
Hunterz Ignite is the Marketing Club of IBA, is a student oriented club 

for those who share a passion for marketing, for those who are crea-

tive and for those who dare to be different. Managed by a group of 8 

students with mentor Prof. Mr. Narendra Babu B.V .  

Hunterz Ignite is a platform that aids the making of Marketing as an 

interesting subject and brings beyond the horizons of textbooks. With 

us your marketing brains will be exposed to situations aimed at easing 

your path to becoming a great marketer. In short the logo of the club 

signifies just focus and hunt your target.  

About Hunterz Ignite Club 
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Hunt the target... 
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How to create an uncontested market place by repositioning your 

brand in the digital world 

B U L L ' S - E Y E  

A number of well recognized brands have disappeared over the last few years 

such as Blockbuster, Woolworths, Compaq, Republic and Jessop‘s – all recognized 

brands who at one stage were market leaders. So what‘s the common thread of 

these well-established traditional retailers not managing to re-invent themselves 

as a digital brand? 

‗Don‘t find customers for your products, find products for your customers; put-

ting the customer at the Centre of the conversation by interacting, engaging and 

using their feedback to steer new opportunities to satisfy and delight users (e.g. 

Thread less, Apple, 37Signals). The removal of the ‗us v them‘ mentality and 

building one to one communication with their customers through the use of so-

cial media. 

Digital disruption 

Start-ups who were prepared to take on the big brands and re-invent tradi-

tional market by eliminating running costs, reducing value chains and doing 

without bureaucratic systems and red tape that hinder large corporations in re-

acting to a new competitor. 

Moving traditional companies to embrace the digital age requires a cultural shift 

within an organization and what your brand stands for to a digital audience. 

Where brand loyalty was once a successful ingredient towards brand survival, 

this has been replaced by an impatient digital audience expecting to be delighted 

by brands that create remarkable products and services and they frankly don‘t 

care if the brand is well established or not. 

 So how can brands re-position their proposition in a digital world? 

 What differentiates their product or service? And are they listening to their 

audience? 
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Blue Ocean Strategy 

To review opportunities for differentiation, brands need to consider embracing the Blue Ocean 

Strategy which is defined as creating 

an untapped market place. Created 

by W. Chan. Kim and Renee 

Mauborgne, Blue Ocean strategy 

suggests 

an organization should look to create 

a new demand in an uncontested 

market space. The opposite of the 

Blue Ocean is the Red Ocean, which 

is where the existing competition is 

fighting it out for market share with 

one another as explained below. 

Blue-ocean-strategy-digital-marketing 

By creating an uncontested market space, a Blue Ocean provides you with the opportunity to 

create a new demand for your product or service from an untapped customer base and at the 

same time delight your existing customers. 

Starbucks strategy 

To put this into context, here are two brands that have successfully introduced this strategy, 

Starbucks and Thread less. 

Starbucks – The largest coffee house in the world, was operating in a highly competitive market 

place and needed to re-define its proposition to its consumer base. 

By turning the idea of having a cup of coffee into a ‗way of life‘ by redefining how customers can 

enjoy a Starbucks experience through the coffee shop environment, introducing music and Wi-Fi 

in a relaxed setting the company established a new market space which other coffee chains ig-

nored (or are now trying to replicate). 

Below is a value curve which helps to create an uncontested market place (Blue Ocean). The curve 

lists the common factors competitors all compete on (ranking these from low to high importance): 
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Traditionally, the key factors coffee chains compete on are: price, quality, avail-

ability & location of the stores. Starbucks saw the opportunity to create new 

factors that none of its competitors 

were doing which were: 

Variety- It‘s not just about coffee, 

Starbucks have introduced a number 

of different products and drinks 

that cater for a wider audience 

which can be enjoyed in a social set-

ting where customers can read, re-

lax and socialize 

Customer Service- Starbucks fo-

cused on recruiting employees that were well trained and benefited directly 

from the organizations success thereby delighting customers 

Brand Aspiration- Accelerated Starbucks to become a global brand that creat-

ed an aspirational brand which customers wanted to experience and became a 

―day-out‖ experience in meeting friends. 

As you can see, variety, customer service and Brand aspiration were not factors 

considered by the competition, hence providing Starbucks with a route to differ-

entiation and regard these factors as highly valued to the organization. 

Thread less Strategy 

In the digital landscape, Blue Ocean has a significant part to play in providing 

brands to re-think their proposition and re-consider their value to the end user. 

It helps to provide a platform to engage with your customers and to re-appraise 

where the competition is currently residing (Red ocean) and where the oppor-

tunity is to create an uncontested market place. A company that‘s done exactly 

this in the competitive T-shirt market is thread less. 

Thread less put their customers at the Centre of their planning and it‘s proven 

to be their USP in creating an uncontested market. If we create a value curve 

for the T-shirt market, the key factors every organization competes on are gen-

erally: Product Range, Product Size, and Price Point, Delivery, Screen Printing 
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Competitors have been put into one generic category and are listed in blue. Due to the competi-

tive nature of the sector, price-point 

for many is where the competition is 

and is seen as highly important. 

Likewise with Starbucks, Thread less 

saw an opportunity to create new 

factors in delivering an uncontested 

market place. 

Community 

By interacting with their user base 

they set about creating an online 

community which is at the heart of 

the organization and at the same 

time, has resurrected the idea of Brand loyalty through introducing crowdsourcing as a key prin-

ciple by following some simple principles: 

All T-shirt designs are created by the Thread less online community. Anyone can design a T-shirt 

and submit for approval. to understand what should go into production, new designs are then put 

to a public vote where users can vote if they would buy the design or not. 

The designer who has their work printed onto T-shirts then receives a cash reward – thereby in-

centivizing the artist with the brand. 

It‘s a perfect example of the famous phrase: ‗Don‘t find customers for your products, find prod-

ucts for your customers‘. 

Ok, to do this does require a cultural shift, perhaps a change in focus and a willingness to re-

appraise how your business interacts with customers (e.g. are they at the Centre of your planning 

and are you listening to them?) Digital is re-writing how business is done, who succeeds and who 

doesn‘t and how agile an organization is in the face of new entrants to a market. It sounds to me 

by creating an uncontested market place, where your business can define and own seems a logical 

step to make. 
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Being Digital Can't Save Every Ad 

B U L L ' S - E Y E  

Is the end of the pop-up ad 

near? A September 2014 

study conducted by Harris 

Interactive for Goo Technol-

ogies found that 29% of US 

internet users thought the 

ad type wouldn‘t survive the 

next 10 years; the highest 

percentage out of all formats 

studied. Banners were the 

second most likely to vanish, 

according to respondents, 

cited by 19%. 

Mobile ads tied with video as 

the most likely to survive the 

next 10 years, with 94% of 

respondents saying so. And 

advertisers seem to agree: e-

Marketer estimates that US mobile ad spending will come in at $18.99 billion 

this year before rising 50.0% to hit $28.48 billion in 2015. At the same time, 

spending on digital video ads in the US will leap 56% in 2014, to $5.96 billion, 

and grow an additional 30.4% next year to total $7.77 billion. 

No matter what stays and what goes, Harris Interactive and Goo Technologies 

found that one thing was for sure: Consumers expect advertising to change over 

the next 10 years, with just 11% saying the opposite. 

The majority (58%) of respondents said that advertisers would have more per-

sonal consumer data by the end of this period, and similarly, 52% felt that ads 

targeted toward certain demographics would improve. Animated billboards, ge-

olocation services and advanced technology such as retina scans were also ex-

pected to rise in usage.  

http://www.harrisinteractive.com/
http://www.harrisinteractive.com/
https://www.goocreate.com/
https://www.goocreate.com/
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Seeking to make the country a global manufacturing hub, Prime Minister Narendra Modi 

launched the ambitious 'Make in India' campaign in the presence of global and domestic CEOs. 

The 'Make in India' campaign is aimed at making India a manufacturing hub, and the government 

is pulling out all the stops for ensuring a smooth sailing 

for investors, by setting up a dedicated cell to answer 

queries of business entities within 72 hours. It will also 

closely monitor all regulatory processes to make them 

simple and reduce the burden of compliance. 

As many will point out, the ‗Make in India‘ campaign 

doesn‘t make any grandiose announcements. Instead it promises that the government will make it 

easier to do business in India. It promises to clear investment proposals faster; to make labor laws 

more flexible; to trust businesses enough to allow them to self-certify documents; and so on. In 

return Modi wants investors to not only look at India as a market but also take part in its devel-

opment. All of these are laudable aims that few will take issue with but if Indian manufacturing is 

to truly get a boost much will depend on how Indian businesses respond. 

 

Manufacturing contributes 17% of India‘s GDP compared to 69% that comes from services and 

14% from agriculture. And, of the 474 million Indians who are gainfully employed, only 100 mil-

lion do manufacturing jobs compared to 232 million who work on farms and 142 million em-

ployed in the services businesses. In recent years, investment in manufacturing has been hindered 

by many factors — inflexible labor laws that hobble employers; an adversarial tax regime that has 

discouraged foreign investors; and a depressed market that has dampened global demand. It is 

true that the government can address some of these factors by doing away with the controversial 

retrospective tax on a telco or easing labor restrictions — measures that it has promised it will 

take. But there are other fundamentals that have to be addressed by businesses themselves. 

 

Analysts say reviving the manufacturing sector is a good bet because despite stagnant growth for 

the past many years, it accounts for a large chunk of jobs. Contrast that to farming, which em-

ploys nearly 50 per cent of population, but contributes just 14 per cent to GDP. The services sec-

tor contributes nearly 60 per cent to the economy, but employs just around 27 per cent of 

workforce. 

By focusing on the export-oriented manufacturing, heavy infrastructure building and urbanization 

Make in India 
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PM Modi aims to emulate China and East Asian economic model, paving the 

way for sustained rapid economic expansion, Deutsche Bank economists say. 

"If India succeeds, it would prove to be a major turning point in the lives of 1.2 

billion people and would have very significant ramifications for the world econo-

my," the economists added. 

To accomplish its goal of 10 per cent manufacturing growth per year, the gov-

ernment will have to move quickly to address some long-entrenched issues. 

They are, 

1. Ease of doing business 

According to World Bank, India ranks 134 out of 189 countries in terms of the 

ease of doing business. China ranked 96. India performs especially poorly in cat-

egories that involve interface with the government (paying taxes, construction 

permits, etc.). PM Modi must enforce his "minimum government, maximum 

governance" mantra, so that India climbs up the ladder fairly quickly, Deutsche 

Bank says. 

2. Investments 

Foreign companies will set up factories only if India has world-class infrastruc-

ture. For this, huge investments are required. These can be funded through; 

 A. Domestic savings have come down from a peak of 37 per cent to 30 

 per cent of GDP. This can go up if real interest rates go up. 

 B. Foreign capital: Over the past decade, gross FDI inflows into India have 

 averaged less than 2 per cent of GDP. 

Deutsche Bank says the Modi regime recognizes the importance of foreign direct 

investment in capital formation and initial steps have been taken to attract for-

eign money including slackening the defense manufacturing and insurance sec-

tors. In all, India's gross investment rate will have to go up from 31 per cent of 

GDP in 2013-14 to 38-40 per cent of GDP, the investment bank adds. 
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3. Infrastructure 

Transportation infrastructure is inadequate to meet even current needs, leading to time delays 

and high transaction costs, making Indian manufacturing severely uncompetitive, Deutsche Bank 

says. The new government needs to build more roads and increase railways' capacity. A new goods 

and service tax (GST) is also urgently needed. "The combination of improved transport connectivi-

ty and simplified, one point collection of taxation will go a long way in implementing the Prime 

Minister's vision of 'Make in India'. 

4. Urbanization 

For large-scale manufacturing, millions of workers need to be engrossed into the urban landscape. 

However, two-thirds of India's population still lives in villages. In contrast, China is now an urban 

majority country.  Prime Minister Modi's vision is very passionate about urban growth and the 

Finance Minister's budget speech reiterated the idea of building a hundred "smart cities". 

5. Labor Law Reform 

India has a surfeit of outdated labor laws, some dating from the 1940s, that discourage hiring. 

Labor reforms are considered to be politically delicate, but things may change now. Already in 

Rajasthan, a BJP-ruled state, the state government has amended some labor rules, which makes 

it easier to economize workers. The idea appears to be that Rajasthan's example can then be used 

to change laws in other states as well as those at the central level. 

Despite India becoming the first nation to successfully send a satellite into orbit around Mars on 

its first attempt, Narendra Modi knows that economic success will ultimately be the only barome-

ter his legacy will be judged on. Modi‘s make in India campaign will substantiate his metal. In my 

belief India will be very diverse in every aspect after some years from now. The new ideas of Modi 

government will take India to paramount. Fields like manufacturing, telecom, infra, IT, etc. are 

the different sectors of campaign, surely we will become the treacherous competitor and this will 

confidently contribute in our growth and thus economy. 
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Prime Minister Narendra Modi's US visit, especially his meeting with top business 

leaders there, has seen a US-India business body committing to $42 billion in-

vestment in India with many lauding the "Gujarat model" of development. 

In a survey following Modi's five-day visit, the US-India Business Council 

(USIBC), in a survey, found that $42 billion was willing to be committed over 

the next two-three years for investment by just 20 percent of the members 

surveyed, said government sources Saturday. 

If the rest of the USIBC members and the top US businesses had been surveyed, 

the figure would have exceeded $100 billion, the official added. 

The US business leaders did raise the issue of taxes and the issue of "ease of doing 

business" in India repeatedly, said the official source. 

But following talks with the prime minister, the US businesspersons were "all 

very positively inclined and committed to raising the investment portfolio in In-

dia", the source added. 

This is a major initiative for increasing FDI and FII flows from US, the leading 

source of FDI and FII in the world, to India. 

The Indo-US Investment Initiative is to be led by the India's finance ministry 

and the US Department of Treasury. It is to focus on raising investment by in-

stitutional investors and corporate entities primarily by facilitating individual 

investment proposals and projects. 

An Infrastructure Collaboration Platform is also being set up between the finance 

ministry and the US Department of Commerce to enhance participation of US 

companies in infrastructure projects in India. 

PM, inspires investors in US visit, $42 billion committed. 
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 Just the Right Image 

 

With a gigantic victory of Narendra Modi in 2014 general elections, it became clear that like in 

US and other European countries, now trend of strategic marketing started in Indian politics 

which was rare in history. Narendra Modi became 15th Prime Minister of India with clear ma-

jority and without any hurdle within party. No doubt Narendra Modi‘s tsunami swept all the op-

ponents whether National or Regional. 

1. Identify Pain points of customers 

Identifying pain points of customers helps you understand what exactly your customers and pro-

spects truly want. Narendra Modi had identified 3 key pain points of voters‘ viz. economic 

growth, price rise and corruption, made it agenda for election and referred it in his all advertis-

ing, speeches, interview and one to one promotion. 

2. Implement Segmentation Strategy 

―Customers are not difficult, they are just different. If you understand this, you can win and re-

tain many customers‖ This is what the crush of Segmentation strategy, Modi has successfully im-

plemented for election campaign. 

3. Keep your competitors busy 

―If you can't beat competitor, make them such a busy that he cannot focus on you" This was the 

one of the important aspects of Modi‘s election strategy. He was attacking Congress through his 

speeches and interviews by commenting on Growth, Corruption and Price rise issues. 

4. Reach the customers where your competitors can’t reach 

One of the main reasons of the gigantic victory of Narendra Modi to be specific is the voter‘s 

turnaround which was due to ground work done by the workers of party along with ‗Karsevaks‘ 

of RSS. The biggest example was seen in Varanasi where VHP workers along with BJP and RSS 

went door to door appealing people to vote for Modi. 
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Events in September‘ 14 

 

Edward Eye 

It was an advertising event in which participants were judged on the caliber of 

their creativity and innovation through various rounds on role play, presenta-

tions and traditional antakshari with advertisement jingles  
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Article Courtesy 

We heartily thank the following people for their contributions in this month‘s newsletter. 

 ―Just the right Image‖- Umang Yadav 

 ―PM, inspires investors in US visit, $42 billion committed‖- Purnabha Dev 
 ―Being Digital Can't Save Every Ad‖= Jhilik Mukharjee 
 ―Make in India‖- Umang Yadav 

 ―How to create an uncontested market place by repositioning your brand in the digital 

world‖- Sundeep Kr. Mohanty 



For More Action- 

 Log on to: www.hunterzignite.weebly.com 

 Join us at: www.facebook.com/

MarketingclubHunterzIgniteIBA 

 Twitter: https://twitter.com/HunterzIgnite 

 Linked In: http://www.linkedin.com/pub/hunterz-

ignite 

 Write to us at: iba.hunterzignite@gmail.com 
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Indus Business Academy  

Bangalore: IBA Campus | Lakshmipura | Thataguni Post | Kanakpura Main 

Road | Bangalore – 560 062 | India | Tel: +91 80 26083770 | Fax: +91 80 

26083708 | www.iba.ac.in  

One among 20 B-Schools out of 4000+ in country to get an International Accreditation 

· Listed among 100 Fastest growing Private Institutes in Asia by WCRC Survey 
2013 (Process Advised & Evaluated by KPMG) 
 

· Ranked among Top 1% B-Schools of the country 
 

· Ranked ‘A++’ Category B-School by Business India All India B-School Survey 

2013 
 

· ‘01st’ Best B-School of Excellence by CSR-GHRDC All India B-School Survey 2013 
 

· ‘05th’ Best B-School in Industry Interface by Go Getter Survey 2013 

 


