
Homing in on super 
consumers
Companies are laying special 
emphasis on key influences by 
identifying and targeting 
them carefully
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A merican fast-food brand 
KFC goes out of its way 
to engage w ith its key 

in f lu e n c e s  -  teenagers and 
young adults -  on social and 
d igital m edia. It does every
th in g  from  running p rom o
tional schemes, offers and co n
tests to creating apps to solve 
custom er grievances and com 
plaints; the idea being keeping 
its young audiences engaged 
enough on a platform it knows 
they are constantly wired into.

While critics may argue that 
this strategy is not uncom m on 
to m ost other fast-food brands, 
KFC claim s its e fforts have 
b orn e results. A ccording to 
Dhruv Kaul, KFC’s ch ief m ar
keting officer in India, the 
brand has the highest num ber 
o f social media fans at over 7 
m illion  in the qu ick-serv ice 
restau rant (QSR) segm ent. It 
also ranks am ong th e top six 
m ost socially devoted brands 
in the larger consum er goods 
category in thecountry. “There 
are fun ways to engage w ith 
your target aud ience or key 
influ encers. Like th e  Tw eet 
Shop just launched, where you 
can buy our value p ro du cts 
under th e  Wow range. One 
tweet is equal to a rupee. So 4 9  
tw eets would en title  an  ind i
v idu al to a coupon o f ?49, 
w hich can then be redeem ed 
for a p roduct from  th e  Wow 
range,” he says.

W hat KFC is doing is som e
thing that m any other com p a
nies are  b eg in n in g  to  do 
aggressively -  constantly speak 
to th e  co re au d ien ce and  
ensure they stay tuned into the

categ ory  at 
all tim es.
N ielsen  calls 
these groups of peo 
pie, super consum ers. 
“T ypically , su p er con 
surners are responsible for 
30  per cen t o f category sales, 
4 0  per cen t o f  category 
growth and SO per cent of cat
egory p rofit. T h ey  are well- 
inform ed about the category, 
talk  a lot about it, give their 
opinions, are active on social 
m edia and exp erim en t a lot 
within the category,” Roosevelt 
D’Souza, senior vice-president, 
Nielsen India, says.

W hile N ielsen says that 
super consum ers constitute 10 
per cent o f the category, some 
m arket exp erts believe this 
num ber could be as m uch as 
2 0 -3 0  per cen t o f  a category. 
Identifying and targeting them  
requires effort because while 
loyal, they  also  expect to be 
pam pered, experts say. “They 
love the category and are buy
ing a lot o f  it,” D’Souza says. 
And since they are vocal, some
thing good could get bouquets, 
w hile som eth in g  bad could 
invite brickbats, he says.

D ifferent com panies have 
evolved different tools to tar
get this set. Consider what one 
o f  th e  co u n try ’s largest co n 
su m er durables firm s LG is 
doing to reach  out to its key 
influ encers: m ales, 30  and 
above, belonging to socio-eco
nom ic classes A and B. Besides 
using above-the-line as well as 
digital advertising and market
ing, LG m akes it a point to 
entice these m en aggressively 
at the point o f sale. The reason 
is simple: Many of them  simply 
don’t have the tim e to w atch
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TV  or spend tim e as m uch as 
their kids do on social media. 
“So, in-store communication in 
th e  form  o f  product demos, 
ease o f  financing , purchase 
options, offers, if  any, are some 
o f the tools com m only used,” 
Saurabh Baishakhia, business 
head, air conditioners, LG 
Electronics, says.

While traditional categories 
such as ACs and television sets 
contin u e to target their co n 
su m ers aggressively w ithin 
stores, segm ents such as smart 
phones bank on the power of 
digital to keep interest levels 
going for their key target audi
en ce: young people. Sneak 
peeks, product reviews, ease of 
availability, both  on line and 
offlin e, affordable financing 
options are som e o f the ways 
in w hich handset makers have 
been  w ooing their key con
su m ers. T he latest trend in 
sm art phones, especially, the 
international ones, has been to 
synchronize their India prod
uct launch with the global roll
out, in som e cases the former
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preceding the latter owing to 
the im portance o f m arkets 
such as India and China. Key 
influencers get excited by ini
tiatives such as these, market 
experts say.

Sunil Kataria, bu siness 
head, India & SAARC, Godrej 
Consumer Products, says, “The 
bigger challenge in my view is 
not only how you keep these 
loyal consumers engaged, but 
also w hether you are able to 
help light consumers move up 
into the heavy consu m p tion 
category or even get non-users 
to use your products. As your 
consu m ers keep trading up 
they could get into the super
consum er bracket," he says. So, 
fast m oving consum er goods 
companies are constantly inno
vating, running special offers 
and promotions to pique con
sum er interest.

Consider what Marico. the 
m aker o f P a ra ch u te  and 
Saffola, did. Its ayurvedic hair 
oil Parachute Advansed is ta r
geted  at w om en su fferin g  
hair loss. T he com pany gave 
ou t b lan k  le tte rs  o f  re c o m 
m en d a tio n  alon g  w ith  free 
sam ples o f th e  oil. Follow ing 
use, the recip ient had to fill 
up th e se  b la n k  le tte rs  w ith , 
nam es o f people she w ished 
to recom m end the product to. 
T he com pany would prom pt
ly deliver free sam ples to  the 
p eo p le  reco m m en d ed  and 
th e  cy cle  co n tin u e d . F irst 
started  in  T am il Nadu th e  
in itia tiv e  has spread  to all 
sta tes in th e  south  and will 
soon be taken  to o th er parts 
o f  the country.


