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From the President’s Desk
Over the last decade or so, frequent unprecedented disasters worldwide
had taken a heavy toll of human lives and inflicted untold damage to our
fragile environment. These disasters occurred by way of hurricanes,
typhoons, unpredictable rainfall patterns and snow falls accompanied by
excessive rains and floods. Besides the enormous environmental damage,
they have collectively posed serious challenges to global food security.
It is in this context the world is watching and waiting anxiously for an
international accord that will help limit the climate change and mitigate the
effects of global warming from the climate change summit at Denmark
under the auspices of the United Nations Framework Convention on
Climate Change (UNFCCC).
But the news emanating from the summit is very disturbing.  The two-week
conference has crossed the half way mark and yet there are no signs on
the horizon that a new legally binding climate protocol will be wrapped up
to succeed the Kyoto protocol which will lapse in 2012.
This is very tragic because the Climate Conference is one of those defining
moments in human history. The time has come for all of us to decide
whether we should act in concert for green prosperity and a more
sustainable future or do nothing about the climate change.
Let us hope that world leaders at the helm of affairs will rise to the
occasion and reach an accord and underwrite a bright future for the
generations to follow.

– Pankaj R. Patel
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“To promote exchange of ideas, knowledge, and experiences in
the principles and practice of management.”

AMA N E W S

@AMA campus this month

As 2009 draws to an end, the first decade of the new millennium also draws to a close. But the parting gift it leaves
behind are footsteps in the sands of time and memories of a wonderful yesterday! As we shall step into the new year,
let us all make some resolutions that will create a better harmonious world and not one full of violence, hatred and
terrorism. A world full of love, peace and happiness is a place we all deserve! So, let each one of us begin with
ourselves. As till we do not harbor these qualities within, we cannot expect to have them in the external world.
In the talk ‘Terror on Board’ , Mr. U.B.Bhat, Director UBB Management Consultants, Bangalore,  will be addressing
what  he as a victim of the hijacked plane [IC 814] went through and about hijack and terror in general.
The 10th Dr.R.L.Sanghvi Endowment AMA Annual Lecture on Economics on Gobal Financial Crisis and Challenges
for Public Policy by Dr. Y.Venugopal Reddy will also be taking place this month.
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Event Watch

Book Release Function:  “The Difficulty of Being Good: On The
Subtle Art of Dharma” by Gurcharan Das. Seen are M/s. D.J. Radia,
Rajiv Vastupal, the author, Dr. Mallika Sarabhai, Dr. Rita Kothari.

Aditi Shah, Director, Top
Technologies Ltd. addressed on
“Career Opportunities in IT”

Basic Food Production class in progress. Theoretical as well as practical experience helped the
participants by learning hands-on. This six week workshop covered the history of cooking, salads,
soups, main course, desserts, fast food, chinese, international, continental etc.

Guided Meditation by Swami Anubhavananda- a view of the
audience. Swamiji gave a whole lot of insights, tips and techniques
about meditation and helped in removing myths and misconceptions
that we generally harbor about meditation.

Annual Awards 2009
AMA-Metrochem

Outstanding Manager of  the Year

AMA-Zydus Cadila
Marketing Man of the Year

AMA-A tlas Dyechem
Outstanding Entrepreneur of the Year

AMA-Metrochem Outstanding
Mana ger of  the Year Aw ar d 2009
(Sponsored by Metrochem Industries Ltd.)
ELIGIBILITY : Following are the broad
criteria for selection of the Award:
a)The nominee should have been

practising as a manager in Gujarat State
during the previous three years.  The
definition of “manager” may comprise
those associated with public, private
and cooperative sector organisations,
community and social service, as well
as entrepreneurs.

b)AMA desires that managers with high
potential are encouraged. Those who
are already recognized by other
agencies for similar work are not likely to
be chosen for this award.

c)The contribution to be recognized for the
AMA Award will be outstanding
achievement(s) of management or a
kind of work which will benefit a
sizeable group of people, irrespective of
their category. While the work
concerned may relate to one or more
functional area (s), the emphasis will be
on integrated approach to managerial
effectiveness.

AMA- Atlas Dyechem
Outstanding Entrepreneur of
the Year Aw ar d 2009
(Sponsored by
Atlas Dyechem Industries Ltd.)

ELIGIBILITY:  Following are the broad
criteria for selection of the Award:

a)The nominee should have high degree
of entrepreneurial qualit ies as
reflected in his management style,
innovativeness and leadership.

b)The nominee should have
demonstrated outstanding entrepre-
neurial ability and innovativeness in
the choice of products, technology,
location, etc. and achieved high levels
of performance and growth for his
organization in the recent years.

c)The nominee should be the promoter
of an industry based in Gujarat.

d)The nominee should be known for his
high degree of personal integrity and
exemplary standards of business
and professional ethics, both for
himself and for his organization.

Registration:
The Chairman (Award Committee),

Ahmedabad Management Association,
ATIRA Campus,  Dr. Vikram Sarabhai Marg,

Ahmedabad 380 015
Phone: 079-26308601, 32512847

Fax: 26305692, E-mail:  amaahd@gmail.com
Website: www.amaindia.org

AMA- Zydus Cadila Marketing Man
of  the  Year Aw ar d 2009
(Sponsored by
Zydus Cadila Healthcare Ltd.)
ELIGIBILITY:
• Any person employed in the field of

marketing, in the decision making level, or
responsible for marketing operations.

• He/she should be employed in an
organisation located in Gujarat.

Nomination along with a brief write-up on
the contributions, passport size photo,
bio-data and a consent letter from the
nominee should reach AMA latest by
20th January 2010.
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Student of the Month
Gargi Patel- Student of French Language Level 2

Gargi is currently working with
Cadila Pharmaceuticals and feels
that her knowledge of French
language helped her a lot in getting
the job. She wished to learn
something new, creative and unique

and that was her purpose while joining this course.
She won first prize in Best Actor Female in the
French Drama Competition recently held.
“My personality has improved greatly since I started
learning French and my communication skills have
become better, too”, says Gargi. She gives all credit
to her parents and teachers for her success in life.
Gargi is always one to be doing something creative
as she feels that it gives a new dimension to oneself.
Our heartiest wishes will always be with you, Gargi,
all the very best!

Tarun Asrani -Student of PGDIBM 2008-10

A certificate of merit was awarded to
Tarun Asrani by AES PGIBM for
standing Second in Extempore at
‘Quest 09’ State Level Inter Institute
Business Quiz and Extempore
Competition.
Congratulations Tarun and all the best

for your future ventures!

Book Review

Markets Maya-
by Subhash Sharma

According to Subhash Sharma business
management is rhyme and reason. Subhash has
utilized rhyme impeccably to portray reason.

‘When questions are asked,
Why a few are rich and many are poor,
There is a simple reply,
It is a matter of demand and supply’.
The unpredictability of market ups and downs
are well depicted in the following verses,
‘As bulls and bears tune their ears,
There are cheers, there are tears,
Events at a far off place,
Pleasure and agony leave a trace’.
‘For the risk lovers, I am seductive
When they play with me, they go ecstatic,
For the risk adverse, I am attractive,
They want to play, get awed by my mystique’.
‘In the market’s money river,
Some take risk of going deeper,
A few get trapped in the whirlpool,
As they try for more wealth in their pool.’

This book will delight the spirits of those who read
it and transform the same into knowledge and
wisdom!

Courtesy: Southern Economist

Secret of success
-Swami Anubhavananda

Before discovering the secret of success, we must define what exactly success means?  “Shradhha” i.e. faith
is a power through which one can invoke God within oneself. This faith alive within us in the form of conscience
can stop oneself from doing wrong, which is strength, a creative force which lets the supreme power express
through us. Whatever we do, which includes the smallest action, like that of eating food, is done by us for
attaining happiness. This happiness, this joy, this bliss is, ‘God’. So, when we define success it is in context
with happiness. Success is experiencing bliss in everything we do. Now, let us discover the secret behind it.

Though, the chief motive behind our every act is of experiencing happiness, the matter of fact is that we don’t
attain the same. The chase for happiness never ends, and keeps shifting. We have been practicing this but not
noticing it and hence are lost in the cycle of running after something or the other. Instead the chase should be
of a kind where both inner and outer areas are taken care of, outer prosperity with inner progress.

For this, one needs to transform the way one perceives his every action. Like when someone serves voluntarily,
the feeling of  ‘I am doing something great’ should be substituted by humble perception that ‘I am doing this for
my inner poise’. By the alteration of this attitude a feeling of gratefulness will be cultivated in the place of ego
of having done something noble. A human mind works on three spheres: a) past b) present c) future. Thoughts
of past comprise of , “I did this” ; thoughts about future is worry about the unknown. Hence, one should strive
to maintain balance between the two by thinking about the present, and thereby uplifting oneself from the ego
of ‘I’. When this change takes place from within, one stands apart in the crowd. One develops an eye through
which one sees God in everyone and everything. By this, one is loved by everyone, and everyone loves him,
which is an experience of divine bliss.

Happy people alone can make others happy. Happy people alone can attain stability. Happiness is the
expression of God and fulfillment of life. Happiness is the success and secret of it.

-contributed by Monica Vaswani
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Fea tur e

by Dr KSB Nayar

New Paradigms of Executive Leadership

Successful executive performance has always been a crucial area of concern
for managers, irrespective of the business they were responsible for.  This
concern will get further accentuated in future, following the economic
turbulence that organizations experienced globally.

Here is an attempt to zero-in on new dimensions of executive leadership we
will profit from:

l Change Agent:  This perhaps is the most important requirement in the
present day management scenario.  It focuses on embracing change and
leading the team through innovation and rapid response to change.  It
creates an environment that fosters creative thinking and decision-making
as well as asserts influence to achieve organizational goals and
objectives.

l Communication Champion:  More than ever before, excellent two-way
communication skills within all levels of the organization in written, verbal
and group presentation delivery styles ought to get demonstrated.  It is
imperative for executives to listen and seek feedback from others to
ensure that communication is open, consistent and processed
successfully.  This objective can be met by organizing work
responsibilities to better understand and maintain the flow of
communication to (a) recognize progress and achievement; (b) offer
solutions to obstacles; (c) assure multi-functional teams receive
consistent communication messages; and (d) act as a role model for
consistent follow-through.

l Corporate Culture Advocate:  Executives of the future are expected to
align company vision, mission and values with business strategies.  He
will create and sustain strong corporate culture to improve the
organization’s ability to adapt to change, embrace innovation, and remove
obstacles to success for individuals and teams. This dimension allows
the executive to (a) articulate corporate vision/mission/values; (b) identify
cultural elements; (c) deliver ‘cultural touch points’ like orientation and
training; and (d) act with integrity and display candor and honesty.

l Customer Service Ambassador : He will be responsive to both internal
and external customers and other stakeholders by dedicating himself to
providing them the highest level of service, resources and support. In the
process, relationship with customers will be valued; continuous
communication will be ensured; and obstacles and opportunities for
improvement will be identified. Customer service dimension will be further
enhanced by seeking deeper understanding of the industry and
competitive marketplace as well as by implementing practices to retain
and grow the customer base.

l Diversity and Inclusive Mentor:  New-era executives will need to value
diversity of others and seek to foster an ‘inclusive’ work environment by
recognizing the value of different backgrounds, skills and ideas for the
success of his team and organization. They will spearhead promotion of
creative thinking and seek opinions of others without playing favorites.

l Financial Results Expert: Managerial competence in finance and allied
areas of business operations need enhancement in sync with emerging
global scenario.  Executives need to establish financial expectations and
operating budgets more rigidly and systematically to avert any adverse
repercussions. They need to evaluate and monitor results to provide
feedback and guidance to improve financial performance continually and
confront financial performance issues and coach for improved results.

New-era executives
will need to value
diversity of others
and seek to foster an
‘inclusive’ work
environment by
recognizing the value
of different
backgrounds, skills
and ideas for the
success of his team
and organization.
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l Relationship and Network Builder:  Another
significant role of new-era executives is building and
maintaining effective and collaborative relationships
with diverse stakeholders and facilitating team
success. They will initiate and cultivate strategic
internal and external networking relationships that
foster both individual and organizational goals. They
will motivate others to achieve superior business
performance by supporting functional independence
and autonomy and support risk taking and innovation.
They will inspire trust and confidence in superiors,
peers and direct reports.

l Strategist:  The new-era executives will align
company vision with long-term business strategies by
engaging key stakeholders in the process. They will
foster creative and innovative thinking from a diverse
and inclusive team and consider both short and long-
term strategies.  They will implement strategic
decisions by assessing research and trends while
soliciting feedback with others and be able to identify
alternative solutions to obstacles and setbacks.  Also
they will utilize all available information in order to
understand and solve strategic and tactical issues.

l Talent and T eam Developer: The new generation
executives will cultivate individual talents and
encourage mentoring at all levels.  They will strive to
continually elevate effectiveness of the team by
staffing with high-level talent and developing team
members.  They will create succession plans and
incorporate development plans to achieve succession
goals and provide very clear performance feedback
and direction.  They will be willing and able to confront
and take action for non-performance, including
removal of non-performing team member. Also they
will actively mentor team members across functions
within the organization

l Technology Enabler:  Executives of the future will
understand and leverage latest technological tools
and communications resources to build and sustain a
competitive advantage.  They will also utilize the most
appropriate technologies in information,
communication and operational systems to improve
organizational effectiveness.

Director, St Kabir Institute of Professional Studies, Ahmedabad;
and Honorary Professor, Dr Albert Schweitzer International

University, Geneva (Switzerland)

Creative Intelligence :
the ability to think in new
ways, to be original, to
stand apart from the
crowd.
Personal Intelligence :
this is the most
important one of all, as it

concerns the only person with whom you will spend
every second of life, ‘yourself’! The choice to be happy
or unhappy rests in your hands.
Social Intelligence : your ability to deal with people,
understand and appreciate the very differing
personalities you meet, as well as what motivates
them, what their needs are and how you can make
them more comfortable and pleased to be with you.
Spiritual Intelligence : this deals with the holistic view
of the universe. The bigger picture. People with high SQ
will try to reach the community at large. Self
actualization is also a part of spiritual intelligence.
Bodily Intelligence : the body is very intelligent. It
talks to us regularly but we ignore it. If you train yourself
to be physically intelligent, you will feel better, healthy
and happy. If body is healthy, mind is also healthy.
Sensual Intelligence : the ability to use each of the
five senses and your ‘sixth’ sense, intuition to the full
extent of their remarkable powers.

Numerical Intelligence: people with this intelligence
are very good with numbers. They are good in
Mathematics and accounts.
Spatial Intelligence : is the ability to see the
relationship of shapes to each other and to see the
relationship of things in space. It also includes the
ability of your body to negotiate successfully the
environment and the world around you.
Verbal Intelligence : this intelligence is very important
in writing, speaking and recognition.
Some Takeaways :
l Thoughts become things. As we think, so we are.
l Every day we get 60,000 new thoughts. But we

postpone ideas and thoughts and hence become
lazy and lethargic.

l If we do not initiate any good action, we will not get
any good results.

l Make forgive and forget your motto in life.
l Never criticize another person when he/she is

absent.
l Love between two human beings is not less, only

expectations are more.
l As Buddha said, “there is no way to happiness,

happiness is the only way”.
l In togetherness we should give space and in space,

we should have togetherness.
l  If we really want to connect to God, we first have to

learn to connect to people!
contributed by Seema Agarwal

9 Intelligences for Personal Excellence
by Himanshu Buch
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Focus

by Archan Mehta

Apa th y in the Wor kplace

One of the biggest money-waters for an organization is employees who are
simply indifferent to their jobs, employers and quality for work. Indifferent
employees can contribute to absenteeism, tardiness and turnover, which are
classic symptoms of apathy. Disenchanted employees can be the cause of
lower productivity, stifled creativity, flawed ethical practices and sloppy
output. So, why do employees become indifferent? Changes in society and
conditions of work have altered the motivation and attitudes of employees.
Job-hopping has become common, which means that employees tend to be
less loyal to their employers. Increased career flexibility means that
employees are always on the lookout for greener pastures. Virtual offices and
other technological changes mean less personal contact and office
camaraderie. The concept of joining a work “family” for life has disappeared.
In addition, there is bitterness and distrust over layoffs and downsizing. As a
result, employees tend to feel that their employers are not loyal to them.
Since there is no such thing as a “permanent job”, employees tend to feel
that emotionally investing in any one company is a waste of time and energy.
Not only that, but job insecurity can also keep people in positions and
companies they dislike intensely. This can result into employees who are
indifferent to the goals of their employers. Even with the grim reality of
downsizing, global competition and job instability, most employers still don’t
expect their employees to become apathetic. It is easy for employers to say
“Well, it’s really up to the employees to make their jobs interesting.”
However, more often than not, the reality is more complicated than
employers would have us believe. For one thing, sometimes employees feel
they can’t use individual discretion to have an impact on their jobs. For
another, an employee sometimes is not empowered to serve customer needs
on the front-lines because the power to make those decisions rests in the
hands of corporate executives. For another, employees also feel like a cog in
the machinery instead of a part of the thought process and action. Third,
when employees face a company downsizing, they tend to become
conservative. In order to avoid termination, employees tend “to get along and
go along” and follow the “don’t rock the boat” philosophy. This approach tends
to breed employee apathy over time. Fourth, employees become apathetic
when they start to feel they are viewed only as implementers rather than
thinkers, or get only directives rather than advice and enrichment. Workers
tend to go “cruise control” when they feel the company isn’t interested in
what they’re doing and learning, or when they feel they can’t influence the
system. One telling sign, according to experts, is employee silence. A good
example is what happens on team projects and during group meetings. Have
your people stopped asking questions? Are they ignoring feedback
opportunities? This may be a sign of employee apathy. Experts agree that
the key to preventing, discovering and resolving problems of employee
indifference lies with management. A recent study showed that people have a
strong professional self-ethic. In other words, employees want to do a good
job. However, companies need to allow their employees to communicate
expectations and provide training in order to prevent apathy.
For this to occur, management needs to play a leadership role. Managers
need to communicate what’s going on: the mission, the strategy and the
measurements.
Employees want decision-making input. Employees need to know their roles
and the expectations from the company. It would also be wise for
management to check whether the employees have actually understood
such checks and balances. Unfortunately, sometimes management
practices breed apathy in the workplace. Managers often have an emotional

Employees who feel their
company cares about
them are seldom
indifferent. HR should
provide employees with
appropriate training,
benefits, empowerment,
self-actualization and
career paths.
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investment in the workplace. Thus, if an employee
perform slightly below average – but not awful – the
manager often keeps the employee. In this way,
companies can sometimes build up a tolerance for
mediocrity. Sometimes, management also tends to have
a negative attitude toward “temporary workers”, who are
disposable, exploitable and can be easily replaced. This
attitude can result into a lack of workplace productivity.
HR plays a critical role in solving the employee apathy
problem, because many of its functions are directly
involved in discovering the means for indifference or
preventing it. Although resolution may be difficult, the
following strategies can help.
Look at employee needs : Employees who feel their
company cares about them are seldom indifferent. HR
should provide employees with appropriate training,
benefits, empowerment, self-actualization and career
paths.
Implement appropriate incentives and
compensations : Studies show that employees want to

do a good job, but they tend to become alienated when
they feel their work is not recognized. Appropriate
incentives linked to performance can help to keep
workers excited and eager for work.
Hire wisely : Take a look at your selection process: job
descriptions, employee profiles, selection interviews and
so forth. Companies can help themselves by hiring the
right people in the first place. Experts also suggest
reviewing the fit between the employee and the position.
Don’t assume, for example, that the employee is bad if
he/she is underperforming – may be the person is just in
the wrong place. Finally, it is certainly true that indifferent
or apathetic employees can create huge losses and a
loss of credibility in the market. Thus, no company that
wants to stay in business can afford apathy from its
workforce. Companies need to work with their
employees to resolve such problems.

The writer is currently a Research Scholar in Business
Management (HR specialist) and can be contacted at
archanm@hotmail.com.

Wha t’ s Ne w a t AMA Libr ar y     ONLINE DATABASES

AMA Library has subscribed to the following
databases for the benefit of AMA members. Members
can use these data at the library premises. It contains
updated information on various sectors of Indian
economy like international Trade, new projects,
agriculture, industries, companies….

K OMP ASS

Kompass  is a business to business  import and
export directory that enables you to gather information
about other companies and promote your company in
the global marketplace. It’s a business to business
directory  has 2.3M companies in 70 countries
referenced by 57.000 product & service keywords
860,000 trade names, 4.6M executive names

CMIE database

1. CapEx-The Guide to New Business Opportunities:
CapEx is a Unique Database on New and Ongoing
Investment Projects in India. An Investment Project
Become a part of the CapEx Database from its
inception through its commissioning. The
database includes about 14,000 Projects.

2. Indian Harvest-A Database to Discover
Opportunities in Agriculture: Indian Harvest
Brings to you detailed Statistics on acreage,
production, yield, price and trade. It also provides

detailed data on inputs—land, rainfall, fertilizer
consumption, etc. Prices include daily quotes from
over 500 markets for over 500 crop varieties.

3. India T rades-The Key to T rade Opportunities:
India Trades provides India’s foreign trade data
from CMIE’s unique integrated database. A
powerful software system enables quick and easy
access to the voluminous data to analyze and
explore trade opportunities.

Cy gn us Indian industr y por tal

1. Indian Economy & Indian Industries: 35 industries
– manufacturing and services, Industry reports,
statistics

2. Indian Companies: Database of 2500 listed
companies, Annual reports for last 5 years, news,
Quarterly performance analysis and projections

Na tional centr e f or tr ade inf or ma tion

Online access to live export import trade leads , trade
enquiries from Embassies and mission abroad,
Information on overseas tender,country/  product specific
trade statistics, trade regulations and exim policy.

Tr ade por tal of  India

Contains online country profile, company profile,
trade information and Trade fairs information.

For details please contact AMA Library -  library@amaindia.org

Mr. Arvind Khedkar conducting Programme on “Export-Import
Comprehensive Programme” at AMA

Ms. Anushree Kapadia conducting Programme on “Essentials of
Labour Laws” at AMA
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Per specti ve
by Priyesh Balakrishnan &

Prof. K.Balakrishnan

Branding Strategies for Commodites
Par t II:  Packa ging & Ad ver tising

Packaging:      Packaging is not just containment and sealing of a product. It
is an integral part of modern business processes at a functional and
branding level.
l Protection and Preservation:  The primary function of packaging is to

preserve the structural integrity of the product, by protecting it from
climactic effects, pest infestation and contamination by atmospheric or
hazardous substances. This preserves the physical integrity of the
product. This contributes to developing positive associations with the
brand at purchase.

l Containment and Stacking: Packaging facilitates stacking during
transportation, storage and display. It prevents spillages, damages, leaks
etc, thus reducing stock damage and improving delivery. This enhances
brand image with both consumer and third parties like retailers, stockists.

l Communication and Branding : Packaging and labeling :
n Serves as a powerful branding device. The label showcases brand

colors, message, logo and acts as a trigger to brand recall and a tool
for brand building.

n Provides legal and consumer sought information such as ingredients,
nutritional content, manufacturing details ,weight, M.R.P  etc assuring
the consumer of consistency of quality and quantity

Advertising:  Advertising contributes more than just a mass media
campaign. Below are explained ways that advertising elements contribute to
the evolution into a brand.

Brand Communication:  Communication is not limited to traditional mass
media like print and TV. Brand communication aims at building awareness
and identity of the brand across all consumer touchpoints and mediums. Two
key methods of doing so are explained below.

l Convergent communication: a.k.a point of purchase (POP)
communication as the name suggests reinforces the brand by stimulating
planned and impulse purchases at the store through material like shelf
branding, posters, streamers, danglers, cash counter gondolas etc.
Targeted at retail outlets like supermarkets, hyper markets and modern
trade, POP creative needs to be relatable to the brand campaign.   Key
benefits of convergent communication:
n Reduces dissonance: In a cluttered market, even established brands

struggle to grab a foothold in consumer mindspace. It is even tougher
for a fledgling brand. POP communication reduces brand clutter by
connecting to existing mass media communication, thus increasing
recall. This is based on the Encoding Specificity Principle which
states that recall of information is enhanced when environmental
stimuli matches stored data.

n Conversion to sales: A commodity becomes a brand through gradual
building of trust, consistent satisfaction and repeated usage, ergo;
sales. Repeat sales are the true litmus test of a brand, making
convergent communication an important catalyst in commodity to
brand evolution.

n The objectives and goals of product growth, brand evolution, USP,
marketing drivers etc need to be provided and honed by the client.
However, it is advertising that adapts, develops and shapes the
product into a brand by building the brands conceptual building
blocks.

Communication is not
limited to traditional
mass media like print
and TV. Brand
communication aims at
building awareness and
identity of the brand
across all consumer
touchpoints and
mediums.
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l Brand Design: A brand is a living breathing
organism. If product USP is the soul, then brand
design is the face of the brand. Let us look at some of
the aspects of brand design.
n Name: A product is recognized by the size,

shape, texture, color and use. One of the main
factors that differs this from a brand is that a brand
is recognized and asked for by its name. Example
– Asking for Amul, as compared to asking for
butter, or milk.  The brand name needs to be
catchy, easy to remember, creative and yet
symbolic and representative of the product or
company.

n Logo: The brand name along with design elements
of font, color and graphics is the brand logo.  Logo
development includes visual mnemonics or
maybe even a personalized icon like ‘Gattu’ for
Asian Paints or the ‘Amul’ characters. These act
as visual representatives of the brand

n Graphics:  The graphics used by the logo,
packaging, store design or on any associated
communication material, communicates both
informative and emotional messages. Both are
important to create the necessary brand
structure.

n Colors:  Colors identify the brand, set its mood
and compliment its personality traits. For
example red connotes energy and vitality, white
represents calm and purity and hence stability
and trust. Being so closely associated with what
the brand stands for, it is imperative that the colors
match the vision and structure of the brand.

These were some physical aspects of brand
development. Heretofore are conceptual brand
building blocks essential to a sound brand
foundation.

Brand Character:  Brand character is a fusion of both
physical product attributes and intangible brand aspects.
To name a key few:
l Product attributes:  Product category; Unique

product traits; Distinctive packaging; Distribution
system

l Intangible Factors:  Brand DNA; Brand Personality

Brand DNA: Brand DNA is the single minded thought
that captures the soul of the company within the brand. A
brand DNA should be all of the following: Simple and
concise; Ownable; Easy to comprehend and imbibe;
Provide differentiation for the brand; Easy to interpret
across media and communication platform.
Taglines or positioning statements are NOT the brand
DNA. Positioning and taglines change; the essence of
the brand never does.
Example: For Amul the DNA would be ‘encouraging the
Indian milk industry’ – this is interpreted in everything
from their tagline to their distribution practices.

Brand Personality: This involves assigning human
traits to a brand. For e.g.: a brand can be seen as warm,
caring, dynamic, young, vibrant etc. This personality is
created to provide emotional fulfillment which the
consumer requires from a particular product or service.
E.g.: Amul’s personality of down to earth, Indian, simple
and outspoken was created to alleviate consumer
concerns in a sector plagued by milk adulteration.
All of the above physical and conceptual elements
combined with the driving factors discussed in part I,
build up to the development of one key element which we
shall discuss in conclusion – Brand Equity
Brand equity: A composite outcome of the following
facets of the brand resulting in sales, repeat sales, and
sustained customer loyalty is called Brand Equity:
l Brand knowledge: The knowledge acquired by the

consumer of the brand.
l Brand awareness: The strength of the consumer’s

memory as determined by brand recognition and
recall

l Brand image: The type, strength,  uniqueness and
level of favorability of consumer association with the
brand

l Brand association: Market thoughts, opinions and
which are integral to providing a reality check on the
brand. For e.g.: The difference between “brand image”
and “brand character” is that “brand character” is what
the product team wants the brand to be while the
“brand image” is how the brand is actually perceived
in the marketplace.

l Brand loyalty: Customers’ affinity, attachment,
identification with the brand and ultimately their final
brand selection, purchase and use.

The first author is a Brand Consultant based in Ahmedabad and
can be contacted at balakrishnan_priyesh @yahoo.com
The second author was a Senior Professor of Strategic
Management at IIM Ahmedabad, now retired

bzzz.....   Buzzwords Buzzwords Buzzwords Buzzwords Buzzwords
l Tall poppy – a prominent

member of society.

l Tall poppy syndrome – an
inclination in the media and
among the general public to
belittle the achievements of
prominent people.

l Tank – to fall precipitously. This term is used
especially with reference to stock prices.

l Don’t fight the T ape – don’t go against the
direction of the market.

l Taste sp ace – a community of consumer
identified as having similar tastes or interests,
for example, in music or books, enabling
companies to recommend purchases or to
target advertising at them.
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Insight

by Howard Behar

Put People First

Whatever Challenge or goals you face, you can’t retreat your way to success.
You need to reach toward success by honoring and unleashing the spirit of
the creative people who will take you there. In the best and worst of times,
people can inspire you, sustain and grow the organization, and get you through.
As I’ve learned during my career and my years at Starbucks, the easy high-
flying times don’t last. Ups and downs are part of economic and human cycles.
But our values do last, along with the impact of our actions. The values and
actions of putting people first- showing you care, building trust, holding yourself
accountable, knowing who you are and what you stand for – provided stability
for people and organizations.
People are not assets – we own assets, but not people. Assets are buildings,
trucks, computers-things. Assets always give us what we expect- unless
something breaks down. People never quite give us what we expect. People
surprise us.
Instead of focusing on rules and orders, explain to people what you expect of
them. They will surprise you and surpass your expectations. They have the
creativity, energy, and passion to move your team forward.
Seven Tips for Leading in Hard Times
1. Be true to yourself and your values.   In difficult times, you’re more

likely to lose your sense of self. Fear can take over. Your ethics can slide.
Overwork and worry can limit your perspective. Yes, you need to deal with
the realities, but don’t let go of your values, even when you’re hungry -
they’ll keep your soul (and organization) alive.

2. Listen and base your actions on the best information available on accepted
and unaccepted truths and insight. Listen more - inside and outside your
company when trying to figure out your best next steps. Even in hard
times, there are pockets of success in your organization and industry.
The more you open yourself up, the more opportunities you’ll discover.

3. Be clear about your role, purpose, and contribution –  and do the
right things for the right reasons. Recommit to your dreams and purpose.
Don’t worry about the personal credit, promotions, glory, or financial
rewards. Let go of self-interest. With creativity and purpose, you can focus
on what you can contribute to the organization.

4. Ensure that the right person is making the right decisions. Resist
closing ranks or micromanaging. The people who are closest to the
customers and clients know the most about what is going on. Give them
more information than you think they need – and room to decide, act,
learn, and create.

5. Make decisions and act in ways that build trust and show you care.
Show you care about people. If you must make layoffs, postpone
promotions, cut back benefits, or end relationships with certain partners
and suppliers, don’t let the trust break down. Those who remain will observe
how you treat those who leave. Keep your values and principles intact.

6. Take responsibility and hold yourself account able. Good times or
bad, nothing relieves you of the responsibility to produce the results you
committed to achieve.  You may miss your plan for the year, but you must
put your house in order and move forward - no blaming or finger – pointing,
only dealing with issues in a productive and positive manner.

7. Let truth be your guide.  Listen to your inner voice of confusion, loss,
hope, disappointment, or fear. Give that voice courage, and share it. That
inner voice has a place. Honest conversations keep you from being
immobilized and stuck in your uncertainty. You can get through hard times
when you listen to the truth, share it, and know that you’re not alone.

– Source: Leadership Excellence

Be true to yourself and
your values.  In difficult
times, you’re more likely
to lose your sense of self.
Fear can take over.
Your ethics can slide.
Overwork and worry
can limit your
perspective.
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Cor por ate Buzz er

By Sanjay Chakraborty ,
Triton Communications Pvt. Ltd.

Questions:

1. In Hollywood, how do we better
know the four brothers Harry,
Albert, Sam and Jack ?

2. This private space transpor-
tation company was founded in
2002 by PayPal co founder Elon
Musk. The company operates
from Hawthorne , California.
Identify.

3. Common practise (more of an
industry norm now) came about
when Ray Tomlinson did this to
separate the names of the user
and their machine in 1971.What
did he do?

4. Due to shortage of Gasoline
during war time,he is well known
for having designed an auto part
which could run on charcoal.
Who?

5. Which was the first Indian
subsidiary of a foreign company
to be listed on an Indian
exchange?

6. What innovation did Bell
systems introduce in the US in
the 1960s in terms of directory
listing?

7. The paper used to print Indian
currency is made of a special
material. Which material?

8. Synthetic fibres name was
formed to represent No Run.
Name the fibre.

9. Which bank was “founded in
1694, nationalised on 1 March
1946, and gained indepen-
dence in 1997”?

10. Someone’s television group is
going to be OWN. Who?

Answers:

1.The Warner Brothers.
2.SpaceX
3.He introduced the @ symbol.
4.T V S Iyengar
5.HUL
6.Yellow pages
7.Cotton Pulp
8.Nylon
9.Bank of England
10.Oprah Winfrey (Oprah Winfrey

Network)

The Mayonnaise Jar
A professor stood before his philosophy class
and had some items in front of him. When the
class began, wordlessly, he picked up a very
large and empty mayonnaise jar and
proceeded to fill it with golf balls.
He asked the students, if the jar was full.They agreed that it was.
The professor then picked up a box of pebbles and poured
them into the jar. He shook the jar lightly. The pebbles rolled into
the open areas between the golf balls.
He asked the students again if the jar was full.  They agreed it was.
The professor next picked up a box of sand and poured it into the
jar. Of course, the sand filled up everything else.
He asked once more if the jar was full. The students responded with
a unanimous ‘yes.’
The professor then produced two cups of coffee from under the table
and poured the entire contents into the jar, effectively
filling the empty space between the sand.  The students laughed.
‘Now,’ said the professor,   as the laughter subsided,
‘I want you to recognize that this jar represents your life.The golf
balls are the important things - family, children, health, friends, and
favorite passions – Things that if everything else was lost and only
they remained, Your life would still be full.
The pebbles are the other things that matter like your job, house,
and car. The sand is everything else —The small stuff. ‘If you put
the sand into the jar first,’  he continued, there is no room for  the
pebbles or the golf balls. The same goes for life.
If you spend all your time and energy on the small stuff, you will
never have room for the things that are important to you.
So...
Pay attention to the things that are critical to your happiness.
Play With your children.
Take time to get medical checkups.
Take your partner out to dinner.
There will always be time to clean the house and fix the disposal.
‘Take care of the golf balls first —
The things that really matter.
Set your priorities. The rest is just sand.’
One of the students raised her hand and inquired what the coffee
represented.
The professor smiled.
‘I’m glad you asked’.
It just goes to show you that no matter how full your life may seem,
there’s always room for a couple of cups of coffee with a friend.’

Mana gement P ot-P our ri

Youth Empowerment Programme in progress
at AMA

Mr. G. Balachandran conducting class
session on “Business Etiquette and Manners”
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