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AN OVERVIEW 

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. 

SPEAKERS IN CONTINUUMS  

Continuum series at SJMSOM have always witnessed great speakers from all domains 

viz. finance, marketing, systems, consulting, operations and HR. 

 Few of the speakers that graced the stage were: 

 Mr. Sandeep Dhar - CEO, Tesco India 

 Mr. Govind Sankaranarayanan, CFO & COO, Tata Capital 

 Mr. Ajay Srinivasan, Chief Executive, Financial Services, Aditya Birla Group 

 Mr. Dhamakriti Joshi – Chief Economist , CRISIL 

 Mr. Vivek Sharma, CMO , Philips India 

 Mr. Jan Glass, Country Head, Credit Suisse 

 Dr. Ravi Prakash Mathur, Director SCM, Dr. Reddy‟s Laboratories Ltd 

 Mr. R.Sridhar , VP-HR, ITC 

 Mr. Radhakrishnan Nair - Head HR, Tata Steel 

 Mr. Srihari Udupa - Chief People Officer, PWC 

 Mr. Praneet Gupta – India Strategic Leader, Cummins India Limited 

http://continuums.sjmsom.in/
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MARKTRIX- THE MARKETING CLUB OF SJMSOM 

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 the 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 analysis. 

MARKETING CONTINUUM 2011 

Marketing Continuum 2011 was held on 30
th

 July 2011 and the theme was: 

“Marry Your Customers: From Acquisition to Retention”  

In the present competitive marketing scenario, customer acquisition and retention has 

emerged as the most challenging area for all marketing researchers and managers. Having 

matured from simple interactions, customer engagement is now synonymous with 

Marriage. Marketing Continuum 2011 was a grand success, some of the prominent 

speakers were: 

 Mr. Sandeep Suvarna – Head, Marketing, LinkedIn 

 Mr. Sudip Ghose – Group Marketing Director – South Asia, Samsonite 

 Mr. Satish Karandikar – Head, Product & Marketing International Operations, 

Mahindra & Mahindra 

 Mr. Devendra Chawla – Head, Private Brands Business,Future Group 

 Mr. Nigel Wark – Executive Director - Marketing, Sales and services,Ford India 

 Mr. Vinay Bhatia – Sr. Vice President – Marketing and Loyalty, Shopper‟s Stop 

MARKETING CONTINUUM 2012 

In a constantly evolving world where stagnation is synonymous with death, 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 
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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. 

The advent of the digital era has unleashed several channels for reaching out to customers 

in addition to the conventional media. This has brought forth a flurry of new players in 

the arena thus making competition ruthless and unpredictable. How does one tide over 

this wave of change and continue to ride high? With traditional marketing norms being 

challenged by progressively creative and innovative ways of attracting customers, firms 

that had earlier marginalized the role of marketing are becoming more and more 

dependent on it to differentiate them from competition.  

Hence keeping the context in light, Shailesh J Mehta School of Management, IIT 

Bombay presents “Marketing Continuum” on the theme: 

“Evolution of Marketing to Revolutionize Businesses “ 

The one day Seminar aims at exploring the role of innovation in creating new Marketing 

paradigms for creating a better connect with the intended customers. The discussions are 

going to create a valuable source of inspiration and knowledge to the generation Y 

marketers and give them ample food for thought on novel and innovative ways in 

creating product value diffusion within the consumer community. 

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: 

 PROGRESSIVE AND TECH-SAVVY B2B MARKETING 

In today‟s world of fierce competition, traditional B2B marketing techniques such as 

entire departments dedicated to cold calling potential clients have largely become a thing 

of the past. Instead, companies are rapidly adopting technologies to increase productivity, 

using social media and providing engaging and creative content to potential clients. 

Companies are focusing on narrowing down to individual buyers and quantifying value to 

the potential clients – „How much more money am I making doing business with your 

company versus some other company‟. B2B marketing strategies have witnessed 

remarkable creativity with focus on delivering the message and proving value to 

consumers. 

 STANDING OUT IN THE CROWD – DIFFERENTIATION 

Products and services are transformed into commodities in no time. Customers have 

plenty of choices. Companies start facing difficulty in expressing their unique value 

proposition. This is often the scenario with a wide range of product categories and more 
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so in the services sector. It has become imperative for companies to direct their marketing 

efforts towards differentiating their offering from those of other firms. Creativity in 

relationship management and integrated marketing are few of the number of tools that 

companies are using to stand out in the crowd. 

 EXPERIENTIAL MARKETING- COMMODITY TO SERVICES 

Consumer experience used to be important for products & services with high experiential 

attributes. But not anymore! Today companies of all width & depth are employing 

experiential marketing to involve consumers and build brand presence. Whether a 

consumer durable or non durable, FMCG or services sector, all companies today are 

plunging into it to gauge the consumer‟s response and build a place for itself in the 

consumer‟s mind. 

 MARKETING, AN INTEGRAL PART OF BUSINESS STRATEGY 

Businesses today operate in a highly dynamic and complex environment where it is 

becoming increasingly difficult to create and retain profitable consumers. Multinational 

companies spread over several geographical locations, offering a multitude of products 

are finding it difficult to form a link between consumer‟s expectations and the firm‟s 

objectives. In such a scenario, Marketing has acquired an important role in helping 

businesses gauge the change, adapt to it and retain its competitive advantage. Marketing 

planning is not only supporting but spearheading formulation of business strategies in 

progressive firms. 

 MARKETING AND R&D – COLLABORATE TO DOMINATE 

 Do we market products that we develop or develop products that markets require? The 

power struggle between R&D and Marketing is long standing and hinders companies 

from discovering unmet customer needs and create value for them. When Marketing has 

too much power, it stifles creativity and product advances are only incremental, while 

dominant R&D results in Marketing being involved only at the time of product launch. A 

firm can realize its true potential only when the two co-exist in harmony. Marketing must 

clearly communicate customer needs and R&D must work towards meeting those needs 

and quantify the value addition. It is therefore a prerogative for the firms today, to aid and 

encourage collaboration between the two. 

 TARGET MARKETING – A COMPREHENSIVE APPROACH 

Target Marketing involves breaking a market into segments and then concentrating your 

marketing efforts on one or a few key segments.  

The beauty of target marketing is that it makes the promotion, pricing and distribution of 
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your products and/or services easier and more cost-effective. Target marketing provides a 

focus to all of your marketing activities. 

 DIGITAL MARKETING – BIRTH AND RISE OF MARKETING 4.0 

At its heart, digital marketing centers around the Internet, which has become both a 

communication vehicle and a very powerful marketing medium in recent times.  

It goes from things like banner advertising, search engine optimization (SEO) and  

pay per click. Yet, this is too narrow of a definition. What about email, RSS, voice 

broadcast, fax broadcast, blogging, podcasting, video streams, wireless text messaging, 

and instant messaging? Digital marketing has taken all the above mentioned personal and 

universal elements to its disposal for a holistic marketing of any product or service. 

 MARKETING FOR THE BOTTOM OF THE PYRAMID – SERVING THE 

UNTAPPED MASS 

As developed markets get more and more saturated, big corporations are entering into 

emerging markets. With almost 4 billion people in the Bottom of pyramid (daily income 

less than $2.5 ), it opened a whole new world of opportunity for the corporate world and 

discusses new business models targeted at providing goods and services to the poorest 

people in the world. It makes a case for the fastest growing new markets and 

entrepreneurial opportunities being found among the billions of poor people at the bottom 

of the pyramid. At the same time to develop and exploit this fortune at the bottom of the 

pyramid, it is essential to re-design the conventional business models completely and to 

bring innovation in many of the current paradigms. 

 STRATEGIC BRAND MANAGEMENT – FROM RECOGNITION TO 

LOYALTY 

Strategic brand management combines the design and implementation of marketing 

activities and programs to build, measure, and manage brands to maximize their value. It 

revolves around the following: identifying and establishing brand positioning, planning 

and implementing brand marketing, measuring and interpreting brand performance, 

growing and sustaining brand value. Making necessary innovative changes in developing 

strategies for the same is necessary today with the customer base increasing exponentially 

and new brands taking birth and dying every day. 

 EMOTIONAL CONNECT – MAKING CUSTOMERS‟ HEART A SALES 

TOUCH POINT 

Innovative practices in branding are being contributed heavily by attempts to connect 

Consumer sentiments and brand pull strategies. Going from advertisements to the 

banners, Tag lines to the slogans, Mascots to the brand ambassadors, Emotional connect 
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is something that a new age marketer always looks forward to while trying to 

communicate the right value the brand needs for its mass recognition. Innovative 

methods to connect the value driven from the product to the emotional needs of a 

customer can potentially be a differentiator for any product or service against its 

competitor. 

PANEL DISCUSSION 

To get into the deeper depths of a topic a dialog is imperative, in fact a dialogue creates 

more clear distinctions between the facts and assumptions, and when it comes from the 

experience and expertise of the industry, it just gets better. This panel discussion is aimed 

at the same very purpose on the theme: 

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

Outbound marketing methods such as trade shows, seminar series, email blasts to 

purchased lists, internal cold calling, outsourced telemarketing and advertising have 

traditionally been the marketer‟s tools to find the proverbial needle (read consumers) in 

the haystack. In this era of information overload where consumers are constantly figuring 

out ways to block these channels through registering in NDNC (National Do Not Call) 

registry, spam blocking and many other ways, these outbound methods are increasingly 

proving to be inefficient and expensive.  

An affordable and amicable alternative to this can be “Inbound” marketing that combines 

elements of relationship marketing and permission marketing. Not only can it harness 

increasing digitalization through marketing methods such as blogging, interaction on 

social media, search engine optimization, and webinars to attract warm leads with higher 

CLV (customer lifetime value) but also it is resource light. Instead of wasting time and 

effort on people who have no interest in the product offering, inbound marketing methods 

focuses on and filters out potential customers and progressively build relationships thus 

inviting them to trials. 

 

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. 
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TENTATIVE SCHEDULE 

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 

 

 

 

 

 

 

CONTACT DETAILS 

Himansh Rakheja himansh.rakheja@sjmsom.in  +91 9833427478 

Reshu Hooda reshu.hooda@iitb.ac.in  +91 9833437119 

Rizwan Hashim rizwanhashim@iitb.ac.in +91 9833437690 
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