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ABSTRACT

ORM IS TRANSCENDING TO TOP
PRIORITY FOR BUSINESSES & BRANDS
The journey of online reputation management (ORM) in India is argued to
be still in a nascent stage in comparison to some of the country’s global
counterparts, focussing on key pillars such as social media, search, public
relations.
However, with accelerated digital adoption, ORM now entails crisis
management, response & consumer feedback mechanism, commercial
operations and competitive benchmarking. Emerging tech such as artificial
intelligence (AI), machine learning (ML), voice, chatbots, video content,
ecommerce are all forming part of ORM strategies, ensuring that its maturity
curve is on the rise.
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EDITOR-IN-CHIEF’s NOTE

DR ANNURAG BATRA

Chairman & Editor-In-Chief
BW Businessworld & exchange4media Group

“

Online reputation management has already progressed to just
reputation management for businesses that understand the
significance of digital in their strategies of today and tomorrow.
Social media has become make or break; consumer cares about
what a brand stands for, and how it behaves. In this reality, modern
marketers comprehend the groundswell of change, and strategise to
make it work for their businesses

“

EDITOR-IN-CHIEF’s NOTE

REPUTATION MANAGEMENT IS
A BUSINESS IMPERATIVE

When we undertook the assignment with
DDB Mudra to understand how online
reputation management (ORM) has played
out for businesses in India, like most who
are exposed to digital-only in nearly all
conversations, my sense as well was that
the critical importance of ORM is a nobrainer. It was hence interesting for me to
observe the lag between acknowledgment
and action when it comes to ORM in
India by the time we spoke to a cross
section of marketing leaders and industry
professionals.

This study also highlights that there exists
a large portion of businesses, medium
to small sized, that are still grappling in
understanding why ORM matters. This
is not to say that ‘reputation’ or their
consumers do not matter to them. It is
just that they are yet to understand the
advantages or experience any incremental
benefits that technology-led marketing
solutions are bringing to the table. This
precisely is where lies the opportunity
ahead.
I was intrigued also with some of the
comments from marketing leaders and
domain experts in this whitepaper that
reminded me how marketers in India are
constantly pushing the envelope to inspire
and innovate.

I should perhaps refrain from making
a generic comment here. The inputs
received for this whitepaper show that
two kinds of businesses have already
made ORM mainstay in their marketing
imperatives, business imperatives even in
some cases. The first of these are the large
corporates who value every intersection
with their consumers. These companies
have engrained digital platforms as their
core strategy so much so that for them
ORM is already just RM – reputation
management.

The crux of the matter here is that ORM
has already successfully progressed to
just RM for businesses that understand
and value the significance of digital in
their strategies of today and tomorrow.
Social media has become make or break;
consumer cares about what a brand
stands for, and how it behaves. In this
reality, modern marketers comprehend
the groundswell of change, and constantly
strategise to make the likes of ORM
work harder in achieving their business
outcomes.

The second are the mavericks, or the
new generation of business leaders and
marketing minds who have used digital
platforms to create models we envy and
learn from every day.

DR ANNURAG BATRA

Chairman & Editor-In-Chief
BW Businessworld &
exchange4media Group
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FOREWORD

RAMMOHAN SUNDARAM

Country Head & Managing Partner
Integrated Media
DDB Mudra Group

“

Identifying the chatter happening in the social media space through
listening tools and creating content strategies that resonate
positively for the brand to ensure they remain top of mind and in
good stead in this new world of engagement, has become a business
imperative

“

FOREWORD

BUILDING CONTINUOUS
CONFIDENCE
It gives me immense pleasure to have
produced this whitepaper on behalf
of DDB Mudra Group, in partnership
with BW Businessworld, to showcase
the importance of Online Reputation
Management (ORM) for brands in today’s
everchanging consumer journeys.

There are several such cases we have
seen in the recent past where ORM took
massive importance to control damage,
where there was consistent proactivity
shown depending on the damage control
one had to undertake, which largely
was a reactive approach to a situation
on hand. However, there are several
proactive approaches too that only builds
continuous confidence in the consumer’s
mind, helping build affinity and love. This
leads to not just advocacy that improves
consideration scores, but also influence
peers that helps in conversion.

What the pandemic did to the world
was unprecedented. World economies
had to change gears to not only ensure
continuity to businesses but also to
ensure brand love is maintained, in the
new way of engagement. This new way,
that predominantly took place in the
cyberworld via social channels, was
pushed forward as India witnessed the
recent second wave.

We at DDB, have been at the epicentre
on some such situations, and with our
deep understanding of the space, have
delivered on some stellar work with some
of our clients.

While several progressive sectors such as
banking, telecom and entertainment had
already taken the route of addressing
consumer grievances through social
channels, brands started understanding
the importance of staying connected to
the new age consumer whose consumer
journeys were no more linear.

This whitepaper will bring out tremendous
learnings and will help marketers to not
just understand the importance of ORM
and social listening but will now know
how strategies get driven from what
your consumers are saying about you,
thereby bringing ORM into mainstream
of marketing.

Identifying the chatter happening in the
social media space through listening
tools and creating content strategies that
resonate positively for the brand to ensure
they remain top of mind and in good stead
in this new world of engagement, has
become a business imperative. Brands
have also realised how social space can
bring down their image in no time.

I hope the efforts put by the teams at
DDB Mudra and BW Businessworld & BW
Marketing World is well appreciated by
you all, and this paper acts as a fuel on
some of the pending decisions on ORM
which you would like to consider closing
the loop on.

RAMMOHAN SUNDARAM

Country Head & Managing Partner
Integrated Media
DDB Mudra Group
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EXECUTIVE SUMMARY

BW MARKETING WORLD – DDB MUDRA
‘STATE OF ORM IN INDIA’ WHITEPAPER

KEY HIGHLIGHTS

ORM is becoming “critical to marketing playbook”

Emerging tech such as AI, ML, voice, chatbots, video content,
ecommerce are forming part of ORM strategies in addition to
social, inﬂuencers, search & PR

Led by monitoring & social listening, ORM enables brand
readiness & preparedness

ORM has gone beyond only reputation and brand management

TOP FINDINGS

ORM now entails crisis management, response & consumer
feedback mechanism, commercial operations & competitive
benchmarking

86%

marketers believe ORM to be part of a larger brand
experience journey

83%

large spenders believe ORM connects to marketing
but “stands in its own right” as well

80%

marketers state that data-backed companies are most
sought-after while choosing external ORM partners

74%

medium & small business still park ORM in “not
indispensable” & “yet to become priority”

71%

marketers state that ORM is still in nascent stages in
India

64%

marketers agree that ORM in India is still “not timely
managed and lacks quality”
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CRITICAL TO
MARKETING PLAYBOOK
From ‘reactive’ to ‘proactive’, from ‘important’ to ‘core and critical’, Online
Reputation Management in India is transitioning towards top priority for
businesses. The headroom for growth however remains massive, with a wide gap
between adopters & laggards

To call digital mainstream, can be
considered a cliché as early as a decade
ago. The ‘next normal’ however reminds
that when it comes to virtual in India,
there is only ‘a significant more’ to
achieve and never a finish line. A direct
fallout of the accelerated digital adoption
for the at-home consumer was ‘shock to
brand loyalty’ as some experts dubbed
it, re-arranged consumer expectations as
experienced by all businesses; even the
sheer turnaround time for a query or a
complaint has painfully shortened in the
instant gratification world.

skillsets residing within, are still trailing
market needs and demands. Hence, the
headroom for growth.
The BW Marketing World and DDB Mudra
study, ‘State of ORM in India’, finds out that
over 84 per cent marketers (comprising
chief marketing officers, marketing
heads, heads of brands, brand managers)
agree that ORM is becoming critical to
marketing playbook. These marketers are
however quick to add that ORM is still
some distance away in maturing in India.
The senior category head at Parle
Products, Krishnarao Buddha, agrees
with this school of thought. He notes that
while some leading brands have taken
cognisance of ORM and have started
including it as part of overall marketing
and business strategy, India is still in an
“evolutionary stage, and would take at
least another three to five years to reach
maturity”.

Online Reputation Management (ORM), in
this backdrop, is equivalent to brands and
businesses’ readiness for the unexpected,
contributing towards building ‘trust’ and
‘value’ in the life of a consumer, in the
course making brands future fit.
State of ORM in India: Still Nascent

In ORM specifically, it would appear
that the divide between the adopters
and laggards is still noteworthy in India.
Large spenders are leading the curve
here, but a vast majority of businesses
are yet to imbibe ORM in their consumer
engagement and connect strategies.
Even among the perceived adopters,
leading marketers indicate that while the
significance of ORM is understood, the
action undertaken by a company, and the

“ORM surely is on the road though,” adds
Karthi Marshan, the president and chief
marketing officer of Kotak Mahindra
Group. Marshan says, “We have seen a
wide variety of crises hit brands in the
last few months, and while the strategic
response may have been debatable in
some cases, we can safely say no one was
caught sleeping at the wheel.”
9
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While most leading marketers echo
this standpoint, the difference comes
in the long tail. The irony here is that it
counteracts earlier digital marketing
trends, where smaller and lesser spending
brands would feature among the early
adopters of newer platforms at the time.
One argument to explain this behaviour
is in the lack of understanding the scope
of ORM for modern marketers.

and preparedness. Emerging tech and
tools such as artificial intelligence (AI),
machine learning (ML), voice, chatbots,
video content, and ecommerce are all
forming part of a holistic ORM strategy,
that was once limited to only social,
influencers, search and PR as its key
pillars.
The study indicates that ORM has gone
beyond only reputation and brand
management. And that it now entails crisis
management, response and consumer
feedback
mechanism,
commercial
operations & competitive benchmarking.

Parle’s Buddha observes that while the
majority of respected and leading brands
have adopted ORM as part of their
business strategy, the concern lies with
“the smaller brands”. “The brands are
yet to integrate ORM in their marketing
strategies and not just as a part of crisis
management,” he says.

State of ORM: The Counter View,
Courtesy Ecommerce

One of the findings of the BW-DDB Mudra
study indicates that over 74 per cent of
medium and small business still park
ORM in “not indispensable” and “yet to
become priority”. Large marketers too
have observed this trend, and attribute it

A counterview on this however comes
from the managing director of eye health
product company Bausch & Lomb, Sanjay
Bhutani, who states that for the new
Indian organisations and startups, ORM

Sectors in India are responding
differently to ORM; Marketing leaders
however believe that propelled by
monitoring and social listening, ORM
enables all with brand readiness and
preparedness

to the offline versus online scale in India,
which has a direct impact on the ORM
play for companies.

forms a core part of product and marketing
strategy. He explains, “They use it as a
strong tool for consumer insights, and not
just to manage consumer sentiment and
drive business and brand positioning via
ORM. Traditional businesses have been
slow to evolve but many large organisations
are moving towards a coherent strategy.”

“While the pandemic further accelerated
India’s digital journey, but digital
penetration is still growing, and many
organisations are yet to embrace the
medium,” reminds Anjali Krishnan, Senior
Manager - Media, Mondelez India, adding,
“They continue to survive in a brick-andmortar environment and ORM is not a
priority for them yet.”

Even as sectors in India are responding
differently to ORM at present, the larger
majority of marketing leaders believe
that propelled by monitoring and social
listening, ORM enables brand readiness
10
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India is indeed still considered among
emerging markets for most digital
activities. In 2020, the country has
registered some of the biggest numbers
in urban versus rural digital adoption,
indicating some early signs of a ‘flat
India’, where many companies saw Tier
2 and Tier 3 markets bouncing back to
growth faster. The DGM - Marketing at TTK
Prestige, Ankur Agarwal cautions though,
“While data suggests that the adoption
rates has been fastest in India, it is still
a long way to maturity considering the
strong trade and offline influence that
the country has. The big change I see
happening in the future is offline trade
befriending ORM to their advantage.”

The Challenges To ORM

Even though there is some difference of
opinion on how far ORM has come in India,
some aspects that all marketing leaders
are united on is that the road ahead for
ORM has its share of challenges.
“The ORM industry is relatively raw. There
is a lot more nuanced insight I seek as a
brand, about the quality of chatter online
about us, as well as analytics about the
voices chatting, than is meaningfully
available today. One downside of this
is that brands tend to confuse noise
and signal, and end up over-reacting to
assaults from the fringe, which arguably
might have died a natural death, if left
alone, for example,” says Marshan.

While this is one side of the coin, the rise of
ecommerce at the speed seen in the year
of nationwide lockdown, paints another
picture that reflects some green shoots
in this context.

Authenticity also has been highlighted as
a “big challenge” by several marketers.
Elaborating on this, Mondelez’ Krishnan
reflects, “This is a challenge both in
terms of reviews by consumers as well
as responses by companies. We in fact
even see brand safety and suitability as
another area of concern.”

The timeline for service-level agreement
(SLA) not so long ago, would be over the
course of a few days. As of today however,
several brands have moved to much
shorter SLA timelines, arguable even
within minutes. A case in point here would
be Tata Motors that invested heavily in
its ecommerce and ORM plans in the year
gone. “With customers cross-shopping
between industries, their expectations
remain consistent from brands across
sectors. To cater to the same, we are
formulating strategies that acknowledge
this need and are shaping our teams and
operations to meet the desired customer
expectations,” informs Vivek Srivatsa,
Head, Marketing, Passenger Vehicles
Business Unit, Tata Motors.

Srivatsa from Tata Motors alludes to
a “defensive or a lack of proactive
approach to ORM” as a challenge as that
can result in “neutralising any good that
an organisation or a brand does in other
areas”.
The manual dependency on ORM has
been reduced drastically over the last few
years. However, we the turnaround time
of certain consumer tickets due to nonworking hour queries generated is also
highlighted as a concern.
Marketing leaders do site timely strategies
and collaborating with the right partners
as some of the solutions that will
overcome these challenges to make ORM
work harder for brands and businesses in
India.

Commenting on the bigger picture, he
notes, “We believe that India is a mature
market in terms of ORM play and the
maturity has been brought about by
ecommerce brands that have raised the
bar in terms of customer management.”
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INDUSTRY INSIGHTS
Marketing & business leaders share insights on how they see the
ORM space evolve in India, and their own experiences of deploying
this tool for consumer engagement and meeting broader company
objectives

Featured Voices:

Karthi Marshan, President & Chief Marketing Officer, Kotak Mahindra Group
Ankur Agarwal, DGM - Marketing, TTK Prestige
Surabhi Ahluwalia, Commissioner of Income Tax (Media & Technical Policy) &
Official Spokesperson, CBDT
Vivek Srivatsa, Head, Marketing, Passenger Vehicles Business Unit, Tata
Motors
Krishnarao Buddha, Sr. Category Head, Parle Products
Anjali Krishnan, Senior Manager - Media, Mondelez India
Sanjay Bhutani, Managing Director, Bausch & Lomb

INDUSTRY INSIGHTS - IN CONVERSATION

THE DIGITALLY
COMFORTABLE
CONSUMER
The crisis delivered a “triple whammy”, making online reputation management (ORM)
more challenging & promising. As people began paying attention to financial matters,
it helped increase engagement, while also raising expectations, says Karthi Marshan,
President & Chief Marketing Officer, Kotak Mahindra Group

Karthi Marshan

President & Chief Marketing Officer, Kotak Mahindra Group

days were full of signing on influencers
exactly like we used to buy ads on ‘Chaya
Geet’ or ‘Chitrahaar’ once upon a time --commodity: eyeballs. Today, the digitally
comfortable consumer is on to us, and if
an influencer doesn’t have credibility for
the space they are posting, or the brand

ORM was always important for
financial brands. How has it evolved
in in recent past as digital became
mainstay in a market like India?

I would encourage brands to look hard
at their influencer strategies. The early
14
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they are endorsing, it’s just money down
the tube, or in this case, down the pipe.
Similarly, the era for puff pieces in PR is
done. Consumers will only pay attention
to content that matters to them, that
responds to their live pain points.

purposes with the brand, and this can cost
all parties a lot in the long run.
What are some of the key trends that you
see emerging in the ORM space in India?
Ironically, good old-fashioned etiquette
will have a renaissance. While they may
sound like clichés, authenticity, empathy,
transparency are the emerging trends in
online reputation management. Being able
to say sorry, early and sincerely, because
nobody can get it right all the time, is just
what the doctor ordered. Because people
appreciate brands that can admit to being
wrong and willing to make amends more
than they will tolerate brands that hide
behind a wall of legalese. Needless to
say that emerging tools such as artificial
intelligence (AI) and machine learning
(ML) will also be brought to bear more and
more to help manage the masses of online
chatter, and our energies can be focussed
on solving for the most important, not
the loudest.

Largely for marketers in present
times, ORM is part of a larger play.
As a marketer, how do you look at its
individual role, or what it brings to
the table?

While ORM will have connections to
marketing, it is an important discipline in
its own right. Whether or not the brand
has a marketing strategy and a plan in
the conventional sense of advertising and
marketing, it must have an ORM strategy.
Today, brands can be broken with just 140
characters --- literally just one tweet at
the right time and place, by any regular
Kumar with very few followers, can create
its own momentum and bring a brand to
its knees overnight. No brand can afford to
be an ostrich about this. Your consumers,
prospects, employees, former employees,
vigilantes, competitors --- your next strike
can come from any of these quarters.
Unless you have a 24-hour vigil as well
as a war room that is always ready to be
activated, you are at risk of sudden death.

Any example that you would like to
share where ORM hit above its weight
to achieve outcomes for Kotak
Mahindra Group?

I can tell you that on numerous occasions,
when we have spotted an irate customer
online early, and have been able to connect
with them quickly to understand the
problem, and have been able to resolve
speedily and successfully, we have not just
won back that customer and her friends,
but scores of others who have silently
witnessed the very public parts of such
journeys.

Many marketers still need to work
with partners for their ORM play.
What are some points to watch out
for here while selecting the partners
you work with for these kinds of
services?

Exactly like in large technology
investments, or for example investments
in things such as fraud prevention, virus
protection et al, it is vital to ensure that
the interests of your partners are aligned
with your brand’s interests. If the partner
wins only and always when the brand
wins, the partner will be motivated to
work like an extension of the brand. If not,
the partner’s incentives can go at cross-

I am also proud to report that every now
and then, when a customer has mistakenly
vented about something where we were
not even in the wrong, other customers
have stepped up to defend us, sometimes
even before we responded. That’s ORM
gold, in my view, when your customers
take up for you.

15
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BREAKING BOUNDARIES
For TTK Prestige, online reputation management evolved
into an important part of its consumer feedback mechanism.
Layered atop with analytics, the company not only leverages
ORM to engage its consumers but also uses it to understand
competition and to develop its overall market strategy. Ankur
Agarwal, DGM - Marketing, TTK Prestige shares more on the
brand’s experience

TTK Prestige has been upping its digital
focus in the past few years. As digital
adoption accelerated, this shift further
intensified at the company, making the
likes of online reputation management
(ORM) even important for the brand. In the
last year, the role of ORM at the company
evolved from just staying on a few social
channels to becoming a critical part of
the consumer feedback mechanism itself,
through multiple platforms.

“Today, ORM gives us crucial data about
what the consumer perception is, monitor
our reputation across platform and in
comparison, to nearest competitors.
Interactions today are aimed at
addressing consumer feedbacks and
building a positive perception around the
brand,” reflects Ankur Agarwal, the DGM
– Marketing at TTK Prestige.
Agarwal reminds that online is a powerful
platform today for people to share and

Ankur Agarwal

DGM - Marketing, TTK Prestige
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express their opinions. “That is where we
have seen the need to be proactive and
reactive to manage our online presence.
The most essential part is analytics,
which now plays a crucial role. It helps us
in taking informed decisions on product
offerings, after-sales service or brand
communication,” he explains.

how and where can you combat,” stresses
Agarwal.
The Right Partnerships

While ORM is technology driven, it
depends on a skillful human touch. For
Agarwal, collaborations and partnerships
form the very foundation of ORM in terms
of affiliating with the right people and
businesses. These focus on the problem,
and fight back at the right time, in the
right manner.

The Essential ORM

ORM has become an essential component
of social media management in India for
all leading consumer facing brands. The
presence of several technology tools has
made adaptation of the concept easier as
well. “If a brand is present in the digital
space, and is consumer facing, ORM
becomes an essential part of the journey.
Most consumer searches for brands and
products today happen online,” says
Agarwal.

“If not handled on time, content on
digital platforms can take unintended
directions,” Agarwal explains, adding,
“ORM has different aspects such as
monitoring, listening, engaging, and
strategising. Partners and affiliates need
to be able to work with all these at once.
Having a partner that can cater to all these
needs, helps in transparent and effective
combat mechanisms.”

The evidence to Agarwal’s argument
is seen in the fact that adoption of the
likes of ORM was higher in urban India
until recently. In the last couple of years
however, data indicates that Tier 3 and
Tier 4 cities have begun contributing at a
much faster pace. A flat India is at play,
where consumers across markets are
becoming potential customers for brands,
across sectors.

The internet is a powerful platform.
Negative feedbacks and reviews spread
faster with viral effect. “Many new
webmasters do not realise how fast
negative word can spread and ruin
efforts built over decades. There is merit
in seeking professional guidance with an
experienced company to take care of your
reputation management issues,” Agarwal
continues.

Agarwal adds, “There is still scope on
various other aspects that ORM touches.
The vulnerability of online presence and
the need to handle the same is becoming
essential by the day.”

The Enabler

While the ORM space is continually
evolving, some areas that are becoming
more important include the kind of roles
that influencers play. For TTK Prestige too,
influencers have become more prominent
and powerful.

As ORM breaks bounds of social media
and search or other direct media channels
such as PR, it has made place for more
digital trends to interplay. The emergence
of ecommerce for example, or other web
entities that have branched out in some
way or the other to collect consumer
feedback, have all come together to create
a response mechanism that ultimately
dials back to a brand’s ORM strategy.

In addition, as online touchpoints increase,
the access to the brand has become
easier. “It is important to ensure clarity
and positive engagement with buyers.
Consumers now search online if they want
to communicate with the brand. Give them
the ease of doing so by being a constant
enabler,” states Agarwal.

“ORM will not only impact how consumers
think and perceive you as a brand, but also
what is your competitive landscape, and
17
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OF ONLINE ‘RESPONSE’
MANAGEMENT
For a department like direct taxes, online is crucial in information dissemination, social
listening, and response. Surabhi Ahluwalia, Commissioner of Income Tax (Media &
Technical Policy) & Official Spokesperson, CBDT, highlights the role that social & online
‘response’ management play for the Income Tax Department

Surabhi Ahluwalia

Commissioner of Income Tax (Media & Technical Policy) & Official Spokesperson, CBDT

The Twitter handle has been used more
as a tool for reaching out to taxpayers
and professionals, addressing their
general queries and concerns, assisting
them with compliance issues, etc. Thus,
the engagement of ITD through social
media, such as Twitter, has been more
from the perspective of online ‘response’
management rather than reputation
management. However, to the extent that
any ‘online response management’ has an
element of ‘reputation management’, this
is only incidental to the former primary
function. Over the last one year, the scope
of such online response management
by ITD has expanded both in qualitative
as well as quantitative terms. The ITD
Twitter handle has evolved as one of the
primary tools for disseminating timely
information to taxpayers/professionals

On Income Tax Department’s
(ITD) journey of online ‘response’
management…

Providing efficient taxpayer services is
one of the key ITD objectives. As part of
continuing efforts in that direction, ITD
made its foray into social media in 2015 by
marking its presence on Twitter. In the first
phase, the Twitter activity was restricted
to information dissemination and
publicity campaigns, that were more onesided. However, gauging stakeholders’
reaction, and urged by the present Hon’ble
Finance Minister, to leverage social media
as a quick and convenient interface for
providing taxpayer services, ITD started
engaging with stakeholders through
online ‘response’ management from July
2019 via its official Twitter handle.
18

INDUSTRY INSIGHTS - IN CONVERSATION

for ORM, while making foray on Facebook,
Instagram and LinkedIn as well.

as well as for listening to and proactively
addressing their concerns by responding
to them within a reasonable time.

On partnerships and
collaborations…

On ‘ORM’s role in ITD’s outreach
plan…

The core functions of ITD are tax collection
and the provision of taxpayer services.
ITD operates under statute-backed
rights and obligations and many aspects
of its functioning are highly specialised,
requiring in-depth understanding of
the governing rules, regulations, and
processes. Therefore, the ORM functions
are best managed or led by an in-house
team drawn from the vertices dealing
with the relevant subject-matter. That
said, ORM has a technical component to
it - which is, listening to and identifying
the conversations relevant to ITD from
ORM’s perspective. For such support,
an external agency partner is required.
The external partner’s support is also
required in designing and pitching the
awareness and other publicity campaigns
and adapting them to forms and media
suitable for the particular hosting
platform. The agency’s assistance in
providing a media perspective to the
campaigns is also vital.

There are established formal channels
in the ITD for the redressal of issues
experienced by the taxpayers. However,
in line with ITD’s focus on taxpayer
service, coupled with our willingness to
innovate and keep pace with the changing
times, we also consciously chose to be
on the platforms where the taxpayers
are. Since our service recipients, present
and potential, across demographics, are
comfortable engaging via social media
platforms, the use of online response
management through such platforms has
become an essential component of ITD’s
outreach plan, with the purpose of easing
compliance. Our Twitter handle is used
for outreach activities, to disseminate
information in a timely manner, to educate
taxpayers about processes, publicise new
direct tax initiatives and also to listen to
feedback and public sentiment about our
schemes. This has been especially useful
during the pandemic, keeping with our
focus on digital communication as laid
down by the Government. Our Twitter
outreach campaigns are amplified on
Facebook and Instagram as well.

On ORM trends in India…

Some sort of ORM has become a sine
qua non for all organisations, including
Government. While the private sector has
generally been using ORM as a tool for
managing reputation, the increased use of
technology, accelerated by the pandemic,
is compelling them to re-orient their
entire business operations around digital
platforms. For private organisations,
therefore, ORM is seen as having become
a primary tool for engagement. For
Government organisations also, ORM is
becoming increasingly important, given
the preference of service recipients for
digital tools for engaging with and availing
public sector services as also the focus of
the Government to provide services in a
quick and seamless manner with the aim
of ease of compliance or doing business.

On ITD’s digital adoption…

The ITD has already shifted most of its
compliance online. Almost the entire
gamut of processes, from applying for
PAN, filing of Income Tax Returns, to
conduct of assessment and payment
of taxes, is done online. Therefore, in a
way, the ITD is already well on its way
to accelerated digital adoption as far as
compliance is concerned. On the taxpayer
services front too, the ITD has put in
place various online functionalities. The
ORM through social media platforms has,
however, made a difference in providing a
quick and convenient tool for connecting
with, and assisting taxpayers on an
almost real-time basis. At present, the
ITD is primarily using its Twitter handle
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LEADING WITH EXAMPLE
Tata Motors can be counted among those marketers that set up
an ORM practice and immediately integrated it with its overall
network. The objective was to anticipate and meet changing
consumer demands in an age of ecommerce and challenged
brand loyalties. Leading the charge, Vivek Srivatsa, HeadMarketing, Passenger Vehicles Business Unit, Tata Motors,
explains how this approach not only made ORM a lynchpin in its
customer strategy but also saw a higher return on investment
through increased sales

Tata Motors can be said to be among
those companies that have led the way
in utilising the likes of online reputation
management (ORM) in directly impacting
its business outcomes. In the last few

years, the automobile manufacturer
set up its ORM team. It integrated this
team, and its social media team with the
company’s complete network of sales and
service across all operational regions.

Vivek Srivatsa

Head-Marketing, Passenger Vehicles Business Unit, Tata Motors
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Over the period since the onset of the first
wave of the crisis, it strengthened the
processes and set what can be considered
aggressive service-level agreement
(SLAs) to cater to the evolving customer
expectations set by e-commerce
companies across sectors. “ORM is now
at the core of our commercial operations
coupled with escalation mechanisms
right to the top, to ensure that customer
opinions are heard, responded to and
resolved at the earliest,” remarks Vivek
Srivatsa, Head-Marketing, Passenger
Vehicles Business Unit, Tata Motors.

Seamless Experience

The expectation of today’s new age
consumer is that of a seamless journey
from online to offline. “With the
advancement of technology that is at our
disposal today, we are able to map this
end-to-end journey and ensure that each
customer is identified and recognised
individually across touchpoints. Today
most of the ORM solutions in the market
are integrated with enterprise systems
and this becomes important, so as to
enable our N=1 strategy,” explains
Srivatsa.
As the ORM space evolves for the
company, Tata Motors is seeing enhanced
cognisance that the customer’s voice
is important and needs to be heard.
Another trends that will continue to
remain prominent in the space is around
far-reaching improvements in the entire
process of customer management and
service. Also, there is increased use of
technology and digital to anticipate
issues and localise solutions. In all, all
these ensure that even in the way forward,
ORM will continue to remain relevant and
a potent tool for businesses.

The Core Component

In the early stages of the pandemicinduced lockdown, Tata Motors cars that
were pending for servicing were stalled
at its workshops, as they could not be
delivered to their owners due to movement
restrictions. “To make the wait easier,
we ensured that we were proactively
communicating with customers via
WhatsApp, email, SMS and updating
them on the safety of their vehicles while
sending them photographs of the vehicles
to reassure the same,” recalls Srivatsa as
he points out the different ways in which
Tata Motors was deploying ORM.

The Priorities Ahead

Srivatsa reiterates that in the present
scenario, it has become an imperative to
be present on social while acknowledging
and listening to customer opinions.
Brands can execute the same through
the medium of a variety of technologies
that assist companies with customer
management. “Not doing so may result
in their presence being diluted, as ORM
has become a common practice across
sectors,” the marketing head comments.

The scale of ORM is growing at a very rapid
pace. Srivatsa informs that at Tata Motors
alone, the company has approximately
30,000 mentions per month on its brand
pages alone that are growing with each
passing month.
“Therefore, it becomes a priority to
adopt new technologies to manage the
relatively large scale of operations, at
least in the case of companies such as
ours,” he reflects, summing up, “Brands
also need to know that if their ORM is
not managed timely or lacks in quality,
they can easily fall by the wayside in the
instant gratification era of today. So, for
organisations it is important to adapt to
and internalise this and put in place the
necessary framework to execute effective
ORM.”

As ORM became central to its commercial
operations, Tata Motors actively
leveraged it as an opportunity to shift
from complaint management to engaging
with the community in order to cultivate
‘brand lovers’. “Needless to say, happy
customers and brand lovers are the
foremost advocates for any company,”
he quips.
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CRITICAL TO MANAGE
ONLINE REPUTATION
Over the last few years, there is greater traction towards digital, accelerated by the
pandemic. For Krishnarao Buddha, the senior category head at Parle Products, online
reputation management has become significantly critical in this time, considering that
a very large audience base has moved on to digital platforms

Krishnarao Buddha

Sr. Category Head, Parle Products

effort to call the consumer services cell
number that has been mandated to be
given on the backs of any product. So, that
is one option. Going back further a decade,
consumers typically depended upon
letters, giving feedback and complaints
through posts. It has now become much
easier for consumers to respond digitally
and raise their grievances within a matter
of minutes. This keeps brands like us on
our toes due to the threat of smirching the
goodwill raised in the market over time.

We have seen growth in companies
embracing
online
reputation
management (ORM) strategies in the
last year. Was this something that
would have happened in due course
in the way we see it today, or has
the pandemic transformed how ORM
would have panned out for brands?

The difference between pre-Covid and now
is that it was relatively difficult earlier for
consumers to take the pain and make the
22
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Therefore, it has become all the more
critical for brands to manage their online
reputation.

such incidents and goes a long way in
shielding the brand from hurting its
market standing.

What are some of the components
that form the ORM suite that assist
brands in connecting with audiences
today?

Are there any instances of the kind
of activities undertaken, as part of
your ORM strategy, which made a
direct impact on you brand?

With the accelerated digital adoption over
sectors, ORM predominantly has been still
driven by social media with consumers
taking to social media platforms like
Twitter, Facebook, Instagram and
WhatsApp to have interactions with the
brand or to air their grievances or problems
they are encountering with the product.
Social media, influencer engagement
and PR have been employed by the
brands to create positive interaction
with their customers and to ensure the
highest level of satisfaction with the
products and services. To cope up with
the immense digital chatter, brands are
now deploying sophisticated tools which
aids in streamlining all the activities
right from monitoring tools to social
listening technologies to gauge audience
sentiments. This omnichannel approach is
vital to ensure a brand’s reach to a highly
fragmented digital audience.

We faced a dilemma earlier last year
when certain channels for advertising
were not up to standards and we had
to take a stance as a brand. With this,
Parle Products decided that we will be
pulling out advertisements from ‘toxic
media channels’ since our audience which
includes children, mothers and common
people do not need the values of hate being
promoted so violently and openly. We
stated in the media that we will reconsider
ad spends if the situation continues to be
the same and ‘toxic media channels’ need
to own up to the unnecessarily aggression
being displayed on channels. Our stand
on ‘toxic channels’ received appreciation
by different industries and consumers.
Following this announcement, #ParleG
was trending on Twitter with many calling
it a ‘socially responsible brand’.
Other examples include receiving some
fake videos and news on our brand being
linked to certain elements and group
to derogate the brand name, however
our reputation management team was
immediately activated who got in touch
with the concerned parties to retract
the fake content, urging to secure the
source of the information and the issue
was addressed within a matter of few
hours. There were also incidents wherein
consumers claimed to find foreign objects
in biscuit packs, and we have consumer
teams in place to address cases like
these on priority basis. Depending on the
details we activate different departments
and sales teams who get in touch with
consumers to address the problem at
the earliest to ensure containment and
consumer satisfaction.

Would you say ORM already has its
own place in the marketing toolkit?

ORM still has not attained a standing
where it has been given proper and
standalone attention in the marketing
strategies, but marketers are still
continuously focussing on delivering the
absolute best to the consumers. Brands
always make it a priority to ensure the
highest quality in their products or
services, but with the added pressure of
the plethora of dependent variables in the
value chain, there could be some scope
of error at every level which may lead
to bigger concerns. A lifetime of efforts
go into building a positive perception of
the brand in the customer’s mind. Post
Covid, customers have become sensitive
to such negative occurrences which has a
detrimental effect on their trust. Keeping
the brand ORM ready helps to preempt
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THE CONSUMER FIRST
MARKETER
Mondelez India is challenging technology-led marketing
solutions to deliver incremental result for its several brands.
In this pursuit, online reputation management has emerged a
strong weapon in its arsenal. The company’s senior manager of
media, Anjali Krishnan, details how Mondelez is approaching
ORM in its overall play

With people turning to digital for every
light bulb moment and social media
becoming a primary conversationalist
increasingly so, in the last year, online
reputation management (ORM) has
come to assume a critical role in every
company’s marketing playbook. Anjali
Krishnan, the senior manager of media at
Mondelez India, says that the F&B major

has always prioritised ORM as a critical
tool. It continued to do so during the
crisis, and even after.
“We endeavour to constantly engage
with consumers who love our brands and
remain tuned to their needs at all times,”
says Krishnan, adding, “The objective is to
pay heed to every feedback and leverage

Anjali Krishnan

Senior Manager - Media, Mondelez India
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points out that in an era of an active
audience, adequate online representation
becomes critical for every business.
When ORM is not an integrated part
of a company’s marketing strategy,
brands have to be mindful of how they
plan for crisis management, given that
they operate in a digital world where
consumers have “access to information
much faster than a brand’s ability to react
or respond”.

the same to stay true to our purpose of
offering consumers the right snack, at
the right moment, made the right way.”
For The Consumer Centric

With the digital landscape emerging as
the primary channel of communication
that is engaging more users than ever
before, an array of conduits has opened
for brands to not only stay connected with
their consumers but also to stay relevant
to their patrons.

Her advice here comes in crafting spoton strategies, which in turn need the
right collaborations. “Right and effective
partnerships play a significant part.
Similar to most fields, there are specialists
in this field as well who hold the baton
and drive that strategy. While selecting
these partners, it is imperative that
they understand your brands and share
the same values as your organisation.
Even though having the best tools and
technology is a given, it is also important
how prompt and appropriate they are
with the responses,” Krishnan says.

“As a consumer-centric company, we
believe in being present where our
consumer is. ORM hence is an integral
part of our brand management strategy
at Mondelez India. Most reputed
organisations who have the consumer
at the heart of their growth plans have
a well-charted path to managing online
reputation. However, they may be at
different trajectories on their journey to
managing ORM,” Krishnan observes.
Like most brands that are already pushing
ORM to work harder in meeting their
objectives, ORM too is seeing the emerging
of several connected assets. This does
not mean that social media, influencers,
search and PR are not important pillars
anymore. Instead, in addition to this, the
acceleration of digital has created many
more solutions.

Five Emerging Trends

In the digital realm, changing trends
are the only constant. While Mondelez
witnesses new developments with each
passing day, these are some key trends
that it believes are here to stay. Krishnan
enumerates these in five key points. Using
ORM tools not just to manage reputation
but also to build brands or move
consumers across their brand experience
journey leads in this.

“Much has emerged in the space of voice
and chatbots, where communication
can be more personalised for individual
consumer response. Artificial intelligence
(AI) based social listening and monitoring
tools can also help deliver ORM strategies
over long-term. With video content
doubling in the last year and regional
language consumption increasing on
digital, there is an opportunity to also
serve custom content based on audience
data signals,” notes Krishnan.

“Embracing employees as brand
ambassadors to build a favourable
community online. Delivering empathy
through responses that often act as a
testimony of the brand’s values. One-onone personalised responses to enhance
consumer experience and connect. And
finally, the rise of online reviews as they
have come to be an important factor in
the pre-purchase consideration list of
consumers,” she adds.

The Right Approach

The senior media manager at Mondelez
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BRAND MUST HAVE A
VOICE
As the likes of ‘online’, ‘virtual’, ‘digital’ become mainstay, brands’ reputation are
dependent on an omnichannel play. Bausch & Lomb leveraged ORM in the last in a
suicide prevention campaign, where in it engaged with consumers in channelling the
conversion to right touch points. The Managing Director of the company, Sanjay Bhutani,
speaks on how he sees ORM become important for marketers in India

Sanjay Bhutani

Managing Director, Bausch & Lomb
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You have expressed ORM is now
central to brand management. What,
according to you, has led to this?

responses, whether it is positive, negative
or neutral, are addressed in the most
efficient way.

Over the last decade, the time spent by
consumers on various online channels and
platforms has substantially increased.
This has a direct correlation with the
interactions they make with brands.
Hence, it is important for brands to
proactively influence the information that
consumers interact with. Also, with more
emphasis on social media, it is critical
that brands build a strong voice on social
media. With all this in the backdrop, ORM
progressively is moving to the centre of
brand management and will take a more
central role.

Do you see instances of part applied
principles of ORM, where in a brand
misses out since they don’t see the
bigger possible picture?

Within the pharma and medical devices
space, ORM evolved from a need to maintain
compliance with reporting requirements
on social media. This includes product
queries, category information and so on.
Therefore, historically, it was not a core
part of brand planning. However, over
time, organisations are understanding
the power and need to build a strong ORM
strategy to connect more consistently
with consumers across platforms. All
these platforms are on the easiest way for
the consumers reach out to us, making it
very critical for marketing strategies.

ORM has evolved as an essential
component for brand management.
Consumers are digital natives, and they
are more comfortable interacting online.
This has become even more stronger
with the pandemic. They also expect
brands to have a voice. The social media
platforms overall are a great way for
brands to build deeper connections, craft
a sharp personality and tone of voice. The
engagement that we make consumers via
social media is more personal and has a
very low turnaround time leading to higher
customer satisfaction.

Considering that ORM is technologydriven,
how
important
are
collaborations and partnerships in
managing ORM?

With a long-term vision, technology
platform is necessary to consistently
execute a cohesive ORM strategy. We
need to evaluate the tech partners we
work with from multiple parameters
before onboarding them. Some of
these are platform coverage, ability to
create workflows, influencer analysis,
engagement
analysis
capabilities,
different engagement channels available
and artificial intelligence (AI) driven
responses segmentation.

ORM predominantly has been about
social media, engaging influencers,
search & PR. In the next normal, how
does this change?

The number of touch points with
consumers have increased multiple fold.
Arguably, audiences are more fragmented
in presence, but this also means there
are much more avenues to connect with
them in ways that are more comfortable
to them. The thing to watch out for though
is that ORM principles must permeate
through to every touch point to ensure
consistency is consumer experience and
brand personality irrespective of whether
the interaction happens on social media,
YouTube, PR or even consumer contact
centre. The end objective of all ORM
activities for us, is to ensure that customer

How do you see ORM evolving in India?
From my perspective, ORM is not just
about response management anymore,
the scope has been expanded to social
listening as well. AI driven social listening
helps to add so much value to customer
engagement and in maintaining brand
presence across all platforms. With the
AI driven customer journeys, the brands
can communicate with consumers in no
time and ensure their satisfaction.
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ORM IS ALREADY REPUTATION
MANAGEMENT
“Online reputation management (ORM) is not just transitioning into reputation
management but much beyond. It is forcing brands to introspect their own
processes parameters to minimise the errors as much as possible. This
introspection ensures that they are delivering the best of the products or services
to the consumers.”
“Prefixes like digital, online or e - anything are mistakes. Digital is not anything
in and of itself. It’s merely a channel through which things are conducted. It’s a
powerful, now all-pervasive channel even; but to see it and treat it as something
different from business as usual, is a mistake.”
“ORM is impacting what consumers perceive of the brand irrespective of the
platform -- offline or online.”
“Digital has come to be an indispensable part of brands’ reputation management
strategy as they are constantly turning to platforms where the consumers are
present. The transition of ORM to RM is happening and we can certainly say that
all reputation will eventually be driven through online platforms only.”
“Digital has become the source of a majority of consumer interactions with most
brands. And consistency in brand personality and communication demands a
cohesive online and offline strategy. The customers also expect to get a continuity
to the ticket raised with brand from whichever channels they approach. Brands
should look at a holistic RM approach.”
“Ignoring ORM today is a silent killer for businesses as problems creep up on
brands anytime, causing trouble in the long-term. There will always be something
that the consumer might not be happy with. RM enable you to aim at the highest
level of satisfaction attainable.”

EXPERT ADVICE ON ORM

EXPERT ADVICE ON ORM
5 TRENDS TO WATCH OUT FOR
10 TO DOS FOR ALL BRANDS

EXPERT ADVICE

TOP FIVE ORM TRENDS
By Nupur Sharma

With blurring lines between the digital and physical world, marketers need online reputation
management more than ever today. The Partner – Strategy at OMD Mudramax, Nupur Sharma,
details out online reputation management trends that businesses need to adapt to stay “at
the top of their game”

It is human nature to criticise, complain
and appreciate things. With the growth
of digital adoption in the country,
consumers now have found a new and
effective way to express themselves.
Although this has made it much easier for
brands to connect with their audiences,
it is a double-edged sword. The open
nature of digital has made brands open
to scrutiny and criticism from public at

large. From what went as an email to
the customer care team, now goes out
to as a 280-character tweet to millions
of people. What do brands do in such a
situation?
Enter Online Reputation Management
(ORM)
With blurring lines between the digital
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and physical world, we need online
reputation management more than
ever today. So, let’s look at the top ORM
trends that we need to adapt to stay at
the top of our game:

more brands, across domains, adapting
personalisation as a means to reach out
and talk to audiences. Personalisation
is the way to break the clutter.
Better Use of AI & Chatbots

Smarter Crises Management

A recent study by the academic
journal science states that it takes true
information six times longer as compared
with misinformation to reach 1,500
people on Twitter? This means, false
information spreads faster compared to
true information. Artificial intelligence
has the capability of reading through
every mention, every tweet, comment
and information posted about you and
change your reputation for the better.
We will also see more use of chatbots
to hold conversations with consumers
and reduce inefficiency in reducing the
waiting to address a query.

The consumer today is more demanding
and unsparing than ever. With multiple
options being available, consumers
have higher expectations from brands,
not just when it comes to the product
and service quality but the entire brand
experience. Consumers care about what
the brand has to say, what causes the
brand cares about and how it engages
with its audience. This makes brands
prone to more complains and criticism.
And if multiple people share the same
negative sentiment about a brand, it
does not take more than a few hours for
it to spread like wildfire.

Omnichannel Reputation

In such an ecosystem, it is essential
that brands respond smartly and take
charge of the situation. Even though the
crises might last only for a few days, the
way we choose to respond can leave a
much more long-lasting impression in
the minds of your consumer. In many
situations, choosing to speak may only
be like adding fuel to fire while in other
situations brands need to respond to
pacify consumers. Brands can also
choose to rely on key influencers to
seed in positive content and change the
current sentiment in their favour. What
and how brands respond, becomes
extremely important

With consumer journeys becoming
non-linear, it is important for brands
to make sure that they provide the
same experience to consumers across
platforms. Whether it is your social media
strategy, an in-store experience, or a
customer care on the phone, the brand
needs to speak the same language and
make sure it connects with audience
at each of these relevant touchpoints
more than ever.
ORM to Drive Content
Brands often forget that while ORM
provides with a mechanism to respond
to the consumers, another important
tool that it provides is the power to
listen. Today, a brand is only successful
if it keeps the consumer at the centre of
all its efforts. The power to listen to what
the consumer is talking not just about
the brand, but about the competition
and the category gives brands the
opportunity to create content that the
consumer wants to hear. For example,
as a practice, in GST, we are always
listening to what the consumer is talking
which helps us in identifying the right
content triggers for our social media
strategy for the next month.

More Personalisation
As consumer attentions get shorter,
brands are finding newer and better
ways to communicate with them.
One such trend that we will see in the
coming future is brand ditching the old
templatised form of ORM and talking
to consumers with a more personal
touch. We are already looking at brands
such as Swiggy and Netflix that are
using personalisation to create brand
love. Although this is limited to brands
catering to younger audiences right
now, we will soon see a trend of more and
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10 ORM TO-DOS FOR BRANDS
By Skandaram Vasudevan

As the value of ORM in an overall marketing strategy becomes clearer,
Skandaram Vasudevan, Partner – Strategy, OMD Mudramax advises a
set of ‘to-dos’ that when followed, will hold marketer and brand heads
in good stead towards managing their online reputation

Even as managing online reputation
may sound simpler than the challenges
faced in actual situations, there are
certain hygiene factors that brands can
make part of their overall toolkit to be
prepared for unforeseen problems.

available on each of them. It is important
to identify the business requirement
and then identify the tool which closely
aligns with the job requirements. Having
a tool with all the bells and whistles might
be unnecessary when you only want to
do basic customer query response and
sentiment analysis.

Identify the right tool for you: In
today’s market, there is a plethora of
tools available, with (sometimes) very
less differentiation in the features

Identify the most relevant platforms
where you need to be present: Not
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every platform is relevant for a brand,
especially in today’s day and age
where social encompasses to mean
any interactive platform (such as
WhatsApp or Quora). In this scenario,
it is important to identify the most
relevant platforms for the brand and be
present meaningfully across the same.

lead to a major grievance for the
brand, from which it could gain a longstanding negative reputation. Prompt
and adequate responses are essential
to convert an unhappy customer into a
happy one. The classic case of ‘United
breaks Guitars’ might not have become
such a major issue had United just
properly managed how it responded
and reacted to its consumers in the first
place.

Place ORM as a proper business
communication
channel:
Online
presence is no longer optional. It has
become a vital part of the brand psyche
and communication and it is important
to take it seriously. ORM should be
treated the same way we would treat any
communication outreach platform such
as print, TV or digital. The same thought
and depth need to go into handling the
brand on digital communication.

Have a strategy in place to handle
crises: No matter how much a brand
tries, there are certain situations that
balloon and develop into a full-blown
crisis for the brand – these could be
basis the communication carried out by
the brand, or any major grievance faced.
In the days of social media, this could
mean that the brand is trending, and at
a rapid pace, for the wrong reasons. It is
vital in such scenarios to have a proper
crisis management system in place to
monitor the growth of conversations,
have a plan in place to address queries
and to ensure that each response feels
unique and well-thought.

Aligning all business activities
together with ORM: ORM is not a
separate activity you do; it is part of
your communication outreach and
omnichannel efforts.
Improve response time through
process driven tasks: Most users who
leave a comment on a social page of
a brand expect the response to be
as immediate as possible, while also
personally addressing their query. It
becomes vital that a brand takes as
little time as possible in responding to
users’ concerns – a proper system set
in place to handle consumer queries
will go a long way towards a quick and
efficient response system.

Properly listen to your customers:
Customers love having an input towards
what they feel their brand should be
communicating and they love feeling
acknowledged by their brands. Always
look at what people are talking about
related to your brand and try and
incorporate the same into the kind of
content that can be put out. A great
example of this would be Spotify India,
when the audio streaming app modified
its profile image to that of an image
resembling a Goodday biscuit when one
of its users pointed out the similarity.

Classify responses and maintain a
consistent tone of voice basis the
response: Identify the kind of response
and comment a customer has left
regarding the brand and have a process
to address the query and a tone of
communication for each one (positive,
negative, grievance etc). While a brand
may adopt a casual and fun persona
for its communication, for a grievance
posted by the consumer, it needs to
adapt a slightly more empathetic tone
to resolve the issues faced.

Be proactive rather than reactive: It
is important to always be on the lookout
for popular things being discussed on the
social space and finding relevant ways
to become a part of the conversation. It
becomes vital to monitor trends and find
a hook to get onto the conversation. A
great example of this would a recent ad
featuring Rahul Dravid, which prompted
many brands to be relevant to the
content using their own content plugs.

Ensure no query goes unanswered:
Even a single unanswered query could
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The ‘BW Marketing World – DDB Mudra Whitepaper’ series aims
to understand trends that are shaping the face of marketing and
communication in India. In the first of the series, which shines a spotlight on
the state of online reputation management (ORM) in India, the whitepaper
gauges the current maturity of ORM in India, which sectors deploy it, and
with what objective, thereby impacting the ORM space itself.
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