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MARKET FLASH
Car loans to get expensive!
The car loans in the country are all set to get costlier as lenders in India are likely to increase the 
interest rates. RBI has recently tightened the interest and now the car loan providers are expected to 
follow by hiking the car loan interest rates. 
At present, the interest rates of Private Banks fall in the range of 10.5-14.5 %. On the other hand, 
the PSU banks such as SBI, Canara Bank and Bank of Baroda and Punjab & Sind Bank charge rates 
ranging from 9.25-12 %. 

Tata cars to get dearer April onwards
The Indian auto giant Tata Motors has announced to hike the price of its car models in the Indian 
market by up to Rs 36,000 from April 1st. However, the price of small car Tata Nano has been kept 
unchanged. The company said in a statement, “Despite continuous cost control initiatives, the com-
pany is being forced to take these increases on account of steep rise in input costs.”
The price of Tata Indica, one of the largest selling vehicles of Tata Motors in the country, will go 
costlier by Rs 7,000-9,000. On the other hand, the Vista and Indigo CS will be hiked by up to Rs 
8,000 to Rs 11,000. The mid level sedan Tata Manza will get expensive by Rs 10,000 to Rs 15,000. 
The price of company’s popular SUV (sports utility vehicle) Tata Sumo will go up by Rs 13,000-

15,000. While the Sumo Grande will go costlier by Rs 16,000 to Rs 19,000, the Safari will be dearer by Rs 18,000 to Rs 
29,000.

Wolff Olins to re-brand Hero Group
Hero-Honda’s split might well be a blessing in disguise for Hero Group which has now 
turned to a London based consultancy firm- Wolff Olins to help its plans of increasing busi-
ness in domestic and international markets.
Hero Group plans on get a new brand name, brand logo, and brand positioning which does not include anything relating to 
Honda. With Wolff Olins working in tandem with Hero Group, the latter expects growth in Latin America, Africa, the Mid-
dle East and South East Asia.
A huge amount of Rs.100crores is set aside for Hero’s new brand design and for advertising purposes and targets the middle-
class customers. 

The all new 2011 Ambassador Grand Sedan BS4 Launched
If one of you has been a fan of Ambassador you would now be able to enjoy a drive in the 
improved version of the car. 
Hindustan Motors has launched the refreshed version of Ambassador Car and has renamed 
it Ambassador 2011 Grand Sedan BS4. The car has some exciting features like power win-
dows, rear AC vents, a mobile charging socket and improved leather upholstery. 
However there is some bad news on the engine front as engine remains the same, 1817 
cc petrol engine capable of generating a power of 71Bhp @480 rpm and a torque of 137 
Nm@ 2250 rpm. 
The new Ambassador 2011 Grand Sedan BS4 is priced at 6.5 lakhs on road.  The company 
is offering one year warranty on the first fifty thousand models along with the spare parts 

and is available in various colors such as Jet Black, Lunar Silver, Fire Black Red, Oyster Blue, Ecru Beige and Crystal White.

Firefox targets 2.5-5% of the Indian bicycle market
Premium segment bicycle maker Firefox Bikes plan to capture 2.5-5% of the total bicycle market in India by growing at the 
rate of 40% per year. 
Firefox markets over 50 imported models of bicycles in various segments - mountain, all terrain, road and kids - including 
around a dozen models from Trek’s portfolio.
According to industry estimates, the bicycle market in India is 14 million units a year, of which 5-7% 
belongs to the premium segment, growing at 25-30% annually. 
Having 65 exclusive dealer franchisee showrooms in India, they are now planning to open four more 
outlets in Kolkata and other towns of West Bengal. At present, the New Delhi-based Firefox sells around 
2,500 bicycles a month.
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LAUNCH PAD
Maruti SX4 Diesel
Technical Specifications:
1. Engine: 1.3 liter DOHC 16V 4 Cylinders DDiS
2. Number of Valves: 16
3. Piston displacement: 1248cc
4. Maximum Power: 90PS @ 4000 rpm
5. Maximun Torque: 200 Nm @ 175 rpm
6. Price: Rs.7.74 - 8.62 lakh

THE MEN ARE BACK…: Maruti Suzuki has launched a diesel variant of its SX4 
sedan at an introductory price of Rs 7.74-8.62 lakh. The new car is high on power 
and performance, while being low on emissions. The car is a real stunner in the 
sedan segment and is bound to attract fierce competition. And what’s more? With an official mileage of 13.8 kmpl, it is a 
buy for sure. 

YEH GOAT NAHI YE TV HAI…
Spice M9000 is a projector mobile phone from Spice Mobiles with multi-SIM supports and this mobile having the feature of 
pocket projector. A special analog TV chip has been incorporated in its shell, which enables its users to view free aired TV 

channels, functionality similar to those found in cheap Chinese phones.

Technical specifications:
* 2.4 inches QVGA display screen
* 3.2 megapixel digital camera
* Single touch camera operation, Zoom, multi shot and night vision
* In-built projector
* Memory Card Support up to 16 GB
* Stereo Bluetooth
* WAP/GPRS/EDGE/JAVA support
* Document viewer – MS word, excel, PowerPoint and PDF viewer
* Opera mini browser

WATCH OUT FOR

Hyundai i30
The i30 hatchback will be highly priced. And highly powered. It is likely to be 
launched with both petrol and diesel versions and may even be made available 
in a sedan version later on.

 

Chevrolet Volt
Previously seen in the North American Auto Show in 2007 then Shang-
hai Auto Show and later, in Delhi Auto Expo 2010, the Chevy Volt from 
General Motors stable is a plug in series hybrid electric vehicle which 
would have a global launch in 2011.
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PAGE 3
 
A Signature Collection of Clutches
Kareena Kapoor is all set to launch a range of clutch bags. The collection will be called Bebo, after her nickname.

Kareena was recently appointed brand ambassador for a range of handbags. The company observed that their sales shot up 
after she began endorsing the product. Though there are many aspects to be looked into including the selling and marketing 
as well as Kareena’s involvement including her remuneration!
Bebo will be giving her personal design inputs. It will be a high-end collection in gold, silver, beige and black and will bear 
her signature Bebo.

Cool and Refreshing!
Food and beverage maker PepsiCo  said it has roped in Bollywood actor Sharman Joshi as the brand ambassador for its 
carbonated lemon drink brand 7UP.
Sharman Joshi  has been chosen to endorse the brand as his personality is a perfect match to highlight the brand’s positioning 
of a cool and refreshing drink. The company will soon kick off a marketing campaign – ‘Gussa Hatao, Chill Machao’ -- to 
promote the brand on multiple media platforms beginning with television.

Gadget Guru Brand Ambassador of the Year!
Actress Sonam Kapoor has been called as the brand ambassador of the year at the NDTV Good Times Gadget Guru Awards 
2011. 
Sonam said, “I am a gadget freak. You will find everything from laptop, cellphone to iPad and iPod in my closet. They re-
main with me all the time. I can’t leave my mobile even for five minutes. Gadgets have become a way of life today for any 
generation.”
The actress also endorses Spice mobiles. She said that Twitter is a very important social networking site. She added, “It 
depends how you are involved in it. Twitter is a great platform for putting down your thoughts and sharing it with others but 
some are desperate for fame and obnoxious. I have blocked many fame crazy people who have been obnoxious.”
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BIG IDEAS

         

ENTREPRENEURIAL STREAK

When it comes to strong business acumen and tenacity in 
business Marwaris are touted to be the best.  Proving atleast 
that this is true in his case Tushar Agarwal is a young and 
budding 2nd generation entrepreneur who at the age of 21 
has already made significant changes to his family business.

Garg Industries which is into the production of marble was 
set up in 1988 by Tushar’s father.  Recognizing his son’s 
talent and interest in the business, Tushar was given an op-
portunity to enter the same right after completing his 10th 

standard. While doing his B.Com Tushar began learning the ropes of the business. 

Currently Tushar handles the investment and expansion aspects of Garg Industries. He markets his product to Indian buyers 
as well as foreign buyers placed in Germany and Italy. Apart from producing marble they also import and sell fan belts. To 
help the company to deal better with customers Tushar decided to have a tie up with consultancy and call centre which would 
provide information and updates about the German market

Understanding the need for technology he implemented IT services. He also restructured the entire business model bringing 
in departments where necessary and streamlining the process for better results and efficiency.

Ask him why an MBA , and he says that apart from giving him an additional qualification, an MBA would help enhance his 
skills and give him the necessary inputs to run his business better.  Though his business activities have in a way taken the 
backseat due to his education he handles a lot of his work through phone and email. In fact he says that an MBA has taught 
him better time management, and though at times frustrating, it is fun to juggle both work and education.   
Ask him where he sees his business 5 years from now and pat comes the reply. He wants to set up two more branches in 
Rajasthan. Also as Gujarat has a lot of scope for their business he would like to expand and set up a factory in Gujarat.  He 
would also like to diversify within the next two years and purchase a nuts and bolts manufacturing unit as well as enter into 
real estate. 

As a person Tushar is simple, capable and sensible with a passion for business and a love for work. We at Horizon Times 
hope that he achieves his dreams and continues to gain success after success in all his ventures.
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BRANDING WITH TECHNOLOGY

Google Cars Drive Themselves, in Traffic

The car is a project of Google, which has been working in secret but in plain view on vehicles that can drive themselves, 
using artificial-intelligence software that can sense anything near the car and mimic the decisions made by a human driver.
With someone behind the wheel to take control if something goes awry and a technician in the passenger seat to monitor 
the navigation system, seven test cars have driven 1,000 miles without human intervention and more than 140,000 miles 
with only occasional human control. One even drove itself down Lombard Street in San Francisco, one of the steepest and 
curviest streets in the nation. The only accident, engineers said, was when one Google car was rear-ended while stopped at 
a traffic light.
Autonomous cars are years from mass production, but technologists who have long dreamed of them believe that they can 
transform society as profoundly as the Internet has.
Robot drivers react faster than humans, have 360-degree perception and do not get distracted, sleepy or intoxicated, the 
engineers argue. They speak in terms of lives saved and injuries avoided — more than 37,000 people died in car accidents 
in the United States in 2008. The engineers say the technology could double the capacity of roads by allowing cars to drive 
more safely while closer together. Because the robot cars would eventually be less likely to crash, they could be built lighter, 
reducing fuel consumption. But of course, to be truly safer, the cars must be far more reliable than, say, today’s personal 
computers, which crash on occasion and are frequently infected.
The project is the brainchild of Sebastian Thrun, the 43-year-old director of the Stanford Artificial Intelligence Laboratory, 
a Google engineer and the co-inventor of the Street View mapping service.
The self-driving car initiative is an example of Google’s willingness to gamble on technology that may not pay off for years, 
Dr. Thrun said. Even the most optimistic predictions put the deployment of the technology more than eight years away.
One way Google might be able to profit is to provide information and navigation services for makers of autonomous ve-
hicles. Or, it might sell or give away the navigation technology itself, much as it offers its Android smart phone system to 
cellphone companies.
And in the event of an accident, who would be liable — the person behind the wheel or the maker of the software?
“The technology is ahead of the law in many areas,” said Bernard Lu, senior staff counsel for the California Department of 
Motor Vehicles. “If you look at the vehicle code, there are dozens of laws pertaining to the driver of a vehicle, and they all 
presume to have a human being operating the vehicle.”
The Google researchers said they had carefully examined California’s motor vehicle regulations and determined that because 
a human driver can override any error, the experimental cars are legal. Mr. Lu agreed.
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BUDDING VOICE

MAGICIANS OF MARANELLO MARQUE
Hey, it is fun to have a diversion from the busy schedule. Being a computer crack, I would prefer playing 
a game or two until the machine got fed up of my failures or till my booty tallied to figures, which would 
otherwise, have taken a lifetime and sheer hard work to earn. Energizing me with incomparable levels of 
adrenalin, EA (Electronic Arts)’s Need For Speed (NFS) is one of my favorites. Be it Ford, Benz, Fiat, 

Volkswagen, Mclaren or Ferrari, driving rejuvenates my senses with the spirit of entangled circuits and F 1 Racing. 
Let’s go on a trip to the Wealthiest Emirate – Abu Dhabi. With the sky-scrapers that flank its signature Corniche and the typi-
cal Arab Heritage Village, Abu Dhabi presents to tourists, a land of grandeur and glamour. Adding to the exquisiteness is the 
Yas Island, home to a tourism development project worth about US $ 40 billion. Getting ready to flaunt its splendor with Yas 
Island Theme Park and Warner Bros. Movie World, it has Formula One Abu Dhabi Grand Prix Circuit too. 
Narain Karthikeyan introduced a new interest to many in our Country – Formula One. World Champions came, not just from 
Cricket or Football, but, from car racing as well. We heard about a seven-time Champion- Michael Schumacher; a Finnish 
racer- Kimi Raikkonen; a Spanish driver, who became the youngest double Champion- Fernando Alonso and many others. 
Ferrari, Renault, Lotus… Plenty of cars, nail biting races and wriggling circuits around the Globe… We watched and learned 
about F 1 Grands Prix… A friendly black horse, the famous Prancing Horse, from an Italian stable could reap success in F 
1 with its cars. Ferrari, makers since 1928, evolved to capture the fast and ferocious drivers of many lands. Be it race cars, 
super cars, concept cars or road cars, Ferrari has its representative on the platform.  

 
Different scenes and missing links… Trying to bridge that gap between Abu Dhabi, Yas Island and Ferrari? Here it goes… 
It is in Yas Island that the Maranello marque visualized a World of Virtual Formula One. The Ferrari World located on the 
Island has about 20 rides, each of which gives the visitor an experience for a lifetime. A lustrous red roof, reminding the 
side profile of the classic Ferrari GT, with the largest Ferrari logo on it, the theme park has rides for everyone in the family. 
It is more than unforgettable memories. The scenic beauty of Italy from Bell’Italia and the wares in the Ferrari factory; mak-
ing space for Driving with Champions or budding racers; living in the glam of a Ferrari Engineer or a F 1 driver, the visit is 
worthy to etch designs of thrill in the minds of the viewer. The fun part still remains… Do you mind being thrust through the 
roof, up to heights of more than 200 feet, out of a building? Sounds scary! This is how the passengers familiarize the G-force 
as experienced by F 1 drivers. More is there in store for the adventurous who would like to take a ride on the World’s fastest 
roller coaster. Named after Ferrari’s 250 Testa Rossa, the coaster accelerates at 4.8 G to go to speeds of 240 kmph in the first 
5 seconds. It takes more than courage to sit on the ride with release velocities equivalent to aircraft catapults! 
It is a matter of time before more attractions are included. Ferrari is sure to be hot on its wheels. Open to the public from 
2010 November 4, it has been drawing crowds from all over the Planet. Swift and precise is Ferrari. Pack your bags, pick 
your cards, a peek at the Forex rates and be off on the Formula Rossa- Vooooosshhhhhh…
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AD-REVIEW

TATA Manza vs Toyota Etios

Comparison between two cars always limits the discussion to the mileage, engine, external body or interior looks but how 
can we forget the TVC which creates image of the product.

In automobile segment the role of TVC is not conventional, rather its purpose is just to inform about the various features 
available, one step further TVCs differentiating cars into Family one, Masculine one, luxurious one etc. In automobile TVCs 
advertisers try to showcase the value associated with the car for example Maruti TVCs focus on their stronghold on Indian 
mentality and their extensive service network, Volvo focuses on safety, BMW and Mercedes on luxury.

TATA Manza and Toyota Etios fall in the same price band along with Maruti Swift Dzire, thus competing with each other. 
The difference apart from technicalities can be created by TVCs.
Toyota Etios TVC features A.R Rehman playing piano. In one flash showing music flowing through his fingers and next flash 
shows Etios running on road trying to depicting ride of Etios as music to ears.
TATA Manza TVC is much more fun filled, clearly targeting Japanese automakers. CEO Mr. Tanuka of a fictitious automo-
bile company arrives in a helicopter to hold a meeting with expert to analyze why Manza is so successful in market, one of 
the expert answers to his questions about whether the features of Manza are there in their car or not. One by one Mr. Tanuka 
asks about looks of car, its engine power etc and expert replies “No Tanuka Sir”. Clearly showing superiority of Manza over 
their car.

TVC of Manza scores in each and every aspect of ad making, differentiating the product, background score, fresh appeal. 

So who is the winner? My vote goes to TATA Manza ..What about you guyz????
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MARKET ANALYSIS

The Flavour Fight

With the culmination of ICC World Cup, Cricket once again became the religion and its fever gripped spectators across 
countries. While the excitement was at its brim, marketers cleverly buckled up to make the most of it. Cashing on to it early 
was Frito Lays and its flavours contest. TV screens vied for the attention of spectators with Saif Ali Khan and MS Dhoni 
debating over who will win the World Cup, and the debate made us wonder why they had difference of opinion. But when 
the flavours were revealed, it was a different match altogether.

PepsiCo’s Frito Lays ‘Flavour World Cup’ launched 6 new flavours and encouraged consumer engagement with the classic 
voting system, so that with the end of the World Cup, snack lovers will have a winner in flavours too. The onus of converting 
shoppers to participators was on the retail stores. Thus, the in-store campaigns held were successful in luring shoppers to 
participators and participators to shoppers with a great amount of conversion on both targets. The objective of the campaign 
was to inform the shopper of the 6 new flavours from 6 cricketing countries and create an engagement and excitement for 
the shopper to try all 6 flavours.

In the light of the World Cup and shopper’s curiosity, a point-of-sale exhibit with the tagline ‘Taste all 6’ was displayed to 
generate attention and connect with the customers. There were all the essential ingredients to make this campaign a hit. The 
TV commercial to generate curiosity, the in-store campaigns to lure customers and the point-of-sale standees to provide a 
medium of connect with the customer. Scoring points were secured with the new design dressing, the timing, the massive 
campaign and breaking the cluster by having independent standees separate from the other snacks. The campaign has re-
ported to hit 300 modern stores in over 10 major cities of India and while The Indian Cricket Team scored a World Cup win, 
Frito Lays hits a sixer. 
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MARKET Mantras
 

INERTIA SELLING

 
Method of selling items by sending them when they have not been ordered and assuming that if the items 

are not returned, the person who has received them is willing to buy them.

ROAD BLOCKING
In advertising jargon, it means to put the same advertisement on all the tv channels at the same time.

 

RACK-JOBBING
It is the marketing jargon for the practice of supplying goods to a retailer for display on racks on the 

condition that the marketer accepts the unsold stock after an agreed period.

 “The pursuit of excellence is less profitable than the pursuit of bigness, but it 
can be more satisfying. So, focus on what you say in advertising more  than 
how you say it.”
 
            - David Ogilvy
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MARKETING QUIZ

Questions

1. This roadster car was James Bond’s steed in Golden Eye. It stirred the British press because the quintessentially British  
    Bond made a transition to a German car. Name the company and the car.

2. Companies patent their brand names, logos, slogans and even their distinct colours. But owner of this brand attempted to 
     patent a distinctive sound  associated  with its product. (The company has withdrawn its application later). Name the   
     brand ?

3. Which well-known European car and commercial vehicle company was set up the two engineers Assar Gabrielson and  
    Gustaf Larson in 1926?

4. Which automobile is known as “tuk-tuk” in Thailand?

5. Suzuki Company was founded by Michio Suzuki in 1909. What was Suzuki company’s business then?

6. Which brand of car did Adolf Hitler the man behind the origin of Volkswagen, have for himself?

7. Which Disney movie helped promote the Beetle by portraying it as a “Love Bug”?

8. Which company now owns the luxury car brand Bentley, a sister brand of the legendary Rolls Royce?

9. Which American car has been named after the legendary founder of the Detroit – the hub of American car industry?

10. Which piece of equipment found in cars and other commercial vehicles was originally designed by Marry Anderson in 
      1902?

                                                                                                                                                           Answer

1. BMW Z3 Roadster
2. Harley Davidson Motorcycles
3. Volvo
4. Auto rickshaw
5. Textile Engineering
6. Mercedes
7. Herbie and the 3 sequels
8. Volkswagen
9.  Cadillac
10. Windscreen Wiper
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SENIOR SPEAK
Name:  Prasanna.K.S                                               Placed in HCL- Infrastructure Services Division
Qualifications: B.E- Electronics and Instrumentation             Date  of joining - May, 2011
Specialisation: MBA- Marketing                      Package - 4.75L  
Designation: Management Trainee

Profile includes :
• Solution Design IT and respond to Proposals for Infrastructure opportunities
• Independently Own One or more Technology Tracks of a Bid.
• By End of 1 year, Independently Solution design complex bids 
• Ability to independently present to customers and internal audience 
• Contribute to customer facing presentations and collaterals
• Effectively coordinate with other stakeholders for solution design, customer visits etc

Good cv:
• Should be Structured and Straightforward
• Should have a clear Objective
• Should be short and not more than 2 pages
• All the information furnished should be genuine and relevant
• Highlight all the important projects and achievements

Preparations done:
• Formed small groups in the class and practiced group discussions regularly
• Solved Aptitude questions. The best book is R.S. Agarwal
• Used to interact with Seniors to know their experiences during the placement process

Summer Internship:
Company name: Ford Motors
Profile: Product Marketing

Major learning’s: 
1. How a Corporate functions and learnt the corporate culture
2. Time management
3. Interacting with many people boosted my confidence
4. No spoon feeding. We should learn ourselves
5. Learned to use statistical tools like SPSS 

How sip helped in placements:
As there would be lots of questions based on the SIP during the interview, if a SIP done seriously would really help in an-
swering the questions confidently. You can highlight the learning’s and achievements accomplished during SIP.
Importance of networking
Networking is extremely important as you will learn many new things and also you can hone your skills. Be in constant touch 
with your seniors and your batch mates also.

Tips to juniors:
• Start preparing for Aptitude tests well in advance. Don’t rush during the last moment
• Form in to small groups and practise group discussions as GD’s are very crucial part of the placement process and almost 
  all the companies will have GD as a selection process
• Be professional and honest during the interview 
• Be very strong in your communication
• Have a strong Personality
• Be strong in Current affairs as it will help during Group Discussions
• Contact seniors before the Placement starts and get an idea of all the rounds which are part of the process
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The psychology of consumption patterns vs. marketers’ evolving techniques to combat

To advertise means to inform (seen as the flow of information about a product or service from the seller to the buyer). 
However, advertising does not end with the flow of information alone. It goes further to influence and persuades people to 
take a desired action - like placing an order to buy a product. With the onset of a globalized economy in India, the Indian 
consumer’s psyche has been changed. People have become aware of the value of money. Nowadays the Indian consum-
ers are well versed with the concepts about quality of products and services. The social changes with the rapid economic 
growth due to trained personnel, fast modernization, and enhanced availability of retail space are the positive effects of this 
paradigm shift.

Case in point: Provenance Paradox
A product’s country of origin establishes its authenticity. Consumers associate certain geographies with the best products: 
French wine, Italian sports cars, Swiss watches. Competing products from other countries especially developing markets are 
perceived as less authentic. Even when their quality is on par with that of established players, the developing-market firms 
can’t command a fair price. The lower price, in turn, reinforces the idea that the offering isn’t as good and that the region 
doesn’t make premium products.

Chocolates El Rey is a proud, old company that processes some of the best cacao beans in the world. El Rey commands 
a 30% price premium for its cacao, the key raw ingredient in chocolate, which is bought by the great chocolate houses in 
Switzerland and Belgium for use in products that are sometimes more expensive than caviar.
El Rey also makes its own brand of excellent chocolate, which it’s trying to sell globally. But so far, El Rey chocolate is 
relatively hard to find outside its home market, and people aren’t willing to pay a price comparable with that of, say, Godiva 
or Lindt. That’s because El Rey is from Venezuela, not Belgium or Switzerland, and consumers have been conditioned to 
believe that great chocolate comes from Europe, not South America. This is the provenance paradox.

Combating the paradox: Brand Yatra
For a brand to exist, sustain and grow over a period of time involves a herculean task, the art of brand building is not just 
pumping money but getting the pulse of the customer to induce him, convince him and further satisfy him through the 
product. It’s a very tough game to play. It should carry on with Quality, value for money, availability and service for its 
customers and channel partners. The road traveled by a brand has to be successful and align with their innovative approach 
in conjunction with continuous improvement programs and technological improvement including effective usage of IT and 
focus on quality.

Case Examples

Amul -   Consistency in the charm of the catchy lines
(Draft FCB Ulka) The Indian-ness Effect
   The Amul Girl in the polka dot frock

Frooti -               India’s legendary and iconic mango drink
(Creativeland Asia) The Fresh & Juicy Jingle
   Youthful and contemporary consistency

Fair & Lovely - Fairness being a critical need for Indian women
(Lowe)   From getting a life partner to getting a life
               Ability to re-invent itself with change in priorities 
                                       of the consumer

Nirma -  Value for money angle
(TapRoot India)  Slowly and steadily maintained its stand in the
                                        race
   Nirma Girl and her refreshing look

PROVENANCE PARADOX VS 
BRAND YATRA
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