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Continuum 

Continuum, the rolling seminar series, is the flagship event of the annual industry 

interaction sessions at Shailesh J. Mehta School of Management, IIT Bombay. The 

Continuums are held across the various domains of management like Consulting, 

Finance, Human Resources, Marketing, Operations and Systems. This event aims to 

cover the latest trends in management by inviting eminent speakers from industry 

and academia. Each of these seminars focuses on issues and challenges faced by a 

management function, and aims at drawing insights from the knowledge and 

experience of the speakers. The seminars are attended by delegates from different 

organizations, our distinguished alumni

Schools. The Continuum series also features various competitions among students, 

like case study competitions and business games.

 

This one-day event provides one of the best learning experiences for the students. It 

provides a platform for these inquisitive minds to get face to face with industry 

stalwarts. An enlightening session by an eminent speaker is generally followed 

round of mutual interaction between the speaker and the students. This helps the 

students get a holistic picture of the industry trends.

 

The event is a platform for deliberation and knowledge sharing, and aims to arouse 

curiosity among the participants regarding specific aspects of business. The event 

has been received very well in the past by th

various b-schools. The event has grown from strength to strength over the years, 

and is now well acknowledged by the industry.
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MarkTrix – The Marketing Club

       MarkTrix, the marketing club of SJMSOM is a club for

of the college. The club assists the fellow students of SJMSOM in gaining sufficient 

knowledge in the marketing domain and keeps them abreast with the latest developments 

in the field.  

The club provides a platform for the 

stalwarts and like minds. With the help of below mentioned activities, the club tries to 

build the competencies of the enthusiasts 

 

• Regular workshops  

• Industry interaction 

• Live projects in marketing  

• Case study solving sessions 

• Discussions on contemporary issues in management 

• Career Counselling for marketing enthusiasts 

• Sector Analysis 

 

Marketing Continuum

In a constantly evolving world where stagnation is synonymous with

wearing the hat of a marketer presents some very unique issues to be dealt with. The job 

now goes beyond the traditional scope of communicating value, attracting customers and 

retaining them. Amidst all the tectonic forces operating in the market, resulting in 

paradigm shifts in market dynamics, Marketing has emerged as a key business function 

that can help firms to not only stay afloat but ride high on the waves of change.

continuum presents an opportunity

in the field of marketing and gain invaluable knowledge and experience.
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The Marketing Club 

x, the marketing club of SJMSOM is a club formed by the marketing enthusiasts 

of the college. The club assists the fellow students of SJMSOM in gaining sufficient 

knowledge in the marketing domain and keeps them abreast with the latest developments 

The club provides a platform for the budding marketers to interact with the industry 

stalwarts and like minds. With the help of below mentioned activities, the club tries to 

build the competencies of the enthusiasts  

 

Industry interaction  

Live projects in marketing   

study solving sessions  

Discussions on contemporary issues in management  

Career Counselling for marketing enthusiasts  

Continuum 

In a constantly evolving world where stagnation is synonymous with

of a marketer presents some very unique issues to be dealt with. The job 

now goes beyond the traditional scope of communicating value, attracting customers and 

retaining them. Amidst all the tectonic forces operating in the market, resulting in 

ifts in market dynamics, Marketing has emerged as a key business function 

that can help firms to not only stay afloat but ride high on the waves of change.

continuum presents an opportunity for the enthusiasts at SJMSOM to interact with the best 

in the field of marketing and gain invaluable knowledge and experience.
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Marketing Continuum

During the past decade, India had shown tremendous growth as a business market. As 

MBA students, with an inclination towards marketing, we were curious to 

role played by marketing in this growth cycle and also wished to understand how 

marketing had evolved during this period. The topic of last year’s continuum reflected the 

same and was 

 “Evolution of Marketing to Revolutionize Businesses

Apart from this, the continuum also included a Panel discussion between speakers on the 

topic of 

“Outbound Vs Inbound Marketing 

 

The marketing continuum of 2012 was graced by esteemed Speakers from the industry 

who took out their precious time and interacted with the students, imparting their 

knowledge and views  

 

Speakers at Marketing

Inaugural Address: Prof. Atanu G

• Ms. Anuradha Aggarwal

Vodafone India Ltd. 

• Mr. Kashyap Vadapalli, 

• Mr. Shailendra Katyal, Director

• Ms. Manmeet Vohra, Marketing Director 

• Mr. Raghavendra Shenoy,

• Mr. Pawan Sarda, Chief Marketing Officer 

• Mr. Shankar Gupta, Chief Executive Officer 

• Mr. Rohit Parulekar, Director 
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Continuum 2012 

During the past decade, India had shown tremendous growth as a business market. As 

MBA students, with an inclination towards marketing, we were curious to 

role played by marketing in this growth cycle and also wished to understand how 

marketing had evolved during this period. The topic of last year’s continuum reflected the 

Evolution of Marketing to Revolutionize Businesses“ 

rt from this, the continuum also included a Panel discussion between speakers on the 

Outbound Vs Inbound Marketing - Bonding not Bugging gets the ball rolling

The marketing continuum of 2012 was graced by esteemed Speakers from the industry 

who took out their precious time and interacted with the students, imparting their 

Marketing Continuum 2012

Prof. Atanu Ghosh     Professor, SJMSOM, IIT Bombay

Ms. Anuradha Aggarwal, Senior VP-Brand Communication, Insights and Online at 

 Chief Marketing Officer-eBay India 

Director-Marketing, Lenovo India 

Marketing Director – TAG Heuer India 

Mr. Raghavendra Shenoy, VP Sales and Marketing, J&J Medical 

Chief Marketing Officer – Future Group 

Chief Executive Officer – ACG PAM Pharma Technologies Pvt. Ltd.

Director – Sales and Marketing, Schindler India
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During the past decade, India had shown tremendous growth as a business market. As 

MBA students, with an inclination towards marketing, we were curious to know about the 

role played by marketing in this growth cycle and also wished to understand how 

marketing had evolved during this period. The topic of last year’s continuum reflected the 

rt from this, the continuum also included a Panel discussion between speakers on the 

Bonding not Bugging gets the ball rolling” 

The marketing continuum of 2012 was graced by esteemed Speakers from the industry 

who took out their precious time and interacted with the students, imparting their 

Continuum 2012 

Professor, SJMSOM, IIT Bombay 

Brand Communication, Insights and Online at 

ACG PAM Pharma Technologies Pvt. Ltd. 

Sales and Marketing, Schindler India 
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Marketing Continuum

Marketing Continuum 2013 will be organized on 

on the evolution of marketing in changing times. The Marketing Continuum 2013 will 

series of lectures and panel discussions centred on the theme:

 

Evolution of Marketing: From selling product to delivering experience

 

In an era where consumers are no longer followers and in some cases are ahead even of the 

marketers, catering to them has its challenges. The world and the consumer expectation is 

changing at a rapid pace and the tenure of product advantage over others have reduced 

drastically .No longer can companies just sit back and relax, quoting their quality of product to 

be the tool which paves the way to the consumers.  In the new world of digital communication 

and social media, the consumer is the one who is in the driving seat. This is forced the 

marketers to think out of the box and respond with something which drive their 

future. And responded they have, with a shift their focus from “Product only” to “product 

experience”. The new way forward, is a combination of the best of the existing strategies as 

well as the learning from the ever evolving consumer expect

does it in the swiftest way possible stands to gain the most.

However, one must be mindful of the fact that it’s not only the experience and the decision to 

provide experience to consumer which counts. This is where delivering the experience to the 

consumer in the best possible manner becomes the most important aspec

marketing.  

Subthemes for 

Managing Products v

Many consider these two mutually

It might not suffice that an organization comes up with

botches up the marketing process thus ultimately damaging the user experience.  While 

managing a product was typically responsible for the ultimate success of the product along 
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Continuum 2013 

Marketing Continuum 2013 will be organized on 25
th

 August, 2013 with a theme reflecting the 

on the evolution of marketing in changing times. The Marketing Continuum 2013 will 

series of lectures and panel discussions centred on the theme: 

Evolution of Marketing: From selling product to delivering experience

In an era where consumers are no longer followers and in some cases are ahead even of the 

them has its challenges. The world and the consumer expectation is 

changing at a rapid pace and the tenure of product advantage over others have reduced 

drastically .No longer can companies just sit back and relax, quoting their quality of product to 

e tool which paves the way to the consumers.  In the new world of digital communication 

and social media, the consumer is the one who is in the driving seat. This is forced the 

marketers to think out of the box and respond with something which drive their 

future. And responded they have, with a shift their focus from “Product only” to “product 

experience”. The new way forward, is a combination of the best of the existing strategies as 

well as the learning from the ever evolving consumer expectations and the organization which 

does it in the swiftest way possible stands to gain the most. 

However, one must be mindful of the fact that it’s not only the experience and the decision to 

provide experience to consumer which counts. This is where delivering the experience to the 

consumer in the best possible manner becomes the most important aspec

Subthemes for Marketing Continuum 2013

Managing Products v/s Managing Experience 

mutually exclusive but in reality, they are peas of the same pond. 

It might not suffice that an organization comes up with a breakthrough product but 

botches up the marketing process thus ultimately damaging the user experience.  While 

managing a product was typically responsible for the ultimate success of the product along 
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with its designing and pricing, this trend has real

the experience that the consumer experiences. In the past 

change in the way the products are delivered to the customer. Apart from the 

focus has also been on providing the exp

and up and coming home décor stores.

So, No more is marketing all about concentrating on the product and managing it. In the 

current scenario, managing experience has become of equal importance and the 

organizations who manage to handle it better are the ones who are placed to reap better 

benefits 

 

Target Marketing - 

When Henry Ford launched the Ford Model T car, he would have never thought that 

marketers would one day be chalking up 

times, it has become paramount for a marketer to try and identify its target audience and 

serve them in the best possible way. The mantra of “One size fits all” seems a dated slogan. 

Nowadays, a marketer has 

audiences he has to look at the chunk he would like to target. 

beginning and what lies ahead is the 

strategy which would have the maximum impact when it comes to providing the customer 

with a experience which no other competing organization can provide. In a way this 

experience becomes your deliverable on which the success and failure of your product 

hinges and ultimately proves to become the USP of your product which the competition 

finds hard to emulate. 

 

Rising Customer expectations and emerging service strategies

Before ‘Customer’ became primary focus for an organisation, service was confined to bare 

minimum support which would help completion of a transaction with customer. But today focus 

has changed and is becoming more and more complex. Today’s necessity was yesterday’s luxury. 

Customer expectations are rising and along with it servicing strategy is evolvi

Servicing strategy can be defined as the series of actions taken by an organisation to enhance 

customer experience and attract more customers. It is human to always desire for a bit more and 
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 A Comprehensive Approach 

When Henry Ford launched the Ford Model T car, he would have never thought that 

marketers would one day be chalking up a term like target marketing. But with changing 

times, it has become paramount for a marketer to try and identify its target audience and 

serve them in the best possible way. The mantra of “One size fits all” seems a dated slogan. 
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audiences he has to look at the chunk he would like to target. However,
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this desire is raising the bar for what can be called as a ‘

market is compelling companies to come up with better service quality to attract customers and 

retain existing ones. In this war among competitors customer is the winner.

 Customer expectations rise because there i

something extra, sometimes at the same price and sometimes for a premium. Today’s Customer has 

tasted flavour of a good service and is ready to shell out some extra bucks for that comfort.

These factors have led companies to think out of the box to provide better experience to their 

customers. 

 

Role of ‘Social Media Marketing

When it comes to delivering experience and understanding the consumer in a better way, 

social media emerges as on

Social media plays multiple roles right from establishing a better two way communication 

network to building a collaborative culture. 

features of social media would be the fact that on the basis of customer feedbacks and 

comments, one can assess progress more regularly and effectively. Social media allows the 

organization to create more engaging learning 

improve immensely. This improvement coupled with the expertise of the organization help 

them in delivering a much enriching experience to the consumer

 

After sales service: as important as selling a product

In today’s era providing impeccable after sales service i

as selling a product. It fulfils the needs and demands of the customers in every aspect 

resulting in spreading of a positive word of mouth. After sales services make sure the 

products and service surpasses the customer’

the brand image but also reclaiming a strong sense of loyalty in the customers. Customers 

start believing in the brand and get associated with the organization for a longer duration. 

After sales service plays a pivotal role in 

and customers. If we consider the factor on a business front, a vast majority of high

firms have managed to grow successfully during the recent economic downturn by 

developing their after-sales services. In current market, more than any other industry, 
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Social Media Marketing’ in delivering experience
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network to building a collaborative culture. However, the most powerful amongst all the 

media would be the fact that on the basis of customer feedbacks and 
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create more engaging learning experiences, which in turn helps them to 
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In today’s era providing impeccable after sales service is as important for a firm to sustain 

as selling a product. It fulfils the needs and demands of the customers in every aspect 

resulting in spreading of a positive word of mouth. After sales services make sure the 

products and service surpasses the customer’s expectation and helps in 

the brand image but also reclaiming a strong sense of loyalty in the customers. Customers 

start believing in the brand and get associated with the organization for a longer duration. 

pivotal role in strengthening the bond between the organization 

. If we consider the factor on a business front, a vast majority of high

firms have managed to grow successfully during the recent economic downturn by 

sales services. In current market, more than any other industry, 
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after-sales activity, that is, supplying spare parts and providing preventive and reactive 

maintenance for the installed base of customers, is very often a highly

Nowhere else can a firm so easily find a market where it usually has a commanding relative 

market-share, while demand is stable, even 

 

Tentative Schedule

Marketing Continuum 2013

25
th

 August, 2013 

Event 

Inauguration Speech 

Speaker 1 

Speaker 2 

Tea Break 

Speaker 3 

Speaker 4 

Corporate Lunch 

Speaker 5 

Speaker 6 

Tea Break 

Speaker 7 
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sales activity, that is, supplying spare parts and providing preventive and reactive 

maintenance for the installed base of customers, is very often a highly-profitable business. 

re else can a firm so easily find a market where it usually has a commanding relative 

share, while demand is stable, even predictable. 

Tentative Schedule 

Continuum 2013 Schedule 

Start Time End Time

09:00 AM 09:15 AM

09:15 AM 10:00 AM

10:00 AM 10:45 AM

10:45 AM 11:00 AM

11:00 AM 11:45AM

11:45AM 12:30 PM

12:30 PM 01:45 PM

01:45 PM 02:30 PM

02:30 PM 03:15 PM

03:15 PM 03:30 PM

03:30 PM 04:15 P

he past 1 year..nd its not 

sales activity, that is, supplying spare parts and providing preventive and reactive 

profitable business. 

re else can a firm so easily find a market where it usually has a commanding relative 

End Time 

09:15 AM 

10:00 AM 

10:45 AM 

11:00 AM 

11:45AM 

12:30 PM 

01:45 PM 

02:30 PM 

03:15 PM 

03:30 PM 

04:15 PsM 
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+91 9096410571 

Shashank Shobhit

shobhit.shashank@sjmsom.in

+9 9167474258
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