
Who’s That Girl?

She is Neeru Deshpandey from Nagpur, if you 
believe a post on quora where a user has raised ques-
tions on the identity of evergreen Parle-G kid. The 
anonymous post adds that the picture was clicked 
when she was 4 years 3 months old. then their is 
another source Parle-G’s Wikipedia page that comes 
up with the name ‘Gunjan Gundaniya’.
Finally Mayank Shah, group product manager at 
parle products revealed that it’s actually an illustra-
tion by an everest creative back in the 60’s.
  

Interesting Facts About 
Parle-G

192 - The number of times you can cover Earths 
circumference if you line up all the Parle-G 
biscuits consumed annually end to end.
  5010 crore - the worth of biscuit sales 
registered by Parle-G in 2012.
400 million - The number of Parle-G packs that 
are produced daily equivalent to number of dollars 
mademade by Kevin Systrom when he sold of 
Instagram to Facebook. 
6 million - number of retail stores that Parle-G’s 
distrubution network had covered by Jan - 13. 

 

Note From HOD

The Market is truly dynamic. 
During the last six months most of 
the Countries have witnessed 
unprecedented changes in the 
market forces. These changes 
coupled with Macro & Micro 

economic conditions and Technological develop-
ments have affected many FMCG Companies. 
CEMS has been discussing on all the contemporary 
issues in Marketing through GDs, Seminars and 
Debates. I am happy to note that this issue of News 
letter focuses on some of these important issues and 
strategies adopted to meet the growing challenges.

Prof. M.R.Jayaram, HOD 

Contents
Events

 Articles

Report on Viral Marketing

isis 12.2% in 2008. In 2013 it is 18.4% and it is expected to rise upto 19.7% in 2014. Compa-
nies like P&G, AT&T and Warner Bros. spend upto $3.34 billion on advertisements. 
There are various brands such as HUL & P&G which pays Rs.80,000 for 10 seconds for 
broadcasting their advertisements on Televisions. So this is the primary problem which 
companies face. Second problem is the ineffective selling which means  companies trying 
to push their products to the customer in ineffective manner. The third problem is depend-
ing on the traditional mass media communication like Print ads,Radio & Tv commercials.
  Mr.Vishwanath Kumbar emphasized on how a company can convert a satisfied 
customer into a influencer with a help of explaining the concept named “Purchase 
Funnel”. Purchase funnel consist of 3 steps Awareness, Consideration & Purchase. He 
explained the concept of Paid Media & Earned Media. Impact of earned media is highly 
effective than the paid media and the successful factor behind this is the “human nature”- 
tendency of the human beings to share views & opinions when they meet people. So this 
is possible by viral marketing to a greater extent.
        Mr. Kishan Kumar. D discussed the advantages & disadvantages of the viral marketing. 
He emphasized on the rules to be followed in viral marketing. They are as follows: 
1. Provide solutions to the problems & create an interest among customers to share it, 
2. Understand the buyers, 3. Create a content, worth sharing (unique, valuable & interest-
ing), 4. Spread it, 5. Increase the likeability and make sharing & tagging easier, 6. Repeat 
it with various social networking sites.

   Both the speakers gave lot of examples of viral marketing such as Kolaveri Di, Hotmail, 
Barack Obama, Gangnam Style etc. and discussed in detail. The session was very 
interactive and interesting.

  A seminar on “Viral Marketing” was organized on 
18.09.13 at 11:00 am at MBA Seminar hall for 3rd semester 
marketing students. The speakers for the topic were 
Mr.Vishwanath Kumbar, Assistant Professor and 
Mr. Kishan Kumar. D 3rd semester student.
    Mr.Chethan K 3rd semester student gave the welcome 
note. The seminar started with advertisements on “Nike 
Soccer Commercial” and “Volkswagen Passat”. The 
uniqueness of these commercials is that  it got 4 crore views 
on YouTube within few days of launch in internet.
   Companies spend too much on advertisements, the statis-
tics portrays that the amount spent on online advertisements  
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   The panel discussion commenced with the discussion on the impact 
of rupee depreciation on countries like Brazil, China & Russia and the 
statement made by Dr.Manmohan Singh Prime Minister of India that 
“Economic fundamentals of India is strong”. 
      The discussion commenced by referring the history of India, where 
India was once “Self Reliant” with fixed exchange rate which is linked 
with basket of currencies. Majority of the currencies were backed by 
gold as a reserve. After the Vietnam War US floated its currencies and 
imports were made for weapons and deficits. India had a dual ex-
change policy for, one exchange rate for the imports and another for 
the public to use. Later in 1993 India floated its currency. IMF and 
World Bank supported the developed countries.World Bank supported the developed countries.
   Second part of the discussion was about the factors which influence 
the rupee depreciation. Those are current account deficit, inflation, 
physical deficit & trade policies and our country does not export any 
finished products and no effective trade policies. 
  The panelist gave another dimension to the discussion by conferring 
about Eurozone and how value of shares increased in America. The 
US government adopted strategies to recover from recession such as 
providing subsidy to buy American products with low interest rates, 
generate “Free money” to increase the circulation and invest in coun-
tries like India as FDI. When the government stopped generating free 
money, the rate of interest was increased and the equity market rose. 
So US market appears attractive.So US market appears attractive.
   Considering all the pros and cons, the discussion came to a conclu-
sion that “Economic fundamentals of India is strong but Implementa-
tion is Ineffective”.

Panel members:    Prof.M.R.Jayaram,  Mr. Vishwanath Kumbar, 
Mr.G.Srinivasa & Harshitha Prasad
Panel moderator: Dr.T.Joel Gnanapragash
Held on “26th September 2013”

Panel Discussion on 
“Rupee Journey since Independence”

        Mr.G.Abhishek explained the concepts of share of voice & share 
of market. Always companies prefer share of market to be higher than 
share of voice. Companies set the campaign period for the entire year 
and they phrase new taglines which suits the season, Eg: Dell has a 
tagline of “Celebrate Dil Se” for the festive periods from Independ-
ence Day till Diwali.
      He further explained about the print media which has 60% of 
market share in the advertising segment, but televisions face regula-
tions from the government. So the other alternative is Radio stations 
for the companies. He narrated many live examples from his business 
venture and he advised the students to pursue entrepreneurship only if 
they have strong conviction and perseverance. He stated that a busi-
ness will be successful only if it provides solution for a problem. He 
explained with many examples like Flipkart, Ebay and story about 
how the concept of wiper in cars came into the market.
         The session was so interactive and informative and students were 
immensely benefitted. Mr. Chethan K of 3rd semester concluded the 
session by delivering vote of thanks.

          Mr.G.Abhishek started session by describing how media house 
(Radio Mirchi) operates. He explained the process involved developing 
an advertisement for a company. The process starts by company ap-
proaching a media agency with the objective. The media agency pre-
pares a year plan for the company for ad campaigns. Companies ap-
proach different medias for advertising their product or service. Media 
houses have 2 approaches for promoting the product or service they are 
ATL (Above The Line) & BTL (Below The Line).
      ATL approach of advertising is used for the entire customer base no 
specific target is focused. BTL approach is for a niche segment. He 
quoted the examples of Nokia, Yamaha, Cavin’s milk shake, Wonderla, 
Vodafone which specifically targets the youth and supermarkets like 
SPAR & Auchan also adapts BTL approach for promoting the products.
      He then emphasized on how media planner segregates cities on the 
basis of premium time. For example Sony entertainment channel setsdif-
ferent rates according to the type of program like specific rate for KBC, 
serials and talk shows.

    A seminar on “Media advertising” was 
organized on 12.9.13 at 11:00 am at MBA 
Seminar hall for marketing students. The guest 
speaker was Mr.G.Abhishek, CEO of Black-
Cat Creations Consultants and Manager-
Activations in RADIO MIRCHI.
      Ms.Pramoditha Hegde of 3rd semester 
welcomed the gathering and Ms.Aarthi Subhas 
Bavalatti welcomed the guest speaker with a 
bouquet.

Report on Media Advertising

Pramoditha R. Hegde
3rd sem Student MBA

        The panel discussion commenced with the discussion on the impact of 
rupee depreciation on the internal issues of an organization with respect 
to marketing sector. The discussion was carried on other panelist dis-
cussing about the reasons of the depreciation and the challenges faced by 
the IT sector. More focus on Current account Deficit should be given by 
the government and customers should buy swadeshi products than the 
imported products.
   Another dimension of the discussion was about the abroad education 
and rise in interest rates for the loans availed by the students, automobile 
sectors and banking sectors.
    Taking a note through all the pros and cons the discussions came to a 
conclusion “it’s always said that, to see a developed nation, we ought to 
work with total sincerity, commitment and in unity” 
    

Panel members: Chethan.K,  Nagesh,  Naveen CT,  Prashanth,
Ravindra, Rajesh K.S, Kishan Kumar. D & Pramoditha R Hegde
Panel moderator: Rajesh M
Held on “10th September 2013

Panel Discussion on 
“Impact of Rupee Depreciation in Marketing sector” 
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• Advertising has existed as far back as 3000 BC!
• The first newspaper ad was 1650 to offer a reward for 12
    stolen horses.
• First Coca-Cola ad was published in the year 1886 in the 
   Atlanta Journal.
• In 2008, Obama spent $310 million to promote his Image.
•• Pepsi’s “Come alive with the Pepsi’s generation” translated
   into “Pepsi brings your Ancestor’s back from the grave” in
   Chinese.
• Twitter was originally called ‘Twttr’.
• Pharmaceutical companies spend twice as much on Marke-
   ting as they do on Research.
• Seven percent of American population has never heard of 
   Facebook.   Facebook.
• For every $92 spent on acquiring customer, only $1 is spent
   converting.
• In America, by the time a male or female becomes a senior
   citizen, he or she has been seen almost 2 million TV commer-
   cials.
• Mobile video is the fastest growth area in Marketing. 

11 Facts About                  
That Will Blow Your Mind....

Aarthi Subhas Bavalatti 
3rd Semester MBA

            I believe, ‘Rocket Science’ is only applicable to ‘Rocket Sci-
ence’. I do agree there are set formulas to launch a rocket into 
space and there’s none when it comes to understanding con-
sumer behaviour. Well human beings are special; their thought 
patterns changes every minute, their behaviour changes accord-
ing to changes in the surrounding environment and most impor-
tantly their desire also changes frequently.
    Marketers need to observe, humans connect and communicate to 
each other through emotions. When a baby cry, or when a man shouts 
or a lady sings, what’s really happening is we’re connecting and com-
municating. The emotions can be both negative and positive. To speak 
scientifically, feeling of an emotion is actually release of certain 
chemicals in our brain, which later helps us in differentiating between 
positive and negative association of situations, people and things. The 
releaserelease of happy chemical like Dopamine, oxytocin, Endorphin 
occurs when we associate a feeling or emotion with positivity. For ex-
ample, when we hug or kiss a loved one or watch a baby smile, these 
chemicals (hormones) are released in our brain.
Many global and Indian brands have realized the value of this amaz-
ing phenomenon and have been utilizing this knowledge to build 
stronger and efficient marketing strategies. Design your advertise-
ments and promotions in such a way that you put only positive emo-
tions into consumers mind. Positive emotions will indeed lead to posi-
tive association of your brand in the minds of consumer. And finally 
positive association of brand will eventually lead to purchase of your 
product or service. 
Consumer behaviour may change like seasons but emotions have been 
and will be the highway for connecting and communicating thoughts 
with each other. Rocket science is only Rocket Science! 

Chethan K
3rd Semester MBA

WhenWhen we compare to other developing and even developed countries, 
India has the youngest population profile, also Indian consumer market 
is currently under transformational stage. In India, even if a company 
manages to do extensive market research and launch an innovative prod-
uct or service in the market, convincing customers to purchase your 
brand is again difficult and hectic task. So does it mean that understand-
ing consumers is ‘Rocket Science’?

Understanding Consumers is Rocket Science ?

A sales event named “Mark a Sale” was organized on 25.06.13 at A sales event named “Mark a Sale” was organized on 25.06.13 at 
3:20 pm at MBA block. 4 teams participated in the event. The 
theme of the event was “In-Store Promotion” where the students 
were asked to set up a stall with innovative way of arranging the 
products which appeals to the customers. The teams can use any 
promotional strategies to attract customers. The teams should not 
use the names of the existing brands; teams should create their 
ownown logos with the taglines. Teams should exhibit innovativeness 
in packing the products
Students actively participated in the event and the teams created 
the brands named chocobear, splinters, YUMM & Tsunami. 
Teams used different strategies for promoting and selling the 
products like “Play a Game Win a Chocolate”, “Home Made 
Feast” etc. 
The main objective of the event was to make the students under-
stand the purchasing behavior of the customers on live basis. The 
participant teams were able to sell all their products. The event 
was immensely beneficial for them.

    

Mark A Sale 



3rd semester marketing 
students designed T-Shirt for 
CEMS club. 
Dr. T. Joel Gnanapragash 
released the T-Shirt on 
October 28-10-2013. He 
appreciatedappreciated the students for 

their sincere efforts and advise them to take initiatives  in future 
with same synergy.
The logo was designed by marketing student Anand Kotikall. 
The logo symbolizes expertise in global marketing skills. The 
colors used in the logo represents cheerfulness & optimistic
approach towards changing market.

Release of T-Shirt

E ditorial T eam
Editors :
Mrs. Lakshmi.H, Asst.Professor
Anand Kotikall, 3rd sem MBA

Designer :
Anand Kotikall, 3rd sem MBA

Ismail Aashiq Mushthaq
3rd sem Student MBA

mobile data and broadband market. However the toolkit of 
traditional marketing continues to be used predominantly with-
out taking into account fundamental shifts in consumer behav-
iour resulting from all the possibilities opened up by the web.
The internet inverts the traditional monolithic edifice of con-
trolled, one way communication between content producers and 
consumers and creates a world where the ability to consume, re-
spond to, and produce content has been democratized.
To use an economic metaphor, what once was a socialist world 
where the products were centrally produced and distributed, has 
become a true free market devoid of even capital contraints. In 
such world marketing at least the ‘above the line’ variety which 
has occupied the hard to miss space between creative content 
and the consumer, needs to evolve.
AdditionalAdditional linkages between the people have been mapped out 
on a world wide scale through social media, allowing an unpar-
alleled level of peer to peer interaction and sharing of content.
From a marketing perspective therefore, the transition to the 
digital world needs to be not just fine-tuned, but fundamentally 
re-imagined. 

It is universally acknowledged that the in-
ternet will be more important force driv-
ing the future of marketing. India presents 
an even more unique scenario as one of 
the demographically youngest countries 
in the world, with a well developed 
mobile market, and rapidly growing 

Marketing in a networked world

Archana Bhat
3rd sem Student MBA

You’re going to be standing in front of an audience delivering a 
presentation of some kind at some point in your career.
So here it is, some secrets of Mr. Steve Jobs presentation to prepare for your 
next best presentation.
Mr.Mr. Steve Jobs was a good presenter, you might have seen many presenta-
tions during launching up of new Apple products. If we adopt some of his 
techniques, your ideas and presentation will be outstanding.
‘A person can have a great idea in the world but if the person can’t convince 
enough other people it does not matter.’
Steve says –“You got to find what you love, going to bed at night saying 
I’ve done something wonderful, that’s what mattered”. He was inspired by 
a purpose beyond making money.

Thinking - Sketching - scripting - Building - slides - Rehearsing
These are the steps we must follow to make a good presentation.
1.The most important thing is to have a story to tell before you work on your 
PowerPoint file.
Steve’sSteve’s presentation is noticeably simple, highly visual and completely 
divided of bullet points because he believed that simplicity is the ultimate 
sophistication.
2. Survey says that the average ppt slide should have 40 words.
3. Researchers discovered that ideas are much more likely to be remem-
bered if they are presented as picture instead of words or picture pared with 
words. Psychologist call it picture superiority effect.
4. If the information presented orally people remember about 10% of the 
content after 72 hours. But the figure goes up to 65% if you add a picture.
When he introduced IPad to the world he just showed the picture of a enve-
lope and iPad. Why use words when you simply trying to show that the 
computer is so thin, it fits in an office envelope?
If we were in his place we could have told about is price, features like 
resolution, size, color, weight, storage capacity…No need to say every 
piece of information.
5. Numbers does not resonate with the people, the best way to understand 
numbers is to make those numbers be relevant to something with which 
your audience are already familiar with. 

When he introduced the iPod, instead of saying, it has got 5 gb memory, so 
color, keys, he said that you can carry 1000 songs in your pocket.
HisHis every slide was written like a piece of poetry. He had commanding pres-
ence, his voice gesture and body language, confidence and eye contact eve-
rything was perfect. People at very top they don’t work hard than everyone 
else, they work much much harder. Practice is required to become world 
class at particular skill.
And you might have noticed that Jobs had 1 costume that he wears for every 
presentation a black mock, blue jeans and running shoes. Now why can’t he 
purchase any formals for his the best presentation? Because he is Steve 
Jobs. When you invented revolutionary computers, music players, smart 
phone your audience will give you permission to dress anyway you want.
In Jobs presentation he teaches his audience something new and has fun 
doing it. Let’s adopt something from him and lets rock on the stage. 

Stay hungry stay foolish 
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