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him. He is doing us a favour by giving us an opportunity to do so.
        - Mahatma Gandhi
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Sony improves 3D TV with new LCD tech
Comparative to LED, LCD stand behind in the brightness and the clarity features but Sony has 
declared that they have come up with new technology which they are going to incorporate in their 
LCD 3D TV. This new technology seems to improve brightness and clarity of their 3D TV, as well 
as give a boost to its lifespan.

The technology is labeled as for ‘field-induced photo-reactive alignment’ also known as Hybrid FPA 
technology. Response time would be reduced to 3 ms due to this technology which, it must be said, 
is as good as any of the PC monitors of today.

In the words of Sony, “One method for improving liquid crystal response time is to generate pre-tilt of the liquid crystal 
molecules. FPA technique uses the alignment layer developed by Sony and maintains pre-tilt of liquid crystal molecules by 
irradiating UV while applying voltage in manufacturing process.” This is how they have summed up this new technology.
For a layman the technology is one which is better in the TV. But when the technology is likely to be a market reality is yet 
any ones guess.

BMW launches X1 – the lowest priced compact SUV
The German car maker on Thursday launched a new compact SUV in the Indian Mar-
ket, the lowest priced in its portfolio. X1 has premium BMW characteristics and is 
expected to increase the market share like never before. X1 would be assembled at the 
company’s Chennai plant which also assembles the 3 and 5 series car. 
The 150h petrol X1 18i is priced at 22 Lakh; whereas the 177 hp X1 diesel 20d and 20d 
Exclusive are priced at Rs. 23.90Lakh and Rs. 29.90 Lakh, respectively. Till now the 3 
series sedans were the lowest priced, starting at 23.95 Lakh. 
Anticipating the increase in sales, the production has been increased to 8000 units from 
5400 units and additional 200 people have been employed for the same. 
The company has moved ahead of the it’s rival Mercedes-Benz by selling 236 units 
more than its competitor during January-November 2010, becoming a market leader in 
the luxury car segment. According to Mr. Schaaf-Head of BMW Indian operations, the 
market for luxury cars in India will be around 15,000 units this year and if it continues 

to grow at the rate of 25 percent, India would be amongst the top 10 global markets for BMW in the next 10 years

Sonata – Wait Mat Kar
Sonata Watches has undergone a youthful makeover by unveiling a new logo, a new tagline 
– “Wait Mat Kar” and 41 new varieties of Super Fibre range of watches. The new variety 
caters to the impatient and ambitious youth, those who do not like to wait longer for prog-
ress. 
Sonata has recorded sales of 6 million watches in the year 2010 which is 50 percent of the 
overall Titan sales. The brand has already gained a growth of 30 percent and expects the sale 
to increase to 10 million in the next three-four years. 
The new range is priced reasonably between Rs 275 and Rs 595 keeping the youth target 
in mind.

Carrefour – World’s 2nd largest retailer enters India
Carrefour is the world’s leading retail distribution group and over the past 40 years has become 
the world’s second largest retailer and the largest in Europe. The group inaugurated its first 
wholesale cash-and-carry outlet in Delhi on December 30, 2010. The 5200-sq.m store at the 
Seelampur Metro Mall offers 10,000 food and non food items to professional businesses and lo-
cal retailers. The Group operates in four formats and is currently focusing on understanding the 
needs of the Indian market before further expansion.

Cocoberry- Entering Mini Metros
Cocoberry, a Delhi based first premium yogurt chain has proposed to launch five new outlets 
by the end of the year 2011. The outlets having area of 220-330 sq ft will be launched in mini 
metros and tier II cities like Bangalore, Pune, Ahemdabad, Jaipur and Goa where the consumer 
needs and tastes are evolving with increased demand for innovative products. A budget of Rs. 
120crores has been set aside for the expansion. The company has won many awards for the 
Best Frozen Dessert and the Best Shakes/Coolers.

MARKET FLASH             - Jobin Devasia 
               Jaya Lakhani

1



YAMAHA FZ1 and SZ-R

Technical Specifications: 
1. 320mm front discs
2. 12V 60/55 watt multi-reflector headlight
3. 998cc & 153cc engine
4. Price: Rs.8,70,000 (FZ1); Rs.55,500 (SZ-R)

A PLEASANT SURPRISE: Here’s a new year’s gift for all the bike lovers from 
Yamaha – FZ1 and SZ-R. Launched with a 998cc (FZ1) and 153cc (SZ-R) engine, 
the bikes come in three color options – Black, Red and Blue. The bikes not only 
flaunt a sporty edge over its counterparts, the engine of the machine also delivers 

tremendous mid-range punch and massive top-end power. While FZ1 is for the hardcore biking freaks, the SZ-R comes 
as a delight for the entry-level biker in the country.

Sparkling hues Valentine’s Day jewellery 

Technical Specifications: 
1. Colored stones (Pariba Tourmaline, Spinel and PeridotTop) 
2. Tailored design
3. Price: On request

Playing on the BLING EFFECT: With just two month’s time to Valentine’s Day, Sparkling Hues has already lined up 
its collection for the season. Made out of exceptional coloured stones like Pariba Tourmaline, Spinel and Peridot, every 
ornament in the collection is done with utmost detailing and intricacy. Gracing the glamorous and precious settings, the 
pieces are custom cut for the consumers. The exquisite designer jewels are out in the market to suit every personality, 
occasion and is a perfect gifting option.

 
 Micromax A60

Technical Specifications: 
1. 7.112 cm display full touch-screen
2. 600 MHz processor
3. 3.2 MP AF Camera
4. Wi-Fi 802.11 b/g
5. Price: NA

On a New High: Here comes an android phone from Micromax– A60 Andro. With the launch of this phone, the company 
aims to transform the android devices market phenomenally. The phone that is loaded with features like 7.112 cm display, 
full touch-screen, a resolution of 240 x 320 pixels and 65K color display, the 600 MHz processor and 150 MB internal 
memory makes it a wonder phone in itself. It also has an unique accelerator sensor that allows a display of content in 
portrait or landscape orientation with every turn.
 

ETIOS

Technical Specifications: 
1. Mileage of 17.6kmpl
2. 4-Cylinder 16V
3. 230mm Ground Clearance
4. Price: Rs. Rs.4,96,000 (ex showroom Delhi)

Perfection at its best: To break the clutter in the highly competitive sedan segment in India, Toyota Kirloskar has recently 
launched its Etios in the Indian market. What makes this car distinct is its engineering that is specifically developed to suit 
the Indian market and it boasts of features like 1.5L, 16V DOHC engine coupled with a 5-Speed manual transmission and 
mileage of 17.6kmpl. It also has a good ground clearance of 170mm. The car is available in four variants; J, G, V and VX 
within a price range of Rs.4,96,000/- and Rs.6,86,500/-

 LAUNCH PAD
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 Jennifer Lopez for L’Oréal:
The American actor/singer has been unveiled as the new face of cosmetics giant L’Oreal Paris, joining Beyonce, Eva 
Longoria and Milla Jovovich as the global brand ambassador. Lopez inked a multi-year, multimillion-dollar contract with 
the company to represent a number of its lines, starting with ads for its EverSleek haircare products, slated to be released in 
January 2011.

 Its more than just oil, its liquid engineering:
Automobile lubricant maker Castrol India has struck a two-year long brand endorsement deal with cricketer Sachin Ten-
dulkar. Tendulkar joins the list of Castrol brand ambassadors that includes high profile names in the field of sports such as 
footballers Cristiano Ronaldo and David Beckham, along with cricketers Rahul Dravid and Adam Gilchrist.
As Castrol’s brand ambassador, Sachin will be the face of the company’s cricket initiatives and promote brands such as 
Castrol Power1, Activ and GTX.

 The sizzling chemistry!
Adah Sharma and Madhavan’s endearing chemistry in Joyalukkas Gold Jewelry TV commercials has prompted the brand to 
retain the two stars as their brand ambassadors for another year. The Adah-Madhavan pairing didn’t just earn a lot of nods 
from viewers it was also recognized with the prestigious 2010 Pepper Awards as the best commercial of the year. The com-
mercials were well received in Dubai and the Middle East, overseas markets that the brand targets

 Natalie Portman for Dior: 
The American actor has been making headlines everywhere lately for her performance in Black Swan. Recently, Portman 
nabbed yet another leading role when Dior named her the new face of Miss Dior Chérie, one of the brand’s iconic fragranc-
es. A series of print ads shot by Tim Walker and a TV campaign shot by Sofia Coppola will be released in March. Portman 
is representing a beauty brand for the first time.
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ENTREPRENEURIAL STREAK!
Many of us have thought of big plans and start their own businesses, but there is indeed one person 
amongst us who has made it all real!
So with the makeover of HT, we bring you a new column that highlights the entrepreneurial streak 
amongst students like you and me.
Saurabh Katar was just another undergraduate 3 years ago, when he passed from Guru Gobind 
Singh University, Delhi with a Bachelor’s degree in Business Economics. But now he has the sole 
proprietorship of a registered company that has a growth rate of 70-75%. He has never incurred 
losses in all the three years and has huge plans for the company.
Sans Inc. deals mostly in performance parts for motorcycles such as Royal Enfield, Honda, Bajaj 
and many more. The company has its own manufacturing unit in West Delhi region, where exhaust 
systems, outflow pipes, custom saddle seats and other customised products for bikes are being 
manufactured. About 40% of the revenues are generated by exports to countries like Australia, UK, 
United States, Dubai, and other Middle East Asian countries. Though Sans Inc. does not maintain 
much physical presence at the moment, it definitely has an active online presence.

Hereby, we present a short interview with the man himself.
1.  What inspired you to start your own business?
Ans. “ There were lots of buyers and no sellers in the aftermarket products for bikes like Royal Enfield ,so I thought to 
myself,  let’s make some money.  Besides, I am truly a bike freak and needed some extra pocket money. All these prompted 
me to get into the business. 
I also believe that being in the right place at the right time often leads to right results and I guess that’s what happened with 
me.”
2. How do you market your products and make your presence felt in such an unorganised sector?
Ans. “Currently, we are marketing only through online sources, such as Facebook page, YouTube video (www.youtube.
com/replytosunny), biking clubs and automobile websites (www.teambhp.com; www.xbhp.com) and other discussion fo-
rums. So basically we are in it through social media marketing at the present.”
3. Elucidate on the difficulties you have faced so far in taking your business to its current situation.
Ans. “Initially my family did not take me very seriously, and they believed that I was just wasting my time. They wanted me 
to do MBA right away after my undergraduate, but I was not ready for it at that point of time. So I worked for one year in 
EXEVO (Modi Group) Market Research Company, to pump in some extra capital and take SANS INC to the next level.
While I was working there, I started trading in these performance parts and when I had saved about 2 lacs, I quit my job and 
concentrated on my business full time. Though I have been lucky and feel blessed, it all required hard work and persistence 
from my side. Those would be all the difficulties I mostly faced.”
4. So what makes you do MBA now?
Ans. “ Well for one, that my business is a little stabilised now, so I can concentrate my energies on studying, and secondly, 
MBA gives me the right qualification and skills to communicate well with my clients. It helps make my position stronger 
and deal more effectively with clients.”
5. What are your plans with the company in near future?
Ans. “I am going to attend the Annual Biker’s Fest, Rider Mania in Kolkata that will be held in the last week of January, 
2011, to build some networks. But otherwise I plan to open dealership for Harley Davidson or Royal Enfield some years 
down the line. Also launching merchandise for my products. 
Also the next big thing is the launch of the official website of the company, i.e. www.sansclassicparts.co.in on 25th February 
when we will be celebrating our 3rd anniversary.
6. Any suggestions to your fellow mates who also wish to start their business? 
Ans. “I have learnt a few lessons in my journey and I would like to share it with others:
i) Customer satisfaction is very important but you need to go that extra mile to achieve it.
ii) I started my business with Rs. 100, so more than the money it is the will power and the intent that matters.
iii) There is no right time to start a business.”

Saurabh, is also known as Sans in the biking community and frequently enjoys biking tours to various cities. He defines 
himself as Rider, Entrepreneur, and a good communicator, when asked to describe himself in three words.
Sans has the entrepreneurial streak. DO YOU? 

 bIG IDEAS
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Quick Response Code – QR Code
Marketing is all about hitting the right target audience. But the way current customers are shifting with 
technological wave, it’s really getting hard to draw a futurist canvas for marketing managers.

With the world, working on virtual platform, technology innovators are working to get offline content 
online. QR code is one of such platform, with the right target audience; QR Codes may have a positive 
impact on the success of marketing and product reach.

Coupon :
“Virtual” coupons are a quick way to offer both online and offline discounts or rewards. Include a QR 
Code on your printed ad and your customers simply “scan and click” to take advantage of the offer.

Website: 
Use QR Codes to drive more traffic to your website. Put a QR Code for your URL on all your marketing 
materials to make it easier for your mobile customer to find you online.

Maps
Make it easy for your customers and prospects to get to your shop. Include a QR Code that links to an 
online map and they’ll be at your door in no time.

Online order
Use QR Codes on catalogs, menus, price lists, and other promotional materials and your customers will 
scan, click, and order online. E-Commerce was never so easy!

Brand marketing Material
QR Codes give your customers and prospects real world hyperlinks that connect your printed materials 
with online content such as video, audio, special landing pages, and much more.

Clothing Designer 
 Who are you wearing? The fabric design incorporates the scan code. Scanning the code launches the de-
signer’s website. (Now let your customers order an outfit via the web incorporating THEIR scan code into 
the design of the outfit. 

QR Code Powered Eg :
Earlier in February 2010, Mid-Day had introduced the QR Code technology in the newspaper that enabled 
users to read a story and view the supporting audio visual file on the website at the click of a button. Re-
cently, Mid-Day won an award at a leading event for the introduction of QR Code technology in India by 
a newspaper.
Neville Bastawalla, Head - Marketing, Mid-Day Infomedia Ltd, said, “It’s im-
portant for a brand like Mid-Day to ideate newer mediums of promotion. Mid-
Day is known for its innovations. Bollywood is a very strong partner category 
for us and we constantly seek to co-create unique marketing opportunities to 
promote both the brands.”
The company has also initiated episodes on Mid-Day’s website. Mid-Day had 
earlier launched ‘Bol Niti Bol’ in association with Balaji on the website, which 
received great response.
Mid-Day digital also has a strategic alliance with the Snaptu platform on mobile phones and claims to 
have an exposure to over 2 million subscribers in India. The website also has an alliance with the News-
hunt application embedded in all Aircel handsets on similar lines.



 bUDDING VOICE

     

         WINNING OVER WITH EMOTIONS…
  
           - Aparna Raj C

Indians are a race of diversity and enthusiasm. From a country of vast and glorious empires to the silent and mighty struggle, 
we have demonstrated the importance of relationships between men. Aspects of emotion are unvoiced rulers of every deci-
sion. This fact has been studied and applied in most of the concepts in industries, irrespective of type. Though never a new 
concept, impact of emotional representation became highly popular among audience.

Sectors geared up for their new marketing strategy- relationship marketing… The inexplicable and abstract factor of life that 
rules mankind… Markets were enthralled by the response that advertisements caused… It was a new era of branding that 
was born. From high profile stars to simple human feelings; the ads clicked at every stages of growth.

The telecom industry is undoubtedly the one which has marketed the basic human characteristic of emotion in the most 
creative manner. It is also evi- dent from the manner in which 
the sales figures of any ser- vice provider rose up each time 
they brought in innovation and dreams of passion into their ad-
vertisements. Having a sneak peek into some…

Airtel came up with their ad of A.R. Rahman to an audience who 
were passionate towards the music of the great maestro. They 
moved on with their charac- teristics of connectivity and range 
until they, too, experimented their luck with relationships- Bol-
lywood stars came in, with a background drop of family, they 
showcased the small, at times silly, yet deep feelings of inti-
macy between each member of the household.

Speaking about Vodafone, there was their forerunner who 
had created an impact on the Indian minds… Hutch, with their 
darling pug Cheeka was al- ready a favorite. Hutch’s dem-
onstration of the simple and innocent relationship of Cheeka 
and his friend helped many other pugs like him get market 
for themselves!! Building on the foundation of Hutch for the 
first period of sales, Vodafone brought out one of the most inter-
esting characters out on screen for marketing- the splendid, naïve 
and childlike Zoozoos… The magic of Zoozoos spread everywhere, with their egg-like body and pointed face; they acted 
out the features of Vodafone in a subtle manner, making the spectators roar with laughter!!

Again it was in connecting man… Idea came out with strategies of advertising their product through revolutionizing thoughts. 
Starting with taking technology to the remote villages, they embraced village life in every ad they made. They went on with 
their Bollywood star with their missions to Save Trees by sending SMSs too!! 

In the race to conquer markets, everyone comes with thoughts, explosive and unique... With the mother- child relationship 
of BSNL to the far and wide travelogue of Reliance… People are watching with awe… After all, “What an idea SIRJEE!!” 
… 
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 AD-REVIEW

     bACK TO THE bASICS –“COCA-COLA ‘SHADOW’ CAMPAIGN”
     
     
  - Rochak Vyas 
 

Remember how we used to make shadows and play with them all day and night, it was cool right!!! What’s cool for us is al-
ways a hot property for advertisement industry. Coca-Cola India has tapped this opportunity with their brand new ‘Shadow’ 
campaign featuring young superstar ‘Imran Khan’.

The TVC opens with the protagonist (Imran Khan) who has just shifted in a new apartment. After putting down a heavy box 
and wiping the sweat off his brow, he notices a shadow being cast from the adjoining flat of a person working on a laptop. 
The person’s shadow disappears for a moment and Imran hears the sound of opening of the Coke bottle. The shadow of the 
Coke bottle is put down in front of the laptop. Imran quickly looks around, grabs a lamp in his room and sets it so that the 
light falls just next to the shadows being cast from the adjoining flat. In an exciting sequence of shadow-play (flapping bird, 
dog and a straw), Imran tries to get close to the Coke bottle. 
  

Suddenly the other person turns off the light and the shadow from the adjoining flat disappears. Worried, Imran rushes out 
of his apartment and into the balcony to realize that the shadow actually belonged to a pretty girl who too had rushed out 
and is now extending the Coke bottle towards him.

Totally new experience for Indian viewers who are used to stale and routine ads. Also the concept is not about the clichéd 
‘boy meeting girl’, but two human beings connecting with each other. The TVC also features a chic, remixed version of 
an old Hindi movie song, a trend that we saw in the previous two commercials of coke as well and its working here too, 
because it is a Bollywood classic.

The other interesting fact about this new campaign is that for the first time in the history of Coca-Cola India, the campaign 
debuted on mobile phone and digital space before being released on mass media.
So next time when you open a coke bottle make some shadow and make some moves who knows you also might get con-
nected with a stranger.!!!

TVC conceptualized by- McCann Erickson creative team - Prasoon Joshi, Tirtha Ghosh and  Ashish Chakravarty, & di-
rected by Dibakar Banerjee of Freshwater Films . 

Rating- 
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MARKET ANALySIS 

      AMAzON.COM 
      TOOLS, MARKETING AND COMMUNITy

E-tail has become the business model of the day and analysing the biggest player of the e-tail market for its marketing strategy 
should help us understand the e-markets of today. 
The goal of amazon.com is pretty straightforward: “To be Earth’s most customer-centric company where people can find and dis-
cover anything they want to buy online.” The implementation is complex, massive and dynamic. Amazon’s marketing structure 
is a lesson in cost-efficiency and brilliant self-promotion. Amazon’s associates link to Amazon products in order to add value to 
their own Web sites, sending people to Amazon to make their purchases. It costs Amazon practically nothing. Some associates 
create mini-Amazons -- satellite sites that do new things with Amazon data and send people to the mothership when they’re ready 
to buy. Amazon Light, built and maintained by software developer Alan Taylor, is one of those satellite sites.
The level of customer tracking at Amazon.com is another best-of-breed system. Using the data it collects on every registered user 
during every visit to the Web site, Amazon points users to products they might actually be glad to discover -- and buy. 

Amazon recommends products that are: 
 • similar to what you’re currently searching for (on-the-fly recommendations that use up tons of processing power) 
 • related to what you’ve searched for or clicked on at any time in the past 
 • purchased by other people who’ve searched for what you’re searching for or have bought what you’ve bought 
You can even customize the recommendations by giving Amazon more information about yourself and your interests and rating 
the products you’ve already purchased. 

¬ A recent development in customer tracking actually collects information on people who may have never visited Amazon.com. 
Amazon’s gift-giving recommendations collect data on the stuff you buy for other people. For instance, if you buy a toy train set 
in December and ship it to your nephew, Amazon knows you give gifts to a boy aged four to 10 who lives in Ohio and likes trains. 
Might your nephew enjoy the latest addition to that train series? Might he also have an interest in RC cars? Amazon will give you 
all sorts of ideas about what to get your nephew when the next holiday season rolls around. 

This type of information gathering has generated a fair amount of controversy. Some say Amazon gathers too much information 
for comfort, and the Electronic Privacy Information Center reports that in 2000, Amazon started sharing its customer data with its 
partners and subsidiaries. The concern has increased with the tracking of “gift-giving habits,” because the gift-giving information 
Amazon collects could be about minors, which is against the law, and because the gift receivers don’t even know that their name, 
age, gender, location and interests may be stored in Amazon’s database of customer information. 
Despite concerns about Big Brother Amazon, tons of people love the personalized experience Amazon offers. It’s not just sales 
offers -- there’s a community on Amazon.com that’s based on people providing even more information about themselves to other 
Amazon users. People write their own reviews, recommendations, “So You’d Like To...” guides and “Listmania” lists based on 
Amazon’s product offerings and share them with all of Amazon.com. One Listmania list, “The Top 25 Weirdest Items You Can 
Purchase Through Amazon!” by Sheila Chilcote-Collins of Van Wert, Ohio, includes a jar of S.E.P. (Stop Eating Poop) that should 
make your dog stop eating its own feces; bird feed in the form of live caterpillars shipped to your doorstep; and a book entitled 
“Owl Puke” that comes complete with a genuine pellet of regurgitated owl meal. You can make any sort of list you want, and any 
Amazon member can view it and rate it. 

Beyond e-commerce and its trappings, some of the more recent Amazon endeavors have the company branching out into new 
realms. Amazon’s Mechanical Turk project seeks to combine community, technology and compensation. Using the Mechanical 
Turk system, software and Web developers can post tasks they need help with, usually tasks related to things computers can’t do 
but humans can, like quickly caption a set of photos. Anyone can post a task, and the person who completes it gets a small amount 
of money in return. Amazon gets a commission on each completed transaction. In a much more visible trek into the unknown, 
Amazon has funded the A9 search engine. It has full search capabilities, mapping functions, a toolbar with pop-up blocking and 
an easily accessible personal search history. A9 also provides a “Diary” where you can makes notes to yourself about specific Web 
pages and lists of recommended links for you to check out based on your previous searches. In keeping with Amazon’s omnipres-
ent marketing techniques, you can sign up to get an Amazon.com discount for using A9 on a regular basis, and when you type in 
a search term, you’ll see a display of Amazon book results related to that term. 

From a “Where’s Amazon going?” point of view, perhaps the most notable project is the previously mentioned 
Amazon Services subsidiary. Amazon Services is building complete e-commerce solutions for companies that are potential Ama-
zon competitors, leaving open the possibility that Amazon will ultimately head in the direction of technology service over retail 
sales. 
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MARKETING MANTRAS

   Marketing Myopia

Narrow-minded approach to a marketing situation where only short-range 
goals are considered.ie the marketing focuses on only one aspect out of 

many possible marketing attributes.

 Me-too response

Tactics of a market follower who attempts to avoid losing market share to 
a competitor by imitating the actions of a competitor.

 Overkill

Expensive promotional effort that produces diminishing returns because it 
repels rather than attracting consumer interests.

 Knocking copy

Advertisement that attacks a rival product.

 Road Blocking

Putting the same advertisement on all the TV channels at the same time.

           - Ranjith Kumar
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   MARKETING QUIz

1. The first advertising agency in the world was started by _______.

2. Advertising agencies operating in India are accredited by ________.

3. Peter Drucker says there are only two basic functions or the entrepre-
neur  ial functions. One is innovation. What is the other?

4. In the market research jargon, what is the “DKCS” option?

5. What is the Nike logo called?

6. Doughboy is the mascot for which brand?

7. Which skin care product’s brand has been derived from two Latin 
words   with the meanings “Skin” and “care”?

8. Which ready to wear brand’s logo always weigh 0.38 grams?

9. “Success is a Mind game”. Which famous Swiss watch brand is 
 promoted with this advertising Slogan

10. Which brand name means “bite the wax tadpole” in Chinese?

 ANSWERS 1. Volney Balmer.
2. AAAI(Association of Advertising Agencies of  
 India).
3. Marketing.
4. Don’t Know/Can’t say.
5. Swoosh.
6. Pillsbury.
7. Cuticura.
8. Lacoste.
9. Tag Heuer.
10. Coca-Cola.
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             SENIOR SPEAKS
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KNOWING ANGAD ARORA
Qualifications:
BE (Electronics and Telecommunication), Priyadarshini College of Engineering, Nagpur university.
MBA (Marketing) 
  
PLACED IN: Tally Solutions  DATE  OF JOINING: 4th  April, 2011
PACKAGE: 700,000 pa (approx.) DESIGNATION: Marketing Manager

WHAT MAKES A GOOD CV:
• Customize your CV as per the requirement of the company.
Example: In order to write objectives, your objectives should change according to the     company’s requirement.
• A CV should not be more than 2 pages. 
• It should be structured.
• CV is just an add-on, more than CV it’s about how you present yourself.
• Highlight your key achievements.

HE FOLLOWED THIS CHART:
Industry -> companies -> whether company comes  to the college -> profile offered by the companies -> your capability 
in accordance with the profile -> keeping track of company which is coming to campus and continuously talking with 
the seniors -> reading management books and attending conferences like nasscom, silicon India.

SIP and PROJECTS:
Organization: Inventive Business Partners   Profile: B2B Sales
It is a start up firm dealing with financial services, as it was a start up company so had larger scope.  Starting from mak-
ing cold calls to closing of deals.

MAJOR LEARNING DURING SIP: 
More than learning it was an icebreaker, helped him gain confidence to sit and talk with top level management. Learnt 
how to communicate and influence them with words.

HOW SIP AND PROJECTS HELPED IN PLACEMENTS:
A CV with less number of projects, narrows down the scope of talk between interviewer and interviewee, more number 
of quality projects means you can direct the interviewer to ask questions in accordance with interviewees area of inter-
est and knowledge and that can be your strength.
With your project and SIP, you can gain more exposure and knowledge, that’s your advantage over your peers.

IMPORTANCE OF NETWORKING:                   
1) Start your networking early.
2) Network with everyone unconditionally.
3) Don’t do selfish networking to realise your goals, but be genuine with the relationship that you have created.
4) Know your own colleges and juniors.
5) Be active on social networking sites like LinkedIn etc.
6) Do self branding.
7) You might not realise the importance now, but you will realise it in a long term.

TIPS:
1) Pitch in to companies to get projects, search for companies, you might be rejected but keep up the good work.
2)  Don’t expect huge projects and as an intern you should be open to everything.
3)  Prepare for aptitude.
4)  Form a group of 5 to 10 people and focus on latest relevant topics.
5)  Get as much knowledge as you can from faculties.
6) Do swot analysis of yourself, have a vision and back yourself. Its not too late and you can still make it.
7)  Don’t wait for tomorrow, do it today coz time will run out of your hand very fast.
8)  Enjoy your work. Take out words like tension and pressure out of your dictionary.



             CASE STUDy

CUSTOMER PROBLEMS
Among the many customers of telephone services in Bangalore, are four individuals living in Rabindranath 
Tagore Nagar, a middle-class suburb of the city. Each of them has a telephone related problem and decides to 
call the company about it.

Bharat Sudarshan
Mr. Bharat Sudarshan grumbles constantly about the amount of his home telephone bills (which is at the top 
2 percent of all household phone bills in Bangalore). There were many calls to the countries in Southeast 
Asia on weekday mornings, calls almost daily to Delhi around mid-day, and calls to Mumbai and Chennai, 
thereafter. One day, Mr. Sudarshan receives a telephone bill which is even larger than usual. On reviewing the 
bill, he is convinced that he has been overcharged, so he calls the phone company to complain and request an 
adjustment.

Amritha Chandrashekar
Ms. Amritha Chandrashekar has missed several important calls recently because the caller received a busy 
signal. She phones the customer service department to find any possible solution for this problem. Ms. Chan-
drashekar’s telephone bill is at the median level for a household subscriber. (The median is the point at which 
50% of all bills are higher and 50% are lower.) Most of the calls from her house were local, but there were 
occasional international calls to New York or to other cities of the United States as well. She did not subscribe 
to any value-added services.

Nalini Siddegowda
During the past several weeks, Mrs. Nalini Siddegowda has been distressed to receive a series of hoax calls> it 
sounds like the same person each time. She calls the company to see if they can put a stop to this harassment. 
Her phone bill is at the bottom 10% of all household subscriber bills, and almost all the calls made were local 
only.

Narendra Hegde
For more than a week, the phone line at Mr. Narendra Hegde’s house has been making strange humming and 
crackling noises, making it difficult to hear what the other person speaks. After hearing comments on these 
distracting noises from two of his friends, Mr. Hegde calls to report the problem. His guess is that it is being 
caused by the answering machine, which is fairly old and sometimes loses messages even. Mr. Hegde’s phone 
bill is at the 75th percentile for a household subscriber. Most of the calls were made to many locations within 
India, usually in the evenings and over the weekends, though there were few calls to London too.

Issues
• Telecommunications Market segmentation
• Customer problem solutions
• Marketing opportunities for telecom companies

13



Contribution

Market Flash- JOBIN DEVASIA

Launch Pad- AMAN DHAND

Big Ideas- RAJAT and AANCHAL

Ad-Review- ROCHAK VYAS

Quiz- RANJITH KUMAR

Quotes- IBOPISHAK

Editorial Team

Editor-In-Chief- Ibopishak Singh

Editors- Aman Dhand, 
       Rochak Vyas, 
       Rajat Setia,
             Jobin Devasia, 
             Aparna Raj C.,
             Shejo Joseph, 
             Ranjith Kumar,
             Suman Bhakar, 
             Aanchal Nichani

Creative and Design Team- 
Tarun Gupta and Rahul Sinha

13


