer marketing also grew in this 

virtual world, taking advantages of blogs
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and popular entertainment web-

sites such as YouTube. To demon-

strate the impact there are 

65,000 new YouTube videos per 

day and 200,000,000 blogs on 

the web today, with 57% of the 

online community joining a social 

network site (Smith). Unlike tra-

ditional media, the online audience 

can rapidly interact with a global 

audience. 

Facebook is the current winner in 

the social media standard, and 

won this position from a site that 

was formerly popular, MySpace. 

As Facebook‟s audience increased, 

so did the opportunity for ad rev-

enue and interaction between cli-

ents. In 2009 though Facebook 

has undergone an update to the 

site which has allowed companies 

to create ads or “pages” they are 

now called. As a result of this peo-

ple can now see updates to their 

favorite companies, see what new 

products are coming out and talk 

to other consumers about prod-

ucts. 

Ferguson 5 a content sharing site; 

Facebook users share an average of 

28million pieces of content a 

month. In the same way, another 

social networking standard, Twit-

ter is a website that allows com-

panies to talk to their consumers 

and consumers talk about and 

back to them. Twitter is a site 

where participants can report on 

and update their activities and 

status. For example, a person us-

ing Twitter could describe details 

about their daily life, work, inter-

est and plans. This allows compa-

nies to interact with consumers 

and evaluate what their desires 

and buying patterns, according to 

the social media marketing begin-

ners guide by Jon Rognerud. 
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Fig. Brand Perception 

These outlets fulfill 4 of the 16 social 

media marketing tips: Connect, Blog, 

Links, Feed /Research. 

Social media marketing is effective for 

different sizes of companies. Larger com-

panies, use this medium to refine prod-

uct effectiveness and enhance sales ef-

forts. Whereas small companies use these 

tools to establish name recognition and 

brand loyalty. Both large and small 

companies benefit from the ability to 

talk to the everyday customer, and share 

upcoming improvement, new products 

and ideas to keep them interested and 

informed. It is a great method for all 

companies to create excitement and ur-

gency around products. 

As with internet message boards, the 

more that companies are able to get 

people talking about your products, the 

more likely those consumers will continue 

to be customers. I heard a quote that “it 

doesn‟t matter if people are talking 

about your product in a good or bad 

way: you‟re getting your product out 

there anyway.”anyway.”(Sweeney) As 

long as the publicity is out there it is 

likely positive. In a copy of Communica-

tion World last year; Angelo Fernando 

talked about this issue of getting people 

talking about your brand. 

He shared a story about a BMW custom-

er chat room (http://bmwboard.com). 

People would discuss negative items such 

as water pump leaks and issues unflat-

tering to the brand. But did they stop 

the interaction? They might have Fergu-

son 6 done so in the past, but in the new 

brand world, marketers recognize that 

this discussion is what keeps brands alive. 

Through this free interchange of com-

plaints and suggestions, consumers feel 

empowered and engaged in the im-

provement of products which could lead 

to better brand loyalty and better prod-

uct development. Unlike the large com-

pany, a small company lives on consum-

er interaction to build its brand name. 

Social media marketing if done right can 

play a large role in building a fan base 
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creditability, and product aware-

ness and knowledge. The size of 

your fan base provides you with 

greater feedback on new products 

but more importantly, as that 

base grows, so does the popularity 

of your new brand. In the same 

way, product creditability is 

measured thought the regular in-

teraction with consumers. It is a 

great way to evaluate consumer 

attitudes about your products val-

ue compared to your competitors. 

Creditability is something that a 

company needs to be determined 

early in a products life and social 

networking is the perfect way to 

solicit and receive regular unbiased 

feedback. 

One of the most exciting uses of 

social networking in business is 

building excitement and anticipa-

tion around a new product or ser-

vice. The more that companies can 

create a “buzz” about the features 

and advantages of a new product, 

the more likely they will enhance 

the sales when the product is re-

leased. Common examples of this 

include new products such as cell 

phones, and video games. The ex-

citement started online as the 

company began to release or 

“leak” product details to the 

online community long before the 

product was released. It doesn‟t 

take long to get people talking 

and social networking is a proven 

outlet to create this interest. 

Of course with anything in life, 

there is always a downside. When 

marketers create interest in prod-

ucts or services based on promises 

or untested information that is 

„leaked to an online community, 

they must make sure their prod-

uct will perform as it is supposed 

to. If the Ferguson 7 product is 
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flawed or simply doesn‟t work, the word 

is spread pretty quickly. In the past, a 

manufacturer had some time to evaluate 

product roll-out and maybe even time to 

make improvements before consumers 

were aware of the problems. With to-

day‟s “instant” feedback, consumers 

write product evaluations online, causing 

flawed products to be doomed in a short 

period of time. 

Likewise, when consumers believed that a 

company has intestinally misrepresented 

a product, it will be known quickly 

though out the work by using these social 

networking forums. In fact, if the con-

sumer feels “ripped-off”, the great 

amount of negative writing with blogs 

and simple consumer interaction through 

the online networks, the company may 

never recover. Another example is in the 

Tech community, products like software, 

computers and electronics are put to the 

test before something even hits the store. 

This means that your product is up for 

the mercy of the reviews. If a product 

does well it will be promoted throughout 

the social media sites. Likewise if some-

thing gets a bad review, the sales of the 

product will suffer. 

Social media marketing in today's world 

is new and upcoming for marketing and 

it offers a great deal of value in today‟s 

society. According to Marta Kagan with-

in the next year, Generation Y will out-

number the baby boomers generation. 

This generation is the generation that 

will have grown up on computers over 

their entire life. This generation also is 

also holds a large percentage of accounts 

on social media sites like Facebook and 

Twitter. In addition to this large pres-

ence of people online, Generation Y has 

influence in what products are bought. 

According to an article in USA today 

“At 82 million people, Gen Y is the most 

influential generation for retailers be-

cause it is bigger than the baby boomers 

and its members have spending power 

and strong opinions at an earlier 

age” (O'Donnell). This demonstrates that 
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this next generation is essential to 

marketers and branding agents 

because they represent spending 

patterns, buying Ferguson 8 influ-

ence, and revenue growth for 

companies. Companies that don‟t 

capitalize of the preference and 

necessity to promote educate and 

transact business using online re-

sources such as social networking, 

may find themselves irrelevant 

with the new consumer. A good 

example of this is the decline of 

catalog giants like Sears and JC 

Penny. 

The use of Facebook, Twitter and 

online blogs has proven to provide 

a large influence on buyers. One of 

the reasons is simply that people 

in these online communities tend 

to believe those in their communi-

ty before an advertiser (Kagan). 

Most people today will likely look 

at websites/ blogs and ask friends 

before going to a store or pur-

chasing a product. Today's con-

sumers are more educated about 

the products they buy. With to-

day's technology almost everyone 

today has the ability to skip ad-

vertisements while watching rec-

orded TV. 

Business as usual for the TV mar-

keter is going to continue to be-

come more difficult. With the ex-

pansion of DVR technology, the 

desired practice of watching a 

program and skipping ads brings 

up a new problem of how we 

reach these consumers likewise this 

is also the case with recorded ra-

dio and podcasts that allow con-

sumers to listen to desired pro-

gramming and entertainment “on

-demand” and without the ad-

vertisements. Consumers are tired 

of being bombarded with adver-

tisements and the marketer needs  
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to be creative and engage the consumer with methods that they are comfortable 

with and have interest when they are motivated to buy.  

Even though social media marketing may seem essential for the future, we as a so-

ciety still have some gaps with this dependence on technology. As marketing pro-

fessional focus on the advantages of social network marketing, there is still limited 

to segments of society that do not participate in these new forms of interaction. 

Regardless of income, some people choose not to take advantage of social media 

marketing and just have little interest in taking advantage of these public re-

sources. 

Make no mistake, just as the growth of these communities have exploded in just a 

few years, technology will continue to pay an ever increasing role in all parts of so-

ciety. Certainly the next generation of social networking platforms and websites 

will continue to further highlight the essential role of this marketing tool in busi-

ness.  
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Why Customer Satisfaction and Feedback are important? 

Sometimes companies are misguided by the notion that customers de-

pend on them. The truth of the matter is that we very much so de-

pend on them. Many researchers and academia have highlighted the 

importance of customers in today‟s market. The level of satisfaction a 

customer has with a company has profound effects. Studies have found 

that the level of customer‟s satisfaction has a positive effect on profit-

ability: 

 A totally satisfied customer contributes 2.6 times as much revenue 

to a company as a somewhat satisfied customer. 

 A totally satisfied customer contributes 1.7 times as much revenue 

as a somewhat dissatisfied customer. 

 A totally dissatisfied customer decreases revenue at a rate equal to 

1.8 times what a totally satisfied customer contributes to a com-

pany. 

Research has shown that when a person is satisfied with a company or 

service they are likely to share their experience with other people to 

the order of perhaps five or six people. However, dissatisfied customers 

are likely to tell another ten people of their unfortunate experience. 

With social media readily available for consumers to tell their story to 

all of those online, you can easily go to Twitter or Facebook and read 
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Customer loyalty is much harder to obtain than satisfaction. Even though custom-

ers are satisfied with the company there are several factors that could cause the 

customer to defect to the competition, such as finding a better value or the com-

petitor is more convenient. With that said, having high levels of customer satisfac-

tion does not always lead to customer loyalty. However, a company cannot achieve 

customer loyalty without having customer satisfaction.  

Thus, though customer satisfaction does not guarantee the repurchase from a com-

pany but it does play a very important role in achieving customer loyalty. Con-

ducting customer satisfaction research will provide your company with the neces-

sary insight it needs to make informed decisions in order to retain and increase 

your customer base and improve customer relationships.  
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Events Till Now 

 

Launch of the Hunterz Ignite 

Treasure Hunt 



For More Action- 

 Log on to: www.hunterzignite.weebly.com 

 Join us at: www.facebook.com/

MarketingclubHunterzIgniteIBA 

 Twitter: https://twitter.com/HunterzIgnite 

 Linked In: http://www.linkedin.com/pub/hunterz-

ignite 

 Write to us at: iba.hunterzignite@gmail.com 
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Indus Business Academy  

Bangalore: IBA Campus | Lakshmipura | Thataguni Post | Kanakpura Main 

Road | Bangalore – 560 062 | India | Tel: +91 80 26083770 | Fax: +91 80 

26083708 | www.iba.ac.in  

(Ranked ‘A++’ Category B-School by Business India All India B-School 

Survey 2012 & ‘06th ’ Top Best B-School of Excel-lence by CSR-GHRDC 

All India B-School Survey 2012)  

 

Follow Us On:-  

https://www.facebook.com/MarketingclubHunterzIgniteIBA  

 

For Feedbacks & Suggestions :-  

Hunterz.iba@gmail.com  


