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In this edition

Measuring the Effectiveness of the Humour Quotie
LQ ,QGLDQ $GYHWLVLQJ

S - e fifdt maekeRiAl digest, with a joint effort by the

C x ; ,QIOXHQFHU ODUNHWLQJ

I Ic ake :‘ : l buld observe the importance of marketing in engliyitSlsgienoh ¥odrdifeogate Advertising .........
St g fr S e \ o[ n orning, the brush, toothpaste you use, right up to the time you crash on

\R l 4 Y | W WKLQN RI WKRVH FRXQYWRHVY BYPRG VsWKPWo VEP
between those i ) J across the horizon of consumer observation span. fn.a seaseRwhei e makeiers

are leaving no stone u turned trying to grab consumer attention, marketing automatically \@gsRimes YRS Mo w R R U

WDQFH 7 ZRUOG LV EUXWDO ,W:V QR ORQJHU DERXW PDUNHWLQJ \RXU SUR
YLYDO ,I \RX GRQ:W GR LW \RXU FRPSHWLWRUV ZL Q P
GRQ-W VHOO \RXU FRPSHWLWRUV ZLOO 0 rP e MR RROV SR B Y

We decided to come up with a collection of choicest articles contributed by students %%Oi%&g}ﬂy\gé‘rgo%r%l,om%%w HEELQ ¢
ZRXOG KLJKOLJK WKH WUHQGY RI FRQWHPSRUDU\ PDUNHWLHQJQ-H:%{%G IRU WKH V
/IRRNLQJ *ODVV: EHFDXVH ZH IHHO LW ZLOO JLYH D WYPWUHfo HRG R'BEUR
scenario. The articles touch a wide array of topics which have assumed importance in the recent past. How has

humour been used effectively by marketers? How do you sell educational institutes? \KHeaesiR-tAdRf fige tRaykaird epoch! ...
IPL Player do for KKR? How do advertisers resort to surrogate advertising? What are 8idettepgisdrtton{iosmeglitization of

keting? These, and many more articles inside would keep you engrossed as you go thréugW & piges Hve @6pRY DWLRQV

There are those who envision, and then there are those who work to make the vision @Dré&ality/ W @é¢lptoQd Yo [HG ,QFRPH
say that we had a team which did both. We would like to thank all those who were involved taking the digest to
the completion stage. There was a tremendeusiaat@mmboticgynchronization put in by the rarké@-WLRQ RI 79 $GYHUWLVLQ
ing clubs of the 4 IIMs. At every stage of development we also received immense support from the faculty in the
form of guidance and encoutdsmraertry special thanks to Mr. Prakash Bagri, Director afiMapketing,Q G 0ODWKHU 7ULYLD
Intel South Asia, for sharing his insights on the evolution and future of marketing, in the digest.

,V 5GHFHVVLRQ WKH WLPH WR W
In future we plan to evolve by bringing in greater participation from the industry and eﬁ%&tégéf%mm%qgition
distribution. Please do send us yourléetdtizacikeat. mag@gmail.com Strategies for-EEX VL QHV VH YV

Yours Truly
Mayank Jain, Prasad Gopal ,
Robin Joseph , Garima Mamgain

State of the Marke® & RPSDUDWLYH 6W
'RHVY *UHHQ ODUNHWLQJ 6HOO™"
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