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Abstract 
 

Today organizations have become very aggressive to have their 
presence on Facebook, Twitter, Linked in etc. as social media helps in 
increasing brand visibility and conversations which could lead to 
conversions. On the other hand, most of the senior industry leaders 
whom I know well are concerned about their online Brand presence, 
One of CMO’s shared his experience with me how his twitter was used 
by the hacker to tweet some wrong messages which became viral and 
he had to apologize and get in to fire-fighting mode to get things back 
to normal. I realized he could also be facing problems from his 
disgruntled employees, third parties and any other entity with a 
malicious intent as it’s easy to leverage on the online space to. There 
could also be stakeholders who have legitimate issues against the 
organization, they may start sharing these issues online and making it 
viral impacting reputation of an organization. Today irrespective of the 
category one belongs to - political, governmental, or corporate – one is 
faced with different kinds of risks. This is possible due to access to 
high end technological devices which could be accessed by anyone that 
to anywhere going beyond traditional media. If these risks are 
addressed with the right consciousness then organizations will be 
realistically prepared to face the evolving problems in this world, 
Otherwise they will continue functioning simply by doing patchwork.  
 The risks from the technological advancements could be addressed by 
strengthening relationships through Reputational Capital. Today 
multiple departments in leading organizations work in silos, especially 
Marketing, Corporate Social Responsibility and Sustainability; if these 
departments are strategically integrated then organizations for sure 
could look at an unimaginable success.  
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1. Introduction 
With the rise in Social media organizations need to strengthen their relationships with 
the stakeholders through reputational capital. Atithi Devo Bhavah - ‘the guest who 
came without intimation had to be treated as God' was the concept practiced in the 
Indian Subcontinent few decades ago. These guests could belong to category of a 
friend or an enemy but as per the norms one had to give equal respect irrespective of 
whoever he was. The culture of love and respect was predominant focused around hate 
the disease not the diseased. In this culture people trusted everyone at times doors of 
the houses were never locked as there was no fear of theft etc. A simple solution to 
problems of Greed, Speed and Scale which was the root cause of recent US and 
European financial crisis. 

 In the western world there is a concept “Things are meant to be used and people 
are to be loved” is something which people practiced and was part of the DNA of 
every Indian few decades ago. The moment the concept changed to “Things are to be 
loved and people are meant to be used” the situation drastically changed.  

In the corporate world we talk about customer centric approach focused around 
creating positive experience for the customer. There is a belief a customer-centric 
approach can add value to a company by enabling it to differentiate itself from 
competitors who do not offer the same experience. All the activities within an 
organization like customer service, innovation, market research, are required to be 
carried out with the customer centric approach as per the Corporate Policy. 
Organizations need to go beyond policies on the paper by inculcating this approach in 
to the DNA of the organization through its leaders who are part of the Top 
management. As it’s mentioned in the Bhagavad Gita 3.21 Whatever action a great 
man performs, common men follow. And whatever standards he sets by exemplary 
acts, all the world pursues. Keeping that in mind tomorrows Company is going to be 
the one which embraces the forgotten values by meeting its social obligations towards 
the society by showcasing change leaders who set example for future generations. 

 
 

2. Building Reputational Capital 
Rajasthan Patrika has built its business by being customer centric. Few campaigns 
initiated by the Rajasthan Patrika Group to address critical pain points of their 
customers are as follows:- 
 
Initiative 1:- Amritam Jalam 
As per the World Economic Forum report prepared in Collaboration with McKinsey & 
Company in 2010, Agriculture sector is currently entering a new era, marked by 
scarcer resources, greater demand and higher risks of volatility. Since agriculture 
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accounts for 70% of water use and up to 30% of greenhouse gas emissions, it 
contributes to and is threatened by environmental degradation. This will be 
exacerbated as the growing population demands more food – nearly double today’s 
levels by 2050 – and more resource-intensive produce such as poultry and dairy. 
Nearly 1 billion people go hungry today – half of them farmers – and malnutrition 
severely impedes human and economic development. Three-quarters of the poor live in 
rural areas, most relying on agriculture for their livelihood. 

Rajasthan Patrika’s campaign on water "Amritam Jalam", being done since past 8 
years have already restored 2500+ water bodies ( traditional water structure) through 
volunteer network of 5,00,000 volunteers - inculcating concern and bringing change. 
They are engaging communities to clean-up the local water bodies and organize water 
conservation drives. This is a perfect example of building reputational. Creating 
reservoirs of water to me is real Corporate Social Responsibility than giving away 
money or subsidies to the poor. If the Water problem is solved agriculture will take off, 
if agriculture takes off food security issue will be taken care of, there would be 
employment generated in the sector.  

 
Initiative 2:- Mobile Radiation 
In another campaign focused around mobile radiation, Rajasthan Patrika launched an 
editorial drive which went through conflict of interests, which they never thought at the 
beginning of the launch. As the campaign started gaining public support and was 
getting bigger and bigger they went ahead with Public Interest Litigation in Rajasthan 
High Court through one retired Justice. There was all round pressure on the Marketing 
team especially from the telecom companies who decided to stop advertising in 
Rajasthan Patrika, but not even once the editorial team was asked by the Marketing 
team to stop their good work, knowing well the lobby is too strong. This led to a loss 
of approximately 12 crores of ad revenue, big blow for Rajasthan Patrika but they 
remained undeterred. Finally they won the case in the High Court and the companies 
went to Supreme Court trying to justify their wrong doings. That wasn’t an easy 
journey fighting some of the giants in the industry in the Supreme Court with sheer 
intent and will power. Their direct competitors i.e. rest of the media, published stories, 
at times published paid news that led to some good income generation for them 
however our team was proud of what we had gained at the expense of advertising 
revenue and our marketing head always praised our effort sharing the stories of how 
telecom lobby is putting pressure and conveying their part of the argument to the 
extent of threatening the editor. One important lesson which the Rajasthan Patrika 
Group shares with the industry is at times its important to take stand in favor of public 
issues as the loss of this would lead to bigger loss to next generation in the future. One 
must go beyond traditional roles and domains For Example here they went beyond 
reporting the issue, to court rooms fighting for a cause representing citizens on 
different forums to rebut false claims, to roads to interact with public to show reality, 
to link with experts to remain on right track and logically worked and systematically 
worked as a team with whistle blowers to address the root cause of the problem. 
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Although The World Health Organization (WHO) had in its 2006 fact sheet on 
“electromagnetic fields (EMF) and public health” stated that “international exposure 
guidelines have been developed to provide protection against established effects from 
RF (radio frequency) fields” by the International Commission on Non-Ionizing 
Radiation Protection (ICNIRP) in 1998 and the Institute of Electrical and Electronic 
Engineers (IEEE) in 2005. It’s so unfortunate these guidelines are ignored at the cost 
of customer. It’s inspiring to read the work undertaken by Rajasthan Patrika. Marketers 
who have been supporting exemplary work need to be encouraged so that their 
initiatives gain appreciation, acceptance, sustenance and replication. 
 
 
3. Conclusion 
There is another good saying in Bhagavad Gita in Chapter 3 Text 25 As the ignorant 
perform their duties with attachment to results, the learned may similarly act, but 
without attachment, for the sake of leading people on the right path. Through the two 
initiatives undertaken by Rajasthan Patrika it is proven organizations could strengthen 
relationships by building reputational capital through customer centric approach. 
What’s good for customers is good for business. Organizations need to follow the 
principle of win where it matters and not win at all cost. When we have tendency to 
win at all costs then we ignore our customers with the rise in social media this could 
lead to a disaster for the organizations as customers now have power to voice their 
concerns. As per Dr. C K Prahlad low income markets present a prodigious 
opportunity for the world’s wealthiest companies to seek their fortunes and bring 
prosperity to the aspiring poor. If survival is at stake then we could expect crime to be 
on the rise. Crime could take form of fraud, thefts, murder etc. In the interest of the 
organization, it is advisable not to ignore the people at the bottom of the pyramid. 
Organizations like Rajasthan Patrika are showing the world when you start giving you 
receive much more. 
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