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From the President’s Desk
The world today faces myriad of challenges making life a virtual struggle for
existence. Solutions to them are sometimes elusive.  But around the world
we do find extraordinary people, who unfazed by challenges before them,
confront them with zeal.  Their struggles tell us that a society can still
move forward if it has strong-willed people to take on challenges.

That task must start in our schools as education is the best tool to instill
virtues and values, which help the pupils to choose the right path and
become responsible citizens of tomorrow. In this effort, teachers play a
critical role as they make a difference on impressionable young minds.
Socrates, Plato, Rabindranath Tagore, Iswarachandra Vidyasagar are a
powerful testimony to shaping minds of the youth.

The learning process focus should be on developing knowledge and skills
in totality and not just on achieving academic brilliance. Superior
academic performance alone does not guarantee success in life. School
toppers do not necessarily turn out to be a greater success in life.

But shaping young minds is a continuing process. So, we at the
Ahmedabad Management Association have launched a training
programme designed to train young minds in improving personal and inter-
personal skills, inculcate self-beliefs and  an attitude to welcome change,
standing up against adversity, all of which will make them pass any test of
fire like fine steel.

– Pankaj R. Patel

January 2010 Volume 38  No. 1 For Private Circulation

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

AMA N E W S

@AMA campus this month

A very Happy New Year to all our readers! January 2010 is starting with a big bang at AMA with a whole lot of
interesting lectures and programmes.  The first lecture of Gujarat NRE-AMA Centre for National Integrity,
‘Corporate Governance Thru the lens of an Indian Corporate’, was addressed by Mr. Jamshed Irani, Director, Tata
Sons Ltd, Mumbai. Mr. Jagdish Joshi, Motivational Speaker and Management Educator, Mumbai, addressed on ‘It
is your business, Make it Big!’

Dr. C.K. Prahalad, Celebrated Management Guru and World Renowned Professor of Corporate Strategy, gave a
talk on ‘Leveraging India’. A lecture series on Harmony of Four Yogas for Bliss and Peace’ will be conducted by
Swami Nikhileswarananda at the end of this month.
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Event Watch

Managing Relationships
by Mr. Hiren Vakil

Managing relationships is
an important aspect of life.
To understand the
fundamentals of relation-
ship management it is
essential to understand

various emotions and their influences in order to create
a positive climate in the family and society.
Research findings regarding relationship
management show:
l We usually like people who are similar to us
l We sometimes like people who are different from us

in certain ways
l We like people who like us
l We are attracted to people who accept us as we

are- physically and emotionally
l We like competent people particularly if they are

also humane
l We begin to like people who we meet very often
For harmony in human relationships:
l No criticism please. Criticism is like a homing

pigeon. It always returns home.
l Show genuine interest
l See from the other persons point of view

l Smile
l Be a good listener
l Avoid arguments
l Control your temper
Emotional maturity is an important criterion in the
management of relationships:
l The ability to cultivate appropriate emotional

responses in a variety of settings
l Keeping emotions balanced and being capable of

restraining excessive emotions
l Key elements are knowing yourself, analyzing

anger and dealing with worry/anxiety
Communication styles that don’t work:
l Sarcasm and constant criticism
l Never admitting you are wrong
l Pretending you know all the answers
l Threatening and giving orders
l Giving long lectures and lots of advice
l Issuing unnecessary ultimatums and commands
l Doing lots of talking with little listening
l Dwelling on trivial/petty matters
l Always trying to win an argument
l Bringing up past mistakes
When pure sincerity forms within, it is outwardly
realized in other people’s hearts- Lao Tzu

contributed by Seema Agarwal

We ar e lik e tha t onl y.
                                   -Mr.Sanjay Chakraborty

“ Kehte hai khud ko samajna asan hae,
Phir bhi sab khudse kitne anjan hae,
Chalie aaj karte hae khud se mulakat.
Hum hae kya aesi kya khas hae baat?
Jo banati hae brand ka future bright.
Isliye gour farmane ki baat hae yeh,
Shuru karte hae yeh mulakat.”

By literal dictionary meaning, a consumer is someone
who pays for goods or services. You may give him
position of a king or God, for he rules the market that is
why the only option you are left with is, ‘to serve him for
your survival’. This quotation in a nutshell brings out a
perfect outlook while dealing with consumer behavior;
“There has never been, there will never be, any boss but
the consumer. Everything you owe he has paid for. He
will give you every promotion you receive. He will
discharge you if you displease him. Interestingly,
understand that you will not understand, you cannot
understand your customers, still you need to do the
best to understand them”
The concept of marketing begins from the times of
barter system evolving to mass marketing, to
segmentation, to data based marketing to
customization to experience marketing. A consumer
behaves and grows differently in different atmospheres.

Let us find out 10 Demandments of Demanding
Consumer . 1. Earn my trust. 2. Inspire me 3. Make it
easy. 4. Put me in charge. 5. Guide me. 6. 24/7
availability 7. Get to know me. 8. Surpass my
expectation. 9. Reward me. 10. Stay with me.
These form the base of Advertising. At the end of the
day what a marketer does is win the consumer by
checking his mind and pocket. The scenario of Indian
market has transformed from a suppliers market to a
buyers market. Present day consumer demands for
customized products since options have grown like
never before; the “me too” syndrome i.e. motivation to
buy something because someone else owns it, is
gradually disappearing. ‘Post buy relationship” has
become the in rage demand. Exposure to international
concept is shaping the concept of global consumer,
which leads to the change in expectation. Therefore,
the marketers while forming strategies have to expand
from demographic details to the mindset of the
consumer.
Consumer behavior is the study of a group of people
whereas “insight” is described as, ‘unthought known’
i.e. targeting the subtle need of the consumer, for this a
keen observation of the psychology is a must. It is
through this intricate observation of the ‘need’ that you
can motivate the buyer.

Contributed by Monica Vaswani
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GrGrGrGrGr and Educational Event:
Essay Competition – 2009
Connecting India – The Dream Beyond Sardar Patel
As Gandhiji needs to be understood and practiced by one
and all, so does Sardar Vallabhbhai Patel-The Ironman of
India. With a view to activating the youth of India towards
uniting and strengthening our motherland by putting
sincere efforts in fulfilling Sardar Patel’s dream of “One
Nation, United Nation, Strong Nation” and even going
beyond his dream, this essay competition was announced
for the students of English and Gujarati medium aging
between 15 and 20 in the month of November 2009.
Response to the essay competition was tremendous. We
received over 126 essays from different schools and
colleges from all over Gujarat!
Prof. T.J. Purani, a well-known professor of English and an

educationist along
with Mr. Yoseph
Mackwan, a famous
Gujarati poet and
writer helped us
select the best six
essays -  three
essays written in
English and three
essays written in
Gujarati.
January 4, 2010 was
the day when the
winner essayists and
other participants
were awarded prizes

and certificates. At the function in the AMA Seminar Hall,
Mr. Yoseph Mackwan and Mr. Narendra Pandya gave tips
on effective essay writing to the budding writers of
tomorrow.
Mr. Sanjay Barot, the Chief Guest of the event expressed
his views on Sardar Vallabhbhai Patels’ unmatched
capacity of uniting India. He motivated the young people to
be strong and determined to work for India’s unity leaving
aside all ‘isms’ and biases. He also congratulated the
winner essayists and the participants.
Mr. Sanjay Barot gave away prizes and certificates to the
winner essayists (English) namely:
1. Smriti Khanna – H.L. Institute of Commerce, A’bad
2. Parth Arvindbhai  Kotadia – L.D. College of Engineering,

A’bad
3. Swathi Mohan Nambiar – Asia English School, A’bad

Mr. Yoseph Mackwan gave away prizes and certificates to
the winner essayists (Gujarati) namely.
1. Nirzari K. Patel – Karmachari Shikshantirth, A’bad
2. Thakkar Hinal Bharatbhai – Institute of Technology,

G’nagar
3. Sheth Heet V irenkumar – M.B. Patel Gyanjyot Vidyavihar,

A’bad
l Each of the winner essayists was given – n  a gift

voucher worth Rs.1000/-. n  a certificate n  a book –
‘Self Realization’

l The rest of the participants were given – n a certificate
n  a book - ËV¤‚t™wk hnMÞ

AMA has also published a booklet of the six best essays
which was distributed among the participants and
teachers. The essay competition was co-ordinated by
Narendra Pandya

Student of the Month

Kamlesh Mani T ripathi  -
Diploma in Marketing Management

“In life you should always try to
give back more than you have
taken, and listen to more than
you have said”, says Kamlesh.
Currently working at Shilp
Gravures Ltd. as the Technical
Sales Manager, Kamlesh
wishes to be a successful

entrepreneur at some point of time.
 His mantra for success is, manage time and you
will succeed. Success=Intelligence +Application.
He was been active since 27 years with various
organizations and is committed and dedicated to
his work. His key strengths are, good
interpersonal and communication skills, good
time management, ability to work under pressure
without losing temperament,  quality control,
quick results, Kaizen and 5S, cost reduction and
taking care of safety, health and environment.
Kamlesh, we wish you all the success in life!

Wha t’ s Ne w a t AMA Libr ar y
The library timings:
Monday to Saturday
10.00 a.m to 8.30 p.m
Sunday 10.00 a.m  to 1.00 p.m.

l How to Smell a Rat - Fisher Ken
l Drucker Difference- what the world’s Greatest

Management Thinker Means to T oday’ s
Business Leaders - Pearce Craig

l Grow from within -Mastering Corporate
Entrepreneurship and Innovation
- Wolcott Robert C

l Diversification Strategy - Kenny Graham
l Ultimate Happiness Prescription- 7 Keys to Joy

and Enlightenment - Chopra Deepak
l Business Standard India 2010

- Business Standard
l Market Models-a Guide to Financial Data

Analysis - Alexander Carol
l Organisation Diagnosis- Design and

Transformation - Vinyard John
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Fea tur e

by Tim Hindle

Culture Clashes

‘When a conqueror acquires states in a province that is different from his own in
language, customs, and institutions, great difficulties arise, and excellent
fortune and great skill are needed to retain them’. Niccolo Machiavelli, writing in
1527, was not the first to realize that mixing cultures is not easy. Today’s cross-
border conquerors are more likely to be large corporations than helmeted
armies, but they also discover that different cultures, albeit of the firms that they
come into contact with, give rise to ‘great difficulties’. It requires careful
management to prevent different cultures from clashing.

WHAT IS CULTURE?
Corporate culture has been defined in many ways. Geert Hofstede, a Dutch
academic who studies the subject intensively, defines it as ‘the collective
programming of the mind which distinguishes the members of one organisation
from another’. Edgar Management says it is what a corporation ‘has learned as
a total social unit over the course of its history’. Many managers, more
prosaically, say it is ‘the way we do things around here’. Others prefer to call it
the set of values the firm holds most dear.
Having a strong culture is a mixed blessing. It can drive a company forward with
single-minded ambition, but it can also blind a whole firm to its own faults.
Today, companies want to develop a strong culture because they believe it is the
glue that holds their employees together. As responsibility is more and more
devolved down the line, the culture, the way things are done in any one particular
organisation, is what steers employees in their decision-making. Some 40% of
IBM’s employees today are ‘mobile’- that is, they do not report daily to an IBM
site. Whilst on the road, these mobile employees have to make decisions all the
time, guided mostly by their perception  of their company’s culture.

Where cultures clash:
A) Externally:

l The number of joint ventures in which different companies take stakes in
a new enterprise in order to undertake research together, or to develop
jointly new products and services, has increased dramatically. This
reduces the cost of R&D and the risk of failure for each company’s
progress

l Many companies have handed over the manufacturing of their products
to others. Nike, for example, does not itself make any of its shoes. It
relies on other manufacturers to produce them to its specifications.
These manufacturers are mostly located in poorer developing countries
where national and corporate cultures are very different. Nowadays more
and more companies are handing over to others the services that they
used to provide-outsourcing them, again often to poorer countries
abroad. Call centres in India, for example, provide many of the customer
services for Western manufacturers and financial institutions.
Conversations between customers and these call-centre staff are
notorious sources of culture misunderstanding.

B) Internally:  As the opportunities for culture clashes between different
companies are growing, so too are the chances of clashes occurring within
companies. On the one hand firms are seeking to increase diversity in their
recruitment policy. More and more women are joining the lower
management ranks and, especially in the United States, minority groups are
also increasingly represented.
In addition, as firms become more global, they are embracing more culture
diversity within themselves. Multinationals are behaving less like
imperialists. Gone are the days when they sent expatriates from the country
of their headquarters to run anything and everything that they did abroad.

Culture is created
largely at the top of
an organisation.
If the CEO decides that
exclusive parking spaces
for senior managers are
to be abolished, that sends
out a clear signal that the
organisation intends to
be more democratic.
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That has become too expensive. Young employees are
more reluctant to uproot themselves.
The opportunities for culture clashes to occur are
increasing, and it is becoming more and more important
that companies learn how to defuse such clashes
whilst at the same time reaping the benefits that the
interplay of cultures can bring.

C) After mergers and acquisitions
Historically, the time when culture clashes were most
likely to occur within corporations was after a merger or
an acquisition. The acquiring company would inevitably
wish to impose its way on the acquired, which (with
almost equal inevitability) would try to resist. In some
cases the clashes were so severe as to eradicate any
hope that the merger had of creating value.  Cross-
border mergers and acquisition were particularly
susceptible to such clashes, especially when the
merging companies spoke different languages.
The likelihood of such clashes occurring depends to
some extent on how the company defines its culture. If
the definition welcomes diversity then the injection of an
alien culture will also to some extent be welcomed.

CONCLUSION - Changing cultures
l Culture is created largely at the top of an organisation. If

the CEO decides that exclusive parking spaces for
senior managers are to be abolished, that sends out a
clear signal that the organisation intends to be more
democratic.

l The type of people that a company recruits sends out
strong signals about its culture. If it hires masses of

over-confident MBAs straight out of business school
and puts them on fast-track careers then it is likely to
cause offence to other less favoured employees. In
practical, of course, companies’ recruiters tend to
recruit people like themselves. Hence there is a
continual tendency to reinforce the existing culture.

l Some businesses have a distinctive culture that others
try to change at their peril. California’s Silicon Valley
has set the style for the computers industry, for
example, where hierarchy is kept to a minimum and the
dress code is casual. The movie industry, by contrast,
is populated by moguls and stars, with a strict caste
system and more formal dress. Some industries’
cultures have been changed by new arrivals with a
distinctive approach. The traditional national airlines, for
example, have become much less stuffy since the
appearance of Virgin and the low-cost airlines, and
online retailers have thoroughly shaken up industries
from newspapers to auction houses.

l Changing the external environment can change a
culture. Remove a US manufacturing plant south of the
border into Mexico and watch the change. But the
move need not be so far. Most new US car-
manufacturing plants today are being built in the
southern states of the United States where the culture
(and particularly the attitude of the trade unions) is very
different from that of Detroit in the north, the nation’s
traditional home of car-manufacturing.

Source: Business The Ultimate Resource

An interactive session on China Business Opportunities: Partnership
Programme Mr. Azam Shaikh from Beijing  addressed and was accompanied by
Professor S. Ramchandran  India-China Chamber of Commerce, Mumbai

Mr. U.B. Bhat, Director, UBB
Management Consultants, Bangalore
addressed on Terror on Board

Mr. Bhupesh Trivedi, CEO,
REmodelling ECOnomic DEvelop-
ment, Mumbai addressed on How do
you profit from Climate Change
Convention?

Direct Video Conference with Mr. Paul A. Folmsbee, U.S. Consul General,
Mumbai addressed on “India and the United States: Partnership for a Better
World”

10th  Dr. R.L. Sanghvi Endowment AMA  Annual Lecture.  Dr. Y. Venugopal
Reddy, Emeritus Professor,  University of Hyderabad Former Governor -
Reserve Bank of India addressed on  “Economics on Global Financial Crisis
and Challenges for Public Policy”
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Focus

by Kjell Nordstrom

Meaningful Leadership

Employees no longer snap to attention when ordered to do so. They don’t
passively fall into line, and intimidation and threats do not work. The fact that
the workforce is no longer subservient doesn’t mean that leadership is
redundant, however. On the contrary, the new world of work requires even
more thoughtful and meaningful leadership.
Leaders must challenge people to depart from the patterns of the past and to
create new ones. This new form of leadership is about stirring the pot instead
of putting on the lid. The new leaders are creators of chaos as much as
originators of order. It is the job of great leaders to support the organization in
combining order and chaos.
Direction:  Direction is not a matter of command and control, but of focusing –
allowing and encouraging people to focus on what really matters. It is spiritual
management rather than micro-management. In a chaotic world, people cry out
for individuals who can provide meaning to their private and professional lives.
All organizations need a shared idea of why they exist, who they are, and
where they are going. In modern businesses this is usually expressed through
a vision. To provide direction, a vision should be clear, continuous, and
consistent. It should inspire commitment and be continually communicated.
With the onus on communication, leaders must distil the company direction
into the most potent capsule. At Disney the vision is to ‘make people happy’.
3M focuses on ‘solving unsolved problems’, while AT&T talks about IM&M –
‘information movement and management’. These statements are simple
enough to be shared by all employees, and clear in saying what the
companies should not be doing.
In addition to visionary bullets, companies also need short-term goals that
inspire change and that themselves change over time. Jim Collins and Jerry
Porras, in their book Built to Last, call these ‘big hairy audacious goals
(BHAGs)’. They come in many shapes and forms, and can be quantitative or
qualitative. In the early 1990s, US retailer Wal-Mart set its sights on ‘becoming
a $125-billion company by the year 2000’.
Almost a hundred years ago, Ford decided to ‘democratise the automobile’.
BHAGs can be geared towards a common enemy, like Nike’s ‘Crush Adidas’
in the 1960s, or they can use role models as a benchmark. In the 1940s, for
example, Stanford University decided to try to ‘become the Harvard of the
West’. General Electric adopted a more inwardly-orientated focus in its I980s
goal to ‘become number one or two in every market we serve, and revolutionise
this company to have the strengths of a big company combined with the
agility of a small company’.
Besides being the distilled essence of what a company is and what it stands
for, visions and goals should ignite and inspire commitment. People must
want to belong. Communicating a vision not only involves repetition and a
carefully distilled message, it demands the ability to tell a story. True leaders
realise that metaphors and language are incredibly powerful. Stories and myths
contain a built-in tension that draws people in and ensures that the message
sticks. Stories are adaptable and open to an array of interpretations; they are
universal and eternal. They communicate more than mere facts. Leaders
should give rise to and spread stories.
Experimentation:  Business life has until now been built around spurts of
creation and extended periods of exploitation. Companies exploited natural
resources, technologies, and people. We are good at exploitation because we
have hundreds, perhaps thousands, of years of experience. We know exactly
what to do when we find a gold mine. We put structures and systems in place
and get to work. When it is exhausted, we look for the next gold mine.

Besides being the distilled
essence of what
a company is and what it
stands for, visions and
goals should ignite and
inspire commitment.
People must want
to belong.
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In contrast, we’re not very good at creation. Our societies
are not built for it, our organisations are not designed for
it, and most people are not trained for it. By its very nature,
creation involves a departure from traditional structures
and frames. We have to be prepared to depart from the
agenda. Exploring routes other than the one most travelled
can prove worthwhile. After all, Viagra was discovered when
scientists were looking to develop a drug to relieve high
blood pressure, Columbus was actually trying to reach
India rather than America, and Fleming’s penicillin was
the result of a ‘failed’ experiment.
Innovation requires experimentation, and experiments-are
risky. So, an innovative environment must have an
exceptionally high tolerance of mistakes. The trouble is
that traditional organisations are not the most forgiving of
environments. This not only stops people from failing, it
stops them from trying. It leads to the building of systems
that act against innovation instead of nurturing it.
Education:  Education is a competitive weapon-for
individuals as well as firms. If you want to attract and
retain the best people, you will have to train them.
Already companies are setting up their own universities
to train tomorrow’s executives. There are now 1,200
corporate universities worldwide, covering virtually every
industry. Amid this welcome, and overdue, maelstrom of
activity, the nature of education has fundamentally
changed, and it will continue to do so.
Since a lot of knowledge is tacit and difficult to
communicate, learning can by no means be restricted to
the classroom. We must learn also on the job. Education
is as much about improving the processes in which we
work and getting to know the people around us,as it is
about reading yet another book or listening to yet another
lecture. Development is about mentoring, training disciples,
and coaching. It is the job of leaders to create new leaders.
Personalisation: To attract and retain good men and
women, we have to treat them as individuals. The word
‘individual’ originates from Latin, and literally means
indivisible. We are moving towards one-to-one leadership

so every little system needs to be personalised. People
can be approached, evaluated, rewarded, and inspired in
a number of different ways.
Motivation is increasingly based on values rather than
cash. The challenge for organisations is that values are
more complex than mere money. By having and
communicating a clear set of values, the organisation
becomes self-selecting-it primarily attracts people who
share that attitude.
If people and their motivations differ, rewards must differ.
We are used to differentiate contracts in every other
market, but not in the labour market. While standard
contracts are acceptable in a mass production context,
they are hardly applicable to a building full of highly-charged
brains with widely different reasons for being there. Working
contracts are increasingly individual and individualistic.
People express themselves through their contracts. You
are your contract, and your contract is you.
Today’s employees are more questioning and demanding.
They are confident enough to air their concerns, grievances,
and aspirations. If they were customers, we would call
them sophisticated. It is perhaps significant that we tend
not to. Maybe we should? Perhaps we must.

Source: Leadership Excellence

bzzz.....   Buzzwords Buzzwords Buzzwords Buzzwords Buzzwords

l T-commerce – business that is
conducted by means of
interactive television

l Team player – somebody who
works well within a team

l Technology laggard – an
organization that is very slow or reluctant to adopt
new technology

l Teeming and lading – an attempt to hide
missing funds by delaying the recording of cash
receipts in a business’s books.

l Telephone number salary – a six – or seven –
figure salary

Members News

Asia’s first Arabic Version of Library Management
Software System ‘Librarian’, was commissioned at
American Culture Centre, Alexandria, Egypt, by
CR2 Technologies Ltd., Ahmedabad with their
strategic partner ACML (Alex Centre for Multimedia
and Libraries),Alexandria, Egypt. CR2 Technologies
Ltd is an Indian Company based in Ahmedabad. The
company’s object is to design, develop, produce
and deploy prepackaged, shrink wrapped, ready to
use software products. CR2 intends to be No. 1
ERP vendor in the country for Higher Education
Industry. CR2 is authorized Technology Partner of
Microsoft, Intel and HP.

Book a Month Forum:  Discussion on the Book” Toyota Kata: Managing
People for Improvement, Adaptiveness, and Superior Results by
Mike Rother addressed by Mr. Hiren Vakil
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Per specti ve
by Priyesh Balakrishnan &

Prof. K.Balakrishnan

Branding Commodities:
Par t III:  Distrib ution,  Challeng es And Conc lusion

Branding commodities is a complex process involving many major parameters.
Earlier in the series, we explored three: differentiation, packaging, &
advertising. In this part, we will examine another major parameter: distribution ;
and conclude with a brief overview of other major challenges.
DISTRIBUTION
Marketers use both push and pull strategies, to bring together a product and its
prospective customers. In branding commodities, pushing products through
distribution channels plays a larger role than pulling consumer through
advertising.
Looking at the pan-Indian distribution terrain, it’s logistical, linguistic, &
behavioral diversity and complexity are evident.
Logistical Complexity: Despite the emergence of many new purchase outlet
formats, one may still have to use traditional kirana stores for the required reach
in most places, and supermarkets in others. Factory outlets or hypermarkets
are favored elsewhere. Newer innovations have also come into force, like the
massive rural one-stop-shops - choupal sagars created by ITC that carry
products ranging from branded commodities, to tractors, financing and
insurance.
ITC’s success has also spawned a slew of imitations from many well-known
companies.  Another innovation perfected by HUL and now being replicated in
other countries is project shakti, empowering rural women to become
entrepreneurs in thousands of villages and converting them into direct-to-
consumer distributors of the company’s products.
Over and above these standard formats are carrying & forwarding agents,
stockists, distributors, and wholesalers. Many of them are just middlemen who
add costs and not much value. Some of the experiments, from self help rural
groups to automatic vending machines are efforts to minimize the use of these
often wasteful middlemen
No marketer uses any one format for distribution. The right mix of chosen
modes is a function of the geographic spread of target markets, and objectives
of channel usage.
Linguistic Diversity: Linguistic differences, both inter and intra state, adds to
the logistical complexity. Recruitment and training of a multilingual sales force
is costly; but often necessary as they are the company face communicating
across the network on a regular basis.
Behavioral Nuances: Behavioral diversities of consumers add yet another
layer of complexity.
Its causes may go beyond demographic factors like age, income, & educational
level. Differences could arise from tastes, attitudes, styles, aspirations and the
resultant buying behavior. Regional influences in daily purchases and hence its
influence on stocking and outlet requirements is immense.
Many global players who entered India in the nineties failed due to their inability
to get a grip on these multiple levels of complexity.
Retailer as Communicator: Various links in the distribution chain can be co-
opted to participate in brand building. Though every touch point provides an
opportunity for brand communication, the retail outlet i.e. Point of Purchase
(POP) is by far the most powerful.
Firstly, the most interested and relevant consumer is targeted at the POP,
unlike mass communication which gets diffused over scattered targets.
Secondly, all human senses can be put to use to connect with the consumer.
She can touch, feel, smell and sometime even test or taste the product before
the buying decision.

Marketers use both push
and pull strategies,
to bring together a
product and its
prospective customers. In
branding commodities,
pushing products through
distribution channels
plays a larger role than
pulling consumer
through advertising.
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The tools for & their roles in POP communication were
explained earlier in Part II.
Motivating the Retailer: How do you co-opt him in brand
building process? Margins to channels are not the only
motivator.  Many additional factors, as listed below, can
also be deployed for the mutual benefit of the producer and
the retailer/outlet.
The outlets bring in:
l Meeting point between product & consumer,
l Shelf space & attractive display
l Space for browsing & purchase decision making
l Appropriate ambience to match brand DNA
l Sharing of  POP promotional efforts & costs
l Salespersons’ support
l Customer feedback

In return, the outlets get:
l Branded product
l Profit Margin
l Display support & promo materials
l Inventory support
l Timely & staggered delivery
l Sharing POP promotional costs
l Response to POP feedback
l Innovations in product, display & communication

strategy
Challenges:   Many questions remain to be answered by a
Brand Builder .
l Consumer Deprivation : Will the packaging deprive

consumer of her sense of self-importance of using all
her physical senses of choice?

l Value Addition : Will she recognize the ‘value
addition’?  Will your promises get translated into
reality?  Or, will they remain illusory?

l Justifiable Price : Will she perceive the additional
benefit she gets offsetting additional price she pays for
the branded version?

l Increment al Volume : If additional costs of branding
can not be passed on through price, will additional
volume offset the deficit?

Answers remain speculative during launch. Achieving
these answers are an evolving and ever learning process.

Conclusion
A commodity  will not become a brand , unless producer
markets a better commodity , in some of the following
different ways.
l Better Quality :  Look, touch, smell, taste, or any of its
      functions
l Better Delivery : Availability, accessibility,

convenience, speed,  timing or flexibility
l Better Service:  Taking orders, shipment, tracking,

billing, promised delivery or after sales services.
l Better Feeling :  Status, ego boost, fashion statement,

or contemporary image.
Brand building has to capture this betterment ,
communicate it effectively to target markets, resulting in
trial, acceptance, preference, use, and repeat use;
resulting in lasting brand loyalty.

* The first author is a Brand Consultant based in Ahmedabad and
can be reached at Balakrishnan_Priyesh@yahoo.com

** The second author was a Senior Professor of Strategic
Management at the Indian Institute of Management, Ahmedabad,

now retired.

The Difficulty of being good.
-Gurucharan Das in conversation with Rita kothari

The Difficulty of being good: On the subtle Art of Dharma, examines our
private and public lives through the lens of the Mahabharata. Why only this
epic? Because, Mahabharata is obsessed with dharma, but no one looks up
to God. Instead you are left to yourself, which results in reasoning, ‘moral
reasoning’. It is a personal search for dharma in the 21st century.

“Goodness cannot be clearly defined in the context with being the matter of
nature or nurture. However, bad can be clearly termed as absence of good. I

have tried to throw light upon the subtlety of the prominent character’s dominant qualities, like the first
chapter deals with Duryodhan’s envy.”

“What man of metal will stand to see his rival prosper and he decline?”

Then, you have Yudhishtira, who is an austere of ‘kshatriya dharma’. Acts of goodness flowed freely through
him. Bhishma Pitamaha, an ardent selfless personality. He portrayed the self forgetting way of being
termed as ‘nishkaam karma’ , which makes one more moral. The most important character Krishna played
his role on three layers as a friend of Pandavas  and as a God. The answer to the question that did he play
his role as a human being better than his role as God shall be found out as you read the book.

AMA’s Book Release Function held on November 28, 2009 was addressed by the author himself
Mr. Gurucharan Das in a interactive format with Dr. Rita Kothari of MICA and Comments by Dr. Mallika
Sarabhai

Contributed by Monica Vaswani
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Insight

by Lou Cassara

The power of intentions

The findings of the business school study dramatically illustrate the power of
our intentions. Almost 40 percent of the “mission now” group became
extraordinarily wealthy-even though wealth itself was not what they sought.
Less than one-tenth of 1 percent of the “money now” group achieved the
wealth they were seeking-the external goal they put before all else.
The Law of Intentions: Every intention carries within itself the mechanics
for its own fulfillment.  Let me explain this in practical terms. Think about a
situation where you were asked to do something you truly did not want to do.
Let’s say your spouse asked you to go visit their family on a day that you had
other plans for yourself. If you did this against your will, think about what you
were thinking, what you were saying, and how you acted once you got there.
Your intention was to be somewhere else, so you clearly demonstrated the
fact that you did not want to be where you were. Chances are you were
whining and complaining all the way there.
You readily see this on a daily basis in the workplace. How many times have
you been in the presence of someone who uses kind words, but the intent is
to snub someone and that is what cuts through. You also may recognize this
when someone gives an expensive gift to another with no love or meaning
behind it. The point is, you cannot stop your intention. It will always produce
the result of the original thought behind it. Be aware and focus on your
intentions; they will drive your behaviour.
The Law of Reciprocity: What you take out of a relationship is in
proportion to what you put into it.  Think of the intent of someone who is
trying to sell you. Where is his or her focus? It is on you or is it on them?
When your intention is to sell someone, you behave one way, and your client
will sense it. If your intention is to serve, you act in an altogether different
manner, and that will also be evident to your client.
People love to buy and dislike being sold. Pay attention to this simple yet
profound truth. When you present yourself in such a way that you are selling,
your prospect and client immediately senses that and it creates a negative
feeling for them. When you present yourself in a manner that helps them
solve their problems or concerns, they sense that as well. Keep in mind that
the essence of client creation is that people will buy from you based on how
they feel about you, not what they think about you.
Content versus context-  Serving others begins with an awareness that
everyone has their own level of understanding. Everyone has their own context
of your content.  For example, ask five people how to define success, and
they will each provide a different definition. The content is the word success;
the context is the various answers you will receive. The essence of
communication is the ability to communicate through someone else’s filter of
understanding. What something means to you is not necessarily what it
means to someone else. When you say something to somebody, it must
pass through their filter of what it means to them. Feelings are especially
judged through a person’s filter. The projection of how you feel is subject to
the other person’s perception. What I think I am projecting, and what someone
else is perceiving about me, may be completely different. For example, you
may believe you are presenting with confidence, while your prospect or client
thinks you are extremely arrogant. In the same way, someone may be very
passionate about an idea, but their enthusiasm may be perceived as
overzealous to someone else.
A single word can be perceived in many different ways. What does being
authentic mean to you? Your definition is different from everyone else’s. It is
not right or wrong, but conflict may occur in a relationship when what you are
projecting does not align with the perception of the other person. You will
learn and grow when you honor and respect the differences of another person.

Source: From Selling to Serving

When your intention
is to sell someone,
you behave one way,
and your client will
sense it.
If your intention is to
serve, you act in an
altogether different
manner, and that will
also be evident to your
client.
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Cor por ate Buzz er

By Sanjay Chakraborty ,
Triton Communications Pvt. Ltd.

Questions:
1. With which annual publication

well known the world over
would you associate HIT
Entertainment ?

2. Incorporated as Computing-
Tabulating-Recording company
in 1911, it formally changed its
name in 1924. How do we
better know this company
today?

3. Akio Morita wrote “Made in
Japan”; an amazing bio
wherein he lists out his
struggles to bring SONY to the
current standards. Who wrote
“Made in America” ?

4. Sanjay Dutt’s recently launched
company is called SON. What
does SON stand for ?

5. Which cosmetic’s use was
practically non-existent until the
mass production of plastic
shoes revealed toes for the first
time in the late 1940s?

6. What object would you find on
the top of the Wimbledon Men’s
singles trophy?

7. Scott Fahlman of the US,in
September 1982,created which
highly popular internet pheno-
menon?

8. Antrix Corp is the marketing
arm of which Indian organi-
zation?

9. What word gets its origin from
France,where it was “used to
describe anything which
brought luck to a household”?

10. Which modern word owes its
origin from the Latin term for
mask or character?

Answers:
1.The Guinness Book of World

Records.
2.IBM
3.Sam Walton.
4.Son of Nargis
5.Nail Polish 
6.A pineapple
7.The first smiley emoticon
8.ISRO(Antrix comes from the

Sanskrit root “Antariksh”
which means “Space”)

9.Mascot
10.Persona

Chanakya’s Quotes  - Worth reading a million
times…
l “A person should not be too honest. Straight

trees are cut first and honest people are
victimised first.”

l “Even if a snake is not poisonous, it should
pretend to be venomous.”

l “The biggest guru-mantra is: Never share your secret with
anybody. ! It will destroy you.”

l “There is some self-interest behind every friendship.
There is no friendship without self-interest.
This is a bitter truth.”

l “Before you start some work, always ask yourself three
questions - Why am I doing it, What the results might be and
will I be successful. Only when you think deeply  and find
satisfactory answers to these questions, go ahead.”

l As soon as the fear approaches near, attack and destroy it...”
l “Once you start a working on something,

don’t be afraid of failure and don’t abandon it. People who work
sincerely are the happiest.”

l “The fragrance of a flower spreads only in the direction of the
wind. But the goodness of a person spreads in all direction.”

l “A man is great by deeds, not by birth.”
l “Treat your kid like a darling for the first five years.

For the next five years, scold them.
By the time they turn sixteen, treat them like friends.
Your grown up children are your best friends.”

l “Books are as useful to a stupid person
as a mirror is useful to a blind person.”

l “Education is the best friend.
An educated person is respected everywhere.
Education beats beauty and the youth.”

Mana gement P ot-P our ri

An Appeal

Dear Members:
With a view to speed up communication and reducing
paper consumption, we would like to use e-mail communication. We
would request you to kindly update your e-mail id at
amaprogrammes@amaindia.org .
Thanks
AMA

Conference on
Cur rent tr ends and c halleng es in

Clinical Research: Indian shores and beyond
This daylong seminar on Clinical research
focused on the different areas, which come
under the umbrella of clinical research like
CRO operations, Clinical trials, Medical
writing, Data Management, Safety
reporting and opportunities in each area.

The sessions  elaborated on the requirements, expectations, current
trends and future opportunities not only in India but also internationally.
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