Volume 1, Issue 01 December 2009

Symbiosis Institute of Management Studie$SIMS), Pune,” is an ISO 9001:2000 quality certi-
fied management institute, accredited with a
for Corporate Governance in the western region, selected by the National Foundation for Corpo-
rate Governance and is recognized as a premier management education institution with an ethical
approach.

The foundation of a good manager lies in having a critical understanding of management func-
tions and organizational skills, which provide the base for being able to make informed decisions.
Keeping this in mind, for the very first time, we at SIMS have decided to launch a monthly man-
agemenbriented newsletter which would act as a platform for the students of the institute to ex-
press their thoughts, it would be circulated to SIMS alumni, students and various institutes of re-
pute.

SIMSightd The Management Newsletteiis a comprehensive newsletter comprising of an arti-

cle related to marketing, finance and human resources, and a glimpse of-$idefoh manage-

ment, it aims to provide an enriching experience to all its readers by enhancing their knowledge
along with some light humor on management. It also includes a glimpse of the various happen-
ings at SIMS.

Brig. (Retd) Rajiv Divekar
Director, SIMS




"Imagination

is more
important
than
knowledge.
For while
knowledge
defines all we
currently
know and
understand,
imagination
points to all
we might yet
discover and
create."
Albert

Einstein
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From the gditnr's desk

Opportunity presents itself in the most silent manner. People expect it to come beeping and
banging, but it just waits quietly at your door, waiting for you to break the door open and
grab it with both hands. And an opportunity presents itself.

The stage is set for the release of the first editioB8IMSight- The Mangement Newslet-

ter, a comprehensive newsletter compiled by the Academic Cell of Symbiosis Institute of
Management Studies (SIMS). This newsletter, not only aims at providing a holistic view of
management, it goes one step further to bring out the fun side in management. It also gives
an overview of the all the events and initiatives taking place at SIMS.

What makesSIMSight different from other newsletters is that it covers various genres of
management and reflects the thought process of the student managers at SIMS along witf
their ability to develop perspectives beyond the obvious and ordinary.

The newsletter features an article on ritualistic marketing, it accentuates the way in which
certain rituals come to be associated with a particular brand and get incorporated in the
brandds identity in the minds of the cons
portance of gold as an investment .eaHdRTrGlhu
this concept emphasizes on aapuerative effort in order to achieve a common organiza-
tional goal rather than being a part of thereate and constantly pulling down peers and col-
leagues in order to get a hold of the much scadfier reward.

SIMSight also includes cartoon strips related to management and a crossword which is defi-
nite to keep you engrossed. It promises to be an enriching aedcalnpassing experience
for all its readers.

Ankita Bharadwaj
Anupreet Singh
Rahul Uppal
(Academic Cell)
Editorial Team
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W arKeting Scoop

Rihtuparna Bhattacharya , Tanvi Kotibhaskarand Vipin Shenoy, Marketing Majors, Batch 200911

RI TUALI STI C BRANDI NG: THE ORI TESS6 AND WRONG

What is that one thing without which your movie experience is incomplete? The warm, crunchy something that

you have to invariably munch onto getitjustrignthi nki ng of popcorn, isnoét it? W
ing of pasta, burgers or anything else for that matter? Are you one of those who relish their ofzivinidy an

accompaniment of biscuits dipped in the piping, hot liquid? These have become rituals which we all relate with in

our day to day lives.

A brand ritual is the performance of an act by the consumers as defined by the brand. These days brand-rituals
are a common strategy adopted by marketers. Some rituals become a part of our behavior over time.

Al | of us Hadaéntihfay tCChesB up taug ago so |
every guy does it before going on that all important d¢it&at is savored onl\ s AA bran
after disrobing the bar the exact same way the ad professes. o~ ritual is

the

Similarly, placing a lime in the neck ofGorona* bottle has become the only way
to drink a Corona. To have it any other way not only alters the taste, it alters theeeforma -
perience. In all these examples, rituals were intentionally created to promote the
brands successfully. nce of an

Rituals are used as a brand element becausestickiness effectA popular brand act by the
ritual can make the customer remember the brand and stick to it. The ritual also in-
volves the customer with the brand. It also creates a pattern in the consumer$@figdmers

which can trigger loyalty. as defined

Another important advantage of brand rituals is that it actsdif§esentiatorandadds a unique benefit by offerp y the
ing nonfeature differentiation.A ritual can be a brand signainlocking new value for both the brand and ¢cog-y a3 nd . o
sumersalike.

Complicated rituals die quickly or become simplified by the people who pethem. There should be meaning
attached to the ritual and it should be propagated consistentlys t Muech is trying to recreate the success of
KitKat but with no successiorlicks is also trying out a similar Hip rotating ritual. The latest Pepsi My Can 'alse
features a special way of holding the can which can be termed as a ritual.

Due to the symbolic nature of rituals, the actions create affinity towards the brand and provide consumers with
a reason to revisit the brand experienktie the name or logo, ritual becomieserently memorable and fun-
damental to brand loyaltyver time, creating connections between the brand anituaéact. The most suc-

cessful rituals introduce new people to the brand whereby each consumer educates the next in a viral pattern.
The very act of performing the ritual gives the consumer ownertaprefully cre-

ated, brand rituals can be a powerful brand element. But if not created prope

ritual can be a double edged sword and can often diminish the brand's equity t W Em
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