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“Dear fourth grader,
) et e4dmtweets SMJ social euphoria
. . . . . . - simmers down shar.es/29WGE #F1
While you are p/ay/rjg angry birds on )I/Iour android device, the only birds | saw when | #EPL #IPL #Mothers Day keep
was your age were in books and trees. twitterati more engaged dan d show..
. 25 minutes ago - reply - retweet - favorite
Sincerely,
A young marketer ", edmtweets Reigns of #TRAI shift from
. JS Sharma to Rahul Khullar as he takes
There was a time when parents used to take their kids shopping. But now times have changed. If figures are over as TRAI's new Chairman
anything to go by, it is the children who are now taking parents shopping. As per The Economic Times, the ;har'ES/ZQWOd‘ .
Indian kids' market is worth Rs 20,000 crore distributed over sectors such as apparel, FMCG, gizmos, media/ minutes ago-reply rretweet -favorie
entertainment, games, toys, IT, nutrition and food. With the child population of 450 million and another eight ) et e4dmtweets Annurag Batra rmmbrs
million being added each year, India is the youngest country in the world. Every brand has done the math; it is ~ his mtng wid Infraline Energy's
official that kids hold the purse strings! Loﬁiisx;i'[iféuh;:'\%jg'eu to world
Children are hubs of information; three-year olds begin to recognise, form opinions on brands and tend to skew shar.es/29omO
towards products. This translates in pester power or in the least, tipping the scales in favor of their preferred *o, e4mtweets Annurag Batra's new
brand. Itis but natural that brands build a strong bond with these young school-going influencers. e weekly column Vivid on his mtng wid
Infraline Energy's Yogesh Garg just b4
Connecting with kids at schools is not a new approach; in fact it's amongst the earliest approaches in the o e Il
industry. However, with the deluge of information and adverts that an average child receives every day, the
humble SCP too has evolved. It's no longer just making contact; it's now about creating a connection.

The six things that go into brands creating a connection with kids at school are:

Make it special: Experiential marketing is about delivering an experience for the product and brand both,
making the experience special and engaging. Don't bore them with the map-it-to-the-text-book stuff, as they
already do that all day!

Make an effort, customise: If you have to give a lot of information, make it entertaining; put in the extra
effort to create an animation film, a video or a jingle. Remember that what you show them is being compared in
quality to Cartoon Network or MTV. You don't want to fall short.

Don't be boring: You must reward, but don't go with the boring bags and books. Give them what they want or
at least find a balance. Gadgets, PCs, trips to universal studios; the fun glam stuff is what breaks the clutter and
captures their imagination.

Keep it light: Don't cook up a plan that gives them more work than their homework (unless you have a prize
line-up to make it worth the effort). Kids are busy, they have home work, tuitions, projects and peer pressure to
cope with. Keep the engagement simple, meaningful and time it just below the ‘zone-out zone’ (kids’ zone out of
something is too lengthy), so a 2,000 word essay and the make-a-comic book is out.

Connect with the parents: A great opportunity is to connect with parents, and one must not miss this as
long as it's not too intrusive. Parents know about marketing and will not take too kindly to a ‘buy me’ force on to
them through their children. Find a relevant point of conversation; don't hard sell.

Create value: Most importantly, create value. If your brand creates value, then so must each initiative of the
brand, especially when dealing with a sensitive audience such as kids. Blatant commercialisation finds no
sympathy with either the parents or the teachers, who are the gatekeepers.

In planning a successful activation for kids, identifying kids’ icons and what interests them becomes imperative.
When planning the activation, one needs to ensure that it answers a few relevant questions. Is the activation
engaging enough for the kids? Is the gratification going to excite/interest them? Is the communication going to
capture the gatekeepers’ interests? Is it going to breeze through their lives with little impact, or will it capture
their interest and tickle their imagination? If the answers to these questions is ‘yes’, then we have on our hands,
a successful campaign that can draw long-term benefit for the brand.

The author is CEO and Managing Director, Pulp Strategy Communications.

TAGS  Ambika Sharma | Pulp Strategy|e4m |

exchange4media.com/46355_font-colorredguest-column-fontkids---influencers-of-today-consume... 1/2



5/14/12 Kids - Influencers of today & consumers of the future

PLACE A COMMENT | VIEW COMMENT

Shubhradeep Guha joins SapientNitro as Country Manager, India
punal P yHanag NEXT STORY »

Ford boosts marketing drive with midnight sale

< PREVIOUS STORY

TODAY'S OTHER HEADLINES

= HUL experiments with ‘talking ad’ on Mother’s Day

= Indian Idol 6 plays the emotional card

= Vivid: Publishing tycoon-in-making’s life cut short

= SM] social euphoria simmers down

= Rahul Khullar is TRAI's new Chairman

= Guest Column: Kids - Influencers of today & consumers of the future
= RAM releases second 9 Indian Cities Radio Listenership Sweeps

= Shubhradeep Guha joins SapientNitro as Country Manager, India

= Jr Diamond launches Hindi ‘Chhota Bheen’

= Radio City and Viacom18 join hands

MORE STORIES IN MARKETING

= Bindass taps youth spirit, goes ‘Rest Less’ with Swarathma

= Nitish Tipnis to head Marketing & Sales of Hover Automotive India
= Shefali Chhachhi bids adieu to Max Bupa

= Reporter’s Diary: What marketers don’t tell?

= Idea lights up highways in MP & Chhattisgarh

= Mutti focuses on BTL, print & OOH for India foray

= Guest article: The promise of branding in healthcare

= UTV Bindass refreshes its brand identity

= VLCC to focus on TV; gets JWT on board

= DS Group sets aside Rs 25 cr to market confectionary brand

Watches fufu

YOUR S T A R IS THE SAME,

YOUR qa IS THE SAME,

JUST A NEW NAME

exchange4media.com/46355_font-colorredguest-column-fontkids---influencers-of-today-consume... 2/2



