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head-on by buying tradi
tional marketing media—
you'll soon run out of money
Purple Cow thinking can
give you some useful per
spectives. We will discuss
three ways you can Incorpo
rate Purple Cow thinking ir
your product/service/brand
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S0, what is a Purple Cow?

It's a termn coined by Set
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it. You talk ab
your friends and

Why? Because
remarkable about that
concept applies to you
vice. Today, ¢
capture the attent
sumers. And most
Spaces are [x
af brands and nich
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sfully?

fferent. Suppose you
in the countryside and
and brown
cows; but never actually notice them,
and just then you notice a cow that’s
out among hundreds
a picture and share
t with your family,

hers was something

cow, The same
r product or ser-
; brand is Gghting 1o
m of its target con-
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ed with thousands
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development process.

Build something worth
noticing
You can no longer afford t
develop just a good produc
and expect it tobe successiu
by spending & lot of money
advertising it on TV/newspa
pers, For two reasons—on:
everyone is busy deing ths
and every consumer is io
busy to notice all those be
ing ads; and two, becaus
then you are not competin
an the basis of your produ
but on the basis of your ma
keting budget. Anincumbes
can easily take you down
Inistead, invest that ms
keting budget in your pro
ucts' design or use it to bu
a killer feature as part of your servi
This way you would build & market
script right inside what you are sel
and don't need a separate campaigr
market it; word-of-mouth markes=
would work for you.

Venky, Founder of the Goli Vadag
chain, did just that Vadapau
Indian equivalent of a burger and
ating a chain of vadapau-selling =
on the basis of McDonald's is Ves
dream. In Mumbai, street vendos
vadapay at almost every cornes
spent his money and energy in
ing clean shops (remarkable =
selling hygienic vadopaus (res
able product). He created more
10 distinct variations of vadaps

how do you compete succe: struck a deal with Vista Inc (sup
The strategy of buying millions  of McDonald's), Goli Vadapav is &
worth of on TV and print doesnt  for best-in-class products and <=

guarantes sucoess anymore On top of
all this, if yoo =re 2 startup, you can
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When every other ice-crean
sell standard flavors or allc
flavors at most to be mashed
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1as created an experience for its
] of making an ice-cream
t a Hokey Pokey shop, go to the
7 where you can choose from a
vors, then they chop and
l .'r.-;setsavﬁr: garnish with nuts

in front of you. Vioila!

tha tmlhiuml media

roogul started Mouthshut.com
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around 20 Marxmng cnline would
have been of no use since net pen
etration in was very low. Faisal
f out the rates of billboards in

Mumbai and found
15 lakh per

areas of

ard costs 714-

Mo Manim, and around %20 lakh
pe Marnine Drive. Being a
5 p. he was not in a position to
afford this cost So Faisal convinced
an ickshaw =a-him 1200
and paint -' the
back of his autc” Ths-marretinig stral-
egy 'A"-'r'icﬂf. and '.1.'|*'.'.1n a few weeks,
A shut.com’s buzz was the talk of
the T dﬂr there are rickshaws
5p MouthShut.com. logos in all
ma)or 5 of India. In Mumbai alone,
N any given day, there are more than
0,000 rickshaws with MouthShut.com
logos. Mouthshut.com gets about more

than four mullion unigue visitors per
moanth. The medium used to get the

word out itself was a Purple Cow
Venky of Goli Vadapay latched onto

the oppot

rtunity to serve his vadapaus at
009, His stall was well-no-
ifered his vadapavs 1o indus-
* also spoke about his Gaoli
3 $ession on desl jugaad. Media
and investors noticed him. Influencers
adapavs and started talk-
the product. Word spread
wd soon Venky started giving
s forums and prestigious
ir utes such as the Indian School of
Business (ISE) and soon Goli becamea
trand. Today Vadapav is India’s
thnic fast food chain and has
res in four states-of India
w much money is required to
g song a super-duper hit? The
wer would be ¥ crore or T2 crore,
but Sreekant Dass. Creative Strategist,
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CHEATIVE 'OPTIONS: Faisal Farcoqui
{above} and (right) Venky

Jack in the Box Worldwide, made this
possible with zero money. He and his
team didn't follow the traditional mar-
keting medium to promote the song
Kolaveri Di. rather they used social
media, a Purple Cow strategy. People
were viewing and sharing and more
than 41 miilion views happened across
220 countries

On November 21, 2011, Kolaveri Di
became the 'most searched video' on
YouTube. Around two million caller
tones were downloaded and online
buzz pushed TV and print media to
talk about the song. Blogs, newspapers,
news and radio channels covered and
played Kolaveri Di. This Purple Cow
earned more than %6.7 crore of media
coverage with no money spent.

Find your script and tell it to
the sneezers
A-script is a story that goes alongwith
your product or service. And it needs
to be simple yet remarkable enough so
that your sneezers can goand tell it to
their friends.

Coca Cola came up with the slogan
Thanda matlab Coca Cola and Cadbury

-

came up with Kuch meetha ho jaye! These
slogans are nothing but the scripts,

Worth the remarks

Today we live in an environment where
customers have a pazillion choices for
the same kind of prodicts or services.
Traditional media strategies don't
work enymere as they are common
and customers' interests are changing
and attention span is reducing. The
exceptional is required to achieve suc-
cess: Unless you are able to stand out
as a business, you will be lost in an ever
increasing crowd of copycats. That's
the premise of Purple Cow—the need
to be remarkable.
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