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“ There is only one 
success-- to be able to 
spend your life in your own 
way”

Christopher Morley
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which he has unlimited 
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Tata Sky teams up with Hungama to offer DTH games
Well, good news for all who loves to play games on television. Direct-to-Home (DTH) player Tata Sky has 
launched gaming service Active Games in a tie-up with Hungama Game Studio. The games come in a wide 
variety of genres such as sports, action, adventure, arcade, cards, racing, among others. Cricket lovers can play 
the Yuvaraj Singh Cricket Championship on Tata Sky. Players get an opportunity to step into the shoes of the 
cricketer exposing them to various challenges, derived from the real situations of Yuvaraj Singh’s cricketing ca-
reer. India has always responded in a positive manner when it comes about gaming, and Tata Sky and Hungama 
has emerged as an entity to take technology to the next level. It is interesting to note that the gaming market is 
expected to reach Rs 4,000 crore by 2015, up from around Rs 700 crore.

Speed Ka Double Dose.
MTS and Reebok are the two Brands which offer Best in speeds in different ways and have decided to tie-
up to provide the best that they could offer us in the coming festival season. After launching smart phones, 
MTS has found a way to woo the customers by realizing the coming festival season.MTS, the mobile tele-
phony services brand of Sistema Shyam TeleServices Limited (SSTL) has announced its association with 
Reebok to offer a FREE pair of specially designed sport shoes on purchase of M-Blaze which is the data 
card owned by MTS. Additionally customer will also get data usage advantage of 1500 MB, all for just 
`2999/. The initiative is being rolled out in all 84 towns under the M-Blaze network across India. Custom-
ers, who spend adequate amount of money shouldn’t miss this chance of speed ka double dose.

BMW plans to ride its motorcycles into India
After winning the market in the automobile segment, BMW is optimistic to enter the counterpart segment. 
German automaker BMW is now considering the launch of its premium motorcycles in India but the final 
call will be made within few weeks on the result of the market study. Like other big players, even BMW 
has realized the growth in Indian market. Successful sales of luxury car in the year 2009 have revealed the 
potential of the Indian market. With its entry product – the X1 compact SUV, BMW is anticipating a growth 
of 40%. So it won’t be a surprise if it enters in other segments as well. The high-end automaker has also an-
nounced an investment of Rs 70 crore at its Chennai plant for further expansion. So motorcycle lovers get 
ready for the BMW action!!!!

Akai enters mobile handset market
Japanese consumer electronics brand Akai has entered the mobile handset business in India. Global Brands 
Enterprise Solution, which has a licensing and marketing arrangement with Akai, will retail the dual SIM 
phones in the country. Global Brands sells Akai television and other appliances in India, Sri Lanka and Ban-
gladesh. The company is planning to launch 10 handset models priced up to Rs 7,995. Akai is also expecting 
an overall turnover of Rs 435-crore by July 2011 and mobile phone sales are expected to contribute about 40 
per cent of the total revenues. The target of the company is monthly sales of one lakh handsets from Octo-
ber onwards. Akai’s handsets will be available across 8,000 retail outlets in India and the company intends 
to increase the number of outlets to 20,000. Yet another player in the highly competitive handset market.                        
Result: More choice for the customers…… 

Coke’s Milky Way
Coca-Cola has gone the milky way by foraying in to the dairy segment and coming out with a milk based beverage, Maaza Milky 
Delite. According to the recent Forbes Top 50 list of the World’s most valuable brands, the thanda secures the prestigious third 
spot in the list. Would the strong brand of Coca-Cola have the mettle to influence veteran players in the dairy segment like Amul, 
Vita and Verka and other regional players?? Coca-Cola though has a huge global marketing presence but in the Indian beverage 
market it occupies the fourth place. In addition to that the brand name for this milk based beverage is Maaza Milky Delite and not 
Coca-Cola Milky Delite which would let them leverage the brand name as such.  Get ready for the delicious milky mango!!!!

PAGE-1

MARKET FLASH



An android for your pock-
et:
The latest Android based smart 
phone from HTC is ready to 
set the Indian handset market 
on fire. Apart from the 3.7-
inch AMOLED display, the 
handset comes with a 1-GHz 
Qualcomm snapdragon pro-
cessor. Loaded with latest 
features, it comes with an 
exclusive contract with Tata 
DOCOMO for now.

Technical specifications: HTC Desire
• Android Powered
• 1-GHz Processor
• 3-7 inch screen
• Price: Rs 28,900

Ticking on the right chord:
Inspired by a former line created 
by Zenith in the mid-1960s, heri-
tage and exclusivity are the only 
synonyms that come in mind after 
having a look at this masterpiece. 
Titled as the captain’s watch, it 
surely combines simplicity with 
a strong identity to match the 
needs of its target consumers.

Technical specifications: Zenith EL Primero Captain
• El Primero 400 B, Automatic
• Power reserve: Minimum 50 hours
• Case diameter: 42mm
• Price: Rs 3,84,000

Technology with a price:
Panasonic has introduced a new technology named Neo-PDP 
in its latest offering – a 103” FHD Plasma display TH-103-
PF12. The plasma that has a service life of 1,00,000 hours, 
can be used for various professional applications like confer-
encing, digital signage, video wall, customized home theatre 
et al. At thirty lakh rupees, it’s the costliest!!!!

Technical specifications: Panasonic 103” FHD plasma
• Dynamic Contrast Ratio of 2000000:1
• 103 inch Plasma Display
• Price: Rs 30,00,000

It’s green and it’s sharp:
Here comes a stylish pair of headphones from the 
world’s leading manufacturer of high-end precision 
gaming and lifestyle peripherals – Razer Orca. The re-
cently launched product flaunts a venomous green color 
giving a great style and unmatched sound simultane-
ously. Undoubtedly, with its dual purpose of gaming 
and music, the headphones provide a wickedly infatuat-
ing combination.

Technical specifications: Razer Orcha headphones
• Enhanced audio for music and gaming
• Braided fibre cable with 2 meter braided 
             extension cable
•  Price: Rs 3,599
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BE SURE WITH ASIN..
Sure, a leading anti-perspirant has been launched in India by Hindustan Unilever Limited, with 
Asin being signed as the brand ambassador for the brand in India. Talking about the brand, Asin 
states, “Sure promises ‘No Sweat’. The Sure anti-perspirant range consists of three variants - Pas-
sion and Free spirit for women and Sport Defence for Men. With the launch of Sure, HUL seeks 
to further strengthen their association in the personal care category and believes that the leading 
international anti-perspirant brand will build a closer connect with the 
target audience.

VANESSA PARADIS NEW FACE OF CHANEL HANDBAGS
Singer Lily Allen has been replaced by Johnny Depp’s girlfriend and French actress Vanessa 
Paradis as the new face of Chanel handbags. Chanel’s Karl Lagerfeld hosted a party in Cannes 
with French magazine Madame Figaro to celebrate the release of pictures of their new face. 
However Lily Allen was not invited. “He is very strict about who can represent the brand and 
there is a feeling that Lily is too much of a party girl,” the source added. The brand’s other am-
bassadors include Keira Knightley and Kate Moss.

AISHWARYA RAI - SPENDING TIME WITH LONGINES WATCHES
The good times are… timely for Aishwarya Rai Bachchan. Quite so, considering Aishwarya 
is the brand    ambassador of the interna- tionally famed watch brand Longines. Longines’ 
Ambassador of Elegance, Kate Winslet has presented the new additions to the Longines 
DolceVita collection along with the Bol- lywood icon Aishwarya Rai Bachchan and the 
Asian filmstar Chi Ling Lin. Combining steel with different colours of gold, these latest 
creations lend a new image to the paragon of watch making elegance launched in 1997 that 
has proven highly popular ever since.

BRAND AMBASSADORS OF CWG
Commonwealth Games have been in news for all the wrong reasons. But amidst all the excite-
ment, Olympic gold medallist shooter Abhinav Bindra, ace shuttler Saina Nehwal and boxing 
hero Vijender Singh are among the half a dozen sportspersons who were  named brand ambas-
sadors for this Delhi Commonwealth Games 2010. Best athlete of the 2006 Commonwealth 
Games Samaresh Jung, Olympic bronze medallist wrestler Sushil Kumar and four-time world 
champion woman boxer MC Mary Kom are the other three brand ambassadors for Delhi 
2010. The six would be the faces of the Games to be held from October 3 to 14

KATRINA KAIF AS THE YARDLEY FACE
Wipro Consumer Care and Lighting is looking to enhance the London connect in its Yardley range 
of products with Bollywood beauty Katrina Kaif. Having roped in Kaif as its brand ambassador, 
WCCL hopes to keep Yardley’s origins alive, while reaching out to the Indian youth. The company 
is positioning Yardley as classical and international and they believe that Katrina Kaif is a perfect 
match for the brand as she has a strong London connect among Indian consumers
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We all know that leadership is not limited to a boardroom, a 
podium or a battlefield. Nor are established leaders the only 
people we can emulate. The world abounds in leadership 
lessons in our homes, schools, offices and neighborhoods. 
When we have so many B-Schools churning out leaders and 
managers every year in hundreds and thousands, it is indeed 
remarkable to stand out as one of the most successful leaders 
of our generation.

Vineet Nayar, CEO of HCL Technologies Ltd, is an exem-
plary leader driving growth in the robust IT industry of the 
country. The company has recently touched the $ 2 billion 
mark and employed over 50,000 professionals across 26 
countries around the world. Vineet has instituted several rad-
ical programs that began a quiet transformation across the 
organization. His mantra of “Employee First” and a strong 
belief in value-based leadership has been recognized glob-
ally. Fortune Magazine has articulated his leadership style as 
“The World’s Most Modern Management” and the London 
Business School calls him “the leader of organizational In-
novation”. The Harvard Business School (HBS) has written 
a case study on the Transformation at HCL, based on his 
innovative and radical leadership. The current scenario in 
the industry and the tremendous growth registered in recent 
years has generated much optimism about the future of the 
IT Solutions and software & facilities to be penetrating the 
intensity of the company and analysts are upbeat about the 
huge potential of growth for HCL.

Mr. Nayar is distinguished as one with truly global outlook 
having charted out defining growth path for the company 
with strategic improvements and innovative approaches of 
management.

HCL now enjoys top positions under various ranking sur-
veys mostly owing to the cohesive and dynamic leadership 
of Mr. Nayar. It is indeed noteworthy that in such a short 
span of time, HCL has emerged as the fastest growing tech 
company and aims at establishing itself as a thought leader 
in the IT industry.In 1985, he started his career with HCL as 
a management trainee and has held several leadership posi-
tions over the years before he took on the present role as the 
company CEO. Vineet has sharpened HCL’s strategic focus 
investments around three key missions: creating next-gen-
eration business aligned IT services and solutions, ensuring 
customer engagement around the cornerstones of trust, trans-
parency & transformation and empowering HCLites through 
the ‘Employee First Customer Second’ (EFCS) philosophy.

Mr. Nayar is an Engineer and also an XLRI graduate in the 
year 1985. He joined HCL from the campus and has since 
remained loyal to the company. He has always believed in 
small things making big and that’s probably why he chose 
to join a small firm rather than the big giants in the indus-
try. He fell in love with small organizations and with the 
arrogance in his approach he transformed the organization 
to scale larger opportunities. He decided to communicate 
with all the employees himself pumping flesh and energy so 
that they are motivated and encouraged enough to simulate 
larger outputs. His approach has been loved by HCLites and 
that is precisely why we see the company soaring successes 
after another with every decision made.

“Leadership is not magnetic personality; that can just as well 
be a glib tongue. It is not making friends and influencing 
people; that are flattery. Leadership is lifting a person’s vi-
sion to higher sights, the raising of a person’s performance 
to a higher standard, the building of a personality beyond its 
normal limitations.” This is how Peter F. Drucker defines 
leadership and Vineet Nayar is the personification of this 
definition.
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INTERNATIONAL SUMMER INTERNSHIP
                         -Jisha Felix 

MY EXPERIENCE AT GOLTENS DUBAI!!!!!

 
Doing internship abroad never even crossed my mind .Until my mentor Prof C.S Dixit put this thought into us, 
why not do it abroad if u have an opportunity. An international exposure will definitely give you an edge.

That’s when I thought about it and said why not give it a try .I was more than excited to go Dubai but not very 
sure if I was ready for the cor- porate world. Never heard of the 
company Goltens, but later when I searched in the net, I found that 
it is a world renowned company when it comes to ship repair and 
maintenance. I was part of the sales department. The best thing 
about working at Goltens was the cultural diversity you would find 
in the organization. There were C anadians,Iranians,Norwegians,P
akistanis, Phillipinos,Lebanese.

Throughout my project I realized one thing; in B2B sales’ having a 
good customer relationship is the only way that is going to fetch 
you sales. End of the day it all comes down to your rapport with 
the customers. I had the oppor- tunity to go out for a client visit 
with my company guide and I re- alized they hardly talk business, 
they would talk about world is- sues, family issues and so on…
regular visits by the sales man- agers are just a reminder to the 
clients that we are here for your service any time you need, and that’s how business works.

My learning has been tremendous as in terms of getting a closer look into the Marine industry. And when people 
say that you’re all alone when you get in a company is not quite true at least in my case. There where ten other 
people around me to help me in case I needed any. All in all it was an amazing work experience
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Business opportunity and Innovations from Value 
Retail formats- a case study on F-Square

                       -Prasanna.K.S
Introduction:
The Indian textile and apparel industry is one of the oldest and most 
significant industries in the country and one of the largest in the world. 
Other than China, there are very few countries which can match the 
size, spread, depth, and competitiveness of the Indian textile and ap-
parel industry. Moreover, the global elimination of quotas at the end 
of 2004 has greatly enhanced the opportunities for India to showcase 
its inherent strength and become a top sourcing and investment des-
tination.
Today the industry contributes around 14% to industrial production in 
the country, 4% to the GDP, is estimated to directly employ approxi-
mately 35million people apart from the indirect employment in allied 
sectors, thus making it the second largest employer after agriculture. 
It accounts for about 15% to the country’s exports, and is, in sum, an 
important economic engine for the nation. In part, the very diversity, 
scale and spread of the industry which has been its strength, has also 
been its weakness. However, in the past 10 years, the industry’s ac-
tions, government policies as well as market events have begun to 
converge, providing several growth and business opportunities for the 
sector domestically as well as in the global market.

Indian Textile and Apparel Industry: Current Size
The present size of Indian textile and apparel market is US$ 62 bn of 
which US$ 22 bn is exports while the rest US$ 40 bn is the domestic 
market. The Indian domestic textiles and apparel market is one of the 
fastest growing market in the world. It is expected to become one of the 
major consumption bases in near future. Out of the total market size 
of US$ 40 bn, clothing contributes US$ 30 bn, while the remaining 
US$10 bn is contributed by textiles (home textiles, technical textiles 
and other textiles end-uses). The domestic market has shown a signifi-
cant growth in past few years registering a CAGR of ~18%.Though 
men’s wear is the largest category with a value of US$ 10.3 bn, kid’s 
wear and women’s wear are the fastest growing categories. The tex-
tile industry plays a significant role in getting the foreign exchange 
reserves into the country as it contributes to approximately 15% of 
the total exports from the country. Exports in textiles and apparel have 
registered a strong growth in last few years – 11% CAGR from 2004-
05 to 2007-08. The single largest category is woven apparel followed 
by knitted apparel, made-ups and cotton based textiles.

Challenges:
• Un-organized apparel retailing
• Regulations restricting real estate purchases, and cumber   
               some local laws.
• Taxation, which favours small retail businesses.
• Absence of developed supply chain and integrated IT  
              management.
• Lack of trained work force.
• Low skill level for retailing management.
• Lack of Retailing Courses and study options
• Intrinsic complexity of retailing – rapid price changes, 
              constant threat of product obsolescence and low margins.

Prateek Apparels - F-Square: An Introduction
F-Square is value retail outlet from Bangalore based Prateek Apparels. 
It is a new lifestyle experience for men. From clothing to accessories, 
it is the first of its kind store in India which is positioned as the ultimate 
fashion destination for men. It has emerged as the country’s largest 
fashion value chain that targets youth and offers fashionable clothing 
ranging from Rs 99 to Rs 699. This makes the price affordable to all 
the sectors of the society. F-Square sells the company’s private labels 
without any big brands in its product portfolio. It is famously called as 
local neighborhood family store. Unlike big box retail formats which 
goes up to 70000 sq ft F-Square is a smaller format ranging 800-1000 
sq ft. F-Square is present only in Karnataka and has made its pres-
ence feel among the masses with its constant discounts and special 
offers. It’s interesting to note that one of the top Kannada cinema actor 
Puneet Kumar is the brand ambassador for the F-Square brands.

F-Square is the concept from Prateek Apparels which is one of India’s 
largest design companies with over 15 years of vast experience in de-
livering quality solutions for domestic branded retail industry. Prateek 
Apparels is a popular name in the retail fashion industry as it is one 
of the earliest organized players to offer integrated design, sourcing 
and manufacturing services to domestic branded apparel industry. Pra-
teek Apparels with its 5 state of art manufacturing facilities employees 
over 3000 employees. The manufacturing facility has an incredible 
capacity to produce over 6 million pieces per annum. Prateek Appar-
els known for its exceptional quality and high manufacturing capacity 

is the preferred vendor partner for most of the top national and in-
ternational brands in the country in addition to large format national 
chain retailers, discount stores and hypermarkets.

Prateek Apparels Pvt Ltd Retail Division established in 2007 exclu-
sively concentrates on the value retail segment of the Indian mar-
ket.



Prateek Apparels has an admi-
rable name in the retail seg-
ment and currently operates 
7 Coupon stores at the following locations Bangalore, Chattisgarh, 
Hyderabad, Calicut, and Faridabad and will be adding 2 more during 
this fiscal. A full-fledged apparel manufacturing unit, begun in 1995, 
Prateek Apparels now boasts of clientele of leading brands including 
Westside, John Players, Levi’s, Dockers, Lee, Wrangler, Van Heusen, 
Cottons by Century among others. From concept to design Prateek 
Apparels provides value-adds at every stage. Taking on a comprehen-
sive approach, the company’s services include brand research, fash-
ion forecast, brand communication, design and product development, 
merchandising client interface, sourcing, production, planning and 
control, manufacturing and quality assurance. Coupon stores were 
started with an exclusive idea of providing a wholesome shopping ex-
perience to the entire family. Coupon stores are the large format stores 
(10000-45000 sq ft) capable of housing over 200 national and inter-
national brands offering a discount of 10-60% throughout the year. 
Coupon is hugely popular for its wide assortment & variety of brands, 
departments, categories, and products altogether providing a complete 
family shopping experience. With a view to further strengthen and 
to expand the horizons in the value retail market, Prateek Apparels 
launched the concept of small format value fashion stores in 2009 un-
der the name FSQUARE. While Coupon features well known brands, 
F Square sells the company’s private labels.

F-Square Brands
There are 4 brands which are available in the f-square outlets. The 
names of brands are coined in such a way that it attracts especially the 
youths. The brands are
1. Locomotive: My style
Locomotive fashion for the young gun includes fashion polos, round 
neck fashion T’s, stylized shirts, denims and jackets.
2. Highlander: Easy confidence
Highlander includes stylish business casuals: chinos, polos, washed 
shirts and trousers. These are the best chill pills for today’s man.
3. Mark Taylor: Buttoned up
Mark Taylor is a range of formals for the man who needs to make the 
right impression.
4. Black Coffee: Big business with style
Premium formal trousers and shirts for man in command

F-Square: Operations
F-square operates under the value retail format. Value retail is the re-
cent buzzword with many established and new players adopting the 
model. Value retail format is a type of retail format where customers 
can buy products at lower prices with better quality. The main aim of 
F-square is to come out with combo price offers to create complete 
wardrobe solutions and offer unbeatable value and create the concept 
of pocket money shopping.The F-square customer is a Mass Indian 
male, 18 to 30 years seeking fashion at value. The customer seeks at-
tractive price point and F-square merchandise is affordably priced in 
the range of Rs.99-Rs.699 with almost 80% of the merchandise under 
Rs.499. 

The customer seeks attractive price 
point and F-square merchandise is af-

fordably priced in the range of Rs.99-Rs.699 with almost 80% of the 
merchandise under Rs.499.  F-square has its own outlets and also fol-
lows franchisee model. It is present only in Karnataka and has not 
penetrated into other markets still. There is terrific competition in this 
segment and the stores competing with F-square are Megamart from 
Aravind retail, Brand factory from Pantaloons retail India Ltd, Big 
bazaar, Star bazaar and Trent from the Tata group and other regional 
players with their private labels. Many customers have started prefer-
ring value retails compared to other retail formats which is the reason 
why the competition is increasing day by day. The company takes lots 
of measures to increase the visibility of the stores. The choice of loca-
tion for F-square is linked to the core objectives of brand building by 
reach and market potential. Hence the stores are generally located in 
prime localities like near bustling street markets and shopping streets, 
value for money environments, hypermarkets, high streets & swank 
malls where there are large footfalls. Currently there are more than 
100 stores in Karnataka in all prime locations. Visual merchandising 
plays a very important role in retailing and this is carried out by F-
square in a very well planned manner. The store also comes out with 
lots of special offers and discounts regularly to attract more custom-
ers. Regional and National newspapers serves as an important media 
vehicle to communicate the offers to the customers along with local 
celebrity endorsement. The store also comes out with sudden offers 
with attaching a time period to it. For example it comes out with 50% 
off for 48 hours, Buy 1 and get 2 free in 24 hours etc. The store gets 
its inventories directly from its parent company- Prateek group. The 
store also provides training to the employees joining them to better 
serve the customers. The company is in the rapid expansion mode 
with a plan to open 100 F-square stores in this fiscal. It’s planning to 
double its turnover to touch Rs 700 crore with 240 F-square stores by 
the end of year 2014.

Conclusion:
There is a bright future for the value retail format with rising mid-
dle class and high disposable incomes among the customers in In-
dia. More than metros the Tier-I and Tier-II cities are developing at a 
faster rate especially with respect to apparel retailing. Many malls are 
under construction in all the metros and other important cities which 
gives a great scope for value retail formats like F-square to expand. 
Even though the steps taken by F-square to attract customers to their 
stores are mind blowing, will their expansion only in Karnataka be a 
hindrance to them in the long run? There are more chances of F-square 
messing up like Subhiksha (even though it was not in the apparel seg-
ment) or Vishal Megamart which went on a rapid expansion. Rapid 
expansion is also in one way very dangerous if it concentrates only on 
one market. Being a new entrant and only one year old will it be able 
to compete with the big players in the market which are well estab-
lished? Even though there are more than 100 stores in Karnataka most 
of them remain empty with no customers and also many customers 
feel that the collections are not as attractive as available in the stores 
of other players. In addition to that Innovations are also not up to the 
mark. Will the lacking innovation weaken its power in the competi-
tive race?  Will the stores be able to maintain the reputation of Prateek 
group? Only the future has to answer all these questions!!!!
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World changed with time; waiting for none, making mankind keep pace with it at any cost… Lifestyles were modified. Man 
realized multiple facets of life. There had to be tempo in thoughts every moment. India too changed her looks. The way her 
population led their lives bespoke of the metamorphosis that she was undergoing…
Retail sector in India showed such growth by the Millennium that people went on a shopping spree under the same roof! 
Hypermarket concept captured the imagination of many major players in the Indian market scenario. There was not just 
variety, but, a plethora of choice! Plans for a small purchase materialized as quests to satisfy flimsiest of fancies. The new 
concept gained popularity among all sectors of economy. Interesting sales and schemes of savings were advertised by each 
new idea.

Spencer’s introduced by  RPG  (R P Goenka)  Group  in  1996  would  perhaps  be  the 
earliest store that brought the notion of shopping many items under the roof to India. Head-

quartered in Mumbai, they followed the strategy of ‘Food First’. Almost all the brands and items which constituted basic 
necessities or were edible could be seen on the same platform. It was a grand idea as people experienced the convenience 
of buying “mixed bags” without moving to different locations. India had learned a new culture… 

  
Pantaloon Retail (India) Ltd, a banner under  Future Group of Companies headed by Kishore 
Biyani, ventured into hypermarket retail structure in 2001. India saw her first hypermarket chain coming up 

that year – Big Bazzar Is se sasta aur accha kahin nahin! From basic necessities to luxury, it provides every single com-
modity that an individual can afford at a particular point of time. A trip would ensure that customers can find even the least 
little desire peeping out at them that very few have second thoughts before it is purchased! 
 

“Helping you spend less”. Nothing more would have been catchier for an average Indian customer. Com-
mitment and selfless strive towards perfection was yet again displayed when Tata Group initiated their retail 

chain in 2004. Star Bazaar is a soft spot for the manufacturing giant of the country. Customer satisfaction through cost ef-
fective sales and trust can always keep a market alive. Extremely spacious, nothing less is expected of Tata, who can make 
us spend less even while purchasing the ultimate Nano!!

Acquiring Trinethra Super retail Ltd in 2007 marked the entering of  AB Group into the retail industry. Strik-
ing a chord, Mr. K.M. Birla, Chairman, AB Group said “Our mission is to change the way people shop. 

“We will give them more” . Their design is to ensure world- class and pleasurable shopping to its custom-
ers. more. quality, more. variety, more. convenience and more. value are considered to be the four delivery cornerstones. 
Indians believe in tradition. AB Group would never have to doubt about this fact. They were and still are one of the leading 
Indian players in the World and therefore, little would more. have to do in gaining faith from the masses!
India is a vast heritage with inspiring legacy. Here is the soil, warm and encouraging… Experimentations occur many times. 
External appearances might change, but deep inside it is the true spirit of India that survives…
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INDIA GOES SHOPPING!!!            -Aparna Raj C
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Nescafe: Switch on the best in u!!!!!
                                 
 
Pa para paa pa ra ra … everybody remembers this tune of Nescafe and now the new ad 
for Nescafe which features Deepika padukone and Purab kohli as neighbor creates equal 
hype in the mind of the viewers.

The new commercial showcases Deepika as celebrity “Deepika” moving in as Purab’s 
new neighbor, Purab couldn’t believe it (nobody could)and is ecstatic. While preparing 
coffee he thinks about various ways in which he can approach her  but even in his imagi-
nation he is not able to chat with her because of her bodyguards and also thinks why she 
would be interested in him, her friend circle would be different and gets dejected. Now 
he takes a sip of Nescafe and gets confident, Why not after all she’s just his neighbor at 
least he can ask for coffee. And then what “The action continues….” the next part in next 
TVC.

The basic concept behind featuring an ad in parts is to 
create interest in the mind of viewers and let people 
take wild guesses on what’s going to happen??This 
concept is not new and has been adopted by various 
TVC sometimes it has been successful and sometimes 
not, the recent one was Pepsi ad featuring Ranbir Ka-
poor and Sanjay Dutt. That ad went one step further 
and asked people to answer some questions and win 
some prizes but end result was flop show. Why?? Be-
cause Ads are like movies, until and unless you don’t 
have good script you can’t bank on the stars, music or 
locations, all these things are additional things to the 
story and script which strikes a chord with the audi-
ence (but movies like Dabaang are exception!!!!)

Till now the Nescafe ad has been successful and creates some waves but will it be able 
to sustain the success and what’s the review for this ad?? How many stars?? Look out 
for this column in next issue because “The action continues…”

AD REVIEW
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MARKET ANALYSIS

Insurance Companies in India   - Shejo Joseph

Life is precious and you cannot just take it lightly. As they say “there is no second chance to live”. Loss of life has an impact 
on not only you but also on the people around you. This aspect has made Life insurance so essential. Various schemes have 
flooded the market in this sector. Some choose life insurance as an option for tax saving, some others as an investment plan. 
So this time let us analyze the life insurance market in India. 

The Indian insurance market in spite of having a history covering almost two centuries took a turn after the establishment 
of the Life insurance Corporation in India in 1956. From being an open competitive market to being nationalized and then 
back to a liberalized market again, the insurance sector has witnessed all aspects of contest. The Indian insurance market 
conventionally focused around life insurance until recently, a various range of other insurance policies covering sectors like 
medical, automobile, health and other classes falling under general insurance came up, generally provided by the private 
companies. The life insurance of India added 4.1% to the GDP of the economy in 2009, an immense growth since 1999, 
when the gates were opened for the private company in the market. 

Insurance Companies in India

Registration has been granted to 12 private life insurance companies and 9 general insurance companies so far by the IRDA. 
Considering the existing public sector companies in the Indian insurance market there are 13 companies functioning in both 
life and general insurance business respectively.

Some of the major insurance companies in public sector are: 
• Life Insurance Corporation (LIC) of India-
             Market share: 79% (August 2010)
• National Insurance Company Limited
• Oriental Insurance Limited

Some of the major insurance companies in Private sector are: 
• Tata AIG Life
• HDFC Standard
• Bajaj Allianz
• ICICI Prudential
• SBI Life
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KNOW YOUR MARKET

MARKET ANALYSIS
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MARKETING MANTRAS
-Prasanna.K.S

Holistic Marketing
It is a term used to describe a strategy that enables you to look at your marketing efforts as a ‘whole’, which in turn helps 
you develop an overall or ‘holistic marketing’ plan.

Merchandise Mix
The breadth and depth of the products carried by retailers 

Cross Subsidization
It is the practice of charging higher prices to one group of consumers in order to subsidize lower prices for another group.

Lights ON Strategy
Means deciding exactly what must be done to keep the business moving and doing only that which is critical to help the 
organisation to stabilize.

Brand Audit
It is a proprietary research tool that allows us to set down in black and white the intangible cluster of feelings, impressions, 
connections, and opinions that form consumers’ perception of the brand.

1) A disappointed salesman of Coca Cola returns from his Middle East assignment.

A friend asked, “Why weren’t you successful with the Arabs?” The salesman explained, “When I got posted in the Middle 
East, I was very confident that I will makes a good sales pitch as Cola is virtually unknown there. But, I had a problem I 
didn’t know to speak Arabic. So, I planned to convey the message through 3 posters... First poster, a man crawling through 
the hot desert sand... Totally exhausted and panting. Second poster, the man is drinking our Cola and Third, our man is now 
totally refreshed. Then these posters were pasted all over the place”

“That should have worked,” said the friend. The salesman replied, “Well, not only did I not speak Arabic, I also didn’t rea-
lise that Arabs Read from Right to Left’
Moral: Salesman men should make a proper homework of the place before thinking new ideas.

2)   The Optimist says, “The glass is half full.”
      The Pessimist says, “The glass is half empty.”
      The Marketing Consultant says, 
      “Your glass needs re-sizing.”
                  

Marketing Humour
-Aravind.D.Kulkarni
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QUIZ

1. A dingy boat made its appearance on an advertising hoarding in one of the metros in 2009. It was used when the street got 
flooded; now the brand has made it a social initiative and has extended it to nine other cities. Name the brand.

2. What is connecting businesses with their past website visitors, so that there is an increased likelihood of a completed 
transaction?

3. Name India’s first e-reader that was launched recently

4. In 2000, what did a Singapore based company and IBM introduce for the first time in computing history?

5. Connect Ten sports, DNA, Fun cinemas and Mumbai Football club to one personality who’s the major owner of all of 
them.

6. In 1869 when it was formed, the company was called ‘Joseph A ________ Preserve Company,’ into the food business. 
Can you fill up the blank with a name, which incidentally is how it’s known as today?
7. Pitting it against ITC, RIL bought a stake in which group recently?

8. ‘We will not rest’ is which financial institutions new ad campaign?

9. Which business bestseller begins with the story of the resurgence of Hush Puppies shoes as a fashionable trend? This 
brands resurgence took place in the early 1990’s

10. Identify the brand

ANSWERS
1. Aircel
2. Retargeting
3. Pi
4. The USB drive
5. Subhash Chandra
6. Campbell, it’s now called Campbell soup 
company
7. EIH
8. UBS
9. The Tipping Point by Malcolm Gladwell
10. Michelin
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Corporate Interface
     - Sumana Ghosh

It is always a perk to listen to a corporate interface. Thanks to our marketing club, to give us an opportunity to have interac-
tions with some of the most eminent personalities of the corporate world. The club had organized a session with Mr. Pradeep 
Kumar on 24th September, 2010. His experience not only enriched us with practical knowledge but also enlightened us with 
an insight in marketing with an international perspective.

To begin with, Mr. Kumar has a fascinating background. He has an experience of working over 28 years in the management 
sector in varied fields- FMCG, media, publishing, etc. He has worked in Hawk Media LLG, Dubai as a General Manager. 
He was the GM of Tata InfoMedia Ltd. He also worked in APEEGO Ltd as a National Sales Manager. He is the founder of 
ProMax International, Bangalore. Apart from these he has written two novels- “Voyage of Discovery” and “True Love”.

“What are the prerequisites to market a product internationally”? - He started the session on an interactive mode. He encour-
aged us to share our own views and clarified discrepancies focusing greatly on the international perspective. He stressed 
on the “Brand Value” concept that highly depends on the country’s image, the manufacturer’s image, and the image of the 
brand itself. He analyzed India’s image globally. He also enlightened us by prescribing some ways to improve significantly. 
The Indian market is one of the biggest markets and that is why India has attracted several MNC’s over the years. According 
to Global Competitiveness Record 2010-2011, India’s performance is stable. India’s competitiveness is based on its large 
market size. India is placed 17th in financial market, 44th in sophistication, and 39th in innovation.

We discussed on some critical aspects of marketing based on some real business cases. The session went well and ended 
on a note of gratitude from us- standing ovation and vote of thanks, besides a small token of appreciation – for his valuable 
words and experience he shared. But the after effect continues as the question that he left us with, keeps on ticking in our 
mind – “What is the future of the Indian Brands?”
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