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Stressing on Innovation: Mr Bhaskar Bhat, Managing Director, Titan Industries Ltd, handing over the
monthly magazine of the Madras Management Association (MMA) to Mr Gopal Vittall, Executive Directer,
Hindustan Unilever Ltd, in the presence of Mr K.S. Ramesh (extreme left), Chairman, Convention
Committee; Mr Ravi Viswamattiem, President, MMA, and Mr R. Vijayakumar (extreme Fight), Executive
Director, MMIA, at the 10th MMA All Indla Management Student's Cenventiom, in Chennai en WeeResday.

— Bijoy Ghosh

Changiing consumers call for
‘new age’ marketing strategies

Our Bureau
Chemradj, Oct. 12
Changing times, iincreasing
aspirations of the consum-
er at one end; decreasing
pricing power due to in-
tense competiitiom and pro-
liferation of brands call for
invention of ‘New Age'
marketing strategies.
Against this backdrop, tep
marketers urge comsumer
goods compamigs to rede-
sign produets in partner-
ship with their tavget
audience, innovate strate-
gies to influence, and eve-
ate an  enviiemment
wherein  shopping  be-
comes an all new experi-

ence for the consumer.

There is a gleem all
around the global markets
thanks te the signs of reces:
sion and raging inflatien.
However, in spite of their
adverse impacts, India,
with its unpredictable and
volatile consumerism, still
remains as a land of great
marketing QpPOFtURILIES,
said Mr Gepal Vittal, Exee-
utive Director, Hindustan
Unilever Ltd.

Addressing  B-school
students on the first day of
the 10™ Edition of All india
Management  Students'
eonvention, organised here

by the Madras Manage-
ment Association, he said
there is a need for imnova-
tive business models; and
marketing has to move
from sheer ‘selling’ to ‘in-
fluencoigig’. A large young
and literate population,
changing family structure
with a major role for wom-
en and more money to
spend, growing aspirations
woulld create substantial
demand for newer prod-
uets and serviees. As if-
come rises, the spending
gees up thereby ereating
ﬁ@_vg markets, MF Vittal
said.

ATTITUDINAL CHANGE
Mr Bhaskar Bhat, Manag-
ing Director, Titan Indus-
tries, is of the opinion that
the very definition of mar-
keting changed with Steve
Jobs and his iconic “‘Apple’.
“But, nobody called him a
marketer. Global media de-
scribed him as an imnova-
tor, a magician and one
among the likes of Edison
and Einstein,” he said.
There is a need for an
attitudimal change. The
fnew age represemts new
jdeas, media, technology
relationships and new
ehannels of marketing and

sales, including the social
media such as Facebook.

New Age marketing
must understand consum-
ers, create desire and de-
mand amongst them, and
must offer them a good re-
tail experience by bringing
in professionalism and
transparency, Mr Bhat
said.

TITAN'S STRATEGY
Explaining how Titan
adapted itself to new age
consumers, he said the
company moved away
from a single brand to mul-
tiple brands to suit the as-
pirations and tastes of
different age  groups.
Watches were presented! as
a lifestyle accessory and an
important part of style
statemenit. Thus the brand
Fastrack was aimed at the
youth, Zoep for the still
yeunger  ones. These
brands were promoted by
innevative advertisements
and threugh the soelal
edia.

The new age consumers
are more demanding and
fast chamging. All good
brands establish partner-
ship with the consumer
aeross product design and

prieing.

Referring to Helios as a
successful retail model, he
said the retaill chain from
the Titan stable, which also
sells heritage brands from
competitors such as Citi-
zen and Seiko, has become
abig brand by itself.
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