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Titanium is the new gold, Digital is the new TV, Sales is the new marketing, PR is
the new advertising, news is the new AD, Twenty-Twenty is the new One-Day,
India is the new America...

-

It is the age of the consumers and consumer-created brands. The shift is from market
penetration to consumer connect, from TV to word of mouth, paan shop to the retail
experience. The new consumer is the devil in a marketer’s life: elusive, fastidious, and
demanding, and has the power to make or break brands and the organizations that woo it.

The last decade has seen India blossom as an economy. The dominant model of the last
decade was market penetration as marketers saw a big opportunity to drive penetration
through a combination of pricing, sachet packs, distribution and import substitution. New
industries and avenues opened up as airlines, telecom, insurance etc. went through
deregulation.

The brands in these and other sectors saw an opportunity in pricing and a new business
model to build scale. Towards the end of the last decade, we have seen price wars leading
to value destruction in many ecosystems.

The next decade will be different and 2010 will see the foundations, or start, of a new
marketing paradigm. Marketers will need to do things differently in order to win the next
decade’s battle and that's what we term Marketing 3.0.

Mindshare Brand Equity Compass 2010 invites you to a stimulating one-day summit to
address critical challenges for marketers, as we step into the next decade. The chairperson

for the conference is Mr. D. Shivakumar, Vice President and Managing Director, Nokia India

Pvt. Ltd. Third in the series, the theme at Mindshare Brand Equity Compass 2010 is
“Marketing 3.0: One to One and One to a Billion!”, and the summit will be held on gth
February 2010 at Hotel Taj Lands End,  Mumbai.

The Brand Equity Compass is the interactive platform of Brand Equity , the marketing &
advertising supplement of The Economic Times . Over the years, this summit has attempted

to provide the latest trends in marketing, media, and consumer behavior. Each year, the

summit is attended and addressed by leading constituents from the field of marketing and
advertising.

Mindshare is a global media and marketing network with billings in excess of USD$23
billion. It is a strategic partner to leading companies like Unilever, PepsiCo, Nike, ABG
Group, GSK, HSBC, Ford, ICICI and IBM. Mindshare’s expertise & service offering include
Business Analytics, Consumer Insights, Measurement of Marketing ROI, Digital and Search,
Mobile, Activation, Branded Content, & Sponsorships in addition to Media planning and
Buying.

“Marketing takes a day to learn. Unfortunately, it takes a life time to master”
- Philip Kotler



Conference Agenda

0830 — 0915 hrs

Registration & Tea/Coffee

Inaugural
Session
0915 -1000 hrs

Thoughts for Marketing 3.0 Journey: One to one and one to a Billion

Speakers

Dr. Bhaskar Das, Executive President, The Times of India Group

Mr. D. Shivakumar, Vice President and Managing Director, Nokia India Pvt.
Ltd.

Mr. Nick Emery, Chief Strategy Officer, Mindshare Worldwide

Sessionl
1000 — 1100 hrs

Building consumption: Crafting a desire in you

The last decade has seen an explosion in penetration in most categories as
companies adopted their version of a sachet strategy. This penetration
strategy led to looking at costs, cutting pack sizes and making brands
affordable through strong distribution. This decade has also seen disposable
incomes and the advent of relatively inexpensive interest rates. We are now
moving into an era where driving consumption is becoming a more important
driver of growth vs. penetration. Driving consumption means going beyond
the needs and into the wants and desire areas. This will mean a focus on
design, variation, sensory appeal, identifying heavy users etc. So, how does
one get a consumer to shampoo their hair three times a week instead of
twice a week? How does one get consumers to buy chocolates every day?
Etc.

Panelists:
X Mr. Ashish Singh, Managing Director, Bain and Company India Ltd.
X Mr. Ashutosh Srivastava, Chief Executive Officer, Mindshare Asia

Pacific
X Mr. Vishal Gondal, Chief Executive Officer, India Games
X Mr. Madhukar Sabnavis, Country Head - Discovery and Planning,

Ogilvy and Mather

Moderator:
Ms. Vinita Bali, Managing Director, Britannia Ltd.

1100 — 1115 hrs

Tea / coffee

Session2
1115 — 1245 hrs

“Did you hear that”: Word-of-mouth marketing as successful
communication tool

The last two decades has seen the advent of mass media advertising in India
after the Asian Games. We have also seen a massive explosion in the number
of TV channels. The atmosphere of shopping has changed, with beauty
assistants, promoters in outlets etc. leading to consumers seeking advice and
verification of their brand and service choice from varied sources. Add to this
the Internet, SMS etc., and brand information is but a few seconds away.
Consumers are no longer accepting everything that brands say; they are
seeking opinions from others they regard as trustworthy. How does a brand
manage word of mouth and how does it use user generated content to
become a more trusted brand? How does one look at source of authority in
this context? What is the role of Television, which was an audio visual
signature for a brand?

“Marketing takes a day to learn. Unfortunately, it takes a life time to master”
- Philip Kotler




Panelists:

Mr. Sameer Suneja, Chief Executive Officer, Perfetti Van Melle India

Mr. Gautham Mukkavilli: President, PepsiCo, India Region, & Chief Executive
Officer — Foods Division, FritoLay India

Mr. Chetan Bhagat, Author

Moderator:
Mr. Vineet Taneja, Marketing Head. Nokia India

1245 — 1345 hrs Networking Lunch

Session 3 Total brand experience: The ‘'wow’ feeling
1345 — 1445 hrs
Consumers are experiencing brands in totally different ways compared to the
past. Brands have to make every touch point count now and hence need to
look at a holistic 360 degree experience. This means from the way the brand
is presented in retail to the way a consumer complaint is handled, the way
the website is user friendly, and the way brand coverage is orchestrated in a
purposeful manner... Questions like what experiences can a brand own and
what can it not own, how does one decide that?

The earlier moments of truth sequence was advertising, shop display and
third was opening the pack. How does that change in a new total brand
experience model? What are the signature elements that brands need to own
to deliver that something special, for example, Harley has a patent on the
sound pattern of their motorbike.

Panelists:
X Mr. Govind Shrikhande, President & CEO, Shoppers Stop
X Mr. Ajit Joshi, Chief Executive Officer, Infinity Retail
X Mr. Vikram Sakhuja, Chief Executive Officer, GroupM South Asia
X Mr. Ankush Arora, Vice President, General Motors India

Moderator:
Mr. Alok Gupta, Director, Café Coffee Day

Session 4 Marketing in compressed consumer time
1445 — 1545 hrs
The utility derived from time has changed significantly in the last decade and
will change even more in the next decade as very young people become
consumers and buyers of brands. The pressure on time is showing in every
area of branding, from collecting relevant brand information to using brands
that save time, to promising delivery of the promise and benefit in a
particular time period. So, how does one market to time-starved consumers?
How does one grab attention in three seconds compared to the thirty seconds
we had with a TVC?

Panelists:
X Mr. Rajesh Kamat, Chief Executive Officer, Colors
X Mr. Prashant Panday, Chief Executive Officer, Radio Mirchi
X Mr. Dhruv Shringi, Chief Executive Officer,Yatra.Com

Moderator:
Ms. Sonali Krishna, Senior Editor, ET Now

1545 — 1600 hrs Tea / Coffee

“Marketing takes a day to learn. Unfortunately, it takes a life time to master”
- Philip Kotler




Session5
1600 — 1700 hrs

The culture of innovation in marketing

How does one build a culture of marketing to make the marketing function a
leading edge function? What are the changes in capabilities that organizations
are seeking in their marketing people to face a future consumer and manage
the brand expectations. What is the role of the marketing team? Does it
merely fulfill needs, wants and desires or does it lead them for competitive
advantage? How has the role of marketing changed in the last 10 years and
how do marketers have to work in their respective organizations for better
effectiveness. What should be the measure to judge effectiveness of
marketing in a future world?

Panelists:
X Mr. V. S. Sitaram, Executive Director, Consumer Care Division, Dabur
India
X Ms. Punita Lal, Executive Director, Marketing, PepsiCo India
X Mr. Saugata Gupta, Chief Executive Officer — Consumer Products
Business, Marico Industries

Moderator:
Mr. Sonny Igbal, Egon Zehnder International, Mumbai

Session 6
1700 -1800 hrs

Ecosystem marketing

The days of independent growth are over and most brands will need to seek
the concept of dependant growth to grow in the future. Dependant growth
means sacrificing something that was sacred a few years ago. For example,
P&G moved from Research and Development to Connect and develop where
they open their labs to partners, suppliers etc so that they can win bigger and
bolder. What does it take to work as an ecosystem? What type of
relationships work in an ecosystem? Who needs to nurture this and how does
one make these works? For example in the U.S., if you take Continental
airlines, then you get attached to hertz for a car hire and then get attached
to Marriott for a hotel room etc. This will mean cross selling; this will mean
some management of consumer databases etc.

Panelists:
X Mr. Pradeep Shrivastava, Chief Marketing Officer, IDEA Cellular
X Mr. Nikhil Mathur, Head-Strategy, Planning, Nokia India
X Mr. Prakash Bagri, Director — Marketing, Intel South Asia
X Mr. Sumeet Vohra, Marketing Director, P&G India

Moderator:
Mr. Neeraj Agarwal, Partner & Director, BCG

* Awaiting Confirmations
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