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EDITORIAL

World is yet to recover from ongoing pandemic shock. Countries are facing 
multiple waves and fighting on multiple fronts to increase vaccination and 
inoculate people. India also faced the deadly second wave and many precious 
lives were lost. Kumar, Pillai, and Vipin explore a timely issue of how age 
structure and social distancing can affect the pandemic. Using a 
mathematical predictive model, authors reaffirm the importance of social 
distancing in flattening the spread curve of COVID-19. 

The success of any business depends on how well it can meet consumer needs. 
World’s top firms and brands invest money and efforts to understand what 
consumers want. In digital age, social media offers an interesting way to 
listen to consumers’ thoughts, feelings, and views based on their posts. The 
paper by Panwar and Khan specifically looks at how social media listening 
can be used to improve consumer engagement and bonding with new age 
consumers. 

The telecom industry in India has seen an exponential growth in the last 
decade. Presently, the industry is stable with multiple mergers and 
acquisitions leading to three big competitors. The cut-throat competition and 
price war resulted in consumer churn among operators. The third paper by 
Bhale and Bedi examines the factors associated with consumer churn. 
Authors study the factors behind the movement of consumers from one firm to 
another in the telecom industry. 

Let us collectively fight the virus, help the needy, and pray for the well-being 
of human kind.
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SOCIAL LISTENING: A STRATEGY TO 
BOND WITH THE NEW AGE CUSTOMERS

The good old days for businesses where they were only concerned with conceiving and 
communicating a message to its target audience are long gone. The conversations since then have 
turned into two ways between the business and the customer, and vice versa. While businesses are 
gearing up to this new reality, a new conversation reality has emerged where the conversations are 
happening among customers about brands, but without them. Businesses are losing control of the 
narrative and the conversations have become more interactive and engaging instead of preachy and 
one-sided as they used to be. Essentially, conversations are happening on multiple platforms in 
multiple ways and multiple spaces, with or without the business being involved. Social Listening can 
help.

IMPORTANCE OF LISTENING TO YOUR CUSTOMERS?

In this changing reality, brands must listen to their customers and not just hear them. Customers are 
using more channels than ever to word their opinions and expressions. Listening to customers not only 
helps businesses to connect with them at a personal level, but it also opens up various avenues for 
innovation and solution design. At its core, listening to customers is one of the causes as well as the 
outcome of customer-centricity, which is essential to create an endearing bond with customers 
resulting in a sustainable relationship.
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