










FEATURE 

The Road to PVR 

Until the late 1960's, India was domi­
nated by Hindi movies and the In­

jian public was oblivious to English 
'Tlovies, so far as the theatre is con­
�~�m�e�d �.� The regular moviegoer did not 
have much of a choice 85 only Hindi 
movies were shown in the Indian the­
atres. A few theatres did try to break 
the trend but were laced with a nega­
live repercussion. 
Priya's was the first dedicated English 
movie theatre in the city. Established in 
1990, it has been responsible for the 
tremendous shift in the leisure activities 
of the Indian youth in New Delh i. 
Priya's was the first to break the age­
old belief that cinema is a poor man's 
entertainment. 
"My dream of creating a new environ­
ment for the cinema-goers has come 
�t�r�u�e �,�~� comments Mr. Ajay Bijli , the 
owner. His company did a business of 
Rs. 24 crores in 1999-2000. This re­
sponse impressed the distributors 01 
Warner Brothers and Fox, and Priya 
got the right for blockbusters like 
"Ghose and "The Three Fugitives." 
Since 1989, Priya's has come a long 
way. Mr. Ajay Bijli with his predilection 
has managed to expand his business to 
three cinemas. 
• Priya • PYA Saket • PVR Naraina 
Priya still has an edge over the other 
two as it was the first one to bring 
about this craze and secondly the loca­
tion is highly centralised. This premier 
cinema has resulted in turning the 
Vasant Vihar complex to a number one 
entertainment destination. 
PVR Saket. a multiplex, was opened in 
1997 and is second in gross sales and 
occupancy rates. 
PYA Naraina, recently opened, Is the 
third in the chain and is expected to 
draw large crowds from the West Delhi 
areas. PVR Naraina's convenient loca­
tion will provide easy access from sev­
eral major localities like Patel Nagar, 
Kirti Nagar. Mansarover Garden and 
Rajinder Nagar among others. Abundant 
parking space will be available at each 
multiplex. 
The ticket prices at PVR Naraina and 

as both are multiplexes and show the 
same movies. Priya's just has one hall 
and has segemented prices on the 
basis of the Balcony, Upper Stall and 
Front Stall. 
Besides showing movies the PVR group 
has also been amalgamating with for­
eign ventures to expand its area of 
focus. The Australian Company VRL is 
a leading entertainment company, 
which has interests in multiplex develop­
ment and operation, film production, 
distribution, radio and theme park re­
sorts. In partnership, the company owns 
and operates close to 859 screens 
worldwide and has a target of 3000 
screens in the near future. These 
screens would be operational in Austra­
lia, India and Hong Kong with plans of 
setting up complexes In France, Swit­
zerland, Korea and Taiwan. 
Through its consistent efforts at provid­
ing impeccable service, M r. Ajay Bijli's 
PVR group has managed to become 
the most suitable partner for cinema 
and entertainment investment in India. 
The joint venture between these two 
companies is committed to building and 
operating luxury, state of the art multi­
plex cinema complexes throughout the 
major urban centres of India. The con­
glomeration offers the following benefits; 
• Auditoriums showing films under one 

roof. 
• Staggered timing allowing a show to 

start every 30 minutes. 
• Computerised ticketing facility reduc­

ing transaction lime significantly. 
• Slate of the art computer equipment 

providing the best sound and projec­
tion. 

• Fully stocked candy bars serving 
chilled beverages and hot popcorn. 

• 9 screen video wall showing the pre­
views of forthcoming attractions. 

• A lively ambience and friendly staff, 
catering to all your needs and mak­
ing it a true entertainment experi­
ence. 

Priya Village Roadshow is the perfect 
vehicle to satisfy both the demand for 
world class multiplex cinemas and con­
sumer a etite for entertalnlnq films. 
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A Brief Hi story of 
Marketing 

Marketing is indeed an ancient art, 
practised in one form or other ever 
since people started to barter accumu­
lated surpluses. It was seen as a pe­
ripheral activity, because, such sur­
pluses were small and confined to dis­
posing off surplus agricultural products. 
After the Industrial Revolution made 
such surptuses more commonplace, 
the �~ �m�a�r�k�e�t�i�n�g �"� of these became the 
province of the �K�s �a�l �e�s �m�a �n �~� wi th his 
specialised skills. 

During the 19305, scholars began to 
Integrate the various components of 
marketing, formulating the first market­
ing theories. The newty fashionable ad­
vertising agencies began to redefine 
the discipline in a way that came close 
to the modem concept of marketing. 
At the beginning of the 19605, market­
ing in its modem form, based upon a 
.customer focus emerged on the scale 
that we now witness. The disCipline 
matured in the 1970s as the Ideas 
that had developed from practical ex­
perience were substantiated with quan­
titative research. The leading edge of 
marketing moved on, to the service in­
dustries particularly to retailing and 
financial services which were experi­
encing massive changes. Evolving 
Ideas focused attention on more of an 
environmental perspective. 

By 1990 it was clear that the Knew" 
concept of marketing was outdated 
and that the time demanded a strate­
gic concept. The strategic concept of 
marketing shifted the focus from the 
customer or product to the firm's ex­
temal environment. Knowing everything 
there is to know about the customer is 
not enough. To succeed. marketers 
must know the customer in context, 
which includes the competition, gov­
emment policy and regulation, and the 
broader economiC, social and political 
macro forces that shape the evolution 
of marketing. 

Sanjeeta Singh 
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Effective Presentations 

)efinlng Your Purpose 
Yhat do you want to communicate to 
"Our audience? Before you start to pre­
~re your presentation, decide what you 
~nt to achieve. Focus on the purpose 
.f the presentation at every stage to 
'Osure that your preparation is relevant 
lfld efficient. 
(nowing Your Audience 
:ind out as much as 

Writing a Presentation 
It is important to be aware that written 
material can sound very different when 
it is delivered to the audience in spoken 
form. Learn to write your points in a 
natural oral style that follows natural 
speech patterns and is sui.table for ver­
bal presentation. 
Using Audio-visual Aids 

'Ou can about who will 
~ aHending your pre­
;entation. Have you in­
,ted some of the audi­
!nce? Does it consist 
)f colleagues? Once 
'au know who will be 

Before you prepare 
for the 

Audio-visual aids can be 
central to a presentation, 
as they are often able to 
illustrate difficult concepts 
more easily than words. 
Always ask yourself if us­
ing AV aids will contribute 
to your presentation and 
never be tempted to use 

presentation, it is 
important that you 
think about your 

objectiYes. 
Itlending , struc ture 
'our speech to elicit the best response 
rom them. 
)ealing with logistics 
~areful planning of the practical details 
, advance will free you to concentrate 
)(1 perfecting your presentation rather 
han dealing with unforeseen hitches. 
/isi! venue in advance in order to be­
:ome familiar with the layout and com­
)lIe a schedule for the day. 
:Iarifylng Objectives 
)efore you prepare for the presentation, 
: IS important that you think about your 
b Jectives. Do you want to entertain the 
ludience, pass on vital information or 
1spire them to rush off and take imme­
llate action as a consequence of your 
;peech? 
:Inding Material 
\ successful presentation always be­
llns with careful background research. 
rhis requires initiative and hard work and 
~n be time consuming. Allocate suffi­
:lent time for your research and explore 
IS many sources as possible from 
Hess cuttings to the Internet. 
; tructuring Material 
-he order in wh ich you presenl the 
nain points of your presentation, and 
ne emphasis each point is given, will 
dfect the message your audience lakes 
:way. Use the most appropriate struc­
'I f A i Ir...r: t i A I r I ., 

them unnecessarily. 
Rehearsing 
Rehearsal is a vital part of preparing for 
a successful presentation. It is an ideal 
opportunity to memorize and time your 
material and to smooth over any rough 
edges in your delivery. Practise with 
your AV aids, and allow time for ques­
tions at the end. 
Preparing Yourself 
It is as important to prepare yourself as 
it is to prepare your speech. The over, 
all impact of your presentation will be 
determined as mudl by how you appear 
as by what you say. 
Believe in Yourself 
A positive self,image is all important for 
delivering a successful presentation. 
Identify your strengths and make the 
most of them. Excep t in very ra re 
cases, the audience is as keen as you 
are for your presentation to be interest­
ing and successful 
Analyzing Appearance 
Your audience will be greatly affected 
by the way you look, but it is not always 
easy to judge your own appearance and 
the impression you are creating. Ask 
friends or colleagues to comment on 
your image and help you to adjust it to 
suit your audience. 

Monika Bakshl 
p ~-I 
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A Profile of Senior 
Citizens in Delhi 

This feature presents the findings of 
a study carried out on senior citizens 
in New Delhi by Ritesh KhandeJwaf. 

• Majority of the pe.ople among the 
age group of 65-75 is working usu­
ally as a social worker. 

• Majority of the people live with their 
family and children and their opin­
ion in household affairs is 5-6 on an 
average on a scale of 10. 

• The toothpaste in majority used by 
people was Colgate followed by 
Close Up. However people often 
switch brands. 

• Lux is the preferred brand, followed 
by Hamam and Lirit. People like to 
purchase those brands which of­
fered discounts and schemes. 

• Soaps, towels, hair oil , combs are 
used by the individuals only by 
them Le. they do not like to share 
these with any member of the 
household. 

• People change clothes twice a day. 
They prefer wearing cotton clothes. 
Men like kurta pyjamas and women 
like salwar suits or sarees. 

• People use more of Saffola. Sun· 
flower oil is the next preferred. It is 
because of blood pressure ahd 
other problems that people face. 

• They invest in banks which give 
fixed returns. They like to spend on 
children rather on themselves. 

• They normally do not go anywhere 
to enjoy holidays. If they go they 
prefer to go to their relatives' 
places, or occassionally to religious 
places. 

• Health problems are very common 
at this stage of life. In the sUivey 
conducted it was found that 50% 
had the problem of blood pressure, 
while 20% had blood sugar. 

Ritesh Khandelwal 
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The Ten Commandments of Computer Ethics 

:thics, as a philosophy or as a pr~c· 
'ee, has been discussed, debated 
pon and written on almost for thou­
ands of years. But, with the shift of 
me, ethics ceased to be in the realm 
f pure philosophy and entered the 
rena of applied arts and sciences. 
-he talk on business ethics com­
lanced subsequently and today with 
18 proliferation of computers, we talk 
f computer ethics. The following fea­
l fS summarises a brief code of ethics 
J the computer industry. 

· Thou Shalt Not Use A Computer To 
Harm Other People. 

· Thou Shalt Not Intartere With Other 
People's Computer Work. 

· Thou Shalt Not Snoop Around In 
Other People's Computer Files. 

· Thou Shalt Not Use A Computer To 
Steal. 

· Thou Shalt Not Use A Computer To 
~ear False Witness. 

· Thou Shalt Not Copy Or Use Pro­
prietary Software For Which You 
Have Not Paid. 

· Thou Shalt Not Use Other People's 
Computer Resources Without Au­
thorization Or Proper Compensa­
tion. 

· Thou Shalt Not Appropriate Other 
People's Intellectual Output, 

· Thou Shalt Think About The Social 
Consequences Of The Programme 
You Are Writing Or The System 
You Are Designing. 

O.Thou Shalt Always Use A Computer 
In Ways That Insure Consideration 
And Respect For Your Fellow Hu­
mans. 

1 the context of a University campus 
1e above seem to be adequate but an 
Ider attempt cannot be ignored in the 
resent context , for both its content 
nd the manner of presentation. John 
IcLeod has put forth a list of seven 
uestions that determine the ethics of 
n action. For an eth ical action the 

·YES· and for each following clarifica­
tion the answer should be "NO". 

• Is it honourable? 

Is there anyone from whom you 
would like to hide the action? 

• Is it honest? 

Does it violate any agreement, ac­
tual or implied, or otherwise betray 
a trust? 

• Does it avoid the possibility of a 
conflict of interest? 

Are the re othe r considerati ons 
which might bias your judgement? 

• Is it within your area of compe­
tence? 

Is it possible that your best effort 
may not be adequate? 

• Is it fair? 

Is it detrimental to the legitimate in­
terest of others? 

• Is it considerate? 

Will it violate confidentiality or pri­
vacy, or otherwise harm anyone or 
anything? 

• Is it conservative? 

Does it unnecessari ly squander time 
or other valuable resources? 

The above would seemingly suffice in 
the many diverse environments when 
applied to the large spectrum of com­
puter users, irrespective of the fine r 
definitions which may be applicable. 

Computer ethics then cannot be differ­
ent, no apologies intended, from any 
other field of life and the same govern­
ing principles apply; that which your 
conscience permits is ethical , that 
which does not destroy peace of mind 
is ethical, that which does not rob one's 
sleep is ethical. Consideration for oth­
ers is ethical , an act of kindness or 
courtesy Is ethical, honesty is ethical. 
When a person has the above qualities 
actions cannot deviate from the ethical 
code in the field of computers or else­
where. 

I r h r . P -I 
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One Day in the Life of 
a Salesman 

While the distinction between selJing 
and marketing is quite clear in the text 
books, quite a few practitioners, even 
today, are confused in role perceptions 
between the functions of a safes 
person ·and that of a marketing one. 
We have featured two such write-ups 
in this issue. 

A salesman on an average starts his 
day at 6 .00 a. m. and expects a 
healthy day for himself and for his 
company. He leaves for office at 9.00 
am, and once he reaches, he sched­
ules his day's routine and then leaves 
the office to attend the oompanies. He 
makes presentations of the product 
and tries to clinch the deal, then after 
that he gives his feed report to the 
company about the quality, price and 
the supply and also about the terms 
and conditions regarding the payment 
based on which the customer wants to 
deal with his company. In order to 
perform all these activities during a 
day, to clinch a deal , a salesman 
should be smart enough with good 
communication skills in order to ex­
press himself in front of the customer 
and must be capable of convincing 
customers. 

He should be intelligent with a grasp 
on the fi.eld i.e. he should be updated 
with the knowledge of the product's at­
tributes and how they are going to 
benefit the customer because it is only 
the benefit which the customer looks 
for, not the attributes of the' product. 
Apart from aU these a salesl'11an 
should be loyal , honest and full of 
energy I.e. with the desire to do some­
thing c reative ; for doing aU these 
things he must have faith in himself, in 
his company and also in the product. 

In the career of a salesman, patience 
plays an important role. Sometimes 
the customer's reaction irritates but it 
is wiser to reason further for finding 
a solution, instead of expressing your 
resentment. This is why a sales per­
son should have a lot of patience. 
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E-Values 
:omputers today have begun to inv{lde not necessarily hold good. If we con­
'lOSt spheres of our lives whether we sider the many roles of an individual 
(8 it or not, and this is more than true who accesses a computer system, we 
M'" those of us who are in an academic have the neophytes , the nerds, the 
nvironment. It is here thai we have hackers, the Gurus (Avatars??) who are 
'lOved gradually from small computer all incarnations of the end user. The 
lbOratories with one system and two other categories of people who access 
I f conditioners to laboratories with computers are hardware professionals, 
~ny networked systems. At this stage software professionals , programmers, 
" time the kind of r----------...... system and database 
'oblems that one It needs to be borne in administrators. At this 
lay have experi- mind that the definition of stage it would have 
need in the labora- values In the context of been well and truly es-
II"IeS would relate to computers is not as simple tabU shed that the eth;-
hssing/deletedlmu- :.. At ...... _ cal norms would be re-as " seems. ,,~ onset, 
.ated files or dirac- there ore tomes on this lated to the role of the 
)ries, However, in individual also. 
rture the problems subject, each one 
\ely assume differ- adYocating 0 simllor 
nt proportions and concept In os dissimilar 

The initial efforts at 
defining the set of ethi­
cal norms met with lim­
ited success primarily 
because the rapid rate 

rnensions. It there- words as possible. 
)re, becomes only 
ecessary to define computer values in 
·e context of our environment and the 
resent time. 
1e many definitions of computer val­
es are not new, considering the fact 
!.8.t philosophers have always enjoyed 
;rmonising and the modem ones could 
Jt refrain from reference to computers 
arlier, and -e-existence today. The defi­
lion of ·values· has been inextricably 
l ked with morals and laws, and delv­
'9 deeper would not bring out any 
lore than what we know or assume 
I8t we know. However, one interesting 
spect of values which needs mention 

that it is accepted that values vary 
lth space and time i.e. different cuI­
Ires in different countries have differ­
, t values and therefore values advo­
ite the evaluation of deeds in each 
tuation. 
needs to be borne in mind that the 
~ finition of values in the context of 
>mputers is not as simple as it seems. 
t the onset, there are tomes on this 
l bject, each one advocating a similar 
>ncept in as dissimilar words as pos­
ble. Nevertheless, consider the areas 

computer access or usage varying 
)m the work place, a public area (Ii-

?) n ill 

of development ensured that the defini­
tions on which the norms were based 
metamorphosised in such a manner as 
to leave the norms wanting. The norms 
were reeking of obsolescence as soon 
as they were formulated. The norms 
varied from industry to industry and 
from campus to campus, articles of his­
torical significance bear ample testi­
mony to this. Some campuses have 
their set of ethical norms or standards 
on the internet and even a passing 
glance would be eriough to spot the dif­
ferences no matter how subtle. 
However, one wonders how long it will 
take to evolve any set of values for this 
particular industry. Another matter of 
concern is, even if a set of norms and 
values is developed now how effective 
they will be. A case in point Is the ad­
vertising industry, which is many de­
cades old in India today and it took. a 
long time for the Advertising Associa­
tion of India to develop a code of eth­
ics. Even then, unfortunately, many ad­
vertisers are flouting the norms with 
impunity, for the association has no ju­
dicial or punitive powers. There is a 
long long way to go before e-values are 
developed and adhered to in India or 

I , . 
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Who Eats Bread Pakoras? I I 
Bread pakora signifies much more 
than just an item in the menu. It is 
found that bread pakora price Is the 
lowest in the menu inspite of this be-
ing a mini meal. Also it is readily 
available and takes less time to pre-­
pare. So people have different rea­
sons for consuming it. 
In our findings, almost all the bread 
pakora eaters were males Very few 
females were found eating at those 
kiosks. These people usually preferred 
bread pakora as an informal meal at 
any time of the day rather than in the 
formal sense like lunch or dinner. For 
some it gives value for money, for 
some it satisfies their mini meal and 
for some it is liking towards this food 
item. It is mainly consumed by middle 
or lower income groups. The consum­
ers are mostly self-employed who are 
owners of petty business, mobile ven­
dors, auto rickshaw drivers, car driv­
ers, rickshaw pullers, vegetable ven­
dors, and small business owners. 
They are also skilled workers like fac­
tory workers, technicians, gardeners, 
etc ., unskilled workers and service 
people consuming this food item. 

Interestingly, a large size of the sample 
has primary education though there 
are graduates and post graduates also 
which acounted for a small percentage 
of the total population under study. 
They constituted mainly bachelors or 
married, but not staying with their 
family. Also there is a direct linkage 
between income and bread pakora 
consumption. With fall in income 
these consumers prefer to shift to a 
different food item but there are some 
who like to continue irrespective of the 
level of income. Also it was found that 
people who have .the lowest level of 
income cannot go for any purchase 
of readymade food items and people 
who have higher levels of income do 
not consider it upto their status to eat 
bread pakora. This is a case of typi­
cal giffen goods in economics. 
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Social Marketing 
While societal marketing as a concept 
along with its applications is a tamlfiar 
'enn to most of us, social marketing Is 
a comparatively new concept. In fact, 
most of us do not make any distinc­
tion between societal marketing and 
socia! marketing even though we may 
have come across the latter term. 
Philip Kotler brought what was prob­
ably the first textbook In 

from discip lines such as advertising, 
public relations and marnet research , 
as well as to the work and experience 
of social activities , advocacy groups 
and community organisers. 
As Philip Kotler points out in his book 
Social Marketing: Strategies for 
Changing Public Behaviour, campaigns 
for social change are not a new phe-

nomenon. They have 
th is area, termed "So­
cial Marketlng-, where 
like in his other books, 
he lucidly explained 
what social marketing Is 
all about. What set this 
book apart is the num­
ber of exhaustive case 
studies. The following 

Social marIceflng 
combines the best 
elements of the 

trocItionaI 

been waged from time 
immemorial. In ancient 
Greece and Rome, cam­
paigns were launched to 
free slaves. In England 
during the Industrial revo­
lution, campaigns were 
rnocJrted to abolish debtor 

appn>aehes to 
soda! change. 

write-up briefly tries to explain the 
concept. 
Social Marketing is a planned process 
for influencing change. It is a modified 
term of conventional product and service 
marketing. Social marketing is the ap­
plication of marketing principles to the 
design and management of social 
programmes. It is a systematic ap­
proach to solving problems. 
Some people think social marketing is 
just social service; others, a mass me­
dia compaign of public service an­
nouncements; others, any programme 
that establishes a product-distribution 
network. But it is more. Social Market­
ing defies quick defination because its 
programmes are not easily stereotyped. 
In the most general sense, social mar­
keting is a new way of thinking about 
some very old human endeavours. As 
long as there have been soda! systems, 
there have been attempts to inform, 
persuade, influence. motivate, to gain 
acceptance for new adherents to certain 
sets of Ideas, to promote causes and 
to win over particular groups. to rein­
f()(ce behaviour or 10 change it whether 
by favour, .argument or force. Social 
marketing has deep roots in disciplines 
such as psychology, sociology. political 
sc ience. communication theorv and 

prisons. grant voting 
rights to women, and to do away with 
child labour. 
In recent times campaigns have been 
launched in areas such as health pro­
motion (e.g. anti-smoking, safety, drug 
abuse, drinking and driving, AIDS, nutri ­
tion , physical fitness , immunization , 
breast feeding, family planning), environ­
ment (e .g., safer water, clean air, en­
ergy conservation, preservation of na­
tional parks and forests), education 
(e.g., literacy, stay in school) , economy 
(e.g., boost job skills and train ing, at­
tract investors, revitalise otder cities), 
and other issues like family violence , 
human rights, and racism. 
Sociat marketing combines the best 
elements of the traditional approaches 
to social change in an integrated plan­
ning and action frameWOrk, and utilises 
advances in communication technology 
and marketing skills. It uses marketing 
techniques to generate discussion and 
promote information, attitudes, values 
and behaviours. By doing so, it helps to 
create a d imate conducive to soda! and 
behavioural change. 
Some organisations which are doing 
good work in India are CRY (Child Re­
lief and You), Helpage India and a large 
number of NGOs. But much sti ll re-
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One Day in the Life of a 
Marketing Manager 

Early to bed and early to rise ..... is 
not applicable to the marketing man­
agers o f the present world as the 
majority of them start their day from 
6-8 am and go off to sleep by 11 pm-
12 midnight. 83 percent of them start 
for their office after having breakfast at 
home whereas there are also some 
managers who do not have breakfast! 
at alii They usually go to their office 
alone and sometimes are accompa­
nied by their colleagues. 
50 percent of them start their day at 
office by looldng at the schedule of 
their day. They have their lunch gen­
erally at the ir off ice cafe or at any 
location where they are present at 
lunchtime, may be in a meeting with 
some d ient or some other work. 
One of the most important things in a 
mar1<eting manager's day is to attend 
meetings; they attend about 2-4 
meetings each day covering one hour 
of their daily schedule. They visit the 
market almost daily to keep them ­
selves abreast with the market and 
also keep track of their competitors 
mostly through market research data 
provided to them. 
Many of them, though not all , 
organise seminars, which is generally 
once in a month. They head a team of 
about 5 persons and spend 8-12 
hours on hard work in their office. 
After o ffice they generally do not 
have enough lime for recreational ac­
tivities and those who get the time in­
dulge in activities like working out in 
gym or going for movies etc. They do 
not have enough time for their family 
and after coming home they mostly 
watch TV and surl the net. 
61 percent of the marketing managers 
go off to sleep at about 11 .30 pm and 
many are even awake after midnight. 
Again 61 percent of them do not want 
to Indude anything else in their daily 
routine whereas some of them feel the 
need of having more time to spend 
with their family and indulge in activi­
ties such as walking and meditation. 
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:vent Management 

With corporales in: 
creasingly using 
events to communi· 
cate with their target 
consumers, the ris­
ing popularity of live 
entertainment events 
in the industry is ex­

:ed to reach a size of about Rs. 11 
In by the year 2005, whk:h trans­
; to a growth rate of about 50 per­
I per annum. 
nt management means planning, 
llively organising and executing an 
'1, a product launch, a concert. an 
bition, just about anything that in­
es co-ordination among several in­
:Hldent agen­
: and where 
, Imperative 
! the final 
111 should be 
ling less than 
ld : 
nls are basl­
y an ex­
jed arm of 
~rtising. They 
, in brand building and direct asso­
on of the brand with the consumer. 
,1 management can be fragmented 
conceptualisation, creativity, logis­
planning. technical planning, de­
value and venue management. 

ly trade fairs and exahibitions have 
::lme the most viable means for 
keting and promotion. The exhibi­
, combine the immediacy of retail 
IlOtion with the persuasion of mass 
Iia advertising. Till a few years ago, 
government-owned organisations 
! major players in these markets. 
ay several new players have come 
the scene. 

such event management company 
chibitions India Pvt. Ltd. Established 
387, Exhibitiqns India is an inter­
between business, government, 

jemia, society and the media. 
,ts at Exhibitions India are all in-

reflected by their 
credentials, which 
range from client 
servicing to com­
munity develop­
ment and their un­
dying penchant 
for excellence. 
Focused exhibitions and conferences 
on emerging, convergent technologies 
span the competitive broadcast, tele­
communications, and next-generation 
networking industries. The Conver­
gence India series of events, one of 
the most successful shows organised 
by Exhibitions India, provides that per­
fect platform to address the exploding 

demand for 
corporate and 
private data 
services, cha­
nnels, carriers 
and new infra­
structure sys­
tems. Conver­
gence India 
1999 brought 
together over 
200 exhibitors, 

500 delegates and over 20,000 trade 
visitors on 12,000 sq. metres of exhi­
bition space at New DeihL Conver­
gence India provides the ideal venue 
for one stop shopping for products, 
services and partners. The mega-pur­
chasing power of the buyers, com­
bined with the full spectrum of commu­
nications solutions on display, distin­
guishes Convergence India from all 
other trade shows. 

Thus it is seen that the success of 
any event management team depends 
upon its capacity to procreate themes 
that have never been thought of before. 
Evidently, this industry provides an 
opportunity for unleashing one's cre­
ative potential to a very high degree. At 
the end of the day, an event has to be 
executed to excellence. 

Sweta Shahl [PG-I] and 

IILM Faculty Achieves 
Distinction 

Ms. Tripti Pandey Desai, Associate 
Professor, 06 & HR Area, IILM, New 
D&lhi has achieved another milestone 
in her academic career by receiving 
the degree of Doctor of Philosophy 
which she completed in 2001. The 
title of her doctoral dissertation is 
"Organisational Role Stress and C0p­
ing Among Dual Career Couples 
along the Work Family ute Cyde." In 

Or. Trlpti Pandey Desai receiving 
her doctoral certificate 

the glittering ceremony at Delhi Uni­
versity, Dr. Abdul Kalam delivered the 
convocation address. The Chancellor 
of the University (the Vice President 
of India) was also present at the 
occasion. 

Another distinction was achieved by 
Dr. DesaI earlier on her visit to Bern 
in Germany. She had a long meeting 
with the faculty along with Prof. 
Jurgen Deller, Dean, University of 
Applied Sciences at Luenberger. The 
Luenberger faculty members 
emphasised that both institutes were 
alike and had very similar profiles es­
pecially in what would concern the 
concurrence of theory and practice. A 
cooperation agreement was signed 
with the University with Dr. Desai rep­
resenting IILM. Under the agreement, 
all possible types of '?OlIaboration are 
conceivable such as, students and 
instructor exchange, joint ventures, 
research projects etc. 

We look forward to the faculty taking 
such initiatives and form further alli­
ances in order to turn IILM into an 
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CAMPUS NEWS 

Placement 2002 

The previous year, the batch of 1999-
2001 had an excellent placement 
record with 31 companies which 
picked up the entire batch of students. 
The companies included CMC, Arcus 
ltd., Dr. Reddy's Laboratories. ACe, 
Paharpur Industries , Hero, LNJ 
Bhilwara, HDFC Bank, Apollo Typres, 
Pixel, Duba;, etc. The placement for 
the graduating batch (2000-2002) is 
going on with full effort and 14 com­
panies have already picked up our 
students with many more in the pipe­
line. The highest salary offered was 
by American Express at Rs. 4 lakhs 
plus. The companies which have al­
ready recruited our students are: 

ICICI Prudential 

American Express 

Canon India Pvt. Ltd. 

Reliance Industries Ltd. 

Philips India Ltd. 

Agrsnl Convergence Ltd. 

Research International (HTA) 

Conslndla HR Services 

Pegasus International 

Indag Rubber Ltd. 

Evalueserve 

Web Development Co. Ltd. 

CRM Services India Pvt. Ltd. 

A. K. Capital Services Ltd. 

We expect to see a very good place­
ment again this year despite the re­
cession and down trend in Industry 
and recruitment. 

Management 1% Change 

The summer issue of 
Management & 
Change. the journal 
of the Institute for In­
tegrated Learning in 
Management, New 
Delhi. edited by Prof. 
Gautarn Bhattacharya, will be released 
soon. 
Apart from regular subscribers, the 
joumal has an eXchange arrangement 
with reputed Journals such as The 
Harvard Business Review. Finance & 
Development, etc. For further informa­
tion. please contact Prof. Gautam 
Bhattacharya, Editor, Management & 
Change at gautBmOlllm.edu, 
yusufOlilm.edu, Phone: 4647820-21. 
The current volume features the follow­
ing contributors apart from the book 
review section. 

CONTRIBUTORS OF VOL 6 
NO.1, SUMMER, 2002 

DR. PRADYUMANA W. KHOKLE 

11M Ahmedabtld 

DR.R.N.ANANTHARAMAN 

Iff Chennal 

DR. OIPAK KUMAR BHATTACHARVYA 

Director, AlMA 

DR. KANIKA T. BHAL 

1fT 00Ih1 

SOUGATARAY 

11M EUngalore 

OR. D. K. SRIVASTAVA. 

nss, lIumINIl 

DR. DEEPA MAZUMOAR 

UUI, New DeIhl 

OR RAJAT K. BAJSYA 

lIT DrII/H 

PROF. N. K. JAIN 
JlJtnilJ ,.,_ 

DR. VINITA SINGH 
tTS,G_ 

IILM Students 
Win Again 

Rajnish Ahuja (PG·I) and Keshav Bajaj 
(PG·II) participated in the Inter College 
Debate, organized by the National In­
stitute of Advertising, at India HabHat 
Centre on 23rd January, 2002. The 
topic of the debate was 'India and Pa­
kistan can never be friends'. 
There were 24 participants represented 
by 12 colleges, which included Hindu, 
Venkateshwarya, etc. 
Rajnish Ahuja , fiLM was unoffiCially 
declared the second best speaker of 
the day and the best speaker for the 
motion. Akash Banerjee (Hindu Col­
lege) was the best speaker. 
Rajnlsh was lelicitated with a cup lor 
this feat . 

BLITZ 2002 
The debating team from IlLM-SANSAD. 
represented by Rajneesh Ahuja and 
Abhishek Diwedi. won.the second p0si­
tion at the Blitz 2002 festival organised 
by Lal Bahadur Shastri Institute of Man· 
agement, New Delhi on 16th March. 
2002 . 
The topic of the debate was "'What is a 
Better Blessing to be Born With? Luck 
or Brains. ~ 11 was a well represented 
event with participants from ten reputed 
management inSlitute teams which also 
Included DeIhl University. Keep it up, II 
boys and girls. 

Editor 
GAlffAM BHATfACHARYA 
[ E·moil: goutom@iilm.edu J 

Assistant £dUol"S 
Ms. Shirl Ahuja 

r E·mail: sahujo@iifm.edu J 
Mr. Nas«m Abidi 

I E·mail: nabilii@iilm.edu I 
Graphic 06ig.ner 
YVSV.' SIDDIQUI 

[ E.mail: .usll./@iillft.edll ) 

STUDENTS' TEAM 
Dennis George and Rishl UG-I: Vandana 

Thadani and Surabhi Grover PG-I : 
Vikas Chopra PG· II 
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Dr. Murli Manohar .Joshi Inaugurates IILM College of 
Engineering and Technology at Greater Noida 

Ie sprawling new campus of IILM at 
eater Naida, close to Delhi. was 
IUZZ with activity on the morning of 
Iy 4. 2002. The day marked the for­
al beginning of the IILM College of 

neering, Electrical Engineering and 
Bio-technology. The first batch is ex­
pected to commence by the end of 
August, 2002. The admission for the 

first batch is now complete. The 
college is headed by the emi­
nent professor of engineering, Dr. 
Arun Kumar Sinha. 

Dr. Murll Ml nohar Joshi Inaugurat i ng the 
Campua at Greater Nolda 

Or. R. l. Choudhury, eminent HR 
practitioner and academician is 
the director of lILM Academy for 
Higher Learning. The focus of the 
Academy is on engineering 
progr~mmes while Dr. Irfan A. 
Rizvi is the director of the School 
of Management, IILM Institute for 
Higher Education which offers a 
t\ovo-year postgraduate diploma in 
business management 

19ineering and Technology with its 
auguration by Dr. Murli 
anohar Joshi, Union Minister of 
Jman Resources Development. 
::ience and Technology. 

1e vast 28 acre campus sets 
~t another landmark in IILM's 
Jest for gtobal excellence in 
lucation. IIlM's foray into un­
ngraduate engineering 
ogrammes begins with the es­
blish'!lent of the College of 
ngineering and Technology 
hich will offer undergraduate 

This giant ..... enture of IILM was blessed 
by Dr. Joshi who in company with his 

ogrammes sponsored by All In- Dr. NltaraJan, Mr. PunJ. Dr. Kuiwant Rai and Dr. 
a Council of Technical Educa- Joshi at the Inauguration 

In (AICTE) and affiliated to UP Tech­
cal University at lucknow. To mark a 
!ginning, proQrammes will be offered 
Computer Science and Engineering, 
ectronics and Communk:ation Engi-

daughter, Nivedita Joshi, performed the 
rites for an auspicious inauguration at 
the Greater Naida campus. 

The Guests of Honour for the ceremony 

were Shri Balbir Punj, MP, Chairman, 
National Commission for Youth and 
Prof. R. Natarajan (Fonner Director, liT 
Chennai), Chairman, AU India Council 
for Technical Education. The function 
was attended by a host of luminaries 
from the business, corporate and aca­
demic worlds along with the faculty 
members and staff of the IIlM Col­
leges. The ceremony, hosted in t~e 
high-vaulted lofty halls of the superbly 
crafted building which reminded one of 
the bygone spfendour of universities of 
the past generation, marked the con­
tinued success of IllM in its new ven­
tures and was blessed by numerous 
guests and well-wishers. The cer­
emony closed with the planting of 
saplings by the dignitaries present on 
the occasion. 

• Dr. Murli Manohar Joshi 
Inaugurated IIl M college 

• II lM al Global Forum 2002 in 
Bangkok 
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