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Continuum, the rolling seminar series held at Shailesh J. Mehta School of Management, IIT 

Bombay, encompasses various management domains viz. Consulting, Finance, Human 

Resources, Marketing, Operations and Systems. Each year‟s Continuum brings together eminent 

speakers from industry as well as academia. The event focuses on relevant concerns and 

challenges faced by managers in the prevailing economic scenario/conditions. The Continuum 

seminars include interactive talks, panel discussions involving eminent speakers and workshops 

for hands-on learning. They are well attended by delegates from different organizations, 

distinguished alumni of the school, students from other business schools, as well as students 

from other departments of IIT Bombay. The Continuum series also features a number of student 

competitions, including case study contests, paper presentations and business games. 

 

Visit us at http://continuums.sjmsom.in/ for more information. 

 
 

 
Marktrix - The marketing club of SJMSOM helps in fostering new ideas and opening up 

unexplored vistas in the field of marketing. The club acts as a most important resource for 

students interested in this domain. It provides a platform for budding marketers to interact with 

Industry stalwarts and alumni and grow through their experiences. It organizes regular 

workshops in digital marketing, branding and advertising, strategic selling and so on. Apart from 

conducting regular interactive sessions, the club seeks to build competencies in the field of 

Marketing Management through case studies, market research, live marketing projects, industry 

analysis and a lot more. It also helps students explore careers in marketing and provide tangible 

support in the recruiting process.  

 

 

 

 

CONTINUUM 2011 

 

Marktrix – The Marketing Club of SJMSoM 
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The year 2011 Continuum series witnessed a grand start with the HR and Consulting Continuum 

being conducted on 12th and 13th of March respectively. Few of the speakers that participated 

were: 

 Ms. Madhavi Lall, Regional Head - HR, India and South Asia, Standard Chartered Bank 

 Ms. Rachna Nath, Partner, Executive Director, Consulting, PriceWaterHouse Coopers 

 Mr. Sreekanth A,  Vice President & Chief HR, Britannia 

 Mr. K S Kumar, Vice President - Human Capital, Castrol 

 Mr. R. Sridhar, Vice President HR, ITC ltd. 

 Mr. Anil Sharma, Head - Learning and Development, Essar Oil Ltd. 

 Mr. Sabyasachi Chaudhury - India Head, Consulting, Capgemini Business Consulting 

 Mr. Ganesh Ramachandran, General Manager, Head Consulting South & West Region 

India, Wipro Consulting 

 

 

 

Marketing Continuum 2010 was held on 24
th

 July 2010 and theme was  

“Marketing 3.0: From Relationships to Collaborations”. 

Marketing has surely evolved from focusing on product centricity to relationship marketing 

where companies are taking a lot of efforts to relate with the customers. Companies are learning 

ways to collaborate with customers and making customers an integral partner in their marketing 

function. Marketing Guru Philip Kotler calls this as Marketing 3.0-the human centric 

marketing. 

Marketing Continuum 2010 was a grand success. Few distinguished speakers were 

 Mr. Vivek Sharma , Chief Marketing Officer, Philips India 

 Mr. Atul Sinha, Vice President - New Business Development, Britannia Industries 

 Mr. Shubhajit Sen, Vice President - Marketing, GSK Consumer Healthcare  

 Mr. Giriraj Bagri, Vice President, Castrol India 

 Mr. Sundeep Kumar, Director, Corporate Affairs, SAB Miller 

Consulting and HR Continuum 2011 

 

Marketing Continuum 2010 
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In the present competitive marketing scenario, customer acquisition and retention has emerged as 

the most challenging area for all marketing researchers and managers. The relationship has 

evolved from being a passive to a more active one where companies strive hard to leverage each 

and every interaction they have with their customers. Through multiple activities which involve 

branding, advertising, sales promotions, PR activities, companies try to look after each and every 

aspect of customer satisfaction. Having matured from simple interactions, customer engagement 

is now synonymous with Marriage. Hence in this context, we at Shailesh J. Mehta School of 

Management, IIT Bombay bring forth the „Marketing Continuum‟ on the theme: 

 

„Marry Your Customers: From Acquisition to Retention‟ 

The one day seminar aims at exploring the various strategies and tactics used by companies on 

retention rates and churn probabilities. These parameters helps in forecasting several important 

customer related parameters such as Customer Lifetime Value, Managing Customer equity, 

balancing the allocation of resources among retention and combination of other marketing 

efforts. 

 

Indicated below are some suggestive but non-restrictive subthemes for the seminar. You may 

choose to speak on any of the below topic or any other topics of your expertise that you find 

relevant to the theme. 

 New age advertising: Leveraging upon cross promotions to expand reach 

In an increasingly competitive advertising marketplace, different businesses, NGOs and 

government organizations are collaborating to reach their mutual market of "customers" 

more effectively. New techniques like cross-promotions are continuously being explored 

which include "bundled" offerings, co-branding, co-operating marketing, and shared 

space. Cross-promotion offers huge marketing payoffs because partners can successfully 

expand through one another‟s customer base. They can gain an inexpensive and credible 

Marketing Continuum 2011 
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introduction to their kind of customer more effectively than with the traditional "solo" 

methods of networking, advertising, or PR. 

 Virtual marketing: From customer lead to customer profiling 

Virtual Marketing (Marketing 4.0) has emerged as the most effective and welcome means 

of interacting with customers. Through virtual marketing, businesses can take control of 

many factors which will shape customers feelings towards their brand or business. 

Virtual Marketing has significantly reduced customer churn and helped extensively in 

customer acquisition and retention. 

 Product innovation (Focusing on Frugal Innovation): Getting the customers to fall 

in love with the product 

Frugal Innovation is an emerging way of providing innovative products and services at 

low costs to customers. This is helping organizations in acquiring new customers and 

retaining the existing ones. Many large multinational corporations see Frugal Innovation 

as an opportunity for long-term sustainability and for truly integrating business with 

corporate social responsibility. As the saying goes if you don't give your customers some 

good reasons to stay, your competitors will give them ample reasons to leave. Marketers 

are leveraging on Marketing 4.0 to retain their old customers. 

 Rural marketing: Tapping potential markets through product customizations 

Rural Marketing offers unprecedented potential yet poses different sets of challenges for 

marketers. Many companies have gone to greater extent to grab a major chunk of the pie. 

Companies have launched rural specific plans like HUL‟s „Shaktimaan‟, „Project Shakti‟ 

or P&G‟s „Kamyab Jodi‟, „Sangeeta Bhabhi‟. Integrated Rural Marketing solutions have 

been devised for customer acquisition and retention in the rural markets. 

 Glocalization: Thinking local is new global 

“Customer connect” has been the prime focus of every multinational company. Apart 

from including the local relevance and flavor, the companies have gone a step ahead by 

making their service truly global by integrating their local and global offering. For 

example HSBC has come with a prime offering called „HSBC premier‟ for having one 

comprehensive banking and wealth management. 
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 Emotional Brand Laddering 

Establishing a strong emotional connect between the consumer and the product is the 

prime focus of any brand. Either it‟s Maggi with its „Me and Meri wali Maggi‟ campaign 

or its patriotic Hero Honda‟s „Desh ki Dhadkan‟, the advertisers have never concentrated 

in understanding the psychology of the consumers ever before. Every brand aims at 

establishing connect with its consumers, the earlier it is, the better it is for the brand. 

 Green Marketing: Loyalty and Customers 

Today‟s businesses are getting more committed to environmental issues due to increasing 

concerns of environmental legislation, economic influences and increasing awareness 

among the general public. Companies respond in different ways to ecological issues, 

through eco-labeling, cooperation with NGOs and energy-saving production processes. 

This way, they hope to achieve better customer relationship commitment, trust, 

confidence and loyalty and gain competitive advantage by pursuing environment-related 

activities. 

 Customer Relationship Management: Looking beyond cost containment 

CRM once started off as the set of tools that would garner the relationship with the 

customer and thereby improve the quality of one‟s business. However now it has gone 

much beyond that to the level of making or breaking the business. In a world of tight 

supply integration and intricate business-to-business networks, companies are 

increasingly looking to outsource their CRM activities with a view to cut costs. 

Apparently many customers have grown unhappy with the communication issues that 

arise across continents. Hence companies are now looking beyond cost containment and 

are looking to forge stronger relationships with customers.  

 

 

The Marketing continuum would be preceded by a pre-event to the Continuum. It would involve 

two rounds. For more details please visit http://continuums.sjmsom.in/pre-event. 

 

 

Pre Event for Marketing Continuum 2011 

 

http://continuums.sjmsom.in/pre-event
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A discussion is the best way to explore all the dimensions of an issue. This panel discussion is 

aimed at sharing the views and gaining insights from the eminent business leaders and academia 

on: 

“Creative Marketing on a ShoeString Budget” 

Creative thinking and innovative marketing activities are need of the hour. With cost cutting 

measures, companies have to achieve growth, loyalty and high return on marketing investment. 

 

FORMAT OF THE PANEL DISCUSSION 

The moderator will set the tone for the discussion. This will be followed by views from the 

individual panelists leading into the discussion. There will be a Q&A session with the audience 

for the last 15-20 minutes. 

 

 

 

Event Start Time End Time 

Inauguration Speech 9.00 AM 9.15 AM 

Speaker 1 9.15 AM 10.00 AM 

Speaker 2 10.00  AM 10.45 AM 

Tea Break 10.45 AM 11.00 AM 

Speaker 3 11.00 AM 11.45 AM 

Panel Discussion 11.45 AM 12.45 PM 

Corporate Lunch 12.45 PM 1.45 PM 

Speaker 4 1.45 PM 2.30 PM 

Speaker 5 2.30 PM 3.15 PM 

Tea Break 3.15 PM 3.30 PM 

Speaker 6 3.30 PM 4.15 PM 

Speaker 7 4.15 PM 5.00 PM 

Panel Discussion 

 

Tentative Schedule 
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Snapshots of Continuum 2010
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Amit Kumar amit.kumar@sjmsom.in +91-9757418218 

Akshay Dubey akshay.dubey@sjmsom.in +91-9320656326 

Anurag Mishra anurag.mishra@sjmsom.in +91-9820704561 

Vivek Kumar vivek.kumar@sjmsom.in +91-9820728377 

 

Continuum in Media

For further details Contact 
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