








FEATURE 

The Future: A 2020 View 

Customer focus is evolving at a great 
speed. Technology will take over mar­
keting and move it from being a sci­
ence to possible science fiction Cus-
tomer value creation , 
decommoditisation and 
dimensionalisation shall be the essen­
tials for survival . Understanding cus­
tomers and selling better to them shall 
be the main aim. 

But in the absence of a powerful ap­
peal to the emotions, or the rationale, 
a consumer will pick on the only 
differentiator, the price. The customers 
are being spoilt with increasing choice 
and are becoming more price sensitive 
and quality conscious. The key lies in 
the capacity to excite the consumers. 

In future, virtually all products will be 
available without going to a store. The 
customer can access pictures on the 
internet, shop among online vendors 
for the best terms and click orders, and 
make payments. Most companies will 
have to bu ild proprietary databases 
containing information on customer 
preferences and use them to -Mass 
�C�u�s�t�o�m�i�s�e �~� their offerings. Imaginative 
ways to exceed customer expectations 
would lead to customer retention. Fo­
cus will shift to customer share from 
market share. Mass TV advertising will 
greatly diminish. In the wake of these 
changes, the only way to sustain would 
be the ability to learn faster and 
change faster. 

Nuclear families shall become double­
income families with a rapid expansion 
of the service sector with more jobs for 
women. Consequently, the demand for 
processed food, entertainment elec­
tronics , mass transportation , communi­
cation systems and services like do­
mestic help, baby siuing and laundry 
will increase by leaps and bounds. 

To meet these challenges, companies 
will devise their own strategies. 

Novelty: Till now, it has been a seller's 
market. Quality was not the biggest 
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criterion. But in future , while quality 
consciousness would increase, prices 
would nose-dive. The customer being 
more quality conscious and price sen­
sitive would go for the best. So, the 
marketers would have to bring novelty 
as well as newer ways of presenting 
their products. 

Dimens ionalisation : One needs to 
add newer dimensions to the image of 
the product in the consumers' minds. 
This means looking at the customer in 
newer and more creative ways , to 
come up with newer appeals for the 
same old selling proposition. 

Customised Marketing: Customised 
marketing or one-to-one marketing is 
the ultimate level of segmentation lead­
ing to segments of one. The customers 
will want to express their individuality 
with the products they buy. The cus­
tomer participates actively in the de­
sign of the product and the offer. The 
products where customised marketing 
is possible are in areas like greeting 
cards , clothes, accessories, etc. 

Integrated Marketing: Integrated mar­
keting is going to be a universal phe­
nomenon. 

New Modes of Distr ibution: Some 
significant developments possible in fu­
ture are franchising, direct distribution, 
use of unconventional channels and 
cross-retailing , retailing through auto­
matic dispensers, telemarketing and 
on-line marketing. 

To be successful , companies should 
devise strategies for survival and 
growth and look for help in implemen­
tation rather than being force-fed stra­
tegic visions from external experts. The 
new aUitude of marketing can re-inject 
business with a sense of creativity and 
challenge. Good marketing practices 
would ensure survival in future , and 
survival would lead to growth and con­
solidation in the market place. 

Swetha Singh, Alumnus 
(PG 1998-2000) 

FEATURE 

Pirates and Markets 

During the 18th century, piracy was a 
problem even greater then bad 
weather conditions on the high seas. 
Today pirates have appeared in the 
market place too. 
Simply speaking, piracy in marketing 
means "targeting all unfair, unethical , 
and non-standard practices on prod­
ucts or services of a company to 
earn profits from it. B 

• If a company uses the brand of 
some other company illegally to sell 
its own products, then it is known 
as Piracy. 

• Piracy also involves copying the for­
mula and copying the packaging 
styles as well. 

Some examples of piracy are: 
• At an authorised showroom Lee T­

shirts are available at Rs. 250. The 
same T-shirt is available at Sarojini 
Nagar for Rs. 150. 

• Setting up a unit at Aligarh to pro­
duce duplicate Reynolds pens costs 
some where near Rs. 30,000. It 
sells pens at the rate of Rs. 4 each, 
while the original costs Rs. 6 each. 

In September, 1997, Rice Tec, inc., a 
small US company won a US patent 
claiming the breeding of Asia's fa­
mous aromatic UBasmatiB rice. Rice 
Tec. also slapped its brand on any 
breeding crosses from Pakistan and 
India with the company's other propri­
etary seeds. 
The news of the patent was a big 
blow to india. It could kill the annual 
basmati market of Rs. 1200 Cr. ap­
proximately. Moreover, it threatened 
the livelihood of thousands of Punjabi 
farmers. 
In 1995, a patent was issued with re­
spect to turmeric or haldi to two Mis­
sissippi doctors of Indian origin. 
In 1980, another US firm W. G. 
Grace & Co. registered a series of 
patents for extracts of the Neem tree, 
its seeds and its bark. 
The software industry is perhaps the 
biggest hunting ground. What should 
companies do? The future only will 
show. 

Saurabh Kulshreshth , PG-U 



• 

CAMPUS NEWS 

IILM Enjoys a Family Picnic 

We all work here as friends and colleagues. We interact 
with one another almost on a daily basis. But do we get an 
opportunity to explore friendly ties at the family level? The 
answer, is hardly ever. 

01 course we do meet some of our col­
leagues' spouses and children at the time of 
convocations and other institutional functions, 
but that is no more than a casual "hello, how 
are you?" 

It was planned that the entire IILM team 
would enjoy a picnic on the 3rd of February, 
Saturday, at Dundama Lake, along with their 
families. 

We began our journey at ten in the morning. 
After the initial introductions with spouses, 
children and hello-hi, we boarded the bus for 
the picnic. 

weather was nice and the arrangements comfortable. 

Soon, Tambola began by the side of the lake. Dr. 

The trip started with ice-breaking sessions of 
'who's got the biggest wrist-watch?' to 'who's 
got the smallest one?' etc. Ritu Gupta took 
the initiative and others followed soon. Ques­
tions, some of them weird, were asked and 
the winners were awarded with packets of 
potato chips or chocolates or cake-pieces . The IILM Family in the foreground of a panoramic view 

Next came a long, long non-stop Antakshari, 
kids offering their help in catching the right songs. 

We reached Dumdama exactly at noon, and the picnic 
started with cutlets, sandwiches, tea and coffee. The 
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Chakrabarti and Razequl had the best luck that day! First 
row, middle row, last row, full house-chips, chocolates , 
cakes accompanied the rewards along with the money. 

Kids were busy at a Painting Competition. 
And, guess what , all won! Something or 
other! 

Boating followeed a sandwich lunch with 
some enthusiastic ones going in for boating 
before as well as after lunch. Camel rides fol­
lowed for the daring. 

A final cup of tea and then the journey back. 

On the way back, everyone was exhausted 
and the crowd was Silent, mostly sleeping, 
but for those who were awake, namkeen 
packets and Polos were added incentives. 

The bus reached IILM at 5:30pm. And, a fine 
day ended with sweet memories to be cher­
ished and appreciation to be treasured. Tal­
ents were brought to the foreground . Many of 
us had not seen the unknown sides of one 
another. A day of frolic, fun , camaraderies 
and a better understanding of one another. 



CAMPUS NEWS 

Placement News 

Placement activity at IILM is going on 

BEYOND BUSINESS ••• 

On a Voyage of Discovery: Kiran Karnik 
at IILM 

with full swing. Most of the students ' One among the millions of words in the , cal dimensions in strategic marketing, 
have already been placed and the rest : English language that rarely fails to : the power of 'word of mouth' , ethical is­
are in the process of being placed. We : excite people (be he or she a toddler ' sues so far as the shareholders, com­
have had some major successes this ' or an octagenerian) is the word Mdis_ : petitors, suppliers, employees etc. are 
year with companies who visit only the ' . concerned and issues like hidden cost, 
top few management institutes in the indirect advertising and gen-
country coming to campus such as der sensitivity elements 
ICICI Prudential etc. Even international were discussed by him. Mr. 
companies like PMT (the world's fifth Karnik also countered a 
largest software company) have inter- number of questions raised 
viewed our students. by the students , with his 
Companies which visited IIlM for cam- usual elan. The detailed dis-
pus recruitment include Risk Manage- cussion helped the students 
ment Systems Incorporated (AMSI), in understanding more 
LNJ Bhilwara Group, Philips, HCl, about ethics and about the 
Infosys, etc. Our students have also unethical practices carried 
been placed in companies like Arcus, out in the advertising world . 
Hero Corporate, AET, Clips, Srei Inter- One only wished that he 
national, CMC, etc. spoke more on what he is 

Visitors to the Institute 

,.---,Or. David S. Taylor , 
Director, Studies, 
Bradford University vis­
ited IILM during the pe­
riod March 27, 2001 to 
April 2, 2001. He had a 
series of meetings with 
the officials of the insti­

tute, faculty members and students to 
discuss both further streamlining inter­
active modes as well as future plans 
for the partners. 

Dr. Mukesh Chaturvedl , Professor at 
MOl, Gurgaon was invited at IILM to 
present a Seminar on 'Direct Market­
ing'. He talked about the Concept. Psy­
chology, Approach and Tools of Direct 
Marketing. The session was hugely 
appreciated by the students as well as 
the faculty. 

Mr. Klran Karnlk, Managing Director, 
Discovery Channel (details featured 
alongside) 

Dr. Karnlk addressing students at IILM well known for- the voyage 
of MDiscovery.w Perhaps, the 

· covery.~ It has an aura about it thai en­
: compasses excitement, adventure, the 
· thrill of the not known , a quest for 
: knowledge and a tinge of fear about 
: the unknown. 

: Perhaps this explains the popularity of 
: a channel, among scores of others that 
· are on view in India today, a channel 
: which is watched almost with religious 
· fervour from school childeren to 
: CEO's-the "Discovery~ channel in In­
: dia. 

: Equally fascinating is the man, Kiran 
: Kamik, who shaped the channel in this 
• country. An impressive speaker, he 
: mesmerised the faculty members over 
: a cup of tea before he addressed our 
· students. 

· He had a long sesseion with a packed 
: house on the topic of "Ethics In Busi­
: ness and Advertising ". 

: The topics of business and advertising 
: raised multiple questions on morals 
, and ethics and various topics like ethi-

: ne:d time. 
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IILM Review Is inducting new 
members Into the team whose 

names will be announced in the 
next Issue. 

IILM Review invites contributions 
from all members 01 the IlLM family. 
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